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'Right Touchpoint’ in SMF2.0
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Right Touchpoint
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What is 'Right Touchpoint'’

'Right Touchpoint'=
A ZH0j|H| Always-on ExperienceE H335}7| 2I5H
Z|® 9] TouchpointSE &gt &telst= dPE YLLL.
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What is ‘Always-on’

Alwqys-onom.

CEJ ™ tHA|0f| ZX Ctst Touchpointof A
NI XEHOE ASol= AS 2|0 L|C}.




Component of Right Touchpoint

124 3to] HEQI Touchpoint= Communicationz} Sales Touchpoint2 4 ELJLC}.

Sales Touchpoint

Channel Partner SiELE £5t 7t8 X oHf & A

Ex. Retailer.com, Pure Player &

Communication Touchpoint

Channel
Partner

Customer DUC AR &Iz miOH AL

Ex. s.com LH eStore

owned A7 AR5 E ™ Controldh= HA

Ex. s.com, 24! social A&, cS S
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Change in ‘Touchpoint’

CIX|E AlH2| Touchpoint= CEJ & 240 ZX5HH 01§ Sl +10f 0| % 2| Z-MX| H2|/24T + ASLICL

L =
A0 =... CIXEE 7tsoi Tl A
M= 10 AlE, LE21Q0 B8 54 Always-on Experience
XIZ 00 AFel 2Tkl THS 0 XIBsts THTHe| BE TouchpointS EHOZ B3I
ARE F3S FHOE D2 RI&XO2 D2 Tto| BAE HAE
A ol . . —
NEH M FYH S5/ &8 | ®MH C|X| Relationship &4
OIEHAIS E5F 7MY D7 MH AE0= s.com= Sofl =% El CHeFet 1124 O|0|E| 2t
12 Lix0| 2 3iots XIsE 28 37 QIMOIES 7|¥t0 2, BL HFE Ol ARLIA0|E 7Hs
2|5 ZaE M| K| E A =X 2tE et X E S
Aol 52 3 AUEN XE E5 Y 2 B} MAIZt 4T 22 Sl
HHQ ST AT 2t FES IR S 3174 RIS =0l |9l 2|3} THs
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How will you ensure [ARY7:\ §5e

experience to your customer?
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1. Design Always-on Experience

Et7l 1249 EM0)| SH= CEJ T2 Touchpoint= £910|11, 124017 Always-on A8 S HEs5t7| Qo o 2
Touchpoint=s AAIE AL 7}?

2. Create Key Message and Contents

U ZH0f| 7] ContentsZ MEE Key Message= CEJ HHAE = O B XFESISIRELII?

3. Measure the result and optimize 3R

CEJ A€ MR PI/PD = CHH| &N dit= O{[5tH, 0] Z1HE HIE O Z 3RS H{E/| 2[Xat & A= YLI7?
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1. Design Always-on Experience

EtZI 17240 EM0f| 9= CEJ ©|2 Touchpoint= 2910|311, T12401|7| Always-on Z&S HME5H7| s o Z 7|
Touchpoint=s AAIE AL 7}?

11 SAMSUNG MARKETING FRAMEWORK 2.0 Proprietary and confidential



1. Design Always-on Experience

Always-on Experience:= 1243t giate] el TOUCH pOint%
Of| A E] AJZHEILICE.

[=
=Og
_OIE
rir
N

SAMSUNG MARKETING FRAMEWORK 2.0 Proprietary and confidential



1. Design Always-on Experience

CEJ T8 2 Sub Objectiveet Target Customerg 112{5t11
117 O Ao 1ol MulE Edl £55t Lessons Learnedg 41510 Touchpointg 74 gLICt

Cold Warm Hot Owner
. . = /oy NEQE MY T 0 FE
Sub Objective ME/AH Q! AKX = &1 9 1174 74Al Sy} 9 gy Rt T0i 224 Lock-In

X
Target Customer Mass Audience Affinity Audience In-Market Audience In-Life Audience

Lessons Learned 4 OFA S Amele] 7|8l ¥ HlZ Soll =& E Data ¥ L Insight

Optimal Touchpoint Mix by CEJ
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1. Design Always-on Experience

ojul, CEJ THAIE 2
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A0 A 7

FtH0| 1 A& 0| 2 TouchpointE MEst= 20| ZLEHLICH
Cold Warm Hot Owner
Pad o ok Vit P » NOT
Video Dlsplay social Search Retailers.com EXHAUSTIVE
Ifb Review
Referral
Earned )
b f N = I S

Owned Display Social s.com Email/Push s.com On-device Members
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1. Design Always-on Experience

OIS A 010| TS 25t 517| QUSHM S SH0| LA| Chs TouchpointE Mix35t0] 124 Z§lS MAEL|CL,

Multi Touchpoint Mix for Reach

» C|XI= TouchpointQ EA40] M2t =E6l= Target Segment? Fragmented=|0f, § 512

TargetOl Z=5}7| Qi A= Multi Touchpoint Mix7t 2 &t

Total

Total Digital Reaich YouTube
o
53.4% T 22.3% Total Social
17.4%
Total s X
Display
2790 '
\‘\\ -\‘ .........
y ﬁ - JTotal oLy
F /. Only.”
/o 14.1%
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Cross Touchpoint Mix for Purchase

Cross TouchpointE Soll &A1 HIA|X|7} MHE|0 EngageEl DHS2| FI{FEHE0|
=2 Ao = LIEt

— K=]
o EE
N Emgalil é.?%
|
1 Touch PaidSearch 9% | ¢385/152.493

Point

Display
Social - Based on 9.7K purchases
- among 150k Email/Media clickers.
Email + Paid Search
Emgiil + Display
2 Touch Display + Paid Search 30872738
Points ’

Display + Social
Social + Paid Search

Email + Social
3 Touch J’ Display + Social + Paid Search

Points -] Emngiil + Display + Social



1. Design Always-on Experience

TouchpointES

0%, Z TouchpointtA 12 o A%

16

Cold

llustrative CEJ

to land at s.com

| Display |

s.com
Relevant
PDP

SAMSUNG MARKETING FRAMEWORK 2.0

Proprietary and confidential

CEJ 2 TH|0j B X|5}01 241t Always-on 22 &
A= ob7| =X| YZolf SLICK

Warm
r--=-=-=-=--= |
] 1
v !
"E-mail | :
~Push | N
s.com
Purchase
> Page
ey N
|
1
ZN :
1

SetLCt,
Hot
v |
"E-mail R
~Push 1
s.com
N B4
"Display
_J’
x |

owner
r--=-=-=-=--= |
v !
"E-mail | :
~Push | N
s.com
. [IRepurchas
7 e
ooy N
|
!
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1. Example : BESPOKE Refrigerator

0| E £0{ s.com0f &HEst Warm &HA| 9]

T1ZH0| o|.71| =] 7452 M7}

ol L|Ct.
CEJ £ ©HA|0]| ZX x|t 2= Touchpoint0A 11

(= — =)
g1

Touchpoint Design- Warm

2{5lH Always-on Experience C|XIQ1S HAEL|LL.

Search
AY | /s
QU

Offline popup store

(_?_“ CIE X |:I-)

New Media
HEE)

Video

g !

Review
(x-” HS 7|)
i YVVY-

o

Social
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s.comof| A
BESPOKE= X glol| H L,

Liei Al 3 3= 2020 BESPOKE 331 E B




2. Create Key Message and Contents

U ZH0f| 7] ContentsZ MEE Key Message= CEJ HHAE = O B XFESISIRELII?
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2. Create Key Message and Contents

Multi Touchpoint Mix& &38ll Always-on Experience& &4t F,

Key Message & Contentsz

Differentiated ValueE MEHgtL|LC}.

SAMSUNG MARKETING FRAMEWORK 2.0 Proprietary and confidential



2. Create Key Message and Contents

Key Messaget ali'g Touchpointg Sall EEIUE U Right Value?t SCHEHE =

CEJ Stage

Trigger

QUEE MOHEHL|LE,

Point

Generic messages

DOl M S QLT
Key message H|Z QIX| T2 =0|7| 95t
M A| K| H 25104
12Ho| 50| Qut

Differentiated
Value
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Benefit messages

Zf Target Segment EE
NeedsOll %= %
I11|/‘|7(|E 11 M =510

TLOH ol X1

Product Value == Non-Product Value

Promotion messages In-Life messages

THE Ag dst7| 2l HZol M8 Zo= gefotil

X|2F, Trade-in ¥ Z2HH X|&HOl QUiZA FME2 Qe

o HAIX| ™E510]
ZOHOAHEE =7

HAIX|S Hsio
UEE Y RYE| H1



2. Create Key Message and Contents

ZH Ot i

CEJ T8 2 =&5t Key Message= Target Customer?} Touchpoint?| £-40j [z}
aC

A =S

Cold

Generic

generating
customer’s attention

Key message

TVOI| 2t 2 ot HIAIK

Looking for justrignt -
TV for your firsthome?
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ontents= X|%t5t0] F =5} OF gfLILCH.

Warm

Benefit

target segment’s interest
based

Target Segment U= H|A|X]|
(AZE=T, A O0|H)

Hot

Promotion

inducement
of purchase

b &5l B, A2 E S Sol
TV E R E5H=s HIAIX]

SAMSUNG

—

Buy Samsung's Super Big TV
Free shipping and Installation

BUY NOW

Owner

In-life

showing a comprehensive
guide




3. Measure the result and optimize 3R

CEJ A€ MR PI/PD = CHH| &N dit= O{[5tH, 0] Z1HE HIE O Z 3RS H{E/| 2[Xat & A= YLI7?
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3. Measure the result and optimize 3R

OIS AH QIS A5= 2 TouchpointoA| 1749 f% TOi 0|22t Z2 Datag +HELICL.
Datag &3l CEJ HAHIEE £~& = Sub Objective?
Performance IndexE AlA|ZIS 2 %’gﬁﬁ' =20} H| W ™IerL| L},
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3. Measure the result and optimize 3R

I=|:| mlm

£0{ A/B Test2 JE7t da(El2l vs. 2EE or &X vs. 2t7{)E H|W3}7| =
s <k

Ol
= H| 23§ HAIZte 2 &0I8t7{Lt Touchpoint'® Cost Efficiency &

A/BHAE A2t Zitvs S H H|W

« B} O vs. 2EE OS7H MT}H|R = HAIZICE AH[QIo] Zije} S2E H WY}
- BRI O AIZE HTQl e M
ol = o — Ch Under exposed Over exposed Under exposed
- Ydt J& :Generic ZEIX/HAIX| MY | . .
Sports — Persondlized Content \e
p\e E$0m9
e 95% Gamer — Persondilized Content
ZHE|OI m—
ey | & \V\@« x\"@ ,@"@ o & qg),v‘?‘ ,an* & \b,\w »tf\w %Q,w
Generic Content Planned impressions Actual impressions
= S| AHQl vs. 2t HAUTE AH QI HW = HA|ZI2 2 Touchpoint ‘& Cost Efficiency H|x
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3. Measure the result and optimize 3R
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Target Customerd| T&

\S

orP
2 Performance

Target
Customer
A

- Focus on Target Customer A

Touchpoint Mix2|
HIES =F
\e
505 exO™° 80%
g‘%@ Touchpoint 3%@ Touchpoint
A Review A

50%

(PI/PD) 20%

FaoH 2

Target Customer Touchpoint Persondadlized Value & Message

Key Valuegt HA[X| & +F

[ap]=
Under
-performing

Modify message
Modification IE—iF—
/Exception ||: I [mB]=

____l
Messadae/ T EESD
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minor errors L = :
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X|Z7X| SMF2.0 CheckKlistE W2t CIX| S A|CHo| SAL OIS W2
A& Sofl 0] 18 S et O &[R O EZASLICE
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SMF2.0 Checklist

1) Analyze
Business Context

2) Set Objectives
across CEJ

1) Understand
Customers in 360°

2) Define
Target Segment

3-2) Loop for

3) Identify Customer Needs
Reflection

across CEJ

Right Customer
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Right Value

jo

1) Define
Differentiated Value

2) Persondalize

Differentiated Value
across CEJ

3) Align with Brand Value

1) Design
Always-on Experience

2) Create Key Message and
Contents

3) Measure the Result and
Optimize 3R (Right
Customer/Value/Touchpoint)

Right Touchpoint

3-1) Review Result in
line with KPI




End of Document
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