
SAmsung 
Samsung

Samsung
Conduct a 
Brand Audit
Digital Marketing Communication

Nguyen Thi Ngoc Ngan 
s3911712
Lecture Uyen Do 

Total slide 25



TABLE OF 
CONTENT

Brand Identity consistency

Brand Tone of Voice

Brand Content Framework Core Brand Positioning

Recommendations

1
2
3

References

4
5
6



Company background

MissionVision

Modify the future through 
Innovation and Intelligence

Establishing Growth Engine 

Enhancing Competitive 
Advantage 

Innovative Core Technology 
Advancement 

Since its founding in 1969, Samsung has developed into one of the top global 
technological companies. 

In 2008, Samsung entered the Vietnamese market.

(Samsung Research n.d)
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These are brand website content 
collected

for brand audit analysis



These are brand Facebook content 
collected

for brand audit analysis
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These are brand Youtube 
content collected

for brand audit analysis
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Instagram thì có là tính từ gì vì có 
những từ "không phải bàn”, emo
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These are brand Instagram content 
collected

for brand audit analysis



1.Brand Identity 
consistency



Samsung 
presentation

Consistance of color themes 

• Attract customers to the content 
with new products, color 
significantly affects the attention 
of users (Seher et al 2012)

• Helps to highlight Samsung's 
professionalism and dedication 
to its consumers (Wocial et al 
2014)

Three Samsung social media 
channels have directly linked access 
to the brand's official website.

Brand Colour



Logo/Avatar

The logo displayed on the website is
different from the logo of social media
channels -> Avatars of Samsung online
channels are not consistent

Emphasize brand identity elements
(colors, icons) to increase customer
awareness about animal protection and
love through social media channels
because it is easy to reach and convey
the message (Jamali and Khan 2018)

Samsung logo displayed on website
Samsung logo displayed on 3 online 
channels. Changes to green, brown 
and red, showing care for pets

Fomal Flexible 

Website Social Media 
Channel

Across Channel 
Visualize 



Asian countries agree on changing the 
new logo while the USA and still keep 
the same logo when launching the 
previous phone.

Samsung is strong in developing in 
Asian countries (Haizar et al 2020) -> 
adapt quickly, changing avatars and 
conveying this message will grow 
stronger

UNIFORM RPESENCE
I N S T A G R A M



There are global similarities between 
Samsung websites' content organization, 
colour palette (mainly purple white and 
black), logos, and fonts.

-> Samsung organized well global 
ecosystem 

UNIFORM RPESENCE
W E B S I T E



similarity in image and 
content - uniform

thereby conveying the message 
that the brand wants to other 
countries

Other countries use images 
of influencers in their 
countries. Similarly, Vietnam 
uses Chau Bui - clearly 
showing the characteristics 
of Vietnamese young people

UNIFORM RPESENCE
C O N T E N T

Content in Samsung Malaysia Facabook 

(Bengtsson, Bardhi 
and Venkatraman 2010)

(Youtube 1)



Shared content throughout various platforms about
individual initiatives -> foster synergy and
encourage participation in several customers:

•Articles on websites give thorough information of
the rules of participation.

•Posts on Youtube Facebook and Instagram spark
interest in the program and FB more with reward
details.

#UNSTOPABLE
CAMPAIGN

A C R R O S S  C H A N N E L  
S Y N E R G Y ( P R )

=> Raising customer awareness, becoming 
more convincing, and gaining the trust of 
consumers (Seric, Ozretic and Skare 2020)

(Youtube 2)



2.Brand Tone of 
Voice



The website uses formal and informative tone voice 
with the words "tuyệt vời”, "chụp ảnh selfie”,  “bạn” và 
"mọi người"

TONE OF VOICE
WEBSITE

Target Audience
people from age 15 to 45 specifically trendy 
young people
have characteristics: dynamic, flexible, playful
behavior, selfie, group photo
need: flexible features, innovative products



Experience
Instagram

Instagram has a funny, playful 
tone from "not the table", emoji 

‘shh’. Non-respond 

Channel 

Youtube's tone is trendy and 
cheerful with “đụng hàng”  

(Youtube 3)

Youtube

Facebook is funny and friendly of tone from "out 
trình”, "nghệ đỉnh chóp”, "thả dáng sương sương”. 

Mistake in response

Social media

Facebook
Consistency with social media channel but not with website

Why: Samsung is a top global technological brand (Samsung Research n.d) so keep the tone of voice professional in website, social 
media adjusted, alive to suit the target audience.  Social media users are mostly Gen-Z and Millennials (Serbanescu 2022)



3.Brand Content 
Framework 

SMART

PRACTICAL MAGNETIC

IMMERSIVE

Master
Theme

Useful Entertaining

Board

Personalized



Purpose: Content of Samsung shows diversity and
usefulness in home appliances. They change
based on customer preferences or behavior,
providing a more relevant and personalized
experience that gives freedom to express your
own personality:

Bespoke's content is put in various graphic
representations of different fonts and influencers
to show different style. 39% of customers in
Europe believe that their homes are a space for
personal expression. (Samsung n.d)

Can be flexibly resized to suit the needs of use or
movement

C O N T E N T  F R A M E W O R K  
B R A N D

SMART- bespoke

satisfy both
(Youtube 4)



Why: Customers' purchase intentions increase as a 
result of public relations content (Lou and Yuan 

2019)
=> Satisfy customers' desire for variety in 

choice, boost engagement, and boost sales

C O N T E N T  F R A M E W O R K  
B R A N D

SMART

Communication effect: 
Customers trust and 

accompany Besopke with 
many different personalities



C O N T E N T  F R A M E W O R K  
B R A N D

IMMERSE-unstoppable

Purpose: Samsung provides content 
experiences for its consumers' 
personalization and entertainment:

• Providing competition called 
"Unstoppable".

• Engage customers in brand 
activities by sharing personal 
experiences



Why: Most audiences prefer rewarding and interactive content like 
commenting and sharing (Dolan at el 2016) -> Content engages 

audience by satisfying their needs

Communication effect: Samsung is more than 
just a technology company, it offers 
experiences. Fostering enduring connections 
between brands and their customers 

C O N T E N T  F R A M E W O R K  
B R A N D

IMMERSE



4.Core Brand 
Positioning



The electronics and home appliances
industries became competitive due to
increased social demand (Firth et al
2008).
Three direct competitors are LG, Sony
and Apple

• C O M P E T I T I V E
E N V I R O N M E N T  2 .  T A R G E T

Adults have ages 26-50, moderate - high
income, able to buy smartphone products,
seeking convenient solutions, frequently using
social networks (Chow et al 2012)

3 .  I N S I G H T

4 .  B E N E F I T S 7 . D I S C R I M I N A T O R

6 .  R E A S O N  T O  B E L I E V E5 . V A L U E S  A N D  P E R S O N A L I T I E S

8 .  E S S E N C E

Seek for innovative, high-quality and innovative design and feature
solutions (Blázquez 2014) that represent style, positioning, and
technology experience.

Delivering a great experience from
outstanding features and flexible angles
(Samsung n.d)

- Professionalism
- Optimism
- Persistence
- -Values and personalities

- Recommended by influencers
- One of the Vietnamese phone market's
leader with numerous retailer across country
(Statista 2021)
- Successful technology and marketing
innovations (folding phones)

- Having reliable service and product
- Offer the newest and most creative

products
- Community responsibility

Develop 
human-driven 

innovations



5.Recommendations



Why: The banner of the website affects the 
customer's first impression (Karimov, 
Brengman and Van 2011), in which the written 
content and the site's main image account for 
an important proportion (Brooke 2012).

Across Channel 

Content consistency of the website 
and other online channels

How:  Design image for website banner based 
on BTS's public relation on social media 
channel

Recommendation 

Ninh Duong Lan Ngoc in Yamaha website (Yamaha n.d)

1 
Galaxy Z Fold 4| Z Flip 

4Bộ quà tặng lên đến 7.5 triệu: Miễn phí 1 năm Samsung Care+ và 
voucher mua hàng đến 3 triệu

Tìm hiểu thêm Đặt trước 
ngay



Framework: Impact of Service Quality on Customer 
Loyalty (Kobbekaduwa 2019) 

Recommendation  2 

Respond of Panasonic increase engagement with new comment 

Tone of voice

How: Focus on responding on Facebook and 
Instagram, use the right words and tone of 
voice for the right audience

Why:

• Responsiveness of brand increases customer 

experience -> increasing customer satisfaction -> 

increase customer loyalty (Kobbekaduwa 2019)

• Increase customer engagement for social media 

(Emplifi n.d)
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