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WHY
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‘WHY’ in SMF2.0

SAMSUNG MARKETING FRAMEWORK 2.0
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What is ‘WHY’

WHY = Objective

Result Planning/Execution

(3R - Right Customer/Value/Touchpoint)

WHY Objective , Reflection .

WHY Right
Customer

Right
Value

Right
Touchpoint
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Why have you set the OBJECTIVE
from the customer perspective?

What is the implication of the RESULT?

WHY Right
Customer

Right
Value

Right
Touchpoint



Proprietary and confidential7 SAMSUNG MARKETING FRAMEWORK 2.0

3-1. Review Result in line with KPI

, ?

1. Analyze Business Context

/ Business Context ?

2. Set Objectives across CEJ

, CEJ  , ?
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3-2. Loop for Reflection
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1. Analyze Business Context
WHY Right

Customer
Right
Value

Right
Touchpoint

,
Business Context . 

Business Context

▪ , Digital Footprint 

▪ , , 

External

▪ , , USP 

▪ Global , , , M/S 

Internal

Business Opportunity

• To penetrate new market, 

• To strengthen market leadership, 

• To identify unseen opportunities, 

/ , 

• To meet unmet needs, Digital

, 

• ...

What it looks like

Analysis



Proprietary and confidential10 SAMSUNG MARKETING FRAMEWORK 2.0

Objective

Result Planning/Execution

1. Analyze Business Context
WHY Right

Customer
Right
Value
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Touchpoint

Business
Context

Business
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Business Context , 
Objective . 
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1. Example : BESPOKE Refrigerator
WHY Right

Customer
Right
Value

Right
Touchpoint

BESPOKE , Context
.

Objective

Hub /

External
•

(Ex – , , )

• (18 3 2.7 )

•

Internal
• BESPOKE 

• (BTO) 

‘ ’ SCM 

• Targeting

•

•

Business
Context

Business
Opportunity
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3-1. Review Result in line with KPI
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2. Set Objectives across CEJ
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2. Set Objectives across CEJ
WHY Right

Customer
Right
Value

Right
Touchpoint

, . 

(CEJ) Sub Objective . 

Customer Experience Journey ?

Cold, Warm, Hot Owner
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2. Set Objectives across CEJ
WHY Right

Customer
Right
Value

Right
Touchpoint

(CEJ) .

CEJ

Stage
Cold Warm Hot Owner

Sub
Objective

) Demand Generation

Marketing Objective
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2. Set Objectives across CEJ
WHY Right

Customer
Right
Value

Right
Touchpoint

CEJ Sub Objective (Performance Index) . 

CEJ

Stage
Cold Warm Hot Owner

) Demand Generation

Marketing Objective

Sub Objective

Performance 
Index*

 Search Volume
(Samsung, Flagship)

 Buzz (Volume, Pos./Neg. Sentiment)

 TRP (Target Rating Point)

 QLR
(Qualified Landing Rate)

 #Shopper

 %Sales Conversion

 $AOV (Average Order Value)

 Purchase Intention

 $Sales

 %Premium Sales

 %Repurchase Rate

 #Members MAU 
(Monthly Active User)

 #Members Subscriber (Total,/New)

Example Example Example Example

* Source : – index Guidebook, Brand Strategy Group, GMC, July 2019
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2. Example : BESPOKE Refrigerator 
WHY Right

Customer
Right
Value

Right
Touchpoint

BESPOKE 
CEJ Sub Objective .

CEJ

Stage
Cold Warm Hot Owner

Sub Objective

Performance 
Index

 
 

Marketing Objective
Hub /
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Next Step

Objective , .
3R (Right Customer/Value/Touchpoint) . 

WHY Right
Customer

Right
Value

Right
Touchpoint

WHY = Objective

Result Planning/Execution

(3R - Right Customer/Value/Touchpoint)
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3-1. Review Result in line with KPI
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3. What is ‘Result’

. 

WHY Right
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Right
Value

Right
Touchpoint

WHY = Objective

Result Planning/Execution

(3R - Right Customer/Value/Touchpoint)
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, M/S, , , PTO

s.com Offline Store Media Members …

3-1. Review Result in line with KPI

, .
.

WHY Right
Customer

Right
Value

Right
Touchpoint

* Source : – Index Guidebook, Brand Strategy Group, GMC, July 2019

KPI

PTO Purchase Intention Sales Conversion Retention

Marketing 
Performance Index (MPI)

Performance Index (PI)
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3-1. Review Result in line with KPI
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3-2. Loop for Reflection
WHY Right

Customer
Right
Value

Right
Touchpoint

Objective .
.

* Source : 2019 CE CDM Enabling Playbook, 2019 Sep, GMC Digital Marketing Platform Group

Loop for ReflectionData of Final Review*



CEJ Performance Index , KPI .



, / .



Objective Lessons Learned .
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3-2. Example : BESPOKE Refrigerator
WHY Right

Customer
Right
Value

Right
Touchpoint

BESPOKE 
Lesson Learned .

Loop for 
Reflection

Result
19.06.04 - 19.10.31

▪

→

▪

→

▪

→

▪

→
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End of Document


