
Welcome to the inaugural issue of the bi-monthly Brand Ambassador newsletter, Discover.  
I’m so pleased to have a publication dedicated to our Brand Ambassadors and all of the 
extraordinary work you do on behalf of the Samsung brand.  

 

Because of your efforts and dedication, we’ve been able to successfully launch the Brand 
Ideal – Accelerating Discoveries and Possibilities – in more than 70 countries and engage 
more than 75,000 employees. Our Brand Ideal is at the heart of everything we do and defines 
our drive and purpose. As I write this welcome message, additional countries continue to 
express interest in embracing the Brand Ideal in their region.  

 

In 2013, we’ll look to you to continue this momentum by supporting brand activities and 
modeling behaviors that embody our brand. And we hope that you will encourage your fellow 
coworkers to participate in these activities and live the brand every day, as well.  

 

As you’ll see in the following pages, incredible work has be done around the globe by our 
Brand Ambassadors. Please continue to share your experiences throughout our 2013 journey 
so we can learn from your achievements and insights. 

 

I’m energized and inspired by the momentum we’ve created thus far – it truly is a testament to 
your hard work. Enjoy Discover and know that you have my support and admiration. 

 

Sincerely, 

 

Sue Shim 

CMO, Samsung Electronics 

WELCOME 

A special message 

from Sue Shim 



AMBASSADOR SPOTLIGHT 

K. Nath  L. D’Abramo 



Tell us about what you do in your role at Samsung.  

I work on the new product development team in the 

Network Division, and I am currently working on 

technologies like LTE and WCDMA. 

 

What is one thing (e.g. a hobby or talent) that your 

colleagues may not know about you?  

I used to play Rock Guitar in a band, back in India.   

   

Why did you become a Brand Ambassador?  

I truly believe in the Samsung Brand and I have 

been passionate about it long before the Brand 

Ambassador program was introduced. When the 

opportunity came to serve as a Brand Ambassador,  

I considered it an honor to inspire and educate my 

colleagues and friends about the brand through a more 

official channel. 

 

What do you think it means to be a top-5  

global brand?  

To be a top-5 Global Brand shows the world that we 

are the best among the top-loved brands in this world. 

We need to care for the society to reach that 

prestigious spot.  

  

What changes have you seen in your office since 

the official launch of Samsung’s new Brand Ideal?  

I have seen people noticing the activities and projects 

we have done. As Brand Ambassadors we have 

attracted keen interests from employees near and far. 

The sense of brand pride seems to have taken an 

uphill slope and that’s something exciting to see as a 

Brand Ambassador. 

  

What do you think Discovery Starts Here means to 

your colleagues?  

I believe that each of my colleagues must feel a sense 

of pride and truly believe that change comes from 

within, that Discovery starts right in their work place, 

starting with them. 

 

Email Kiran at kiran.nath@samsung.com 
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Brand Ambassador 

Suwon, Korea 
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Tell us about what you do in your role at Samsung.  

I work on the Corporate Marketing team in  

the Integrated Marketing Communications area. My 

role is exciting, as it covers media and promotions 

management, sponsorships, corporate social 

responsibility and branding.  

 

What is one word you would use to  

describe Samsung?  

Change. From the moment I joined the company I 

have seen how Samsung adapts fast to new trends, 

new environments and new consumer needs.  

 

What does ‘Accelerating Discoveries and 

Possibilities’ mean to you?       

The new brand identity provided me with an 

opportunity to inspire employees and consumers. It 

puts the brand's essence into words and makes it 

tangible. It gives people the means to live the brand 

and make it real. 

 

How have you applied the Brand Ideal to your  

work life?  

The Brand Ideal gave us the boost to integrate more 

creativity, freshness and consistency into our everyday 

tasks. We have been communicating the Brand Ideal  

 

 

 

 

 

to the different divisions in order to have strong brand 

awareness regardless the product. 

 

What do you think it means to be a top-5  

global brand? 

Being a top-5 global brand means becoming a brand 

that people talk about, love and aspire to use. It also 

means being part of people´s everyday lives, by 

helping them improve themselves and achieve their 

own potential.  

 

What excites you most about being a part  

of Samsung?   

Interacting with different cultures and work styles is 

what I like the most about being part of Samsung. 

During my time in Korea I had the opportunity to be 

immersed in the Korean culture, as well as meet 

colleagues from all over the world. Being part of a 

global company that moves at such a fast pace gives 

me the opportunity to experience change and 

innovation first hand. I have learned that, at  Samsung, 

there is nothing complicated enough to be impossible. 

There is always a way to make things happen. 

 

Email Luciana at l.dabramo@samsung.com 
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Buenos Aires, Argentina 

Meet Luciana  

D’Abramo 

Brand Ambassador 
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BEST PRACTICES 

SEI Vision Day Activity SEF Brand Masterclass  



In January, SEI and SEB employees were treated to 

Vision Days – two unforgettable office events that 

ushered in the new Samsung Brand Ideal. 

 

In Italy, a Vision Day creative exercise brought more 

than 500 employees together into 34 teams to create 

artwork reflective of the brand identity.  

 

As artistic tutors moved throughout the SEI groups to 

help keep the creative juices flowing and the Brand 

Ideal top of mind, employees transformed empty 

canvases into vibrant pieces of art.        

 

In the Baltics, teamwork took center court, too, as  

130 SEB employees were split into teams and  

asked to discover the importance of aligned strategy 

and teamwork by playing and scoring basketball 

penalty shots. 

 

Following the team games, a special guest lecturer 

and branding expert led SEB employees in an exercise 

to discover innovation through creativity.   

 

Brand Manager and Ambassador Elina Liepina 

coordinated the SEB activities. The event goal was to  

demonstrate the importance of a strong brand in a 

unique and inspiring way.  

 

“To come up with the unusual out-of-the box ideas for 

the event we had an internal creative brainstorm with 

our marketing colleagues,“ said Liepina. “The ideas 

were great and all we had to do was to add our 

passion and execute.” 

 

Both Vision events demonstrate a best practice 

because they successfully brought the Brand Ideal to 

life in tangible and compelling ways for employees.  

 

To request the full recap of Vision Day at SEI and 

SEB, please email Lindsey Hamilton at 

lindsey.hamilton@samsung.com. 

 

 

 

 

BEST 
PRACTICES 

Italy and the Baltics 

SEB Vision Day Activity 

A Focus on Vision 

Days at SEI and SEB 
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(Above) SEB employees gather for a group photo following the Vision Day brand reveal festivities. This team photo will 

be displayed in all SEB offices as a reminder of the ideal. 

(Above) An SEB employee takes aim during 

a Vision Day teamwork building activity. 

(Above) An SEI employee adds a creative 

touch to his team’s art canvas. 

(Above) More than 500 SEI employees gather for the 

Vision Day kick-off presentation. 

Pictured above is SEB Brand 

Ambassador Elina Liepina. 



Following the SEF brand reveal in November 2012, 
Brand Ambassador Emmanuel Malard saw  
an opportunity to further brand engagement among 
employees. 

 

“We noticed that many employees were very much in 
demand of more information regarding either the 
Samsung brand status or aspirational brand 
information in general,” said Malard. “So we decided to 
create a course on branding.” 

 

In February 2013 SEF offered a Brand Masterclass, 
which featured rhetorical and practical content, a 
presentation on local brand data, and a workshop 
where SEF employees worked together on discovering 
Samsung’s brand personality. 

 

Jean-Noël Kapferer, one of the world’s leading experts 
on brands, taught the class.  

 

“The choice of Mr. Kapferer as a speaker was obvious, 
as he is very well-known in France for his work on 
brand management, and we were honored that he 
accepted our invitation,” said Malard.  

 

More than 55 product and corporate marketing 
employees at SEF attended one of the two Brand 
Masterclass sessions with Kapferer, who provided  

 

more than two hours of insights on brand definitions, 
global brand case studies and brand key learnings. 

 

According the Malard, the reaction of SEF employees 
to the Brand Masterclass was very positive  
and enthusiastic.  

 

“The main feedback I received was that it was a really 
great opportunity to spend time to learn and think 
about brands, our Samsung brand, and to meet a 
renowned brand specialist.”  

 

The SEF Brand Masterclass is an example of a best 
practice in action and something that won’t be 
forgotten soon. 

 

“People are still telling me about this session when  
I meet them at the office or in the lunch room,  
which shows it has made a great impression on them,” 
said Malard. 

 

To request the full recap of the SEF Brand 
Masterclass, please email Lindsey Hamilton at 
lindsey.hamilton@samsung.com. 
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(Above) Jean-Noël Kapferer, is one of the 

world’s leading and most influential specialists 

on brands. 

(Above) SEF employees discuss Samsung brand values during the Brand Masterclass workshop.  

Workshop groups 

illustrate the emotional 

aspect of the brand 

personality. In this 

example (left), a team 

uses Leonardo Da 

Vinci as a Samsung 

endorser, as he is at 

both an artist and 

scientist. 

(Above) Jean-Noël Kapferer’s SEF Brand 

Masterclass examines top global brands. 

(Above) Jean-Noël Kapferer’s leads Brand 

Masterclass participants in discussion. 



SERC Reveal Activity 

INSIGHTS AND ACTIVITIES  



Samsung Brand Ambassadors Aalisha Chand (SERC) 

and Tatyana Solovyeva (SRSC) were unsure of how 

their colleagues would react when the Brand Ideal  

was revealed. 

 

“To tell the truth, I didn’t expect so much positive 

feedback from my colleagues,” said Solovyeva. “But  

is turned out that everyone was so impressed and 

grateful to our team for such a motivational event.” 

 

The Feb. 26 SRSC reveal event, which Solovyeva” 

helped to coordinate, featured an office makeover,  

an engaging presentation on the Brand Ideal, an  

award ceremony for Brand Facts quiz winners, and 

cake and giveaways for all employees. 

 

“During the event our training hall could hardly 

accommodate all the participants,” said Solovyeva. 

“Everyone wanted to know more about Discovery 

Starts Here. It was very exciting.” 

 

For Chand, the March 1 SERC reveal event, which she 

helped run, was met with similar enthusiasm. As  

employees entered their offices they were surprised by 

decorations, branded giveaways and a special  

 

Discovery Starts Here photo zone where teams and 

individuals posed for more than 300 pictures.    

 

“I was told that such an event was not held previously 

in SERC. It was a very good step towards educating 

employees about the Brand Ideal and new Visual 

Identity in a fun and engaging manner,” said Chand. 

“Employees were overall very happy to learn more 

about the Samsung Brand Ideal.” 

 

Since the reveal events, colleagues continue to seek 

out both ambassadors with questions and ideas.  

 

“They want to know more about our brand,” said 

Solovyeva, “and they want to act in the brand’s  

best interest. 

 

To request the full recap of the brand reveal activities 

in SERC and SRSC, please email Lindsey Hamilton at 

lindsey.hamilton@samsung.com. 
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(Above) Discovery Quiz winners are 

announced and awarded during the SRSC 

reveal event. 

(Above) An employee arrives at the SERC 

offices the morning of the brand reveal event. 

(Above) SRSC employees eagerly await  the 

Discovery Starts Here presentation. 

Discovery Starts Here-themed photo zones capture employees celebrating the Brand Ideal at SERC (above center) and SRSC (above left and right) 

brand reveal events. 


