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Executive Summary
This report has mainly focused on marketing fundamentals. Due to the global pandemic, the management of Samsung has faced various kinds in the global market. Samsung is one of the largest electronic manufacturing organisations and it’s headquarter in South Korea. The organisation was estrablished in the year 1983 by Lee Byung-Chul. The total employees of this organisation were 2, 87,439 in the year 2020. The chairman of the organisation is 
Lee Jae-yong. This report has also analysed the internal and external factors of the competitive environment.  Moreover, it has discussed the marketing mix that allows the organisation to promote their products successfully. 
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The recent pandemic situation has created several difficulties for the organisations while operating in the competitive environment. They have several limitations while operating smoothly in the competitive environment. Further, the report will mainly focus on the issues which Samsung has faced while operating in the competitive environment. Along with this, the external, as well as the internal environment of Samsung, will be analysed with the help of the SWOT and the PESTEL framework. The report will also explain the strategy of Samsung using the marketing mix. 
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[bookmark: _Toc92129710][bookmark: _Toc92138960]Process of marketing 
Marketing is referred to as the framework that helps the organisation to create a strong relationship with the customers (Grönroos, 2016. Along with that, it also allows the organisation to recognise the preferences of the customers. It includes five marketing processes that are discussed below.
Understanding the marketplace and customer needs:
It is one of the significant aspects of an organisation. It helps the organisation to understand the need and preferences of the customers. Therefore, the management of Samsung needs to identify the right market at first that help them to get new customers (Daniels, 2021). Along with that, it also allows the organisation to create marketing strategies. With the help of that strategy, the management of Samsung is able to understand the needs of the customers that allow them to modify their products as per their requirements. In this way, Samsung is able to overcome the challenges that are faced due to the pandemic situations.
Designing a customer-driven marketing strategy:
It is one of the effective tools for an organisation that allows them to mitigate all the needs of the customers. This strategy allows Samsung to improve its marketing returns by recognising the right customers (iedunote, 2020). With the help of this strategy, Samsung is able to maintain a strong relationship with its customers. It will allow them to increase their productivity as well profit margins. Further, it helps Samsung to hold its position in the competitive market. 
Constructing an integrated marketing plan that delivers superior value:
It is defined as the effective process that allows the organisation to achieve their desired goals. Effective integrated marketing plans allow Samsung to enhance its business operations effectively. This process helps the management of Samsung to create a positive brand image in front of the customers. With the help of IMP Samsung is able to improve their services and also provide quality products to the customers. It will allow Samsung to maintain its customer base effectively. 
Build profitable relationships:
It is the most important key for an organisation as it allows them to create a strong relationship with the customers. It will allow the organisation to maintain their good reputation in front of the public. Management of Samsung creates a strong relationship with their customers that help them to maintain all the requirements of the customers. It provides satisfaction to the customers that allow Samsung to run their business operations smoothly. Through this manner, Samsung is able to expand its business globally.
Capturing value from customers:
Customers are the key components for an organisation as they provide feedback. This feedback is precious for the organisation as it helps them to enhance their service and improve the quality of their products. The management of Samsung collects feedbacks from their customers that allow them to increase their profit margins. Further, it also helps Samsung to enhance its productivity level. 
[bookmark: _Toc92129711][bookmark: _Toc92138961]Stages of marketing
Marketing means activities that are undertaken by the organisation to promote their products to the customers. It involves several stages that are discussed in the following section.
Production orientation: 
It is used by the organisation to overcome the challenges that are arises due to the pandemic situation. The management of Samsung looks into the production orientation stages that help them to improve their product quality (McFadden, 2018). With the help of this stage, Samsung is able to reduce its overall costs accordingly. Further, it allows Samsung to focus on their production process that enhances the sales margin of Samsung. 
Product orientation: 
This is the second essential stage of marketing. It allows the organisation to stay focused on the products that help them to identify the right customers. Not only that, it also offers customers to provide their opinion regarding the products so that the organisation is able to make changes in the products (Milano, 2020). Though management of Samsung faces several issues they focus on their products how to improve that effectively. 
Sales orientation:
It is one of the effective strategies that help the organisation to focus on its services. This strategy helps the management of Samsung to promote their products successfully (Kushwaha and Dubey, 2019, pp.43-54). With the help of sales orientation strategy, Samsung is able to set proper prices of their products that allow them to attract more customers toward their organisation. This strategy helps Samsung in the successful growth of their business. 
Marketing orientation:
Market orientation means to find out the needs of the customers that allow the organisation to modify their products. The main purpose of market orientation is to provide satisfaction to the customers through providing quality services (Sharp, 2017). Samsung uses a proper market orientation strategy that helps them to get loyal customers. In such a manner, Samsung is able to increase its sales margins. 
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	Strengths
	Weaknesses

	1) Samsung is one of the largest manufacturers of electronic devices like mobile phones, LCD panels, television sets, and many more. It has a strong manufacturing capability and has a steady relationship with the retailers. For this reason, the organisation has long-standing sales channels for the products which have been helpful during the time of the pandemic.
2) During the Covid-19 pandemic they have provided some new services for their products and donated around £21.5 million that has helped them to keep a good brand image (samsung, 2021). The organisation has spent on Research and Development that has helped to have a competitive advantage and increased the expansion in the new product markets.  
	1) Considering the marketing capabilities of the products Samsung has been somewhat lagging behind some other brands due to the pandemic situation that highly impacted the profit margin of the organisation. 
2) Apple Inc. which is the biggest competitor of Samsung is more accepted by the customers of the UK as Samsung has not brought many varieties in their products. Along with this, the marketing strategies and efforts have not been very effective and valuable during the pandemic (Davis, 2021).

	Opportunities
	Threats

	1) Samsung has a huge customer base that has not been affected much during the pandemic. The organisation has kept the needs and wants of the customers in mind, and developed the products accordingly.  This has also helped them to increase their customer base globally (Jurevicius, 2021). 
2) They are advancing in AI technology which would open more paths to have an innovative future. Moreover, It would also help them to develop new products and maintain a stable market position. 
	1) During the pandemic situation Samsung has not been stood out with its design and quality. For this reason, the loyal customer base has been decreased. 



Evaluation
SWOT analysis has been done on Samsung to have an understanding of the internal environment of the organisation during the Covid-19 pandemic. It can be observed from the analysis is that the organisation has the strength of strong manufacturing abilities, capability to adopt advanced technology like AI and they have a productive Research and Development team that helps to make products according to the market needs. However, they have not changed their promotional strategies during the pandemic that has resulted in a decreasing customer base.
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The PESTEL framework is one of the effective frameworks which helps in analysing the external environment in which the organisation operates (Lim, 2021, pp.453-469). Samsung is one of the organisations which operates in the global market and this organisation is also affected by several external factors. These factors have been analysed with the help of the PESTEL framework and this has been explained below:
Political factors: Samsung is one of the electronic manufacturers which operates in the competitive environment of South Korea and along with different other countries. The organisation has managed to maintain its position in the competitive market for quite a long time (MSG, 2021). However, the political conditions of South Korea are not so stable. This creates hurdles for the organisation to carry out its trade in the overseas market. Moreover, this also restricts the organisation to maintain its position in the market. 
Economic Factors: The economic conditions of South Korea is more or less stable in comparison with the other countries. This creates an advantage for the organisation to make more investments in their products (heritage, 2021). Further, the outbreak of the pandemic situation also creates several disadvantages for Samsung since the customers are not willing to spend much on materialistic goods. This had made a severe impact on the profit margins of Samsung. 
Social Factors: The changing preferences of the customers is one of the significant factors which has been noticed during the pandemic. The customers are in demand of the products which are manufactured while abiding by all the covid protocols. This has also led to the increase in the operational cost of the organisation since they are required to make more investment in manufacturing the products (Frue, 2021). This acts as a disadvantage for Samsung since they have faced a rise in the overall operational costs. 
Technological Factors: South Korea is one of the nations which is technologically advanced. This has acted as an opportunity for the business organisations since they can continue their operations during the pandemic situation. Samsung had also made technological advancements in its internal operations and this has allowed the organisation to gain the maximum advantages within the competitive environment (Andrew, 2021). Further, they are also able to enhance the overall productivity level of the organisation. This has also made the work of the employees easier and they can stay focused regarding the work and ensure that all the tasks have been accomplished. 
Environmental Factors: The government of different nations are seriously concerned regarding the environment. South Korea is also one of these nations and to safeguard the environment, they have created several policies which can ensure that the organisations are causing less harm to the environment (Samsung, n.d.). Hence, this acts as a drawback for Samsung since they are required to accomplish all the operations while abiding by the policies of the CSR. This also restricts the organisations from making investments in the products and services of the organisation. Instead, they need to ensure that the activities of the organisation are not causing any harm to the environment (Ortega, et, al., 2019). 
Legal Factors: The government of South Korea has created several rules and regulations so that they can ensure that the organisations are operating smoothly. These regulations provide guidelines for the organisations through which they can carry out their operations.  The management of Samsung ensures that they are following all the protocols of the government. This acts as an advantage for the organisation and they can carry out the trade in the overseas market without any issues. Hence, the laws and the regulations benefit the organisations by helping them to carry out their operations smoothly (Pan, et, al., 2019). 
Evaluation: Samsung is one of the different organisations which operates in the international market. However, South Korea is the mother country in which Samsung operates. The headquarters of the organisation is situated in South Korea. Further, there are different factors in the external environment which has an impact upon the operations of the organisation. The technological advancements made within the country facilitates the smooth operations of Samsung. They also abide by the rules and regulations made by the government of South Korea which helps the organisations to carry out their operations smoothly. However, the unstable political conditions of the UK along with the changing preferences of the customers act as a drawback for the organisation. Their operations are also affected due to political conditions and social factors.  
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It is referred to as the effective model that allows the marketers to recognise the right customers and also help the organisation to provide proper messaging to the consumers. Along with that, it also helps the organisation to choose the right way through which the organisation is able to stay connected with their customers easily. It includes three steps such as targeting, positioning and segmentation that are discussed below.
Segmentation: 
It is considered an effective process for an organisation. It helps the organisation to divide the customer groups into different segments (Baxter and Smith, 2016, pp.852-859). The primary purpose of this model is to build different customer segments as per their needs. It involves several types of customer segmentation that are discussed below.
Geographic segmentation: 
This type of segmentation is based on state, region and country etc. The management of Samsung uses geographic segmentation that helps them to understand the preferences of the customers. It helps Samsung to modify its products as per the customer requirements. 
Demographic segmentation: 
This type of segmentation is based on education, gender and age. With the help of this segmentation, the organisation is able to recognise the behaviour of customers accurately. It helps Samsung to make changes in their products that helps the organisation to enhance their overall performance. 
Psychographic segmentation: 
This type of segmentation helps the organisation to identify loyal customers. Further, it also allows the organisation to observe the lifestyle and hobbies of customers so that they can promote their products as per their activities.  
Targeting:
It is the most important phase of the STP model that allows the organisation to choose right consumers from the segmentation groups. With the help of this process, Samsung is able to make a positive brand image in front of the public that allows them to retain their potential customer. In this way, Samsung is able to enhance its profit margins. Samsung mainly serves their products to all ages population in the market.
Positioning:
It is the most effective stage of the STP model which ensure that customers are occupied the correct spot in their mind regarding the brand. It allows Samsung to differentiate its products from others. In this recent time, Samsung also faces several challenges, to overcome those challenges they introduce an online platform to promote their products. It allows the organisation to enhance their business operations successfully. With the help of this process, Samsung is able to hold its position in the competitive market. 
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The marketing mix is one of the effective tools which helps the organisation to promote the products and services effectively in the competitive environment (Thabit and Raewf, 2018). This is one of the significant factors which ensures that Samsung can effectively promote its product in the competitive market. Moreover, this also helps the organisation to make the required modifications within the organisation. Different features are included in the strategy of the marketing mix and these are described below:
Product: This refers to the things which are being sold to the consumers. This is one of the significant aspects which allows the organisation to increase the profit margins of the organisation. Moreover, Samsung offers unique products to its customers so that they can attract more customers to the organisation and they can enhance the overall productivity of the organisation (Lahtinen, et, al., 2020). 
Price: This is the key aspect that determines whether the product fits in the market or not. Samsung offers premium quality products to customers at an affordable price. This ensures that the customers can stay attracted to the product and increase the overall profit margins of the organisation (Davey, 2021). 
Promotion: It is an important tool for an organisation that create brand awareness among the customers. Samsung promotes their products online successfully in front of the customers that help them to create a positive brand image and also enhance the profit margins of Samsung.
Place: Place is a significant aspect of marketing. It helps the organisation to improve their products effectively. Place means an appropriate location that is essential for the organisation to show their products. Further, it helps Samsung to stay competitive with the market trends so that they can retain their potential customers. A proper location allows Samsung to enhance its sales margins (Tracy, 2004). 
People: People are the key for an organisation as they help to achieve their desired goals. Along with that, it is made sure that the organisation should get experienced employees towards their organisation that help Samsung to enhance their productivity level.
 Process: It is referred to the delivery time that is required for an organisation. It is also important as it helps to provide good experiences to the customers. Further, it also allows the organisation to enhance their customer base that automatically enhances the productivity of Samsung (mailchimp, 2020).
Physical evidence: It ensures that the organisation is offered quality products to the customer. Along with that, it allows the organisation to provide legal identity to the customers at the time when the organisation interacts with their consumers. In this manner, the organisation is able to enhance the service quality that helps them to get new customers towards the organisation (Yao and Liu, 2016, pp. 683-687). Moreover, they introduce attractive logos towards their organisation that allows Samsung to enhance their customer base. 

[bookmark: _Toc92129716][bookmark: _Toc92138966]Conclusion 
The above report has discussed the effect of the pandemic on one of the largest electronic manufacturing organisations Samsung. The Covid-19 pandemic has impacted businesses all over the world which has caused changes in their organisational functions. The report has evaluated some of the factors that the organisation has considered during the pandemic. The stages and procedures of marketing in the time of pandemic has been discussed above. Along with that, the external and internal analysis has also been done with the help of some models such as PESTEL and SWOT analysis respectively. For making the marketing strategies more effective, STP analysis and marketing mix have been further included in the report. 
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