[image: ]
Module: Marketing management
Module code: LCMB7024
Assignment Title: Marketing environment analysis
Lecturer: Dr Laila maazouz

   Name of the student: Sanjana Bipinkumar Kalani
                                   Student ID: 2422384












Table of Contents
Introduction	3
Task 1: Macro Marketing Environment Analysis	5
Introduction to the Macro Environment	5
Technological Factors	6
Opportunities	6
Threats	7
Social Factors	8
Opportunities	8
Threats	9
Task 2: Strategic Responses of Pioneer and Follower Organisations	11
Strategic Responses to Technological Factors	11
Apple’s Response: Innovation and Ecosystem Integration	11
Samsung’s Response: Adaptive Innovation and Strategic Alliances	12
Strategic Responses to Social Factors	13
Apple’s Response: Lifestyle Branding and Ethical Positioning	13
Samsung’s Response: Inclusive Marketing and Local Adaptation	14
Comparative Evaluation	15
Conclusion	17
References	18

[bookmark: _Toc214535890]
Introduction 
The smartphone industry is a highly dynamic and competitive market all over the globe, and it is mainly driven by rapid technical innovations, changing consumer preferences, and fierce brand competition. The market of smartphones is projected to grow from USD 585.63 billion in 2025 to USD 722.27 billion by 2030, as shown in the graph below (Mordor Intelligence, 2025). The present report's purpose is to examine critically the macro marketing environment that influences two key market players, which are Apple, a leading innovator, and Samsung Electronics, a market strategist. Apple Inc. is an American multinational technology company which believes that businesses, at their best, serve the public good (Apple, 2025). Samsung is a South Korean multinational conglomerate headquartered in Seoul, and it reinvents the future, focusing on consumer electronics (Samsung, 2025). 
[image: ]
Figure 1: Smartphones Market Size and Share
(Source: Mordor Intelligence, 2025)
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Figure 2: Products of Apple
(Source: Apple, 2025)
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Figure 3: Logo of Samsung
(Source: Samsung, 2025)



[bookmark: _Toc214535891]Task 1: Macro Marketing Environment Analysis
[bookmark: _Toc214535892]Introduction to the Macro Environment
The macro marketing environment consists of external forces that influence an organisation’s strategic positioning but are never directly controlled by it. These factors are typically evaluated through the PESTEL framework, including Political, Economic, Social, Technological, Environmental, and Legal and together they create a landscape of opportunities and threats that determines the competitive advantage and the long-term sustainability of the organisation (Peterdy, 2025). The smartphone sector has among its main external influences the rapidly evolving, changing social trends and customer expectations that are constantly being altered. For innovators like Apple, technological progress is the main marker of distinction, while for followers like Samsung, the market trend responsiveness through flexibility and quickness is the main competitive edge. 
[image: Diagram of PESTEL Analysis Framework]
Figure 4: PESTEL Analysis Factors
(Source: Peterdy, 2025)
[bookmark: _Toc214535893]Technological Factors 
[bookmark: _Toc214535894]Opportunities 
The development of technologies like 5G, AI, AR, and IoT has created a huge market for both Apple and Samsung. For Apple, the new technologies not only give it more power to connect devices like the iPhone, Apple Watch, AirPods, and MacBook, but also make the ecosystem strategy stronger. The company’s in-house chips, like the A17 Bionic, improve device performance and power consumption, which in turn makes Apple appear as an innovation leader (Tarasov, 2023). The company’s investment in AI-powered advertising and augmented reality applications, including the Apple Vision Pro, keeps it different through experiential innovation. For example, Apple’s Apple Intelligence launches, such as Siri and advances on-device AI, execute user experiences on a personalised basis, like, for instance, predictive keyboard suggestions, photo curation, and notifications based on the users’ contexts (Apple, 2024). strengthening ecosystem lock-in. A critical observation, on the one hand, this move increases consumer loyalty, but on the other, it risks backlash if the AI is deemed too invasive or if the use of AI on-device increases cost per unit, thus restricting adoption in the markets that are sensitive to price.”
To Samsung, new technologies mean expansion of the scope for diversification and making innovation more accessible. The company uses foldable display technology and camera AI improvement to reach customers of different classes, from high to medium (Samsung, 2025). Moreover, its expertise in chip production and display technology enables the company to integrate vertically, which means it is less dependent on suppliers and can control costs better. For illustration, the Galaxy Z foldables by Samsung and the expanded Galaxy AI are examples of the company's product differentiation and accessibility in different geographical areas. Although foldables have a high mark-up and have the consumer's attraction, they bring difficulties in production and quality issues, which may lead to warranty expenses and delayed acceptance in the mass market (Samsung, 2023).
The growing need for eco-friendly tech, including materials that can be recycled and manufacturing that uses less energy, is a beneficial situation for both companies. Consumers are becoming more and more conscious about the environmental impact, which in turn gives companies chances to come up with new ideas in biodegradable packaging and extend the life of the product. As per GSMA’s ' Rethinking Mobile Phones: the Business Case for Circularity’ report, over 70% buyers from around the world are considered willing to pay more for an environmentally friendly phone (GSMA, 2025). 
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Figure 5: Foldable phones of Samsung
(Source: Samsung, 2025)
[bookmark: _Toc214535895]Threats 
Technological advancement not only generates new opportunities but also brings about numerous challenges (The World Economic Forum, 2025). The rapid pace of innovation continuously compels both Apple and Samsung to invest large amounts of money in research and development (R&D). This not only increases competition but also leads to higher operational costs. Apple, even though the first to introduce certain technologies, is also confronted with the threat of technological monotony, where small innovations do not really excite the customers. The competitors imitate the new features very quickly, for instance, camera upgrades, AI assistants and make Apple's distinctive attraction less powerful. Furthermore, Apple's closed ecosystem not only secures its devices but also restricts their compatibility with non-Apple devices, which could potentially turn away some price-sensitive customers (James, 2023).
On the contrary, Samsung has to deal with the problems of technological imitation and the fragmentation of software and hardware support that come with the use of the Android operating system. In addition, the wide range of products that Samsung manufactures has its benefits, which makes it one of the Global Top 5 brands, as far as market penetration is concerned, but at the same time, it may cause the brand to lose its focus and make it harder to carry out software updates across the different devices (Samsung, 2024). Additionally, the company is facing not only the global semiconductor shortage but also the ever-escalating threat of cyber-attacks, which are vulnerabilities on the operational side (Doffman, 2024). 
[bookmark: _Toc214535896]Social Factors 
The social dynamics are fundamental factors that can both determine consumer preferences and brand loyalty in the smartphone sector (Shah and Asghar, 2023). Factors such as changing lifestyles, demographic shifts, and digital culture, which, among others, are very influential, can dictate how a brand will interact with its customers and where it will position its merchandise.
[bookmark: _Toc214535897]Opportunities
A growing lifestyle and the reliance on mobile technologies have positioned both Apple and Samsung at a very advantageous point. This also means that the demand for smartphones will be universal as all age groups are now using them for their work, play, and connections. Through its high-end brand image, innovation, superior design and high-quality products, Apple can win over the status-seeking customers, especially in developed markets (Zou, 2023). Its focus on privacy, design, and lifestyle integration helps the company to create and maintain a strong emotional bond with the customers. For example, Apple’s ‘Shot on iPhone’ campaign, taking advantage of user-generated content, reflects consumers’ lifestyle of self-expression, thus enhancing the community identity, but its premium positioning still shuts out budget-conscious users and limits social reach.
On the other hand, Samsung uses cultural diversity and low prices to its advantage and thus targets a wider global audience. The company’s diverse product portfolio, which comprises the top-notch Galaxy S series and the cheaply priced A series, ensures that it is present even in the lower-income groups (Pinardi, et al., 2024). The company’s localisation policy, which includes product and campaign customisation for regions like India, Asia, Africa, and Latin America, further boosts its cultural flexibility (Samsung, 2023). 
Consumers' views regarding sustainability and ethical consumption are factors that also influence their choice of products (Ogiemwonyi and Jan, 2023). Both Apple and Samsung get the opportunity to create a stronger brand image through CSR practices such as recycling and transparency in the supply chain. The community involvement allows them to earn the emotional trust and hence increase their brand equity with the eco-friendly consumers.
[bookmark: _Toc214535898]Threats 
While these opportunities exist, social changes also carry major threats. Consumers are demanding more and more, and it is no longer very easy to keep customers loyal even in the digital age. The competition in the smartphone market is so intense that it is harder for the companies to get consumers to replace their phones, consequently, the revenue growth of Apple is in danger. Apple has been criticised for its expensive products, which can turn off customers who are not willing to pay that much, and also, it can make the brand more associated with rich people (Kelly, 2023). Additionally, the company has been under close watch for the treatment of workers in its supply chain due to overworking conditions at its Chinese manufacturing partner Foxconn, which can lead to the perception of Apple as a socially irresponsible business (Toh, 2019). 
For Samsung, its wide product portfolio can be a factor in the premium perception of its flagship devices. The situation of the company being a follower also puts a limit on its ability to influence the adoption of cultural trends, unlike Apple, which is often the first to do so. For instance, Samsung's 'Samsung x You' regional initiatives change the pictures and attributes according to the local traditions, such as camera optimisation for beauty preferences of regions, thus making the product more culturally relevant, but too much localisation might weaken the consistency of the global brand (Samsung, 2023). Within the developing nations, the emergence of the Chinese companies, for example, Xiaomi, Vivo, Huawei and OPPO, who are providing cutting-edge technology at a considerably lower cost, has increased competition and has taken Samsung’s market share (Hinrich Foundation, 2025). The two companies are also facing societal issues concerning digital addiction, privacy, and data transparency, which can affect customer trust and brand reputation. 


[bookmark: _Toc214535899]Task 2: Strategic Responses of Pioneer and Follower Organisations 
[bookmark: _Toc214535900]Strategic Responses to Technological Factors
[bookmark: _Toc214535901]Apple’s Response: Innovation and Ecosystem Integration 
Being a pioneer, Apple reacts to the technological forces by constant innovations and integrates its hardware, software, and services in a closed ecosystem. Apple applies the differentiation Strategy as developed by Porter to put a significant amount of investment into research and development to ensure that it remains at the forefront in terms of innovation. By concentrating on exclusiveness, differentiation helps through innovation, quality, or brand (Davi, 2023). The personalisation and security provided through the AI-based features of Apple, including the Siri voice assistant and on-board machine learning, contribute to its brand premium positioning (Paul and Robins-Early, 2024). 
[image: Four generic competitive strategies: cost, differentiation, cost focus, differentiation focus.]
Figure 6: Porter’s Generic Competitive Strategies
(Source: Davi, 2023)
Apple also uses experiential marketing to turn technological superiority into emotional value (Dong, et al., 2023). By offering immersive retail experiences and leveraging minimalist advertising, Apple converts innovation into aspiration. However, this strategy is not without risks. Its closed ecosystem limits flexibility, while competitors rapidly imitate hardware improvements, eroding distinctiveness. Therefore, Apple’s sustained competitiveness depends on continuous reinvention and technological exclusivity.
[bookmark: _Toc214535902]Samsung’s Response: Adaptive Innovation and Strategic Alliances
Samsung, as a follower, assumes an adaptive and collaborative approach in order to react to technological change. Its strategy is observed to be aligned with product development and market penetration as indicated in the Ansoff Matrix, which involves launching a different product line and upgrading the current models (Peterdy, 2025). The achievement in the foldable display technology (Galaxy Z series) has shown that Samsung can innovate in the existing markets and not reinvent them. Samsung attains vertical integration through cost benefits by harnessing its main strengths in the semiconductor and display industries.
[image: Breakdown of Ansoff Matrix, including Products on the X-axis and Markets on the Y-axis]
Figure 7: Strategies of the Ansoff Matrix
(Source: Peterdy, 2025)
The response of Samsung is also characterised by strategic partnerships. The tie-ups with Google in the Android optimisation and Qualcomm in the chipsets make Samsung able to stay technologically relevant without having to pay the entire burden of research and development (Chawla, 2025). This open innovation model is the opposite of the proprietary model of Apple, which is flexible with speed-to-market. Within the context of marketing, Samsung aims at a wider range of the population by adopting a multi-segment strategy with its high-end products and affordable commodities. Its Do What You Cannot campaign focuses on the empowerment of consumers with the help of technology and is attractive to both aspirational and pragmatic consumers (Campaigns of the World, 2019). However, the reliance on the Android platform lowers differentiation, and Samsung is at a disadvantage when it comes to competing with Apple, Huawei, and Xiaomi based on ecosystem.
[image: Samsung Do What You Can’t]
Figure 8: Do What You Cannot Campaign of Samsung
(Source: Campaigns of the World, 2019)
[bookmark: _Toc214535903]Strategic Responses to Social Factors
[bookmark: _Toc214535904]Apple’s Response: Lifestyle Branding and Ethical Positioning 
The social strategy of Apple is based on the idea of preserving the high-end image of lifestyle and acting ethically and responsibly. Apple reaches self-expression and creativity by making technology relate to emotional branding and relationship marketing. Its campaigns include the Shot on iPhone and Privacy (Apple, 2022). That iPhone is highlighting user empowerment as well as corporate integrity, which is attractive to socially conscious consumers. Further, Apple marketing story positions its products with identity and status, and a brand loyalty that creates a community instead of functional characteristics (Zou, 2023).
The corporate social responsibility (CSR) efforts by Apple are affected by social awareness as well. The company focuses on ethical sourcing, recyclable materials and transparency with the suppliers through its Supplier Responsibility Report 2021 (Apple, 2021). However, the examination of labour practices in several suppliers such as Foxconn has questioned this image, forcing Apple to enhance supervision and working conditions. Its reaction, being more transparent and collaborating with labour rights organisations, is an example of how innovators maintain brand equity by being accountable. In this way, Apple makes social pressures opportunities for reputational differentiation.
[bookmark: _Toc214535905]Samsung’s Response: Inclusive Marketing and Local Adaptation 
Samsung takes the social factors into account by putting the inclusivity, accessibility and local relevance at the forefront. It employs a segmented marketing strategy that is targeted at both the emerging and the developed markets, thus allowing the company to cater to different cultural and socioeconomic groups. The Campaign “Inspire the World, Create the Future” points to the fact that innovation is for everybody and that it corresponds with social values of progress and inclusivity (Samsung, 2018). Samsung is also a supporter of community engagement programmes and sustainability awareness campaigns, such as Samsung Global Goals, which are based on the integration of the United Nations’ Sustainable Development Goals (SDGs) into marketing communication (Samsung, 2025).
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Figure 9: Community Initiatives by Samsung
(Source: Samsung, 2025)
From a cultural viewpoint, Samsung's product adaptation tailored to local markets, like for instance, regional beauty standards as the basis for optimising camera features or supporting local languages, could be seen as a glocalisation strategy, where global brand unity is mixed with cultural understanding (Samsung, 2025). It not only wins over emotionally the buyers in the Indian and Southeast Asian markets but also the others in the world. On the other hand, to keep the wide appeal, Samsung may run the risk of losing brand exclusivity as compared to Apple’s luxurious positioning, which is more focused. Thus, the paradox for Samsung is to create a world of acceptance around its products while still being the innovator of the new and different that makes consumers perceive the brand globally as the best.
[bookmark: _Toc214535906]Comparative Evaluation 
Apple and Samsung, 2 major brands in the smartphone industry, are driving different yet successful methods that are strongly influenced by the technological and social forces existing in the world today. The innovator approach of Apple mainly emphasises newness, exclusivity, and the making of a broader ecosystem that supports its high-end brand identity and customer loyalty. On the other hand, Samsung’s follower technique is based on being versatile, being all-inclusive, and practising open innovation, widely attracting followers. Apple's approach is based on its unique characteristics and emotional connection, whereas Samsung is doing so by keeping its products affordable, localised, and fast in responding to the wide range of consumers and cultures around the world.

[bookmark: _Toc214535907]Conclusion 
In conclusion, the competitiveness of the smartphone market is shaped by rapid technological change and shifts in social factors. Apple, as a pioneer, keeps the lead in the market through innovation, ecosystem integration, and ethical branding. Samsung, as a follower, uses being flexible, the spread of its products in different markets, and the outreach of its products to different social classes to stay in the race. These two companies prove that the ability to stay in the market for a long time relies on being responsible in society and advancing technology at the same time, possessing relevance and sturdiness in the ever-changing global market.
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