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[bookmark: _Toc141607993]Introduction

Through this assignment, I will talk about the essential factors of marketing and marketing strategies as well as adaptability in a globalised market, in the context of Samsung, a multi-national company.
I will delve into global advertising and talk about its importance in worldwide enterprise environment. Marketing performs a pivotal function in figuring out and satisfying buyer’s wishes at the same time as generating profitability for companies. 
The report will talk about the advertising process and the way it adapts to various markets promoting merchandise and services. I will start by defining marketing as per the Chartered Institute of Marketing (CIM) and the American Marketing Association (AMA). 
According to CIM (2015) marketing is ‘the management process responsible for identifying, anticipating and satisfying customer requirements profitably’, this is vital because if an organization can achieve this then it has an edge over its competitors.
However, according to AMA (2017) ‘marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large’, the difference here being that the AMA definition does not define the process to be profitable.
By evaluating their perspectives, I show an insight of the essential meaning and ideas behind the concept of advertising since one of the main topics will be to explore and comprehend the process of marketing and advertising. 
I will delve into how companies strategically examine buyer wishes and wants and talk about the evolution of the marketing mix, the traditional 4Ps, considering the intricacies of marketing each product and service.
I will then talk about the worldwide business environment, since understanding globalization is critical in comprehending how companies increase their revenue throughout borders and in different markets. 
Micro and macro elements that impact companies' achievement will be cautiously examined to highlight the significance of undertaking situational analyses for powerful decision-making in diverse countries and different markets. As well, by acknowledging the importance of stakeholders in the enterprise environment I will show how they are able to benefit on their perception of the environment to help with any organizational goals. 








[bookmark: _Toc141607994]Marketing and Value

The role of marketing in creating value for customers is a crucial part of the transaction process as this value determines how the organization can price its products towards customers. In a modern environment keeping buyers happy and fulfilling their needs is essential to growing a business profitably. 
Marketing is a process that includes figuring out the customers’ desires, thereby growing the company to provide the services or goods wanted by the customers as well as providing a fair price that will attract the attention of people and give an edge over competitors.
It is important to market a product to catch the attention of buyers but doing so while encouraging the purchase of the product. Nelson (1974) says ‘the producer in his advertising is interested in selling more of his product’, meaning the main goal is not to provide information, but to catch potential customers’ attention.
At its core, the number one goal of marketing is to bridge the space between corporations and consumers. Through large marketplace studies and data evaluation, entrepreneurs can obtain insights into customer preferences, behaviours, and weak points and with this knowledge, they can prepare goods and services that cater to particular customer groups wishes.
In the twenty first century, advertising capabilities have advanced to require a whole lot of roles at every step of the advertising process. The first stage is to evaluate facts and study the marketplace to collect data, this includes analysing consumers preferences and wants to get an understanding of the current trends, giving the entrepreneurs a deep understanding of consumer behaviour, which can be used to carry out data-based decisions. Market studies can be done also by analysing the environment, the competition, and the target audience to see where the entrepreneurs stand through surveys and other methods, which can enable the entrepreneur to get a rough idea of the demand for a particular service, helping the pricing of the product to be more accurate.
An example of data analysis helping with pricing can be seen with Samsung, Margulis and Galli (2018) say ‘big data analytics is increasingly adopted to enhance business functions’, and since Samsung has such a wide and big number of customers, they have strong databases on people’s interests and previous needs, which can be analysed to help provide customized recommendations to users. These curated recommendations are more likely to lead to customer satisfaction and end in repeated transactions, providing value to customers and generating a profit for the entrepreneurs.
After the products have been provided comes the stage of customer satisfaction and support, which is the end stage of the marketing process and is essential in fostering a relationship between the customers and the company as well as growing the brand reputation. Giving good customer service to help with issues and possible mistakes can solve many queries and concerns of buyers as well as leading to increased satisfaction which will encourage repeat purchases and reinforce the idea that the product is good and worth purchasing. This will eventually lead to loyalty in customers since ‘loyalty building requires the emphasis of products or services’ as said by Griffin (1995).
There are several marketing techniques that will be put in place by marketing managers which are responsible for the market planning by making sure it aligns with the company’s goals while being attractive to a customer base.
[bookmark: _Toc141607995]Samsung
In the 21st century many changes to the business environment changed the way companies operate, the two mains being globalization and demographics which changed customer behaviour and target groups. 
In the case of Samsung technological advances due to globalization have an instantaneous effect on their merchandise as they need to keep up to date with the latest technology to remain relevant, this impact also shows in their advertising. For example, fast technological improvements caused shorter product life for Samsung and created the want of the newest technological advancement on customers. 
Because of this Samsung must be aggressive in their marketing and be constantly updating their merchandise. Technology has also enabled companies to digitalize to be more efficient and have a broader reach since the rising popularity of e-commerce. They also had to adapt their marketing techniques to interact with clients on the internet with methods such as social media or their own webpage and online customer service, therefore keeping a good relationship with customers and engaging with them at their commodity.
[bookmark: _Toc141607996]Globalization
A globalized organization according to Ahmad (2013) is referring to ‘organizations whose missions, networks and even workforce are essentially global rather than local in nature’, this would be the case for Samsung. 
Globalization has increased the number of opportunities for companies like Samsung but it also poses some unique challenges with navigating cultural differences and abiding by different sets of rules in different places as well as having to focus marketing to different groups of people. It does this by allowing companies to reach everywhere in the world due to supply chains and the internet helping with marketing, Appadurai (2001) says ‘globalization extends the earlier logics of trade in many parts of the world’.
[bookmark: _Toc141607997]Supply chain
Operating on a world-wide scale means that the supply chain logistics must be under good control to make sure goods are transported in a timely manner and to the appropriate places. Vidrova (2020) says ‘with the advent of globalization, managing supply chain activities has become more complex’ and the chain is the most important part in ensuring customer satisfaction since it is a path between supplier and buyer.
[bookmark: _Toc141607998]Competition
Due to globalization competition has intensified since business that would previously dominate a local area can now reach much further than before, meaning everyone is competing with everyone to be the best provider in a winner-takes-all scenario. This is why Samsung must remain aggressive with their marketing and their innovative products to keep the edge over their competition.
[bookmark: _Toc141607999]Demographics
Changing demographics consist of changes in population dynamics and customer groups behaviour, each requiring Samsung to adapt to the new customer needs.
For example, as the populace ages Samsung must adapt their services and products to ensure they meet the wishes of an aging population by making sure their products are customizable and flexible.
[bookmark: _Toc141608000]Diversity and inclusion
Businesses like Samsung want to include variety and inclusion in their advertising to make sure they can reach a wider range of clients.
They can also adopt environmental-friendly practices as many clients are more involved with the environment and appreciate companies that are sustainable.

[bookmark: _Toc141608001]Value
Value refers to the perceived benefit that a customer obtains by purchasing a product or service from a company. It is the benefit obtained from the use or experience of the service or product relative to its cost, which is why value is subjective as one customer will value it differently than another. Despite this, companies must give a fair value to their product to keep profits up while still being attractive to customers.
[bookmark: _Toc141608002]Customer value proposition
Customer value proposition ‘has a critical role in communicating how a company aims to provide value to customers’ according to Payne et al. (2017). It is essentially an assertion by the company communicating why their product is better than the competitors’, it does this by highlighting advantages of their product as well as being relevant to the customer’s needs.
A good customer value proposition allows clients to see for themselves which product is better and to choose the right one for their needs. When a company can efficiently communicate how they can fulfil a need of the customer or complement their lifestyle, they have created a good proposition.
This type of advertising is usually done through social media or advertising as Dwivedi et al. (2015) say ‘this form of advertising could substantially improve visibility’, but before doing this a company must first identify their target market and the needs of that target, which can be done through marketplace studies and data analysis.
For example, Samsung’s phones are advertised as modern-day gadgets with better technology and better functions than others. The company emphasizes how their phones can help people be more productive, entertain them, and be used to stay always connected necessary. This type of advertising is showing the strengths of their products such as their long-lasting batteries which leads to a successful customer value proposition.

[bookmark: _Toc141608003]Segmentation, targeting and positioning.
This is an advertising framework that allows organizations to separate their customers in different segments and focus on each separately.
The 3 stages are.
· Segmentation: dividing the customer group into different segments based on different characteristics or wants.
· Targeting; choosing the most profitable segments and focusing on them.
· Positioning: advertising positive facts about the product which directly appeal to the minds of the target group.

Samsung using the STP framework allows them to recognize their client on a deeper level and interact with them more effectively, for example separating tech enthusiasts from low-budget clients can allow for two different products to be developed and marketed to each group differently to allow for maximum profits and maximum customer satisfaction.

It also helps Samsung allocate the necessary resources more efficiently by focusing greater potential groups of customers and save money on marketing since ‘marketing is too expensive to justify on the basis of today’s results’ says Ries and Trout (1986).

[bookmark: _Toc141608004]The marketing mix. 
The 4Ps, product, price, place and promotion are a marketing framework used to advertise products. 
Samsung can use these to create a solid advertising plan.
[bookmark: _Toc141608005]Product
Samsung must innovate and keep updating the technology of their products to meet the needs of their customers.
[bookmark: _Toc141608006]Price
Setting the proper price is crucial for success, not too high but not too low. Things such as manufacturing costs and competitors’ pricing as well as customer willingness to pay are considered when deciding on the price of the product.
[bookmark: _Toc141608007]Place
Samsung’s distribution worldwide must be efficient to make sure every customer gets their order in time. This can be helped with the use of several warehouses worldwide to cut down travel times.
[bookmark: _Toc141608008]Promotion
Now that the logistics have been taken care of, the customers must be informed of the new products to be able to decide if they want to purchase them. This can be done via advertising and social media showcases as e-commerce grew a lot in the past years.

[bookmark: _Toc141608009]The role of stakeholders within a global marketing environment
‘Globalization creates new structures with the result that business decisions in one part of the world have significant consequences in other places’, says Muhammad et al. (2010).

Samsung's marketing process is influenced by various stakeholders, microenvironmental factors, macro environment, data collection and GDPR restrictions, objectivity and competition, PESTLE strategy, and stakeholders like government agencies, industry associations, and environmental organizations. These stakeholders play a crucial role in shaping Samsung's business operations, product development, pricing strategy, and marketing initiatives.
Stakeholders play an important function within the global marketing environment. A stakeholder is any individual or group that has an interest or is affected by the outcome of operations of a business. 
In the context of Samsung many stakeholders affect the business marketing since Samsung must cater to their wants when designing a product.
[bookmark: _Toc141608010]Customers
Customers are the number one stakeholder in Samsung’s global marketing environment, their needs wants and feedback massively affect the future advertising of the company and the marketing techniques that will be used, as well as future product design.
Samsung needs to thoroughly conduct marketplace studies and use customer-centred strategies to keep developing products that meet client demands as positive customer feedback is important for brand loyalty and continued purchases.
[bookmark: _Toc141608011]Shareholders
Shareholders are important stakeholders who are financially invested in Samsung, they have expectations of the business to be profitable and perform well economically, so to keep the shareholders satisfied Samsung needs to keep increasing sales and have healthy profit margins.
Effective communication with shareholders is important about the direction of the business and current position to keep them interested and investing more.
[bookmark: _Toc141608012]Employees
Employees are stakeholders within the organization whose livelihood depends on keeping their job at the company, advertising, marketing, and producing products for Samsung. They directly contribute to the improvement of marketing techniques and if they are stimulated and properly motivated, they have a positive effect on the marketing efforts and brand image of the company. Keeping them trained and supported can help keep spirits high to reach remarkable outcomes, this is because as Olaniyan and Ojo (2008) say, ‘the need for improved productivity depends on efficient and effective training’.
[bookmark: _Toc141608013]Suppliers
Suppliers play an important role in Samsung’s marketing operations as the timely delivery of supplies is essential for the manufacturing and follow-up transport of Samsung’s products. Maintaining good relationship with supplier in the form of prompt payments helps guarantee a healthy delivery chain which allows Samsung to satisfy customer needs swiftly.
[bookmark: _Toc141608014]Government 
Government rules and policies can extensively affect Samsung’s marketing strategies specially in international locations. Complying with these such as Europe’s GDPR are vital for continued business operations and to avoid incurring unnecessary fees.
[bookmark: _Toc141608015]Competitors
Competitors are also stakeholders in Samsung’s marketing environment, this is because understanding a competitor’s techniques and market position is important for Samsung to be able to tell the difference between their merchandise and the others’, helping create a good customer value proposition.
[bookmark: _Toc141608016]Media and public
Media and the public can affect the brand image of Samsung and hurt or help grow their popularity, this is because positive public opinion will spread via word of mouth helping people look at Samsung’s adverts within a positive light. However just as easily a bad public opinion will cause troublesome situations and will make clients trust Samsung products less and opt for competitors. Effective communication and green policies are necessary to appear in a positive light to most people.
[bookmark: _Toc141608017]Environmental and social advocates
These are a sub-type of public that are involved with environmental sustainability and social responsibility that vouch for sustainable practices and discourage the continued support of companies that do not follow these practices. Demonstrating environmental responsibility can help Samsung be seen in a positive manner by these people and attract more environmental aware customers.
[bookmark: _Toc141608018]Domestic versus Global business environment
Domestic business environment refers to the internal and external factors that affect an organization’s operations, whereas a global business environment encompasses the factors that affect a company’s operations globally.
Domestic business environment has a smaller customer base whereas the global one has many more markets to appeal to, each with diverse cultural preferences and regulations. 
Competition is more limited in domestic environments whereas it is much fiercer globally due to local and other international organizations.
PESTLE Analysis evaluates external macro-environmental elements, including political, economic, social, technological, legal, and environmental factors which can be used when analysing global environment factors. 
SWOT Analysis evaluates internal strengths, weaknesses, opportunities, and threats which is more useful for a domestic environment.
[bookmark: _Toc141608019]Recommendations
[bookmark: _Toc141608020]Responding to changing consumer behaviour
With the rapidly changing consumer preferences and technological advancements which are ‘emerging from transformations in technological innovations’ according to Hair et al. (2008), Samsung should focus on conducting market research and regular data analysis to better understand the needs and behaviour of consumers. 
By keeping up with emerging trends and preferences, Samsung will be able to develop innovative products tailored to customers and emphasizing the value and benefits of these special features through effective marketing campaigns can help make Samsung the preferred choice among consumers. 
Samsung should try to adopt a localization strategy, in which it customizes products and marketing messages to the specific needs and tastes of different regions. Strategic partnerships can also help Samsung penetrate new markets and attract diverse customer segments. 
By implementing these marketing strategies, Samsung will be able to effectively meet its challenges and maintain its position as a global technology leader.


[bookmark: _Toc141608021]Conclusion
Marketing plays an important role in creating value for customers by identifying their needs, developing products or services to meet those needs, and effectively communicating their services. Companies like Samsung face several challenges and opportunities influenced by factors such as technology, globalization, and demographics, and embracing technological advancements, capitalizing on global opportunities, and understanding changing demographics are key to success in such a dynamic and interconnected market landscape. 
Creating value includes making customers aware of the advantages of the products and services offered, and a strong value proposition is key to distinguishing a business from its competitors and effectively communicating the unique benefits it offers. 
The STP (Segmentation, Targeting and Positioning) framework allows companies to better understand their customers and tailor their marketing strategies accordingly since by segmenting markets, targeting specific customer groups, and effectively positioning their products, companies can more effectively engage their customers. 

By developing innovative products, setting competitive prices, selecting effective distribution channels, and implementing effective promotional activities, Samsung can create a comprehensive marketing plan. 

In a global marketing environment, stakeholders play an important role and understanding and effectively managing stakeholders is essential to the success and sustainability of the business. 
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