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Types of Consumer Promotions
Coupons
This type of promotion is the most common type of promotion used by marketers in the world. According to Atwal & Williams (2017), a coupon is a redeemable document that acts as a financial discount when buying a certain product. A coupon is available to consumers in different formats, including printouts, digital coupon codes, and product displays. Coupons help bring a new product into the market, improving the sales of an already existing product, promoting bulk sell of a good, facilitating the change of brands by customers, and enhancing repetitive purchases of a product. In promoting a Samsung Television, a printout coupon could be packed together with the Tv with different rewards such as free TVs and others to encourage customers to buy the product.
Sampling
This promotion method involves giving customers free samples to test the features of a given product (Atwal & Williams, 2017). This promotion aims at influencing customers to make their first purchase. Although the method is costly, it may help customers to ascertain the product quality hence building confidence. When the consumers build confidence, the product gains popularity in the market, prompting bulk sales, compensating for the losses incurred in sampling. This marketing type is applicable in the promotion of a Samsung television. Here, the Samsung shops or electronic shops may place several of their products at the front so that customers can experience the quality of pictures the screen shows.
Premiums
Premiums’ marketing strategy entails offering an additional related product at no cost to a customer when he makes a purchase (Cui et al., 2021). Sometimes, a threshold number of packages or quantity of a product is set for a customer to qualify for a premium. In addition, premiums may be given as a separate package or be included in the package of the purchased product. This method creates a robust relationship between the customer and the product's manufacturer and improves the chances of repetitive purchases and referrals. When marketing a Samsung Tv, this method can be applied by including a Samsung power bag and quality earphones in the product package. 
Free Trials
This marketing strategy is used by marketers when promoting a new product or an upgrade of an existing product in the market (Batra & Keller, 2016). Here, designers create a product that fills the previous needs more effectively than their competitors. Once the product is rolled out, the firm offers free samples before the product is priced for sale. Suppose the product is appealing to the customers, its market booms and fostering a large number of sales. When an upgrade to the existing Samsung TV is completed, the company may give free televisions to consumers, mixing precious customers with new customers. This undertaking would help the consumers to realize the benefits of purchasing the new product prompting an increase in sales.
Warranties and Guarantees
A warranty entails a written assurance that seeks to build confidence with consumers. It ascertains that specified product features are genuine and unexaggerated, assuring the customer that an immediate product replacement is done if the specifications are incorrect. A guarantee is a promise to the customer that a repair, replacement, or refund would be done if the commodity is of lower quality. However, a guarantee can be oral or written, unlike a warranty that is strictly written. For a warranty, a refund is impossible, whereas guarantees include refunds. For example, Samsung TV manufacturers could include a two-year warranty to their product such that if the TV dysfunctions within that period, then free repairs or replacement are done. Again, marketers would commit to the buyers that they shall receive refunds if they are dissatisfied with the displayed quality in relation to the specifications offered for the television.
Tie-in Promotions
Batra & Keller (2016), argued that these marketing strategies are types of cross-promotions used when the marketing process of the given product is a costly yet crucial part of the product's marketing program. To better use the firm's stretched resources, the firm agrees with other related companies or the marketing company to share the promotional expenses. for example, Samsung could collaborate with its affiliate companies such as Cheil Worldwide to help reduce the cost of promoting a new brand to prevent extra stretching of Samsung's budget.
Cross Promotions
Cross-promotion is designed to promote products from different brands with non-competitive shared audiences (Batra & Keller, 2016). This method helps to improve sales and create brand awareness. This reality means that a brand promotes the product of otherrelated firms simultaneously with its products. In addition, cross-promotion is profitable and convenient since it is fast and effective. Before deciding to use this strategy, firms should agree on the most efficient channels that could serve their interests in the best way. for Samsung company, it could partner with a firm such as Samsung C&T Fashion Group to combine efforts in the advertisement process hence helping to cut the marketing cost.
Most Effective Strategy
I believe that guarantees and warrantees could be the best promotional strategy for Samsung to market its television. The reason for this choice is the nature of its operation. Since the firm operates in different countries, the best way to create impact is to ensure that customers have confidence in their product. Here, the most efficient way to build trust and a strong relationship would be by having a written assurance that stresses the quality of the product and offers repairs or replacement if the television fails to meet the specified quality.
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