



[image: C:\Users\PCD\Desktop\uwtsd.png]




NAME OF STUDENT: AESHANI SANJAYKUMAR PATEL
STUDENT ID: 2218148
MODULE NAME: MARKETING MANAGEMENT (LCMB7001)
ASSIGNMENT TITLE: ASSESSMENT 1










Executive Summary 
Customer service plays a very important role in the sustainability of the business in the present market scenario. Customers act as a catalyst to the business success and sustainability in the industry therefore by providing excellent customer service and experience brands can exist in the competition for a longer. In this context, this report considered the case of Samsung, a reputed global consumer electronics brand in analyzing the importance of customer service and branding and communication. The report discussed the notion of communication and presented a diagrammatic explanation along with the definition of integrated marketing communication. Along with this the report further underpinned the current promotional strategies used by Samsung, which are social media promotion, use of various digital tools, in store retail promotions, promotions through own official website. The report further provide certain promotional recommendation to the brands such as celebrity endorsement, use of social media influencer for promotion, establishment of premium retail stores. Additionally the report also provides a discussion on branding and brand equity and analyzes the Aaker’s brand equity model of Samsung. The customer journey and touch points of Samsung’s are discussed in the report, which are website social media platforms, product catalogs and product reviews and many more. The total engagement model of Samsung is also elaborated in the report
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[bookmark: _Toc133601514]1. Introduction  
In this juncture, the business environment is always changing because of the continuous rise of digitalization (Batra and Keller, 2016). In order to gain sustainability in the highly competitive market, the companies need to have strong brand awareness, manage their reputation and information and offer excellent customer service (Maechler, Neher, and Park, 2016). In this regard, marketing communication and other customer management strategies plays a very important part in helping companies gain a sustained competitive advantage (Clow, 2013). In this context, the report aims at analyzing the case of Samsung, a reputed global consumer electronic brand to gain insight on the importance of having efficient marketing and brand equity strategies. The report covers underpins the notion of communication and integrated marketing communications. Additionally, the report also shed light on the promotions used by Samsung currently and certain recommendations are discussed based on that. Along with this, the notion of brand equity and customer journey of the company are all elaborated in the report with the help of relevant models. 

2. Notion of Communication
In the context of business, communication refers to the approach of conveying important product or brand related information to the customers using various channels. Communication is a crucial part of branding because through proper communication strategies a brand can promote itself to the customer base at large (Clow, 2013). The tactical use of various media such as social, digital and many others plays a vital role on helping brands reach out to its customer base successfully and this how brand awareness is created (Percy, 2023). The following is a marketing communication model that explains the entire process involved in this communication: 






Figure 1: Marketing Communication Model 
[image: Marketing Communication Process – conbeh]
Source: (Percy, 2023).
Figure no. 1 shows that the starting point of marking communication is from other advertisements friends and family when they start talking about a product or brand. The sender are referred to the advertisement agencies and the marketing department of the companies (Percy, 2023). The following step is to encode in which the companies convert their ideas into well-articulated messages and visuals and then display them through various message channels such as in-store display, commercials and others (Percy, 2023). These messages are then decoded and the receiver that the consumers receives them and then they send back feedback. 

[bookmark: _Toc133601515]3. Notion of Integrated Marketing Communications 
Integrated marketing communication is defined as the process of planning, executing and monitoring the messages circulated by the brand, which helps in creating customer relationships (Percy, 2023). It is further defined as a planning process that is designed by the organization to connect with customers and highlight the prospect of their product service. It is a strategy for delivering unified message across all the marketing channels used by your brand (Kalogiannidis and Papaevangelou, 2020). This helps in providing consistency wherever patrons choose to interact with the company. Companies with no integrated marketing strategy confronts with the risk of delivering mixed messages or communicating or disconnected voice that has a direct impact on their reputation.

[bookmark: _Toc133601516]4. Recommended New Promotional Strategies for Raising Brand Awareness 
The current promotional strategies of Samsung is quite effective and it is helping the company to achieve their desired performance goal. However, along with the current promotional strategies, some more approaches can be adopted by the organization to further increase brand awareness. Keeping in view the current market reputation and ability of the brand, the following promotional measures are recommended: 
· Celebrity endorsement and Social Media Influencers
Samsung is a global brand, it has gained popularity in the industry, and therefore it can approach some of the top celebrities to endorse their brand. The company operates in several nations and each of the country has some celebrity that admire more than anyone does. Samsung’s marketing team can work on their networking skills and try to connect with the top celebrities and focus on promoting their top selling products such as their phones through popular celebrities (Cuomo et al., 2019). This will helps them to connect with their target audience better. 
Presently alongside celebrities, the social media influencers plays a huge role in influencing the buying decision of the current consumer base that comprises of mostly millennial and Generation Z. Influencer marketing is proving to be effective in reaching out this critical millennial and enthusiastic Generation Z audience (Taillon et al., 2020). YouTube first marked the rise of influencers and currently reputed social media platforms such as Facebook, Instagram have become powerful medium of influencer marketing. It is learnt that about 70% of the teenagers, young adults rely on influencers for making decisions about the purchase (Taillon et al., 2020). The marketing team of Samsung can reach out to the top influencers and then promote their social media campaigns through them to get more reach and exposure. 


· Sponsorships 
 One of the important ways of gaining brand exposure is through sponsorship. Samsung should focus on sponsoring happening on both social media and elsewhere. The company should come forward and start spooning big events such as sports events, media events and other events that have the attention of the customers (Cornwell, 2019). This kind of platforms will provide huge exposure to the company and many people will come to know about it. Moreover, sponsorship will contribute in the brand image and reputation (Cornwell, 2019). Sponsoring corporate social responsibility or philanthropic events can help Samsung to establish a strong image that also contributes in brand awareness. 
· Retail Store Promotion 
Samsung has a number of retail stores in all its operating nations therefore the brand must focus on promoting through this retail stores. A majority of the customer base of the brand prefers to visit the brick and mortar store of the brand see and check the products themselves and then buy it (Hoyer et al., 2020). Hence, these retail stores would be a great platform of promotion for the brand. The marketing team of Samsung can author certain coupons, gift cards, loyalty program cards and other promotional offers to the customer visiting the stores (Hoyer et al., 2020). In this way, Samsung will be able to attract the attention of his customer and convince them to visit the store more often to check new product launch and offers.
· Introduction of Premium Stores 
In the market, Samsung is considered an arch rival of Apple Inc., which is a premium consumer electronics brand. Therefore, Samsung can follow a different promotional strategy to justify the market reputation it has created through its product range. In order to promote itself as a luxury brand, Samsung can focus on establishing premium stores (Kim et al., 2020). The company must focus on positioning this premium store at luxurious location such as premium shopping malls and others so that consumer base from the elite class get attracted from visiting the stores and checking their products. Similar to Apple Inc., which has retail store named “imagine” at its operating nations, Samsung must focus on introducing premium store for only promoting and selling its exclusive product range to the premium customers (Kim et al., 2020). In this way, Samsung will not only have a good market hold in the budget consumer electronics but also make a mark in the premium consumer electronic market. 

[bookmark: _Toc133601517]5. Notion of Branding and Brand Equity 
Branding is referred to the process of creating and disseminating the brand name, the qualities of a brand and helps in establishing a particular brand personality in the market (Cheung et al., 2019). Branding is also refer to the process of making consumers feel positive about getting associated with the brand and establishing an emotional resonance. The underlying importance of branding is to create effectively a lasting impression on the target audience because it helps in growing advocacy and loyalty among the customer base for a longer (Cheung et al., 2019). Branding is considered an important marketing tactics because it is a process of communicating the unique selling proposition of a brand and its service and products apart from its competition (Cheung et al., 2019). A very important example of branding is the logo that each of the companies create to have a distinguished identity in the market stop
Brand equity refers to the value that a company generates from its products and services with a recognizable name as compared to a general original  (Trouville et al., 2019). Companies can create brand equity for their products and service by making them unique, innovative, easily recognizable and maintaining superiority in quality and reliability (Trouville et al., 2019). Customer’s perception of brand’s quality and desirability have a direct impact on its brand equity. Consumer’s perception of a brand are influenced by factors such as loyalty and customer satisfaction level (Trouville et al., 2019). Brand equity is an important concept because it helps in creating a positive experience and choose them over their competitors.
[bookmark: _Toc133601518]6. Aaker’s Brand Equity model Samsung (300)
The notion of brand equity can be best understood through a framework model named Aaker brand equity model (Çınar, 2020). This model proposes that a brand equity can be measured market behaviors, loyalty, association or differentiation measures and perceived quality and leadership measures and awareness measures of a brand.


Figure 2: Aaker’s Brand Equity model Samsung
[image: Aaker Brand Equity Model - Marketing 360]
Source: (Prachaseree, Ahmad and Isa, 2022)
It has been learned that since 1993, Samsung is observed to use aggressive branding and advertising strategy (Prachaseree, Ahmad and Isa, 2022). The branding philosophy of the brand is based on five major pillars, which are innovation, path breaking technology, world- class designs, hiring world’s best talents and internal branding. In case of market behavior measures, Samsung is present in European, Asian and Middle Eastern countries to ensure that it has a good market share in the leading nations (Martin Roll, 2017). Additionally in order to create a strong brand equity the company follows both competitive and premium pricing based on its product category and the operating nation. In terms of association/differentiation measure, Samsung keeps innovation at the core of its product’s design so that it can create a high-perceived value in the market (Cain, 2020). Moreover, Samsung has positioned itself an innovative household and created competent brand personality that helps to win the loyalty of the customer base. 
In terms of loyalty measures, Samsung provides excellent after sales services through its websites, online and offline stores, social media accounts and customer are service so that customer remain loyal to the brand (CIO Africa, 2017). In the perceived quality measures, Samsung has some great leaders sitting at the upper echelon who provides strategic direction to the organization and helps in maintaining quality (CIO Africa, 2017). In case of brand awareness measures, Samsung uses various social media and digital media approaches for creating an awareness in the market. Regardless of the explanation Aaker’s model offers to explain the brand equity of Samsung as a global brand, it is important to establish the advantages and disadvantages of Aaker’s model through the lens of research and literature. 

6.1. Advantages of Aaker’s Model
Aaker’s model, as explained in the earlier section of the chapter, emphasizes the brand equity of a company. The brand equity, according to the model, is an important component to ensure that a product or service is recognized, accepted, and valued by the customers. The Aaker’s model has various advantages that help the marketers and brands in improving the perception and image of their product or service through targeted measures. Ungerman & Buresova 2022, explains the advantage of utilizing brand image and perception in enabling a company to enter market and improving the competitive advantage of a product. The authors explain that diversification in the efforts of the marketers and focusing on building brand equity allows for targeted development and adds to the overall value of the product. This acts as an additional marketing measure that improves the demand and perception of the brand, beside focusing on direct marketing or quality of product. This diversified measure allows the brand to develop a distinct advantage that is targeted to enhance brand perception and image. Hence, it is evident that the advantage of Aaker’s model is to allow marketers to target specific segments of brand equity that improves customer perceptions and shapes their decisions, ultimately. This leads towards the enhanced competitive advantage of the brand and can lead towards greater market share following the establishment and acceptance of brand equity, Hashim et al., 2019.  However, there are disadvantages associated with the model as well.

6.2. Disadvantage of Aaker’s Model
One of the most important concepts of Aaker’s model is that is based on the perceptive value of a brand according to the viewpoint of the customers. This concept of perceptual value is one of the most prominent disadvantages of the Aaker’s model as it eliminates the use of factual and statistical data that can be calculated and measured periodically. Sheinberg 2021, explains the perceptual marketing as inconclusive measure to improve the demand for a product, especially hotel businesses, in the mid-level establishments. The authors explain that there is no evident effect of brand perception and brand equity of the sales and revenue of a business operating at a mid-level. This highlights that the use and focus on brand equity and perception is not only ineffective but even distractive in the productive measures that can be employed to grow and enhance business quality. The perceptive value that is difficult to measure, in the Aaker’s model, makes it difficult to be shown as a guaranteed measure for the development and growth of a brand and business. 

[bookmark: _Toc133601519]7. Customer Journey and Customer Touch points Of Samsung 
Mapping the journey of a customer is very important because it uphold the entire journey of a brand with a brand right from the time it comes to know about it. This helps a company to gain insight on the perspective of the customer and then develop products and services based on that. The following table underpins the journey of Samsung by using the examples of its different products. 
Table 1: Customer Journey 
	Stages of journey 
	Activities
	Feelings and needs

	Awareness 
	Customer realizes that need of a product, for example, a mobile phone to remain connected at work, business and other activities. 


	Needy, excitement, anxiety 

Needs: value for money, durable, loaded features mobile handset phone 

	Interest 
	The customer engages in executing a market research about the brand and gathers market reviews.
	Curiosity, excitement 

Needs: to remain informed about the reputation of the brand and its products 

	Consideration 
	Check out Samsung’s  official website, social media handles, watch advertisements, social media presence
	Excitement, interactive

Needs: to get the best product at best deal  

	Evaluation 
	Getting in touch with  friends, family and acquaintances to know about their experience with Samsung 
	Curious and inquisitiveness

Needs: Many features, value for money product  

	Decision 
	Finally come to a decision regarding the product model and variant to buy.  
	Excitement 

Needs: to purchase the best reviewed and top rated product from the brand 

	Purchase
	Finally visit the retail store of the brand and buy the desired product variant
	Excitement and cheerfulness 

Need: To buy the desired product variant

	Repeat
	Begin to use the mobile phone for both personal and business use
	Satisfaction and elation 

Needs: All the business dealings and works gets completed suitably using the phone 

	Loyalty
	The customer plans to buy the second mobile phone from Samsung
	Feeling pleased and confident 

Need: helping others to make right decision about Samsung

	Advocacy 
	Recommend the brand to friends, family and acquaintances
	Gratified, confident 

Needs: More people come to know about Samsung and its products 



Source: (Author’s Creation)
Customer Touch points used by Samsung current are explained below:
· Social Media- one of the significant touch points used by Samsung through which it connects with its customer base. Samsung has a well-articulated official website for each of its operating nations through which it promotes the product offers and new launches to its customers (Lucas, Hisham & Blanca, 2023). Along with this, the brand also uses social media actively to not only promote the brand but also to connect with the customers through chat box, e-mail another medium of communication.
· Online Advertisement- Samsung designs and is some creative commercials on televisions and YouTube through which it conveys meaningful messages to its target audience (Lucas, Hisham & Blanca, 2023). Weather any product launch or any social media campaign, the brand is seen to use online advertisements actively to develop a resonance with its target audience.
· Digital Marketing Content- since the current generation connects with the digital marketing content, Samsung utilizes it as an important touch point. Through such engine optimization, Samsung tries to be adore top search results of customers looking for the electronics goods (Lucas, Hisham & Blanca, 2023). In this manner, the brand maintains a visibility in the online market.
· Company Events- Samsung is observe to participate, organize various company events, and arrange press conferences so that it can facilitate face-to-face communication with the customers, which act as an important touch point for the company (Martin Roll, 2017). This is one of the important touch point pf the brand. 
· Conversations with Company Representatives- the company has hired some talented customer service representative in its retail stores who tries to build a rapport with the visiting customers (Martin Roll, 2017). These executives engages customers into meaningful conversations about the brands and services of the products which is an significant touch point of Samsung 
· Product Catalogues- Samsung provides both digital product catalog as well as hardcopy of its product catalog, which is also a very important touch point of the company (Samsung, 2021). The reason here is that these catalogues are very informative and designed articulately to grab the attention of the customers and keep them updated about the service and products of the brand. 
· Product Reviews- Samsung uses transparency as a tool of building rapport with the customers. Therefore, it highlights it products testimonials and reviews, and requests the customers to leave a review on its products (Samsung, 2023 b). This shows the customers about the quality of the product and act as an important touch point.
· Website- the official website of Samsung is an important touch point because the company uses it for not only promoting its product but also communicating with the customers (Samsung, 2023a). The website of the brand is the most used touch point of the brand because it can be accessed by global customer base. 

	Age Bracket
	Location
	Gender
	Interests

	12-19 years
	Asia
	Male and Female
	Camera and display

	20-35
	Global
	Male and Female
	Battery, Processor, Applications, and Quality

	36-50
	Global
	Male-Female
	Battery and Ease of Use




Figure 3: Stages of Customer Journey
[image: ]CUSTOMER CHARACTERISTICS 
· Conduct research before buying product 
· Read online reviews about the product 
· Make decision depending on the reviews and product quality 



[image: ]

Source: https://delighted.com/blog/guide-to-customer-journey-mapping



Figure 4: Customer Persona Summary
[image: ]

[bookmark: _Toc133601520]8. Strengths and Weaknesses of Samsung 300Customer Journey Map

 Strengths 
1. Very high research and development (R&D) expenditure resulting in one of the strongest patent portfolios among technology companies
· Innovation is crucial to succeeding in the technology sector. Usually, the more a business invests in R&D, the more innovations it creates. 
2. Industry leadership in most of the markets the company operates                                                
Samsung is the second largest technology company by revenue in the world. It is the leader in many product markets, including:
· LCD TVs – according to Statista, Samsung manufactured 20.2% or one in five TVs in 2017. Only LG Electronics comes close to Samsung, producing 12.1% of all manufactured TVs.
· NAND Flash memory – Samsung manufactures over a third of all NAND flash memory chips.
Smartphones – Samsung is also the largest vendor of smartphones in the world. In 2017, it shipped 317.3 million units or 21.6% of all smartphones.
3. Brand recognition and reputation
The Samsung brand is one of the most valuable and recognizable in the world. The company’s brand recognition has been mainly fueled by its success in the smartphone, mobile phone and TV set industries. The brand value is closely related to the brand recognition and reputation. Usually, the more valuable a brand is the better it is recognized worldwide. Samsung Electronics, which operates in 79 countries, enjoys some of the greatest brand awareness among all global corporate
4. Product innovation and design capabilities
· Samsung has long been viewed as an innovative company that is capable of producing well designed and ecologically friendly products. This is proven by the many awards the company has received over the years.
5. Vertical integration and manufacturing outsourcing results in low production costs
Samsung’s smartphone business is vertically integrated. The company designs, manufactures, markets and sells its own smartphones. The key for any vertically integrated business is to manage activities inside the organization to achieve lower costs than it would externally.

Weaknesses
1. Too many smartphone models
· Samsung reported the decline fueled by increased competition and the high costs incurred in developing the high number of smartphone models it releases every year. Samsung’s immediate response to stop the decline of its operating profits was to reduce the number of smartphone models by 30%, increased costs of designing new models, complexity of supply chain, lower economies of scale, difficulty of marketing so many products to different consumer segments.
2. Positioning the company as a high-tier, mid-tier and low-tier smartphone vendor
· Samsung is the largest smartphone manufacturer in the world and has one of the largest smartphone portfolios among its competitors. However, the company is over-positioning itself in the smartphone market, which weakens its overall position against the rivals.
3. Dependence on Google’s Android OS provides little control over the user experience
Samsung doesn’t have its own OS and has to rely on Google’s Android OS for its smartphones and tablets. This lack of a proprietary OS makes Samsung vulnerable as smartphones are becoming a commodity and it is harder for the company to distinguish its products from rivals’ offerings.
· Little control over OS development. Samsung has to rely on Google to develop the Android ecosystem. The company also doesn’t have any control over OS updates their timing of release, or security. The result is that Samsung has little control over their users’ experience.
· Component and device integration issues. Samsung’s devices contain many separate components that need to be integrated with the OS, which is made more complicated when the company doesn’t control the OS. Integration between devices is also harder to achieve when relying on an external OS.
[bookmark: _Toc133601521]Lost revenues from app sales. If Samsung is able to develop its Tizen OS it has the potential to achieve a significant amount of revenue from app sales. Currently, only Apple, Google and Microsoft benefit from app sales.

[bookmark: _Toc133601522]9. Total Engagement Model of Samsung 
The total engagement model puts everything together into an effective system, which is also efficient for the business (Grover and Kar, 2020). The key motive of this model is to focus on streamlining all the activities of an organization in a unified plan that prioritizes customer engagement, including advertising providing service offering, offering products and maintaining a high performing internal culture (Grover and Kar, 2020). The model is as followed: 




Figure 5: Total Engagement Model
[image: Total-Engagement-Model - Engaged Strategy]
Source: (Grover and Kar, 2020)
It has been learned that Samsung not only uses social media for promoting or connecting with the customers but also to gather customer insight. The brand uses social media analytics to keep a track of its customers buying and consumption pattern, gain detailed information on their purchase decision and to examine the factors that influences their buying decision (CIO Africa, 2017). Since providing excellent customer experience is one of the top priorities of the brand, it formulates its customer service, product and offerings based on the insight gathered from the market. 
The brand is observed to conduct different kind of customer survey across various social media platforms, ecommerce website and on its own official website so that it can have an idea about the taste and preference of its customer base (Morgan, 2018). The data gathered from these surveys are utilized by the research and development team of the brand in introducing new customer service in both online and offline platforms. Samsung comprehends the importance of having the best talent in the workforce who can help the company to provide excellent customer service to its target audience. Due to this reason, the brand focuses on hiring efficient individuals and deploy them in both front and back end operations (Samsung Newsroom, 2016). The people working in the back end, for example research and development, handling business operations engages in maintaining the inbound and outbound logistics of the company efficiently so that the products of the company is always available and accessible to all (Samsung Newsroom, 2016). On the other hand, the employees working in the front end such as customer representatives, in- store executives who directly connects with the customers are trained to keep the customers engaged with product details and grab their attention with great deals and offers (Samsung Newsroom, 2016). Analyzing the total engagement model of Samsung helps in understanding that the brand uses its organizational values and employees to provide excellent customer service to its target audience.

[bookmark: _Toc133601523]10. Recommendations
Samsung, as a brand, has not only established itself as a global product but has formulated trust and loyalty into the customers to improve the demand and anticipation of its product. The brand is rigorously utilizing brand equity and perception as a means of marketing and promoting the products associated with the brand, further enhancing the perception of customers and shaping their purchase decisions. However, the brand can further make use of various other marketing methods and technique to enhance its brand equity and overall sales and revenue. One of the most trending methods, used extensively, is the association and ad campaigns making use of respected celebrities and influencers. This will allow the brand to attach the trust and image of the hired celebrity and influencer with that of the brand as well. This will further improve the brand equity, enhancing and improving the perception of the brand. Another measure that Samsung can employ is the creation of designated stores that provide exceptional experience to the visitors. These designated stores will enhance customer experience and interaction with the products of the brand and shape their perception as well. 





[bookmark: _Toc133601524]11. Conclusion 
 In light of the overall discussion and analysis, a conclusion can be drawn that Samsung is quite efficient in promoting its brand and creating a strong brand awareness in the industry. Examining the current promotions used by Samsung helps in concluding that the company has an inclusive promotional strategy on both online and offline platform so that it can reach a larger audience. The use of social media and digital media tools such as search engine optimization helped in understanding that the brand is trying to keep pace with the current generation and cooperate with their taste and preference. 
Taking help of the social media influencers and introducing new retail experiences and establishment of premium retail stores can further help the company to have better brand equity. Analyzing the customer journey of Samsung also helps in understanding that right from the time when a customer comes to know about the brand Samsung tries to grab the attention of the prospective lead and then convert them into a loyal customer. Therefore, it can be concluded that, Samsung uses its employees and organizational value to offer excellent customer service to his target audience and retain them for a longer.
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