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Integrated Marketing Communication Strategies: Samsung
Part 1
Complexities have escalated in the gadget & electronic industry as many companies set footing in the business arena. As a result, the burgeoning marketing forces have compelled global leaders to develop creative and unique strategies to draw customers in both local and international markets (Keegan & Green, 2020). The pressing need to improve brand performance, companies like Samsung have put their emphasis on integrating their marketing and communication plans. The idea of integrated marketing communication (IMC) has been existence for almost three decades and has been utilized by firms to attract more customers. IMC's overarching purpose is to position a firm's brand effectively in different markets, both local and global, by incorporating unique aspects of a specific market to design suitable products. Arens& Schaefer described IMC as a process of managing customers relationship to attain brand positioning and value in the market (Valos et al., 2016). Over the years, Samsung has harnessed IMC strategies to increase its brand performance. One of the Samsung products that were released with an IMC campaign was the Galaxy S5 launched in 2014.
IMC Strategies for Samsung Galaxy (S5)
The Samsung IMC strategies focused on three core factors: geographic, demographic, and psychographic factors. For geographic consideration, the IMC strategies focused on an international scale, primarily the urban centers. For the demographic factor, they positioned the product to suit both males and females in the age bracket 15-50 years. Finally, for psychographic factors, they targeted the middle and affluent classes. To achieve the objectives, the company employed a myriad of strategies to attract as many customers. The following are the IMC strategies incorporated.
First, they incorporated internet marketing to reach out to millions of customers using the internet. The digital era has pushed many businesses to shift their marketing strategies to the online platform (Valos et al., 2016). Samsung employed this essential platform by using online banner advertising and creating awareness on social media platforms like Instagram, Facebook, YouTube, and Twitter. The main aim was to rival giant firms producing mobile phones like the HTC, Nokia, and Apple. The target group for the product was people between the age of 15 and 50, which comprise students and the working class. Understanding the high demand of smartphones with high-speed internet connectivity among students and business people, internet marketing proved to be an essential platform for the S5 smartphone.
Second, Samsung employed newspapers, magazines, and TV advertisements to increase their customer base. The primary aim of such advertisements was to reach different customers on a global scale. In the current digital age, a lot of people can afford TVs. Also, the newspaper advertisement was vital in reaching the elite class and business people who purchase a newspaper daily. Finally, research shows that the most significant percentage of magazine readers are students; clearly, the biggest target for S5 were the students, especially from high school to college. Thus, advertising was an essential way of advertising in targeting different groups of people.
Third, Samsung employed a personal selling strategy to promote the new S5 product. The firm held many promotional events to maintain its loyal customers. The most popular promotional events held in marketing the S5 brand is the Samsung Sense academic Festival, which helped the firm sell its product on a one-to-one basis.
Finally, they integrated the public relations strategy. Using celebrities to promote products, especially products that target individuals aged 15 and 50, can be immensely successful. One of the celebrities that advertised the S5 model is Ellen DeGeneres during the 2014 Oscars awards.
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1: Ellen takes a selfie during 2014 Oscars using Samsung Galaxy 5  
Part 2
Global Brands, Cultures, and Advertisement
I selected the same product (Samsung Galaxy S5). In this section, I will analyze a commercial in Chile and one in the U.S.
In the first commercial, Samsung, in an alliance with the advertising agency Chile worldwide developed a video commercial presenting the exciting android S5. In the video, Samsung presented the smartphone product's outstanding features and why people should buy the product. In the commercial, it shows people in different happy moments, but the running out of their phones' batteries ruin their happy moments (SmartPro Chile, 2014). The Ad, however, presents the solution that the S5 galaxy has a feature that enables power saving and allows the user to enjoy their phone for an extended period without worrying about the charge (Gordon, 2015). For many smartphone producers, especially in the android industry, battery life has been the biggest problem, even for the galaxy series developed before the S5. The Ultra Power Saving Mode (UPSM) feature aimed at combating the problem.
The second commercial focused on competing with its biggest competitor Apple. The commercial focused on the camera and waterproof qualities of the phone. In the commercial, there are moments when a photographer takes photographs of different life moments, such as different cars and people enjoying swimming (YouTube, 2014). Also, the photographer is taking photos in the rain without having to worry about the water. The swimmers at the swimming pool splash water on the screen, but they do not seem to care (YouTube, 2014). The video shows a comparison of the two phones, and while one phone is not branded as iPhone, one can liken the physical appearance of the iPhone to the phone. The camera quality of the S5 phone is superior to the other phone, complemented by a full HD Super AMOLED display and Local Contrast Enhancement tool, which analyses the light conditions before taking a photo (Gordon, 2015).
Summarily, the culture of advertisement in Samsung depends on environmental factors. In the U.S, Apple claims a significant market share in the smartphone industry products; For this reason, Samsung developed an advertising campaign that focused on fighting directly with the rivals. Taking into account that apple positions its product to attract the affluent class; Samsung developed a high-end product with a meager price as a move to outperform Apple in the market share. In the Chile commercial, Samsung addressed the most prominent concern experienced by android users; they ensured that creating phones with ultra-power saving mode will appeal to a substantial number of customers. Therefore, it is apparent that Samsung is unique in presenting its brands in different cultures through advertisement
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