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Introduction: 
The purpose of this work is to explain the processes and stages of marketing, to present the role of the marketing environment using situational marketing research and the marketing mix. This writing outlines how marketing development creates value for customers and explains the impact of stakeholders on an organization's marketing activities. In the course of the written work, the marketing model and strategies of the company were examined, and situational analyses were made as well as the marketing concept regarding the clients. It covers the influence of Stakeholders, and special attention is given to Promotion. Samsung Electronics was selected as the most recognisable representative of the Samsung Corporation group as the subject of this work. The company has a leading position in the production of smartphones, home appliances, television and AV appliances, cables, batteries, memory, equipment and more.  
The marketing process and the marketing mix  
Marketing is a management process through which goods and services are moved from the concept of organization to customers. Marketing aims to discover, create and develop product demand while meeting customer needs and interests (Business Dictionary). This is a process of building value-based, profitable relationships between customers and companies where participants get what they need and want. Companies strive to understand customer needs, create customer value and build strong relationships with their customers. By creating good value for customers, companies receive their value in various forms, such as sales, long-term client capital, profit, brand image, and more. The process of analysis, planning, implementation, coordination, and control is the subject of marketing management. Marketers create and monitor the implementation of pricing, promotion, and distribution programs in line with the concept and achievement of the company's objectives. (Kotler, Armstrong, 2018, p.29-55). 
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The marketing process, these are the steps that help to identify and achieve the goals of the company, customer desires, and products that will meet consumer needs (Weller, J. 2017). They are: Objectives; Situational analysis; Marketing strategy; Implementation; Control.
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Stages in marketing process
Situational analyses: Managers need to know where the company is currently located and determine where they want to go in the future. Each organization operates in a complex and rapidly changing environment that presents a variety of threats and opportunities, and these can be difficult to categorise. The marketing environment can be analysed in two directions - external environments and internal environments. External environments are all factors that are not directly related to the organization and it cannot control them, but they affect its development. The Internal environments includes all those factors that cause concern within the organization itself. These factors can be controlled by the company, so companies are more focused on analysing the external environment. Appropriate methods for analysing environments are PESTEL, Porter’s 5 Forces model and SWOT analyses (Blythe, Martin, 2016, p.22-24).
 For over 25 years, Samsung Electronics has been among the leaders in the Global List. The company focuses on marketing its products globally, such as Southeast and Southeast Asia, the Middle East, Africa, China, Korea, Europe, America. It has assembly plants and sales networks in 80 countries employing 309,630 people. After the 2017 crisis, Samsung regains its leadership position, and by 2018 their profits are up to $ 39.9 billion, up 9.1% from 2017, and their revenues are up to $ 221.6 billion, which is 4.5% more than in the same year. The Assets for 2018 amount to $ 325.9 billion. 
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In 2018, Samsung ranked # 1 on the Top Ten Semiconductors Companies list (Manners, D., 2018). The company is the largest manufacturer of memory chips, semiconductors, MOSFET transistors, and more.
[image: ]
Samsung's Smart TVs begin operating with the Linux operating system - Tizen OS in 2015. This allows the company to increase its market share in smart TV and take the top sales position in 2018 (Munson, B., 2019).
Objectives – Samsung's mission is to continue to create and develop innovative technologies, designs and products, such as to help improve the quality of life of people, to help achieve a better sustainable future that is socially responsible; and the vision 2020 is ‘inspire the world and create the future’ (Samsung). The goal of the company is to innovate in technology, solutions, and products while at the same time reaching out to the joining community so that they can achieve better results. Samsung's goal is to reach $ 400 billion in sales, which would be in the top 5 in terms of brand value. The three pillars that define the business operation, management, and culture of the company are: Creativity; Partnership; Great People. Quality goals such as sales and global leadership as an innovative and global leader are complemented by being among the best in terms of jobs, being a global creative leader who attracts the most talented people in their ranks.
Marketing strategy - The purpose of the marketing strategy is to ensure long-term competitive and consumer advantage. Within the organization, strategies exist at 3 levels - corporate level strategy, business level strategy and operational strategies (Johnson, G. at al, 2014, p.3-7). The hierarchy in strategy levels is as follows: The corporate-level strategy is at the top, the business-level strategy is determined by the corporate-level, and the strategy at the operational-level is determined by the strategy at the business-level. 
[image: ]
Source: MBA Certified Business Strategy, Professional Levels of Strategy
     Corporate-level strategy - The corporate-level strategy identifies which areas of the business will develop and the use of resources in the various business areas of development that may be related or unrelated. At this level, the senior management team, developing the corporate strategy, involves integrating and managing different types of business, as well as realizing synergies at the corporate level. In other words, the corporate scope defines the overall scope of the organization, the companies involved in the business and their contribution to the total value to achieve the common goals. The corporate strategy determines the way to achieve the vision of the organization. For example, Samsung has different business lines. The corporate-level strategy determines whether an organization should compete or withdraw from any business area, whether to join a new business with a new business unit, and in which business unit, investments should increase, in line with the vision of management.  
     Business-level strategy - Business-level strategies are formulated for each specific business unit and are linked to a specific product-market zone. This strategy involves defining the competitive position of the business unit and its formulation is based on common strategies for overall leadership in cost, differentiation, and focus. The heads of strategic business units and their teams determine the strategies at the business level according to the specifics of the industry in which they have chosen to develop. The strategy is determined by decisions such as how many units should deliver the best value. Business-level strategies need to be consistent with corporate-level strategies when businesses are part of a larger organization, such as Samsung. 
     Operational strategies - Operational level strategies are defined by the different operational areas that an individual business unit has, namely marketing, manufacturing and operations, finance and human resources, using the strengths and capabilities of company. Managers, together with their teams, formulate these strategies according to function, aligning them with business-level strategies. Operational-level strategies have short-term operational goals and achieving them leads to business-level strategies. For example, Samsung Electronics' marketing strategy, which follows a differentiation strategy, turns into launching and selling a wide variety of smartphone options through company-owned outlets. This leads to the goal of distributing and opening new outlets in one city, and the production of various modifications of smartphones is the goal of the manufacturing department. Implementing functional strategies in the form of short-term goals leads to business-level strategies. 
Corporate, business and operational connectivity is important for the integration of strategies, so each level must be in line with the others. The three-part model that emphasizes the interconnected nature of strategic issues is the so-called Exploring Strategy Model. 
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Samsung Electronics' strategy is built on a mix of three levels of strategy, stacked on top of one another. The business strategy of the company focuses on the development of premium products, strengthening the structures for competitiveness and profit, innovation and expansion of the product range. All this is in line with Samsung Group's corporate strategy. Thus, the marketing strategy helps build trust in the company with the products they produce. 
Implementation - It consists of a marketing and promotional mix and includes communication and media activities, in other words pursuing strategies that will lead to the set goals. 
Control - Using number of indicators, the overall effectiveness of achieving the goals is checked - how the company meets the requirements of the customers, what are the strengths and weaknesses of the company, what are the possible threats and opportunities for overcoming them. The information received from the control is returned to the management and planning cycle, the necessary adjustments are made, and it is returned to the planning process. 
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Samsung's marketing process seeks to deliver a continuous range of innovative products. The company has 34 research centres and 53 manufacturing facilities. As shown in the photo above, Samsung Electronics' marketing communication strategy has two levels involving different activities. At both the production and the executive level, the element of legal review is present, because neglect of the legal consequences regarding the development and delivery of marketing communications messages can have negative effects on the image and also lead to financial losses. 
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[image: ]Situational analysis
In order to build and maintain a successful customer relationship Marketing management needs to analyse and take into an account participants and factors that are outside the marketing but have an impact on it. The micro-environment includes the internal environment of the company - the various companies united in one network for delivery of value and ability to serve customers. The factors that can influence marketing decisions regarding suppliers, marketing intermediaries, distributors, marketing services and cooperation to create customer value are the result of the macro-environment. 
The PESTLE analysis provides information on macro-environmental factors and their impact on business. Marketers need to consider each of these categories, which affect business differently when making decisions.
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Source: Author’s work
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Source: Author’s work
The results of the SWOT analysis are used to establish the goals, strategies and practices to be implemented, as well as in decision making within the company to solve problems, plan and evaluate products. 
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The competitiveness of a company is determined by how it seizes the opportunities (SWOT) to counteract the threats that were addressed in the SWOT analysis. 
[image: ]
Source: Author’s work
Porter's 5 forces framework. The three important options for positioning market positioning are differentiation, cost leadership and focus so the company can make choices about potential opportunities. Porter's 5 forces framework is used to identify the attractiveness of the industry to the five competing forces (Haroun, I., 2016). 
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Source: Author’s work
Porter's 5 forces analyse all external factors, and SWOT analyses both internal (strengths and weaknesses) and external (capabilities and threats) forces. Both methods of analysis can be used for strategic planning that guarantees the success of the company. Porter's 5 forces examine the company's strength in a competitive situation. The industry, in which Samsung is one of the participants, with high profits is a difficult environment for new competitors. On the other hand, PESTLE determines how different macro-environmental factors could affect an organization and its competitive position. 




Marketing Strategy
[image: ]Source: SOSTAC-Strategy, slide player, images

Samsung leads by market share and manages to reach different market segments and price points. Samsung aims to dominate the market for computers, tablets and smartphones. The company holds a dominant position in the Android market. 
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Source: Author’s work
Segmentation
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Source: Author’s work
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Source: BBK in 1Q 2019 
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Source: Author’s work






Grand Strategy Matrix of Samsung Electronics
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Source: Doan, H., (2014), Samsung Electronics Project
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Source: Asymco




Marketing mix - According to Kotler, Armstrong (2018), the marketing mix is a set of marketing tools that a company can control and use to achieve the desired result in the target market. The elements of the marketing mix are the tactical tools for implementing the marketing plan (Kotler, Armstrong, 2018, p.242-245).
They are known as McCarthy's (1960) 4Ps, which offered them for the first time. The main elements: product, price, place, promotion. 
4Ps Marketing Mix

Source: Author’s work
The advantages of marketing to consumers
Marketing concepts of business philosophy are the ways in which brands analyse the needs of their potential customers and work hard to meet those needs. Marketing is a management department that strives to do its best to make its customers happy. In marketing, companies develop strategies to meet customer needs while increasing sales, increasing profits, and combating competition. There are 5 different marketing concepts, each with a specific function in the marketing strategy. They are: Production concept; Product concept; Sales concept; Marketing concept; Social marketing concept. 
The concept of social marketing is a newly progressive and modern applicable marketing mindset that believes in giving back to society by producing better products that help the world be a better place. This is one of Samsung's goals. This answers the question of whether and how marketing and business deal with the massive problems that society has, such as environmental degradation, resource scarcity, population growth, poverty and social disruption. Companies need to answer the essential question: Do businesses that create products that people like act in the best long-term interest of consumers and society, and how do they do it? By answering these questions, consumers will be aware of the true value they get with their lovely products. 

[image: ]
Source: Sustainability Reports (2018)

Electronics is the fastest growing part of the solid waste stream, so Samsung is taking on this global issue and launching the Recycling Direct program (Samsung Newsroom, 2015). It aims to provide free, responsible and convenient recycling of consumer electronics. 
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Source: Samsung 2020 Eco-Management Plan 
By partnering with e-Steward - certified recycling company, Samsung ensures that electronics are diverted and recycled responsibly in communities. Since launching this program, Samsung has collected and recycled more than 464 million pounds of e-waste in the United States and an additional 440,000 tonnes of discarded products worldwide. In the USA, for example, the program offers collections in all 50 states, with more than 700 fixed locations, and a mail-back program that makes it easy for consumers to become involved with Samsung's initiative. 
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Source: Samsung - 2020 Eco-Management Plan 
Through the Samsung Direct Recycling Program, the company is making a significant contribution to reducing the flow of household waste. Samsung only produces ENERGY STAR certified electronics. As a sole proprietor of 90% of its supply chain, it’s able to maintain direct control of almost all environmental practices. All Samsung production facilities around the world are certified in accordance with international standards for energy management, health and safety and environmental management. By reducing energy consumption in facilities, travel and manufacturing, in 2014 Samsung reduced its CO2 emissions ratio by 12% in Korea and 9% globally. The advantages of value for customers - certified high-tech products, safety, health, and environmental care. The company's long-term nature care and commitment program respond to the growing need to protect the planet as a better place for life and in response to rising customer awareness and awareness of global environmental issues. With all this, the company answers the above questions and increases customer loyalty to the brand. 
[bookmark: _Hlk28289781]The advantages of Branding - Advantages of branding: differentiation of products / services; adding value / confidence; protection against imitators; ease of recognition; reduces risk - both buyer and seller; creates loyalty; and is a mark of quality (Fetscherin, M.,2015). 
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Source: Coventry University, Branding
Samsung think of themselves, not as a brand portfolio, they think of a customer portfolio, because brand equity is customer equity. The value of customer relationships is what creates the brand. 


Ansoff Matrix - Samsung, as a multinational, adopts a key strategy for innovation and technology development and engineering that provides a competitive edge. Globalized markets require constant updating of the business strategy. Thus, the company responds to changing customer needs.
Ansoff matrix can help the company because it covers the current and potential products and markets of the company. The Ansoff Product / Market Growth Matrix suggests that business growth is determined by whether a business offers new or existing products in new or existing markets. As a result of the Ansoff matrix, growth strategies are drawn up, and they, in turn, determine the direction of the business strategy. 
[image: ]
Source: http://www.elma-bpm.com
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With the help of Ansoff matrix, the company determines which product is highly profitable, what investments it needs to make and what is the right strategy to implement. Samsung Electronics has products that the company needs to focus on, identify, and focus on. At the same time, the company has several product lines that do not need special attention. In this situation, it is necessary for the company not only to diversify, but whenever possible and if necessary, the profit generated by using the marker share strategy of the corporation (Star product) to make investments in highly returnable products, using the strategy of holding, harvesting (Cash Cow) by reducing some investments, such as advertising, promotion, and strategy (Dog) removal, eliminating a product of no interest to the company. 
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Source: Author’s work
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Source: Idealo.com 
Stakeholders 
Individuals, organizations, or groups that are concerned about the activities of the business are its stakeholders. External stakeholders are those who are not in the business itself, but are influenced or affected by it: consumers, regulators, investors, suppliers, or society in general. Internal stakeholders are those who directly participate and contribute to the business, they have an interest in the company: employees, managers, board of directors, investors. 
Generic Value Chain systematically examines the company's activities and how they interact with each other and how their actions affect costs and outcomes. By performing these activities better or at a lower cost, the company provides a competitive advantage. 
[image: ]
[image: ]
[image: ]
[image: ]
Source: marketscreener.com
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Source: Visible Business, Stakeholders Engagement at Samsung (2016)
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Source: Samsung Securities (2016)
Stakeholder analysis needs to be done in order of a strategy to be developed and designed. During this process, their impact on the overall progress of the company is reviewed. Stakeholders have different needs and requirements, so Samsung communicates with each group by organizing different activities so that it can integrate its efforts with the values of the stakeholders. The events organized by Samsung are general shareholders meetings, seminars, involvement in public activities, meetings with employees, blogs and call-centres, website, customer service, etc. This ensures regular communication with the various groups. A well-managed supply chain is another important component because they can have decisive long-term effects on the business and partners expect the company to work with honesty and integration. Stakeholder complexity requires an analysis of the factors proposed in the Global Risk Assessment and Strategic Planning Framework (GRASP): Motivation, Objectives, Perceptions, Prospects, Assumptions, Agenda, Experience. 
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Samsung sponsored the 2nd Honor Flight, which brought 38 veterans to Washington to visit the memorial service, dedicated to honor their office and victim.
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Samsung offers $3 000 000 for US public schools that use "Solve for Tomorrow "






Promotion
The role of promotion within the marketing mix is to promote the company's products or services. The promotion helps by emphasizing that consumers are aware of the key aspects of the product, its price, where to buy it, and the ease with which they can make the purchase among other elements of the marketing mix. 
[image: ]

The integrated marketing approach is to create a single, seamless experience for interaction between consumers and the brand. Integrated marketing seeks to blend all components of marketing communication through appropriate tactics, methods, channels, media, and activities in such a way that they all work together as a unified force. The purpose of this process is to ensure that all messaging and communication strategies are consistent across all channels and focused on the customer.


Promotional mix method
[image: ]
Source: Learn marketing.net

Factors That Influence Selection of Promotion Mix 
[image: ]
Source: lumenlearning.com




Communication process
[image: ]
Source: limenlearning.com
The purpose of the communication process is to deliver the desired message effectively to the intended target audience. Customers choose what they are exposed to and decide what will get their attention. The communication process shows how messages are sent and received. The company encodes or translates the message in a manner appropriate to the message channel (for print advertising, television advertising or in-store display), showing the benefits and value of the product offered. The client then decodes or interprets the message. In order of communication to be effective, the client must understand the message. Feedback is part of effective communication. By buying the product, the seller understands that the message has reached the buyer, and if the buyer has also used promotions when buying, this means that the appropriate advertising method by which the information reached the customer was used. The use of guarantees also provides feedback. 






Public Relations: 
Samsung Signs Beckham as Olympic Games (2016) Ambassador
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Source: google.com/News from Samsung
Advertising:

[image: ]
Source: KreangchaiRungfamai/iStockphoto
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Source: Samsung Newsroom
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Source: Author’s work
With the help of various distribution channels, Samsung measures its presence in the market. The main promotional activities of the company are - direct marketing, presentations, advertising on television and media platforms, prize games, demonstrations, specific advertisements, magazines, cinema and local media marketing, as well as coupons for sale (Bakator, Petrovic, 2016). 
Conclusion and Recommendations
Marketing concepts help Samsung Electronics achieve organizational goals depending on understanding market needs and desires by delivering quality products that people prefer. The focus and value of the customer are the ways to achieve sales and profits, according to the marketing concept of the company. It is customer-oriented and in line with the philosophy - to finding the right product for the company's customers. 
Before selecting and implementing its growth strategies, Samsung carefully analysed its strengths and weaknesses as well as its external business environment using Ansoff Matrix. With the help of the Ansoff Matrix, the company optimizes its marketing strategies for penetration, diversification, and development. Promotion is an important element of the marketing mix, supporting the other elements of the mix – product, price, place, and helping to optimize them. Samsung is very effective in promoting its products. The company creates associations with its products and uses them to appeal to its customers and to try to attract them to its large group of consumers. 
Stakeholder analysis plays a very important role in every step of developing a new strategy. I would make some recommendations in this regard. One of the recommendations is to restructure Samsung's product range, paying more attention to local preferences and requirements. For example, language options and color gamut (range) of products can be extended to some regions. For other markets, such as India, more attention can be paid to durability, water resistance, and longer battery life. 
Another recommendation is segmentation considerations. The Samsung brand is located between a premium brand and a low-cost brand. In order to ensure that it’s able to serve both segments, Samsung needs to develop an appropriate strategy for each segment. For example, first-class products for customers looking for innovative features that offer the latest in technology and luxury. The other product range that can be launched will not have innovative features but will offset with quality and safety.
In this way, it will be possible to serve a larger segment, which would affect revenues on the one hand and open more market potential for the company on the other.  
The highly competitive environment creates difficulties, but overall Samsung Electronics are well prepared to meet the needs of the global market. 
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Product





Product - Through the characteristics, quality, advantages, and quantity, the company provides the value to the customer that he / she needs. 


Price





Price - includes the price of the product and the product range. By changing the price and payment methods, competitiveness in the market can be achieved.




Place


Place - the places where products are available to customers, which includes distribution channels. Places must facilitate customer access to the product. 





Promotion


Promotion - is related to market communication, i.e. advertising, direct marketing, sales promotion, sponsorship, public relations. This way the company can communicate with its customers. 


   Samsung has a rich product portfolio with several different product categories. This is one of the strong points in the marketing mix of the company. The Samsung brand image driver is Samsung smartphones, such as the Samsung Note series or the Samsung galaxy series. Samsung is present in the following product categories: Tablets; Mobile phones – Smartphones; normal phones; Televisions – LEDs, LCDs; Plasma TV, SMART TV, HDTV, etc; Cameras and Camcorders; Refrigerators; Air conditioners; Washing machine; Microwave ovens; IT – Laptops, printers, and accessories. Samsung's product strategy and combination in Samsung's marketing strategy is to invest heavily in research and development to deliver the best products to its customers.  At the same time, Samsung is recognizable for its service and customers know that the company provides a very fast service for each of its products. 





Samsung dominates the smartphone and home appliance market. It uses two pricing schemes that are:


Skimming Price - The price of the product is higher when Samsung launches new products with different storage capacity options. When its competitors launch a smartphone with identical features, Samsung lowers the price. In this way, it is easy to prevent a decrease in market share due to the start of competitors. 


Competitive pricing - Part of Samsung's marketing strategy is this pricing strategy. Samsung has not yet surpassed LG in the home appliance product category. It is important that Samsung uses competitive pricing, so it’s able to prevent attacks from competitors, and to defend its position in the market. These help to understand the pricing strategy in Samsung's marketing mix.





Following its distribution strategy, Samsung sells directly to retailers and service dealers. With this strategy, sole traders are responsible for corporate sales. Technology retailers include Samsung in their offerings because the brand is world famous. At a certain point, Samsung is also distributing its products using a single distribution company. It, in turn, further distributes the products elsewhere. Samsung's strength is in the distribution.





Samsung's promotional and advertising strategy is a strong pillar in the company's marketing mix. Samsung is convinced that advertising is the best form of promotion through which it can engage the attention of potential consumers and help to position the brand. Samsung used newspapers and digital media to promote new products. The brand has invited many celebrities to be ambassadors of the brand and to promote the product. Thus, the company takes advantage of the huge number of celebrity followers. In addition, large posters are placed on the highways. To get customers to buy the product, Samsung uses a variety of promotional tactics besides regular advertising. The company, in addition to being known for its high quality of products and consumer experience, has also been announced as a giant in sponsoring various events, and offers major discounts during national festivals. A more detailed analysis of the promotion is presented later in this paper. 
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Source: Weller   (2017),  ‘The Definitive Guide to Strategic Marketing Planning’ .  
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Source:  Counterpoint ,  MOBILE DEVICES MONITOR  –   Q3 2019 (Vendor Region  Countries)    
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Source:  Definition of strategy ,  ( Wa ttenbergh,   B . ,  20 15)  
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Marketing  planning   c y cle  
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Source:   S tudiowide ,  Marketing planning cycle    


image14.emf
Samsung Electronics marketing communication process    


image15.png
Complte
Checkist




image16.emf
Source:  Sustainability Report (2015) Samsung Electronics    
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Model for   Marketing St rategy  
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Source:  Harman, D .,  Digital Marketing Plan using SOSTAC ,   2014  
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P.E.S.T.L.E. analys fo Samsung Electronics

Factors SAMSUNG ELECTRONICS

Ranking High,Medium,Low 

(H,M,L)

Political

   The ban on refugees from entering the United States and 

some other countries, restrictions on the migration of nationals 

from different countries, can have a strong impact on 

technology companies, such as Samsung Electronics. This is 

because the company strives to attract the most talented 

people in terms of technology development ( Gardere, J.et al, 

2018).    Lobbying in the internal markets, pressure groups, the 

risk of military invasion, the political scandal the company was 

involved in also affect revenue and Samsung's long-term 

prospects for growth.

 The political scandal in which 

the company was involved 

(2002) has had a negative 

impact on the business 

because it received restrictions 

on the distribution of some of 

the products in different 

countries, such as Germany. 

Political instability in African and 

Latin American countries due 

to frequent changes in political 

governance puts Samsung in 

further political pressure. From 

the facts presented it can be 

concluded that the political 

factor is unfavorable for the 

company and ranking it as 

high.                            

H

Source: Samsung Group 2019
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Economic

   Samsung Electronics' financial growth is closely linked to 

innovative technologies in new products that the company 

uses. The rapid development and implementation of innovative 

products is a priority of the company in order to satisfy the 

consumer needs and interests of its customers. This will 

contribute to the financial growth of the company.                                

Other economic factors that adversely affect the company's 

profits are the appreciation of the South Korean currency, tax 

levels, changes in labor and resource costs, and more. 

Samsung's profits are strongly influenced by the global financial 

and economic crisis (2007 - 2009), which is slowing the pace of 

development globally. The uncertainty and volatility of the 

macroeconomic environment in which Samsung operates 

requires a reorientation of the company's strategies. An 

important economic factor is the purchasing power of people. 

Considering that high-end products (TVs, tablets, smartphones, 

etc.) of Samsung Electronics are luxury, they are not an 

immediate necessity for the consumer. Therefore, every 

economic crisis leads to a crisis in the company. Innovation 

remains the only way for Samsung to defend its leadership 

position, despite strong competition from companies such as 

Apple, Google, and others.

The more countries in different 

regions develop, the greater 

the company's chances of 

expanding and opening new 

units in different areas. 

Countries with good GDP are 

an indicator of the higher 

purchasing power of people, 

which makes them more willing 

to buy the latest items of the 

company. This, in turn, leads to 

an increase in the company's 

profits and an opportunity to 

expand it. Due to the general 

economic crisis and global 

uncertainty, the company is 

sometimes forced to make 

changes in its strategies. 

About all of the above, the 

economic factor is slightly 

unfavorable for Samsung 

Electronics and can be ranked 

as 'medium' for the company.                           

M

Social

 As a family-owned multi-company, Samsung is acting as a 

global company, which means adapting its global strategy to 

many emerging markets. This requires Samsung to adapt its 

products to the rapidly changing consumer preferences of the 

various markets in which it operates. Fablets (smartphones 

larger than 5 inches) are gaining popularity due to the 

convenience of using more complex and time-consuming tasks 

such as viewing visas, games, shopping online and more. They 

are gradually shifting sales activity towards themselves at the 

expense of tablets, where there is a decline in sales.

This domain is very dynamic, 

and because Samsung is 

operating in a niche market, 

influenced entirely by the local 

beliefs and culture of people in 

different regions. The company 

needs to be flexible in its 

policies, developing them 

locally so that they are in line 

with socio-cultural conditions 

that vary across regions. This is 

one of the important 

dimensions for the company 

and gets a 'medium' rank.                                         

M
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Technological

Samsung Electronics needs to spend more on technology and 

R&D in all aspects of its business. This is in line with the 

company's goals of being a global leader in the global 

marketplace through its innovative technologies. In this way, the 

company can expand consumer interest in high quality and 

innovative products that provide customer convenience and 

security. Such opportunities are, for example, virtual reality 

headsets, which are based on the smartphone, wireless 

charging and more.

One of the essential factors 

that ensure the success of the 

company is technology. The 

company must take into 

account the high level of 

competition when considering 

its policies and evaluating the 

upcoming release of new 

devices and their features. The 

lawsuits, in which Apple 

accused the company of 

imitating product design, taught 

Samsung that their 

technological development 

should always outpace 

competition. For the sake of 

competitiveness, the company 

strives to launch a new product 

almost every year, and this 

carries its risks. Therefore, this 

factor is slightly unfavorable for 

the company and is ranking as                

M           

Legal

After facing serious penalties for its alleged imitation of the 

Apple iPad and iPhone, Samsung has finally won and 

triumphed in terms of public understanding and consumer 

approval of its strategies. In the future, they have to be very 

careful as this leads to a decline in shares and confidence in the 

company.

Samsung needs to be more 

aware of legal issues, both in 

terms of imitations and in its 

dealings with its employees. In 

order to maintain favorable 

customer growth and a positive 

image, the company must find 

the best legal solutions and 

strictly adhere to them. In this 

regard, this factor is slightly 

unfavorable and is ranking as                            

M
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Environmental

Samsung needs to be aware of the need to make its products 

so as to empower the ethical consumer who wants the brands 

they prefer to make the products socially and environmentally 

friendly. This means that the company ensures that it does not 

compromise the working conditions or wages it pays to its 

workers involved in the production of the finished product.           

In the wake of the Note7 scandal, Greenpeace called on 

Samsung to recycle as many of them as possible, as it cited the 

huge human and environmental costs involved in extracting the 

precious metals and minerals put into the phones.

The degree of environmental 

impact is a significant factor. 

Samsung, in the face of waste 

pollution, is committed to acting 

as a socially responsible 

company, responsive to global 

environmental problems, by 

recycling its end-of-life 

products. These factors are 

favorable for the company 

because they do not have a 

direct effect on it, so they are 

ranked as                              

L
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PESTEL Advantages PESTEL Disadvantages

1. Offers a simple and easy to use frame 1. Information used for decision-making can be 

simplified by consumers

2. Helps reduce the impact and impact of 

potential threats to the organization

2. In order for the process to be effective, it 

must be carried out regularly, and often 

organizations do not make this investment

3. Helps and encourages the development of 

strategic thinking in the organization

3. Organizations often restrict who is involved 

For reasons of time and cost, organizations 

often restrict who is involved. This limitation of 

the effectiveness of the technique as a key 

perspective may be lacking in the discussion

4. Provides a mechanism that allows an 

organization to identify and exploit new 

opportunities

4. Due to the cost and time it takes to collate 

quality information, it restricts users' access

5. The effects of entering new markets, both 

nationally and globally, can be assessed. (Blythe, Martin, 2016, p.23-26)
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Strengths Weaknesses

1. Leadership in the visual display   market

2. Strong patent portfolio

3. High brand value

4. Global leadership in all mobile and 

smartphone markets

5. The solid financial position of the company

6. High R&D investment                     

1.      Absence of own OS and software

2.      Damage to brand image due to product 

safety issues ( Note7)

3.      Low gross profit due to price cut

4.      Focuses on many products at a time

5.      Competitive advantage hard to sustain

Opportunities Threats

1. Continue to increase R&D investment

2. Focus on mobile advertisements

3. Joining the cloud business segment 

4. Increase and expand the presence of 

emerging markets

5. Enter into strategic cooperation with related 

companies

1.      Changes in the currency exchange rate

2.      Intensification of competition due to the 

slowing growth in the industry

3.      Patent infringement lawsuits

5.      Disruptive innovation by competitors 

(Apple Inc, LG Electronics, Microsoft, Google, 

et al)

Advantages Disadvantages

Shows how to:

1. Set goals

2. Generation and evaluation of alternative 

strategies

3. Monitor the results and gain stakeholder 

engagement at each stage of the process

1. Strengths may not lead to benefits

2. SWOT focusing on external factors is too 

narrow

3. SWOT emphasizes a unified dimension of 

the strategy

Source:Author's work

(Samsung Sustainability Report , 2016)
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Compared to SWOT analysis, the PESTLE analysis focu ses on the macro factors that influence the  business position, as well as the reasons for the market's growth or decline. Accordingly, the necessary  business guidance can be taken. From the factors considered that determine the changes in the  Samsung Elect ronics industry considered in the PESTLE analysis, it could be seen that the macro  environment has some highlights that the company needs to take into an account and pay more  attention to. This is, for example, the political scandal in South Korea that has   caused the stock price  and reputation to fall. At such times, the company is vulnerable to competition. The disadvantage of  PESTLE analysis is that it does not take into an account the internal factors of the organization. It  analyses the external factors   that influence an organization. So, to take into an account the strengths of  the current needs, SWOT analysis must also be taken into an account.    
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1.  Geographic Segmentation - Worldwide, sell their 

phones in 70 different countries, but the physical 

appearance of their phones is universal (Samsung 

Electronics).

2.  Demographic Segmentation - Age of 16-29, 

for businessman, for middle-class, youth, etc. 

Target middle class and high-class income 

segments.

3.   Family Life Cycle Segmentation - Target young 

single, young married or divorced with or without 

children.

4.  Psychographic Segmentation - People from 

their teens to their mid-30s who like the new 

technology, technology and broadcasting can 

afford to buy it, plus the pink range of girls' mobile 

phones and the cheaper touchscreen stylish 

phone for lower incomes. 

5.   Benefit Segmentation – When Samsung 

customer buys their phones the benefit, they 

expect from it is simple appearance, new and 

updated features and reasonably priced. Therefore, 

customers are divided into ex-users, potential 

users, and regular users. With this information, 

Samsung can target customers based upon their 

loyalty to the brand.

6.   Usage-Rate Segmentation - The smartphone 

market has a lot of heavy users because of the 

convenience of it, the consumer can call, text, 

send pictures, play games, listen to music and 

surf the web, and all this from one smartphone. 

Samsung has a large percentage of heavy users.
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STRATEGYANALYTICS
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Market share of leading mobike device vendors in the United Kingdom (UK) from 20100 2018
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Samsung  Differentiation Samsung  Positioning

Samsung chooses function over form and 

customization. The company has a large 

portfolio of products, has the ability to connect 

people's homes and appliances to their 

smartphones and create a Samsung 

ecosystem in people's homes. Samsung stricks 

to tried tested formulas and has a larger mass-

market appeal (Samsung Electronics).

Samsung embodies innovative technologies, combined 

with style, aimed at the young professional, with its design, 

and new premium feels to its flagship phone. With this 

new positioning of Samsung, the company differentiates 

itself from its prior Cost leadership structure, where it 

delivered cheaper and technologically strong products 

without an emphasis an design. An important factor 

Apple's success over Samsung was Apple's design on its 

iPhone. Now that Samsung puts more emphasis on 

design, the company can compete with Apple in a more 

effective way. Other important factors for Samsung's 

positioning are innovative product futures, healthy living, 

and energy efficiency hence cost saving (Mukit, 2016).
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Samsung Now Officially More Profitable Than Apple

Quarterly net income generated by Samsung and Apple since 2011 (in billion U.S. dollars
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GREEN MANAGEMENT VALUE SYSTEM

PHILOSOPHY VISION

« We contribute to the prosperity of human life and the « Providing Green Experience, Creating Sustainable Future
conservation of the environment by conducting business

activities that respect humanity and nature * Provide customers with a new green experience and lead

a sustainable future in a global society through innovative
green products and technologies

A * Embodies Samsung’s commitment to corporate social responsibility and preservation of Earth

o The circular logo shape represents planet earth, while the colors blue and green symbolizes fertile soil
and permanence of water respectively




image41.png
Sourcing
Eco-Partner Certification Program
enhanced supply chain management system

Recycling and e-waste
Supports Individual Producer
Responsibility (IPR) for e-waste
management and disposal

Eco-products

Developed innovative eco-products -
including LED TVs, Blue Earth
mobile phone and green DDR3

Waste

Company set a goal of recycling
100% of all waste generated on
operating sites

Chemicals and target substances
Using Precautionary Principles to reduce

and eliminate harmful substances in

product portfolio

GHG emissions/energy
* Met our goal of reducing our GHG
emissions by 50% over a 2008 baseline

Water

Reuse and recycling of water used in
manufacturing and supporting
environmental recovery projects




image42.png
E-WASTE RECYCLING PROGRESS

2016
2014

2012
2010

> 2008
‘mnl
2004

86.8 925 101.9 114
POUNDS (MILLION)




image43.png
‘The consumer

® Easier product identification

# Communicates features and
benefits

® Helps product evaluation

 Establishes product's position
in the market

® Reduces risk in purchasing

# Creates interest/character for
product

The retailer

from brand marketing
customers.





image44.png
CUSTOMERS

NEW

DIVERSIFICATION

MARKET DEVELOPMENT

EXISTING

MARKET PENETRATION PRODUCT DEVELOPMENT

EXISTING NEW PRODUCTS




image45.png
Boston Consulting Group Matrix (BCG Matrix)

[

5 iPhone O
= MS: 16%
el Cashcow  Star MG: 75%
‘q')' Question mark

-

<

=
Small

Low Market Growth High
Sources: adopted from www.google.com (2013)




image46.emf
Samsung’s Market Penetration Samsung’s Product Development

The company adopts aggressive marketing and 

promotions, offers competitive prices, etc., to feed 

its competitors' market share. For example, 

Samsung lowers its smartphone prices a few 

months before launching its next model.

Samsung's product development strategy plays a 

vital role in turning Samsung into a diversified 

global brand. Samsung is developing new 

products targeting existing market segments and 

regions. Samsung is using a combination of 

enhancing its existing products to launch a brand 

new product.

This allows Samsung to gain new customers, 

increase its market share, and at the same time 

clear its old stocks before launching its newest 

product line. Customers receive a high-tech 

product that meets their requirements at an 

affordable price.

For example, as a dominant name in the 

smartphone industry, Samsung has developed 

different smartphones for different market 

segments and is launching these new products in 

its existing markets.

There are also limitations to the market entry 

strategy. With the market nearing saturation point, 

growth stops and Samsung needs to change its 

growth strategies and choose other growth 

strategies at Samsung's Ansoff Matrix to continue its 

growth.

Samsung has the Galaxy M-Series for its low-end 

users, the Galaxy A-Series for its mid-range 

users, the Galaxy S-Series for its higher-end 

users, and the Galaxy Note for its higher-end 

users. Thus, the company meets the different 

needs and capabilities of customers from 

different segments. As a consequence, in most 

markets in which it operates, Samsung gains a 

higher market share within the smartphone 

market.
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The Strategic Management of Samsung through the Generic Value Chain
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Source: The Analysis of Strategic Management of Samsung Electronics Company through the Generic
Value Chain Model (Junh, S.2014)
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Shareholders Samsung Electronics Co Ltd (KR7005930003) v |

Name Equities %
National Pension Service of Korea 626,094,383 10.5%
Samsung Life Insurance Co., Ltd. 508,157,148 8.51%
Samsung C&T Corporation 298,818,100 5.01%
Kun-Hee Lee 249,273,200 4.18%
The Vanguard Group, Inc. 140,267,203 2.35%
Capital Research & Management Co. (World Investors) 123,955,416 2.08%
Capital Research & Management Co. (Global Investors) 93,069,212 1.56%
Fidelity Management & Research Co. 89,971,305 1.51%
Samsung Fire & Marine Insurance Co., Ltd. 88,802,052 1.49%

Norges Bank Investment Management 81,107,667 1.36%
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Maintaining stakeholder relationships helps to:

1.Improving operational efficiency through trust and 

cooperation;

2,Increases demand for products and services 

through recommendations; 

3.Increases retention through better customer 

perception and product development that meet the 

evolving needs of customers.

A major challenge for domestic service providers 

such as PMO, IT and HR is engaging with 

stakeholders
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Governance and social responsibility Customers and community

Business management sets out the mission, vision 

and goals that company owners or executives 

control. Social responsibility encourages many 

companies to balance social and environmental 

responsibilities with profits. Samsung has chosen to 

play a more active role in protecting the 

environment and social responsibility due to 

pressure from the government and society.

The main focus for Samsung is customers. This 

is because satisfied customers and long-term 

relationships are the key to building sustainable 

success and profit over time. Samsung uses 

customer relationship management, a data 

driven business marketing process where the 

company collects customer data for more 

targeted and effective marketing decisions and 

sales.

Employees Business partners

As a socially responsible company, Samasung 

makes community citizenship a priority. They put 

the interests of the employees at the centre of their 

business operations. At Samsung they look at their 

employees as the most valued assets, encourage 

them, employees identify with the company, take 

the active part in important decisions. Thus, the 

company is influenced by the focus on employees 

as a stakeholder influence. Samsung is convinced 

that satisfied employees provide strong customer 

service. Human resource management is important 

because it not only ensures the company's 

competitiveness, creates jobs, but is also one of 

Samsung's social responsibilities. In order to 

receive creative and diverse opinions from its 

employees, the company strives to create an 

appropriate work environment and organizational 

culture.

The popular logistics management system, 

known as supply chain management, is growing 

in close collaboration between suppliers and 

business buyers working together. This is 

essential to deliver the best value to end 

customers. This is because the company aims at 

reducing costs to increase its focus on customer 

value, improve environmental protection and 

build strong relationships with key business 

partners.
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Promotion and product Promotions and process

In the context of a product strategy, the role of 

promotions is to communicate the usefulness and 

uniqueness of the product. The promotion focuses 

on the features and packaging that are unique to 

the product. The main purpose of the promotion is 

to create a strong enough desire in the customers, 

such a desire that can lead to a purchase.

Increasingly fast-paced and engaged lifestyles 

are being used by companies to increase sales. 

They emphasize the ease with which the 

customer can make the purchase of the desired 

product. This creates the necessary benefits for 

both customers and the company.

Promotion and price Promotion and people

The promotion can provide information about the 

quality and value of the product, as well as highlight 

special offers.

Staff can provide a competitive advantage. The 

focus is on the quality and style, knowledge and 

training staff, and employees personally use 

some of the products in their own time.

Promotion and place Promotion and Physical Evidence

The purpose of the promotion is to inform 

consumers where they can purchase the product. 

For example, that the product can be purchased 

from a store - a store address, through an online -  

purchase site, or through a mobile phone.

The company can inform its customers about the 

benefits of the environment or the atmosphere it 

offers. Physical evidence can help to secure a 

competitive advantage. By engaging with 

celebrities in ads or participating in prestigious 

events, the company can encourage customers 

to visit its website, where they can easily navigate, 

inform and make a purchase.
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Advertising

Public Relations

Sales Promotion

Personal Selling

Direct Mail (post and e-mail)

Internet Marketing

Social Media

Sponsorship

Communication through mass media, the firm will usually pay
for this type of communication.

Developing a positive relationship between the organisation and
the media and the public. Good public relationships involves not
only creating favourable publicity through the media but also
involves minimising the impact of negative situations.

Promotions designed to create a short term increase in sales.
Examples of sales promotion include money off coupons,
discount codes and "flash sales".

Sales interaction between the firm's representative and a
consumer on a one to one basis.

This involves sending marketing to a named individual or
organisation. Firms often buy lists of names, e-mails and postal
addresses for this purpose. This can be highly effective when the
direct mail recipients are within the firm's target market.

Placing adverts on internet pages through programmes such as
Google's AdWords.

Firms place daily messages on social media such as Facebook
and Twitter to keep customers interested in their organisation.
They may even run promotions, flash sales and discounts just for
their social media readers.

An organisation or event is paid to use your branding and logos.
Sponsorship is commonly used in sporting events; player's
clothing and stadiums will be covered in the firm's branding and
even the tournament may be named after the firm. Although
effective sponsorship requires a large audience you may get
smaller firms interested in local business sponsoring small events
in their area e.g. school fairs.
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Rep. Adrian Smith (R-NE) (far left) and David Steel (far right), EVP of Corporate Affairs at Samsung Electronics America
congratulates students at Gering High School for their success in the Samsung Solve for Tomorrow competition during a
school rally October 7, 2019.
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Gering High School now has more than 140 students enrolled in STEM classes, in which they utilize Samsung technology
won from participation in the Samsung Solve for Tomorrow contest.
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Advertising Public Relations

Samsung uses push and pull strategies for its 

promotions. In a push strategy, Samsung has 

participated in major events such as Olimpic Games 

(2012), Super Ball and more.

Public relation is communication that aims to 

improve and promote the image of the company 

and its products.

In the ad download strategy, Samsung builds and 

keeps in touch with customers through social media 

- Facebook, Tweeter, Youtube, Blog and more. 

Thus, it regularly maintains its presence on the 

Internet.

Samsung spends huge amounts of money on 

marketing and public relations to increase visibility 

and drive sales.

Another way to advertise their mobile phones that 

Samsung used was to focus their attention on 

gathering an audience. Zooming in on Samsung 

phones so customers can see the brand name 

printed on the phone.This technique gives 

customers information about the brand of phones.

Samsung works with many PR experts to deal 

with public relations in different countries and 

across product lines. The company outsources 

PR activities to external agencies when they can 

better handle them. They have worked with a 

number of PR firms, including Edelman PR, 

Fleishman-Hillard, Weber Shandwick & MWW PR 

Group.(Sarano, A., 2016)

The advertising method used by Samsung is a 

direct and indirect method. By the indirect method, 

they advertise their products through television, the 

Internet and other media. With it, Samsung informs 

its customers that its new products are good to use 

(Sattar, S., 2019).
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Advantages of Internet Advertising Disadvantages of Internet Advertising

  1.More than 2 billion people worldwide have 

access to the Internet, allowing access to millions of 

potential customers. 1. The ability to block ads.

  2. The Internet is open around the clock and this 

allows a huge number of potential customers to 

send advertising messages. 2. Low technical coverage.

3. The Internet allows direct sales, which eliminates 

the need to open offices in each country.

3. High prices for access.

4. Online advertising allows for flexibility. It allows 

you to plan activities on a budget related to a 

specific advertisement, while providing higher 

returns.

4. Widespread shadow conditions to increase 

consumer demand ( Dudnikova, A., 2014).

5. The Internet allows instant feedback from 

potential customers. Thus, with little investment, the 

company evaluates product demand, reveals 

potential competitors and their strengths. In 

addition, customer expectations of the product or 

service can be evaluated.


image70.png




image71.emf
Sour ce:  Bus i ness strategy   hub   (2019)  
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Sour c e:  Pea rson (2012)  


