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Comparison and Contrast of iPhone vs. Samsung Galaxy
Smartphones have become more popular today than they were ever before. Currently, there are over 2 billion smartphone users across the globe. This has seen the emergence of major smartphone brands with diverse products, marketing strategies, and innovation strategies. The top biggest smartphone brands in the market are iPhone and Samsung smartphones. These companies have different products that are designed differently and rivals in the smartphone market. The following paper aims at comparing and contrasting the iPhone and Samsung Galaxy. Thesis statement: a comparison between iPhone and Samsung Galaxy illustrates that the brands are evenly matched with iPhone enjoying a strong brand position as well as increased profitability while Samsung Galaxy enjoys increased market share and superior/innovative designs or features. 
 The iPhone enjoys a successful marketing and advertising strategy, which enables it to rival its competitor the Samsung Galaxy. Apple Inc., the manufacturer of the iPhone spends up to $14 billion dollars for their marketing campaigns. This in turn has seen the iPhone become more popular especially in the premium smartphone market. The iPhone is mostly portrayed as the phone of choice in mainstream media including TVs, films, and movies. This is through media personality and celebrity endorsements that have seen rival companies such as Samsung adopt similar strategies. According to Smith (2014), about 75% of children want new iPhones and about half of them request for an iPhone while merely 12% request or mention the Samsung Galaxy. This illustrates the strong influence the iPhone has had through its advertisements and marketing strategy. The same case applies to the young consumers. Students who preferred using the iPhone strongly identified and were willing to purchase the same brand for a new version while Samsung users had reduced brand awareness and identity (Azzawi & Ezeh, 2012).  Additionally, the iPhone is always marketed with a certain phenomenon that creates a tempting secret to new releases. IPhone enthusiasts camp at Apple shops for days or hours awaiting their release. Furthermore, the iPhone is a high end or premium smartphone mostly popular among customers in developed countries such as America and Europe. This has been achieved through their ability to create a brand identity/brand image as well as apply a positioning marketing strategy (Dissanayake & Amarasuriya, 2015). The iPhone is targeted at certain people who can identify with the brand and are well connected. This allows them to price the iPhone slightly higher than the Samsung Galaxy. In turn, this leverages its competition by making high profits through brand identity and its premium pricing strategy. 
In contrast, Samsung Galaxy is not marketed for the premium market, but for the mass market. Samsung as a company does not focus on brand identity or brand image, but rather diversification (Dissanayake & Amarasuriya, 2015). The company has diversified to all markets including premium, middle-income, and low-income smartphone users. This has seen the company enjoy the high market share in terms of smartphone shipments with about 23% followed by Apple with 11% (Dissanayake & Amarasuriya, 2015). This means that by selling as many smartphones as possible with different or average prices drives Samsung’s sales enabling it increased revenue as well as profits. In contrast, Samsung Galaxy is not also marketed in the same manner as the iPhone. The company relies on reduced marketing budgets as well as mass advertising especially on the internet and mainstream media. The target market is not premium customers or a certain consumer segment, but the general smartphone market.   
When it comes to the operating systems of the iPhone and Samsung, they both leverage in the market. The iPhone is designed with a brand icon of an Apple that has gained increased recognition and gained identity among consumers. This has enabled the company to maintain its overall brand popularity and premium identity. Additionally, the iPhone comes with a unique operating system that is only available for iPhone users. The iPhone uses IOS as its main operating system for its iPhone. The operating system is closed source software, meaning that third-party developers cannot change or make additional developments on the platform (Baker, & Saren, 2016). In comparison, Samsung Galaxy uses Google android operating system. The android operating system is an open-source operating system (Baker, & Saren, 2016). It allows third-party users to make changes and develop new applications or features of the operating system. Both operating systems have their advantages and shortcomings. The iPhone IOS is considered stable and more durable when it comes to usability (Ofek, Muller & Libai, 2016). This means it can handle processes without crashing or developing bugs or errors. Nonetheless, the IOS is closed meaning it does not allow for innovation or creation of new features or applications compared to android. For the android, it is open source and offers a great experience for developing new features and applications. Nonetheless, it is not stable and is prone to increased errors and crashes as well as requires frequent updates to fix such errors. Overall, the iPhone’s and Samsung Galaxy’s operating systems leverage, thus illustrating equality in terms of competition. 
When it comes to features, the Samsung Galaxy beats the iPhone by a slight margin. With the new wake of ever-advancing technology, these companies have embarked on offering innovative features to ensure they satisfy their consumers as well as remain competitive. In the smartphone industry, it is all about innovation and the ability to rapidly change with advancing technology. The Samsung Galaxy has a unique feature of being water-proof. This feature is a great competitive advantage since the iPhone still does not have any water-proof device. However, the iPhone has its own voice-activated helper or application that enables one to perform tasks by simply talking or speaking to the phone. This feature has become unique and popular among users leading to competitors to adopt similar applications. In a research conducted by Ofek, Muller & Libai, (2016), between the iPhone and Samsung Galaxy, the Galaxy was found to have superior battery life and audio quality than the iPhone. These are also additional competitive features that are considered by most smartphone users. Samsung Galaxy also has additional feature such as the Samsung gear, which are additional technologies to enable users get additional experiences with their smartphones (Dissanayake & Amarasuriya, 2015). The gear includes a smart watch, a Virtual Reality (VR) headset as well as smart glasses. In terms of the other features, they remain mostly the same including the processing capability, RAM, storage capacity, and camera quality. Overall, the Samsung Galaxy is more superior or offers value for money based on the features it comes with and it’s pricing. According to Azzawi & Ezeh (2012), students who used Samsung smartphones strongly agreed that they were getting value for money more than the students who used the iPhone. This illustrates that despite the already established brand identity of the iPhone, it may soon be overrun by Samsung Galaxy’s superior features at a reduced cost or price. 
In conclusion, a comparison between iPhone and Samsung Galaxy illustrates that the brands are evenly matched with iPhone enjoying a strong brand position as well as increased profitability while Samsung Galaxy enjoys increased market share and superior/innovative designs or features. IPhone has over the past few years established itself as a premium and quality smartphone. This has made the iPhone known to all consumers based on its strong brand awareness and brand identity. Moreover, iPhone’s brand awareness and identity enabled it to charge premium prices for its products. The high margins of selling its products allow iPhone to make profits. In contrast, Samsung Galaxy still lacks a robust brand awareness and brand identity. As such, the company has diversified and focused on marketing to the mass market instead of a segment. In turn, this strategy does not allow the Samsung Galaxy to charge premium prices, but rather slightly below those of the iPhone. Nonetheless, it offering of superior quality features allows it to sell more handsets, thus generating enough revenue to make profits. In comparison, both phones boast of similarly superior operating systems. Nonetheless, the main difference is in their features. The Samsung Galaxy has more unique and value-added features such as longer battery life and quality audio. Overall, the iPhone and Samsung Galaxy leverage in their strategies, performance, features, and design. 
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