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Samsung way of marketing in digital everything era
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Right Touchpoint
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‘Right Touchpoint’ in SMF2.0

SAMSUNG MARKETING FRAMEWORK 2.0

WHY

RESULT

Right Value Right Touchpoint

Product
Value

Non
Product

Value

Brand Value

Right Customer

Cold

Warm

Hot

Owner
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What is ‘Right Touchpoint’

‘Right Touchpoint’
Always-on Experience

Touchpoint .

WHY Right
Customer

Right
Value

Right
Touchpoint
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What is ‘Always-on’
WHY Right

Customer
Right
Value

Right
Touchpoint

Always-on ,

CEJ Touchpoint
.
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Component of Right Touchpoint
WHY Right

Customer
Right
Value

Right
Touchpoint

Touchpoint Communication Sales Touchpoint .

Paid Channel
Partner

Owned

Earned

DtC

Customer

Communication Touchpoint Sales Touchpoint

Paid
Ex. , TV, , 

Owned Control

Ex. s.com, social , CS 

Earned
Ex. , , SNS Buzz 

Channel Partner 
Ex. Retailer.com, Pure Player 

DtC
Ex. s.com eStore
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Change in ‘Touchpoint’
WHY Right

Customer
Right
Value

Right
Touchpoint

Touchpoint CEJ / .

…

Always-on Experience
Touchpoint

Relationship 
s.com

, 
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How will you ensure ALWAYS-ON 
experience to your customer?

WHY Right
Customer

Right
Value

Right
Touchpoint
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3. Measure the result and optimize 3R

CEJ PI/PD , 3R ?

1. Design Always-on Experience

CEJ Touchpoint , Always-on
Touchpoint ?

2. Create Key Message and Contents 

Contents Key Message CEJ ?

WHY Right
Customer

Right
Value

Right
Touchpoint
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3. Measure the result and optimize 3R

CEJ PI/PD , 3R ?

1. Design Always-on Experience

CEJ Touchpoint , Always-on
Touchpoint ?

2. Create Key Message and Contents 

Contents Key Message CEJ ?

WHY Right
Customer

Right
Value

Right
Touchpoint
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1. Design Always-on Experience

Always-on Experience Touchpoint
. 

WHY Right
Customer

Right
Value

Right
Touchpoint
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1. Design Always-on Experience

CEJ Sub Objective Target Customer
Lessons Learned Touchpoint .

WHY Right
Customer

Right
Value

Right
Touchpoint

CEJ Stage Cold Warm Hot Owner

Sub Objective / Lock-In

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

Optimal Touchpoint Mix by CEJ

Lessons Learned Data Insight

x

x
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1. Design Always-on Experience

, CEJ Touchpoint . 

WHY Right
Customer

Right
Value

Right
Touchpoint

CEJ Stage Cold Warm Hot Owner

Paid

Owned

Earned

Display Social

Email/Push

Search

s.com On-device

Retailers.com

s.comSocial

Video

Display Members

Review
Referral

Touch
point

NOT 
EXHAUSTIVE
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1. Design Always-on Experience
WHY Right

Customer
Right
Value

Right
Touchpoint

Touchpoint Mix .

Multi Touchpoint Mix for Reach Cross Touchpoint Mix for Purchase

▪ Touchpoint Target Segment Fragmented , 

Target Multi Touchpoint Mix

▪ Cross Touchpoint Engage
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1. Design Always-on Experience
WHY Right

Customer
Right
Value

Right
Touchpoint

Touchpoint CEJ Always-on .
, Touchpoint .

CEJ Stage Cold Warm Hot Owner

Touchpoint
Orchestration Display

Social
Video

Display
Social

Push
E-mail

Display
Social

Push
E-mail

Display
Social
Video

Push
E-mail

Illustrative CEJ
to land at s.com
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OwnerHotWarmCold

New Media
( )

Video

Social

Offline popup store 
( )

Search

s.com
PDP

s.com
E-store

Review
( )

S.Com
Hub 

page

New Media
( )

Review
( )

eDM/Push

Review
( )

1. Example : BESPOKE Refrigerator

s.com Warm .
CEJ Touchpoint Always-on Experience .

Touchpoint Design- Warm

s.com
BESPOKE .

? 

!”

WHY Right
Customer

Right
Value

Right
Touchpoint
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3. Measure the result and optimize 3R

CEJ PI/PD , 3R ?

1. Design Always-on Experience

CEJ Touchpoint , Always-on
Touchpoint ?

2. Create Key Message and Contents 

Contents Key Message CEJ ?

WHY Right
Customer

Right
Value

Right
Touchpoint
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2. Create Key Message and Contents

Multi Touchpoint Mix Always-on Experience ,

Key Message & Contents
Differentiated Value .

WHY Right
Customer

Right
Value

Right
Touchpoint
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2. Create Key Message and Contents

Key Message Touchpoint Right Value .

WHY Right
Customer

Right
Value

Right
Touchpoint

Key message
Target Segment

Needs , Trade-in

CEJ Stage Cold Warm Hot Owner

Trigger
Point “ ”“ ”“ ” “USP ”

Differentiated
Value Product Value      Non-Product Value
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2. Create Key Message and Contents

CEJ Key Message Target Customer Touchpoint
Contents .

WHY Right
Customer

Right
Value

Right
Touchpoint

CEJ Stage Cold Warm Hot Owner

Key message

Example
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3. Measure the result and optimize 3R

CEJ PI/PD , 3R ?

1. Design Always-on Experience

CEJ Touchpoint , Always-on
Touchpoint ?

2. Create Key Message Contents 

Contents Key Message CEJ ?

WHY Right
Customer

Right
Value

Right
Touchpoint
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3. Measure the result and optimize 3R
WHY Right

Customer
Right
Value

Right
Touchpoint

Touchpoint , Data . 

Data CEJ Sub Objective
Performance Index .
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3. Measure the result and optimize 3R
WHY Right

Customer
Right
Value

Right
Touchpoint

A/B Test ( vs. or vs. ) ,
Touchpoint Cost Efficiency . 

95%

5%

Gamer

Sports

…

Baseline

Personalized Content

Personalized Content

…

Generic Content

A/B vs

▪ vs. 
- : 
- : Generic /

▪ vs. ▪ Touchpoint Cost Efficiency 

▪

Planned impressions Actual impressions
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3. Measure the result and optimize 3R
WHY Right

Customer
Right
Value

Right
Touchpoint

Target Customer, Touchpoint Personalized Value & Key Message
.

Target Customer Key Value
Touchpoint Mix

Target 
Customer

A

Target 
Customer

B

Performance

→ Focus on Target Customer A Under
-performing 

Exclusion

Modify message

︙

50%

︙

80%
Touchpoint

A

Touchpoint
B

50%

Touchpoint
A

Touchpoint
B

20%
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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


