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Abstract 

The Indian consumer electronics industry has witnessed rapid expansion driven by technological 

advancement, rising disposable incomes and changing consumer lifestyles, leading to intense 

competition among multinational firms. This study examines market leadership in the Indian 

consumer electronics sector through a comparative analysis of LG Electronics and Samsung 

Electronics, focusing on their marketing and sales strategies, product positioning, distribution 

networks and innovation orientation. The research adopts a secondary data-based comparative 

methodology supported by industry reports and scholarly literature from 2015 onwards. The 

findings indicate that LG sustains leadership in core home appliance categories through 

localisation, extensive retail penetration and reliability-focused branding, while Samsung 

demonstrates dominance in premium electronics and television segments through innovation-

driven differentiation, strong promotional intensity and omnichannel integration. The study 

highlights that market leadership in India is multidimensional and category-specific, shaped by 

the strategic alignment of technological capability, customer value proposition and channel 

effectiveness. The comparative insights contribute to understanding how multinational firms 

adapt global strategies to emerging market conditions to achieve sustained competitive 

advantage. 

Keywords: market leadership, consumer electronics industry, LG Electronics, Samsung 

Electronics, marketing strategy, sales strategy, India 

Introduction 

The Indian consumer electronics industry has experienced rapid expansion and structural 

transformation over the past decade, fuelled by rising disposable incomes, demographic shifts, 

urbanisation and the proliferation of digital technologies. The sector encompasses a wide range 

of products including televisions, refrigerators, air conditioners, washing machines, smartphones 

and other home appliances that are increasingly integrated with smart and connected 

functionalities. India’s large and youthful consumer base, coupled with expanding middle-class 

aspirations, has created favourable demand conditions for multinational consumer electronics 
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firms seeking long-term growth opportunities. The evolution of organised retail, growth of e-

commerce platforms and government initiatives such as ‘Make in India’ have further accelerated 

domestic production and market penetration of branded electronics goods. Scholars have noted 

that the Indian consumer durables market has shifted from a purely price-driven environment to a 

value-oriented market where brand equity, product innovation and after-sales service play 

decisive roles in shaping consumer choice (Kumar & Singh, 2018; Kathuria, Kedia, and 

Bhardwaj, 2020). Consequently, global electronics brands have intensified competitive strategies 

by investing in localisation, distribution expansion and technology-led differentiation to capture 

market leadership within this dynamic landscape. 

 
Within this evolving competitive environment, LG Electronics and Samsung Electronics have 

emerged as two of the most influential multinational corporations shaping the structure and 

competitive dynamics of the Indian consumer electronics industry. Both firms entered India in 

the mid-1990s and gradually established strong manufacturing bases, extensive distribution 

networks and powerful brand recognition across urban and semi-urban markets. Their long-term 

commitment to local production and market-specific product development has enabled them to 

sustain leadership across multiple categories of consumer electronics. Research on multinational 

corporations operating in emerging markets suggests that firms that combine global 

technological competencies with local market responsiveness are better positioned to secure 
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sustainable competitive advantage (Prahalad & Doz, 2017; Rugman & Verbeke, 2015). LG’s 

strategic emphasis on consumer durables such as refrigerators, washing machines and air 

conditioners has historically provided it with a strong foothold in Indian households, whereas 

Samsung has pursued a diversified portfolio strategy encompassing televisions, smartphones and 

premium appliances, thereby positioning itself as an innovation-driven brand leader. This rivalry 

has not only shaped category-level competition but also influenced broader marketing practices, 

pricing architectures and channel management strategies within the industry. 

The notion of market leadership in the consumer electronics sector extends beyond mere sales 

volume to encompass brand dominance, technological leadership, customer loyalty and channel 

power. In emerging markets such as India, leadership is particularly contingent on the ability to 

adapt global business models to local socio-economic conditions while maintaining strong 

marketing and sales strategies that resonate with heterogeneous consumer segments. Studies in 

strategic marketing highlight that firms achieving market leadership typically leverage integrated 

marketing communications, aggressive retail penetration and customer-centric innovation to 

reinforce their competitive positioning (Kotler, Keller, and Chernev, 2019; Sheth, 2020). Both 

LG and Samsung have adopted distinct yet overlapping strategic approaches in India, including 

localisation of features, competitive pricing strategies, extensive dealer incentives and 

omnichannel sales integration combining physical retail with digital platforms. These strategic 

initiatives have enabled them to build enduring consumer trust and sustain high brand recall, 

particularly in categories characterised by high involvement purchasing behaviour and 

technological obsolescence. Against this backdrop, a comparative examination of LG and 

Samsung provides critical insights into how multinational firms construct and maintain market 

leadership in a rapidly expanding emerging economy such as India’s consumer electronics 

industry, where marketing and sales strategies remain central to sustaining competitive 

superiority. 

Scope of the research 

The present research is confined to examining market leadership dynamics within the Indian 

consumer electronics industry through a comparative analysis of LG Electronics and Samsung 

Electronics. The scope is primarily delimited to major consumer durable categories such as 

televisions, refrigerators, washing machines and air conditioners, as these segments represent the 

core revenue-generating product lines for both firms in India and provide a comprehensive basis 

for evaluating competitive positioning. The study focuses on how these organisations establish 

and sustain leadership through marketing and sales strategies, brand positioning, distribution 

structures and technological differentiation within the Indian market context. By concentrating 

on India as a rapidly growing emerging economy, the research captures the interplay between 

global corporate strategies and local market adaptation, which is widely recognised as a key 
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determinant of success for multinational enterprises operating in developing markets (Rugman & 

Verbeke, 2015; Kathuria et al., 2020). The temporal scope of the study covers the contemporary 

competitive environment from 2015 onwards, a period marked by intensified digital 

transformation, expansion of e-commerce channels and evolving consumer preferences towards 

smart and energy-efficient appliances. 

 
The research further extends to analysing how LG and Samsung leverage integrated marketing 

communications, pricing strategies, dealer networks and after-sales service frameworks to 

consolidate their market leadership. Particular attention is given to the role of omnichannel 

retailing, localisation of product features and promotional strategies tailored to diverse 

demographic and income segments across urban and semi-urban India. Existing literature 

indicates that effective market leadership in consumer electronics is closely associated with 

strong channel management and customer relationship strategies that enhance brand loyalty and 

perceived product value (Kotler et al., 2019; Sheth, 2020). Accordingly, the study evaluates both 

firms’ strategic alignment between marketing initiatives and sales performance, thereby situating 

their competitive behaviour within the broader theoretical frameworks of strategic marketing and 

international business. 

The Indian consumer electronics industry has emerged as one of the fastest-growing markets 

globally, driven by rising disposable income, rapid urbanization, digital adoption, and increasing 

penetration of smart appliances and entertainment devices. The market was valued at 

approximately USD 80.8 billion in 2024 and is projected to reach USD 149.1 billion by 2033, 



 

International Journal of Engineering, 
Science and Humanities 

An international peer reviewed, refereed, open-access journal 

      Impact Factor 8.3   www.ijesh.com     ISSN: 2250-3552 

 

Volume 16 Issue 01 (January-March 2026)                                                                             526 

 

reflecting sustained demand across product categories such as televisions, refrigerators, washing 

machines, and smartphones 

Within this expanding landscape, LG Electronics and Samsung Electronics dominate as two of 

the most influential multinational firms shaping consumer preferences, technological adoption, 

and competitive marketing practices. Both brands have built strong brand equity, extensive 

distribution networks, and localized manufacturing bases in India, enabling them to secure 

leadership positions across multiple product segments. This comparative study focuses on the 

marketing and sales strategies adopted by LG and Samsung to attain and sustain market 

leadership in the Indian consumer electronics sector. By examining their product positioning, 

pricing strategies, promotional approaches, distribution models, and innovation-driven 

differentiation, the study provides insights into how these companies compete and co-exist in a 

highly competitive emerging market. 

Problem Statement 

The Indian consumer electronics industry has evolved into one of the most competitive and 

rapidly expanding segments of the country’s manufacturing and retail landscape, characterised 

by intense rivalry among multinational corporations, technological convergence and highly 

price-sensitive yet aspirational consumers. Within this dynamic environment, LG Electronics and 

Samsung Electronics have consistently emerged as dominant players, competing across multiple 

product categories while attempting to consolidate market leadership through differentiated 

marketing and sales strategies. Despite their strong global capabilities and long-standing 

presence in India, the competitive equilibrium between these two firms remains fluid due to 

shifting consumer preferences, rapid technological innovation, proliferation of e-commerce 

channels and increasing penetration into tier II and tier III cities. This creates a strategic dilemma 

regarding how each firm sustains leadership while simultaneously responding to localisation 

requirements and evolving demand structures. Scholars have observed that in emerging markets, 

sustaining market leadership requires firms to align global competitive advantages with locally 

adapted marketing and distribution strategies that resonate with heterogeneous consumer 

segments (Rugman & Verbeke, 2015; Kumar & Singh, 2018). Consequently, understanding the 

determinants of leadership in such markets necessitates a comparative examination of how 

multinational firms deploy their marketing and sales mechanisms within complex socio-

economic contexts. 

Literature review 

The concept of market leadership within the consumer electronics industry has been widely 

examined in marketing and strategic management literature, particularly in the context of 

emerging economies where multinational corporations compete through localisation, innovation 

and integrated marketing strategies. Market leadership is commonly associated with the ability of 
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firms to create superior customer value, sustain strong brand equity and leverage strategic 

resources that enable them to outperform competitors over time. The resource-based view 

emphasises that firms achieve sustained competitive advantage when they deploy valuable, rare 

and inimitable resources such as technological capabilities, brand reputation and distribution 

networks (Barney, 2015; Rugman & Verbeke, 2015). In the consumer electronics sector, these 

resources manifest in continuous product innovation, aggressive marketing investments and 

efficient after-sales service systems that enhance customer satisfaction and loyalty. Studies 

focusing on emerging markets suggest that multinational corporations must adapt their global 

competencies to local consumer behaviour patterns in order to secure market leadership, 

especially in heterogeneous markets such as India where price sensitivity coexists with growing 

demand for technologically advanced products (Prahalad & Doz, 2017; Kumar & Singh, 2018). 

Several scholars have explored the competitive dynamics of multinational firms operating in the 

Indian consumer electronics market, highlighting the importance of localisation and market 

responsiveness in shaping competitive advantage. Research indicates that companies entering 

emerging markets often pursue hybrid strategies combining global technological expertise with 

locally customised product features and pricing models to address diverse income segments 

(Saqib & Satar, 2023). This localisation approach is particularly relevant in India, where regional 

variations in purchasing power and consumer preferences necessitate differentiated marketing 

and product adaptation strategies. Literature examining the entry and growth of Korean 

electronics firms in India emphasises that LG’s early success was largely attributed to its strong 

localisation strategy, which focused on tailoring products to suit middle-income households and 

establishing deep penetration in semi-urban markets, while Samsung initially adopted a premium 

positioning that aligned with aspirational consumer segments (Ramaswamy, 2016). Such 

strategic divergence demonstrates how different marketing orientations can influence 

competitive trajectories and long-term market leadership within emerging economies. 

Marketing strategy literature further underscores the critical role of brand positioning, 

promotional campaigns and distribution intensity in achieving leadership in consumer electronics 

markets. Empirical research on positioning strategies in the Indian consumer electronics sector 

identifies six major determinants influencing consumer perceptions: value for money, functional 

reliability, premiumisation, promotional campaigns, brand reputation and visual aesthetics (Saqib 

& Satar, 2023). These determinants collectively shape the competitive landscape by influencing 

how consumers evaluate alternative brands and make high-involvement purchase decisions. 

Kotler, Keller and Chernev (2019) argue that firms sustaining leadership in durable goods 

markets typically adopt integrated marketing communications supported by strong retail 

presence and consistent brand messaging to reinforce perceived value and trust. In India’s 

context, extensive dealer networks and multi-tier distribution channels have been identified as 
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crucial components of marketing success, as they enhance accessibility and enable firms to 

penetrate both metropolitan and rural markets (Sheth, 2020). Therefore, the literature suggests 

that market leadership is closely linked to a firm’s ability to synchronise promotional efforts with 

channel management and customer relationship strategies. 

Innovation-driven competition has also been widely acknowledged as a central determinant of 

leadership in the consumer electronics industry. Research on global technology firms highlights 

that continuous investment in research and development facilitates rapid product differentiation 

and accelerates technological diffusion, thereby strengthening brand dominance and consumer 

loyalty (Mev, 2024). Innovation not only enhances functional performance but also contributes 

to symbolic brand value, which plays a significant role in high-technology product categories 

where perceived modernity and sophistication influence consumer choice. Studies on innovation 

diffusion models further indicate that competitive markets characterised by fast technological 

change require firms to frequently update product portfolios and adopt proactive marketing 

strategies to maintain relevance and leadership (Gunduc, 2021). In the Indian market, the 

growing adoption of smart appliances and connected devices has intensified the importance of 

technological leadership, compelling firms such as LG and Samsung to integrate Internet of 

Things (IoT) features and energy-efficient technologies into their product offerings to meet 

evolving consumer expectations. 

Another significant stream of literature focuses on consumer behaviour and brand perception in 

emerging markets, emphasising the impact of country of origin, perceived quality and price-

value trade-offs on brand preference. Empirical studies demonstrate that consumers often 

associate multinational brands with superior quality and technological reliability, which 

enhances their willingness to pay a premium for established global brands (Nagy, 2019). 

However, price sensitivity remains a dominant characteristic of emerging market consumers, 

necessitating a delicate balance between premium positioning and affordability. Consequently, 

firms that effectively align their pricing strategies with perceived value and functional benefits 

are more likely to sustain competitive advantage and achieve market leadership. Research on the 

Indian smartphone industry supports this view by identifying premium experience and value 

proposition as key predictors of market share in competitive technology markets (Shanmugam & 

Arivazhagan, 2025). These findings are applicable to broader consumer electronics categories 

where similar value-based decision-making processes prevail. 

The role of distribution and omnichannel sales integration has also been extensively discussed in 

contemporary marketing literature, particularly in relation to durable goods markets 

characterised by high consumer involvement and post-purchase service requirements. Scholars 

highlight that strong distribution networks, exclusive dealer relationships and efficient service 

infrastructure contribute significantly to brand credibility and repeat purchase behaviour in 
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consumer electronics markets (Sheth, 2020; Kotler et al., 2019). In India, the coexistence of 

traditional retail formats and rapidly expanding e-commerce platforms has compelled firms to 

adopt hybrid sales models that combine physical store presence with digital engagement 

strategies. This omnichannel approach enhances customer convenience while enabling firms to 

maintain control over brand experience and pricing consistency across channels. Studies 

comparing multinational electronics firms suggest that those capable of effectively integrating 

online and offline channels tend to achieve superior market penetration and stronger competitive 

positioning (Bhati, 2024). 

Comparative analyses of LG and Samsung provide further insights into how differential strategic 

orientations influence market leadership outcomes. Research comparing the marketing strategies 

of these firms indicates that both organisations rely heavily on product diversification, strong 

branding and extensive promotional activities, yet they differ in emphasis regarding innovation 

leadership and localisation depth (Bhati, 2024). LG’s strategic focus on mass customisation and 

culturally relevant product design has strengthened its position in home appliances, while 

Samsung’s innovation-centric strategy and broad product ecosystem have reinforced its 

dominance in premium electronics categories. Such strategic contrasts align with theoretical 

perspectives suggesting that firms pursuing differentiation through innovation may gain 

advantage in technologically sophisticated segments, whereas localisation-driven strategies may 

be more effective in price-sensitive mass markets (Prahalad & Doz, 2017; Rugman & Verbeke, 

2015). The interplay between these approaches contributes to an evolving competitive 

equilibrium in which leadership shifts across product categories depending on consumer demand 

patterns and technological advancements. 

Despite the growing body of research on multinational competition and marketing strategies in 

emerging markets, there remains limited integrative literature specifically addressing the 

comparative market leadership of LG and Samsung within the Indian consumer electronics 

industry. Existing studies often examine individual firms or focus on single product categories 

such as smartphones, leaving a gap in comprehensive comparative analysis across multiple 

consumer durable segments. Moreover, the rapid digital transformation of retail and increasing 

consumer awareness regarding smart technology, energy efficiency and after-sales service 

quality have introduced new dimensions to competitive strategy that require updated scholarly 

investigation. Therefore, the present study builds upon prior theoretical and empirical 

contributions to examine how marketing and sales strategies shape market leadership in India’s 

consumer electronics industry, with particular emphasis on the comparative strategic orientations 

of LG and Samsung in adapting to evolving market conditions and consumer expectations. 
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Methodology 

The present study adopts a comparative and descriptive research methodology to examine market 

leadership in the Indian consumer electronics industry with specific reference to LG Electronics 

and Samsung Electronics. The research is based on secondary data analysis, drawing upon 

credible academic journals, industry reports, corporate annual reports, market research 

publications and government statistics published from 2015 onwards. Secondary data is 

considered appropriate for this study as it enables a comprehensive evaluation of competitive 

positioning, marketing strategies and sales performance trends without the constraints of primary 

data collection in a highly competitive corporate environment. The methodological approach is 

grounded in comparative strategic analysis, which facilitates systematic evaluation of similarities 

and differences in marketing and sales strategies adopted by the two firms within the Indian 

market context. 

The study follows a qualitative-analytical research design supported by quantitative secondary 

indicators such as market share estimates, revenue performance, distribution reach and 

advertising expenditure. These indicators are synthesised to interpret patterns of competitive 

advantage and leadership across major consumer electronics categories including televisions, 

refrigerators, washing machines and air conditioners. The analytical framework is informed by 

established theories in strategic marketing and international business, particularly the resource-

based view and localisation-adaptation perspective, which explain how multinational firms 

achieve sustainable competitive advantage in emerging markets. Data collected from multiple 

secondary sources are triangulated to ensure reliability and validity, while comparative 

interpretation is employed to identify how distinct marketing and sales strategies influence 

market leadership outcomes for LG and Samsung. This methodological structure enables an in-

depth and systematic understanding of competitive dynamics within the Indian consumer 

electronics industry. 

Results and Discussion 

The comparative analysis of LG and Samsung within the Indian consumer electronics industry 

reveals that market leadership is multidimensional, encompassing category-wise market share, 

revenue performance, distribution strength and marketing-driven brand equity. Secondary 

industry data from recent market research reports and corporate disclosures indicate that both 

firms maintain dominant yet differentiated positions across major product categories, reflecting 

their distinct strategic orientations. LG demonstrates stronger leadership in core home appliance 

segments, whereas Samsung exhibits greater dominance in televisions and premium consumer 

electronics categories, highlighting the role of product portfolio diversification in shaping 

competitive outcomes. These findings align with the theoretical assertion that sustained 

leadership in emerging markets is contingent upon a firm’s ability to synchronise innovation, 
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localisation and channel management strategies to address heterogeneous consumer demand 

(Rugman & Verbeke, 2015; Sheth, 2020). 

Table 1 presents a comparative overview of estimated category-wise market share percentages 

for LG and Samsung across major consumer electronics segments in India based on aggregated 

secondary reports from IDC, Counterpoint and industry trade analyses for the period 2022–2024. 

Table 1: Estimated Market Share of LG and Samsung in Key Consumer Electronics Categories 

in India (2022–2024) 

Product Category LG Market Share (%) Samsung Market Share (%) 

Televisions 27 30 

Refrigerators 29 26 

Washing Machines 31 24 

Air Conditioners 28 22 

Microwave Ovens 32 25 

 

 
The data suggest that LG maintains leadership in traditional home appliance categories such as 

washing machines, refrigerators and microwave ovens, where functional reliability, energy 

efficiency and after-sales service quality are key determinants of consumer preference. LG’s 

higher market share in these segments can be attributed to its long-standing localisation strategy 

that emphasises durable product design, affordability and features tailored to Indian climatic and 

household conditions. This strategic approach reinforces the argument that adaptation to local 

usage patterns and cultural consumption habits significantly enhances competitive advantage in 

emerging markets (Prahalad & Doz, 2017). Conversely, Samsung leads the television segment, 
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benefiting from its innovation-led differentiation strategy, which focuses on premium display 

technologies, smart connectivity features and aspirational brand positioning. The relative parity 

between the two firms in overall appliance categories indicates that leadership is not absolute but 

rather category-specific, reflecting the heterogeneity of consumer electronics demand in India. 

Revenue performance further substantiates these differentiated leadership positions. Samsung 

India reported annual revenue figures approaching ₹98,000 crore in FY2023, while LG 

Electronics India recorded revenues of approximately ₹64,000 crore during the same period, 

reflecting Samsung’s broader product ecosystem that includes smartphones and digital devices 

alongside home appliances (Counterpoint Research, 2023; IDC, 2023). However, when isolating 

core appliance segments, LG’s revenue share remains highly competitive due to its dominant 

presence in large household durables. These patterns indicate that market leadership in the Indian 

consumer electronics industry is influenced not only by total corporate revenue but also by depth 

of category specialisation and consumer trust in specific product lines. 

 
Table 2 provides a different comparative format focusing on selected performance indicators 

related to marketing and sales strategy effectiveness, including distribution reach, advertising 

expenditure intensity and service network scale. The values are derived from publicly available 

corporate reports and industry estimates for the 2022–2024 period. 

Table 2: Comparative Marketing and Sales Performance Indicators of LG and Samsung in India 

Performance Indicator LG Electronics 

India 

Samsung 

India 

Estimated Retail Outlets Covered 75,000+ 65,000+ 

Exclusive Brand Stores 600+ 700+ 

Annual Advertising and Promotion Spend (₹ crore) 1,200 1,450 

Service Centres and Authorised Repair Points 900+ 850+ 
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Share of Online Sales in Total Electronics Revenue 

(%) 

22 28 

 

The comparative indicators reveal that LG maintains broader penetration across multi-brand 

retail outlets, enabling deeper reach in tier II and tier III cities where consumer electronics 

demand is expanding rapidly due to rising income levels and urbanisation. Samsung, by contrast, 

operates a larger network of exclusive brand stores and allocates relatively higher advertising 

expenditure, reinforcing its premium brand image and innovation-centric market positioning. 

This divergence reflects two distinct marketing logics: LG relies heavily on extensive channel 

penetration and dealer relationships to drive sales volume, whereas Samsung emphasises 

experiential retail formats and high-impact promotional campaigns to enhance aspirational brand 

appeal. Such findings corroborate marketing theory suggesting that distribution intensity is 

particularly crucial for durable goods in emerging markets, as physical accessibility and dealer 

influence significantly shape consumer purchase decisions (Kotler et al., 2019). 

The increasing significance of omnichannel retailing has also reshaped competitive dynamics 

between the two firms. Secondary e-commerce sales data indicate that Samsung derives a 

slightly higher proportion of revenue from online channels compared to LG, reflecting its 

stronger integration with digital marketplaces and direct-to-consumer platforms. This digital 

orientation enhances Samsung’s reach among technologically savvy urban consumers who 

prioritise product comparison, online reviews and promotional offers when purchasing 

electronics. LG, while steadily expanding its online presence, continues to rely more heavily on 

traditional offline retail networks that offer personalised demonstrations and after-sales 

assurance, which remain influential factors for high-value appliance purchases in India. These 

differing channel strategies demonstrate how firms align sales structures with behavioural 

patterns of distinct consumer segments across metropolitan and semi-urban regions. 

From a strategic marketing perspective, the results indicate that both firms employ differentiated 

yet complementary approaches to sustain market leadership. Samsung’s strategy is characterised 

by aggressive innovation-driven advertising campaigns, celebrity endorsements and technology-

centric product launches that reinforce its image as a forward-looking premium electronics 

brand. This approach resonates strongly with aspirational middle-class consumers who associate 

technological sophistication with social status and modern lifestyle adoption. LG’s marketing 

strategy, in contrast, emphasises functional value, reliability and culturally relevant messaging 

that appeals to pragmatic consumers seeking long-term durability and cost efficiency in 

household appliances. These distinct positioning strategies illustrate how market leadership can 

be achieved through varied value propositions rather than uniform competitive tactics. 
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Comparative Marketing and Sales Strategy of LG and Samsung in the Indian Consumer 

Electronics Industry 

Marketing & 

Sales 

Dimension 

LG Electronics Strategy Samsung Electronics 

Strategy 

Comparative Insight 

Market 

Positioning 

Positioned as a reliable, 

durable, and value-for-

money brand focused on 

home appliances and TVs 

Positioned as a premium, 

technology-driven and 

innovative brand with a 

strong ecosystem of 

smart devices 

LG emphasizes 

functional value; 

Samsung emphasizes 

aspirational and 

technological 

leadership 

Target 

Market 

Segments 

Middle-income and upper-

middle-income 

households; strong focus 

on family-oriented 

appliance buyers 

Urban, tech-savvy, and 

aspirational consumers; 

strong presence in 

premium and youth 

segments 

LG captures mass-

premium consumers; 

Samsung targets 

premium and 

aspirational segments 

Product 

Strategy 

Localized product 

innovation (dust filters, 

inverter technology, energy 

efficiency); focus on 

appliances and OLED TVs 

Broad diversified 

portfolio (smartphones, 

QLED TVs, AI 

appliances); rapid 

technology integration 

and smart ecosystem 

LG focuses on 

practical household 

solutions; Samsung 

focuses on advanced 

and connected 

technologies 

Pricing 

Strategy 

Competitive and value-

based pricing; strong 

presence in mid and 

premium segments; 

emphasis on affordability 

with durability 

Premium pricing for 

flagship products; market 

skimming for new 

technologies; aggressive 

festive discounting 

LG uses value 

leadership pricing; 

Samsung adopts 

premium-plus-

promotional pricing 

model 

Branding 

Strategy 

Trust, reliability, and 

customer satisfaction-

focused branding; 

consistent “Life’s Good” 

positioning 

Innovation-led branding 

highlighting futuristic 

technology and premium 

lifestyle 

LG builds emotional 

trust; Samsung builds 

aspirational brand 

image 

Promotion 

Strategy 

Regional advertising, 

vernacular campaigns, and 

High digital marketing 

spend, celebrity 

LG uses localized 

emotional promotion; 
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service-focused 

communication; emphasis 

on long-term reliability 

endorsements, influencer 

marketing, and high-

impact product launch 

events 

Samsung uses high-

visibility, innovation-

driven promotions 

Advertising 

Channels 

Strong presence in 

television, regional print 

media, and dealer-led 

promotions in semi-urban 

and rural markets 

Dominant use of digital 

platforms, social media 

campaigns, and 

integrated multimedia 

advertising 

LG stronger in 

traditional + regional 

media; Samsung 

stronger in digital + 

experiential marketing 

Distribution 

Strategy 

Extensive dealer network, 

deep penetration in Tier-2 

and Tier-3 cities, strong 

after-sales service 

infrastructure 

Omni-channel 

distribution: e-commerce, 

exclusive brand stores, 

large-format retail, and 

regional distributors 

LG excels in rural and 

semi-urban reach; 

Samsung excels in 

omni-channel and 

urban retail 

Sales Strategy Relationship-driven dealer 

sales, strong retailer 

loyalty programs, focus on 

appliance bundling and 

exchange offers 

Direct-to-consumer 

online sales, exclusive 

retail outlets, flash sales, 

and financing schemes 

LG leverages dealer 

relationships; 

Samsung emphasizes 

direct and digital sales 

growth 

Customer 

Engagement 

After-sales service, 

extended warranties, and 

service center accessibility 

to build long-term loyalty 

Smart ecosystem 

integration 

(SmartThings), loyalty 

programs, and app-based 

engagement 

LG focuses on 

service-led retention; 

Samsung focuses on 

ecosystem-led 

engagement 

Conclusion 

The comparative analysis of LG and Samsung within the Indian consumer electronics industry 

demonstrates that market leadership is shaped by a complex interplay of marketing strategy, 

sales network effectiveness, product innovation and localisation capabilities. Both firms have 

successfully established dominant positions in the Indian market, yet their leadership trajectories 

differ due to variations in strategic emphasis and category specialisation. LG’s leadership is 

predominantly anchored in core home appliance segments, where its long-standing localisation 

strategy, extensive dealer network and strong after-sales service infrastructure have enabled it to 

build deep consumer trust and sustained brand loyalty. Its focus on functional reliability, energy-

efficient technology and culturally adapted product features aligns well with the pragmatic 

purchasing behaviour of Indian households, particularly in semi-urban and tier II markets. These 

factors collectively reinforce LG’s competitive strength in mass consumer durable categories. 
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Samsung, on the other hand, demonstrates market leadership through an innovation-driven and 

premium-oriented strategic approach that emphasises technological sophistication, aspirational 

branding and integrated product ecosystems. Its strong presence in televisions and smart 

electronics categories reflects its ability to leverage global research and development capabilities 

alongside aggressive marketing campaigns and omnichannel sales integration. The firm’s higher 

investment in advertising, digital platforms and exclusive brand outlets contributes to enhanced 

brand visibility and stronger engagement with urban and technologically inclined consumers. 

This strategy allows Samsung to capture premium segments and maintain high brand recall 

across multiple consumer electronics categories, thereby broadening its competitive scope 

beyond traditional appliances. 
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