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Abstract:  

    This study aims to highlight the role of marketing innovation in 

promoting organizational excellence at Samsung, an epitome of innovation 

known for its rapid adaptability in a competitive landscape. The findings 

indicate that marketing innovation significantly drives sustainable growth at 

Samsung by focusing on the development of new products and services that 

align with consumer aspirations, thereby greatly enhancing customer 

satisfaction through a deep understanding of customer expectations.  

     Moreover, marketing innovation considerably strengthens Samsung's 

reputation as a leader in innovation, providing it with a substantial 

competitive edge by introducing new and innovative services to the market. 

Marketing innovation is identified as a key element in Samsung’s pursuit of 

organizational distinction, firmly establishing its image as a technologically 

sophisticated company committed to offering the best to its customers. 
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1. Introduction: 

     In today’s dynamic business environment, characterized by volatility in 

markets and shifts in consumer preferences due to rapid technological 

advancements and changes in market and product landscapes, organizations 

face unprecedented challenges. These challenges necessitate that 

institutions continuously strive to maintain their distinctiveness and 

excellence by seeking sources that enable them to compete effectively.  

     Among these sources, innovation is crucial for the ongoing introduction 

of new products that keep pace with technological progress and changing 

consumer demands. Adapting to these shifts requires a strong emphasis on 

creativity and innovation, which are fundamental for survival amidst 

diverse variables.  

     However, innovation alone does not guarantee success and continuity; it 

must be effectively integrated with marketing activities that extend from the 

conception of an idea to the delivery of the final consumer product. This 

discussion focuses on "marketing innovation." 

     Marketing innovation is acknowledged as one of the most recent 

approaches that contribute significantly to the distinction of economic 

institutions, enabling them to achieve and sustain a long-term competitive 

advantage. It is distinguished by its innovative methods of delivering high-

quality services and by promoting and supporting new ideas within a 

comprehensive innovation framework. 

Research Problem:  

How does marketing innovation contribute to achieving organizational 

excellence at Samsung? 

To investigate this query, the study examines the following topics: 

 First Topic: Basic Concepts of Marketing Innovation 

 Second Topic: Theoretical Framework on Organizational 

Excellence 

 Third Topic: Marketing Innovation and Organizational Excellence 

at Samsung 

2. Basic Concepts of Marketing Innovation: 

    Marketing innovation involves the renewal of marketing and advertising 

strategies to exert a positive impact on organizational success. This concept 
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has garnered significant attention from both academics and practitioners in 

the marketing domain due to its potent influence on institutional success. 

This section presents a compilation of concepts pertinent to marketing 

innovation and its application areas. 

2.1 Definitions of Marketing Innovation  

Several definitions emerge from the literature: 

 Marketing innovation is defined as a marketing activity performed 

by an institution that employs a set of methods, procedures, and 

approaches to forge a new marketing idea or scenario in areas like 

product distribution or promotion. This also includes innovating new 

methods of product provision and distribution in an automated, 

innovative manner  (Al-Charkawi, 2015, p. 174). 

 Marketing innovation is described as the process of introducing 

something novel and significant into the market (kargi & Alazzawi, 

2009, p. 126). 

 Marketing innovation encompasses new, innovative, and modern 

ideas that are practically applied during marketing activities  

(Ghabghoub, 2017, p. 45). 

 Marketing innovation is a comprehensive concept that signifies 

innovation across all marketing activities, thereby not confined to 

specific areas like product or media, but inclusive of all other 

marketing domains. Marketing innovation influences all activities 

related to directing the product from the manufacturer to the end user  

(Siagh, 2019, p. 63). 

     Marketing innovation is instrumental in enabling institutions to 

differentiate, develop, and enhance their marketing strategies due to its 

attributes that amplify its significance. The importance and prominent 

characteristics of marketing innovation are thus discussed. 

2.2 The Importance of Marketing Innovation  

The significance of marketing innovation is highlighted by the following 

points  (Rais, 2016, p. 69): 

 Enhances market share and sustains it. 

 Fosters a competitive advantage for the institution and augments its 
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image among consumers. 

 Boosts profits and sales. 

 Leads to improvements in quality, pricing, and delivery times. 

 Elevates the standard of living and increases national output. 

Key reasons underscoring the importance of marketing innovation include  

(Kebab, 2017, p. 431): 

 Marketing innovation serves as a strategic resource essential for 

securing a competitive edge. 

 It stimulates the generation of new ideas and is viewed as the 

development and successful adoption of innovative ideas in 

marketing. 

 Marketing focused on essential differences in products enables an 

institution to achieve a competitive advantage, as product 

differentiation enhances organizational performance through 

customer loyalty and satisfaction. 

2.3 Areas of Marketing Innovation 

     Contrary to common perceptions that confine marketing innovation 

solely to product development, the scope is indeed much broader. Presented 

below are the various domains impacted by marketing innovation (Muslim, 

2019, p. 20): 

-Product Innovation: Product innovation is vital for the continuity and 

survival of an institution due to its significant role in the competitive 

market. It allows the institution to adapt swiftly to the ever-changing 

business environment and evolving consumer preferences. Therefore, 

institutions must introduce innovative and contemporary products to sustain 

growth and viability.  

      Innovation is crucial in enhancing the institution’s value and 

introducing new products to the market. It is evident that products must 

undergo continuous evolution in aspects such as content, form, color, or 

weight, driven by ongoing research and analysis of market trends and sales 

outcomes. 

Innovation in Pricing: Pricing is among the most critical decisions an 

institution makes, as it is the primary revenue-generating factor. Innovative 

pricing strategies, such as introducing installment plans without interest or 
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cumulative late payment fees, play a pivotal role in an institution's 

marketing success by aligning with consumer financial capabilities and 

market conditions. 

Innovation in Promotion: Promotion involves various communication 

strategies used by producers to inform consumers about their products and 

services, their benefits, and to persuade them to make purchases. Innovation 

in promotion is essential and requires substantial investment to effectively 

leverage elements of the marketing mix. This innovation is crucial in 

building customer trust and loyalty, given its direct impact on consumer 

perception and decision-making processes. 

Innovation in Distribution: Distribution involves integrated and 

coordinated activities that add value to an institution and ensure the timely 

and accurate delivery of goods and services to consumers and industrial 

buyers. The effectiveness of the distribution system is crucial as it plays a 

pivotal role within the marketing strategy, affecting the overall reach and 

availability of products. 

 Innovation in the Physical Environment: The physical environment 

where services are provided is fundamental in influencing both employee 

and customer satisfaction. Institutions must therefore prioritize the 

development of an attractive and comfortable environment that is equipped 

with the latest technology. Even minor innovative changes in the physical 

environment can yield significant benefits, enhancing the experience for 

both employees and customers  (Merbaei, 2011, p. 46). 

 Innovation in Service Delivery: Innovation in service delivery can be 

exemplified by the introduction of new and innovative services. For 

instance: 

 Implementing cashless transactions through smart cards, which can 

replace traditional cash-based transactions, akin to how electronic or 

online markets have supplanted conventional retail settings. 

 Enhancing service delivery by engaging customers directly in the 

service process to better understand their needs and preferences, 

thereby continuously improving the service based on customer 

feedback  (Merbaei, 2011, p. 46). 
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Innovation in People: Innovation in people emphasizes the essential role 

individuals play in the operational and production processes within 

institutions. Employees are crucial as they deliver the service directly. 

Consequently, management practices around recruitment, motivation, and 

monitoring are vital. These practices establish an interactive relationship 

between staff members, fostering an environment conducive to innovation 

and enhanced service delivery (Bendida & Bouchafika, 2021, p. 251). 

3. Basic Concepts Around Organizational Excellence: 

     Organizational excellence is increasingly recognized in contemporary 

management literature as it encapsulates a broad spectrum of standards and 

indicators that denote efficient management across various institutions. This 

concept has been explored from multiple angles by researchers, reflecting 

its complexity and multifaceted nature. 

3.1 Concept of Organizational Excellence 

Organizational excellence is articulated through various definitions: 

- Organizational excellence involves a series of actions that bolster 

overall performance by capitalizing on available opportunities, 

aiming for peak performance levels, distinguishing the institution 

from others, continuously achieving noteworthy successes, 

embracing change, and prioritizing quality over quantity. This 

concept is fundamentally about exceeding expectations through 

unwavering dedication and precision in task execution  (Al-Kazrai, 

2018, p. 28). 

- Further, organizational excellence is contingent upon enhancing 

performance and productivity, securing profits and success, 

augmenting efficiency and effectiveness, boosting flexibility, and 

minimizing waste. This achievement necessitates targeted efforts 

towards the continual development of business processes ( (Al-

Nadjar, 2014, p. 27). 

- Organizational excellence entails planned and systematic efforts by 

an institution to achieve integration and coherence, aiming for the 

highest levels of effectiveness and output that meet the benefits and 

expectations desired by stakeholders, including the institution’s 

customers and employees  (Ghreeb, Sayyd, & Abdelkader, 2021). 



  
 

Title : Marketing Innovation and Its Contribution to Achieving Organizational 

Excellence: A Case Study of Samsung 

 
 

385 

3.2 Dimensions of Organizational Excellence 

Organizational excellence is multifaceted and includes several key 

dimensions (Alawi & Bendkhis, 2022): 

A. Excellence in Leadership: High-level leadership is pivotal in 

fostering excellence by developing individual capabilities and 

promoting innovation. Exceptional leadership is marked by effective 

management skills, the establishment of outstanding work 

relationships, and the propensity for innovative thinking that 

eschews conformity. Furthermore, it stimulates competition among 

team members to foster innovation and the generation of new ideas. 

B. Excellence in Service Delivery: organizations strive to provide 

services that not only meet but exceed customer expectations 

comprehensively. Achieving excellence in service delivery not only 

enhances the organization’s strategy but also distinguishes it from 

competitors, thereby building a robust reputation and advancing its 

overall superiority. 

C. Excellence in Organizational Structure: A stellar organizational 

structure seamlessly connects different segments of the organization, 

clearly defining interdepartmental relationships and streamlining 

authority and responsibility lines to facilitate effective decision-

making and goal fulfillment. Moreover, an excellent organizational 

structure is versatile, adapting to both internal and external changes, 

thereby ensuring sustained success and performance excellence. 

D. Excellence in Strategy: the strategy equips the organization to 

navigate sustainability and excellence amidst growing challenges. 

This strategic approach is characterized by a cohesive and 

comprehensive plan that aligns the organization's strengths with its 

strategic adaptability, ensuring ongoing success and innovation in its 

field of operations. 

E. Excellence in Organizational Culture: A distinguished 

organizational culture aligns behaviors with the values and beliefs of 

its leaders and key influencers. This culture fosters openness, 

collaboration, trust, authenticity, independence, and effective 
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problem-solving, all of which are essential for enhancing the 

effectiveness of human performance and motivating employees to 

realize their utmost potential. 

 3.3 Models of Organizational Excellence 

     In response to emerging global pressures and challenges, leading 

international organizations have spearheaded initiatives to drive institutions 

towards embracing excellence management. This is achieved through the 

development of benchmark models that not only guide institutions on their 

journey to excellence but also provide frameworks for self-assessment to 

identify areas of weakness and performance gaps. Some notable models 

include: 

A. The EFQM Excellence Model:  

     The European Foundation for Quality Management (EFQM) Excellence 

Model is a prominent framework in the domain of "Excellence 

Management," drawing on the principles of total quality management. It 

was developed by the European Organization for Quality Management, 

established in 1988, and is associated with the European Quality Award, 

which the organization manages. The EFQM, founded in Brussels in 1992, 

has grown to include over 700 member companies and partners globally. 

The model serves as a comprehensive guide for companies aiming to 

achieve and measure success, and it is the basis for the European Quality 

Award, bestowed annually to recognize the most successful companies  

(Bachioua & Albarawari nizar, 2009, p. 113). 

B. The American Model for Performance Excellence (Malcolm 

Baldrige Model) (MBNQA):  

      Introduced in the United States in 1987, the Malcolm Baldrige National 

Quality Award is named after Malcolm Baldrige to honor his contributions 

to the enhancement of the U.S. Department of Commerce's efficiency and 

effectiveness. The award promotes a focus on quality and encourages 

organizations to adopt excellence in their operations. It also serves as a 

platform for sharing information and experiences regarding quality 

practices among winning companies, thereby setting a global standard for 

excellence (Maghrebi et al, 2022, p. 145). 

C. Japanese TQM Models:  
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     In Japan, the quality movement has been significantly influenced by W. 

Edwards Deming since the 1940s. The Deming Prize, named in his honor, 

is awarded to individuals and organizations that demonstrate outstanding 

achievements in quality control. Established in 1951, the Deming Prize 

gained international recognition in 1984, underscoring its long-standing 

commitment to promoting quality excellence across the globe (Abdelaziz, 

2009, p. 315). 

4. The Relationship Between Marketing Innovation and Organizational 

Excellence 

     Marketing innovation is a contemporary concept that empowers an 

institution to identify marketing opportunities ahead of its competitors and 

to effectively meet the needs and desires of its customers. This capa.bility 

positions the institution to realize its objectives, stand out in the market, and 

boost its overall performance. The dynamics of this relationship are 

elaborated in subsequent sections  (Aziz & Guettaf, 2023, pp. 72-73): 

A. The Relationship Between Product Innovation and 

Organizational Excellence: 

      Product innovation is crucial for the development of an institution’s 

offerings. It involves the creation of new products, increasing the range of 

offerings, addressing modern requirements, and diversifying activities. This 

adaptability allows the institution to respond to evolving tastes and rapid 

market changes, thereby enhancing performance and achieving excellence 

through the profits generated. 

B. The Relationship Between Promotion Innovation and 

Organizational Excellence:  

      In the realm of promotion, marketing innovation serves as a cornerstone 

for institutional excellence by employing innovative advertising methods. 

This not only differentiates the institution from its competitors but also 

accelerates market penetration. The introduction of new, artistically creative 

designs and features plays a significant role in enhancing product quality 

and expediting service delivery. Innovative products justify higher price 

points and foster customer motivation to purchase, securing a notable 

position in consumer minds. 
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C. The Relationship Between Pricing Innovation and 

Organizational Excellence: 

      From a financial standpoint, marketing innovation contributes to cost 

reduction, which impacts pricing and subsequently increases sales. 

Innovation in pricing strategies enhances the competitive stance of the 

institution, leading to favorable short-term returns and maximizing long-

term profits, thereby ensuring sustainability and continuity. 

D. The Relationship Between Marketing Innovation at the 

Individual Level and Organizational Excellence: 

     There is a significant correlation between marketing innovation and 

performance excellence at the individual employee level within an 

institution. This is particularly evident in the development of a robust and 

distinctive message about the institution’s role and objectives. 

     Marketing innovation aids in recognizing and harnessing the capabilities 

and skills of employees, fostering a workforce that is creative and 

resourceful. The innovative thinking and cognitive abilities of individuals 

enable them to ideate and creatively solve problems, which in turn enhances 

the institution’s performance and drives excellence through the creative 

energies it harnesses. 

E. The Effectiveness of Innovation in Merging Marketing and 

Technological Aspects: 

       Navigating market competition, economic fluctuations, interest rates, 

and shifting customer preferences and expectations poses a significant 

challenge for institutions. In such volatile environments, institutions often 

find their operational flexibility constrained, boxed in by limitations that 

hinder their manoeuvrability. 

      In these scenarios, institutions must leverage core marketing dimensions 

-price, quality, and service- to sustain their market position. They might 

lower prices, enhance product quality, or improve delivery and maintenance 

services. However, when these conventional strategies prove insufficient, 

the technological dimension becomes crucial. 

     Technology serves as a lever to propel the institution beyond these 

constraints, enabling it to distinguish itself through unique technological 

advancements. While marketing strategies adapt to competition through 
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pricing tactics, quality enhancements, and the expansion of sales channels, 

technological innovations offer a path to transcend traditional competitive 

boundaries  (Kerouch, 2019, p. 121). 

      In striving for excellence, institutions place immense value on 

marketing innovation as it significantly boosts technological 

competitiveness. It acts as a pivotal link to superior performance, with 

effective implementation leading institutions to surpass their performance 

expectations and achieve their objectives more effectively. Marketing 

innovation thus emerges as a key indicator of superior performance, 

encapsulating the institution’s ability to excel within its competitive 

landscape (Kerouch, 2019, p. 121). 

F. Marketing Innovation as a Catalyst for Learning and Growth:  

     A learning organization is one that perpetually enhances its capabilities 

through ongoing identification and resolution of problems, thereby enabling 

continuous experimentation, adaptation, and improvement. This process 

fosters organizational growth and learning. Motivations to embrace 

creativity and implement marketing innovations are pivotal to this 

developmental journey.  

     It is established that learning forms the intellectual and behavioural 

foundation necessary for innovative endeavours  (Khairy, 2012, p. 95). A 

symbiotic relationship exists between learning and innovation; innovation 

introduces new knowledge into the economy and recombines existing 

knowledge. Simply put, innovation stems from learning, new knowledge 

acquired through learning inspires entrepreneurs to generate innovative 

ideas. 

      Additionally, the continual learning and growth of an institution not 

only empower it with innovative capabilities but are also essential for long-

term sustainability and guiding its members towards ongoing improvement 

and development, which are critical for enduring success (Kerouch, 2019, 

p. 118).  

     An organization committed to learning engages all employees in 

problem-solving processes, enhancing its capacity for change and 

improvement. This collective effort in learning makes the organization 
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proficient in adapting its behaviors and skills, thus achieving its strategic 

objectives  (Khairy, 2012, p. 86). 

    The institution relies on its superiority over competitors in strategic 

performance areas and achieving value or competitive advantage primarily 

on the rate of learning, which achieves tangible savings in production costs 

and forms a cost-competitive advantage achieved through innovation and 

the introduction of new and modern methods in production and services, 

with the emergence of a new wave of learning. There are conditions for 

embodying the fundamental basis for creating competitive value, the most 

important of which are (Khairy, 2012, p. 96): 

 Continuous learning. 

 Learning is everyone's responsibility. 

 Managing learning resources and acquiring knowledge both 

internally and externally. 

 A methodology for transforming learning into value. 

 Establishing standards to measure and continuously monitor 

learning. 

 A learning culture responsive to environmental changes 

characterized by openness and motivation for sharing and 

transparency. 

5. The Impact of Marketing Innovation on Success and Achieving 

Organizational Excellence at Samsung: 

     Samsung is a titan in the global technology landscape, yet its journey 

began far from the commercial powerhouse it is known today. Initially, it 

was a modest brand, less distinguished in the institutional realm. 

5.1 Historical Overview of Samsung  (Samuel, 2023) 

    Founded in 1938 by Lee Byung Chull with a modest initial capital of 

30,000 won (approximately $27 USD), Samsung started as a trading 

company in Taegu, South Korea. Initially a grocery store, it traded and 

exported items such as dried Korean fish, vegetables, and noodles. The 

company expanded to Seoul in 1947 but relocated due to the Korean War. 

Post-war, Samsung ventured into textiles, establishing the largest woolen 

mill in Korea at the time. This early diversification marked the beginning of 

a growth strategy that would soon include sectors like insurance, securities, 
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and retail. 

    In the 1960s, Samsung entered the electronics industry through a 

partnership with Sanyo, initiating the production of televisions, microwave 

ovens, and other consumer electronics, and later expanded into 

shipbuilding, petrochemicals, and aircraft engines. By the mid-1970s, 

Samsung Heavy Industries was recognized as one of the world’s leading 

shipbuilders. 

    The 1980s saw Samsung delve into the telecommunications hardware 

industry, beginning production of mobile phones. Following the death of 

Lee Byung Chull in 1987, his son, Lee Kun Hee, took the helm, under 

whose leadership Samsung escalated its growth, becoming a global leader 

in semiconductor production, founding Samsung Motors, and amplifying its 

investments in consumer electronics. 

     The early 2000s marked Samsung's significant entry into the mobile 

phone market, innovating with touchscreen and advanced voice recognition 

technologies. The release of popular models such as the Galaxy S II and 

Galaxy S III positioned Samsung as the world’s largest mobile phone 

manufacturer. 

     In 2017, Samsung ventured into self-driving car testing with government 

approval and announced initiatives to expand its renewable energy efforts. 

Today, Samsung stands as a global technology leader, celebrated for its 

broad product array including smartphones, TVs, home appliances, and 

semiconductors, and ranks as one of Korea's largest corporations, 

generating nearly one-fifth of the country's total exports. Samsung 

continues to prioritize innovation, growth, and the development of state-of-

the-art technologies across various sectors. 

 Samsung's Goals  (Samsung, 2020, p. 12): 

 Enhance relationships and communication with customers. 

 Deliver future-oriented innovations in customer service. 

 Strive for excellence in providing distinguished services. 

 Implement immediate processing of customer requirements through 

digital solutions. 

 Achieve significant revenue increases to rank among the top 5 global 
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brands. 

 Expand into new sectors including medicine, health, and 

biotechnology. 

 Pursue creative leadership in emerging markets. 

5.2 Marketing Innovation at Samsung 

     Samsung's approach to marketing innovation has been characterized by 

strategies that distinctly set it apart from its competitors in South Korea, 

especially during its formative years. Recognizing the critical role of 

research and development (R&D) within the organization, Samsung 

committed to not only introducing its brand globally but also ensuring the 

manufacturing of high-quality products during the 1980s.  Unlike its 

competitors, who prioritized large-scale production to meet rising demand 

often at the cost of quality, Samsung chose to reinvest its profits into R&D 

and enhancing its supply chain. This strategic focus enabled the consistent 

delivery of high-quality products to the market without disruptions, 

establishing a reputation for reliability and excellence  (Sweissi, 2021, p. 

97). 

      A pivotal period for Samsung's development and innovation occurred 

during the late 1990s when the company capitalized on the influx of skilled 

engineers from the Soviet Union following its dissolution. Samsung forged 

a strong partnership with the Russian Academy of Sciences.  

This collaboration was further supported by an agreement with the Korean 

government, which provided funding to small Korean enterprises aiming to 

develop their projects using Russian academic research. This arrangement 

allowed Samsung to increase its patent portfolio and the creation of modern 

and innovative inventions significantly. 

     Through its agreements, Samsung secured rights to access academic 

inventions, assessing them and utilizing Russian expertise at relatively low 

costs, a practice that continues to benefit the company today (Kerouch, 

2019, p. 131). 

     In 1993, the chairman of Samsung initiated what was dubbed the "New 

Management Initiative," with the ambition of steering Samsung towards 

global business leadership. This initiative proved crucial during the 1997 

Asian financial crisis, known as the Asian Tigers Crisis, saving the 
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company from the significant losses that afflicted many Asian companies. 

     More importantly, this initiative was instrumental in transforming 

Samsung from a typical consumer electronics firm into a global industry 

leader. Despite the economic turmoil, Samsung continued to prioritize long-

term innovation, maintaining its brand and product distinction, while its 

domestic competitors remained focused on short-term profit maximization  

(Sweissi, 2021, p. 97). 

Samsung employs a multifaceted marketing strategy that has significantly 

contributed to its global success (AbouSarhan, 2022): 

-Research and Development in Innovative Technologies: 

     Samsung has long been recognized for its substantial investment in 

technological innovation and development. In the 1990s, the company 

focused on analog technologies but later dedicated significant resources to 

develop large-area LCD screens and cell phone chips. 

     These efforts have allowed Samsung to maintain its competitive edge in 

the digital realm and avoid the economic downturns of 2008 and 2009. The 

company invested over $7 billion, approximately 6% of its unit revenues, in 

research and development, engaging more than 25% of its workforce in 

these activities to foster continuous innovation. 

-Product Development and Design:  

     Recognizing that advanced technologies alone do not guarantee market 

dominance, Samsung has emphasized product development and design. The 

aim is to create highly beneficial products that not only meet but exceed 

consumer expectations. Samsung has enhanced its product offerings with 

unique features such as elegant gold designs, clear and vivid displays, and 

high-quality cameras.  

    These enhancements are the result of collaborative efforts among 

designers, engineers, manufacturing teams, and marketers, all working 

together to ensure that each product stands out in a crowded market. 

-Brand Building Campaigns:  

    Samsung's approach to marketing heavily relies on dynamic promotional 

campaigns to build and sustain its brand reputation. The company has 

continuously renewed its marketing strategies to stay competitive, 
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recognizing that even the most technologically advanced and well-designed 

products could falter in the market if consumers are not aware of their 

existence or convinced of their value. Samsung’s campaigns are designed to 

ensure that customers not only recognize the brand but also understand and 

appreciate the distinct advantages of its products. 

-Streamlining Advertising Efforts: 

      Samsung streamlined its advertising strategy by significantly reducing 

its roster of advertising agencies from 55 to just one, WPP. This move was 

aimed at ensuring that marketing communications are consistent and 

cohesive across all markets. The initial campaign launched under WPP 

utilized a variety of promotional tools, including product placements, 

sponsorships, and internet advertising, to enhance product visibility and 

strengthen Samsung’s brand identity. 

5.3 Organizational Excellence at Samsung 

      Samsung is a vast multinational conglomerate with diversified interests 

across various sectors, including consumer electronics, insurance, 

advertising, construction, financial services, IT services, medical services, 

semiconductor manufacturing, shipbuilding, trade, and retail. Key strengths 

of Samsung include  (Abraham, 2020, p. 3): 

 Strong Brand: Samsung is globally recognized for its strong brand, 

having garnered numerous accolades for innovation and product 

excellence. Its reputation is built on credibility and professionalism. 

 Eco-Friendly Innovations: The company is committed to 

developing safe and environmentally friendly products. In 2022, 

Samsung was ranked eighth among the top 30 companies in the 

green energy sector by the Environmental Protection Agency (EPA). 

 Product Diversity: Samsung’s extensive portfolio of smart 

electronic products not only bolsters its market position but also 

diversifies its revenue streams, enhancing financial stability and 

market resilience. 

 Ongoing Research and Development: With a significant portion of 

its revenues allocated to R&D, Samsung continues to push the 

boundaries of technology, consistently innovating high-quality 

products that reinforce its leadership in the tech industry. 



  
 

Title : Marketing Innovation and Its Contribution to Achieving Organizational 

Excellence: A Case Study of Samsung 

 
 

395 

 Strong Position in Asian Markets: Samsung has a substantial 

market share in economically vibrant Asian markets, particularly in 

China and India. This strategic presence has strengthened its brand 

identity and enhanced its profitability. 

 Distribution Network: The company boasts an extensive global 

distribution network that includes a robust online presence, retail 

outlets, and various other channels, ensuring widespread availability 

of its products. 

 Economies of Scale: Leveraging its massive production capabilities, 

Samsung achieves significant cost savings per unit, enabling 

competitive pricing strategies that enhance its market standing. 

 Skilled Workforce: Samsung’s investment in a highly skilled 

workforce has been crucial to its growth and continued dominance in 

the technology sector. The expertise and experience of its employees 

drive innovation and maintain its competitive edge in the global 

marketplace. 

     These strategies in technological innovation reinforce Samsung's stature 

as a preeminent technology company and underscore its pivotal role as a 

global driver of technological advancement. According to 2023 statistics, 

Samsung’s performance indicators are as follows  (SAMSUNG, 2024): 

- Samsung’s revenues amount to approximately $220 billion USD. 

- The company employs around 300,000 individuals globally. 

- Samsung holds ownership of over 90,416 patents, including 6,366 

patents registered in the United States. 

- For the fourth consecutive year, Samsung ranked fifth in the global 

best brand rankings, with a brand value of $91.4 billion. 

- Samsung has maintained its position as the global leader in TV 

manufacturing for the seventeenth consecutive year. 

- The company initiated mass production of the most advanced 12nm-

class DRAM memory. 

- At the 2023 IF Design Awards, Samsung won 80 accolades, 

including the prestigious gold award for the Bespoke Infinite Line in 

the kitchen appliances category. 
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6. Conclusion: 

     This study provides an in-depth analysis of marketing innovation and its 

core principles, highlighting its substantial impact on organizational 

excellence. Marketing innovation has emerged as a critical driver of success 

for institutions like Samsung, establishing the company as one of the most 

distinguished and advanced global brands. Key conclusions drawn from this 

study include: 

- Amid rapid technological advancements, Samsung faces a range of 

future challenges, particularly in navigating emerging technologies 

such as artificial intelligence and the Internet of Things. These 

challenges necessitate ongoing innovation to sustain its leadership 

position. Furthermore, Samsung must adapt to global market 

fluctuations, competitive pressures, and evolving consumer 

expectations. 

- Additionally, cybersecurity and data protection represent critical 

challenges in the context of increasing reliance on internet-connected 

technologies. Maintaining customer trust and safeguarding privacy 

will require sustained investment in advanced technological security 

solutions. 
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