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Organization Strategies
Name

Institution
Online strategies of Red Cross America and Samsung Company
This paper attempts to discuss online communication strategies used by organization. The case study firms used for this analysis are the Red Cross America and the Samsung Company.  According to López & Sicilia (2013), communication is a key objective in every organization regardless of its type. This is because the process helps create awareness about the organization services, leadership and the mission statement. Therefore the firm is able to engage the target audience thus successfully achieves its goals and objectives. Red Cross America is a non-profit making organization that seeks to prevent and eliminate human suffering in cases of emergencies like floods by mobilizing volunteers and donors. The organization maintains a smooth communication with the public through channels like the website, social media and the newsletter. Website is a platform that gives the face of a firm to the audience. Given the high number of people with smartphones nowadays organizations that do not have a website have a problem communicating to their customers. Therefore, the internet unfiltered generation has pushed companies to establish websites that introduce them to the world thus create a good image on the part of the public (Bilgihan & Bujisic, 2015). In the case of Red Cross it uses its website to communicate its mission, leadership, and services. This information enables the organization to reach out to individuals and firms that have a passion of alleviating human sufferings in America as they can easily identify with its mission. The leadership framework ensures that it enhances the image of the company on the part of the donors who may not be willing to give funds to a firm that is not well managed. 
The services of a company are the key objective underlying any communication strategy by an organization because they create the interaction between the firm and the audience.  Services communicated about include blood and funds donation, volunteer and biomedical services like clinical service, blood products and reference testing.  Jussila et al. (2014), state that Social media is growing at a high rate given the huge number of people joining the sites annually. This growth wave is not ending in the near future but it is projected to continue thus firms that want to keep up with the communication trends must improve their presence on this sites. The social media contains platforms such as the Facebook, twitter, YouTube, and Instagram. The sites provide an opportunity for firms to communicate to their target audiences through words, videos and pictures. The images and the video content have borne fruits in emphasizing the written content by the firms. In the case of Red Cross the platforms used are Facebook, twitter and YouTube. The company uses this platform to raise funds from the public to aid in their activities and to post videos for the various activities undertaken which proves that it’s a genuine organization (Forsythe& Rieffer, 2016). For instance in January 2010 when the Haiti earthquake happened Wendy Harman who is the director for social strategies in American Red Cross used Twitter to raise funds for rescue purposes.  The director led the organizations emergency team to begin an initiative that requested the platform uses to send a text message with the name ‘Haiti’ to 90999 which cost $10.  This message was retweeted over 2.3 million times in 48 hours thus attracted many people to answer the organizations call. Finally the initiative was successful as it raised 32 million dollars. The success of this initiative has made the organization maintain a live presence on the social media platforms. The organization has also used these platforms to train over 250 digital volunteers to increase the number of its staff to ensure effective disaster management. The company does not ignorantly choose its online platforms but considers the age of the target audience before selecting the site. According to Montgomery et al. (2013), with the increasing number of baby boomers who have a habit of reading journals and newsletters the organization has reached out to this population by producing newsletters after every three months which tackle different topics such as health issues. These newsletters are sent to the individuals who have registered to receive such updates and can also be printed from the website.
Samsung is a multinational company from South Korea. It is the largest information technology firm. The company deals with products such as mobile phones, digital cameras, televisions and home appliances like the refrigerator, dishwasher and laundry equipment. The company seeks to maintain contact with the target market to ensure it maintains a competitive edge in the industry. Samsung has achieved its online strategies as evidenced by its website, social media platforms, and app. The firm has a website which communicates the vision, products and the career opportunities available at the firm. The website maintains high professional standards that aim at creating a good image of the company on the part of the public. Also, the information helps the customers to have a view of the products they offer which helps them make informed purchase decisions (De, 2013). Given the high completion in the electronics industry, the company has not lagged behind in taking advantage on the social media platforms available to counter competition from industry giants like the Apple Inc which does not use platforms like twitter, Facebook, and blogs. Samsung has embraced channels such as the twitter, Facebook and the YouTube to reach customers. According to Aggarwal & Arora (2013), for instance, a video on YouTube showing an initiative by the company to extend their customer services to the doorstep in India with a slogan ‘Samsung cares’ has increased its customer base with 64 million people viewing the video. The increase in sales brought about by the platforms has made the company establish Facebook pages for each of its product, for example, the Facebook account for Samsung mobile and Samsung television to enhance communication with the customer. The company has also established apps dubbed as the Samsung app which displays images of its products. This has platform enables the customer to view the different products in their different sizes and their prices which enables them to select the best product that meets their needs.
Organizations establish strategies not only by looking at their needs but also at the activities of other firms. This scenario enables organizations to adopt strategies that have worked for other firms and seem to provide a growth opportunity for them (Boone & Kurtz, 2013). In such a case organization may end up having similar strategies. In our case, both Red Cross and Samsung seek crate online presence to create awareness about their products. Red Cross communicates its blood donating program to inform those who are willing to engage in the exercise to visit their centers. On the other hand, Samsung communicates about its various phones to enable the customers the different types available. Also, the companies have embraced the online communication strategies to conduct campaigns that adopt various slogans with an aim to seek the attention of the public. For instance, the Red Cross conducted an initiative to rescue the Haiti victims while Samsung carried an initiative to showcase its customer service in India. 
Given the differences in organizational goals and objectives, companies tend to have different strategies to achieve them. According to Irwin (2013), Red Cross is a non- profit making organization, therefore, its strategies do not involve attracting customers to increase the sales unlike those of Samsung but instead uses them to train volunteers and seek donors. Also, the campaigns conducted by Red Cross do not seek to counter competition with another firm but unlike those of Samsung that aim at achieving a competitive edge in the technology market.

Each firm establishes strategies based on the benefits it wants to acquire by establishing an online presence. In our case, Red Cross seeks to attract volunteers to work in their programs, blood donors, and fund donors. On the other hand, Samsung online strategies aim at creating awareness about products and increasing sales. The strategies adopted by each organization have enabled them to achieve their objective thus are effective.
Wal-mart Supplier Strategies

Walmart is a multinational corporation that deals with retailing goods and services. It has established stores which seek to satisfy the needs of both the lower and middle class. The organization adopts a strategy of selling voluminous products at lower prices with a small profit margin that is beneficial to the sellers. The company achieves this strategy by establishing relations with suppliers who have a lower cost strategy.  One of the supplier related strategies that enable the firm to keep its promise of selling goods at affordable prices is frequently meeting its suppliers to ensure that their activities are cost-effective (Qrunfleh & Tarafdar, 2014).

This strategy is not a sustainable competitive advantage as the suppliers are independent entities. The independence of the vendors regulates the extent at which Wal-mart can influence their activities. Therefore the manufacturer's cost strategies may not be dictated by Wal-mart. Gupta (2013) argues that the suppliers are influenced by external factors that are beyond their control and thus the cost of production can escalate than expected. Consequently, the rise in the production cost leads to increase in the selling price.
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