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RaIsing 
Customer
Value

     
	 Product Safety

•	 �LGE’s CTO a recipient of a 2008 UL (Underwriters 
Laboratories Inc.) “Leaders in World Safety” award

•	 Certified as a Bluetooth Qualification Test Facility
•	 �Joonho Park, LGE’s chief R&D researcher, received 		
a special commendation from Korea’s prime minister 	
on World Standards Day (for adoption of advanced 	
safety analysis method)

•	 �Established a global  quality information management 
system

•	 Increase of new risks with new technologies
•	 �Opportunity to enhance brand image with 	
safe products

•	 Improve product design with safety in mind
•	 �Improve product quality control process to gain 
competitive edge

•	 �Consumer Cooperation Group at each region
•	 Quality Strategy Group, CMO Division
•	 Eco Strategy Team, CTO Division

	�C ustomer Satisfaction/Communication/
Privacy Protection

•	 �Promoted Voice of Customers (VOC) system globally
•	 �Offered region-differenciated services (“Zero Consumer 
Complaints” campaign in Korea, 211 system in India, 	
777 service in Australia)

•	 �Development and use of service center location 
optimization program

•	 �Ensured necessary conditions for systematic 
management of VOC

•	 �Raise customer expectations about service
•	 �Need to improve customer service skill according to 
development of diverse new products  

•	 Risks for privacy infringement
•	 �Increased regulatory risks as regulations get stricter

•	 �Enhance the role of call centers as hubs of  customer 
communication

•	 �Establish corporate-wide privacy protection system
•	 �Take preventive measures against personal information 
leaks

•	 �CS Operation Group & CS Strategy Group, 	
CS Management Team, CMO Division

•	 Information &  Security Group, �CSD

  
Category

2008 Major 
Achievements

Opportunities and 
Risk Factors

Future Direction

Related Teams and 
Divisions

	 consumer Insight Management

•	 Opened a global marketing portal site	
•	 �Integrated consumer insight management into 	
Marketing Division

•	 �Completed an exclusive office for identifying 	
consumer insights

•	 �Developed region-specific products (Nigerian TVs, Indian 
refrigerators, Indonesian A/Cs to fight bird flu)

•	 �Improve capability to identify consumer insights and 
reflect them in developing new products

•	 Diversified and segmented consumer needs

•	 �Extend consumer insight activities into Product Planning 
Division and R&D Division

•	 Establish infrastructure for global marketing
•	 ��Come up with marketing roadmap for greener	
products

•	 GBS IM Team & INI Team, CMO Division

		  Based on the principle of creating even greater value for customers, LG 
Electronics is providing products that consumers want, offering safer products with differ-
ent-iated services, while also protecting customer information.
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Identifying Consumer Insights and 		
Raising Consumer Value

Insight marketing only becomes more important during a recession be-

cause it helps in the understanding and identification of consumers’ hid-

den desires and needs, while reflecting them in the development of new 

products. LG Electronics is devoting itself to understanding consumer 

needs to increase consumer value by developing products that reflext con-

sumer insights, and actively communicating with conumsers and to en-

hancing internal marketing capabilities.

Identifying Consumer Needs through 		
Advanced Consumer Research Tools

Using the very latest methodology, LG Electronics is conducting a thor-

ough observation and carrying out surveys to discover the “hidden 

needs” of consumers, needs which consumers themselves might not even 

be aware of or hesitate to express for fear of what others might think.

	 Two examples of this include neurological research, which 

is used to study the latent responses of consumers to products or com-

mercials, and measuring the eye movement of potential consumers who 

are outfitted with special camera-mounted goggles. Both of these test 

groups are observed and analyzed to help develop optimal products.

Establishment of Educational Programs and 		
Infrastructure to Strengthen Marketing 		
Capabilities

Since 2008 LG Electronics has hosted Marketing Managers Capability 

Building (MMCB) training sessions and Country Marketing Insight (CMI) 

workshops in every major country where LGE is active, strengthening the 

capability of marketing personnel. Through these programs, LG Electron-

ics is improving its ability to plan and market new products that reflect 

the needs of local consumers by sharing best practices, survey method-

ologies, and Segmentation-Targeting-Positioning (STP) training, all of 

which help uncover vital consumer insight.

	 LG Electronics opened a global marketing portal site as an in-

house marketing center in July 2008 so that marketing personnel around 

the world could share and learn from important best practices as well as 

marketing strategies and activities. LGE will continue to expand the por-

tal and strengthen its function as a Global Insight Hub.
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Consumer Insight 
Management

Consumer insight helps identify hidden meanings in consumer 
feedback, such as discovering latent consumer needs or value 
that they themselves might not be aware of and applying this 
information to our products. LG Electronics is making every ef-
fort to explore consumer insight and to reflect it in product de-
velopment and marketing, thereby increasing consumer value.

Consumer Insight Survey Using Eye Tracker

A  C o n s u me  r  I n s i g h t  S u c c e s s  

Nigerian TV 

Nigerian TV was developed by 
LG Electronics Africa Logistic 
FZE (LGEAF) to support the on-
screen display (OSD) of the coun-
try’s three major languages (Ibo, 
Yoruba, and Hausa). Released in 
May 2008, Nigerian TV sparked 

an explosive response from local consumers by improving on 
previous TVs, which until then had only supported English text. 
Other features, such as the CRT TV rotating stand (especially 
useful for larger families) and higher volume range for loud sur-
roundings, were also included to reflect the unique conditions of 
the local environment based on newly identified consumer in-
sights. LG Electronics has positioned itself as the runaway mar-
ket leader in Nigeria—over 50% of market share in big ticket items 
such as air conditioners, refrigerators, and TVs—thanks to active 
marketing efforts that truly reflect consumer insights.

1. Global Marketing Portal                      

2·3. Marketing Education (China)

1

2

3



Developing the Safest Products

We approach product safety from three angles: design defects, produc-

tion defects, and warning labels. LG Electronics pays close attention to 

internal processes for the development of safe products. This is aimed at 

protecting consumer rights in accordance with product liability laws.

First, LG Electronics views international safety standards as the absolute 

minimum requirement to ensure consumer safety, abiding by even more 

stringent internal safety standards that take into account the user’s envi-

ronment.

Second, a study of the user environment is conducted prior to product 

development, while breakdown mode analysis tools are used to predict  

potential safety problems such as fires, electric shock, injuries and explo-

sions so that safety measures can be aptly reflected in the product de-

sign. In addition, LGE considers possible safety issues after a product is 

delivered to the consumer, from installation and usage to maintenance/

repair and disposal. Safety measures are then drawn up depending on 

scenarios of possible product misuse by the user.

Third, field data and breakdown mode analysis are used to select com-

ponents that may affect product safety. LG Electronics then keeps a close 

watch over the development and production of the selected components.

Fourth, production processes that may lead to problems are analyzed 

and identified. LGE pays extra special attention to such processes, hold-

ing regular training on precautionary measures and safety checklists.

Fifth, safety check standards are in place for every product. LGE also con-

ducts safety checks at every major stage of the development process. If 

and when a flaw is detected, LG Electronics checks for the possibility of 

the same problem arising in a corresponding model as well as for other 

similar models before carrying out prompt corrective measures. LG Elec-

tronics’ product safety assurance efforts are comprehensive, spanning 

from the inspection of the printed circuit board (PCB) to the various com-

ponents and wiring in a product to the warning labels affixed on products 

and instruction manuals. For rigorous control over product safety, LGE 

also conducts testing under both general and unusual testing conditions 

that may arise when a product is used by a consumer. In doing so, ev-

ery possible scenario that could lead to a fire is pored over inside a test-

ing lab. To that end LGE maintains a host of various facilities, including a 

moisture resistance lab and a fire analysis lab.  

Electromagnetic Environment

More and more, products become ever-more sophisticated using GHz 

broadband, there are growing concerns among consumer groups about 

the electromagnetic interference (EMI) of high-performance products, es-

pecially those using GHz broadband. Some time in the future, EMI regu-

lations will have to be standardized internationally and applied forcefully,  

which is something that LG Electronics is already preparing for.

	 EMI sites that can conduct GHz broadband EMI tests are re-

quired to satisfy 6 dB or less of Site VSWR (Voltage Standing Wave Ra-

tio), but the current technology of verifying the validity of EMI sites was 

not able to meet the standard. That is why LG Electronics developed the 

Site VSWR Validation Technology for GHz broadband, allowing it to lay 

the groundwork for conducting GHz broadband EMI tests and obtain the 

absorber optimization technology necessary to implement EMI Sites. 

This technology is supported at EMI sites at every LGE company.

	 Furthermore, with quality control systems, special facilities, 

and trained personnel to verify EMC suitability, LGE provides technical 

support for the standardization and analysis of prior standards with its 

new products.

Product Safety LG Electronics places the utmost priority on consumer safety. 
From the design stage to a product’s usage and disposal, LGE 
continuously looks for ways in which to improve product 
safety to prevent any risk to a consumer’s health or property 
caused by a faulty product. In addition, it is continuing to im-
prove process management and quality so that consumers can 
feel more safe with product made by LG Electronics.

Safety Standard/
LG Safety Standard

Safety Design

Safety Assurance

Safety Components Safety Process

Field Monitoring/
Analysis and Improvement

Customers

1. EMI Test

     2. Battery Tester

1 2

[Safe Product Development Process]
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Increasing Product Safety

● Campaign launched for the safe use of drum washers

LG Electronics carried out a safety campaign for drum washing machine 

users in October 2008, handing out free safety devices and stickers for 

children. The aim of the campaign was to prevent any possible child-

related accidents in households that had kids. The safety device was de-

signed to keep the door of the washers from shutting when not in use. 

Through this campaign, more than 40,000 safety devices have been dis-

tributed to consumers. LG Electronics will continue to develop safer and 

more convenient products as it makes sure it raises awareness about the 

safe use of its drum washers.

● Notebook battery checkup

In early 2008, there was an unfortunate accident involving our Z-series 

notebook battery, so inspections were conducted by outside specialized 

institutions, the Korea Electrotechnology Research Institute and Inter-

tek. After reconstruction experiments, the cause of the accident was de-

termined to be more about environmental factors than any mechanical 

flaws. Still, LGE conducted free checkups and replacements of notebook 

batteries to prevent the same accident from happening again. A total of 

29,000 Z-series units which had been sold from January to December of 

2007 are eligible for a free checkup and replacement, with 53.3% of them 

having been replaced through this service up until now.

Improving Product Quality

To guarantee product quality that meet consumers’ expectation, LG Elec-

tronics operates step-by step quality control system from product devel-

opment to manufacturing and service.

● Quality information management system

LG Electronics operates a quality information system to collect, analyze 

and process information about product standards around the world, giv-

ing it the ability to make use of diverse quality information both inside 

and outside the corporation, which ultimately improves quality and al-

lows LGE to manage product quality in a more systematic way. Through 

this system, LG Electronics gathers and analyzes information about qual-

ity loss cost data and field data inside and outside the corporation. In ad-

dition, a global quality monitoring system was put in place in 2008 to de-

tect and provide early warning about any potential quality problems so 

that swift measures could be taken to correct them.

● Suppliers’ self-regulated test and certification system

LG Electronics runs a self-regulated test and certification system for its 

suppliers to innovate the quality of their parts. Under this system, suppli-

ers evaluate their own products to assure their quality, while parts from 

suppliers that meet LGE’s standards do not need to go through any other 

tests. This initiative has not only helped raise awareness among suppli-

ers about quality control, but has also strengthened their competitive-

ness. At the same time, it has raised the level of competitiveness for ev-

ery LG Electronics product even more.

● GQA (Great Quality Award) system 

LG Electronics’ Great Quality Award (GQA) system is a proprietary quality 

control system that is operated by company basis. Through this GQA sys-

tem, which was implemented in 1997, relevant business unit and manu-

facturing & production subsidiaries are monitored and checked for their 

quality management results and quality assurance systems on an annual 

basis, with awards being handed out to those business units and sub-

sidiaries with excellent records. This system helped to raise awareness 

about quality control and improve capabilities to manage quality, with 

systematic guidance and system optimization being offered for unsatis-

factory sectors not meeting these rigid standards.

CTO, 2008 UL Leader in World Safety

Last December, President and 
Chief Technology Officer (CTO) 
Woo Hyun Paik was recognized 
as 2008’s “Leader in World Safe-
ty” by one of the most prestigious 
safety standard agencies in North 

America, Underwriters Laboratories (UL). LG Electronics con-
tinues to spearhead consumer protection efforts by promoting 
product safety.

[Suppliers’ Self-regulated Test and Certification Process]

(   Re-evaluation   )

(   Re-evaluation   )

Select suppliers

Post-management

Train suppliers 
about quality

Self-regulated 
tests and 

verifications

Plan creation to 
manage the quality 

of suppliers

Diagnose suppliers

1. Safety Protection Cap for Drum Washers 

     2. Campaign for the Safe Use of Drum Washers

Safety devices for children

1 2
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Providing Top Customer Responsiveness 
through LGE’s Service Department

After LG Electronics adopted a “Moment of Truth” (MOT) management 

system in 2007 to thoroughly analyze every aspect of the customer ex-

perience with LG brands from a customer’s point of view, LGE sought to 

provide the highest customer satisfaction anytime, anywhere. Today, LG 

Electronics is continuing its efforts to improve the quality of service by 

segmenting the process which customers can go through, as well as de-

veloping an optimized service program for each step of the customer ser-

vice process.

	 We will conduct a host of activities to provide customers with 

even more than they expect through continuous innovation of our servic-

es, both in terms of quality and scope.

Taking Customers’ Past Experiences 
into Account

Under the motto of Consumer Experience Innovator, LG Electronics keeps 

bettering its range of services and level of expertise. Today, LGE is ex-

panding its range of services by optimizing every consumer touch point 

beyond the simple customer complaint management carried out in the 

past. By improving the distinguished elements that LGE explores and 

subsequently offers customers as brand building drivers, its service ex-

pertise is improving to the point that it is going beyond securing the effi-

ciency of service operations.

● Call Centers

LG Electronics operates 36 call centers around the world which all focus 

on listening carefully to customers about an array of topics, from how to 

use LGE products to any suggestions customers might have in dealing 

with complaints. LG Electronics never stops trying to improve the quality 

of its call center service.

	 A case in point is First Call Resolution, which allows customers 

to resolve a problem they have on their first call. The aim of this program 

is to deal with a customer inconvenience in the fastest, most effective 

way possible. At present, First Call Resolution is employed at all of LGE’s 

call centers worldwide.

	 There is also a push going on at LG Electronics to increase cus-

tomer satisfaction through the efficient control of the number of agents 

on hand at any given time based on an accurate estimate of how many 

customer service calls there will be. While expert agents can guide cus-

tomers on the phone so that they can easily take care of simple problems 

on their own, LGE’s remote repair system lets them receive helpful servic-

es for digital products without requiring a visit from a service engineer.

● Service Centers

LG Electronics tracks the rate of “one-visit resolutions” to resolve cus-

tomer complaints as quickly as possible. This is based on an analysis 

of customer needs, whereby customer satisfaction is maximized when 

a service engineer makes just one visit to accurately diagnose and fix a 

problem. To ensure the smooth operation of this system, LG Electronics 

has 124 domestic service centers and 13,000 overseas service centers, 

and is in the midst of establishing an integrated service network through 

continuous optimization.

Customer Satisfaction 

Survey Proclaims 		
LG Electronics’ Call Center 
Service Tops in China

The LG Electronics Chinese Call Center topped a 
list of home appliance makers in a quality survey 
conducted by China’s CIC (Consumers Information 

Center), which carried out the survey on major companies operating in China in the 
fields of home appliances, communication, and computers. 
	 According to the survey, conducted on March 15, World Consumer Rights 
Day, QQ.COM, the biggest portal site in China, ranked LG Electronics No. 1, with 
high scores in every field including agent response, speed, and problem-solving 
capabilities. Four Chinese companies, including Media and Glanz, followed LGE to 
round out the top five companies on the list. 

Through an analysis of customer expectations as they relate to 
service, LG Electronics is always keeping up with which ser-
vice items customers want most, as it continues to provide the 
best service possible.
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	 To complement the limitations of overseas markets, which, 

unlike Korea, are mostly run as multi-brand service centers, LG Electron-

ics is also focusing its efforts on enhancing customer satisfaction by ex-

panding LG Direct Mobile Service to 250 vehicles, which it did in 2008. 

With this service, engineers can visit customers instead of having cus-

tomers go to a service center.

● Service Engineers

LG Electronics believes that accurate feedback about maintenance work, 

as well as results after providing customer service, lead to increased cus-

tomer satisfaction and product value. This has also led to LGE providing 

thorough tech training for service engineers.

	 Building on this, LG Electronics set up a system to share 

educational materials with service engineers around the world, and is 

strengthening specialized training programs by running an educational 

website and conducting online interactive training sessions where in-

structors and service engineers can interact.

	 In addition, LGE continues to provide three pieces of key in-

formation when offering service: what part(s) was fixed, the cause of the 

failure/problem, and how to prevent the same problem(s) from recurring 

in the future.

1·2. Service Skill Olympics 		

3. Interactive Technical Training

1 2

3

LG Direct Mobile Service Vehicle

I n t e r v i ew

jong-soo lee, Engineer, 
7th Service skill Olympics 
Grand Prize Winner
	

I always think positively, and never give 
up until I find a solution to the problem 
and can complete the repair. This habit 
gave me today’s honor, I believe. As I 
have done so far, I will continue to work 
together with my colleagues, give them 
technical support, and grow together.

Help    i n g  E l i m i n at e  W a s t e d  S ta n d b y  p o we  r  

i n  h o me   ele   c t r o n i c s

Home Energy Doctor Service

	

Electronic equipment consumes standby electricity when it re-
mains plugged in whether in use or not. This wasted standby 
power can add up to as much as 11% of one’s monthly electric-
ity bill. LGE’s Home Energy Doctor Service teaches consumers 
methods on how best to save energy at home.
	 In 2008, LG Electronics entrusted service engineers 
as “Home Energy Doctors.” Since then they have been at the 
forefront of efforts to save standby energy along with the Korea 
Energy Management Corporation (KEMCO). Their main activi-
ties include promoting 32 methods to save energy in 13 kinds of 
home electronics and distributing brochures. These energy-saving 
measures are easy to put into practice in everyday life. Three ex-
amples include regularly cleaning air conditioner filters, decreas-
ing the brightness of your TV screen by 30 percent, and adjust-
ing the suction power of your vacuum cleaner depending on how 
dirty a room is.

* The Service Skill Olympics, which marked its 7th anniversary in 2008, are an annual event that 

brings together LGE’s top 33 service engineers to compete in fixing electronic products in just 90 

minutes.
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Voice of Customers (VOC) Management

LG Electronics takes each and every customer opinion seriously, reflect-

ing them all in the work process through its Management for Voice of 

Customers (VOC) System. The VOC Tag System enables LGE to pay atten-

tion to each customer’s opinion and to take a case-by-case approach to 

handling any complaints collected over the phone, through LGE’s corpo-

rate homepage, or by e-mail. Each one is tagged with a cause for com-

plaint and transferred to the related department, with the entire process 

being closely monitored at each step of the way. This system is main-

tained based on a firm belief that every customer complaint should be 

addressed and resolved.

	 In addition, LG Electronics employees–from top to bottom–are 

working together to pay attention to whatever customers have to say, as 

is clearly illustrated when one sits in on a regular session of listening to 

customers’ opinions and the discussion of solutions that follows at the 

Management Meeting attended by senior executives.

Consumer Satisfaction Surveys

LG Electronics adopted the Net Promoter Score (NPS) and Voice of cus-

tomers (VOC) systems to ensure a more proactive response to customer 

needs. This is an improvement on the existing Consumer Satisfaction In-

dex (CSI), which offered respondents answer choices, whereas the (NPS) 

asks customers a single question that can be rated from 0-10, enabling 

an in-depth analysis of customer needs. At the same time, LG Electronics 

has been developing a unique NPS survey package to increase the qual-

ity of its surveys and to take a diverse approach to the results of the sur-

vey. Through these consistent efforts to strengthen consumer communi-

cation, LG Electronics is drawing itself one step closer to its customers.

Communication with 
Customers

[Types of Customer Complaints at VOC]

  Product Quality 21%

  Lack of Service Skill 15% 

  Insufficient Explanation  12%

  Unpunctuality & Delay 12%  

  Emotional Complaints 12%

  Suggestions 6%

  Service Fee 5%

  Others 17%  

Korea / Cases received for the period 
Mar.~Dec. 2008

Type of  

Communication

Media Contacts 	 143	 130	 91

Job Training	 15	 2	 13

Recruitment	 89	 3	 3

Press Releases	 13	 12	 92

Sponsorships	 56	 37	 66

Advertising	 17	 10	 59

Mailing Lists	 25	 15	 60

Financial Report 	 194	 81	 42

Stock Information 	 143	 83	 58

Total	 695	 373	 54

No. of
 Questions

No. of 
Responses

Response 
Rate

[2008 Summary of Communication at LGE.COM (global)] Unit: Cases, %

Unit: People,
Cases, %

LG Electronics has a variety of channels to communicate with 
customers, through which we are able to listen to what they 
have to say and deliver this to the relevant departments as 
quickly as possible. As such, LGE can reflect each customer’s 
unique voice to improve our products, marketing, and service.

Brands 	  

XCANVAS	 http://www.xcanvas.com	 2,134	 1,791	 1,501	 84

(Home theater 
system included)	 	

XNOTE	 http://xnote.co.kr	 140,416	 16,103	 15,958	 99

FLATRON	 http://flatron.lge.co.kr	 344	 1,807	 1,576	 87

TROMM 	 http://www.tromm.co.kr 	 2,339	 384	 375	 98 

DIOS	 http://dios.lge.co.kr	 2,398	 675	 630	 93

WHISEN	 http://www.whisen.com	 2,568	 1,107	 949	 86

Dios Built-In	 http://diosbuiltin.lge.co.kr	 503	 110	 110	 100

WHISEN	 http://www.whisenac.co.kr	 657	 170	 168	 99

Air Purifier

CYKING	 http://cyking.lge.co.kr	 860	 169	 124	 73

B2B	 http://b2b.lge.co.kr	 4,856	 79	 54	 68

Total		  157,075	 22,395	 21,445	 96

[2008 Summary of Online Communication (Korea)]

No. of
 Questions

No. of
 Answers

Response 
Rate 

No. of 
Subscribers

 
Domain
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[Applying NPS Results to Improve Service (USA)]

Upgraded to be easier to use

Further the training 	
of service engineers on 	
how to treat consumers

Offer a temporary rental while 
a TV is being repaired

Handing out call center phone 
numbers or website address 
through refrigerator magnets

User 
Manual 

Service 
Engineers 

Repair 
Products 

Follow-up 
Management 
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Privacy Protection

1) Collection Limitation • Personal information should be collected in a fair and legal way. No 
one is allowed to collect personal information for any other purpose than those purposes which 
have been approved in advance so that the company can better provide service to the customer.

2) Data Quality Principle • No more personal information than is absolutely necessary must 
be collected, and everything possible should be done to keep the information accurate and 
current.

3) Purpose Specification • Personal information collected should have a specific purpose(s) 
and should be limited to serve that purpose(s).

4) Use Limitation • Personal data should not be disclosed, made available or otherwise used 
for purposes except : ‘with the consent of the data subject’ or ‘by the authority of law.’

5) Security Safeguards • Personal information should be provided in a systematic way 
and with reasonable protection against such risks as illegal approach, destruction, use, 
modification, or release.

6) Openness • Open policies relating to a customer’s personal information protection should 
be established and the “directions to process personal information” should be created and 
relayed to the information providers.

7) Individual Participation • Information providers should be guaranteed the right to 
withdraw their agreement, to require to see/provide/correct, to deny requests to see/correct/
delete information, and be given the right to a legal representative about the information they 
have provided. The company should also respond immediately to the information provider’s 
request with the appropriate measures and publish or inform the information provider of the 
results. 

8) Accountability • The company should take every measure necessary to safeguard the 
security of personal information, ensuring that the principles and responsibilities of personal 
information protection are observed.

[LG Electronics’ Principles of Privacy Protection]
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LG Electronics complies with all relevant laws and regula-
tions concerning privacy to protect the personal information 
of customers. We also take several preventative measures 
against the illegal leaking of personal information and im-
prove the reliability of customer privacy protection on an on-
going basis.

LGE’s Personal Information Protection 
Management System

In order to heighten the reliability of our customers’ privacy protection, 

LG Electronics has created principles and policies about privacy protec-

tion and established the following management system, which it com-

plies with in a systematic manner.

	 LGE’s Personal Information Protection Management System is 

divided into the following four areas to minimize compliance risks and to 

protect personal information more systematically: Management System, 

Accident Prevention System, IT Security System, and Operating System.

Major Activities

LG Electronics has been focusing its privacy protection efforts on the sub-

scribers of its websites. However, we are well aware of the necessity and 

importance of privacy protection, which is why we have expanded our ef-

forts to all of the personal information gathered by LG Electronics (includ-

ing personal information collected offline) and are carrying out protective 

measures for more systematic and thorough protection.

	 Moreover, we have established corporate-wide privacy poli-

cies, improved our management system, standardized the operation and 

management process, and built a response system for possible informa-

tion leaks or privacy invasions. Also, we are taking preventive measures 

such as offering regular checkups and diagnosis of privacy protection.

	 At the same time, the security awareness program has been 

developed to train personnel dealing with personal information and gen-

eral employees on a regular basis, while a variety of technical measures 

have been carried out to deal with any potential security loopholes in 

processing personal information.

[Personal Information Protection Management System]

LG Electronics’ Personal Information Protection Management System

▶ �Set privacy protection 
policies

▶ �Run organization/
committee for management

▶ �Establish operating/
management process

▶ Protective measures 

▶ Diagnosis/Check/Influence

▶ Evaluation/Promotion

▶ Monitoring 

▶ �Process and manage 
personal information 
(gather, store, use,	
 transfer, discard)

▶ �Entrusted/Third-party 
management

▶ �Protect the rights of 
individuals providing 
information (take care of 
customer claim)

▶ �Limit approach/use of 
personal information

      

▶ �Managerial/Technical 
measures to protect 	
privacy

Management System Accident Prevention 
System Operating System 

▶ ��Operate/Manage personal 
information processing 
systems (websites, application 
system DBs, etc.) 

▶ �Technical protection 
(cipherization of customer 
information, access control)

IT Security System 

Management System

Comply with principles and regulations concerning privacy protection         

Principle

AIM

Increase the reliability of customer privacy protection through 
the prevention of personal information leaks and 

the minimization of compliance risks

▶� �Respond to privacy 
infringement cases/leaks 
(report cases of invasions 
or leaks, settle conflicts)




