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LG Brand %nop Course

LG Control Tower Leadership




Which display is better? Why?




W Customer CIT

& 3. NPS Mgt.

NPS Check at Seeing Off

“Thank you for purchasing our LG
Products, Are you satisfied with LG
Customer Service? It was a Great

Pleasure to Serve you, SirlMa'am.
Piz Come by anytimme again!”

Make sure to give
Trustful Image of VIP Treatment
till Last Moment!




Customer C/T

3. NPS Mgt.

“Is there anything | can help you more,
sirfma’am? Pz take this catalog and visit
us anytime again!”

Show your Care to those
Non-purchasing!




Salesman’s
Secret Sales

Know-how Sharing




Understanding MOT

‘Every moment you meet the customers’

A

The moment customer
browse products

— The moment salesman
The moment salesman 1 00 — 1 - 0 explains the product
see customer off
|/ The moment
The moment customer customer ask the price
hesitate to buy

The moment you
greet customers
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GI ISM Planning
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Good photography

The phoingraphy that LG nzes for varous
commmnications—from advertisng to

weh sites —should convey the energy.
happiness. and quality that the Life's Good
slogan expresses. There ane three differ-

ent styles that may be noed. depending oo
the communication: People photography:
tilhonrtte product photography, and prodmct

photography in an envircomest.

Silhouette product photography

hould appear at The purpose and beaefit of the product Silhouetting proc
the dimensions should be clear by the way it is shot. Do background enhance
30t against a white not hide any part of the product in shadows typography around t
dows. unless it is unavoidable.

d







MESSAGE FROM THE CEO

Throughout the past yaar, | have bean privileged fo maot many of you around tha globa, and | would
first Mo %0 expre== my most zincara thanks fo aach one of you. Hearing your thought= and ideaz fr=st-
hand has baen a key goal of mine since 've come on board, and | am confidant that we will continue
to have many chances fo greet and spaak with one another in parzon in the naar future. And it 1= with
great plaasure that | can =3y, the more conver=tions | was able to engage in with friends and colleagues
around tha world, the moee | folt tha surge of optimiezm for greater things yet fo come.

As wo face the future unfolding befiore L=, it is Fmperative that we continue o communicate through
such hight connachionz. it = the surest possiblo way for us to sanso tha changaes that may surfaca,
azwall as the nteresting opportunttics that will suraly ansa for us to evaluate and attan. In today's
mndustry, whare even the strongest of all can nse and fall overneght, | once agam would bk %o declare
our dedicated and forward-thinking commitment to smproving tha Iives of our consumers, busina==
partnerz, and all of the readers | am communicating with todag. By dedicating oursaives to values such
3= mnovation and product leadarship, wa will provail theough the challenges of our economic dirmate and
tha aggre=wenc== of our compeatitors.

Wish that =ad, | continue 1o urge all of our employces:
“Put progresssve thmiong frst preparc for the future in advance, and areate a culture whare wo do

things the nght way®

Innovation
continues

“I am excited to share with you that
many of our products have truly
captured the hearts and minds of
people around the world"




HOME
ENTERTAINMENT COMPANY

Mesmerizing. It's LG.
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