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Social Media Strategy: Samsung Group
Background Information
Samsung Electronics Ltd. is the principal subsidiary of South Korea's Samsung Group, the leading electronics manufacturer in Asia. The firm was founded in 1969 as a market leader in the production of household appliances. Today, Samsung Electronics engages in Infotainment business operations such as information, telecommunications, audio, and video. The products sold by the company include mobile phones, televisions, mobile apps, and other home appliances. Samsung’s three core divisions – Consumer Electronics, IT and Mobile Communications, and Device Solutions – are the pillars that support the generation of synergy and delivery of products with extraordinary quality (Senker, 2017). The firm also participates in life care operations, like environmental, energy, healthcare, and convenient services, which are aimed at shaping the future society through innovations and unique quality products.
As the acknowledged leader in the worldwide IT industry with over 200 subsidiaries globally, Samsung sets itself apart from its competitors in manufacturing, research and development, marketing, and cutting-edge services while diligently using disruptive innovations and the creation of higher value. Samsung does not have an official mission statement, but the firm has a corporate philosophy for devoting its talent and innovative technologies to the creation of superior products that contribute towards a superior global society. Samsung's revenue in the quarter of the fiscal year 2018 amounted to about 60 trillion South Korea won (about $56 billion). The mobile communications segment accounted for over $26 billion, while the semiconductors segment generated $21 billion. This paper seeks to devise a social media strategic plan for Samsung’s latest product, The Galaxy S9+, that can be used to create a stronger personal connection with its global customers.
Current Social Media: Samsung
Samsung has various social media pages; namely, Samsung Twitter feeds, LinkedIn profiles, Facebook pages, YouTube channels, and Instagram profiles. Samsung as a brand targets the concerns and interests of diverse units of the population targeted by each of their products. Hence, Samsung maintains social profiles in its primary social media networks, and the majority are product and locality specific. Samsung has 114 Facebook Pages, 98 Twitter Handles, 43 Instagram Accounts, 64 YouTube Channels, and 11 LinkedIn Accounts. Overall, Social media one of the most significant parts of Samsung’s corporate strategy and the company has a robust presence on Facebook, Twitter, Instagram, and YouTube pages. 
At present, the corporate social media architecture of the company no longer revolves around Facebook as it has 159,075,191 followers. It is still a principal social media platform. However, Samsung uses the Facebook platform like an amplifier for reaching out and enhancing awareness platform, rather than its social media center hub. Facebook is mostly used for product launches, backing existing campaigns, and spreading news and information. Samsung’s Twitter and Instagram profiles are the highly mobile, specialized and direct platforms. The tweeter feed and Instagram have 12.4 and11.9 million followers. These platforms are used as engaging social media tools, for daily and direct communications, lifestyle communications, identifying the influencers through the monitoring of social media, real-time communications, and supporting the ongoing campaigns. Lastly, YouTube, the second-biggest Internet search engine, and is used as search-enhanced social media platform by Samsung. There is the need to expand the role of Samsung’s YouTube and Facebook channels engagement since YouTube has only 2.6 million subscribers.

Goals of Samsung’s Social Media Strategy
The primary goal of Samsung’s social media is to promote the top brand, build a robust social community around the products and brand, and inspire consumers’ communication Samsung’s social media strategy focuses on continuously growing its reach and engagement online through the creation of top quality localized content. The company sells a wide range of products, so the firm also uses social media as a platform for selling its products. The users and followers can view previous clients' comments on purchased items, thus allowing its customers to become strong social media supporters for the brand. In line with the corporate sustainability agenda, Samsung also tries to be as human as possible as the firm seeks to work on its credibility, consistency, and cohesion all its communication initiatives. The three primary goals of the Samsung’s social media strategy are:
•    To increase the number of subscribers on YouTube by 25% to drive higher organic social traffic to the Samsung Corporate website.
•    To increase the Samsung’s Galaxy S-9’s online engagement by 30% on its Instagram, Facebook and Tweeter media in six months.
•    To increase the quarter three sales and the size of the market share by 18 % by capitalizing on the higher brand engagement, word of mouth referrals, positive reviews, and enhanced social media presence.
Samsung Measurable Objectives
The S.M.A.R.T. strategy outline will be used to ensure that Samsung’s three primary objectives for the social media strategy are Specific (sensible), Measurable, (quantifiable) Attainable (realizable), Relevant (result oriented) and Time (time-sensitive). (Drucker, 2011).
•    To expand Samsung’s outreach and engagements on all social media posts by targeting 2,000,000 fans to like the Galaxy S-9 pages, share files, and comment on the posts monthly. 
•    To grow the total number of online followers who share and mention Samsung’s posts by 10% weekly. 
•    To increase the number of subscribers by increasing the followers' and likes by 35% in the next three months.
The overall effectiveness of Samsung’s social media campaign will be measured by two central departments within the company, the social media team and Consumer and Market Insights which will aid in reviewing the social media activities and communication from diverse angles. The feedback will be used to improve the next social media campaign and other smaller Galaxy S-9 marketing activities.
 Samsung will use the analytics platforms from Crimson Hexagon to get timely insights into the customer base and comprehensive reports on the social media conversations on its products, together with those of the competition. The findings will be used in tailoring the firm’s marketing and social media strategies. Samsung so far has worked on 16 projects with the Crimson analytics for social media analyses of the Samsung S8 launch, identification of the iPhone and Galaxy target audience profiles. The Crimson analytics offers critical insights from the emojis hence the company can identify if the users are criticizing its products by combining broken heart emojis and a phone (Lee, 2017). Besides, social commerce is one of the new areas of analytics today. Samsung and Crimson have collaborated understand when the consumers are shifting from researching to purchases to provide the targeted information that can influence them toward Samsung products over its rivals.
Target Customers
Along with the setting of the goals and objectives used by the social media team, there is the need to define a target audience for the social media campaign (Gossieaux, & Moran, 2010). Samsung is a globalized corporation with different audiences situated all over the globe. Consequently, the firm should use local content that matches the target audience in diverse regions. Besides, Samsung's target audient is the digital savvy millennials, young adults, and the influential followers aged between 15 to 45 years and dedicate most of their time to following the most recent technology trends.
The baseline targeted socio-economic is the middle-class consumer base aged between 25 to 50 year and their lifestyles are mostly driven by the consumption of television and digital media and have the financial ability to buy the latest Samsung products (Senker, 2017). This target audience engages in the local television series, and celebrities aspirational lifestyles. The loyal target group even take to various social media pages and hashtags to boost the social ratings of the television favorite shows. The target group desire the online channels for making connections with their families and friends and often use multiple gadgets such as the Samsung’s smartphones and tablets to watch their programs and access various apps.
Samsung’s Competition: Apple
Samsung’s main competition with Apple Inc. is on the premium phone market share. Apple has dominated the worldwide profit shares of the mobile phones, with 65 % of global profits with a 9 percent increase in the total number of handset shipments in the fiscal year 2017. Apple sold more than just over 51% of the worldwide quality smartphones, and Samsung Corporation sold only under 25 % of the quality smartphones. Apple Inc has 6.6 million subscribers on YouTube which is more than thrice the subscribers on Samsung’s YouTube platform. Apple’ has 1.92 followers on tweeters and yet has never posted a tweet. Apple does not even have a corporate Facebook page. While some of its products, such as the App Stores and iTunes have Facebook pages and Twitter feeds with substantial followings. The CEO, Tim Cook tweets, but Apple has hardly touched its social media pages, with rare exceptions. At present, Samsung is in the middle of a ferocious battle with Apple Inc. for supremacy in the smartphone market. Therefore, one of the means in which Samsung can get a leading edge over Apple, its archenemy by taking advantage of Apple’s inactive social media presence and useful mining insights from its customers via Apple’s social media initiatives.
Social Media Channels
For Samsung’s social media campaign, we will focus on two carefully-selected social media platforms that are aligned with the company’s goal, objectives, and target audience. The first channel is the Facebook platform. At present, Samsung enjoys a massive following on its Facebook page with almost 160 million followers. The platform will be used since nearly 68 percent of all international users of the internet have a Facebook account, and a billion users like and comment over 3.2 billion times each day on Facebook. Facebook is the top social platform so Samsung should use to media to enhance its engagement and presence online. Facebook will be used by Samsung to communicate with existing and prospective clients, foster new social relations, and Facebooks “liking” scheme will create buzz for its extensive collection of products, enabling Samsung’s fans to spread the information by sharing with friends (Funk, 2013). 
Samsung’s YouTube platform has fewer followers so the company’s team should focus on growing the number of subscribers to match its Facebook, Instagram, and Tweeter pages. Samsung can use the YouTube platform for sharing its social videos and advertising other event sponsorships that will encourage the sharing and discovery of its content by the growing subscriber base, even amongst its non-core consumer groups. The YouTube platform is significant to its social media strategy since the Samsung brands are ranked amongst one of the most viewed video brands globally. 
The advantages of growing the number of subscribers on the YouTube and Facebook platforms include the fact the Samsung’s customer service representatives can also rapidly view what is being said and shared on social media. The customers can be updated regularly on Samsung’s latest offerings and newest technologies (Rohm, 2014). The two platforms will readily allow Samsung to direct the message, enhance online engage, increase the total number of followers and likes, and target its specific consumer groups via its massive social media presence.
Samsung’s Social Media Content Plan
Samsung Electronics Limited recently revealed its flagship product, the Galaxy S9 smartphone to compete with Apple's iPhone and other premium smartphones. There is a stronger emphasis on the phone’s visual applications for active social media, with the hopes of attracting the tech-savvy younger customer to endure a global market slowdown. The main concept in the social media campaign for Samsung is to push the followers’ conversations and word of mouth to the main corporate website rather than linking out. The home page will include conversations, Facebook integrations, photos uploaded by the consumers, videos formed by the Samsung team, product reviews that have been filtered by the most supportive customers, and buzz from various websites by the global customers about Samsung and its products. 
For the Galaxy S-9 social media campaign, Samsung will target the millennial groups with the Galaxy S9-enabled user experience zones. The campaign will create four distinctive experience zones in various partner retail sites across various locations as part of the Galaxy S9 worldwide launch. The “Galaxy 9 Plus” campaign will run for six months till the end of December. The company will use using the out-of-home and social media channels to endorse the Galaxy S9, as well as “Galaxy 9 Plus online experience” to show how the new product and its ecosystem will allow the Millennial groups to explore user experiences that were not formerly possible. The aim is to allow the users to view firsthand how the Galaxy 9+ unboxes their passions that they care about which goes beyond the traditional advertising.
The “Galaxy 9 Plus” specially designs and creates three themes for showcasing the benefits and characteristics of the particular Galaxy S9 features or other companion Samsung product. The first them will be the #throwback360 which is like a photo booth aimed at recreating sentimental memories of growing anywhere in the world. The customers’ will take photos or shoot videos at various locations that bring back their youthful memories such as schools and post on Samsung’s Galaxy 9+  Facebook and YouTube pages. Secondly, the VRcade them is a gaming feature with an online controller. Here, the users can play games online with users from all parts of the world. They can participate in Samsung's VR game online tournaments as they share their other experiences while gaming.
 Next, the Samsung Pay theme will be used as part of the social media strategy. This is a crossbred between the Lego play and old-school gaming arcade. The customers can use the online gaming feature to participate in various games and share the experience and reviews of various Samsung products in a secure way. They earn cybernetic tokens for chances of winning their Lego figurines from the classic claw machines. Lastly, the DeXspace theme will be used as a multi-media platform that allows the Galaxy S9+ to connect to bigger screens such that it can be used as a laptop or desktop. The customer will share the experiences of using the DeXspace versus the small screen smartphones. The four themes will feature some of the most conspicuous social media influencers – Tyler Collins (#throwback360), Jordan Mixson (DeXspace) and Lisa Larcher (VRcade) – who will also be hosting the monthly social media activities such as the live broadcasts and video uploads.
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