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[bookmark: _Toc503749301]Description of the Organization, Product and Target Market
The company chosen for the assignment report is Samsung Electronics. Samsung Electronics is a South Korea based multinational electronics organizations having a high recognition and acceptance in the market through delivery of high quality products and services. Considering the smart phone industry market, the organization effectively specializes in development and designing of products for both the general as well as the niche customer segments. The smart phones developed by Samsung Electronics are seen to be encompassing the Android platform and offering better and improved user interface to the customers. Recently Samsung has been successful in introducing a new product in their Galaxy series of smart phones named Samsung Galaxy Note 8. The newly launched phone technologically upgraded so as to minimize the issues faced in the previous version of Galaxy Note 7 which resulted in Samsung Electronics incurring high losses in the global market (Baker, 2014). This hind end smart phone has the capability of catering to the changing demands and requirements of the different customer segments in the market by offering a high level of differentiation from other market competitors such as Apple, LG and others. The following report will focus upon analyzing the innovation in branding strategies which can help in better product promotion in the market. In addition the customer end to end journey will also be analyzed in details in the report. 
[bookmark: _Toc503749302]Strategies for Brand Marketing
In context of brand marketing approach, Samsung Electronics must offer the priority in effective product and services positioning in the respective market. In order to properly market and promote the launched product of Samsung Galaxy Note 8, it is required for Samsung Electronics to focus upon implementing the marketing mix. The implementation of the marketing mix has been discussed in details as follows:

                                                     Fig: Marketing Mix (source: self)
Product 
Samsung Electronics is seen to be correctly focused on analyzing and identifying the patterns or trends of the customers in the respective market. This is usually achieved by Samsung Electronics, through a detailed market survey and research. Speaking about the current trends in the market, the buyers are seen to be attracted towards high end smart phones having high quality camera, display, processor and specifications creating a high buzz in the concerned market (Huang, 2014). Therefore through analysis of the market trends Samsung Electronics has focused upon launching the new product of Samsung Galaxy Note 8 that can help in having a better appeal to the customer segments in the global market. The organization has focused upon mitigating the issues and defects noted in the previous version of Samsung Galaxy Note 7 and have used high end technologies to reduce the heating and other processor issues associated with the respective product. This helps the organization in incorporating of better software and features such as improved camera and OS that can make the Samsung Galaxy Note 8 to be among the best desired phones among the customer segments. This can also reflect as a competitive advantage for Samsung Electronics in promotion and marketing of the products in the market. 
Price
When considering the pricing strategy, Samsung Electronics has implemented a premium price tag on Samsung Galaxy Note 8. This price tag is correctly justified considering the differentiation offered by the product to the customers in the market. In addition, since the product is targeted for premium or niche customer segments in the market, the pricing strategy along with the product features can help Samsung in offering of higher value for money and appealing to the customers considering their differentiation in the respective market. 
Place
For sustaining their market position globally, by launching the product of Samsung Galaxy Note 8, Samsung Electronics largely emphasizes on making the respective products widely available and accessible in the respective market. By offering the customers with the opportunity of online and offline retail buying the products are seen to be effectively distributed in the market that helps the organization in fulfilling the overall demands and supply needs (Mintz, 2013). The offline retails are also well equipped are located conveniently so as to have a proper access as needed by the customers or buyers. 
Promotion
For the purpose of achieving higher branding and promotions of the product of Samsung Galaxy Note 8, the organization of Samsung Electronics must focus upon development and implementation of better marketing and promotional strategies. The different marketing and promotional approaches that can be incorporated by the organization of Samsung Electronics have been discussed as below;
Traditional Marketing
The organization can significantly use the print and the television media for the purpose of promoting the products of Samsung Galaxy Note 8 in the global market. The organization has been successful in printing of advertisements in specific newspaper, consumer magazines, journals or articles. In addition innovation advertisements are also generated in order to covet the product features and benefits across different TV channels. This substantially helps in successful product promotion and marketing among the specific customer segments targeted. 
Digital Marketing
In the age of technological advancements, the incorporation of the digital media is said to offer higher benefits to Samsung Electronics in regards to marketing of their products and services. This makes it essential for the organization to effectively utilize this innovative platform so that their products and services can be effectively branded in the global market. In the context of digital marketing, the use and integration of social media marketing is necessary. The use and implementation have been discussed as below;
Social Media Marketing
Samsung Electronics needs to utilize the creative platform or marketing as offered by the social media sites so that better success rates can be accomplished in the context of marketing and promotions. Some of the social media platforms that can be used for this purpose include the following:
Facebook: The use of Facebook effectively can help Samsung Electronics in promoting or marketing the product of Samsung Galaxy Note 8 among a wider segment of buyers in the market. Facebook is said to be having the most diverse demographics blend on social media which can help Samsung in accessing of a bigger customer base or audiences that can result in improved awareness regarding the promotion of the newly launched product in the market. 
Twitter: By utilizing the social media platform of Twitter, Samsung Electronics can make their specific posts viral which helps in promotion of product among larger group of audiences in the market (Rosenbloom, 2012). Through Twitter the organization can tweet regarding the product updates, features and specifications or events thereby generating a high appeal to the respective segments of customers in the market. This can successfully help in better brand positioning in the respective industry market of their activities and operations. 
You Tube: The media platform of YouTube can also be incorporated by Samsung Electronics for successful promotion and branding of Samsung Galaxy Note 8. Through YouTube it is possible for the organization to upload as well as share different promotional videos, events, celebrity endorsements so that the product can be marketed and promoted among wider audiences in the global market. 

[bookmark: _Toc503749303]Analysis of Critical Success Factors (CSF)
IN the global market, the organization of Samsung Electronics is seen to be facing a high competition from the industry rivals that includes HTC, LG, Apple and others. This makes the critical success factors a major contributor to the competitive advantage of Samsung in the global market. These factors are seen to be effectively encompass the market rudiments, product and service features, resources and others.
The critical success factors for the organization have been explained in details as below;
Research and Development (R&D)
The organization of Samsung Electronics is seen to have a well developed research and development team that helps them to differentiate their products and services from that of their competitors in the market place. In this context the product of Samsung Galaxy Note 8 has been developed by incorporation of advanced designing and technologies which has the ability of offering Samsung Electronics a competitive edge over their market competitors or rivals (Nicoletti, 2017).
Process Innovation
The overall innovation in terms of products and services along with innovative business processes effectively contributes to the success of Samsung Electronics in the respective global market. This innovation helps the organization in designing of innovative product and services for different customer segments in the global market that indeed offers a better competitive edge in the market. In addition the introducing of game changing creativity and innovation in Samsung Galaxy Note 8 can help the organization i catering to the requirements of the modern day customers or buyers in the market.
Advertisements and Branding
The critical success factors of the organization of Samsung Electronics, also lies in the fact that the organization is well capable of implementing high differentiated and innovative advertisements and promotional campaigns which helps in appealing highly to the customer segments in the respective industry market. In this regards, the implementation of better innovation and creativity helps Samsung Electronics in establishment of a better brand appeal and market recognition through creative promotions and advertisements campaigns. 
Brand Image
The well recognized brand identity or image in the global market adds to the competitive advantage of Samsung Electronics in the global market. The high brand image helps the organization in appealing to a wider customer segments through launching of he product of Samsung Galaxy Note 8. Therefore this is considered to be among the key specific critical success factors (CSF) for the respective organization. 
Distribution Network
Now considering the critical success factors of Samsung Electronics, the organization has the ability of highly maintained and organized distribution networks or channels. This helps the organization in ensuring that the demand and supply statistics are correctly met and there exists significantly high product availability in the respective or concerned global market. The specific distribution of the products and services of Samsung Electronics is usually conducted through retail and online store facilities, direct selling and through specific retailers and wholesalers (Youngran, 2017). 

                                   Fig: Critical Success Factors (source: self)

[bookmark: _Toc503749304]Identification of Customers End to End Journey
In the global market, Samsung Electronics enjoys a recognized brand image or identity for effective customer or buyer end to end journey management. This helps the respective organization to ensure that the satisfaction of the customers are correctly met and fulfilled. This is achieved by the organization through implementing different strategies as mentioned below;
Development of Own Channels: The effective and string distribution channels across the global market also positively influences the end to end customer journey of Samsung Electronics. This helps the organization to deliver their products and services effectively to their customers across the global market without the incidents of delays and disruptions. This helps in obtaining of better recognition and acceptance in the global market. 
Designing of Suitable Environment: The overall retail strategic approach, employed by the organization of Samsung Electronics helps them, in achievement of a well recognized and reputed brand image or identity in the global marketplace of their business activities and operations. The Samsung stores are seen to be highly advanced and equipped with proper technology so that the purposes and needs of buyers or customers can be effectively served or catered to (Jahanshani, 2014). In addition comfortable environment is also offered to the customers in the retail stores so that better customer experiences can be accomplished resulting in improved satisfaction among the customers. 
High Quality Measures and Control: The quality of services and products delivered by Samsung Electronics is seen to be maintained with high regards and offers the best value for money to the customer or buyer segments in the global market. This is achieved by Samsung Electronics through effectively and efficiently integrating the customers to their business model or framework. In addition to facilitate the ensuring of better customer satisfaction, Samsung Electronics also implements stringent quality controls and measures that allows the achievement of better and improved user or customer experiences in the respective industry market. This helps the organization in delivering best in line products and services to the customers. 
Customer Support and Services: The organization of Samsung Electronics is seen to be excelling in their customer support and service facilities by constant innovation and improvement. The organization also offers high post purchase support to the customers which helps in fulfilling the satisfaction and expectations of the customers in the global market. This results in better management of the customer end to end journey. 
[bookmark: _Toc503749305]Improving the Customer Support and Services
Samsung Electronics effectively strives towards enhancing their facilities or services offered to the customer and buyer segments in the global market. This in turn helps the organization in accomplishment better satisfaction among the buyers and customers. In this regards, the organization is seen to be implementing the GAP service framework. This helps Samsung Electronics in identifying and analysing the existing service gaps and mitigating them for obtaining of enhanced or improved customer services and facilities. This can become the unique selling point (USP) of Samsung Electronics (Zurich, 2017). The implementation of the GAP service framework has been discussed below;
 [image: Image result for GAP model]
                                    Fig: GAP Service Model (source: mindtools.com)
As identified from the GAP service model there are some specific service gaps that the organization of Samsung Electronics must be concerned about. These gaps have been discussed as below;
Gap1: 
There exists a service gap within the context of the organization owing to the differences among the buyer expectations and that of the perception of managers regarding buyer or customer expectations. This gap can be reduced by the organization of Samsung Electronics by conducting detailed and precise market research surveys so that requirements, expectations and desires of the customers or buyers can be correctly addressed and determined. 
Gap 2:
This specific gap in the context of the customer services and support arises due to the actual customer or buyer experiences and the management awareness and knowledge regarding the actual buyer experiences. Thus to elaborate in further details, there is a need for Samsung Electronics to effectively ensure that all of the brand promises and standards are properly delivered through precise and planned customer support facilities and services.
Gap 3:
The occurrence of this gap is seen to be attributed to the customer or buyer experiences specifications and the definite experiences of the customers or buyers. This specific identified gap can be effectively addressed by Samsung Electronics through effective auditing of the present customer or buyer experiences. This can substantially help the respective organization in delivery of better and improved customer support and experiences which can help in proper matching of the service quality levels as desired (Visnjic, 2016.). 
Gap 4:
This gap is seen to exist or occur considering the differences in delivering of the required customer or buyer experiences with that of the services or experiences that are actually marketed or communicated to the customers or buyers in the global market. Therefore to minimize the occurrence of this specific identified service gap, Samsung Electronics must not exaggerate about their products and services to the customers. On the contrary the focus must be upon delivering of accurate or precise data and product information thereby having a positive influence over the perceptions of the customers or buyers in the global market. 
Gap 5:
This specific gap in the services and support is said to occur considering the differences among the customer or buyer perception towards the actual experiences to that of the expectations that the customers or buyers have from the products and services offered by Samsung Electronics. This specific gap can be effectively addressed by Samsung Electronics through initiating of different transactional market research and surveys once the services and support are offered to the buyers or customers. This can help the organization in better analysis of the perceptions of the customers towards the respective services and support delivered by the organization.  
[bookmark: _Toc503749306]Improving the Brand Awareness
The implementation of AIDA model can be incorporated by Samsung Electronics so that better branding and promotional success in context of products and services can be achieved in the global market. The use of the model can be done by the organization so that higher brand awareness can be generated through launching of the products of Samsung Galaxy Note 8 thus boosting the overall revenue and sales in the market. The optimized use of the model can also help the organization in enhancing their brand equity in the global market of their business activities and operations. The model implementation has been discussed in details as follows:
Attention
Considering this specific phase there is a need for Samsung Electronics to appeal to the buyers or customers in the market. This is potentially achieved by the organization through well defined and innovative marketing and promotional strategies. The organization wishes to achieve this through proper usage and integrating of the different platforms on social media and internet resulting in leveraged customer attention in the market (Rawal, 2013). 
Interests
In this specific phase, Samsung Electronics is seen to be engaging with the customer segments in the market so that higher buzz can be generated in the global market place regarding the launching of the products and services of Samsung Galaxy Note 8. Now the buzz is usually generated through improved communications and interactions with customers over social media thereby inflicting high product interests among the respective segments in the market. This can ultimately lead to improved promotions of the services and products in the market. 
Desires 
In this specific phase, Samsung Electronics focuses upon enhancing the desires and motivations among the customer segments in the market towards the specific brand of products and services launched. This is obtained by the organization by proper fulfilment of the customer expectations and effectively communicating the product benefits to the respective customers or buyers. 
Action 
This phase of the AIDA model is seen to be motivating the targeted customers or buyers in the global market in purchasing the newly launched product of Samsung Galaxy Note 8 in the global market (Wilson, 2012). This can be achieved by the respective organization of Samsung Electronics through proving specific benefits to the customers and buyers. This can include attractive discounts gifts, loyalty programs, added accessories that can help in positively influencing the buyer motivational levels so that they make purchases of the product of Samsung Galaxy Note 8.
[image: Image result for AIDA model]
                                         Fig: AIDA Model (source: slideshare.net)	





[bookmark: _Toc503749307]Sustaining Relations with Stakeholders 
.Keeping in mind the high competition faced by Samsung Electronics in the global market, the high sustainability of the business can be acquired through managing the relations with the concerned stakeholders. Therefore Samsung is observed to be effectively striving in fulfilment of their roles towards the concerned group of stakeholders. These have been explained in details in the following section (Carroll, 2014.). 
Customers: The focus of Samsung is to be catering to the customer or buyer needs and expectations by offering of high quality and improved services and products in addition to betterment of the customer support, services and facilities. In addition, the organization also aims in developing and sustaining long term relations with the customers through better interaction and communication. 
Suppliers: Samsung also takes proactive measures in maintaining or sustaining the supplier network reliability so that longer termed relations can be generated with the buyers or customers in the market. This also facilitates the respective organization in context of developing improved supply and demand chain networking so that better business development is achieved. 
Employees: Employees are among the core stakeholders of Samsung Electronics. This makes it essential for the organization to fulfil the requirements and needs of the employees so that higher performances can be achieved in addition to mitigation of issues such as employee turnover and absenteeism. IN this context the overall needs of the employees are effectively fulfilled by the organization through offering of incentives, benefits, career development opportunities and others. 
Investors: To sustain proper relations with investors the organization offers the investors with proper analysis of their financial data and market performance in addition to paying the investor returns timely. This helps the organization in sustaining their future growth and development in terms of investments. 
Society: Samsung Electronics have specific responsibilities towards the respective society or the community. This is achieved by making valid contributions for the community growth and development through the corporate social responsibility (CSR) strategies. In addition Samsung also emphasizes upon reducing their harmful impacts on the environment by sustainable business practices such as green supply chain management (Wicks, 2017). 
[bookmark: _Toc503749308]Conclusion 
The above report has explained and identified the different innovation in the marketing approaches or strategies that are implemented by the chosen organization of Samsung Electronics in regards to the introduction of the product of Samsung Galaxy Note 8 in the global market. The overall end to end journey of the customers is also evaluated in the report along with interpretation of the customer support and services for the respective organization. 
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