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A report on environmental marketing analysis of LG Company, UK

Table of Contents
1. Introduction	3
2. Discussion	3
2.1 Internal and external analysis of environmental	3
2.2 Macro environment or PESTLE factors of LG	4
2.3 Porters 5 Forces model	6
2.4 SWOT analysis	8
2.5 Advantages and Disadvantages of Pestle Situation Analysis	9
2.6 Segmentation, targeting and positioning of LG Company	9
2.7 Marketing mix strategies 4ps	10
3. Recommendation	11
Conclusion	12
Reference	13



[bookmark: _Toc124418317]1. Introduction 
The LG is a multinational electronics company that sells electrical goods. Before becoming an international company, the business was first national (Ibrahim and Harrison, 2019). It began as a small domestic producer of consumer or home appliance in 1958 and has since grown to become a recognised global brand. It is among the second main TV manufacturers in the world. The company has been known as a Web Template in electrical items and machinery as a result of its growth in the digital era. The employment of environmental tactics to gain a competitive edge has become a widespread trend. It is now widely acknowledged that environmental challenges are strategic and call for a more pro-active strategy and anticipatory mindset in order to make the most of several economic opportunities. Increased consumer awareness, which is visible in the size of the environmentally concerned marketplace, is a key factor in the greening of LG. Consumers are becoming more and more aware of the importance of how businesses run their operations, regardless of the calibre or effectiveness of the goods and services that purchase. One of the main factors influencing these customers' purchasing decisions is whether or not a product is environmentally friendly (Ibrahim and Harrison, 2019). 
[bookmark: _Toc124418318]2. Discussion
[bookmark: _Toc124418319]2.1 Internal and external analysis of environmental   
The both internal and external factors influence the organisational environment (Sholihah et al., 2019). The environment is crucial to find patterns and make predictions about variables that can affect LG success. Environmental scanning is the process of keeping tabs on developments, patterns, and connections in LG's internal and external environments. It aids management in choosing the LG Company's future course. To determine the environmental hazards and opportunities, scanning is required. An organisation must maximise possibilities and reduce risks when it designs its plan. A possibility for one company could be a risk for another. Internal analyses of the environment constitute the first phase of environment scan. The internal environment of an organisation should be taken into account. The internal environment can be assessed via surveys, interviews, or dialogues. The business is getting more aggressive and the environmental environment shifts frequently, long-term strategies can be more successful whenever that takes this information into account. The LG must also modify their internal conditions and core competencies to fit the external environment (Sholihah et al., 2019).
[bookmark: _Toc124418320]2.2 Macro environment or PESTLE factors of LG
An analysis of the macroenvironment is crucial to systematic strategic planning (Navarro-Galera et al., 2020). Basic segment analyses include social, the macroenvironment's economic, technical, political, legal, and ecological factors are studied. It implies that elements will be named, their prospective modifications will be examined, and the effects of such changes on the company or the sector will be assessed. The macro-environment elements are frequently outside of an organization's control and, depending on the circumstances of each unique case, can either support or undermine an organization's efforts to design and implement plans. However, macro-environment analysis can assist in understanding the strategy process in times of crisis, industry expansion, and development. It denotes external positive or negative factors that could affect a market's viability. The effectiveness of LG Company response to its external macroenvironment determines its performance (Navarro-Galera et al., 2020). 
LG PESTLE analysis  
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Figure 1: Pestle Analysis
Source: (Navarro-Galera et al., 2020)
A PESTLE for LG inspects the company's business plans. The economic, social, and technical external forces as well as the situation are all examined by the LG PESTLE analysis. The PESTLE Analysis emphasis the various extrinsic fundamentals that have an impact on the brand's commercial success. The PESTLE analysis system is essential since it aids in recognising market trends and constant business improvement (Duan et al., 2020). 
	



Political  
1.The political stability of the country
2. Political ideologies of the government
3. Taxation policies

	Political laws are a major concern in the twenty-first century. Being the leading company in electronic home appliances carries some risk for LG. There must be consideration for the local political climate. A country's political leadership is always shifting, which has an impact on how the government manages the economy.

	

Economic
1. Economic growth
2. The current phase of the Trade Cycle (Expansion, Depression, etc)
3.  Inflation rates

	The business of LG Electronics is directly impacted by numerous economic problems. The characteristics that is particular to each country, such its own taxation system. 

	

Social
1. Demographics of the market.
2. Customer Buying patterns.
3. Religious and Cultural factors.

	Despite the fact that general income levels have grown, people still find themselves in difficult financial situations outside of recessions. The urge to purchase a more advanced household appliance is possible thanks to the simplicity of getting a loan for such purpose. 

	



Technological
1. New Production technology
2. New Innovations 
3. maturity of technology 
	Electronic home appliances have benefited greatly from technological advancement. That began with large-screen TVs and has since advanced to plain LED monitors, which are popular and are utilised by the general population in comfort. LG should add the same characteristics into its products in order to maintain its competitiveness in the market given how quickly technology is developing.

	
Legal
1. Business laws
2. Environmental laws or Guides 
3. health and safety guidelines 
	Laws relating to environmental preservation, in particular the protection. As that should be strictly uphold due to its global reach. To avoid heavy penalties, it is crucial to combine state tax regulations since that varied from one another.

	

Environmental 
1. Environmental issues 
2. Energy consumption 
3. Insurance Policies 
	The main problem and glaring complaint that LG Electronics, as well as other domestic appliances for that matter, face, is the amount of carbon impact that is generated with each unit of production (Duan et al., 2020).



[bookmark: _Toc124418321]2.3 Porters 5 Forces model
There are five main forces that make up the model these are:
1. Competitive rivalry (High) 
The type of competition might alter depending on the way the competing relationship is balanced.  There is more competition while there are several rival businesses selling the same products or services because customers can switch to one of it. Similar businesses are more inclined than big and small enterprises to engage in severe competition. Monitoring market expansion is also crucial because it impacts both businesses' capacity to boost sales. On the other hand, a stagnant market calls for a market steal (Bruijl, 2018).
2. Threats of New entrants (Medium) 
The threat of new include the level of industrial interest, the regulatory environment, and the requirement for finance. The sector is moderately at risk from new competitors. If that can offer a high-quality product at cheaper customer fees, that can quickly build a foothold in the market. It can compel the current member to cut back on profits in an effort to retain customers (Bruijl, 2018).

3. Power of buyers (High)  
Buyers' power is considerable if there are few significant enterprises and proportionally many suppliers. If there are additional suppliers available, customers may look elsewhere for goods or services, which could result in the loss of an important customer. The power of buyers: number of customers, order size, rivalry, substitutability of the buyer, pricing awareness, and information accessibility (Anastasiu, Gavriş and Maier, 2020).

4. Power of suppliers (Low)
If LG seller both buyers and suppliers have significant sway. If a LG Company has few alternatives, the product is innovative or specialised, or there are few available suppliers, switching suppliers may be difficult and expensive for a company.

5. Threats of substitute (Medium)
 The most products, including those in the same type that are not necessary, can be swapped for different ones. This is precisely what is intended by the substitutes. Since many locations can be reached by air, switching to another method of transportation might be challenging. It's possible that in the future, there will be alternatives to aeroplanes, but at the time immediately (Anastasiu, Gavriş and Maier, 2020). 
[bookmark: _Toc124418322]2.4 SWOT analysis 
It can help to create strategic plans and making decisions by determining the company's strengths, weaknesses, opportunities, and risks (SWOT).
	Strength
	Weakness

	· In their comprehensive product line, that offer a wide range of goods in every category.
· Through the company's efficient distribution network, durable products are easily accessible on the global market.
· Because that are constantly aware of the market, businesses have successfully branded themselves.
· It has also participated in Corporate Environmental (CSR) projects.
· A diverse workforce with employees who help them put original concepts and a unique approach into practise. 
	· The company doesn't use social media very frequently.
· The company doesn't have a big online presence in its sector.
· A price war amongst the company's competitors.

	Opportunity
	Threats

	· The shift in lifestyles from rural to urban areas has boosted the demand for the rapidly growing market for household appliances.
· That have numerous opportunities to launch new products.
· LG profit from powerful competition by creating profitable goods that are appealing and innovative.
· The company is gather speed its growth rate by increasing into new market.
· The cutting-edge technology has made it possible for it to develop and work with other leading businesses (Benzaghta et al., 2021).
	· Competes fiercely in the market.
· Practices of governmental regulation have an effect on the industry.
· The business operation shrinks as a result of rising material costs, which lowers profitability.
· As more businesses enter the market, demand has declined.
· As a result, the company should emphasise its advantages and downplay its weaknesses (Benzaghta et al., 2021).



[bookmark: _Toc124418323]2.5 Advantages and Disadvantages of Pestle Situation Analysis 
A PESTLE Analysis, like everything else, has both sides. Let's take a look at both its benefits and drawbacks.
1. It is a straightforward framework that is simple to follow and comprehend.
2. It makes it easier to learn more about the business environment.
3. It encourages businesses to develop strategic and external thinking.
4. The most talked-about benefit is that it enables an organization to anticipate and mitigate future business threats.
5. Additionally, it enables businesses to identify opportunities and take advantage of them.
Disadvantages 
Some people who use PESTLE analysis oversimplify the amount of data they use to make decisions; it's easy to use too little data.
1. In the vast amount of data, it's easy to get lost. As a result, there is always the possibility of experiencing "paralysis by analysis" if too much data is collected and analyzed.
2. PESTLE analysis occasionally fails to work with an attitude. Therefore, it must be a routine activity.
3. It is difficult to anticipate future developments due to the rapid pace of change, which may have an impact on the organization.
[bookmark: _Toc124418324]2.6 Segmentation, targeting and positioning of LG Company
Segmentation
The brand has been split into different categories based on how the products are used, such as how tech-savvy millennial and their generation utilize smartphones more frequently that married people do home appliances or how air conditioning is more commonly used in metropolitan or semi-urban locations. The corporation ensures that present in different market categories because of the large variety of items it sells. For instance, it serves customers from multiple market sectors and target demographics by providing both high-end and lower-end cell devices, TVs, air conditioning units, and other household goods (Mukharomah and Raharja, 2021).
Targeting 
LG has narrowed its market based on the goods it is offering to the customer. Companies are catering for the affluent. Companies are aiming for people at the upper end who is more interested in lifestyle products. Because their goods are concentrated in the middle class or premium category, their targeted market is made up of those who want high-quality products at the lowest feasible price. That is also targeting clients who are more worried about health and safety issues. LG intends to move into the mid-class market that wants to heavily promote their product (Mukharomah and Raharja, 2021).
Positioning 
LG positions on its own to differentiate its goods by utilising technologies that people found enticing owing to the advantages to their health by using the tagline Life's Good. The company's goal is to enhance, facilitate, and increase the lives of individuals. Their catchphrase is Life's good. Their placement strategies are highly innovative and smart. Companies stress the luxury, youth, and colour of their brand because of their place in the higher and luxury market. LG has used technology and health benefits to set their product apart from the competition (Mukharomah and Raharja, 2021).
[bookmark: _Toc124418325]2.7 Marketing mix strategies 4ps
The foundation of the marketing mix model is comprised of the four fundamental Ps of marketing: Products, Price, Location, and Promotion. A successful brand or product depends on all of these 4P factors (Asdi and Putra, 2020).
1. Product strategy 
LG makes sure that its products be well-known in the industry and have a high-end reputation. As firms expand into new areas, each organisation serves as a springboard for others while defending the company's comfort. The business has added a number of new product to its portfolio, such as air systems, e-commerce, and automobile components. LG has put a strong and distinct brand identity at the center of its branding strategy. The human face in the center of the distinctive logo, which is beaming with joy, demonstrates the brand's connection to humanity. The LG logo is available in two different versions: a corporate version and a 3D version.
2. Pricing strategy 
The main goal of LG's pricing strategy is to market profitable products. It proffers a wide diversity of thing at various price points. While the business first began retail its goods in country, it established exorbitant rates for them. Though product costs have gradually fallen as production capacity has increased, this has had a positive impact on the company's sales volume (Asdi and Putra, 2020).
3. Promotion strategy 
The promotion strategy helps to raise brand awareness for the company by teaching consumers about various social media channels. Because the company favours direct sales, advertising is important. The company has published advertisements across a range of media, including television, magazines, newspaper, billboards, and the Internet.
4. Place strategy 
The main commercial plan was to distribute products through local businesses. However, since e-commerce has gained prominence that website along with other e-commerce platforms is now offering merchandise. The products are available on all global marketplaces. Due to its extensive global presence and robust networks, LG is successfully increasing its market share in substantial areas (Asdi and Putra, 2020).
[bookmark: _Toc124418326]3. Recommendation 
1. Conversational marketing 
The most practical approach for marketers to interact with customers is through text or other apps because individuals always have the phones with their. The conversation publicity as the strategy that prioritises one engagement with customers to enable greater flexibility in consumer interactions (Aragòn-Correa, Marcus and Vogel, 2020).
2. Social media optimization 
Consumers today demand and expect closer interactions with brands as a result of social media's real-time information, community development, and results.
3. Emotional connection 
This strategy is so common that many people have learned how to filter it out over time. Today's consumers desire experiences which are more personalised for them and a personal connection with the companies that use (Aragòn-Correa, Marcus and Vogel, 2020).
[bookmark: _Toc124418327]Conclusion 
This study that focus in the environmental marketing analysis of LG Company as this report that describe about the marketing strategy. With the using of macro environment and PESTLE factors and SWOT analysis that use in company or any other organisation. This report covers the marketing strategies and 4ps as that share the future marketing strategy in recommendation. 
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