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Introduction
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Background

,
Samsung Way of Marketing .

Customer

Market

Company

Digital Everything 

Samsung Way of Marketing 
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External Context – Customer 

MZ ,
MZ . 

Our core customers Their behavior & values

Millennials
(Born in 1980-1999)

▪ Digital Native ( /PC )

▪ Sharer ( , , )

▪ Idealistic ( )

Gen Z
(Born in 2000-2010)

▪ True Mobile Native ( = )

▪ Creator ( )

▪ Pragmatic ( )

( / , )

(Fan-made , )

(Share/Connectivity/Customer Care)
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External Context – Market 

, 
Direct to Customer(DtC) .  

Online Channel Trend* Online Market Trend**

▪

US HHP 45% (TV 32%), UK HHP 61% (TV 44%)

▪

( + ) COVID-19 

/

* Source : 2020 1H CX NPS 

Online Only

Online + Offline

Offline Only

18 18 30 28

‘19.11 ‘19.12 ’20.04 ‘20.06

28 29 42 49

‘19.11 ‘19.12 ’20.04 ‘20.06

▪

, 20% 

** Source : 2020.7

6%↑

22%↑

38%↑ 36%↑

25%↑

14%↑
19%↑ 18%↑

Online ◼︎

Offline ◼︎

TV REF WM
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Internal Context – Digital Everything

Digital Everything’ . 

People
/ Capability

Organizational  
Structure Data / Tool Work Culture

Understand

customer data & Ad tech
Establish Branded Commerce

with Direct to Consumer

Build Single Customer View via 
harmonized tool

Ensure Agility & Flexibility in 
decision making process

Samsung Marketing

‘Digital Everything'

* Source : Samsung brand Marketing in Tribe-driven Digital Everything Era, 2020
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SMF 2.0 Definition

‘Digital Everything’ 
Samsung Way of Marketing SMF2.0 . 

Samsung Way of Marketing( )

.

SMF2.0
Samsung Marketing Framework 2.0
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Customer-centric in Samsung

SMF2.0 , , 
. 

* Source : Samsung Customer Experience Journey, UK Smartphone (2019), Samsung brand Marketing in Tribe-driven Digital Everything Era, 2020

CEJ Stage Cold Warm Hot Owner Cold Warm Hot Own⁃⁃
⁃

⁃⁃⁃

Owner 
stage
matters

33
CEJ 

(
)

Onetime Selling

Lifetime Value

Pursuing Lifetime Value

Customer-centric
means offering

Lifetime Value
to customer
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Customer-centric in Samsung

, . 

* Source : Brand Strategy for Digital Marketing

We exist to create 

human-driven innovations 

that defy barriers to progress

Be an authentic relevant 
brand at the center of 

Customer Experience

This is our Brand Purpose …and it means
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SMF2.0 Principles

SMF2.0 .

Way of doing4 Key Principles

Digital First

Results-driven

Customer-oriented

One Language

▪ Digital Approach 
- Data

▪ Agile Approach
- , /

▪ Holistic Approach
- 360º CEJ , /

▪ Collaborative Approach
- , 
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SMF2.0 Structure

SMF2.0 4 , Digital Everything .

Key QuestionsWHY + 3R

WHY

Right Customer

Right Value

Right Touchpoint

Why have you set the OBJECTIVES from the customer perspective?

What is the implication of the RESULT?

Who is your TARGET CUSTOMER in CEJ and what do they want?

What is the DIFFERENTIATING and PERSONALIZED value to your customer?

How will you ensure ALWAYS-ON experience to your customer?
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SMF2.0 Structure

4 , .

※ SMF 1.0 WHO/WHAT/HOW One time selling

SAMSUNG MARKETING FRAMEWORK 2.0*
Market Insight

WHY

RESULTBrand Value

Cold

Warm

Hot

Owner

Right TouchpointRight Value

Product
Value

Non
Product

Value

Brand Value

Right Customer

Customer

Paid
Channel
Partner

Owned

Earned

DtC
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SMF2.0 Checklist

SMF2.0 Checklist , .

WHY

RESULT

Right Customer Right Value Right Touchpoint

1) Analyze
Business Context

2) Set Objectives 
across CEJ

3-1) Review Result in 
line with KPI

3-2) Loop for 
Reflection

2) Define 
Target Segment

3) Identify Customer Needs 
across CEJ

1) Understand 
Customers in 360°

1) Design 
Always-on Experience

2) Create Key Message and 
Contents

3) Measure the Result and
Optimize 3R (Right

Customer/Value/Touchpoint)

1) Define 
Differentiated Value

2) Personalize 
Differentiated Value 

across CEJ

3) Align with Brand Value
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End of Document


