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What is ‘'WHY’
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Why have you set theje/:A[Zeq))%=
from the customer perspective?

What is the implication of the [}{=HUR1?
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1. Analyze Business Context
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2. Set Objectives across CEJ
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3-1. Review Result in line with KPI
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3-2. Loop for Reflection
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1. Analyze Business Context
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WHY

1. Analyze Business Context
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Business Context ———— Analysis Business Opportunity

External What it looks like

» AH|XtEE 7128 2104 0{ ™0l [ Digital Footprint 2 S5 S&F * To penetrate new market, MZ22 H|Z0| M2 S Salf AHHH JtX| 2 M| AISH0] Al

= - NES 3ot HE
» AEHE S AT Q™AL AIEEE HE EHE R Vs S¢S TR0l
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nfetstar, 0|2 SFA7I= 71| HE
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WHY

1. Analyze Business Context

Business Contexts S5l Al 7|3|& W=3HCHH,
371318 A Mat2 (HA7]7] 2t OIS A Q12| ObjectiveE A& BiLILCE.

Business
Context

Business
Opportunity

Objective

Result Planning/Execution
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1. Example : BESPOKE Refrigerator
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WHY

2. Set Objectives across CEJ

30|14, O0l= CEJ THAEZ 08/ M8t &M, O X| 22 SZ =+ USLIN?
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2. Set Objectives across CEJ
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Customer Experience JourneyO|£t?

10| MF0 elE A7| Al MEE 0| = 0|8 W7HX|e] Zd HA|E 2|0|s}HH,
S0 ZtA 0 T2 Cold, Warm, Hot 12|11 Owner THA|2 L2 8L Lt (XIS LHE 2 Right Customer &11)
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2. Set Objectives across CEJ

H1

Ect 07IE Auelel =2S 12 10[ 0{F(CEJ)0 =t bl 2=t SfLICt.

Marketing Objective
/ 0l) Demand Generation2 &8t M| & TOH 2 CHS} \

Cold Warm Hot Owner

| | | |
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Objective QX &= &1L X 02 2ty SOt 3 A0f Fg
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2. Set Objectives across CEJ

CEJ 4|2 Sub Objectiveet &H &3

Cold

HE/A

Sub Objective

QI 21X &= &1L

O Search Volume Example

(Samsung, Flagship)

Performance
Index*

[0 Buzz (Volume, Pos./Neg. Sentiment)

[0 TRP (Target Rating Point)

* Source :
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0 QLR Example

(Qualified Landing Rate)
I #Shopper

TAL O X|Z E&3} - index Guidebook, Brand Strategy Group, GMC, July 2019

Marketing Objective

oHf 2CH 3|

0 %Sales Conversion

[0 SAQV (Average Order Value)
I Purchase Intention

O SSales

O %Premium Sales

Example

WHY

Max|E(Performance Index)s A& &L Ct.

Owner

0 22 Lock-In
0 %Repurchase Rate Example

[0 #Members MAU
(Monthly Active User)

O #Members Subscriber (Total,/New)



WHY

2. Example : BESPOKE Refrigerator
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Marketing Objective
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Performance
Index
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Next Step

Objectives £FUCHH, olofl wf2t O HTQAUS 7| =l5tn HYSHLICE
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Result

Planning/Execution
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(3R - Right Customer/Value/Touchpoint)
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WHY

3-1. Review Result in line with KPI

OPAIS) TQI0] ZT2, S T OfF NS SNYOM ZY A7t X|E0 OfF B
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WHY

3. What is ‘Result’

X=2RE = 0718 Anle] 7|=lat 2 o|= 2| Zuto]l CHoH &4 ZisH = AlCk.
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A 4

WHY = Objective

O Qe S

Planning/Execution

OIS 2Tl 7|8 W Al

(3R - Right Customer/Value/Touchpoint)
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WHY

HE g R&LCL

3-1. Review Result in line with KPI

OIS Ol BE 0| ZTt2, S Ho| HAloIM MU HHY
S0z FA RN OfF AEE FAXE BH HABUD,

O] 1FZ0IM =

: HAL 5L KPIS ZQI5Hs OIS 2 250 28
Marketing - °=T
performqnce |ndex (Mpl) PTO Purchase Intention Sales Conversion Retention
- Zt ERO  CE) 20| X= B X =
(= =]
s.com Offline Store Media Members
Y=L PN PSSR F=NUONE: PSR

Performance Index (PI)

#3} - Index Guidebook, Brand Strategy Group, GMC, July 2019

* Source : MAFOHA|S X| &
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3-2. Loop for Reflection
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3-2. Loop for Reflection

I

Lto] ﬂf’il% ?:. 1

Data of Final Review*

A2 HIO|E{2L QAAMOIES C
O] S=EIUCIL & = USLICH

WHY

IS #H212| Objective] A BL|Ct.

Loop for Reflection

Sales Performance Review Performance Review by Segments

[} Rm q‘-nmq (arrv
2% 18% 6%

TV Behavioral’ v v Y
100,961 100,911 32,576 6017 343

99% 1% &%
TV Owner . v
15014 15,005 4573

vioral Segment” is a key success factor for campaign

Sales Performance (Campaign vs. No Campaign):
348 vs. 130

Performance Review by CEJ Stage

Performance Review by €

0.03%
Sales Contribution 2%

Retargeting car pag s effective tow
feonsiderationjconversio

effective in RTB* based
should be increased,

Major figure e highe u
pgmma dplyh \pp

* Source : 2019 CE CDM Enabling Playbook, 2019 Sep, GMC Digital Marketing Platform Group
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Segment Send Deliver  Open Click Sales D
9%

val vs. Owner): 343 vs. 5
visisyied |
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3-2. Example : BESPOKE Refrigerator

BESPOKE '4E11 O[S AHuj|ele| &

OFAIE S0HAM SXet HI0IE S

Result
19.06.04 - 19.10.31

Loop for
Reflection
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End of Document

24 SAMSUNG MARKETING FRAMEWORK 2.0 Proprietary and confidential



