SAMSUNG

SMF2.0

Samsung way of marketing in digital everything era

Samsung Marketing Academy
GMC



Table of Content

Proprietary and confidentia

1.

Introduction
WHY

R_ight Customer

Right Value

Right Touchpoint



Right Customer

SAMSUNG MARKETING FRAMEWORK 2.0 Proprietary and confidential



'Right Customer’ in SMF2.0
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What is 'Right Customer
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What is 'CEJ’
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Change in ‘Customer’
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Who is your el geiviyrel (=2 in CEJ

and what do they want?
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1. Understand Customer in 360°
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1. Understand Customer
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1. Understand Customer in 360°

THS 360° O|5}5HCH= H2 Clkst AR

Soll 2= +Tot0] 1S UNFH2 = HIEIE = A RILICE

Product Ownership Personal Information

- -

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

Purchased/Reviewed Product

Income CS History

Upper/Middle/Lower Class Repair, Consultation

Communication Channel Interest

~
N -

Search, News, Social, s.com, e-mail, App Travel, Leisure, Finance, Fashion, etc.

* Source : SCV (Single Customer View), Marketing Science Group, GMC, May 2020
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1. Understand Customer in 360°
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1. Understand Customer in 360°

CIXIZ 2 27 7Hss1% HI0|E{= Of2H2t 20| CFEHLILE,
ChoFSH GIOJEIS 473 ! 3441510 D20j C3t QIALO|ES SH51D O[HEE S & UALICH

Dataset Data Type example

From Owned Touchpoint

DHHE(0IZ, T4, MBS, 0|l S),

Ist Party AL AR TouchpointoiAl ZF & 3dt= PII* (Samsung Account,

Data THIHA|HE, CS S)2F Non-Pll (s.com, DMP &) H|0O|E s.com HHE7|E, TL0H0[2] Tl ALE =
2nd Party TAFH|ELA TIEEH 28 H SR/ 22 DtEL AR/ 2 Pll (TtEL{2| DB)2} From Business Partner
Data Non-Pli(EtEL12| s.com) HO|Ef HELAR] 12 B2, 827I%, 70 017 &

3rd Party From 3rd Provider

HIOIE SEXI25E F0gt HI0lE (= Non-Pll)

MAL EMFER 2L, Life Event, Demographic &

Data

* Pll : Personally Identifiable Information
* Source : CDM Framework & Toolkit, Marketing Science Group, GMC, Mar 2018
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2. Define Target Segment
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2. Define Target Segment
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2. Define Target Segment

Target Segment:= At 20N AttractivestX|, Fitetx
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2. Example : BESPOKE Refrigerator
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Ist quty Personal Information
Data
SEC Product Ownership
Behavioral
2nd Party
Data
Product Ownership
Life Event/Stage
3rd quty Tech Adoption
Data
Passion Point/Interest
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3. Identify Customer Needs across CEJ
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3. Identify Customer Needs across CEJ
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3. Identify Customer Needs across CEJ
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3. Example : BESPOKE Refrigerator
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3. Identify Customer Needs across CEJ
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3. Example : BESPOKE Refrigerator
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