SAMSUNG

SMF2.0

Samsung way of marketing in digital everything era

Samsung Marketing Academy
GMC



Table of Content

Proprietary and confidentia

1.

Introduction

WHY

Right Customer

Right Value

Right Touchpoint



Right Value

SAMSUNG MARKETING FRAMEWORK 2.0 Proprietary and confidential




'Right Value’ in SMF2.0

SAMSUNG MARKETING FRAMEWORK 2.0

Right Value

Non
Product
Value

Product
Value

Brand Value

4 SAMSUNG MARKETING FRAMEWORK 2.0 Proprietary and confidential



What is 'Right Value’
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Component of Right Value
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Change in ‘'Value'’
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What is P EEEEN 0\ eland
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1. Define Differentiated Value

OHAY Ao QIo N A5 0K} 5= Differentiated Value= XL 7t?

2. Personalize Differentiated Value across CEJ

Differentiated ValueE HIE 2 2 Target Customer?| L|=0i| 53 7HQ1%} 5t At SH= 34 Value= S L 71?

3. Align with Brand Value
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1. Define Differentiated Value
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1. Define Differentiated Value
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1. Define Differentiated Value

Product Value= XNE2| FeaturelA 1Z40| 7= Functional/Emotional Benefite 2 = =§HL|LC}.

T TR

*"What customers want”

Definition "What the product has”
(What they will pay money for)

Example
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1. Define Differentiated Value
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1. Define Differentiated Value

Non-Product Value?| S8 Ct21 ZoMH,
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1. Define Differentiated Value
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1. Define Differentiated Value
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1. Define Differentiated Value
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2. Personalize Differentiated Value across CEJ
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2. Personalize Differentiated Value across CEJ

orM At & A X Differentiated Value=
CIYst Product Value?t Non-Product ValueE Z&510{ &8 = USL|C}.
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2. Personalize Differentiated Value across CEJ

Differentiated Valueg 12 ¥ &80 2 X|Z5}2™
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2. Personalize Differentiated Value across CEJ

CEJ ttA|H 2 Differentiated Value£ Persondlize sll& AILt.
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2. Example : BESPOKE Refrigerator
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2. Example : BESPOKE Refrigerator
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2. Example : BESPOKE Refrigerator
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2. Example : BESPOKE Refrigerator
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BESPOKE Differentiated Value
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3. Align with Brand Value

OIS Q!

fjo

Soff M5t 0Xt 5h= Values ZAFBrand Value?t Alignz|of AU&EL|71?

26 SAMSUNG MARKETING FRAMEWORK 2.0 Proprietary and confidential



3. Align with Brand Value

X|27x| Helst Differentiated Value?t Brand Valuegt € X|5t=X| &0l giL|C.,

Brand Purpose

Samsung was founded with a purpose
of creating

products that benefit mankind.

We exist to create human-driven innovations
that defy barriers to progress.

We keep pushing boundaries no matter

We strive to create products, services and

what. Complacency is the enemy of technology that inspire human progress and

progress. contributes to a better society in a meaningful way.

* Source : Samsung Brand Playbook, Mar 2020, GMC Brand Strategy Group
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3. Align with Brand Value

OlAI¥ 22, Brand Building Block0i| #85tl= ZEE Sl
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* Source : Samsung Brand Playbook, Mar 2020, GMC Brand Strategy Group
28 SAMSUNG MARKETING FRAMEWORK 2.0 Proprietary and confidential



End of Document
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