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The "Right Value” in the SMF2.0
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What is the "Right Value”?

The "right value” involves the process of
personalizing value that is to be delivered
to meet the needs of customers.
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Elements of the "Right Value”

The right value is composed of product values and non-product values, and is delivered to
customers along with our brand value.

Benefits and experiences other

than the product that is to be
The intrinsic value of the product ' Product Non- delivered to target customers
that is to be delivered to target customers " Value Product ° . y . .
Value e.g. purchase benefits, additional services (cleaning
e.g. product features, price, design services), warranties
Brand Value

|
Our brand story that we wish to convey by communicating

with customers

e.g. human experience, defiant optimism
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.
Changes In Values

The digital era enables us to meet diverse customer needs by delivering consistent brand values
across multiple touchpoints and providing personalized product and non-product values.

In the past In the digital era
Repeated exposure of the same message Personalized benefits
We repeatedly exposed the identical product value We provide differentiated product values according to different needs/tastes/interests
to the mass audience of customers
Focus on product value Combination of product & non-product values
We appealed to the target audience with a focus on the original value of the We deliver not only the intrinsic value of the product, but also functional and
product, such as the its excellence and differentiation. emotional values such as additional benefits and user-friendliness

One-way brand storytelling

We had a one-way communication to deliver a standardized form and brand story
through traditional media

Communication that creates chemistry with customers

We form a connection with potential customers
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Right
Value

&

1. Define differentiated value

What is the differentiated value with which we want to appeal to customers in our marketing campaigns?

2. Personalize differentiated values across the CEJ

What is the core value that should be personalized to meet our target customers' needs based on the
differentiated value?

3. Align with the brand value

Is that value aligned with our brand value?
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Right
Value
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1. Define differentiated value

What is the differentiated value with which we want to appeal to customers in our marketing campaigns?
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1. Define differentiated value

The "differentiated value” we wish to appeal to our target
audience through our marketing campaign can be developed by the
combination of product values and non-product values.
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1. Define differentiated value

Product value can be developed from the functional/emotional benefits offered by the features of
a product.

T T

What the customers want

Definition What the product has
(What they will pay money for)
Example = 17kg capacity to dry large amounts of laundry

= 9 sensors to detect inside temperature and humidity " Optimal dryer cycle to save energy and time

= 9 sensors to detect and minimize fabric damage when drying

= Personalized Al recommendation that makes you think: “The
more | use it, the more it feels like mine”

= Al-recommended customized cycles

T

= The feeling of confidence coming from knowing that Al will
automatically recommend the best cycle for today’s weather
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1. Define differentiated value

However, the diversification of customer needs and intensified market

competition highlights the Importance of using hon-product

values as a tool to reinforce differentiated value.
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1. Define differentiated value

Differentiated value can be developed by a creating synergy with the combination of hon-product
values and the afore-mentioned product values. Types of nhon-product value are as follows:

A. Non-product value that enhances product value

B. Non-product value that accelerates customer conversion

C. Non-product value that strengthens customer lock-in
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1. Define differentiated value

A. Non-product value that enhances product value

A 0fl0jH Clean Z2HE
» Benefits that increase a product’s use value, such as Samsung Pay and air [H 'E_’l'?_! E’ =l k" ol . <
conditioner cleaning solutions . M'.l_ o | E e 0 | He B o I
» Experience that generates interest in a product through direct and R . e
indirect experiences such as exhibitions and product-related classes B B SR A0 251 A Ot LpAI2!

*7|2t:202014 78139 ~ 20204 72 31Y
= Benefits that enhance a product’s value such as limited editions and

customization %‘{"
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1. Define differentiated value

-

B. Non-product value that accelerates customer conversion

3%

» Benefits offered in addition to a product, such as gifts and optional st
services . EEE _
st 6,080,000%
» Benefits that reduce the initial purchase cost, such as discount coupons, 190,000
payment plans, and delivery services 300,000
rantAg 129,000
summer Festagaze  200,0002
e 300,000
Galaxy
Bl 100,000
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1. Define differentiated value

A= EAEE H 3A ol
Q ROIE, SR 0, SFI7|X| St & SFOMIES SRI|3Y FH0{7| =M E2l=

C. Non-product value that strengthens customer lock-in

= Benefits that solve any inconveniences arising from the use of a product,

c ‘ (o
such as customer support and warranties !_ e v i
"I | [ r+
= Benefits other than the product’s use value that customers can utilize olE OIAMEOIE  Sawdd  SSANMEA  SSOME o s
when purchasing other products, such as membership rewards points £E1)3Y
» Benefits provided exclusively to product owners through membership
services
A48 27| 48] 7] e 271 a7 A4 7] A3 27| 48] £7]
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Right
Value

2. Personalize differentiated values across the CEJ

What is the core value that should be personalized to meet our target customers' needs based on the
differentiated value?
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2. Persondlize differentiated values across the CEJ

As examined earlier, differentiated value can be developed
by combining various product values and non-product values.

Now, let's look at how we can
customize this differentiated value for each customer.
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2. Personalize differentiated values across the CEJ

Our differentiated value must fulfill the trigger points within its respective CEJ stage to provide
differentiated values that are customized to each customer.

Factors that move customers to the next stage of
CEJ

{ Trigger Points }

"Personalization”

The process of fulfilling trigger
Differentiated Value points through differentiated value

Marketing selling points consisting of a combination
of product value and non-product value
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2. Persondlize differentiated values across the CEJ

Let's personalize differentiated values for each CEJ stage.

CEJ Stage

Trigger Point

Differentiated Value

Product
Value

Non-Product
Value
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Cold

Warm

Hot

owner

Feel interest

Personalization

Relate to USP

Personalization

Confirm purchase decision

Personalization

Feel satisfied with
product experience

Personalization

Intrinsic product value that appeals
to the mass audience

Direct/indirect experiences that
generate interest

Specific product value tailored to
the target segment

Services and benefits that enhance
product value

Powerful product value that drives
purchase decisions

Services and benefits that
accelerate conversion

Differentiated utility experienced
while using a product

Services and benefits that solidify
lock-in
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2. Example: The BESPOKE Refrigerator

Right
Value

To move customers from the "cold" to "warm" stage, we should develop differentiated values that
attract their interest.

22

—Differentiated value of BESPOKE
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Non-product value
‘YouTuber content’

Product value
‘Customizable appliances’

Customers can choose the color and
type of refrigerator they want

The content featured a surprise event to
remodel a newlywed’s’ kitchen with a
BESPOKE refrigerator without the husband
knowing it.

- Just one customer was selected for this
special event.
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Cold

Warm

Feel interest

Customers recognized that BESPOKE is a newly-
launched customizable refrigerator

Personalization




2. Example: The BESPOKE Refrigerator

Right
Value

To move the customers from the "warm" to "hot" stage, we should emphasize the USP to which

edach customer can relate.
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Non-product value
‘Pop-up stores’
The product was displayed in locations where

customers actually visit rather than sets,
considering the target customers and their lifestyles.

‘Wedding prep classes and
arties’

We opened wedding prep classes and parties for
newlyweds to offer hands-on experience of
BESPOKE refrigerators.

—Differentiated Value of BESPOKE

Product value
"16 colors x 10 types’

The product is recommended
differently for each segment; it comes
in various combinations of colors and
types
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Warm

Hot

Relate to USP

Customers respond to BESPOKE as a customizable home
appliance that is perfect for a newlywed’s home and can reflect

individual tastes

Personalization




2. Example: The BESPOKE Refrigerator

Right
Value

To move the customers from the "hot" stage to "owner" stage, we should provide values that lead
to strong purchase decisions.
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o 2E 18
DEHTIA™

Non-product value
‘Customized goods'

Accessories and goods for the kitchen
interior, such as Kienho tiles, were offered.

‘Discount codes’

—Differentiated Value of BESPOKE

Product value
‘Utility of customizable home

appliances’

Customers can use the product’s
functions according to their tastes, such
as a Kimchi refrigerator, or wine
refrigerator.
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Hot

owner

Confirm purchase decision

Customers decide to purchase the product as they can
enjoy major benefits if they purchase on s.com

Personalization




2. Example: The BESPOKE Refrigerator

Right
Value

To maximize lifetime value for customers in the "owner" stage, we should offering satisfactory
product experiences and encourage them to move on to the CEJ of other products.
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—Differentiated Value of BESPOKE

Non-product value
‘Additional benefits/affiliate
program rewards’

Shoffers* can earn additional benefits (gift

certificates) based on their activity scores.

There is a Wedding Book Review Event through
which customers can earn Affiliate Points as well.

Product value
‘Experiential Value'

When using BESPOKE, customers can
experience utility differentiated in
both design and function.

BESPOKE
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* Shoffer: s.com’s product testing group who shops, shows, and offers a product
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owner

_________________________________

Feel satisfied with product experience

Customers share their experience and recommend the
product to others

Personalization




Right
Value

3. Align with the brand value

Is that value aligned with our brand value?
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3. Align with the brand value

We make sure these differentiated values match our brand value.

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 the brand value

For example, we can check whether the differentiated value we want to convey is in line with our
brand value, by asking and answering questions that are relevant to our brand building blocks.

SEC’s Brand Building Blocks*

Can our value deliver meaningful experiences to people’s daily lives from the customer’s

Human Experience .
perspective?

Defiant Optimism Does our value provide opportunities for a better life by solving your customer’s problems?

Progressive Innovation Does our value drive innovation that gradually improves the lives of our customers?

Integrity & Transparency Is our value honest?

Social Betterment Does our values embody efforts to create a better society for a sustainable future?

* Source : Samsung Brand Playbook, Mar 2020, GMC Brand Strategy Group
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End of Document
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