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Right Customer



Proprietary and confidential4 SAMSUNG MARKETING FRAMEWORK 2.0

‘Right Customer’ in SMF2.0
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What is ‘Right Customer’

‘Right Customer’ (CEJ)
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What is ‘CEJ’
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Change in ‘Customer’
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Who is your TARGET CUSTOMER in CEJ
and what do they want?



Proprietary and confidential9 SAMSUNG MARKETING FRAMEWORK 2.0

3. Identify Customer Needs across CEJ 

CEJ Target Customer Needs Trigger Point* ?

1. Understand Customer in 360º

/ , ?

2. Define Target Segment

Attractiveness Fitness Target Segment ?
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1. Understand Customer in 360º

* Source : SCV (Single Customer View), Marketing Science Group, GMC, May 2020

360º .

Product Ownership

Purchased/Reviewed Product

Income

Upper/Middle/Lower Class

Communication Channel

Search, News, Social, s.com, e-mail, App

Personal Information

Name, Demo, Mobile Number, Address, E-
mail, Device info.

CS History

Repair, Consultation

Interest

Travel, Leisure, Finance, Fashion, etc.
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1. Understand Customer in 360º

( , FGI* ) (CMI* Report  ) 

Data

.

* Customer Market Insight* Focus Group Interview
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1. Understand Customer in 360º

* PII : Personally Identifiable Information
* Source : CDM Framework & Toolkit, Marketing Science Group, GMC, Mar 2018

.
.
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Data Type exampleDataset

Touchpoint PII* (Samsung Account,
, CS ) Non-PII (s.com, DMP ) 
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From Business Partner
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From 3rd Provider



Proprietary and confidential14 SAMSUNG MARKETING FRAMEWORK 2.0

3. Identify Customer Needs across CEJ 

CEJ Target Customer Needs Trigger Point* ?

1. Understand Customer in 360º

/ , ?
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2. Define Target Segment

, Target Segment .

Target Segment ?

, 

(Segmentation) , 
Attractiveness Fitness Targeting .

※ , Segment Persona Targeting
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2. Define Target Segment
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Target
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2. Example : BESPOKE Refrigerator
WHY

Right
Customer

Right
Value

Right
Touchpoint

BESPOKE Life Event/Stage Target Segment ,
Segment Target .

Data Segment Targeting

Personal Information

SEC Product Ownership
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Product Ownership
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3. Identify Customer Needs across CEJ 

CEJ Target Customer Needs Trigger Point* ?

1. Understand Customer in 360º
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3. Identify Customer Needs across CEJ

Target Segment , 

Segment CEJ .
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3. Identify Customer Needs across CEJ

CEJ .
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3. Example : BESPOKE Refrigerator

BESPOKE Target Segment CEJ .
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3. Identify Customer Needs across CEJ

CEJ

, 

Trigger Point” .

Trigger Point ?
CEJ 
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3. Identify Customer Needs across CEJ

CEJ Trigger Point . 
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3. Example : BESPOKE Refrigerator

BESPOKE Target Segment Trigger Point CEJ .
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Trigger
Point BESPOKE BESPOKE s.com

CEJ Stage Cold Warm Hot Owner
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