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[bookmark: _Toc60857987]Part 1
[bookmark: _Toc60857988]Introduction:
The marketing strategy of any company encompasses a broad range of activities including the mission and the objective of the organization to the sales and profits. This report is an in depth analysis of the marketing strategy of the Samsung. The aspects of the internal and external environment, marketing ix and the decisions regarding the segmentation, targeting and positioning of the brand are analysed in detail.
Analysis:
Traditionally marketing is considered as the communication tool through which the companies can convey their message to the target audience. But with the passage of tie it has evolved into a broader concept. The concept of marketing is much more than a business function. It revolves around the organizational philosophy and the values that the organization stands for. A good marketing strategy will drive the company’s vision and mission and the long terms strategic planning. It answers the important questions about the company’s business functions, its customers, products, pricing and the communication procedures (Armstrong, et al., 2018). It surrounds multiple business functions and involves various stages.
[bookmark: _Toc60857989]Stages of Marketing:
The entire marketing process can be summarize into following stages 
Vision/Mission: The development of corporate vision/ mission which is the main part of strategic planning. It guides the company for all future decisions.
Situation Analysis: The situation analysis requires an in depth study of internal and external factors influencing the company. The positive and negative influencing factors are analyzed.
Marketing Strategy: The strategy is formulated to set clear measurable goals for the company. The goals are time bound for gauging the performance of the business. 
Marketing Mix: The marketing mix consist of important decisions regarding the product, pricing, distribution and the promotional activities.
Implementation and Control: The execution and monitoring is the final stage of the entire process. It provides insights for improvisation.
[image: ]Figure 1 Stages of Marketing Process, Source (Weller, 2017)

In case of the chosen company Samsung the vision of the company is simple as stated in its own words.
To devote its talent and technology to create superior business products that contribute to a better global society. To achieve this Samsung set high value on its people and technologies.
This provides the company with two types of objectives i.e. to create superior products and to contribute for a better society (Samsung, 2020). The company strives for maintain a top position in the industries in which it is operating.
[bookmark: _Toc60857990]PESTEL Analysis:
PESTEL is one of the widely used tools for the macro environment analysis of the company. Below is the analysis for the Korean giant.
[bookmark: _Toc60857991]Political:
Samsung is one of the companies that have been involved in the political lobbying and has attain both gain and loss from it. The company has been involved in many political scandals but has received support from the local government in the home country. The company was involved in the elections of South Korea through funding which had a negative impact on its brand image. However to gain political advantages the company has increased its political lobbying in the recent years significantly 
[image: ] 
  Figure 02 Lobbying by Samsung through funding, Source (Dudovskiy, 2017)
[bookmark: _Toc60857992]Economic:
The company is benefitted through its image of a valuable technological brand which is active in multiple industries ranging from the consumer electronic to digital media telecommunications. The company is active in multiple markets and has posted profits of 8.15 trillion KRW in the second quarter of 2020 (Samsung Newsroom, 2020). Even in the middle of the pandemic brand was able to make profits and was not affected by the market conditions. The global brand value is one of the most important assets of the company.
[image: ]
Figure 03 Samsung Brand Value, Source (Statista, 2020)

[bookmark: _Toc60857993]Social:
The demand for the consumer electronics have been surging globally. Among the most demand driven products the trend has been in favour of the Telephony segment which is the largest and the most profit generating segment of the market accounted for 48% of the revenue f he market. Apple and Samsung are the key players globally which are competing on the basis of quality ad are considered is the premium brands (Statista, 2020). With the rise in the 5G technology the trends are in factor of the consumer electronics market with the surge in demand 
[bookmark: _Toc60857994]Legal:
Samsung has the history of lawsuits by different companies for its breaching of intellectual property rights and the violation of the patent laws. The recent has been done by the Ericsson which has blamed the company for the violation of patents with respect to research and development in the 56 G technologies (Fletcher, 2020). As per the claims of Ericsson, the Korean conglomerate owes a substantial balancing payment to the company for settling the claims.
[bookmark: _Toc60857995]Technological:
Samsung is the highly technology driven company and invest hugely in its R&D expenditures. The company is famous for its innovative products especially the smart phones and the consumer electronics items. The most favouring factor for the telephony technologies is the 5 G revolution which is supposed to be the game changer for these industries. It is supposed to improve both the quality and speed of the mobile technologies (Dujuan, 2020). Samsung can be positively benefitted from these technologies
[bookmark: _Toc60857996]Environmental:
Samsung is responding to the environmental challenges which have become pressing problems across different industries by moderating its value chain practices (Lee, 2019). The company has been involved in managing the economic value of the business with the social value created by the company. The consumer electronics industry is particularly dealing with the issues like the development of products with the alternate energy consumption and supply chain management to conserve the resources.
[bookmark: _Toc60857997]
Samsung SWOT Analysis:
[bookmark: _Toc60857998]Strengths:
The biggest strength of the company is its diversification, Samsung is a giant conglomerate serving in many industries including the mobile phones, semiconductors and the consumer electronics products, it is involve in the production of finished goods as well as parts of the products use in the electronics. Another big strength of eh company is continuous innovation and implementation of the new technologies which has created a strong brand name for the company. Samsung has recently introduced AI in its products and has developed software for the Computer vision pattern recognition (CVPR) which has the capability to process heavy speed data in large quantities (Prabhu & Prasad, 2019). The development of new technologies is the biggest edge that the company has on its competition.
[bookmark: _Toc60857999]Weaknesses:
One of the weaknesses of the company is its involvement in the political scandals and the patent related lawsuits (Fletcher, 2020) that has led to the reputational damage of the company in the domestic and the international market. The company was blamed for copying the designs of Apple’s product before and the recent claims by the Ericsson have only further damage the reputation of the company. For a big technological company which is famous for its quality and innovation it is quite damaging to be involved in the patent related law suits. Another problem area is the dependence of the company on few markets for majority of its sales. Despite of having a global presence the company is deriving majority of the revenue from few markets.
[bookmark: _Toc60858000]Opportunities:
The biggest opportunity is the heavy growth I the industries in which the company is operating. The consumer electronics and mobile phone market is supposed to be grow by 2.2% which translate into $1.4 trillion for the five year period post 2020 (Anon., 2020). Despite of the sudden falls in the sales amid the COVID-19 the future seems bright for the consumer electronics and the smart phones market. The company can leverage its strengths of R&D and explore new geographical markets for the growth and expansion in the new markets.
[bookmark: _Toc60858001]Threats:
The biggest threat is the entry of new players in the market which are offering competitive products at fairly low prices. Apple and Samsung are considered as the premium brands with the focus on high quality and target of niche markets but the new players specially the Chinese companies are targeting the lower income groups in the emerging markets and are gaining an edge over the big companies. Huawei, for e.g. has surpassed Apple and Samsung for its global sales with innovative products and has emerges as sarong competitor (Warren, 2018). In order to re capture the market share these companies needs to improve the quality on competitive prices.
[bookmark: _Toc60858002]Marketing Mix Analysis:
The marketing mix is developed by gathering insights about the target market and consumer and integrates into the company’s strategy (Armstrong, et al., 2018). The marketing mix analysis of the Samsung is given below:
[bookmark: _Toc60858003]Products:
The product offering is wide ranging from laptops and smart phones to consumer electronics. One of the key features of the company products is their high quality with majority of the products are rated highly by the customers (Fieldstadt, 2018). The company has won several awards on the quality and innovation of its products.
[bookmark: _Toc60858004]Pricing:
The pricing strategy used by the Samsung is quite smart since it competes over quality and brand image in a wide range of products most of which are technology driven. The company for the skimming pricing strategy in which a new product is sold on high prices based on its novel product features and when the products get old and the features are copied in the market its prices decreases (Gupta, 2017). This helps in gaining the market share with the price cut through skimming pricing.
[bookmark: _Toc60858005]Promotion:
The promotion tools used by the company involve various methods including both ATL and BTL marketing activities. With the heavy investment in the Research and development and the successful delivery of the innovative products the company has created a strong brand image. The pricing has also remained competitive and has been used by the company as the competitive advantage. It has been found that its brand image and pricing are key reasons that influence the consumer’s purchase decision (Manorek, 2016). 
[bookmark: _Toc60858006]Place:
Samsung maintains a strong network of distributors for its product in all of the local markets. The company has presence in both developed and the emerging markets. The official distributor has remain the CMS distributions which is the partner of the company since its inception (CMS distributions , 2021). The wide distribution network through retail and online delivery helps in the market penetration.
[bookmark: _Toc60858007]Segmentation, Targeting and Positioning:
The company focuses on multiple segments in different markets and the products. The target audience are also wide in the age brackets of 18-65. Since the company offers variety of the products it can cater the needs and demands of the majority of the customers (Dudovskiy, 2017).The brand positioning is mainly done on the high quality and as the premium product although it has introduced some product for the working class as well. The company is considered to be competitive with the high end brands like Apple and compete on Pricing. The main target audience of the company are the upper and the upper middle class of the consumers who are quality conscious (Dudovskiy, 2017). Majority of the customers of the company are loyal to the brand because of the specifications and the features offered by the company and its matchless quality in the given price range.
[bookmark: _Toc60858008]Recommendations:
Below are some of the recommendations for the Company:
· Samsung needs to diversify its products with respect to the price range although it is considered a premium brand and is competing with Apple. The real threat s from the new companies which are offering low pricing products and gaining the share from the market. The company needs to add more variants of the products to capture that segment of the market as well.
· Samsung is concentrated on certain markets and product segments which cannot be a beneficial strategy for the long term. The company needs to focus on the emerging markets where the consumption of high end products increases with the growth of economy.
· The company needs to work more on the alternate energy related products and play an active role in the evolution of the Sustainable Supply chain. The new technologies including AI and big data analytics can play a crucial role in that development.
· Samsung should avoid the legal controversies and the political scandals at all cost which can damage the brand image in the long run.
[bookmark: _Toc60858009]Conclusion:
It can be concluded that Samsung is the successful company with an aligned marketing strategy with the core business. The brand image is created with the core competencies of the business and the company is leveraging from it. In order to remain competitive the company need to focus on the technological and environmental aspects of the business. The long term strategy of the business should be to focus o the technology, quality and innovation and maintain distance from the political scandals and the legal issues.

[bookmark: _Toc60858010]













Part 2
[bookmark: _Toc60858011]Introduction:
Stakeholders of any organization play a pivotal role in its development and bound the organization to follow ethical practices and ensure transparency. This analysis is based on the stakeholder’s value, types and their impact on the company’s marketing strategy with respect to Samsung.
[bookmark: _Toc60858012]Stakeholder’s engagement and their Impact on marketing activities:
The stakeholder’s of the organization are the related parties that have certain interest in the company and its performance and have the ability to influence the management decisions in the long and the short run. The publicly listed companies have internal and external stakeholders. The internal stakeholders are the management and the employers of the company while the external stakeholders are the investors and the consumers. These stakeholders can influence the decisions such as the adoption of the innovation in any organization (Damanpour, et al., 2018). The decisions about the capital structure, mergers and acquisitions and the marketing functions are also influenced by the stakeholders to large extent.
The stakeholder’s theory implies that the organizations are accountable to their stakeholders for providing financial and non-financial information. It has been found that the organizations that identify the importance of external stakeholders are more transparent in reporting (Hawrysz & Maj, 2017). A part from disclosing the financial information and the accounting practices, organizations needs to provide the details of their ethical conduct and the corporate governance practices to their stakeholders as well (Hawrysz & Maj, 2017). This is usually done in the form of published annual reports that companies share with the stakeholders as per the laws and regulations of their county and industry.
[bookmark: _Toc60858013]Samsung’s Internal and External Stakeholders:
Samsung is the large conglomerate with multiple subsidiaries and a complex ownership structure. The company has multiple stakeholders and the breakdown of shareholdings is given below:
Largest group Shareholders 20.4%
Foreign Investors 42.5%
Domestic institutions investors 18.2%
Retail investors 14.1%
Treasury 4.8%
The share outstanding of the company is the 68,764,530 divided in the common and preferred stock structure for which the company pays annual cash dividends. (Samsung, 2020)
As per the Korean regulations the company resorts its quarterly and annual financial performance to its stakeholders. The financial statements reported in the Korean currency KRW and standardized in USD for the foreign investors’ perspective (Samsung, 2020). A part from the financial performance, the company reports it’s social and environmental progress in the sustainability reports which are published annually and are authenticated by the external independent resources like PWC. The company follow the International Standard of Assurance Engagements (ISAE) 3000 as the bench mark for the reporting (Samsung, 2020). The company reports its details regarding the concerning areas of social and environmental sustainability and the measures that it is taking for tackling with those issues. This information helps the decision makers in making informed decisions about the company.
[bookmark: _Toc60858014]Stakeholder’s Impact on Marketing:
Stakeholders can impact a wide variety of decisions in any company ranging from the corporate governance model to the sustainability practices opted by the organizations. Marketing is one of the functions where external stakeholders might not have a direct impact but the internal stakeholders can influence the marketing strategy as they are the key decision makers of the organization. Investors and customers can indirectly influence the marketing’s strategy by showing their concerns and responding to the company’s strategy. Research has shown that stakeholder’s relatedness with the marketing strategy of the company is continuous rather than discrete and short lived (Hillebrand, et al., 2015). The company needs to consider their stakeholder’s perspective while designing and creating a marketing strategy otherwise they do not receive a good response from the market.
The role of marketing is not limited to the advertisements rather it depends on the news shared by the company with its stakeholders that can impact the financial performance of the company directly. The disclosure of news regarding the demand forecasting and projected sales can also influence the response of the stake holders and the information disclosed by the companies to the relevant stakeholders often accompanied these aspects. The news of Samsung maintain a strong position during the crisis and the expectation of surge in Mobile phones and televisions sales post pandemic has benefitted the stock performance of the company which the analyst believe can go up to 40% in a new rally (Kharpal, 2020). While designing a marketing strategy of the company the investor’s confidence will definitely be put in perspective.
The investors also reacted n the company’s decisions regarding the investments for e.g. the response of both consumers and stakeholders was negative when the Samsung’s investment on Fossil fuel projects appeared on the surface due to environmental concerns (Financial Times, 2020). In response to these concerns the company had to disclose an official statement about its concerns to the environmental issues and the sustainability practices.
Samsung is one of the companies that spend aggressively on advertising. The marketing budget of the company for the year 2013 was $14 billion but the campaign fails to relate to its external stakeholders on several grounds. In one add regarding the launch of new smart phone the company was criticized for being gender biased and sexist when women were represented as being more focused on the fashion while men were represented as more concerned with the technical features of the new product (Kim, 2013). The ad received backlash from the external stakeholders for not connecting with the values of the target audience and being blatantly sexist while launching the new product.
The brand spends heavily on the advertising but most often it does not received the desired outcome or at least in the proportion of it’s spending. The Galaxy Gear Smart Watch was one of the campaigns where the company spends heavily on advertising yet only 800,000 units were sold globally two months after launching the product (Kim, 2013). One of the reasons could be the stakeholders concern regarding the brand value as depicted through its advertisement for which they can’t relate with the brand.
In response to better connect with the stakeholders and to repeating the past mistakes the company is using the power of data analytics to gauge the consumer response of its ads ad their engagement levels. Samsung ads have recently introduced a T.V audience Measurement tool to gauge the audience engagement level to the Samsung advertisements (BLUSTEIN, 2020). The smart T.V device will help the marketers in understanding the audience behaviour on the marketing campaigns that will in turn help in the improvisation o the marketing strategy.
[bookmark: _Toc60858015]Recommendations:
· The company needs to better connect with its stakeholders and consumers by resonating their values in the ads. It would be better to incorporate the positive messages regarding the sensitive issues like the racism, sexism and the environmental concerns.
· Samsung should interact more with its stakeholders through a common platform for getting better understanding about their concerns regarding the brand image and its values.
· While disclosing information to the shareholders its potential impact on the financial performance of the company especially the stock performance needs to be considered.
· The company can take input from both its internal and external stakeholders for marketing campaigns before launching a new product or service this can help in generation of better and novel ideas for the marketing campaign.
[bookmark: _Toc60858016]Conclusion:
Samsung has developed from a Korean Conglomerate to a global brand and it needs to upgrade its marketing’s strategy to match with its enhanced brand image. The company should engage with the internal and external stakeholders more and align its marketing strategy with the stakeholders value, The sensitive issues regarding the social equity and environmental concern should be dealt with sensitivity to gauge better connection with the audience instead of a backlash. 
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