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[bookmark: _Toc209012238]Introduction
Samsung Electronics Co., Ltd. is a multinational corporation (MNC) based in the global consumer electronics and technology industry, headquartered in over 70 countries, making it one of the largest in the world (Lee and Kim, 2025). Samsung, headquartered in Seoul, South Korea, is a flagship subsidiary of the Samsung Group, with activities spanning various industries, including mobile communications, semiconductors, home appliances, and displays. This has given the company a reputation of being innovative, quality, and sustainable, and as a result, it has been able to expand to grow a strong presence in developed as well as emerging markets. This consultancy report critically examines the international business operations of Samsung with particular attention to the advantages and problematic issues of the global expansion. In particular, it examines how the company enters the market, how it applies the OLI (Ownership, Location, and Internalisation) model, and the cultural dynamics between the home country and emerging economies, such as India (Surana et al., 2024).
[bookmark: _Toc209012239]Benefits and Challenges of International Operations
[bookmark: _Toc209012240]a. Why Samsung can be Designated an MNC/TNC
Samsung Electronics Co., Ltd. is definitely a multinational corporation (MNC) as well as a transnational corporation (TNC), which is why it is a good example of a global superpower that runs its operations in multiple countries at the same time and has a strategic combination of its assets, operations and markets. The multinational character of Samsung is due to its widespread existence in more than 70 countries, both in developed economies such as the United States, Germany, and Japan and the rising economies such as India, Vietnam, and Brazil (Vu, 2022). Samsung, as an MNC, has its headquarters in Seoul, South Korea, and through them it has a decentralised network of subsidiaries and operations all over the world. This unified control enables Samsung to remain consistent in its global brand, technological development, and product development, and at the same time, it has a lot of freedom in local markets to meet the needs of the region. This capability of integrating and controlling business in various countries, with a strong local presence, is a characteristic of an MNC. At the same time, Samsung is no exception to the features of a TNC. A TNC is often characterised by decentralisation of its operations and lack of a single and dominant home country of its operations (Gray, 2025). In the case of Samsung, although South Korea is the headquarters of the company, it has great autonomy in different markets.
[bookmark: _Toc209012241]b. The Nature of Samsung's Global Operations – Value Chain Analysis
The international activities of Samsung are multitasking and decentralised as they are based on the complex value chain that encompasses research and development (R&D), sourcing, production, sales, and financing.
Research and Development (R&D): 
Through the R&D, Samsung pays much attention to innovation and technological development. It has a strong investment in R&D, and it has spent more than 20 billion dollars on research and development over the past years (Singh and More, 2022). The ability of Samsung to lead ahead of its competitors can be explained by its focus on semiconductors, AI, display technology, and mobile devices. These research and development hubs are front-runners in the creation of land-breaking technologies, such as 5G networks, AI-driven technologies, and next-generation semiconductors.
Sourcing: 
The sourcing strategy of Samsung is diversified, which proves its wide range of products. Although the company manufactures a large portion of its components (semiconductors and displays, etc.), it uses external suppliers to acquire some of the parts. For example, Samsung obtains raw materials to make its smartphones in different locations, such as lithium in South America and rare earth metals in China (Carpenter and Fang, 2025).
Production: 
Samsung also has a strong manufacturing network spread all over the world. These are factories where the company produces not only smartphones and tablets but also televisions and home appliances. Vietnam is a large smartphone manufacturing industry, and South Korea specialises in the high-end semiconductor manufacturing industry (Thorbecke, 2023).
Sales and Marketing: 
The international sales and marketing approach of Samsung is much localised, and it has allowed the company to customise its products and promotional programs to suit the local tastes and preferences of consumers in different markets. In India, Samsung is promoting affordable smartphones to meet the price-sensitive consumers, unlike the US and Europe markets, where the company is promoting its premium products, including Galaxy Z Fold and QLED televisions (Schäfer, 2024).
Financing: 
Samsung has been financing its activities and strategic projects both internally (via its huge cash flow) and externally (via capital markets). Samsung, with a good balance sheet and low debt rates, has the financial leeway to venture into new ventures, acquisitions (as in the case of Harman International), and expansions (Parveen et al., 2024). The company also utilises different joint ventures and collaborations to fund its operations in some of the regions.
[bookmark: _Toc209012242]c. Entry Modes Used by Samsung in International Markets
Samsung uses several entry modes to increase its presence in other foreign markets.
Wholly Owned Subsidiaries:
Samsung has established wholly owned subsidiaries in major market economies like India, Vietnam and Brazil. These subsidiaries enable Samsung to have complete control over its operations, making sure that it is able to maintain its brand image, quality of products, as well as customer service levels. Indicatively, in India, Samsung has Noida as one of its largest mobile phone manufacturing plants, which is fully run by Samsung (Köhler, 2024).
Joint Ventures:
Samsung has entered joint ventures in collaboration with local firms in certain areas. An example of this is that Samsung has in the past been involved in a partnership with LG Electronics in the display technology industry, where they have partnered to develop technology, yet maintained their independent activities (Choung and Hwang, 2025). On the same note, Samsung has adopted joint ventures in China and Russia to reduce risks and leverage on local knowledge and expertise of its partners.
Greenfield Investments:
Samsung has used greenfield investments to open new production centres and distribution centres in the emerging economies on numerous occasions. As an example, the Samsung Electronics Vietnam plant was a greenfield investment as the company started with the construction of new manufacturing establishments on the ground in order to satisfy the increasing demand for smartphones in the Southeast Asia market (Ha and Parsons, 2023).
Acquisitions:
Samsung has engaged in acquisitions as a form of increasing its technological capability and market coverage (Lee and Kim, 2025). Another significant acquisition is that of Harman International, which is a pioneer in automotive electronics, and this helps Samsung to be stronger in the market of automotive and connected car technologies. This change ensures that Samsung enjoys access to a wider range of consumers, as well as augmenting its smart home and automotive electronics market capabilities.
Dominant Entry Mode:
Wholly owned subsidiaries and greenfield investments have been the predominant entry mode in Samsung because they enable the company to keep control over its operations and technology, especially in major markets such as India and Vietnam (Bairagi, 2024).
[bookmark: _Toc209012243]d. Key Benefits of Samsung's International Operations
The global business of Samsung has a number of advantages, both at the corporate and market levels. 
Economies of Scale:
The achievement of economies of scale is due to the fact that Samsung operates in many countries and produces goods on a global scale. With its consolidation of production in countries like Vietnam and India, where labour is cheap, Samsung can cut its manufacturing costs and transfer the same to the consumers (Oqubay, 2025). This will help the company to offer competitive prices, especially in emerging markets.
Diversification of Risk:
Samsung has the opportunity to diversify risk through international operations. Samsung does not rely on a single market by being present in a number of locations (Cho et al., 2023). Such globalisation will contribute to the elimination of risks associated with political instability, currency variations, and preferences of consumers in particular markets.
Market Expansion:
The worldwide existence of Samsung gives it the opportunity to exploit new and emerging markets. This has been specifically seen in such markets as India and Vietnam, where consumer electronics and smartphone demand are at a high rate. The customisation of products to local consumers, like the low-cost smartphones in India, has played a key role in Samsung's market growth as well as brand loyalty within the global markets (Semere, 2024).
Technological Leadership:
Samsung can take advantage of its technological knowledge and innovation globally through its international operations. Its capability to incorporate the latest technologies in 5G, AI, and semiconductor design in its products makes it competitive (Hong, 2024). The global presence also gives Samsung a chance to tap into the global pool of talent, and therefore, the company can continue to remain a leader in innovation.
Access to New Talent:
The international presence of Samsung helps the company to tap into a wide pool of talent, especially in engineering, technology and manufacturing. In a case in point, its R&D facilities in the US and India enable Samsung to recruit very skilled personnel, which is critical to the research and development activities the company continues to carry out.
[bookmark: _Toc209012244]OLI Factors and Their Impact on Samsung’s International Market Entry Mode
The OLI framework, which is based on Ownership, Location, and Internalisation, is a popular model used to evaluate what factors can affect the market entry strategy of multinational corporations (MNCs). 
[bookmark: _Toc209012245]Ownership Advantages (O)
Ownership advantages are the proprietary assets and capabilities which an MNC enjoys, which give it a competitive advantage in foreign markets. In the case of Samsung, its strengths in terms of ownership lie in its technological competence, brand strength and its innovativeness, which are focal in its business strategy (Pham, 2024). The strength of Samsung as a company in ownership is mainly its intellectual property (IP), which consists of its patented technologies in semiconductor production, display technology (OLED and QLED), and smartphone gadgets. It has established a strong portfolio of patents and research over the years that has enabled it be able to have a competitive advantage over other competitors, including Apple, Huawei and LG. Such proprietary technologies provide Samsung with a competitive edge in the international markets, particularly in the emerging economies (Semere, 2024), such as India, where the rate of technology adoption is increasing rapidly, though it still encounters a lot of challenges, including affordability and infrastructure. The brand recognition as a leader in the consumer electronics and mobile phone industries also helps Samsung increase its ownership benefits. These characteristics of its brand, which are associated with quality products, innovation, and advanced technology, are especially appealing to the increasing middle classes of the Indian market. Samsung's brand is strong enough to be able to compete with high-end products at a premium price despite price-elastic markets (Shreeti, s2022). These ownership advantages affect the entry mode of Samsung to emerging economies such as India, in which the strong brand name and technological advantage of Samsung will enable it to enter the market via wholly owned entities and greenfield investments that will give full ownership of its operations.
[bookmark: _Toc209012246]Location Advantages (L)
Location advantages are those factors that cause a certain country or region to be more appealing in terms of foreign direct investment (FDI) (Loncan, 2021). These advantages usually have easy access to cheap labour, closeness to raw materials, availability of huge consumer markets and positive government policies. In the case of Samsung, the location benefits of India are many. To begin with, India has a big and fast-expanding consumer base, especially in the smartphone and home appliance markets, which are the primary products of Samsung. India is a huge market with over 1.4 billion population and a youthful demographic, and the Samsung company offers an extensive variety of products (Patel, 2025). Moreover, India is also becoming an emerging centre of cheap production, which corresponds with the strategic objective of Samsung's cost leadership. Located in Noida, India, setting up manufacturing facilities in India will help Samsung capitalise on the inexpensive labour force and take advantage of the Indian government initiative, Make in India (Biberman, 2022). The project is expected to promote local manufacturing and decrease the dependence of the nation on imports, which is why India could be viewed as a powerful destination for global business in terms of minimising the expenses of production. These location benefits are what directly determine the choice of Samsung to enter the Indian market on the basis of greenfield investments and wholly owned subsidiaries.
[bookmark: _Toc209012247]Internalisation Strengths (I)
Internalisation benefits are those that come about due to the retention of some of the activities, like production, marketing, or research, of a company instead of outsourcing them to other entities. Internalisation enables MNCs to save on transaction costs, safeguard proprietary information and ensure that they have a higher authority over their activities in foreign markets (Teece, 2025). In the case of Samsung, internalisation benefits have been noted in its vertical integration model, especially in the semiconductor manufacturing and display technology. The company produces much of its main constituents, including its memory chips, processors and OLED displays, internally as opposed to outsourcing them to other suppliers. This enables Samsung to manage the quality of production, the efficacy of the supply chain, and lessen the reliance on the suppliers. This will help Samsung to retain competitive prices in the emerging markets such as India, which offer high-quality products to match the brand image of Samsung. Internalisation also enables Samsung to guard its intellectual property, trade secrets, which are essential in safeguarding its competitive advantage (Nguyen, 2021). By keeping major functions like R&D and production in-house, Samsung will reduce the chances of information leakage to other competitors or local collaborators in the market, such as India, where protecting intellectual property may not be easy.
[bookmark: _Toc209012248]OLI Factor Influence on Mode of Market Entry in India
The OLI framework influence on the decision by Samsung to enter the Indian market, and it has a clear influence on the market-entry strategy (Wahyudi and Cervantes, 2024). The decision of the company to engage in wholly owned subsidiaries and greenfield investments in India can be directly attributed to the presence of ownership, location, and internalisation advantages.
· Ownership: Samsung has good technological resources, intellectual property, and a brand name that makes the Indian market attractive to be entered by wholly owned subsidiaries that will enable the company to take care of its operations and safeguard its innovations.
· Location: India is an attractive location in terms of availability of cost-effective labour, increasing consumer market and government incentives in case Samsung invests there (Johnson and Toledano, 2022). The development of infrastructure and the rising size of the middle class in the country also render it the perfect market for the diverse array of products that the company deals with, such as smartphones, home appliances and electronic products.
· Internalisation: Samsung can make sure that it can stay at high quality standards, safeguard its IP and maximise supply chain efficiency by internalisation of production and a major part of its value chain. This is especially the case in a country such as India, where local and international brands are competing with the company.
[bookmark: _Toc209012249]Cultural Differences and Their Impact on Samsung's Market Entry Strategy and Success in India
The cultural differences between the country of origin of Samsung, South Korea, and its emerging market target, India, also have serious implications for the entry strategy of the company and its future success in the Indian market. Cultural issues affect business operations in a wide range, such as the management style, marketing mix, customer behaviour and the way of organisational operation (Ali and Anwar, 2021).
[bookmark: _Toc209012250]South Korea vs. India Cultural Dimensions
Through the Cultural Dimensions provided by Hofstede, we will be able to examine the major differences between South Korea and India that will inform the approach that Samsung will adopt in India. These dimensions are power distance, individualism vs. collectivism, uncertainty avoidance, long-term vs. short-term orientation and indulgence vs. restraint.
Power Distance:
Power distance in South Korea is high, implying that hierarchy is highly considered both in society and in business (Farzana and Charoensukmongkol, 2023). On the contrary, India also possesses rather high power distance, but with a more flexible approach. Although both cultures are characterised by respect for authority, the approach that is adopted in India is somewhat more informal in daily practices and decision-making. In the case of Samsung, it does not imply that it will not have to retain a top-down management model in India (Lee and Kim, 2025), but it should also be prepared to work within a more relaxed and informal setting.
Individualism vs. Collectivism:
South Koreans are collectivistic, and sometimes decisions made are usually more focused on group harmony, cooperation and long-term relationships. India, on the other hand, displays an individualism and collectivism mix, depending on the region and situation (Kumar et al., 2023). Although cities like Mumbai and Delhi might be more individualist-oriented, the rural regions might be more oriented to collectivism, where the impact of the family and community should be taken into account.
Uncertainty Avoidance:
The level of uncertainty avoidance in South Korea is high, thus showing that businesses in South Korea enjoy structured environments, rules and definite guidelines. On the contrary, India is less uncertain avoidant, and individuals are not afraid of ambiguity and flexibility. This variation can affect the mode of risk management and product releases at Samsung. An opportunity to use more flexible methods and less structured procedures in India is that Samsung might have to modify its schedule when rolling out new products or innovations (Klingebiel et al., 2022). The Indian customers are more tolerant of ambiguous or changing product attributes, and this means that Samsung will need to be more flexible and dynamic in its market approach.
Long-term Orientation vs. Short-term Orientation:
South Korea is highly long-term oriented, as it is reflected in its focus on technological innovation, future planning and economic development. India, on the other hand, though also possessing a long-term orientation, balances the same with an orientation toward short-term rewards (Wang and Zhai, 2022). The level of price sensitivity in India is very high, and the consumers are interested in affordability and instant value. Samsung should adjust the pricing approach of its products and make sure that the products meet the long-term demand of high-quality products (as promoted by its high-quality smartphones) and also provide short-term advantages that attract the low-end market (Shamsub, 2023). The marketing campaigns used by Samsung in India should also focus on short-term gain, like offers, discounts, or festival offers, but at the same time, should promote the long-term value of the brand.
Indulgence vs. Restraint:
South Koreans are restrained and prefer to have control rather than desire, and they usually do not show a lot of consumption (Cruz et al, 2024). Conversely, India is a country that is inclined to restraint but with an increasing inclination towards indulgence, especially in the urban regions where consumerism and luxury are becoming increasingly popular. Samsung has high-end brands, including its Galaxy Z Fold and QLED televisions, and they fit well in the rising trend of luxury in the wealthy urban segments of India. Samsung should also market its products with an emphasis on status symbols and luxury to cater to the growing middle-income population that is moving towards indulgence and status symbols (Bondarenko, 2024).
[bookmark: _Toc209012251]Cultural Impact on Samsung Market Entry Strategy
The cultural factors cited above have influenced the entry strategy of Samsung in India. The company first ventured into India by first setting up wholly owned subsidiaries and greenfield ventures, as it has more control of production and distribution, and does not compromise on the image and quality standards of the brand. The approaches also coincide with the fact that South Korea is centralised in nature and its corporate culture is based on the idea of long-term investments (Kyung-Pil, 2023). Nevertheless, because of the cultural adaptability in India, Samsung has made its own localisation of its products and promotional tactics (da Mota, 2024). As an example, the company has differentiated its smartphone products to suit the price sensitivity of the Indian market by providing affordable smartphones, as well as luxury products. It has also established a partnership with local retailers and distributors to enter deeper into the rural markets, where the collectivist society and the traditional purchasing behaviour prevail.
[bookmark: _Toc209012252]Cultural Influence on Marketing and Consumer Behaviour 
Consumer behaviour and marketing strategies are other major areas that are influenced by cultural differences. The marketing strategy of Samsung in India should be targeted at the diverse languages, ethnic, and religious backgrounds of the country, and the advertisements should be culturally oriented and regionally tailored (Hasan et al., 2024). The use of local celebrities by Samsung, which includes cricketers and actors of Bollywood, has worked well in establishing emotional links with the consumers of India based on shared cultural pride and identification with these celebrities. Moreover, Samsung has changed its approach in retailing by entering smaller towns and rural locations where collectivist orientation and collectivity are more important (Petroni, 2023). The fact that Samsung has localised its distribution channels (Distribution channels: offline retail shops) is in line with the collectivist culture of India, physical shopping is still a major concern to the communities, and trust is a major determinant when purchasing a product.
[bookmark: _Toc209012253]Recommendations for Adjusting Samsung's Standard Operating Procedures (SOPs) for Success in India
In the case of India, Samsung Electronics Co., Ltd. has to revise its Standard Operating Procedures (SOPs), which consider the Ownership, Location, and Internalisation (OLI) framework and cultural differences that have been mentioned above. Although Samsung has already enjoyed a considerable success in the Indian market, there remains the option of improving its localization and operational effectiveness by matching its SOPs with the local market needs and dynamics of the Indian market (Naganathan, 2025).
[bookmark: _Toc209012254]1. Adjusting HR and Management Practices to Align with Local Culture
Cultural Context
South Korea is highly hierarchical and centralised in the way it makes decisions, whereas India has a combination of hierarchy and informality, especially in cities (Kattel et al., 2022). Moreover, the expectations of Indian consumers and employees regarding the management style, autonomy at the workplace, and the decision-making procedure are subject to diverse expectations due to the local culture as well as contemporary business operations.
[bookmark: _Toc209012255]SOP Adjustment: Decentralising Decision-Making and Fostering Local Empowerment
As a strategy of enhancing operational efficiency in India, Samsung ought to revise its HR and management SOPs in a manner that will enable local teams and align with the more relaxed workplace culture in India. This would involve:
· Decentralisation of decision-making: Decentralisation of decision-making in India by delegating some of the decision-making to local managers would enable more agile and quicker responses to changes in the market and local consumer preferences (Verma et al., 2024). This is particularly so because of the diversity of India, in which various regions might have different needs and cultural activities.
· Leadership styles customisation: Samsung needs to promote a participative leadership style in India, where there is a balance between top-down and bottom-up feedback (Hakim and Hayat, 2024). In India, employees might not like strictly hierarchical structures but consultative management. Such a change would create a more collaborative atmosphere, which would enhance employee engagement and loyalty.
· Giving more attention to local talent: The SOPs of Samsung would have more attention on hiring, developing, and promoting local talent, especially in the top management positions (Altman et al., 2023). By giving the Indian employees a chance to hold senior positions in the company, the cultural fit of the management practices would be enhanced, and the business decisions made more relevant.
[bookmark: _Toc209012256]2. Adapting Product Development and Marketing to Indian Consumer Behaviour
Cultural Context
Different values and behaviours of the diverse consumer market in India are based on the fact that India is an individualistic vs. collectivistic, uncertainty avoidance, and indulgent vs. restraint country (Awasthy and Gupta, 2021). Although South Korea has a preference towards high-end consumer products, India has a price-sensitive market with a preference for low-cost but high-quality products. Furthermore, the trend towards luxury consumption in urban settings is also an opportunity for the luxury product lines, whereas the country markets are more price-sensitive.
[bookmark: _Toc209012257]SOP Adjustment: Product Design and Market Strategy Localisation
To serve the different needs of Indian consumers more appropriately, Samsung should realign its SOPs of product development and marketing towards the local consumer preferences. This change will entail the following:
· Tailored products: Samsung will have to increase the product range in India to cater to high-end and low-end markets (Iyer, 2024). Although the higher-end smartphones (e.g., Galaxy S series) will remain accessible to the new affluent population, cheaper smartphones (e.g., Galaxy M series) will be designed to target the middle-class that is sensitive to price. Entry-level models need to be focused on key product features, including battery life, dual SIM, and affordability, to local needs.
· Localised marketing campaigns: Samsung needs to have a local advertising approach to the culturally diverse population of India. In India, the urban parts of the country are more individualistic as compared to the rural parts that still place more focus on collectivism and family values (Lomas et al., 2023). The marketing messages should thus focus on the personal desires (to the city consumers) and family-based gains (to the rural consumers). As an example, the three-dimensional adverts in urban settings may emphasise both personal success and technological savvy, whereas the rural location may emphasise family connectivity, durability, and economy.
· Focusing on localised characteristics: Samsung must make sure that locally-based products are made to suit local tastes. For example, smartphones with extended battery life and strong designs, especially feature-rich smartphones, will be especially appreciated in areas where the infrastructure is scarce or power shortages are frequent (Skiba, 2024). Also, user interfaces and advertisements should incorporate preferences in the local language, which would improve the popularity and availability of the products.
[bookmark: _Toc209012258]3. Strengthening Local Supply Chains and Distribution Networks
Cultural Context
The complex environment of India in terms of its geography, as well as the diversity of socio-economic context, is a challenge to effective supply chain management. The current approach of Samsung, which uses greenfield investments and wholly owned subsidiaries, is efficient in keeping the production quality under control (Ohara and Mefford, 2023). But the nature of Indian logistics and regional demand and purchasing power requires a change in supply chain and distribution practices.
[bookmark: _Toc209012259]SOP Adjustment: Improving Regional Distribution and Supply Chain Flexibility
In India, Samsung should update its SOPs to enhance its supply chain and distribution networks within the region. This would be an adjustment which would entail:
· Decentralisation of supply chain operation: India is a large and diverse market which requires a more regional approach to supply chain management. Samsung may open regional distribution centres and warehouses in India in order to better handle the demand variations in the local regions and to provide better response times. Decentralisation will allow Samsung to have greater control over inventory, transportation expenses and availability of products in various areas (Dananjaya et al., 2022).
· The growth of collaborations with local suppliers and retailers: The growth of collaboration with local suppliers of raw material and components will not only decrease the expenditures on logistics but also make Samsung consistent with the "Make in India" initiative. Also, building a stronger relationship with local retailers will bring more products to the rural and semi-urban areas where Samsung might not have as much presence.
· Enhancing post-sales support systems and customer care systems: Indian customers place a lot on after-sales customer care and support systems. Samsung needs to consolidate its services in India by increasing the number of service centres both in rural and urban regions to cement its position further (Bourai et al., 2024). Such service centres must be equipped properly to take product repair and provide customer services to the clients on time, thereby improving the total customer experience and brand loyalty.
[bookmark: _Toc209012260]Conclusion
Conclusively, Samsung Electronics Co., Ltd. has solidified itself as a world leader in the electronics market, where it has a solid presence in the established and emerging markets. However, to be successful in India, it will have to adapt strategically to the specific challenges and opportunities of the local market. Using the OLI framework and the cultural considerations between South Korea and India, Samsung will be able to improve its market standings and become the key to sustainable development (Chindakul, 2021). The three broad recommendations that can be made in this report include decentralisation of decision-making, the localisation of product development and marketing strategies, and the enhancement of flexibility of the supply chain to suit Samsung operations towards the diverse market needs of India. Local management empowerment, product differentiation to appeal to price-sensitive and varied consumer segments, and logistical infrastructure are some of the things that Samsung will use to improve its responsiveness to local market changes as well as establish closer relationships with Indian consumers. These changes are, however, accompanied by their challenges. Decentralisation of decisions may create inconsistencies in operations, and the product localisation might actually weaken the premium brand image of Samsung (Müller, 2021). More so, the development of supply chains and after-sales will be very costly and need thorough control to keep up the standards. Finally, the capacity of Samsung to incorporate global integration and local responsiveness would be the factors that define its success in India (Park, 2022). With these strategic changes that do not undermine its strengths of innovation, quality and brand equity, Samsung will be able to cement its status as a force in India and will still keep performing well in the international electronics industry.
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