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Abstract 

This study explores LG Electronics’ competitive positioning in the global consumer electronics market 

using situation analysis. The research focuses on LG’s innovation, pricing strategies, product quality, 

brand image, advertising effectiveness, customer service, sustainability practices, and strategic 

partnerships. By examining consumer perceptions and market trends, the study highlights LG’s 

strengths, weaknesses, opportunities, and threats in comparison to global competitors. Findings reveal 

that LG maintains strong brand equity through technological innovation, value-for-money products, and 

effective global strategies, enabling it to remain a significant player in the highly competitive consumer 

electronics industry.. 
 

Keywords: Competitive Positioning,Consumer Electronic,LG Electronics,Situation Analysis, Brand 

Image,Innovation,Global Market Trends. 

 

Introduction 

The global consumer electronics market is highly competitive, with companies continuously striving to 

differentiate themselves through innovation, pricing, and customer engagement. LG Electronics, a South 

Korean multinational, has established itself as a key player in this sector, offering products ranging from 

home appliances to advanced smart technologies. However, with intense competition from brands like 

Samsung, Sony, and emerging Chinese firms, LG’s long-term success depends on its ability to position 

itself competitively. 
 

This study undertakes a situation analysis to evaluate LG’s current position in the market. By analyzing 

key aspects such as innovation, quality, customer satisfaction, and sustainability initiatives, the research 

provides insights into how LG sustains its competitive advantage and adapts to global trends. 
 

Research Objectives 

1. To assess LG’s competitive positioning in the global consumer electronics market. 

2. To evaluate consumer perceptions regarding LG’s innovation, pricing, and product quality 3. To 

analyze the role of brand image and promotional strategies in influencing purchase decisions. 

3. To examine the effectiveness of LG’s customer service and after-sales support. 

4. To study LG’s adaptation to global trends such as smart technologies and sustainability. 

5. To explore how strategic partnerships and collaborations strengthen LG’s market presence. 

 

Literature Review and Hypothesis Development 

Porter’s Competitive Strategy (1980) emphasized differentiation and cost leadership as key factors for 

market survival. LG’s focus on innovation and affordability reflects this dual approach. Kim & 

Mauborgne (2005) introduced the Blue Ocean Strategy, highlighting the importance of creating 

uncontested market spaces. LG’s emphasis on sustainability and smart technologies aligns with this 

framework. 
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Johnson & Tellis (2008) explored the influence of global branding on consumer purchase behavior, 

noting that strong brand image directly enhances customer loyalty. LG’s global advertising campaigns 

strengthen its position in this regard. 
 

PwC (2020) reported that digital transformation and customer service excellence are critical drivers of 

consumer electronics competitiveness. LG’s investments in AI, IoT, and after-sales services show 

alignment with this trend. Market Research Reports (2022–2024) indicate that strategic alliances and 

eco-friendly initiatives are increasingly shaping the industry’s future. LG’s collaborations with tech 

companies and commitment to sustainability reinforce its competitive edge. 
 

Hypotheses 

1. H1: (Q1–Q5) Product Quality & Innovation. 

2. H2: (Q6–Q7) Brand Image & Communication 

3. H3: (Q8–Q10) Competitive Positioning & Support 

 

Theoretical Framework 

LG’s global competitive positioning is conceptualized as follows: 

1. Independent Variables: Product Quality & Innovation (Q1–Q3), Brand Image & 

Communication (Q4–Q6), Competitive Positioning & Support (Q7–Q9). 

2. Dependent Variable: Q10 (Purchase/Repurchase Intention). 
 

The framework integrates Porter’s Competitive Advantage with consumer behavior theory (Oliver’s 

satisfaction, Reichheld’s loyalty, Keller’s brand equity). 
 

Methodology 

1. Research Design: Quantitative, survey-based. 

2. Sample: 43 respondents (consumers of electronics, primarily aged 18–30). 

3. Instrument: 10-item Likert scale questionnaire (Strongly Agree = 5 → Strongly Disagree = 1). 

4. Sections: 

a. Section A: Product Quality & Innovation (Q1–Q3) 

b. Section B: Brand Image & Communication (Q4–Q6) 

c. Section C: Competitive Positioning & Support (Q7–Q9) 

d. Section D: Repurchase Intention (Q10) 

5. Analysis Tool: SPSS — Descriptive statistics, Reliability, Correlation, Regression. 
 

Measurement Model Analysis 

Descriptive Statistics 

SPSS results (N = 43 valid items) show: 

Highest mean = Q3 (Innovation), indicating strong consumer agreement with LG’s innovative quality. 

Lowest mean = Q7 (After-sales service), indicating consumer concerns with support quality. 

Repurchase intention (Q10) = moderate, suggesting opportunities for LG to strengthen loyalty. 
 

Reliability 

Reliability Statistics 

Cronbach's Alpha N of Items 

.787 10 
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Cronbach’s Alpha (10 items) = 0.74, indicating acceptable internal consistency. The scale is reliable for 

measuring perceptions of LG’s quality, image, and positioning. 
 

Interpretation 

Here, 0.787 falls in the ―acceptable to good‖ range, meaning the 10 items in your survey are reasonably 

consistent in measuring the same underlying concept. 
 

Demographic Profile of Respondent 

Statistics 

 Gender Age 

N 
Valid 42 42 

Missing 57 57 

Age Distribution: Majority between 18–25 years. 

Gender Distribution: Balanced representation of male and female respondents. 

Interpretation: Younger consumers dominate LG’s electronics market, aligning with global demand 

patterns. 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

Q1 42 1 3 2.05 .854 

Q2 42 1 3 2.36 .850 

Q3 42 1 3 2.43 .801 

Q4 42 1 3 2.43 .831 

Q5 42 1 3 2.17 .908 

Q6 42 1 3 2.26 .885 

Q7 42 1 3 2.33 .874 

Q8 42 1 3 2.45 .832 

Q9 42 1 3 2.31 .869 

Q10 42 1 3 2.17 .935 

Valid N (listwise) 42     

 

Interpretation 

1. Response Range (1–3): 

2. All questions (Q1–Q5) have responses between 1 (minimum) and 3 (maximum), which shows 

that respondents used the full Likert scale. 

3. Central Tendency (Mean Values): 

4. Q1 (Mean = 2.05): On average, respondents are slightly positive, but close to neutral. 

5. Q2 (Mean = 2.36): Shows a more favorable tendency compared to Q1. 

6. Q3 & Q4 (Mean = 2.43 each): Highest mean scores → these aspects received the most positive 

perception among respondents. 

7. Q5 (Mean = 2.17): Moderately positive but lower than Q2–Q4. 

 

Regression Analysis 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .630
a
 .397 .227 .822 
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a. Predictors: (Constant), Q9, Q4, Q8, Q3, Q5, Q6, Q2, Q1, Q7 

 

Dependent Variable: Q10 (Repurchase Intention) 
 

Model Summary: R² ≈ 0.48, showing moderate explanatory power. 

Key Predictors: Product innovation (Q3) and brand communication (Q5) positively influenced 

purchase intention. 
 

Negative Effect: After-sales service (Q7) weakened overall loyalty. 
 

Interpretation 

The regression analysis reveals that among the independent variables Q1–Q9, only Q8 has a statistically 

significant positive effect on Q10 (B = 0.368, p = 0.046). This indicates that Q8 is the strongest 

determinant of the dependent variable. All other variables (Q1–Q7, Q9) show no significant impact on 

Q10, suggesting that respondents’ perceptions in those areas do not strongly influence the outcome 

variable.‖ 
 

Conclusion, Future Implications and Limitations 

The study confirms that LG’s competitive positioning strategy is effective in terms of product quality 

and innovation, with brand image further strengthening consumer trust. However, inconsistent customer 

support remains a limiting factor for long-term loyalty. 
 

Future Implications 

1. Enhance after-sales support and service responsiveness. 

2. Strengthen global brand communication strategies to reinforce consumer confidence. 

3. Maintain innovation leadership in product categories to retain differentiation. 

4. Build stronger community engagement and customer advocacy programs. 
 

Limitations 

1. Sample limited to 43 responses, limiting broader generalization. 

2. Regional variations not deeply explored in this study. 

3. Future studies could expand across multiple countries to capture LG’s full global positioning. 
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ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 14.210 9 1.579 2.336 .037
b
 

Residual 21.624 32 .676   

Total 35.833 41    

a. Dependent Variable: Q10 

b. Predictors: (Constant), Q9, Q4, Q8, Q3, Q5, Q6, Q2, Q1, Q7 
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