(Update: 24.11.11)

D2C Data Onboarding Guidebook

for new members to the D2C group

@ LG D2C Data Help Center



Hello, new members of the D2C Group.

This guide was created to support data utilization onboarding for new employees of the D2C group.
The D2C Data Help Center is operated to support employees’' smooth use of data, and we have prepared this guide based
on the know-how accumulated while operating the Help Center.

This guide consists of the key information that new employees need to know first when using D2C data.
It contains an introduction and basic usage of tools/systems that can utilize D2C data.

If you would like more detailed information other than what is included in the guide, please contact the D2C Data Help Ce
nter and we will assist you.

We sincerely wish you a successful onboarding.

Thank you.

@ LG D2C Data Help Center
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I . Overview

1. What is D2C Business?
2. What is OBS?
3. What are the D2C data utilization tools?



What is D2C Business?

I. Overview

D2C business refers to the method of selling products directly to consumers, and the D2C group defines the D2C area as including
sales through its own online platform (OBS) and direct sales through distribution channels.

D2C business
classification

D2C

Direct sales to general consumers through
our OBS

D2B2C

Direct sales to partner company executives
and community customers

Direct sales to self-employed individuals with
relatively small orders

Sales to large corporations, ffiliates with large orders, and
periodic orders

3P Marketplace

Selling in the form of processing and fulfilling
orders from external Pure Channel customers

Channel Customer

Regular
Customer

[ X X
7\
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Internal and external welfare mall i ot
Organizations

€ ®

Employee Purchase Program, Students,

Soldier
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s/ Self-employec Sustoner
Direct Communications
éi"' Corporate
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External E
3P Marketplace @ \I\;I_a fketplace Tf)xuféig‘j"i”ngs
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What is OBS? I. Overview

OBS stands for Online Brand Shop and refers to a system that manages LG.com content and order history.
Customers browse and purchase products through our OBS, and each division of the D2C group conducts its work centered on OBS.

D2C Main Tasks OBS and Major Related Systems
> Front where customers can view products and options e e e et
recognition
LG.com
Research Marketing I
OBS
Sales Content Management System
Customer OBS ‘ —> PG
Journey e .
ut|I|zat|onIoperat|on Order Management System .
P > Payment Gate for product payment
scope )
Delivery/in I
stallation 5 utilization of Delivery Operations Management
System (LMDS) GERP — LMDS
Customer
v Service e : > Management of product price and inventory information, > Manage product delivery and installation
X Utilizing call center business management system MDMS product information, etc. information

(GSFS)
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What are the D2C data utilization tools?

We utilize a variety of tools to collect/execute/analyze data for D2C business.
To increase accessibility for employees, we also provide self-developed systems and services.

O o
0 <
affiliate

’AWI N AWIN

OOMeta  Meta
CXRITEO Criteo

amazon Amazon

Naming
@ NCB ConventionBuilder

Large affiliate marketing network
connecting advertisers and affiliates

An affiliate marketing network that connects
various brands and advertisers with affiliates

Advertising and marketing solutions
through the Meta platform

A solution that provides personalized
retargeting advertising

A platform for direct wholesale
selling to Amazon

Campaign name creation system
(Scheduled to open in early 2025)

Bazaar

voice

G | Google
oogle Search
Search Console Console

Similar

" Web

@ cop CDP

*
Sprinklr

Collect customer reviews and
user-generated content

OBS and related search data
collection/monitoring

Estimation and provision of competitor's
traffic, incoming keywords, competitor
advertising data, etc

Collect and analyze consumer response data
on social media

Create customer profiles by collecting,

integrating, and refining LG customer data
(Scheduled to open in early 2025)

Google *
o
BigQuery
R'h Google
kﬂ? DataPlex
:il Google ¥
g VertexAl
*
~ Airflow
G Grafana
O Prometheus
+7+
Jr_l_-_'l_-_'j- Tableau

I. Overview

Marketing & Sales Data Collect Data Engineering

Integrated digital marketing platform
provided by Google

SQL-based analysis tool that can quickly
analyze large datasets

Tools that provide BigQuery data
management, analytics, and machine learning

Tools for analyzing and learning BigQuery dat
a through machine learning

Data workflow creation, scheduling, and data
pipeline monitoring tools

Tools for monitoring service
infrastructure and data

Data dashboard visualization Bl tool

Analytic & Support

D2C
OneData Portal

¢’
Dashboard Portal

System where you can solve various systems/solutions for

D2C data analysis/utilization in one place (Scheduled to open in December 2024.)

Data produced by each tool/solution is refined and provided
as a visualized dashboard

Google *
® ' Analytics 4
D2C D2C *
BZE{S""’ Data Help Center

Web analytics tool to track and analyze user behavior in OBS

Support for solutions/data operated by the D2C Data Insight Team

* Subject to detailed explanation as a major tool from a data utilization/analysis perspective

@ LG



What are the D2C data utilization tools?

B D2C Dashboard Portal

We select highly useful D2C data and provide it as a visualized dashboard so that you

can utilize data easily and effectively even without data expertise
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[D2C Dashboard Portal Main Page]

I. Overview

Features and How to Use

= Allows to monitor key performance indicators of the

Monitoring work you are responsible for through a dashboard that
Operation Status can be filtered by each region/corporation/business
department

= Raw data extraction used in dashboards for reporting

Data Extraction and detailed data analysis

Dashboard = Personalize and use uniquely used data/charts with
your own view (Explore Access Required)

Customization

> How to obtain and access permissions

- [Apply for permission] EP Access = System Map = IAM(Company permissions/account

management) = System Authority > System Authority Request > Search D2C and click
D2CD -> Apply for permission

- [How to Access] EP Access = System Map - Search D2C Dashboard(D2CD) - Click
D2CD and access D2C Data Portal

@ LG



What are the D2C data utilization tools?

B Google Analytics 4

GA is a web data analysis solution that can collect LG.COM's customer behavior data
and provide reports related to the collected data.
GA data is also connected to the D2C dashboard to display data and is used for

monitoring online business performance

Al Anaytics  |gEukem - R

’ N ) N N Feert - @ - e = -
F— 131K 212K n7K 21M 628

[Google Analytics 4 Main Page]

I. Overview

Features and How to Use

Detailed Data

Inquiry

Event Tagging

= |f you want to check more details beyond what you see
in the dashboard, you can directly view data related to
users and user behavior on LG.COM
» Customer acquisition path (marketing channel): Information on the

customer’s access path to LG.com (Google direct search,
YouTube, banner advertisement, etc.)

» Customer Behavior Data: Behavioral data within LG.com,
including clicking, scrolling, moving pages, selecting product
options, and completing purchase forms

» Customer Path: Information about the path from visit to purchase
» Page interest: number of page visits/stay time/bounce rate, etc

= Function that tags the actions of users who want to
track data within LGE.COM. When added, a request is
required through the Help Center

> How to obtain and access permissions

- [Apply for permissions] Apply for GA4 permission according to the prescribed form
through the D2C Data Help Center
* You must specify the country to be searched, and if you have editor access, you must attach an
approval email from the team leader in charge

- [How to access] Access the GA4 page (https://analytics.google.com/analytics/web) and
enter the account information provided

@ LG



What data tools does D2C use?
B Sprinkir

It is a corporate social media management platform and customer experience
management solution that enables users to post and manage SNS content. It also
collects VOC (Voice of the Customer) data from various online channels (news, SNS,

blogs, forums, reviews, etc.) and provides insights using an analysis dashboard and Al.

@ Search for Features, Dashboards and more... ‘ w ‘

(®  You don't have any favorites, yet. Look for the "star” in dashboards to store your favorites here. X

&9 sprinkir Service Sprinklr Insights Sprinklr Marketing @ sprinkir Social

NEW! Introducing Perscna Apps for a simplified user experience, with all features you need one click away

Hzp Supervisor Care Social Conversational Al f:‘* Quality Manager

48 Listen ¢ Route @ Resolve il Analyze
Interact with your customers on their Enrich and assign automatically to right Reduce resolution time and improve Prove ROl and performance of your customer
preferred channel agents customer satisfaction care team
Listening Sources Enrichment Omnichannel Dashboards Reporting
Listening Themes Custom Fields Agent Console
Listening Topics Engagement Dashboards

Triaging

Scheduler Engine Agent Augmentation

Assignment Engine Smart Responses

[Sprinklr Main Page]
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I. Overview

Features and how to use

It supports integrated management of social media platforms
Manage social like Meta and X through a single interface.

media = With Sprinklr, users can plan, create, publish, store, monitor
media content, and manage marketing campaigns.

= Collect VOC data based on online keywords (such as brand
names, product names, hashtags) and perform sentiment
Social listening analysis and monitoring of positive/negative feedback.

= Track VOC volume changes over time, conduct competitor
comparison analysis, identify key topics, and detect influencers.

= Configure dashboards by combining user-desired KPIs
Analytics and with Sprinklr metrics.

reporting = Analyze the performance of ongoing campaigns in real-
time based on live data.

> How to obtain permission and access

- [Apply for permissions] Register inquiries according to the Sprinklr permission request
form in the D2C Data Help Center.
* For employees of partner companies, an LGE PIC can submit requests on their behalf.

- [How to access] Visit the Sprinkir website (https://space.sprinkir.com/) and enter the
provided account credentials.

@ LG


https://space.sprinklr.com/

What data tools does D2C use?

B Google BigQuery

Google BigQuery is a serverless service that handles the complex infrastructure
technology needed for storing and analyzing large volumes of data on behalf of users.
It creates an environment that allows users to focus on data analysis and deriving

insights using Google’s own resources.

SELECTPRGUECT  CAEATEPROUEDT

[BigQuery Main Page]
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I. Overview

Features and how to use

Handling large
amounts of data

SQL-based queries

Integration and
scalability

It utilizes a distributed data processing architecture capable of
handling petabyte-scale data (1,024 times that of a terabyte).

This allows for the rapid analysis of large-scale data and the
efficient execution of data processing and analysis tasks.

Users can write SQL queries directly and define functions to
facilitate data analysis.

This allows for quick retrieval of data analysis results and
seamless integration with various programming languages.

It can be smoothly integrated with other GCP services,
allowing for easy construction of data processing pipelines.

As a serverless solution, it offers exceptional scalability and
automatically adjusts to accommodate increases in data
volume, ensuring high processing performance.

> How to obtain permission and access

- [Apply for permissions] The BigQuery access request should be submitted through an
EP-Request approval after the GCP account creation is completed (EP — Work —

Request).

- [How to access] When accessing the Google Console, users with granted permissions can
view projects that have been assigned to them.

@ LG



What data tools does D2C use?

B Airflow

Airflow is an open-source platform for creating and managing data pipelines. It allows

users to design, execute, and monitor complex data processing tasks and workflows.

By using a Directed Acyclic Graph (DAG), it visualizes task dependencies, making it

easier for engineers to construct pipelines.
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[Airflow Main Page]
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I. Overview

Features and how to use

= Design, execute, and monitor complex data processing

Manage data tasks and workflows.

processing

workflows = This provides engineers with Python code to easily

construct data processing pipelines.

= |t supports various data sources and processing tools,
Scalability and offering the flexibility to add custom tasks.

flexibility = |t can easily integrate with several other platforms (such
as BigQuery, Spark, etc.).

= |t provides notifications by integrating with various channels
such as email and Slack, allowing real-time monitoring of
task execution status.

Monitoring and
alerts

= |t offers a user interface that makes it easy for monitoring
personnel to detect issues within the pipeline.

> How to obtain permission and access

- [Apply for permissions] Only data engineers and analysts are permitted to use this
service, and the GCP administrator directly grants permissions to the user group based on
the instance where the service is installed

- [How to access] Enter the domain information of the installed instance directly along with
the provided ID and password.

@ LG



What data tools does D2C use?

B Google VertexAl

Vertex Al is a machine learning platform that allows for the customization of ML models.
It combines workflows for data science, data engineering, and ML engineering, enabling

teams to collaborate using a common set of tools and leverage the benefits of Google

Cloud to scale applications.
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[Vertex Al Jupyter Lab Main Page]
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I. Overview

Features and how to use

Jupyter Lab

User-only
specifications

For advanced users

only

It provides an integrated development environment for data
science, machine learning, data analysis, and data
visualization.

It allows for easy management of complex projects and offers
various extension functionalities.

It allows for configuring analysis specifications by integrating
with the resources needed for ongoing projects.

It provides an environment where advanced users can freely
implement their desired tasks using programming languages
such as Python and R, allowing them to work according to their
capabilities.

Users should be able to handle the environment in Linux, and
this access is not available to general members.

> How to obtain permission and access

- [Apply for permissions] Only data scientists and data engineers belonging to the Data
Insights team are granted permissions. The GCP administrator directly assigns permissions
based on the user group for the instance where the service is installed.

- [How to access] Enter the domain information of the installed instance directly along with

the provided ID and password

@ LG



What data tools does D2C use?

B D2C Data Help Center

In order to enhance the data utilization capabilities of D2C group employees,
we offer support services through one-on-one real-time consultations, chatbots, and a
Q&A board. These services include assistance with using the D2C Dashboard Portal,

related solutions, interpreting metrics, and data extraction/analysis.

@ LG D2C Data Help Center

D2C data portal
to support global D2C data activities

Contact Us Q&A Board

1:1 Chat support
Submit a Request | 2] Chat @ Remote Support @ Knowledge Articles |§| -
Support hours

> > = =

Best 10 FAQ i Yoo

1. List of subsidiary Implementing OneTrust

2. subsidairy codes list

3. How to download raw data? °

[D2C Data Help Center Main Page]
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I. Overview

Services and coverage

= 1:1 Chat/Video Consultation  * support hours: 07:00 ~ 25:00 (KST)

Service Provision = Q&A Board
Method = Al Chatbot

= FAQ Articles

= D2C Dashboard Portal Dashboard New requests/edits
and data consistency checks

= (A4 tagging requests and data verification

Service Coverage

= D2C data extraction and analysis requests
= Sprinklr account/topic/dashboard creation

= Beausable account/heatmap creation, etc.

> How to obtain permission and access

- For LGE employees, access is available through SSO integration without any additional
procedures.

- For partner companies, an AD account (abs@lge.com) is required for access. However, one-on-
one chat/video consultations can be used without a separate permission request.

- You can access the D2C Dashboard Portal's 'Help Center' menu or directly enter the URL
(https:/lge5422.zendesk.com).

@ LG



IL. Detailed usage instructions

1. D2C Dashboard Portal
2. Google Analytics 4

3. Sprinklr

4. Google BigQuery

5. Airflow

6. Google VertexAl

7. D2C Data Help Center




D2C Dashboard Portal Overview

D2C Dashboard Portal creates and provides topic-specific dashboards based on data from various sources

so that you can utilize them even without expert knowledge of data

-:-—— i S e e = _.‘..,N | |o..,;‘,.. —_—
-=| HQ/RegionKPI E -
| ey =222

e Inventory

LG.com GA Magento
Member information Behavioral information Purchase Information
PIM GMP ECS
Product spec (LG.com). Marketing Performance Magento-LMDS

Data Source

DLMS

Integration of all members

MDMS
Product spec (Factory)
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payment data

OSM

Pricing information within
distribution

1. D2C Dashboard Portal
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D2C Dashboard Portal Basic screen composition

@LG
A Home
= Notice
O Glossary

@ Setting

& KPI Report
2 Business Overview

22 In-depth Analysis
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25 In-depth Analysis_
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1. D2C Dashboard Portal

0 Move to Ad-Hoc dashboard view page created by
HQ/Region

X If you have a data view that needs to be checked regularly, you can request the
creation of an AD-Hoc dashboard through the Help Center

Xf you have editor permission, you can create it yourself and share it among
executives and employees

Q If you need support for the use of D2C data,
including the Dashboard, submit a ticket to the
Help Center through the menu

a You can preview the image of the main dashboard,
and click to go to the relevant dashboard

@ LG



D2C Dashboard Portal : Dashboard list (1/4)

Category

Business Overview

Sales GMV

Sales NPT

FN_Closing

Dashboard Name

OBS Business Overview

Daily Sales Review

Daily Performance

Weekly Funnel

D2B2C Overview

OBS Subsidiary Overview
Weekly Sales Review

P&L Overview

Monthly Sales Review

P&L Detail

OBS Ranking Analysis

This is a dashboard where you can check the overview of OBS sales and traffic.

This is a dashboard where you can check daily OBS sales trends.

This is a dashboard where you can check daily OBS sales, traffic, and inventory trends

This is a dashboard where you can check the weekly funnel from LG.com PDP traffic to sales of
major business divisions (H&A, HE, IT)

This is a dashboard that analyzes actual D2B2C orders based on Customer Group, Coupon Cust
omer Group, and Coupon Rule Name. You can check GMV based on Order Date and NMV base

d on Sales Date.

This is a dashboard that explains OBS cost separation and ISA overview.

This is a dashboard where you can check weekly OBS sales trends and monthly goal
achievement rates.

This is a dashboard where you can check the overview of OBS sales proportion, net sales, and

operating profit.

This is a dashboard where you can check monthly OBS sales and goal achievement rate.

This is a dashboard where you can check the details of OBS sales.

This is a dashboard that analyzes the CPS Net Sales of all customers by corporation, checks the
sales ranking of OBS among all customers, and supports the development of strategies to
increase the proportion of OBS.

Description

18

Main Data

Sales, Units, Orders,...

GMV, NMV, Sales Qty

GMV, PDP, Stock, WOA,...

PDP, ATC, CVR, GMV

GMV Revenue, Units, ASP

Sales, FP, GMV, NMV, PDP, ISA

Net Sales(NPT), TTL GR,...

Net Sales, COI(%), MP(%),...

Net Sales(NPT), Progress,...

Net Sales, COI(%), MP(%),...

Sales, Rank of OBS

1. D2C Dashboard Portal

Update Cycle

Daily(Day-2)
Daily(Day-1)

Daily(Day-2)

Weekly(Week-1)

Daily(Day-1)

Daily(Week-1)

Weekly(Week-1)

Month(Month-1)

Month(Month-1)

Month(Month-1)

Monthly
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D2C Dashboard Portal : Dashboard list (2/4)

Category
Business Overview

Marketing

SKU Coverage
&ISA

Member

Dashboard Name

Marketing Overview

GP1 Marketing Overview

Campaign Performance

Campaign Ads Performance

Products Funnel

Inventory Overview

SKU&ISA Daily

SKU&ISA Summary

Member Overview

Coupon Usage

Description Main Data

This is a dashboard that allows you to check the customer’s purchasing journey by region,

country, BU, and division Visit, PDP, ATC, Orders, CVR

This is a dashboard that allows you to check by region, country, BU, and division by focusing on
the product list page and product purchase page during the customer's purchase journey. This is | Visit, PLP, PBP to CHEKCOUT,...
utilized in GP1 countries

This is a dashboard where you can check campaign trends by region, country, BU, and division. You can

check various channels and campaigns that have flowed into LG.COM Campaign, Session Duration,...

This is a dashboard where you can check advertising costs and performance

Data is based on CM360 and Google Ads Cost, Impression, ROAS, CTR,...

This is a dashboard that allows you to see the customer purchase journey for each product and

also check the products with the most product detail pages ATC, Checkout, Transactions....

This is a dashboard where you can check the overview of SKU coverage and inventory (ISA, WO

A) of major departments (LTV, REF, W/M, NMT) SKU Coverage, ISA, WOA(4Week)

This is a dashboard where you can check SKU Coverage and ISA by country and department on

a daily basis SKU Coverage, ISA

This is a dashboard where you can check SKU coverage and inventory-related figures by country. SKU Coverage, ISA, Stock

This is a dashboard that allows you to check the number of new customers and see visit trends of
logged in customers.

You can classify your customers into new, existing, remaining, and active customers to see
which divisions have the most customers and their payment methods

Members, Visitor, Buying,...

This is a dashboard where you can check which coupons are used the most and what the

discount rate is by region, country, and division Coupon, Welcome Goupon, Discount, Orders

19

1. D2C Dashboard Portal

Update Cycle

Daily(Day-2)
Daily(Day-3)

Daily(Day-3)
Daily(Day-3)
Daily(Day-2)
Daily(Day-1)
Daily(Day-1)

Daily(Day-1)
Daily(Day-2)

Daily(Day-1)
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D2C Dashboard Portal : Dashboard list (3/4)

Category
In-depth Analysis

On-site Analysis

Up/Cross-Selling

Fulfillment

Marketing Insights

Dashboard Name

GMV to NMV Overview
Checkout Deep Dive
Cancel & Return Breakdown

Multiple Purchase
Package Deal
Order Visibility

Last Mile Delivery Service

Last Mile Delivery Service(US)
GMC

SEO General

SEO Technical

Affiliate Marketing
Bazaarvoice Review
eCRM Mkt. Performance

GMP Naming Convention

Description

This is a dashboard where you can check sales by delivery status (NMV, In Progress, Cancel, Retum)
This is a dashboard where you can check the final number of orders in steps 1o 3 of checkout after ATC.
This is a dashboard where you can check the values of Cancel and Retum based on GMV and NMV

This is a dashboard that shows the combination of two or more types of OMD purchased together
with one Order ID based on Magento

This is a dashboard where you can check overall trends regarding Package Deal. (Order, AOV, UPT, efc.)
This is a dashboard that connects GERP and LMDS(TMS in some countries) to track the delivery
stage by order number and shows the delivery status by corporation at the time of inquiry

This is a dashboard that allows you to view the delivery process after ordering based on LMDS.

This is a dashboard where you can view the delivery process after ordering based on LMDS-US.

This is a dashboard that shows the customer purchase journey divided by inflow channel and
allows you to check the proportion of natural acquisition

This is a dashboard where you can check the status of crawling URLs
As part of paid advertising, this is a dashboard that allows you to check the costs and performance of affiliate
marketing.

This is a dashboard where you can check the number of reviews and ratings by corporation and
model.

This is a dashboard that allows you to check the sending/confirmation of €CRM campaigns and the performance
ofinflows to Ig.com

This is a dashboard that allows you to easily identify correct and incorrect use of LGE naming
rules in campaigns activated in the GMP ecosystem
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1. D2C Dashboard Portal

Main Data

GMV, NMV, Cancel,...
ATC, CHECKOUT, Transactions,...
GMV, Cancel, Return,...

PTO, Multiple/Single Product,...
Product Combination, Orders, Discount

Current, Last 90 Days, ETA, RMA

LMDS Orders, Actual Arrival Day, Updated A

ppt.
LMDS Orders, Adual Arival Day, Retum

Impression, Click, CTR

Status Code, Canonical Status,...

Order Count, Revenue, ROAS,...

Review Count, Average Rating

Open, Click, PDP, Transaction

%Adherence, Total, Incorrect, New, Corrected

Update Cycle

Daily(Day-1)
Daily(Day-2)
Daily(Day-1)

Daily(Day-1)
Daily(Day-1)

Daily(Day-1)

Daily(Day-4)

Daily(Week-1)

Daily(Day-2)

Weekly,
Monthly(Week-2)

Daily(Day-1)
Weekly(Week-1)
Daily(Day-1)

Daily(Day-1
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D2C Dashboard Portal : Dashboard list (4/4)

Category
In-depth Analysis

Retail Channel

Marketplace

Raw Data Download
Magento & Inventory
Traffic

Order Visibility

Dashboard Name

Digital Channel Management

Customer Awareness
Global Retail Traffic

Online Store Management

Price Positioning

Amazon VC Overview
OBS Sales for GFK

GFK M/S Overview

Description

This is a dashboard that allows you to check the current market share of LG Marketing based on
designated distributors. (Stock, Banner SOV, Price, Review, etc.)

Based on Sprinkir data, this is a dashboard that allows you to check positive and negative
customer reactions to LG online.

This is a dashboard that allows you to view advertising efficiency in social media based on Flixmedia data.

This is a digital monitoring report that allows you to check the status of your business with major
global distribution partners and competitors.

This is a dashboard that helps you easily compare the price range of major online markets and O
BS for each corporation and establish an appropriate positioning strategy.

This is a dashboard that allows you to check OBS sales trends based on Amazon data.
This is a dashboard that allows you to check OBS sales performance based on GFK data.

This is a dashboard that allows you to check Monthly Sales by competitors and brands based on
GFK data.

This is a dashboard dedicated to downloading Magento and Inventory raw data.
This is a dashboard dedicated to downloading GA Traffic raw data.

This is a dashboard dedicated to downloading Order Visibility raw data.

1. D2C Dashboard Portal

Main Data

Sell-Out, Banner SOV(%), Review

Positive Mentions, Negative Mentions, Revie
WS

Impressions, Interactions, Retail

Banner, Search, Product list, Top Rank

Market, Seller, SKUs, API(%), Price

Sales, ISA, WOA(4Week)
Sales, Sales Qty, RPG

Sales, Unit, ASP

GMV, NMV, Units, ISA...
Visit, PLP, PDP, Checkout, Transaction,...

Delay Flag, Fulfillment Status, Service Type

Update Cycle

Weekly(Week-1)

Weekly(Week-1)
Daily(Day-3)

Daily(Day-1)

Daily(Day-2)

Daily(Day-5)
Daily(Day-1)

Monthly

Daily(D-1)
Daily(D-1)

Daily(D-1)
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How to use the dashboard : Inquiry - data inquiry and operation monitoring

|Iy Perfounance # GA Traffic Data exists up to today -2

# Magento,Inventory Data(GMVNMVStock...)

is included by country up to & specific time of the full dayltoday-1) (Detal : Mouse over)

Date(To) |20z210 1= Region |71 - Subsidiary |74 .

From) 2024217

Korea [cciude

Company [2.0

| 1D Company

= | Trend & WOA Type - |M““°'3’ * | % In the case af accessory praducs, PD

I Y Sales & Traffic Trend

Bar Trend GMV Indicators - PDP Channel | Toia W PDP(Total) PDP(Paid) PDP(Non-Paid) PDF{OhY
EY
" M
™
oM
0917 0318 0819 09720 0921 09'22 08'23 09724 25 09'26 0927 09'29 09'30 1001 1002 1003 o 10705 10'06 10'07 1008 1009 1010 1011 10r12
GMV 1. u:2< 05k £ . 3.203K 190K 2104K 2718K UK 245K 1
v Y 185% +TI% : 142% +108% ~40% N
Sales Oty 6.615
s PY ]
Orders 1:7
ws PY £1% 6
ASP H 453 A
s PY ¥ 09 14
API[E) 008%  1017% BT 07T 106 0% 1
IR 04K 0K 03K
vs PY # &%
VR (PDP to_ (5] 8% 0.58% 053% 4
s PY o0 P 0. 3% +02%p E™ "
Y GMmv % Customer Type is only included in Magento, So PDP values cannot be viewed when Customer Type filter is applied I Y PDP 3 All PDP on this dashboard is aggregated on a model basis
Moz Eoc [EEmploy.. [ D22 B2D2C Paid Naon-Paid Others
Customer Type Sales Channel Division Sub Category Channel Group Channel
2.0% . N 42.8% 0.4% Organic
2LTI6K (32TH) 753 OLED A4980K (23.3%) | aiicds sk il Search 5.545K (29.6%)
15,186K (23.5%) ansi L BAZAK (13.1%) amax Display 3,374K (18.0%)
64,513K 18,761K
LD . 55.0% i
REF BATIK (14.2%) FEIAL N 4.255K (6.6%) ATLTN Direct 2,254K (12.0%)
p 5.8% Monitor 10.462K
3,74BK)
T MNT 5.485K (2.5%) AT LED LCD TV 3503k (5.4%) A3 PMAX 2AT6K (11.6%)

¥ If you select Weekly or Monthly, Average Sales is calculated as an average from the previous Sweeks or 14weeks to the pravious 1week from “Date(To)". And Selecting Daily indicates average sales of the last 7days from "Date(To)". (Only the dates when all v

024, 10, 15, # Average Sales Qy(GMV) Calculation Period @ 2024, 10, & ~ 2024, 10. 14, I Y Product Top Rank PY) ¥ Selected Perlod @ 2023, 4 17, ~ 2023 10,15, # Average Sales QRy(GM

— 85028 Based on WOA [Zmook: =

W Selected Period : 2024, 917, -

I Y Product Top Rank (CY)

Model Code Ranking By [can -
B (WOA) higher than Jweeks

¥ Select Made

WA Days

=

o

B (WOA) lower than Jwseks
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1. D2C Dashboard Portal

0 Explorer users can edit the dashboard
and reorganize it into their own dashboard
(see back page)

X Tableau Access
- Viewer: Dashboard view, data download possible
- Explorer: Dashboard screen can be edited and saved

0 Easily search data by providing various
filters such as the period, region, and
division you wish to view

0 Sheets with the motion filter* function can be
used as a filter for other sheets by selecting
the graph of the sheet

*The part with the motion filter function is marked with a
funnel shape or SELECT ~ label in the title



How to use the dashboard : Customize and Deep Dive — Edit Dashboard

> Explore Access Required

Bl
»O 00.Ds
>0 OLFiter

GuME EM W AN =S

Daily Performance

% FKOREAEWST: #

A01.07.PDP & GMV Trend

F_DATE PERIODNC..
-

el Gr_&
Fro_ &
MEL &
ol Gr.. %,
) &

D

3200K

000K

2800¢

2600%

200¢

2200%

2000%

1800k

1600K

100K

1200%

1000k

800K

600K

200K

200%

3

0927 0e28 0w 03I 1001 1002 1003 1004 1005 1006 1007

GEoB2E. i Kwangil Kim =

650K

so0k

s50K

so0K

asok.

00k

POP

350k

300K

250K

200k

150K

100k

o
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1. D2C Dashboard Portal

0 Tableau data and dashboards can be
freely modified and customized

Q Customized documents must be saved
under a different name in personal space



How to use the dashboard : Detailed data inquiry and extraction (1/2) 1. D2C Dashboard Portal

0 There is a download button at the top right
of every dashboard, and various types of
download functions are provided
* Image: Download in png format

T | o Data: CSV download of data source used in specific
E oo sheet
Frmmny IE E?Tﬂpan‘v ?lezc_tqn_rii.si:n I?i\fiiiﬂnj .E?i\_ffiﬂ »  Crosstab: Download CSV or Excel data aggregated in a
=B - == e e - = specific sheet (used when downloading raw data)
Bas~ L 2024 » PDF: Download images in PDF format
s _ A » PowerPoint: Download images to slides in PowerPoint
w3 weo wo W10 W1 w12 w13 m o 6 W17 wi1a v ’ ISSLeead”ixvggt?g:lljbzzm':sad TR el s
0,350,231 | 6,500,241 2,761,003 8125781 8048368  £0951,067 10,813,752 =1 PowerPoint 2,138 10,507,016  4,613,605| &5,
1.816,893 | 1005971 1195392 1,789,051 1,781,537  2171.869 3,513,508 [0 Tableay S S | 4986 2520969 1207940 2 .
550,763 424,377 456,508 591,554 518,042 670,072 697,985 4,935 122,726 277,441 : e Download Image button leads to crosstab
290,208 135,413 230,563 277,789 262,727 449,381 541,072 2,625 394,114 75,267 . download
1,778 27,829 16,905 41,718 34,042 47,139 55,730 50,494 30,836 32,381 90,442 65,800
5,913 7.842 5,220 4,372 2,757 11,885 15,930 11,789 14,083 18,918 13,980 B,041
2,291 -846 3157 9,535 5,306 3471 3,785 5,755 2,880 4,206 2,893 4,364
19,674 34,687 1,897 42,504 44,821 30,844 15,336 26,637 24,303 52,255 47,232 16,890
1,575 3,810 1,143 3,971 2,557 1,725 5,119 1,012 3,068 1,426 5,033 3,150
2,098 2,740 D 5,290 9,450 4,603 5,676 4,028 3,970 11,564 B30 7,317
57,249 57,063 15,493 39,776 53,906 53,550 74,200 60,458 81,411 110,825 105,786 44,886
10,600 5,568 2,415 3,586 16,794 11,636 17,135 19,880 19,747 31,669 21,995 12,782
8,831 10,302 976 2,001 2,396 5,549 7.785 2,721 9,298 6,370 11,161 3,843
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How to use the dashboard : Detailed data inquiry and extraction (2/2) — Raw Data Download

@LG
#A Home
B Notice

or Glossary

= Key Performance Ind--

B Business Overview
B2 In-depth Analysis

[® Raw Data Download

Magento & Inventory

Traffic

Order Visibility

@ Business Overview_
9% In-depth Analysis_

[® Raw Data Download_
2 Subscription Report
[ Developer

[z Monitoring

KPI Report Slide

[/ Home - Raw Data Download - Magento & Inventory

<
Bee Elerus
I Magento & Inventory Raw Data Download % Click to Check the Guide ¥ Red filters are used together at the top and bottom
From Date To Date Datz Type. Subsidiary Measures [ Mierarchy  Company Division Wierarchy  Division Accezsory ID Company Salex Channal
zassis | ~ [zzsoa | [oay -
Traffic Raw Data d Guide Use Custom Views
Store to Division Hierarg
@ Select Subsidiary that you want to see
> @ Selec
 Select the Measures that you need  Selact 30 Tiars 86 you Wit
= Oy Trafic or Model Taffic hould be selected on this page (Count of Migrated Data' is not used) ® Click yiewzorigis oolbar
- Fr— y Taffc o measures s selected on this page (Count of Migea i @ Click viewioriginal on the t L
> Magentd] | © You can see the date you select as Daily. Weekly and Monthly through the Date Type @ Set it to the name you want L
Magentd | @ Through hisrarchy_parameters such as company, division and channel, you can change the data in the form you want @ A custom view is created with the filters you select ]
> Magent | 3 1f you want to see the Madel, set the On/Off parameter to ‘O’ below @ If you set the custom view to default. it will be seen as the filter you o
Magent selected every time you turn on the dashboard o
o Magentdl | 3 If you select too much data, the dashborad will be very siow; so you need to adjust the measures and filters
Invento ]
Inventer ® @ @ ® @ Lo Wz® £)
Invento uvidry s
= . - o Date Type Division Hierarchy on/off 5
nventor i o - o =
Inventor - Magento & Imentory Raw Data Doarlosd o= B
Inventor . W - o 2
Invento o
Calombla Magent: q
Magento : Units - GMV 793 4 23 n 42 52 51 &4 T2 65
Magento : Orders - GMV 673 8 2 28 30 9 46 49 61 50
Magento : ASP - GMV s71 s62 493 77 sa2 536 592 ssa 560 536
> Magents : ADV - GMV 647 606 103 794 59 s69 656 728 685 596
Magento : GMV to NMV(%) - Sales BO% 100% 100% 100% 97% 7% 4% 100% 3% 6%
> Inventory : LG.COM SKU 183 184 184 1as 185 186 186 186 186 186
Inventory ; OBS SKU 153 154 154 154 156 156 156 156 156
Inventory ; SKU Coverage 835% 83.7% 23.2% 83.2% 839% 83.9% 838% 835% 83.9%
> Inventory : OBS SKU with Inventory 153 154 154 154 156 156 156 156 156
>
-On/Off" first!
»
Company [20 -] Division + | Model Code/Suffix ez Measures [(52 -] owort [c
> m
el | ks aaosis | anaows | 020817 | 0013 | 020919 | 2020020 | 20081 | D022 | 0PA0823 | 200924 | 20240025
K Brazil $3-Q120A33K Magento : Sales - GMV 835,043 4,505 967 2911 1468 1012 3,025 439 20,967 525 2,507 540 2,535
Magento : Units - GMV 1,635 9 z & 3 2 1 . 1 5 1 5
Magento : Orders - GMV 1440 4 z 5 3 2 1 38 1 5 1 5
Inventory : Stock 264 309 307 302 209 205 291 312 291 285 280 9
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1. D2C Dashboard Portal

o Instructions on how to use filters on the

3 ~]q=y s
a Raw Data Download dashboard and how
to create Custom View*
* Custom View: This function allows you to pre-set
T frequently used filters, reducing the hassle of having to
e specify filters every time on the dashboard
© Data can be viewed by selecting a filter
FE— that suits the purpose of use
o — * There is a large amount of data, so the data is viewed
B 5.3 after setting and applying filters
e Download the viewed dashboard in Excel
i | format



Utilization/interpretation of major dashboards - (O Daily Performance (1/2) 1. D2C Dashboard Portal

This is the most basic and most frequently used dashboard designed to identify major performance data such as Sales, Orders, and Traffic o You can intuitively understand Sales and
status by LG.COM's Daily/Weekly/Monthly unit at a glance and support quick decision-making PDP Trends and check Stock, Orders,

ASP, API (%), and CVR (PDP to
Transaction) indicators at a glance by

I Dally Perronnance Gi GA Traffic Data exists up to today -2, i Data Updated by 2024. 9. 2:

Magento,Inventory Data{GMWYNMV Stack...) is included by country up to a specific time of the full day(today-1) .(Detail : Mouse over)

(From) [scatsas | Date(le) [wmaesz. | Region [on <] Subsidiary [ -] Korea [coee  +| Company [ <] 1D Company [nide -] Tend &WOAType [ +] Accessory [ncies ] ¢ i the case o sccessry products, PDP may ot be cought . . .
comparing them with the previous year
Y Sales & Traffic Trend
Bar Trend GMV Indicators [Ssies -] POP Channel [rot - W PDP(Total) 1 POP(Psic) M PDP(Non-Paid) M PDP(Ohters) M GMY M Salable Stock * Orders: Order quantity (number of Order |DS)
o e *  ASP (Average Selling Price): GMV per product quantity
GMV / Sales Qt

. oo * $\PI (Average Priyc)e Index): The ratio of OBS selling price to

; - the average price of all sellers
- I I - *  CVR (Conversion Rate): Rate of purchase occurring in PDP
N _ = I Ein B _ I E=0 =00 . _ . (Transaction / PDP)
DE26 o 08'z8 029 0830 08'31 o 0903 ' 005 0906 w07 09'08 0309 0910 L-all 012 0913 w4 015 0316 w17 018 0319 oy20 w2z w2 0y23

Stock Al L] 3 2 3 3 5 5 L] L] 5 L3 L] L] L] L] L] 1z 5 3 4 4 4 1 ﬂ 4 4 1 Total
v CO CO - WMWK BK B 4K K XK XK 2K X B K B K K K X E * * B
ws PY
e . 5 2 3 3 i B ® 7] 0 0 1 0 fi i i 4 : i 5 0 10 i 2 i . ] % 0 Identlfy GMV by Customer Type Sales
vs PY ’
Orders. 0 5 2 3 ] 1 1 a7 35 n 18 9 1 10 1" 1 0 1 1 [ n 5 10 10 1 2 1 0 0 65 L]
_ e e e N Channel, Division, and Sub category
ase 3082 27 280 o7@ 2798 306 25 262 2 65 25R 260 28R 28T 256 25% 250 266 2601 286 2807 271 2B13 34 M 26%

PY
wICK) W18% 9% 007 1000%  1028%  109E%  104%%  100%% 97 100%  108%  1013%  100M%  1008%  1008% 02% D24%  1057%  1005%  1011%  1503% ®1% | 1031% When using Customer Type as an action filter, the filter is not
vop % ® o o * ® [ i 1% ® * ® % o ® o o 0 0 o % % ® [ ® ® ® [ * 1o applied to PDP, which is GA data, because Customer Type is M
e PY ’ ’
C\:\:PBPM: QU Dpe Qe ipw  ue 0w (an  guw g fiew ig  oae duw aoe  oow ow  Qon o oje jae ape (g A aZe DA g oure  pon 0o | a7i agento data

QY GMV Customer Type is only included in Magento, So FDP values cannot be viewsd when Customer Type filter is applied e PDP 5 All PDP on this dashboard is aggregated on a model basis
LB Non-pid [ Psid Others
Customer Type Sales Channel Division Sub Category Channel Group Channel
av B9GK (100.0%) OLED BOGK (100.0%) ?!2:1‘ B;’: Se’gra(r;‘lc AK (37.4%) . .
— ® Identify PDP Traffic by Channel Group
® teoon 10K
W and Channel Type
PMAX 1K (6.8%) s
All PDPs in this dashboard are aggregated by model

2 @ LG



Utilization/interpretation of major dashboards - (O Daily Performance (2/2) 1. D2C Dashboard Portal

o Provides indicators of top 10 products by
PDP/GMV/Sales Qty for selected period

» Ranking By: Select sorting criteria (PDP/GMV/Sales Qty)

» Base on WOA: Set the time period for calculating the
number of weeks available for sale (WOA)

» Top: Change the number of products to be exposed (default

This is the most basic and most frequently used dashboard designed to identify major performance data such as Sales,
Orders, and Traffic status by LG.COM's Daily/Weekly/Monthly unit at a glance and support quick decision-making

\. And Selecting Daily indicates average sales of the last 7days from "Date(To)". (Only the dates when all were sold)

Product Top Rank (PY)

W Selected Period : 2024, B. 26, ~ 2024, 8. 7. # Average Selbes Qly(GMV) Calculation Period : 2024.9. 16, ~ 2024, 892

Y Product Top Rank (CY)

Qlfyau select Weekly or Monthly, Average Sales is calculated as an average from the previous Sweeks or 14weeks to the previous 1week from "D
Mode Code Ranking By |51 <] Te [10 &1
vioa Days D

Based on WOA [apjeeis o
W (WOA) lower than weeks W (WOA) higher than Jwesks

6 | OLEDTTG48. German y ;TEADMIL‘\‘.’;"W OLED 692970 264 264 2625 4213 22326 3835 1033% 91K 29% 4 7 0.5) e Provides indicators Of the top 10 products
N — for the same period of the previous year

price information data) Tlick on the night 1con 10 see Price trend for the Tull model » €}

', Yyou select the Top10 Model, Price mformation will appear Delow (% If it doesnt sppear, there 1= no T
odzl Code o82% | og27 | o2 | ox29 | o030 | osn | o9m | o0v02 | o903 | ovo4 | 0905 | o906 | o907 | oses | oges | o3 | oynn | 0wz | 0913 | 0914 | 0915 | o916 | 0917 | o918 | 0919 | o9 | osm | 92 | 0B
0 W 062% | 1402% 2% | 1044% | 1045% | 1083%
9

1018% | 1040% | 1044% | 1040% | 1033% | 1030%  1035% | 10435% | 1037% | 1045% | 1045% | 1038 | 1038% | 1040% | 040% 1367 | 1073% | 1004%  1056%

OLEDTTG4ELW  API(S6) 1006% | 1024%  1033% | 1017

MIN Source Price($) 4042 3965 4239 4218 4,200 L) il 3963 B 1949 3 1851 3855

MAX Source Price(S) 5003 5,906 5042 5942 =) 1 1 £ 5881 3 =) BB 5877 g & 5877 5004 5807 5807 5,807 5877 e When you Cllck On a model In the top

OBS Price($) 459 4625 4707 4873 4,666 4663 4850 4500 4560 1 4554 4 a 4 449 4 8 4808 5794 5964 4550 4550 485 indicators (@,@)’ you Can CheCk the
By Selle Source Price by Seller by date for the
Model Code  Source Trust Seller URL 08'26 os'27 08'28 082 0830 o' 0901 09'02 09'03 094 0905 0906 007 09'08 0909 09'10 o1 012 0913 0914 015 0916 0917 0918

ELECTRONIC_ electronicdyou_at Source Price($) 4242 4232 4239 4216 4200 4200 4200 4186 4160 4152 4166 4176 4176 4176 4168 4149 4743 4140 4163 4163 4763 4163 4163 4163 mOdel

hrtps//nwweelectronicayou atlg-oled 748
API(%) 1010% 1011% 101.1% 101.1% 101.0% 1011% 101.1% 01.0% 1011% 101.1%
GH  alektrchankasdk at Soures Prical) 4384 a2 a»a 4218 a0 a0 4’0 FRE 4104 4186 43m am 217R 4176 4188 4140 FRre) 4140 4182 4183 4183 4183 4183 ann .
0 Weekly trend analysis of GMV Qty and

Click on the right icon to see inventory trend for the full model » E

salable stock for each product allows
effective inventory management

oventory Trend By Product 3 You can only see the model code selected in the product top rank( 1) because of the dashboard speed

Salable Stock I GMV Qty < Salable Stock | GMV Qty > Salable Stock

Model Code =  Store Name Product Name 3 Sub Categoty 2024
1
OLEDT7G48LW Austria PREMIUM OLED TV OLED I
57
Germany  PREMIUM OLEDTV  OLED = ”
a il g 11 10 11 14 11 11 10 10
— = e e - .
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Utilization/interpretation of major dashboards - 2 Marketing Overview (1/4)

A dashboard designed to maximize the efficiency of marketing activities by comprehensively analyzing LG.COM's marketing
performance and understanding traffic and conversion rates across the entire funnel at a glance

Marketing Overview  (subject to 36 subsidiaries) “ H&A HE IT Data Updated by 2024. 9. 30. Q Q I

Detail Raw Data
GA Traffic Magento
From LG.COM Visit PDPPBP ATC (Inc. Direct to C/0) CHECKOUT Transactions WR(LGC[?M to Orders CVR(LGCOM to Orders)
2024323 Transactions)
e 15,654K 4,417K 117,519 89,963 21,166 0.14% 35,394 0.23%
: / L\ \ \
Trend Type 28.2% 2.7% 76.6% 23.5%
et - vs PY vs PY vs PY vs PY vs PY vs PY vs PY vs PY
Traffic Type +15.3% -9.1% +26.0% +114.3% +55.4% +0.03%p +73.8% +0.08%p
Sesion hd
FDP PBP ATC Direct to C/O
Ac
e 4,208K 310K 54,922 73,022
vs PY vs PY vs PY vs PY
Kare: Y -10.8% +382.8% +832.1% +926.0%
Exclu - [ 1= sDPoEP. B
o I\/\/‘-«,\"' {-\[\//\ /MJ\'M\ /\ IJ
nclude - a4 P A - ,“M J/\
b =~ \ YA
o \ \ ,_’_,\J\'V-\ I ‘ » »
63.8% 62.1% 60.2%
55.7% .
I L . B i 4%
25.6% . 28.0% - - 23.7% - 23.2%
10.5% 13.3% 14.6% 13.2% 14.2% - 13.4% -
— | | | ] || ||
HEA HE T HE&A HE IT H&A HE T H&A HE T HEA HE T H&A HE T H&A HE T HE&A HE T
= = = = = = = =
A BU Visit by Company & The 5.0 Platform has Traffic of PDP only, not PEP. A PDPPEP to Transactions by Company A PDPPEF to Orders by Company
I Company

* | | ArCsDireet o Cro b ws PY +(4), -(¥)

wes _.gg il °55*
A% -O.ﬂip I195 PN 0.63% 0.3%p

E

H&A ‘SK IT% 49.0% A05%p .K v16% 2.3% AU‘T%p."' A21% e 75.9% Aa332%p l?? AT15% e 30.3% we.Tup

HE I‘ossk asx £ 636% vu.sesp'edk wizk € 3.4% Aooqeplu arrw Q) s07% AZ‘)A%plﬂTl AT04% 141%  wo.skp

.83
IOSS
E,ms

T |555K % € s15% .sil!'&pla"( AdB% 2.6% .o;upluzz a70% | €) 69.4% n?id‘wplll,ﬂ!? arse% | @) 252%  wsanp

A -%p II,TSB Ao

2%p

28

1. D2C Dashboard Portal

0 An indicator to assess stage performance
and improvement areas by showing
detailed traffic, CVR, and year-over-year
changes from Visit to Transaction for a
selected period.

e Check traffic and CVR (conversion rate) for
each funnel stage by business division
(Company)

* Funnel: A model that represents the process of inflow of
customers and decision to purchase in stages

Supports discovery of insights to evaluate and
improve marketing performance by providing traffic
status and conversion rate for each funnel stage
based on Session or Unique Visitor

X The dashboard aggregates daily traffic and then calculates it by
adding up the data for the period viewed. This may cause your
numbers to differ from GA

@ LG



Utilization/interpretation of major dashboards - 2 Marketing Overview (2/4)

A dashboard designed to maximize the efficiency of marketing activities by comprehensively analyzing LG.COM's marketing
performance and understanding traffic and conversion rates across the entire funnel at a glance

QY Region

v Select Region

LATAM - vi7%
India l A145%
Asia IK A3T%
NA ISK ATH%

MEA IOK AB1%
EU Iﬂl( v9%

cs 229K A15%

Company Hierarchy |07

© 19.0%

© 34.4%

©333%

© 382%

©189%

© 40.9%

73%

v2.0%p - ©27%
A9.2%p - aa2% © 4.0%
V46,9%pl v54% © 1.9%
VO.S%p- viox © 3.6%
A4.2%p 17K a174% © 34%

PDPPBP to ATC/Direct

A0.4%p . A58% |© 78.8%
A0.1%p - 50.8%
A0.9%p l vi2% 56.9%
v0.6%p -s% ©93.7%
A1.9%p (567 As544% © 97.5%

ATC/Direct to C/O to

* 1% When Company Hierarchy is on, the first KPI is BU Visit, and when it is off, it represents LG.COM Visit

A28.4%p - o 211%
431.7%.;. atesn | € 233%
at24%p - a0 @ 429%
A37.2%p ISS a153% € 17.6%
A40.5%p -% ) 13.6%
v5.9%p |:Si A508% 3.8%

AS5.6%p

AB6%

v13.7%p

16.6%p

A1.0%p T A168%

vo.%p va2s

v13.8%p 21 A%

CHECKOUT to

] v Ry sa)-m

o 7] [emmawdo
- == l

A0.4%p

A0.1%p

1% A0.2%p 834

g
5

v0.1%p

3% vo.1%p 75

CVR (PDPPBP to

AT2% A0.5%p
nm%l A0.5%p
A% I% A0.2%p

AL6%

A125% 6% A0.2%p

VS 0.89% A0.1%p

A295% A0.1%p

CVR (PDPPBP to

w Select Subsidiary

II7K

I'ITIK

Egypt

South Africa

L

Company Hierarchy [or

qY Subsidiary % The GA Traffic source for Spain is aggregated from the ‘www.tiend.
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1. D2C Dashboard Portal

0 Check traffic and CVR (conversion rate)
by region for each funnel stage

o Check traffic and CVR (conversion rate) for
each funnel stage by corporation
(subsidiary)

If you set Company Hierarchy to On, you can view it in detail by
division

@ LG



Utilization/interpretation of major dashboards - 2 Marketing Overview (3/4)

A dashboard designed to maximize the efficiency of marketing activities by comprehensively analyzing LG.COM's marketing
performance and understanding traffic and conversion rates across the entire funnel at a glance

q Y PDPPBP by Channel poPREe /POP/pER [P 7]

paid search [l Paid Social [ asfistes [ Psid sms  [Mleid_Shopping . - re by :
Paid ) Non I;ald Organic_Search M Grganic_Sacial M Organic_sws E If you select a channel legend, only that channel is highlighted by Company
Il Pvax Display [ paic_gmail [l Paid_other [l Crteo & Others M B el e i Filters apply to trends at the bottom
" - _
ToT : 4,552K (-8%) ToT : 2,508K (-15%) ToT : 1,291K (-12%) ToT : 680K (~55%)
la Non Paid (+23%) Paid (-23%) Non Paid (+24%) Paid (-26%) Non Paid (+14%) Pald (-31%) Non Paid (+63%) Paid (+50%)
57 2% 67% 54% 4% 5%
(1.955K) (2.3886) (815K (1.686K) (6961) (5926 (405K 274K
ToT : 4,959K ToT : 2941K ToT : 1,471K ToT : 440K
PY Non Paid Paid Non Paid Paid Non Paid Paid Non Paid Paid
2% 67% 2% % 41% 56% 568 41%
(1,588 13333%) (657K) 22770 (608K) (853K) (243K (183K)
.k 317K 51K 15 159K 217K 1K s 78K 18K 7% 20K 15K
1% : 23% 12K
N 18K 143K _
26K o 28% M 158K 10% 32%
asax 560K ke 278K, 27K 88K
Paid N.Paid+Other Paid N.Paid +Other Paid N.Paid + Other Paid
2,586K 1,966K 1,686K 822K 592K 26% 699K 274K
3% . B
154K 60%
65% o 1% ek > .
= 108K 502K 735 243K
27% 12% 12776 0% :
poid 05k 51% 503K

16% 37%

230 TooR
0 Weekly mY PY oY PY Weskdy moy PY Weskly oY PY
2,638K

*\ SR =

219K
174K
275K
e e % wesia M
2}
~ - P \\ —_— - —— 1

261K
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© Check channel proportion by Channel
Type, Paid/Non Paid, and Company
based on PDPPBP

The default is PDPPBP, you can change it to PDP or PBP as

You can filter for specific channels by selecting the channel
legend, and analyze the performance of each channel in

1. D2C Dashboard Portal

G Compare Paid/Non Paid trends to previous

*

Paid Channel: Marketing channel that pays for
advertising (Search advertising, brand advertising,
affiliate marketing, etc.)

Non-Paid Channel: Marketing channel that does not pay
for advertising (direct influx, natural search, etc.)

@ LG



Utilization/interpretation of major dashboards - 2 Marketing Overview (4/4)

A dashboard designed to maximize the efficiency of marketing activities by comprehensively analyzing LG.COM's marketing
performance and understanding traffic and conversion rates across the entire funnel at a glance

Y Division X Channel

# The value in the () under Transactions represents the percentage of conversions from PDPPBP

# If you select Division by Company, You can see that the filter is applied by Company in the bar chart, pie chart and trend above

Division POPPBP / PDP / PBP |7DFP2°
W/M REF v Audio PC MNT
. 19 L1 b. 10 1 22
Display 122,604 sz 480,015 oo 54,322 o1 4,201 o 8,572 P 14,573 o
680 359 632 108 24 706
Fraax I i) (0.80%%) I e (0.43%) I HRRAE [0:56%) I e (0.28%) S 10.59%) I TR [0.93%)
N 15 13 26 4 4 14
Criteo Iaa.m 1 e Ias.| 50 o0 I 120,062 e | 23,407 . 4744 oo 12520 o
Paid_Social 33,141 i 21,358 i 1,113 AL 21,035 i 66,214 5 27,358 12
- (0.05%) (0.03%) (0.02%) (0098 10.01%) (0.043)
) 73 127 253 3 1 2
66,7 .54 064 12.664 1.317 ..
Paid_Search 42 P 63540 Pt 65.06 ol 2 e ¥ . 9,359 et
Paid
Affilistes 7.95% ap 5.622 s | 16,361 s 3,805 K 1,371 . | 16162 e
(3.98%) (3.98%) .75%) (1.24% 2.77%) (4.02%)
) 115 n 2 0 1 7
Paid_Shopping |11,833 o 8717 o | 10,256 s 1417 v 120 . 1446 .
) 11 1 28 4 1 1
Faid Other 306 @i 4 39%) e (555 e o2 a2 23 465 w2z
Paid_Email 3157 108 4530 123 5,937 104 1,548 ” 132 ! 1,933 a8
(342%) 272%) 1.513) (1.10%) 211% (2.48%)
) 4 2 7 1 1 "
R e o 7'” 251 s n15%) 3 s i 2% =t 332%)
: 1223 950 1,302 222 84 664
192,790 . 120,936 1103 \ 49,498 22,240 188,120
Organic_Search (0.63% (05T 0343 (25% (0.36%) 0353
; 895 1,194 989 7 75 450
Direct Isn.ﬁn S Iwc.ﬁa e l123.421 o I33.676 e I-ﬂ.sn o I62.374 e
a1 m 101 20 5 66
Non | e 4276 o 3,266 o |g,au s 6,943 cay | 28,500 st 7118 s
Paid
: 18 45 “ 3 0 15
Organic_Social |10,927 e 6.245 i | 10.502 R 7.315 o 504 e 8.003 Y
Organic SMS 331 3 357 35 461 5 133 3 15 o 55 2
(1.51%) (9.80%) 1.323) (2.29%) 10.00%) (3.643€)
: 3 0 2 0 [}
Organic Email | 21 e 4 000%) 26 7.69%) 2 e 1 e
26 51 6 3 0 14
3,683 2.474 2.494 576 7 1.235
Others | NA . o - (24735 y [1:84%) (0525 (0.00%) ) (1133
PDPPEP Transactions PDPPEP Transactions PDPPBP Transactions PDPPEP Transactions PDPPEP Transactions PDPPEP Transactions
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1. D2C Dashboard Portal

0 Check traffic and CVR (conversion rate)
for each funnel stage by channel and
division

[How to Use]

= |dentify performance and investment
effectiveness by channel

= Analyze performance differences due to
differences in company marketing strategies and
establish customized strategies for each region

= Provides data necessary to establish budget
allocation strategy according to channel type

@ LG



Utilization/interpretation of major dashboards - 3 Inventory Overview (1/2) 1. D2C Dashboard Portal

This is a dashboard designed to improve the efficiency of inventory management by comprehensively monitoring OBS

operation status and inventory status, providing data-based insights to optimize inventory operation and take appropriate
actions at the right time

0 SKU coverage, ISA (%), and WOA of the

Inventory Overview e A four major product lines can be checked
' * SKU Coverage: Proportion of products sold on OBS among
SKU Cowerage - @295% z90% @<90% SA L @200% =80% @<80% Conditions and Caloulation? Click! { SKU Cuw., 154 products sold on LG.COM
fom D *ISA (In Stock Availability): The percentage of products
T Total LTV REF W/M MNT available for sale out of all products sold by OBS in each
- ’ . SKU Coverage ®78.7% ©82.6% *81.7% ®833% warefouise
= emw  emm w2
®73.9% 80.4% 83.0% ®75.7% | rky quantily 9
s SKU Coverage 1SA (36) WOA (4 Weeks) LOLMCINENES )_ o ‘
T R T WOA (4 Weeks) ex) If WOA is 2, it means there is inventory available for
2024. 9. 29. - 2024. 9, 29, 2024, 9. 29. 24.4 11.4 7.2 16.6 sale for 2 weeks
q Y Region
Select Region SKLY Coverage IS4 (%) W
) . T Teend [ Weekly } Daily Seling Units Trend (4 Wesks) .
v Total Tatal LTV REF WM MNT ’ Trend [ Weckly ) Total LTV REF W/M MNT e CheCk SKU Coverage, WOA’ and UnltS
NA ®e1.1% L I [ T:Th o4 ®e1.0% ®75.8% ®65.0% bl M U U U T — Aug 1116 . g
P e by Region and Subsidiary and analyze
‘” ®ss0x  @782%  @76s% g16%  @744n @788k fu wow m w  w itiiEEtEGrie - : .
. trends in SKU Coverage and Units to
I Y Subsidiary compare performance by region
Seloct Selmidiry | 5K Coverage 4 WO 5 e — Optimize inventory management and
v Total Total LTV REF WinM MNT Trend [ Weekly § Total LTV REF  W/M  MNT h
Canads ® 00 ® e ®s63% #5055 ®02% ®6i pradiine PR L L T T ——— T sales Strategy
us 818 L FFE B1.3% 9 E20% BL.T% ®55.1% R _,_,,.-\:" us 200 958 50 41 TS o Freg. 1083
Austria 0.0% - - oy T Austrin e Aepck * Units: Sales Quantity
Czech PES5% BTO% BOE 991T% B2 1% 9 90.3% [ T Czech 51 35 &4 53 a1 B..g e . mE m.oae A3
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Utilization/interpretation of major dashboards - (3) Inventory Overview (2/2)

A dashboard designed to improve the efficiency of inventory management by comprehensively monitoring OBS operation
status and inventory status. Provides data-based insights to optimize inventory operation and take appropriate actions at the
right time

QY Product Category

Select Categary s e Stock & ISA Trend WOA (4 Weeks) Average Weekly Sales  Daily Selling Units Trend (4 Weeks)
v Coverage |
» S %) v A T [ T R—— g 630
LTV [ 3R [ FFEEn
REF | 114 2477
REF [ T2 04% z ] 3
. A = - B = w12 6,120
Wi [ IIRN a3.0% 308 E g 5 52 % 2 ° 5 g
MKT [ TERDY [ T Y 5 3 iog ] | £ . tarv RV S
Air Care [ 113 [ JaREY i 3 Air Care 10T - “‘“I:“
Cocking [ TTF B3.5% Canking EEHES = i
r—— @ osen #1.1% Dushrwacher | 120 o
pc @ szan ®sz0n P -
Projector [ FEFST ®r2in Projectar 8 s
| -
qWeekly SKU DE‘tEIII \ m:‘cwu:::g‘.ﬁ'.:.::g}.x:ﬁ:.:ﬁ - g4, 9,22,
* Select SKU ekl Ty |29 KU Previous Outs Rarge [7
Siock W Units = Stock () Unin » Saock
RANE SKkU Frodust Mama Diwision Subsid Salas Unit: AEP WA0A, [dmeaks] Stock Anarags Weakly Units Avarage Daily Uinits
ISNRS0QC-BALS LCD MOMITOR 34 MNT us a0 FALLY AL on L] » 6
2 DLEDT T GAWLIAAUS PREMRUIN OLED TV 7T LT us 3E3E1E 58 2472 a5k BOOE a3 i3
3 OLEDT TCARUA ALIS OLED TV 77 LTV us 234,986 18 1,091 14132 18,462 131 19
a MO SGOGEO ABAE DEHURIDSF [ER Air Care Vietnam 1584075 584 e o4 1 2 o
§ CLEDAECAPUA ALIS OLED TV 65 LT (1 1E7TTT e 0,28% 412 AL i n
51-WOBAA 1 EB2GAMT INVERTER RAC BD Bragil 1T EEH] 511 (1 mn a b
OLEDESCITLAAEUD OLED Tv 65 LTy Gamany 145,001 i 1, s [ *] 4 Hil L]
OLEDIPCATIA ATUD OUED v 77 v Germeany 14261 L] 11 1.0 A a7 T
¥ KRt AM INNERTER AL B3 Hraml 142,261 ann ot ] L 52 i m
[ BOTR OLEALLE SOUNDBAR + WTS § Audi ug 144 it [ i L] 181 ]
i ASIRADIYDADAL AR AOLUTION v Carg Vicenam 1H5.487 i M L7 il L}
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*

*

1. D2C Dashboard Portal

o Provides SKU Coverage and ISA Trend for each

Product Category, evaluates inventory operation
status by division, and supports establishment of
customized inventory management strategy

o Detailed sales information and inventory

information for each SKU are displayed to enable
detailed inventory management

Average Selling Price (ASP): GMV per unit of product sold for all
transactions that successfully complete the payment process

Average Weekly Units: Sales volume per week calculated using
sales history over the past 4 weeks

@ LG



Utilization/interpretation of major dashboards - @) Daily Sales Review

A dashboard designed to enable quick and intuitive performance monitoring by visualizing GMV/NMV values by day, daily
performance and MTD performance by Region/Subsidiary/Company in the form of a heat map

| Daily Sales Review 2024. 10. 1. % Diata s included by country up 1o a specific time zone of the full day/Detall : Mouse cver) Datn Updated by 2024, 10. 1. Q
Raw Datn
Date  |2meanl O Company | ircads - Selected Rew Type GMY MMV
o q@aily Trend - GMV u
; s
Tatal HEd HE T G 35 W aHT v Y B * g 3K
L A AT I L
™ [ 1® 1" TR enT0% W 81T w® i®
— m au(mmm FEIS 31K % m +109% m +135
s ok -100%
98K 108 14K 2 8K 60 TT T P — w
81K 28 23 ™ g% 2% =’/ 4 T Y ™ 4
S8 ¢ a s a5 T @ 41 ' ! - ! N !
oK 100% L
oK .
T4 e oK K M -agn W e2dx oK -100% o sk
=K K ZK 5K B%: ELY +24%, 2K 33X e
[T 16K sk K Y 16K -504% S 10485 B <2605 o 41047 -
LS -100% nw (] oK -1 o -1
Pzt 4K 2K 1K 4K =365% Fid =186% R[4
157K 153K 30K 5K 1974 BT +22% sou [T 5K .31 kirc 2 i K ™ Lil
128K 108K K x -BzEY E T20% +1450% LR 4 . 10K 1 o - 1 -
e * 1 1" B -aei ™ -in ® i ®
16K 106 &K K 16K 4335 10K - B <1085 oK = m b . -
2K ZK oK 2K avsn Fid o958% ox 100% AL 10K 3 10
T4 2 2x an ® a0 o m
4K K oK K a0, ELY 9% 24 L
TS ES 3K w b 2 o :
& 3K 3K 6K 3 n N *® : ® 3
TR m 1K TTE -1_612'.{. 45K 4104 -412551':'. 1K JE g
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1. D2C Dashboard Portal

0 Provides daily performance and MTD
performance by
Region/Subsidiary/Company. Analyze
monthly performance and quickly identify
regional assessments by comparing MTD
to the same period last year

e You can understand sales trends by
comparing MTD with the same period last
year in a time series graph, and you can
understand detailed daily performance
and MTD performance by division

@ LG



Utilization/interpretation of major dashboards - 5 ISA & SKU

It is designed to analyze the inventory status by SKU on a daily basis according to Subsidiary/Division, and supports quick
decision-making by intuitively visualizing inventory status through traffic light indicators

SKU&ISA Division Daily

Conditions and Calculation? Click! { SKU Cuv. , ISA )

SKUZISA Division Daily

?— = e ;i TROEA oe e T Company
A 2= 3 4
Select Subsidiary to view the data.
# If you select too much data, the view might not be able to load the data grid.
2024/411 20247472 2024/4/3 2024/4/4 2024/4/5 2024/4/6 2024/4/7 2024/4/8 2024/4/3 2024/4110 20247411 2024/4/12 2024/413 202474714 2024/4/15 2024/4/16
us REF ® 35% ® 6% ® 86% L ® 6% ® 8% ® 35% ® 6% ® 86% L ® 6% ® 85% ® 85% ® 353% ® 85% * 85%
Wi ® 35% ® 36% ® B6% ® 35% * 35% ® 85% ® 35% o 35% ® 35% ® 35% * 35% ® 85% ® 35% o 35% ® 35% ® 35%
Dishwasher 93% 93% 93% 93% 92% 92% 92% 92% 92% 92% 92% 92% 92% 92% 92% 92%
RAC * 0% * 0% * 0% * 0% * 0% * 0% * 0% * 0% * 0% * 0% * 0% * 0% * 0% * 0% * 0% * 0%
RAC 2D ® 5% ® 6 ® 4% * 4% ® 1% ® 51 ® 5% ® 6% ® 1% ® 5% ® 1% ® 51 ® 5% ® 6% ® 1% ® 5%
Air Care ® 100% ® 100% ® 100% * 100% * 100% ® 100% ® 100% ® 100% ® 100% * 100% * 100% ® 100% ® 100% ® 100% ® 100% * 100%
Cooking ® 85% ® 36% ® 86% L . B & 54w o 4w 0 B & 4% ® B4k . B & 54w o 4w 0 B & 4% ® B4k
LTV ® 100% @ 100% ® 100% ® 100% & 100% ® 100% ® 100% @ 100% ® 100% ® 100% & 100% ® 100% ® 100% @ 100% ® 100% ® 100%
MNT ® 100% ® 100% ® 100% ® 100% * 100% ® 100% ® 100% ® 100% ® 100% ® 100% * 100% ® 100% ® 100% ® 100% ® 100% ® 100%
WCC BD ® 05% ® 25% ® 06% ® 06% . 30% & 8o ® 89% ® 30% & 00% ® 09% . 30% ® 100% ® 100% ® 100% ® 100% ® 100%
Audio ® 100% @ 100% ® 100% ® 100% & 100% ® 100% ® 100% @ 100% ® 100% ® 100% & 100% ® 100% ® 100% @ 100% ® 100% ® 100%
A ® 100% & 100% ® 100% & 100% & 100% ® 100% ® 100% & 100% ® 100% & 100% * 1005 ® 100% ® 100% ® 100% ® 100% * 100%
PC ® 100% ® 100% ® 100% * 100% * 100% ® 100% ® 100% ® 100% ® 100% * 100% * 100% ® 100% ® 100% ® 100% ® 100% * 100%
Projector ® 100% ® 100% ® 100% ® 100% ® 100% ® 100% ® 100% ® 100% ® 100% ® 100% ® 100% ® 100% ® 100% ® 100% ® 100% ® 100%
‘Wacuurr ® 100% & 100% ® 100% & 100% & 1005 ® 100% ® 100% & 100% ® 100% & 100% & 1005
Spain REF ® 7% ® 7% ® 97% LT * 7% ® 97% ® 7% ® 7% ® 97% LT * 7% ® 97% ® 7% ® 7% ® 97% LT
WM ® 05% ® 95% ® 95% * 05% * 95% ® 95% ® 05% ® 95% ® 95% * 05% * 95% ® 95% ® 05% ® 95% ® 95% * 05%
Dishwasher ® 100% & 100% ® 100% ® 100% & 100% ® 100% ® 100% & 100% ® 100% ® 100% & 100% ® 100% ® 100% ® 100% ® 100% ® 100%
Cooking ® 8% ® 78% ® T8% ® 8% ® 8% L ® 8% ® 78% ® T8% ® 8% * 78% ® 8% ® 78% * T78% ® 78% * 78%
LTV 943 LYY a4 945 945 943 943 LYY a4 945 945 943 943 LYY a4 945
MNT ® 7% * 7% ® 7% * 87T% * 2% ® 5% ® §7% o aT% ® 8T% ® 87% * B7% ® 5% ® §7% o aT% ® 8T% ® 87%
SAC ® 100% ® 100% ® 100% * 100% * 100% ® 100% ® 100% ® 100% ® 100% * 100% * 100% ® 100% ® 100% ® 100% ® 100% * 100%
WCC BD ® 100% @ 100% ® 100% ® 100% & 100% ® 100% ® 100% @ 100% ® 100% ® 100% & 100% ® 100% ® 100% @ 100% ® 100% ® 100%
Audio ® 05% * 36% ® 86% ® 6% LN ® B6% ® 05% * 36% ® 86% ® 6% LN ® B6% ® 05% * 36% ® 86% ® 6%
PC ® B8% & 38% & 38% ® B3% & 38% & B3% ® B8% & 38% & 38% ® B3% & 38% & B3% ® B8% & 38% & 38% ® B3%
Projector ® 100% ® 100% ® 100% ® 100% ® 100% ® 100% ® 100% ® 100% ® 100% ® 100% ® 100% ® 100% ® 100% ® 100% ® 100% ® 100%
Faland REF ® 95% * 9% 91% 92% 92% 92% 92% 92% 92% 92% 92% ® 97% ® 97% 92% 92% 92%
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1. D2C Dashboard Portal

0 Provides various indicators according to

analysis purpose

ISA Store Daily : Check Daily ISA performance by
Subsidiary

SKU&ISA Division Daily : Check Daily SKU
Coverage/ISA performance by Subsidiary/Division
ISA TopSelling Daily

: Check Daily TopSelling/TopSelling ISA/ISA by
Subsidiary/Division

ISA-Daily-Model Salable Unit
: Check Salable Units by Subsidiary/Division/SKU

SKU-Daily-Model Salable Unit
: Check LG.COM flog/OBS flag/Salable Units by
Subsidiary/Division/SKU

Inventory Download Raw Data
: Download raw data related to inventory

Can be searched by applying filters such as period,
EOL, Unit Type (OMD/OMV), etc

EOL (End of Life): Discontinued product

OMD: refers to the original product excluding
accessories or consumables

OMV: refers to accessories or consumables (ex. air
conditioner filter)

@ LG



How to apply for D2C Dashboard Portal permission (1/2)

Path: EP Access — |IAM (Enterprise Authority/Account Management)
for permission

IAM discovery after connecting to EP

EP “lEiN\"ENT Space ~ Work ~ HR ~ With ~ Biz. Support ~ =
System Map IAM

All Clear all 10w T2

Category S

b

o
17
]
M
8
o o
L)
b
i
i
>

=71

198
I
o

Connect to IAM and click System Authority

« LAM | Identity & Access Management Systern Authority External User Account My Page

System Authority Request

Search for D2CD and click on it

System Authority Request | M Home > System Authority > System Authority Request
System
p2ch
® System List (Total 1)

No. System System Name Descri
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1. D2C Dashboard Portal

System Authority — System Authority Request — Search D2C and click D2CD — Apply

Tableau Permission Types

There are two types of permissions in D2C Dashboard Portal.

1. Explorer: Permission to edit Tableau dashboard screen

2. Viewer: Permission to download data and view dashboard

If you do not log in for more than 90 days, your privileges will be deleted and the
. procedure is as follows. ‘
(Applies regardless of permission level)

v" 1st notification : If you do not log in for 1 month, you will be notified that
‘ your rights will be deleted based on a specific date (90 days of non-use)

v' 2nd notification: If you do not log in for 2 months, you will be notified that
‘ your rights will be deleted based on a specific date (90 days of non-use)

v" 3rd notification: After 90 days of non-use as previously announced, the
permission will be automatically deleted and deleted. Information will be
provided and information on the permission application process will be
included if necessary



How to apply for D2C Dashboard Portal permission (2/2)

1. D2C Dashboard Portal

Path: EP Access — IAM (Enterprise Authority/Account Management) — System Authority — System Authority Request — Search D2C and click D2CD — Apply

for permission

After setting Category and User Authority permissions, click the
Add button

Authority REqUESt[D2CD] | A Home > System Authority > System Authority Request

® Request Information

Guide Line D2C Dashboard Guide
® Authority Info
Category = HQ v
1 .
User Authority | VIEWER v

o AuthorityList (Total 1/190)

Category User Authority

HO VIEWER

User Authority Desc

Enter Request Reason and click Submit button

@ My Authorlty o1/ 190)

Status Category User Authority User Authority Desc
NEW LGEKR VIEWER
® Request

Request Reason

® Approval Line

No. Approver Position Department Name

YoungHoon Kim Q Specialist PQ100A.Data Insight Team

E-mail

younghoonkim@Ige.com

Enter detailed reason for application, including purpose for
each authority
Example) We request permission to use D2C Dashboard Vie

wer to monitor traffic data of 00 Corporation.

@ LG



D2C Dashboard Portal - Use Case

[Use Case #1] Identify the cause of outliers discovered during dashboard monitoring (1/3)

Home > KPI Report > Daily Report > Sales: NPT & GMV

[/} Home - KPI Report

- Daily Report - Sales - NPT & GMV

T BenTluery Product Portion(%)

Biz Type GMV
LV . DzC 78% 3% GMV Daily Trend (05'01 - 05'27)
$36.7M % EEEEEE
| D282C 18%
- 1 K 3m
MTDPY  +1227% Lt o b @®  Employee Sales 3%
o wM 24% EE $8,903K . T
erer  12% W $4537K i
emT 1% N $3920€ ETC. 0% T
® Ochers 19% Il $6,826K N/A 0% oM
NA EU L LATAM L ] ASIA [ ]
$11.8M WTDR +129.2% $12.1M WS +B7.0% $6.7M WD +161.2% $4.2M WTORY | +2076%
Product Portion(%) Product Portion(%) Product Portion(36) Product Portion(%)

L wmM
50% 15%

L
35%

v
2%

Biz Type

While monitoring the KPI dashboard, a surge in
EU GMV figures was detected

$11.5M

.Y ap

GV $4.0M

AOV $1,240 A0V $767 A0V $766 A0V $762
LTV @ W/M @ REF @ MNT LTV @ W/M @ REF @ MNT LTV @W/M @ REF @ MNT LTV @ WM @ REF @ MNT
2 XK
25 A “ 3K
2
5"\,/\/‘" '\"'\/\,—/V K LA LAy N s 20 s A ,\
1K e e " A
A N~ e Ly K A el — i
e e e o Wﬂl
T A REF AN N REF ANT L N REF MANT LV Win REF MNT

GV

# Exclude OMV

$54.6M AOV

.y apy 3 ADV Dally Trend (Last 30 Days)

Q

LTV @ W/M @& REF @ MNT

EU ]
$12.1M

MTD BY

+87.9%

Product Portion(%)
v
S50%
Biz Type

® D2C 67%

e
$879

v

.
—
'&_ - $B875 WM

& D2 67%
D2B2C 30% ‘ M
o Fpploree g%
o STployes 3y

/\‘\‘ $1,008 REF
$474  MNT
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NTD PY

EU GMV data editing screen

$£168K

7 el
ﬁii"
| .

To check data, use the dashboard ‘Edit’
function to view detailed data of the graph

v N '

$996
) LTV @W/M @ REF @ MNT

=2

WQA/-\»AO

W/ REF

I
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D2C Dashboard Portal - Use Case

[Use Case #1] Identify the cause of outliers discovered during dashboard monitoring (2/3)

EU GMV data editing screen

Verify the GMV trend by country

i

0

A

Verify the GMV trend by product/SKU for Germany

[so =T ecoocriovesn T ovisse) ]

77629 o1
. REMILM
PESEI D TV ES 05
[y e —
L
4 " o

I A VAN

p
Czech .
;
| ———————
Germany
i S —
.

After breaking down the data by country, we found
that Germany's figure was significantly rising

Polnd 200K

Porugal 200K

/

By disaggregating German data by model,
GMV for premium TVs is rapidly increasing

e N ——— JR—

> Examine detailed data through variable addition (STORE_NAME)
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D2C Dashboard Portal - Use Case

[Use Case #1] Identify the cause of outliers discovered during dashboard monitoring (3/3)

Question

What is the reason for the rapid increase in GMV of
premium TVs in Germany?

Hypothesis

=  Promotions operated in Germany have an impact
on GMV increase
- (X)Germany's promotion related to the Euro Cup took
place two weeks ago(W18), this type of promotion takes
effect immediately
* Premium TV GMV increase occurs in week 20

= Distribution of premium TV-related
coupons affects GMV increase

wos wio wit wiz wi wie wis wis w7 wis wis wao ot
o 2% a2 355% ™ a7 663 Tas% 723 ™ sas% easx s6%
™ » 58 -
dore s32 2 874 79 529 10 " a9 455 1 85%
M 461 2 1013 2 1 9 1259 183
baers used Coupon e 7 w2 29 220 m 616 78 1 m 28 ax 4835
" 141 4 13 4 1464 "
(G| 158K 4s0K 685K 402K 440K 756K 989K 1257 758K 388K 383K 809K 7454K
w 151 saa 160 3 220 5 0 80 *
cours At K a1k 1086 7K 6k 147 185k 2% 163 64K K 124 1345
" 0o 106 26: “
Y Orders by Discount Section I 'Y Top Coupon List I Order Detail
ercent Discount Top Rank Range 20 Coupon Nama 5 If you want to see Sub Category and Model Code, press the (+) in Dhvision
Rack  Stors Name  Coupon Name. Dicount ke | VEore 25t b€ Amount (8 OC
NP . ottt S copanname U™ ormarome PR ouion  MEOP gcoumpae | SHeSEHN Amoun,
h i Germany B2B2C Corporate Benefits 1.. 10% DC 73 23.9K 138} fame. lssue Date e roup used Coupon
ey | 522 hrkning oy worsi] 108 0 P I sl || sroonsases emany RCMMKOO OO sy gpnste aziosza uv [ s
b Gemuany  B2CMarketing OLED 68/851 217 -Fixed DC 8 160 217} S1001156768  Gormany | BECMAGUNG OLED oo osas v oo . .
‘ ) $1001156764  Gemany | 52 DitTiote8 0L 0240507 | 20240514 20240528 3 c 351
bo-149% 98.3% (357) 4 Germany  B282C Unidays 10% auf LG.. 10% DC % 16K 13
) 82C Marketing OLED . §
| Gamany | 142 Parsonaond 82 e | 10% b " e . BIO0N156E1 Gemany | 2 ekt 0L 020507 2020913 2024028 LTV b2c 123 -Fixed DE 435
b Gemany  BECMSKSURGIOLEDIGS/SSI 216 -Fixed OC i £ £l 81001158366 Germany | o reS OUD  agp0ser  a02a0ste  zd0sas LTV e 327 Fxed DC 4300
box- |1 P Germany | B2C Marketing LG X OUTHL | 217 -Fixed DE 8 17K 217
A e Sy e . o o #1001158654  Germany 220516 20200516 20240517 LT ozc 2216 -Fixed DC 4208
4 Germany B2C Marketing LG X OUTFL. | 216 -Fined DC 4 1 214} Germany = 20240515 20240516 20240517 LTV DC 2363 -Fixed DC 4,208
. OLIVIA Rl OLEDTTCATL £
peed Discount o Gomany  macMssngOLEDSS: 218 e o s It e
81001157127 GeN ervicelaulanzangebos 20240514 20240514 20240515 LTV D€ 2487 -Fixed DC 4170
1 BZC Marketing LG X OUTFI. 218 -Fied DC : 04K 21 MEMISEVIC NADINEE OL
boo-249 06% 115 2 B2C Msrketing OLEDBS/SS: 215 -Fied DE i 2217 -Fixed BC 4170
8 B2CMarketing OLED B3/77. 323 -Fixed DC . .
n r rln rl 3 2487 -Fixed DC 4170 %
14 Germony  B2CMaketing OLEDI/AT] 324 -Fied D
5 Gemany  B2C Marketing ATC drop 2. 10% DC 501 Fixed DC
j00-343 N a6 . ) .
16 Gemany  B2C Marketing LG X OUTAL 215 -Fixed D
signitican Increase 3 324 Fxece + Fora1:1 consultation, please click @
17 Germany  [B2CMatketing OLED 83/77. 326 -Fixed DC
s Germany B2C Marketing OLED 83/77.. 327 -Fixed DC 324 -Fixed DC 299
T
oo % 19 Gemany  Senice Kulanzangebot San. 901 -Fixed DC 1 09K 501 o
g ’ sonson  Gemany BCMUG WU apips gy waesmo v b seeo 252
L —

Coupon Usage

Hypothesis testing: Check the Coupon Usage dashboard

[ Home - Business Overview - Member -
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D2C Dashboard Portal -

Use Case

[Use Case #2] |dentifying the cause of Brazil's traffic increase (1/3)

Home > KPI Report > Daily Report > Marketing Overview

NA

51422K NMTDPY | +14.4%

Traffic Daily Trend

® Paid © Non-Paid

woov 5422 32% 68%
Py 4T40K  23% H

Paid Top3

Traffic Transactions  CWR
Paid Search -9‘28K-'I "0].-“ 21%
e Moo e W
Paid Social I 262K 34 0.071%

OVR{Conversion Rate)

EU LATAM o

3,467K MTDRY | +448% 8,091K WERY | -332%

Traffic Daily Trend Traffic Daily Trend

& Paid MNon-Paid @ Faid MNon-Paid

A00K

wmov 3467K 45% [

worr 2394K  44% [N S6% WTDFY,

ADH

ASIA

7,039K

Traffic Daily Trend

M0k

300K

200K
100K
O

. A rapid increase in paid traffic in the
LATAM region was discovered

PMAX I 25K -1 _361-3 PMAX I BEEK -?,344-:'33'-4.
Criteo 145K 41 0.03% Display I BOGK 5 0.00%
CVR{Conversion Rate) 033% CVR{Conversion Rate]
® CVR @ Traffic

Paid Search ..1
Display

Paid Social IA‘IHK

Py 3,266K

Paid id

OVR{Conversion Rate]

00k

200K

200K

100K

oK

T3

Traffic

-

W

[ ] MEA O
WTDRY | +1155% 4.842K WMTDRY | +433.9%
Traffic Daily Trend
Mon-Paid

LATAM

8,091K

¢
MR -332% III

To view detailed data, activate edit mode
and go to the Ad-hoc page

A00K

. IIIIIIIIIII

wooy BO9IK 66 3%
wory | 12120 62% - 30%
—— SR — N | 001
00 Ok 0%
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D2C Dashboard Portal - Use Case

[Use Case #2] |dentifying the cause of Brazil's traffic increase (2/3)

Check traffic trends by country Check traffic trends by channel in Brazil
Traffic Trend(Paid, Organic) (5) Traffic Trend(Paid, Organic) (5)
_ . STORE_NAM. Channel(Ne.. =
.
O D i O reai Pad Search II .
&5 :,I----..l. lII Rl LU LU L

100K
Y =1 Paid Social
50K
i Zrzh | i 200K
ile oK
M 5] oo 150K
=7 Elolm

4y || = =

el | gt - Among LATAM countries, traffic from Brazil has i o Paid Search, Paid Social, and PMAX —

i = increased increased among Brazilian traffic ———

o s \
e — — [ —=— ] |~
. T

X Use Brazil as a fixed parameter and add a channel variable to check detailed data
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D2C Dashboard Portal - Use Case

[Use Case #2] |dentifying the cause of Brazil's traffic increase (3/3)

Analyze detailed causes by reviewing campaigns executed in each channel of the Brazilian corporation

I Campaign Perfomance
Accessory | Includs -
I Traffic Channel I Campaign I Model
Select Channal o Bilter ¥ Select Campaion to Biter ¥ Search Select Model to Eiltar ¥ sarch Division 5%
Paid | Paid Search 68,331 1,955 455 8% 2,562 sec HQ-HA_HA WM_BR_24 A _Assembly PMAX ¢ [21,130 | 1,740 195 26% 2,598 sec 53-012JAQAL 6,999 98 10 0 26% 1,157 sec
PMAX 55,164 2,050 314 27% 2,521 sec HQ-HA_HA_RAC_BR_24_AO_Assembly PMAX_c. 21,951 686 83 30% 2,043 sec 7SQMEDB0SRA 6358 0 o o 55% 163 sec
BR_IT_ALL_BR_24_01_Media Monks_PSE_purcha_ [12,041 344 50 32% 2,108 sec 53-Q09AA31A 5643 299 47 0 34% 1,418 sec
Paid_Shoppi..
BR_HA_REF_BR_24 01 Media Monks BU-OCS-R. 10,876 a1 1 3% 588 sec 34GP63A-B 5159 168 36 o Tk 1,024 sec
— 4727 g8 15 O3 634 sec BR_OTH_OTH_BR_24_Q1_MediaManks_PSE_pur_ (B33 654 208 12% 7,685 sec WD14WGSP6 4,125 44 4 o 29% 880 sec
Display HQ-HE_HE TV SP_24_AO_LGCNS_PSE_AWN_GE. |Bi88 24 6 B 556 sec & i v % T sec
Affiliates BR_HAWM_BR_24_Q1_Media Monks 8U-0C5-_ [Bigd0 |32 2 36% 396 sec Ge-psesnaLe S P3 " o BE¥ 641 sec
. ) o 4892 186 30 325, 2,027 sec GCIX25TCSHS 3415 32 13 o 26% 887 sec
. 17 0 25% 1,088 sec
Click Paid_Search, PMAX, or Paid_Social to see “—- Check campaigns executed in filtered channels o 3% 490 sec
detailed campaigns on the dashboard ca B8 a7 and models most affected by them i 11353 sec
7% — o 35% 977
Paid_Etc 0 i o 3,635 160 4,369 tec ™ — — sec
cvintiwe4a 3101 120 20 o 28% 1,077 sec
- reha. 2,901 40 3 34% 1,786 sec
Non  Organic Sea. cvioliwes  [B087 156 28 0 2% 1,558 sec
Paid 2,889 34 3 38% 1,170 see
Direct WD14EGS62  |2j008 31 3 0 39% 574 sec
HOQSEM_HA_SP_Google RAC Generic_Phrase 2,880 55 9 46% BB6 sec
o $3-Q18KLQAL  |2j5d6 3 2 0 20% 1,382 see
Organic_Soci. BR_HA_REF_BR_24_Q1_MediaMonks_8U-0Cs-R. [B,155 16 3 20% 1,079 sec
Fvso13wce  [Bjsds 73 12 0o 30% 901 sec
Criteo BR_OTH_OTH_BR_24_Q1_ALM_cnebeam-mar-q. 2,005 2 1] 49% 140 sec
CVS011TS4 2421 102 10 o 0%, 1.485 sec
BOUNCE AVG. BOUNCE AVG_ BOUNCE AVG_
PDP ATC Transactions RATE SESSION DU, PDP ATC Transactions RATE SESSION_D, PDP ATC Transactions Orders RATE SESSION_DU,
> For more detailed analysis, such as landing page analysis, you need to check the GA console )
o @LG



I1. Detailed usage

1. D2C Dashboard Portal

2. Google Analytics 4
3. Sprinklr

4. Google BigQuery

5. Airflow

6. Google VertexAl

7. D2C Data Help Center




Google Analytics 4 Overview 2. Google Analytics 4

Google Analytics4 (GA4) collects customer behavior data within dotcom and analyzes it comprehensively to support deriving customer-centered insights

LG.com Customer Activity

Content
consum

Collect data on users coming to LG.com by tagging them with tracking codes and key events.

Source/medium Landing page Page path * Participation time * First time buyer Number of * Retuning users
* Device * Average Session * Search keyword + Totalevents rate partlglpatlng * Repeat
«  Used browser Time + GNBclicks « Views * Addto cart Sessions Purchasers

- Region * Engagement Rate «  Navigation type « Checkouts + Bounce Rate

* Rrevious page * Purchase

Collect data(example)
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Google Analytics 4 Menu Structure

2. Google Analytics 4

GA4's menu consists of Home, Reports, Navigation, Advertising, and Management, each providing data summary, detailed analysis, settings, account

management, and advanced analysis functions

O[_‘_l Google Analytics 4

| | | |
I T T T

1 Report Overview
~I Real-time data
1 Recent viewed items

~I Recommendation

1 Statistic

L
L
L

Report Overview
Real-time data

Users

Demographics
Tech

Lifecycle

Acquisition
Participation
Revenue generation
Retain

1 Free form

Funnel discovery
analytics

1 Path navigation analysis

~I Segment overlap analysis

User personalized
analysis

1 Cohort analysis

1 User lifetime

46

1 Advertising Overview

~I Performance

= All channels

~I Attribution analysis

= Model comparison
= Conversion path

1

Account

Account settings
Account access
management, etc

Attribution

Attribution settings
Data stream

Event

Conversions
Potential ccustomers
Custom definition
Data settings



Google Analytics 4 Menu - Home

LG Electronics » LGE_GA4
Q, Trysearching “path analysis”

il Analytics 360 | | GEUK Em -~
Home
M Reports
Explore Active users ~ Key events « New users ~ Event count ~ @ - ACTIVE USERS IN LAST 30 MINUTES @ -
@ Advertising § 559
13.4% 422.2% 145% 429.8%
40K ACTIVE USERS PER MINUTE
Nl i R A AR
| | -
COUNTRY = ACTIVE USERS ~
s United Kingdam 288
o United States a6
-Sgp 14 15 1 19 China 21
— Last7 days = = Preceding period Netherlands v
Last 7 days ~ View reports snapshot —» View realtime -3
OCEntly accessed
[ Attribution paths [ Advertising snapshet [ Reports snapshat Untitled exploration
st Now today today today
aggested for you
Vi @ - Sessions™ by @ - Active users¥ by Country ID> e -
= and scree Session primary ch...
P, TITLE AND S... VIEWS SESSION PRIMARY .. SESSIONS COUNTRY ACTIVE USERS
Consumer & Home E.. 16K 1614% Organic Search 100K 111.5 United Kingdom 65K 4241%
- i 2 T —
Sign ime Your LG Ac_.. 11K 431.0% Paid Search 30K 107 . ‘s‘;; United States TIK 136%
= ; R [1 -
Search | LG UK TEK  b445% Unassigned 25K 113 . :&. China BIK  T4BTHR
- : —— i -
How to Measure a T... 1K 156.6% Direct 22K 1o y i Bcadl India 59K 128.5%
e 3 ] 3 pe L :
All Fridge Freezers | aK T11.4% Paid Other 553 196.5% ‘* - Australia 22K 129.8%
QMNED Smart TVs | B.. S.9K 1149% Cross-ne twork 727 4947 P - . Belgium 1.9K  42006%
£ Admin Smart Washing Mac... 69K  t19.E% Affiliates 12K 487 ' Canada 17K 1197

47

2. Google Analytics 4

0 The overview card displays key metrics
related to your website, including users,
average session time, and conversions,
while the real-time card on the right
provides data on user activity over the last
30 minutes using data from real-time
reports

9 The Recently Viewed section displays the
Analytics menus/reports the user has
recently visited

e The Featured section displays cards that
users frequently view, while their sessions
display unusual changes, latest trends,
and other statistics related to the site

@ LG



Google Analytics 4 Menu - Reports 2. Google Analytics 4

N Analytics 360 Lg-E'UKE;E:J Q  Try searching "path analysis* = 9 0 . . .
R — e 0 The reports section provides ba§|c reports
e "< o regarding users and user behavior
Active users @ New users @ Average engagement time | CTIVI v (o] Menu CompOSItlon Varles dependlng On
- 553K 493K 1ms3s > °  gog o importance for each corporation

Report menu details

B 2 e ‘ @ Among these, the business overview,

Dashboard report summarizing LG.com's key indicators

o Overview which can be said to be the main section,
: Real-time A report that allows you to monitor the activities of customers within LG.com in real time provides data/reports to monitor KPIs
A Lifecycle
- Acquisition Report showing where users come to your website, including sources and mediums
R Engagement Report showing user interactions (events such as views, clicks, etc.) within the website
mi E Monetization VRVZE(S)iTj showing revenue generated from products, ads, and subscriptions on your e Users include demographic and technical
— . . data, while Lifecycle includes data related
rotover [l R ' Reports showing how often and for how long users return and the additional revenue e L
! etention value generated to acquisition, engagement, monetization,
giig;e Report showing where users come to your website, including sources and mediums and retention
eUser _
User Reports showing user traffic by demographics, including country, region, age, and GA provides two types of reports
attributes gender | - Overview report: A report consisting of summary
e Report showing the technical environment used by users, such as access devices, cards showing data on a specific topic

browsers, and operating systems

- Detailed reports: Reports that provide in-depth
Details: https://support.google.com/analytics/answer/9212670?hi=ko information about your area of interest
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[Example] report: Customer Funnel (Marketing Channels) 2. Google Analytics 4

tronics » LGE_GAL

Al Aralytcs 360 | (T2 @ oy smecin ol gt ser for s die o o = See information about the path customers
TS E) © +  Traffic acquisition: Session primary channel group (Default Channel Group) @ -+ ez o Octi-catznzees - M0 @ < took to get to our site (direct GOOQ|€
search, YouTube, banner ads, etc.)

Sessions by Session primary channel group (Default Channel Group) over time

» 0>

~  Acquisition

= GA channels are groupings of customer

User acquisition

e —— , A funnels that you can use to track and

User acquisition cohorts

S _ compare your digital marketing efforts.
»  Monetization ’——0—:‘—."—'0___2’0'““‘» 20K

3 Total ® Organic Search ® Peid Search @ Unassigned ® Direct ® Referrsl
Search Console ~

R — e e s = Channels can use their own defined
’ gmm g eeemo L groups in GA, or new groups are available

Session primary. Channel Group) ~ Session source / medium v X | & Sessions Engaged Engagement

sessions rate

v User attributes

e for LGE digital marketing channels
Total 1,132,919 648,796 57.02% 565 1.08 12,608,038 1,548,397.00 92.59% £2,451.49 .
100% of total 100% of total Avg 0% Avg 0% Avg 0% 100% of total 00% of total Avg 0% 00% of total
1 Organic Search google / organic 501,199 349,845 69.8% 1m 05s 11.36 5,692,138 726,638.00 98.64% £620.00
2 Paid Search google / cpc 234075 121,129 51.75% 34s 10.08 2,360,453 332,347.00 97.47% £0.00
3 Unassigned (not set) 192,314 62,385 32.44% 555 1.z 2,138,240 200,400.00 63.45% £0.00
4 Direct (direct) / (none) 112,665 70,514 62.59% 1m 03s 1249 1,406,803 159,208.00 97.57% £1,831.49
5 Organic Search bing / organic 22167 17,280 77.95% 1m 55s 15.83 350,899 36,818.00 98.73% £0.00
[] Organic Search m.baidu.com / referral 12,232 1515 12.39% 1s 452 55242 12,283.00 92.18% £0.00
. 7 Organic Search baidu / organic 7.018 970 13.82% 1s 454 31,829 7.270.00 92.41% £0.00
0O Library
8 Paid Social tiktok / cpc 4103 769 18.74% bs 4.87 19,986 4,660.00 99.63% £0.00
* < 9 Organic Search duckduckgo / organic 3733 2,753 73.75% 1m 26s 1372 51,205 5,812.00 98.29% £0.00

Path: Report > Life cycle > Acquisition> Traffic acquisition
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[Example] report: Customer behavior settings 2. Google Analytics 4

Q'+  EenisEventmame © - ¢ i ccr-om s - | ) @ & = View information about every action a
customer takes on your site, including
clicks, product purchase-related
behaviors, internal searches, and more.

, = Designing and tagging event data,
B R R R R R . including metrics, to see how customers

o T Q 'h‘““ R 1 . are behaving is necessary
o = ’
e — o e = View customer behavior, including how
} - : many clicks were made on banner images
- i o o - = . A on your homepage, which product
5. e s category PLP pages were visited and
? o - - . . - clicked on, and how many conversions
e —— I = S were made to purchase.

Path: Report > Life cycle > Engagement > Events
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[Example] report: Customer Paths

Reports snapshot
Realtime overview

Realtime pages

» 20 >

FEIEN-E-S v

a5 33| ~
* Acquisition
Overview

User acquisition
Traffic acquisition
User acquisition cohorts
~ Engagement
Engagement overview
Events: Event name
Pages and screens
Landing page
~ Monetization
ol gERa
HRGAR 7O 22015
Purchase journey

Checkout journey

@ wusers) | add comparison +

Addfiter +

Show open funnel @ @)

sion start ©

Step2
100%  View product

251%

Step3 Stepd

Add 1o cart 55%  Begin checkout
bandonment A

W 13K 9.6% | |

159,188

79,133
8675

Bl

Path: Report > Life cycle > Monetization > Purchase journey

51

ustom  Jul 1 - Jul 31)

0ne

View funnel steps

21.5%

2. Google Analytics 4

View information about the path a
customer takes from site visit to purchase

Key monitoring information includes:

1. How customers traveled through the
entire path to purchase (funnel)

2. Customer drop-off points

Define customer paths for LG.com in GA
to view data and review where to reduce
bounce rates and create experiences that
convert

@ LG



[Example] report: Page-by-page analysis

2. Google Analytics 4

leports snapshot I T | (] . .
o GBS (o = Analyze customers' on-page behavior with
e — Pages and screens: Page path and screen class @ - mnea <

— information like page visits, time on page,
number of on-page events, etc.

2 0 2

Views by Page path and screen class over time
- Acquisition
Overview

User acquisition

N [ — = Provide metrics to evaluate a page's

- e effectiveness and likelihood of converting

~ Engagement
to the next page
Events: Event name A O0—0— 6 o o o o ———0—0—0—0—0—1__
o
Pages and screens % [ o5 @ 09 n 13 15 17 10 2 3 2 2 29 3
Landing page 3 Totsl @ fukifidgesreszers/slidoereszersl @ [ukl @ [ukliogin @ [ukivs-soundbars/albivs/ @ Juk/sesrch!
= Thism derstand tom
- Monstzaion IS means unaerstanaing customer
Q, search.. Rowsperpage: 10 v Goto: 1 -100f17117 D
+amE e . : .
i o am o B e - t | sves e P R reactions and using them to improve and
= =T All events ~ Allevems =
Purchase journey 1 1 H |
Total 3,524,903 1,044,409 338 1m 35s 22,056,898 2,480,237.00 £3,644,530.52 Optll I IIZe Interna Con en .
Checkout journey : 00% of total 100% of total Avg 0% Avg 0% 100% of total 00% of total 00% of total
Promations 1 Juk/fridge-freezers/all-fridge-freezers/ 279,733 178,526 157 18s 1,546,731 239,925.00 £0.00
LnE=in 2 Jukf 138,817 69,943 198 24s 1,370,605 85,643.00 £0.00
Retention
3 Jukflogin/ 100363 002 250 sis 466,416 33,682.00 £0.00
S h C |
carch bonsele - 4 Jukitvs-soundbars/all-tvs/ 96,899 53921 1.80 51s 730,519 62,502.00 £0.00
*  Search Console
5 Juk/search/ 89,579 34758 258 1m 02s 502,543 26,905.00 £0.00
O Library ] Juk/tvs-soundbars/qned/ 64,059 40,054 1.60 24s 382,303 4737500 £0.00
a 7 Jukicant 62543 18204 34 575 36715 18,507.00 £0.00
<
8 Juk/tys-soundbars/qned/86qned91t6a/ 54,669 38,394 142 58 261,373 51,753.00 £0.00

Path: Report > Life cycle > Engagement > Pages and screens
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Google Analytics 4 Menu - Explore

Possible techniques for exploration reports

Analyzing funnel navigation

Analyze/Categorize/Segment with multi-

stage purchased funnels

User personalization analytics
Analytics for individual user activity

Analyzing pathfinding
Understanding the user journey on
LGE.com with flowcharts

Exploratory cohort analysis
Understand what you can learn from the
behavior of cohort over time

Analyzing segment duplicates
Analyze user behavior through user
segment intersections

User lifetime
Analyze your users' entire lifetime and
understand their behavior

53

2. Google Analytics 4

The Explore section is a kind of custom report that
provides more in-depth and useful information about
customer behavior beyond the basic reports.

[Key Features]

Combine data freely: Create customized reports by
freely combining different dimensions and metrics

Multiple visualization options: Support for multiple
types of visualizations, including tables, bar graphs, pie
charts, and more

Segmentation: Enable analysis focused on specific
user groups or behaviors

Advanced filtering: Apply complex conditions to filter
data

Comparative analysis: Support for comparative
analysis across time periods and segments

Save and share: Save and share reports you create
with your team

Real-time data reflection: Deliver analysis that reflects
the latest data in real time



Google Analytics 4 Menu - Explore: Custom report

|E Variables

EXPLORATION NAME:

Daily Traffic

Custom
Oct1-0ct 15,2023

SEGMENTS

X 8 Settings

TECHNIQUE

Free form

X o Free form 1

Date

QMENS\ONS
| 2 Date

METRICS

i Total users

| it Sessions

SEGMENT COMPARISONS

-+ Drop or select segment

s
|i % Date

'
! + Drop or select dimension
'

START ROW

1

SHOW ROWS

NESTED ROWS

No

COLUMNS

'
! + Drop or select dimension

START COLUMN GROUP

1

Totals

20231001

20231002

202371003

20231004

20237005

20231006

20231007

202371008

20231009

20231010

-+

+ Sessions

465,560

37,679

40432

38,342

41,189

23,014

21,654

35,746

35,652

37832

31,365
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2. Google Analytics 4

0 Drag the desired Dimensions (Pages,
Countries, Sources, etc.) and Metrics
(Users, Sessions, etc.) to add to the
report

XInformation about the Dimensions and Metrics
available in GA4 is current and organized on the
GA4 Wiki.

URL: https://ge-
gmc.atlassian.net/wiki/spaces/GOP1/pages/16646740/
GA+tTagging+files

0 Choose the type of visualization you
want: table, bar graph, pie chart, etc.

e Set the time period you want to analyze

@ LG



Google Analytics 4 Menu - Explore: Segment 2. Google Analytics 4

& setings Xx @00 000060 0w -0 +

l i search_location Eventname search_page_category search_location click_content +Event count

| I click_content

o 4 Segment All Users QSearch sort Price Lowest to Highst 0 In a Sample report’ you nOtlce that there IS
stasRow 12 ::::::::::: :::::: :: :: ::: ”J: Itemn category Items purchased Items purchased a |0t Of behaV|0r that WantS tO ||St pI'OdUCtS
1 3 search_plp_sort plp_search sort Consumer Rating 26! in Order Of IOWeSt Cost.

¥
: =+ Drop or select dimension

Totals 7.237 1,204
SHOW ROWS 4 search_plp_sort plp_search sort Consurner rating i
100 - 5  search_plp_sort plp_search sort LG Recommended B!
B 1 HE&A 1597 234
a0 — —_—
NESTED ROWS 6  search_plp_sort plp_search sort Most Popular |
No - 7 search_plp_sort plp_search sort Most popular ' 2 HE 4210 673
8 search_plp_sort plp_search sort Newest 36 3 T 1430 197 . . .
S e Decide on criteria to group by and create
T 9 search_plp_sort plp_search sort Price : Highest 1o Lowest 14207
! + Drop or select dimension
H P 10 search_plp_sort plp_search sort Price : Lowest to Highest 65026 Seg ments
START COLUMN GROUP ice-
i1 search_plp_sort plp_search sort Price : Lowest to Highest 3 ) . . L
*
Right-click on @ to automatically set segment criteria
1 12 search_plp_sort plp_search sort Price : highest to lowest 499
SHOW COLUMN GROUPS Y3 search_plp_sort plp_search sort Price : lowest 1o highest 20
& Search sort Price Lowest to Highst [ Helpcenter  Cancel m

@  Provide a short description . . . . .
R € Gain conversion insights by segmenting
e =L (N how people listed in order of price would
|| ekt x|+ s | o @ e have influenced their purchase, and

28K

similarly, segment the behavior of users

INCLUDE EXCLUDE

+ sttt g somaut | E saesaqnes s : who visited through a specific campaign.

{7 Add group to exclude

TOTAL SESSIONS
80K

317% of all sessions
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Google Analytics 4 Menu - Advertising

L]
]

©

Advertising snapshot

Advertising
Conversion performance
- Attribution
Attribution paths
Attribution models
~  Planning
Al channels.
Campaign Manager 360
Display & Video 360
Google Ads
Search Ads 360
* Took

Advertising segments

22022 key events =

Add fiter +

HA_HA_ALL_UK_24_AD_Assembly_PMAX_Conversion_SHO_Promotion:GoogleAds:pMAX:Purchase:Purchase_|g.com

56

Custom  Jul 1 - Jul

~
Google Ads campaigns @ -
BETA
Google Ads customer D does
Key events by Goagle Ads campaign over time Day ~
25K
K
5K
1K
500
o o3 05 L o 1 13 7 19 z z 25 kil o
dl
@ HO-HE_HE_TV_GB_24_AO_CNS_PMAX_purchase_SHO_aon-24-1/pmaxigh_lg.com @ HOSEM_HA_UK_Google_Refrigerator_Generic_Phrase EN @ HO-HA_HA_ALL_UK_24_AQ_Assembly PMAX_Conversion_SHO_AlwaysOn: Googleids PMAX Purchase Purchase_lgcom @ HO-BS_IT_MO_GB_24_AQ_ASSEMBLY_PMAX_purchase-p >
Q, Ssearch. Rowsperpage: 10 = Goto: 1 1100f302 >
= Google Ads campaign ~ + 4 Key Ads cost Cost per key Ads Ads cost per Total Return on ad
events event clicks click revenue spend
O Total 20603106 £2.318.738.88 €125 22282038 £0.10 £728.296.29 031
100% of total 100% of total Avg 0% 100% of total Avg O 100% of total Avg 0%
HQ-HE_HE_TV_GB_24_A0_CNS_PMAX_purchase_SHO_aon-24-1ipmaxigb_lg.com 2470013 £27,094 24 £1.10 31,596 £0.86 £138,93070 513
HQSEM_HA_UK_Google_Refrigerator_Generic_Phrase_EN 2343391 £38,583.23 £165 53,063 £073 £0.50 <0.01
HQ-HA_HA_ALL_UK_24_AO_Assembly_PMAX_Conversion_SHO_AlwaysOn:GoogleAds:PMAX:Purchase:Purchase_lg.com 17,854.39 £34,136.53 £191 34,464 £099 £90,587.25 265
HQ-BS_IT_MO_GB_24_AO_ASSEMBLY_PMAX_purchase-purchase_SHO_monitor-topselling_lg.com_APMS 12,635.57 £9,907.25 £0.78 16,589 £0.60 £48,926.03 494
HQ-BS_IT_MO_GB_24_AO_ASSEMBLY_PMAX_purchase-purchase_SHO_monitor-others_lg. com_APMS 10,850.07 £6,829.43 £063 15,804 £043 £47,000.71 688
HQ-HE_HE_TV_GB_24_AD_CNS_PMAX_purchase_SHO_promo-24-2-weekendipmaxigb_lg.com 1069174 £14140.56 £132 13886 £1.02 £83,310.82 589
HQ-HE_HE_TV_GB_24.02 LGCNS_PSE_awareness_BRA_OLED-TV-Clicks-PHR-NPI_lg.com 10446.85 £6146.76 £0.78 18957 £043 £23315.47 286
Ho- . - .
9,029.60 £13177.97 £146 17248 £076 £49,874.78 378

2. Google Analytics 4

Advertising section provides data to help
analyze performance and attribution by
marketing campaign/channel

(includes ad campaign data + all channel
data)

Connect Google Marketing Platform's Ads
Product to provide some of your ad data
in GA4 reports

Reports that can be used to analyze the
effectiveness of your Remarketing ads
and help you design better ways to spend
your ad budget.



Google Analytics 4 Menu - Advertising: GA4 Ads integration

<GA4 Ads Conversion>

® 8 2

2)

0 - Google
.' Analytics 4

Google Tag Manager

+ Create ~

Admin

My preferences

Account settings ~
»  Account
Property settings ~
»  Property

» Data collection and modifica...

» Datadisplay

= Product links
Google AdSense links
BigQuery links
Display & Video 360 links

Search Ads 360 links

ad_user_data

N Google Ads

&

Other Google Ads service

ad_personalization

N Google Ads links

When you set up Google Ads links, it allows data access between Google Ads and your property. You can have up to 400 active unique links at a time,

Unique links ®
Active (1) Inactive (0)
Account Name Account ID
CNX_GA4 Test 979-037-2491

QA_Subproperty links ®

Account Name Account ID

CNX_GA4 Test 979-037-2491

Account type

Account

Account type

Account

Exporting data (D)
Yes
Items per page: 5 -
Q,  search
Personalized Advertising Date linked
Enabled Mar 26, 2024

Items per page:

5

Q Search

#oflinks (3

1

1-10f1

Linked by

dongju.jung@concentri
x.com

1-10f1
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2. Google Analytics 4

= Ads Product link required for ad

optimization and remarketing based on
events collected by GA4

= |mport data into Ads Product via Audience,

Key event settings

@ LG



Google Analytics 4 Menu - Advertising: Audience creation

2. Google Analytics 4

¢ CNX_HE_view_item

Audience Trigger

Log the following event when a user becomes a member of this audience

~— Event Name *

audience_CNX_HE_view_item|

l:] Log an additional event when audience membership refreshes

Cancel Save

v et = Create audiences to optimize your Ads
ads for better ad targeting.

Additional audience settings

= Create an additional Audience trigger
event to convert ads to future audiences.

X For key events and Audience trigger events, we are restricting
6.4K direct creation, and if necessary, request creation through the
D2C help center.

58 @ LG



Google Analytics 4 Menu - Advertising: Audience in Google Ads

[GA4]

LG Electronics > LGE_GA4

QA Subproperty €3 -

1d medifica...

fons

Q Try searching “link with Ads'

Audiences @ -~

Audience name

CNX_HE_view_item

page_view (more than 30seconds)
All Users

Purchasers

[Google Ads]

=S .\ Google Ads | Q search for a page or campaign

1/2 > (D) Youraccountisntactive - Your ads sren't running because your account has been canceled.

Audience manager

F Planning
create e R Your datasegments  Audiences  Custom segments.
L3 Audience manager ° Y Add filter
campaigns
Exclusion lists. (] segment name &
Soats Brand lists
E Asset library o
Location groups a e
Billing Content suitability o e
(o] Data manager R
Troubleshooting ~ o &
Bulk actions v o
Budgets and bidding ~ N
O =
Business data
D Ce

59

Membership status

2. Google Analytics 4

= Create audiences to optimize your Ads for
better ad targeting.

= Create an additional Audience trigger
event to convert ads to future audiences.

> For key events and Audience trigger events, we are restricting
direct creation, and if necessary, request creation through the
D2C help center.

@ LG



Google Analytics 4 Menu - Advertising: Key Event

- =

.
[Audience Event] [Key Events]
Al Analytics 360 op subproperty @@ - 0P covoy : T
Al Analytics 360 | Qp Subproperty @ - X T
) s : n o+
B e
0|
? Wy pr (o] o ’ R Conversion Events @ ~
Accous @
) Ao
,_*: — Comeron Mark as key event ()
903 paymes ; » : 2 - o
2021750 » I i 9 I
e e - .
o »
- e n
Custom definitions. " B
Channel gror I""‘ ® I
sosece °
nnnnnn ing identity »
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2. Google Analytics 4

Create audiences to optimize your Ads
ads for better ad targeting.

Create an additional Audience trigger
event to convert ads to future audiences.

Enable Key event for already collected
events to be used for behavioral report
purposes in GA4.

For key events and Audience trigger events, we are restricting
direct creation, and if necessary, request creation through the
D2C help center.

@ LG



Google Analytics 4 Menu - Advertising: Conversion in Google Ads

.\ Google Ads  New conversion action ‘ Q search for a page or campaign

App

172 > @ Your account isn't active - Your ads aren't running because your account has been canceled

Import web conversion events from Google Analytics 4 properties 0 What's next

Event

Events are determined by a

Select the conversion actions to import from a Google Analytics 4 property

You've already imported 4 events. Learn more

You have 3 removed Google Analytics (GA4) events in your account. To view them in the conversion actions table, update the Status filter to show all conversion

actions, not just those that are enabled

ra

Y Add filter HH
Expand
C] Analytics event Property name Property ID Date created Conversion action
= o QA_Subproperty (web)
[0 audience_CNX_HE_view_item QA_Subproperty 433447824 Mar 27,2024
audience_CNX_HE_view_item
1-10f1
Cancel

Key Event

Any event sent to GA4 will be eligible to

customer's tagging implementation  : e marked as a Key Event in the GA4 Ul

and their event schema. Customers
can rely on automatically collected

events or choose to grow their
schema to include other more
customized events.

This process will look the same as the
legacy conversion creation process. Key
Events will have the same limits as the
legacy conversions concept.

Conversion

Conversions will be created in the Google Ads Ul
from Key Events. The conversion settings
selected on the Ads side will dictate bid
optimization and conversion reporting in both
Google Ads and GA4. Conversions have no limit
alone, but are subject to the Key Events limit.
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2. Google Analytics 4

Create audiences to optimize your Ads
ads for better ad targeting.

Create an additional Audience trigger
event to convert ads to future audiences.

Enable Key event for already collected
events to be used for behavioral report
purposes in GA4.

In Ads, import key events and use them
for bid optimization.

@ LG



Google Analytics 4 Menu - Admin

2 0 8 2

=+ Create

Admin

My preferences

Account settings -~

~ Account

Account access mManagem...

Property settings ~
~ Property
Property details
Subproperty management
~ Data collection and modifica...
Data streams
Data collection
Data import
Data retention
Data filters
~ Data display
Events
Key events
Audiences
Comparisons
Custom definitions
Channel groups
Attribution settings
Reporting identity
Expanded data sets
DebugWView

= Product links

Admin

These settings apply to all users of this account and property. For settings that apply only 1o you, go to My preferences in the left navigation.

onuum SETTINGS

Account
These settings affect your analytics aceount What's an sccount?
@ @
285 Account access management @
eDPERTY SETTINGS
Property Data collection and modification
These settings affect your property What's s property? These settings control how data is collected and modified
En Property details @ = Data streams @
BNl  Subproperty management @ B  Datacollection @
A, Dataimpert @
Data display &»  Dataretention @
These settings contral how data is shown in your reports ¥ Datafilters @
R Events @
R Key avents @ Product links
2= Audiances @ These settings control which products link to this property
BIl0 Comparisons @ J# Google AdSense links
&y, Custom definitions @ M Goodle Ads links
1 Channel groups @ % Ad Manager links
e Attribution settings @ @ BigQuery links
#E Reporting identity @ P Display & Video 360 links
=%  Expanded data sets @ &P  Floodiight links
3 DebugView @ 1 Merchant Center links
:"' Google Play links
Q)  Search Ads 360 links
~ L T
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2. Google Analytics 4

0 Manage account access, view account
changes, and more

9 Configure various features in the data
stream, including configuring tagging
settings / Configure data collection,
storage, and filters, including Google
Signal data / Integrate with major Google
products such as Google Ads, BigQuery,
Search Console, etfc.

@ LG



GA4 Wiki Introduction

2. Google Analytics 4

To support the use of GA4, LGE maintains a GA4 Wiki that organizes GA4 data and user guides, and updates can be found on that wiki.

GA4 Wiki

& Confluence

https://ige-
gmc.atlassian.net/wiki/spaces/LGEB/pa
ges/180224007/0.+Introduction+of+the+
GA+Wiki

GA4 Wiki Highlights

UTM Utilization Guide

GA Event, Custom Dimension, Custom Metric Information

» Dimension / Metric Concepts Explained and List » Concepts about UTM

» Event Concepts and Usage List of Events » Configuring UTM

» Campaign Name / Source / Medium Name Rules

GA Training Resources Google-related solutions contact information

« GA4 Internal Employee Training Videos  Contact information for the following Google-related

solutions
» GAA4 Official Google Training Materials _
- GA Console /Bigquery/CGP/GTM/UTM/ GMP / Google
* GA4 Event Guide, 3rd Party Tagging Guide Search Console / Optimize 360 / IDEA Dashboard / DV360 /

Google shopping, etc.

The GA4 wiki is accessible from within the Confluence environment. If you are unable to access it, please request permission using the path below.
Access EP > Work > Request Map > Jira/Confluence access request > Request using the form provided 'Space name: LGE Board'
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GA4 Wiki - GA Tagging Resources

2. Google Analytics 4

The team has updated the information on GA Tagging for employees, and you can find more information on this page.

GA Tagging Guide contents

2023 LGE GA4 360 Guide

——— @G 1

GA360 Operations guide

blueprints(Excel) - GP1

GP1-GA4 360 Ecommerce Event Guide

GA4 Ecommerce guide

* 5.0 GA3 - GA4 GTM Stol 2ol Ze

- Efa% - eP1/GAs B - E2lA/¥<¥ - oP1/GAs B
- E2A/#: 21 50/6A3 B2
‘
Y vch_gnb O
PR——
K
@«
=]
Name | <>

GA4 Event & Custom dimension
blueprints (Excel) - 5.0

64

I\l -
— LG.COM 5.0_Event PC
LG.COM GP1_Event PC 1.1 Ver.
1.4 Ver.
June 2024 ‘\
October 2024
GA4 event guide / Screen GA4 event guide / Screen

Blueprints(PDF) - GP1

Blueprints(PDF) - 5.0

1]

GA4 Microsite Tagging Guide

Aug 2024

|

«
CONCENTRIX

|

GA4 Variables list GA4 Microsite Tagging guide

* The actual file can be found at this URL
https://lge-gmc.atlassian.net/wiki/spaces/GOP1/pages/16646740/GA+Tagging+files

@ LG



2. Google Analytics 4

GA4 Wiki - Event guide (1/2)

LG.com — PLP
IjLG Shop  TV/Audio/Video  Appliances  Heating & Cooling Business A Q & 9 0 In the Events gl_“de’ see the name Of the
event you want to explore.

Computing Support

ManaCell 4K UHD T

=] E=3 = EDIEN
2

LG OLED evo C2 42" 4K
Smart TV

£5,500.00 LG OLED evo Gallery Edition
G2 65" 4K Smart TV

LG OLED evo G3

Brilliance
Redefined

;

£4:399-98 Save £300.00

£1,099.98 7,

Clear all filters

Event Name

e e e ooy
ecommerce wview_item_list

E1 Ecommerce Event
E2 Ecommerce Event ecommerce select_item
C1 Custom Named Event click_gnb_fnb breadcrumb_click
search aﬂﬂlﬂ:.n.ln.ﬁhﬁr_l
Cc3 Custom Named Event search search_plp_sort

@ LG
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GA4 Wiki - Event guide (2/2)

GA4 sends all user interactions to their respective events

LG.com - PDP

DEEE

Sign 0 / Joke U5 .',
roduct

e

F. TV S * St i 95 U LD e 3 CALERACILA

LG OLED evo C3 55 inch 4K Smart TV £1,399.00 s s

f......-.—, Caliery  Specs Meviews Support Whkere 0o By ||r~mm|

LG OLED evo C3 55 inch 4K
Smart TV
|i83' 7 ) (65) (557) (48~ (az” |I§I

[m
B=—— &

2 Event Type Event Category(CD) Event Name # Event Type Event Categony(CD) Event Mame

G1 General Click Event dick general_link_dick E1 Ecommerce Event Ecommence wiew_item
a Custom Named Event dick_gnb_fnb gnb_menu_link_dick E2 Ecommerce Event Ecommerce wiew_promotion
c2 Custom Named Event mylg top_notification_click P1 Product Event product view product_{{Tab type}}_tab_dick
a Custom Named Event search gnb_search_open P2 Product Event product_download product_download_energy _label
c4 Custom Named Event dlick_gnb_fnb gnb_move _to_cart F3 Product Event product_download product_download_sheet
(a3 Custom Named Event signinup move_to_signin P4 Product Event product_buy product_buy_now
6 Custom Named Event product_support move_to_register_product P5 Product Event product view product_switch_sku
o« Custom Named Event mylg move_to_members_benefit
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2. Google Analytics 4

0 Shows the location of events tagged on
LG.com, color-coded and numbered by
event type for easy event-specific
attribution

e Provide the Event Type, Event Category,
and Event Name information for the event
shown above.

[Use] The Events Guide to understand what events are
happening on LG.com and freely analyze them on an event-
by-event basis in GA4 Explore.

@ LG



GA4 Wiki - GA4 Events & Custom Dimensions Blueprint

You can check the Event List and CD List

LG_COM_GP1 - Event List

datalayer Y/N

Event Type Flag

Event Category

Event Name

112

GTM Tag Name

1 qenersl event page_view Gceurs when a certain page is viewed [GA4] All Pageview

2 3, 7p, 650 general event general link. When 2 link is clicked except general event fires & - general_link_click

3 Tn, 66p general_button When 2 butanis cicked excent general event fires G

a 66p qenersl event qeneral_checkbox_click When a checkbox is clicked except general evert fires & - general_checkbox_click
5 5p, bp, 65p geners| event Wihen 2 Tab s clicked except general event fires G - genersl_tah_click

6 67p qenersl event qeneral_selectbox_ When a select box is clicked except general event fires & - general_selectbax_click
7 13p, 19p ecamm When page is viewed an PBF, PDP E - view_item

8 6p, 9p. 27p, S1p ecamm select_item When clicking ‘Buy Now', "Learn hare' button or a product card image E - select_item

9 12 When page is viewed an PLP E - view_item st

o 20p, 23n, 30p datalayer ecomme acd_to_cart Wihen clicking “Add ta Basker ar ‘Checkaur' buttan E - add to_cart

n 19 datalayer ackd_to_wishiist When clicking empty heart icon E - add_to_wishiis

CD (User

Custom N

Common Event Parameters
[Configuration]

full_url
Full_url_for_tanding_page
referrer_with_query
k

hast_type
site_type
pege_purpose
bu

gtm_container_id_version
metric_navigation_redirect_cnit
navigation_type
Iogin_status
cookie_consent_list

login_i
ntent_graupl
ontent_graup2
ntent_graup3
ntent_graupd
ntent_qraups
nd_page
local_time_full

_status
_status

[link click trigger]

Event Parameters / User Properti

T e

item
item,
item,

item_category3
item_categoryd
item_id

2. Google Analytics 4

Select an Excel sheet to view the Event List
and CD List
* CD: Custom Dimension

* Event List: Contains event information listed in the GA4
Event Guide

* CD List: Event information created by others as needed

[Leverage] Freely analyze at the event level in GA4 Explore
by referring to your system component blueprints.

LG



GA4 Custom Dimensions Blueprint

GA4 Wiki - GA4 Events & Custom Dimensions Blueprint (2/2)

il 9 = [ search searchplp_filter When using the Filter on PLP C - search_plp_filter
e 9p - C search search_plp_sort Phen sorting dropdown box on PLP C - search_plp_sort
il 3Ep - C search search_result_filter Yhen using the Filter on Search result page C - search_result_filter

search_filters
search_location
search_page_category

click_content
search_page_category
search_location

search_filters
search_location
search_page_catesary
search_keyword

GA4 Explore

£83 Settings
& search_location

£ click_content

=+ Drop or select dimension
START ROW
1

SHOW ROWS

MESTED ROWS

No -

COLUMNS

=+ Drop or select dimension
START COLUMN GROUP

1

SHOW EOLUMN GROUPS

X

0060060

Event name
Totals
1 search_plp_sort

2 search_plp_sort
3 search_plp_sort
4 search_plp_sort
5 search_plp_sort
6 search_plp_sort
7 search_plp_sort
8 search_plp_sort
g search_plp_sort
10 search_plp_sort
11 search_plp_sort
12 search_plp_sort

13 search_plp_sort

G o o o Free form 8

-

Qo +

search_page_category

search_lecation

click_content

*Event count

plp_search sort
plp_search sort
plp_search sort
plp_search sort
plp_search sort
plp_search sort
plp_search sort
plp_search sort
plp_search sort
plp_search sort
plp_search sort
plp_search sort
plp_search sort

104,848
Best Match 11767
Best match 89
Consumer Rating 2638
Consumer rating 33
LG Recommended 837
Most Popular 3.075
Most popular 64
Newest 5636
Price : Highest to Lowest 14207
Price : Lowest to Highest 65026
Price : Lowest to Highest 3
Price : highest to lowest 499
Price : lowest to highest 920
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2. Google Analytics 4

o In your Custom Dimension Blueprint,
check the Event Parameters for the event
you identified in @.

O In GA4 Explore, you can add Event
Parameters to a Dimension to extract
events that occurred on LG.com.

@ LG



[Reference]Entity-specific codes and GA Property

Region Code

LGEUS
NA
(North Am | LGECHICAGO
erica)
LGECI

LGEMS
LGECB
LGECL

LATAM LGEPR

(SCA)
LGEPS

LGESP
LGEAR
LGEAG

LGEBN

EU LGEDG

LGEPL

LGECZ

Country
United States
Chicago

Canada
Mexico
Colombia
Chile

Peru
Panama

Brazil
Argentina
Austria
Netherlands
Belgium

Germany
Switzerland

Poland
Czech Republic

Slovakia

GA Property

CAENCAFR
MX
(60)
CL
PE
CAC_EN
CAC

BE_FR
DE
CH_DE
H_FR

PL

Cz
SK

Region

EU

CIS

Code

LGEMK

LGERO

LGELV
LGELA

LGEUK

LGESW

LGEIB

LGEFS

LGEIH

LGEUR
LGERA
LGEAK

Country

Hungary

Bulgaria
Croatia
Serbia

Romania
Latvia

Estonia
Lithuania

United Kingdom
Sweden
Denmark

Finland
Norway
Spain
Portugal
France
Greece
Italy
Ukraine
Russia

Kazakhstan

GA Property

HU
BG
HR
RS
RO
Lv
EE

LT

UK
SE
DK
FI
NO
ES
PT
FR
GR
T
UA
RU
Kz

Region

ME&A

Asia

Code

LGEEG
LGEGF

LGEIR
LGETU
LGEAS
LGEMC
LGESA

LGEAF
LGETK

LGELF

LGEYK
LGESB
LGEPK
LGEEF

LGEAP

LGEML
LGEPH

LGESL

Country

Egypt
UAE

Iran
Tunisia
Algeria

Morocco
South Africa

Nigeria

Turkey

Levant
(Jordan, Syria,
Irag, Lebanon)

Israel
Saudi Arabia
Pakistan
East Africa
Australia
New Zealand
Malaysia
Philippines
Singapore
Bangladesh
Nepal
Sri Lanka

GA Property

EG AREG EN

UAE AR UAE_
EN

R
N
DZ
MA
ZA

AFRICAAFRIC
AR

TR

LEVANT_AR,
LEVANT_EN

IL
SA, SA_EN

EASTAFRICA
AU

Region

Asia

Global
NAC

Code

LGEIN
LGEJP
LGEVN/VH
LGEIL
LGETH
LGETT
LGEHK
LGECH

2. Google Analytics 4

Country | GAProperty
Indonesia ID
Japan JP
Vietnam VN
India IN
Thailand TH
Taiwan TW

Hong Kong | HK, HK_EN
China CN

Global

EC

Uz, UZ_RU
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How to apply for GA4 permissions

Path: Access D2C Data Help Center > Register an Inquiry > Select GA4 Access from the Request Form

https://lge5422.zendesk.com/hc

D2C Data Help Center > Submit a request

Submit a request

Subject

Request GA4 Access \/

Request Type

GA4 Tagging/Inquiry \/

Request Form (optional)

GA4 Access \/

If you need a specific request form, please select it.

Request Summary (optional)
3. Guidelines
- Please provide a specific reason for requesting Editor access.
- Make sure to attach a screenshot of the approval email from the LGE Team Leader, which includes
the name and email address of the requester.
- For Agency, please provide LGE PIC's information (Name, Department, Email)
= 3 Application (Al& @41)
.+ ® Name / Company :
1 ® Email address (personal email unacceptable — e.g. @gmail) :
» o Access Level : Analyst / Editor
% ® Reason for the Editor Access :

1 @ [EDITOR ONLY] LGE Team Leader's Editor Access Approval Email Screenshot :

E ® [AGENCY ONLY] LGE PIC’s information (Name, Department, Email) :

2. Google Analytics 4

When you select GA4 Access in Request Form, the

Property/Locale for GA4 Access Management

CA_ALL(Canada) x CA_EN(Canada) = CA_FR(Canada) * \/

‘ D Property/Locale for GA4 Acce:

form required to apply for permission is generated,
and you can follow it to apply

danagement cannot be blank Permissions are granted twice a week

Moy slect many, but please oy chocs therequired ones (Tuesday/Friday), and results are sent to the
e e registered email address
Paragraph v B I v P = = %9
[Note]

Please copy and fill out the application form !

est. A member of our support staff will respond as soon as possible.

Priority (optional)

Attachments (optional)

Add file or drop files here

Click !
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Permissions are valid for 1 year for Analyst and 6
months for Editor

For Korea, US, and Russia properties, please
contact your country representative separately.

For Editor permissions requests, include a specific
reason and a screenshot of the LGE team leader's
approval email (including the requestor's name and
email)

For Agencies, the LGE PIC's information must be fill
ed out (Name, Department, Email)

@ LG



I1. Detailed usage

1. D2C Dashboard Portal
2. Google Analytics 4

3. Sprinklr

4. Google BigQuery

5. Airflow

6. Google VertexAl

7. D2C Data Help Center



Sprinklir's main modules

3. Sprinklir

Sprinklr is a solution that specializes in collecting and analyzing data on consumer response across various online channels, including social media, and the

D2C group uses Sprinklr to monitor and manage marketing performance directly with marketing channel representatives and partners.

. Sprinkir modules that LG Electronics can utilize

= )

'.‘ 4 ? \

Sprinkir Social Sprinkir Insight

Content publishing, Owned account management, Collect social data and continuously monitor with dashboards
and reporting « Analyze text from channels such as social media, blogs, forums,
« Publish and store social media content news, etc.

* Measure social media performance .

Benchmark influencer/competitor social media strategies
* Available for corporate channel owners and most » Media PR Insights (used/paid for by PR global teams)
legal entities » Available in HQ

72

O

dA\ax

[~

Sprinkir Marketing

Plan, execute, analyze, and optimize marketing/advertising
through digital channels

» Manage marketing by viewing consolidated reports on
ads you've run on each social media channel

* Available for HQ and most legal entities



Sprinkir Social - Publishing

arial Calendar v @ ©

Y Quick Filter Account v Campaign

AM12:00 AM

signature Kitchen Suite []
Jan 21, 12:00 AM

good stufft Our 48-inch

h Door Refrigerator has
been recognized with a Good

1

>

3

B

s

! 4

8 LN
9

o X

i

10 B Message

" @ signature Kitchen Suite
<! Proactive Content

PM

1

2

3

1

5

5

7

8 @ Instagram

9 B Post

0 @ sksappliances

= Proactive Content

° ~
4

@ Instagram
B Reel

@ 1G - Mundo LG (Chile)

=l New Post

@ FB - Mundo LG (Chile)

Jan 22, 12:01 AM

Estos son nuestros panoramas favoitos
de domingo que nos hacen recordar

que la vida es buena, @ &2 ..

© Facebook Page
B Post

(57

@ FB - Mundo LG (Chile)

<! New Post

@ LG Egypt
Jan 22,12:01 AM

O Facebook Page
B Message

(1]

Today

areate Post

Tues|

@lG &l
Jan 23,120
FEFETF
EEAZIEEE

© Facebook Pa:
B Ppost

@ IGHE

= [Auto Impor

@ LG &
Jan 23,120
EERFRERE
© Facebook Pai
B Post

@ GEE

<1 [Auto Import

@lG &g
Jan 23,120

BEREFANR

@ Facebook Pa
B Post

@ GEE

= [Auto Impor

M LG Egypt ) @ LG Egypt

I

& 21-27 Jan

Select Accounts *

Select Accounts

& AllChannels

Content

Enter your content here

@ Insert

@ Photo (O Video

Select Photo

& Upload Photo

Campaign « [J Set as Default
New Post hd
URL Shortener
Ige.ai(lge.al T Umers

Product Group »
Hide Propertiy

Product Group
~ 2 Post Conf

Provided by
Product Subcategory «

& Sched
- Product Subcategory

Advanced Search

Sub-Campaign

Select Sub-Campaign (optional) hd

Product Category »

~ Product Category

Content Origin (Country) «

~ Content Origin (Country)

al Review »

Legal Review Legal review infermation (adding NLSS Reference number) MUST b...

Legal Review

Generic vs. Special Brand

Generic vs. Special Brand
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3. Sprinkir

0 Publishing gives you an at-a-glance view
of content published to each social

> Reps need to register their own channel on Sprinklr

O Bulk publish your marketing content to the
social channels you've registered and set
up through Sprinkir
« Publish different types of content, including

photos, videos, and more
» However, you'll need to tailor your content for
each channel

* You can also set a publishing schedule on a
set schedule

> Required compliance

When posting content to social, review the
content for legal issues and enter the
applicable legal review number

@ LG



[Reference] How to sign up for first-party social accounts(1/2) 3. Sprinklr

A Deactivated due to invalid access token, please re-add account

0 First-party social accounts are registered
with Sprinklr directly by the person who
manages the login information for those

&9 Sprinkir Service Sprinklr Insights Sprinkir Marketing 0‘- Sprinklr Social

NEW! Introducing Persona Apps for a simplified user experience, with all features you need one click away

Socilpertomance. o accounts.
Q‘WZ‘" * For Instagram, only business accounts can be
public digital crnnvErsiliuns ¥ oukte it Add Account v I'egIStered
Q When registering, we recommend setting
3 @ . .
- your BU, country, etc. in 'Properties -
Bazaarvoice Comeast Account Regior s Others'
f f [t‘.:.- try (Account) ] MIAccmnt; x
— — i ‘ 3 If you changed the password for your first-party social
dbusiaia account, you must re-register within Sprinklr

-> Deactivated if not re-registered, which may make it
difficult to manage and publish through the dashboard
within Sprinkir

X Description: https://help.sprinkir.com/articles/account/add-an-account/613766575f2e7c0c9ed36e3d

74 @ LG



[Reference] How to sign up for first-party social accounts (2/2)

Accounts v

All Channels v

‘¥ Quick Filter: Social x

Account Name

W Detalls

€ Web Analytics

= Activity

& Deactivate

* Permissions

Select Action

All

Select Action

‘ Belect

All

Publish
Engage
Channel Action

View Planner

AL/ MUY IS T STITISS I

0.=re Llsers Grouns

All Accounts

oers [ Users Groups

Users / Users Groups

Users / Users Groups

Select Users / User Groups

Select Users / User Groups

Select Users / User Groups

X Description: https://help.sprinklr.com/articles/account/add-an-account/613766575f2e7c0c9ed36e3d
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3. Sprinkir

0 Permissions check required during or after
account registration

0 Set to All users for View Reporting to
avoid administrative limitations

9 Set filters such as account manager or
country



[Reference] Publishable post types by social channel

3. Sprinklir
Facebook Instagram X Youtube Pinterest VK Wordpress LinkedIn Flickr Bazaar Voice
Post Photo Message Video Pin Post Text Post Post Post
Album Video/Reels Thread T|tIelar?d Board D'SCUS.S'On Photo Video - -
description Topic
L Captions for Pin from : :
Live Video Story Photo Video Website - Video Multi Photo - -
Carousel Carousel Video Story - - Link Documents - -
etc etc etc etc - - Quote etc

= The publishable post types for each channel are constantly being added or changed based on updates and policies for each channel, so be sure to check the detailed description links below
= Ifit says Post as a single item, it is based on text, but you can also attach photos / videos (links), etc.

= On Facebook, you can "publish" a post in the form of an album, but you cannot "create” an album in Sprinkir.
(You can only publish existing albums. You need to create albums on Facebook.)

% Description: https://www.sprinklr.com/help/articles/channels/capabilities-and-limitations-for-major-social-channels/6497cae9efca565f6513b278
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[Reference] Sprinkir features supported by each channel

X X X X ° ° ° X
X

Agoda

Apple Business Chat

BazaarVoice
Classified

Discord
Meta

Flickr
Foursquare
Google Ads

Google DV360
Google Business
Messaging (GBM)

Instagram

Jive
LINE

Linkedin
Lithium
Nextdoor
Opentable
Pinterest
Podcast

PowerReviews
Quora

® X |X|eo o

x| X | X

X

X X | X e X X

X X | X | X | X X| X

Reddit
Sina Weibo

SlideShare

Snapchat
TikTok
Tumblr

Trip Advisor
Twitch
X
Trustpilot

Telegram

VK Group/Page
Viber

WeChat

Whatsapp
WordPress
Yahoo
Yelp
YouTube
ZenDesk
Zimbra

% Description: https://www.sprinklr.com/help/articles/channels/social-channels-capabilities/64564f02e66f2e 36b4514d88
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Planning Only

X | X e e

X(Depricated)
[ ]

[ ]
(Both Organic & Ads)

X

[ ]
(Account-level measure
ments supported)

® X | X

b

XX | X | X |X| X | X

3. Sprinklir

@ LG



Sprinklr Social - Engagement

Q Smart Triage Dashboard (6 Columns)

9 Engageable Messages
1mins

Jon Treloar
Jon Treloar - & Private Message @

e Somy- What is LG's response to me? Not call
the service centre, not call the warranty people.
What does LG say to a customer that has had a
terrible experience? As | have more appliance
purchases to make in the near future, why
should | chose LG?

Sent 1o LG Global
(& New

&) 1 Queve

@ Complaint

=] nty, 0 - 500
® Canada. 0-500

57 Engagesble

View Conversation

1mins

e Hello - I have had issues with my LG TV for a
while. | thought it was a configuration issue
that | could resolve. However, soon after our
last correspondence my wifi was unable to
connect through the TV itself. | have read that
others have experienced the same issue,
related to a defective chip. It is not the Wifi
itself, since my Roku and other devices connect
without issue. Further, | am getting a warning

T Moonrise

©' @MoonriseBo... + & Direct Mess.

9 Non-engageable Messages

. MANISh just now
@ManishTRUS.. - @ Photo Retw @

9w Briefed & Ready to Play!
Everyone poses for the Group Pictures & best
of luck to all the participants!
#BestTVForSports #SELFLITOLED
#GalleryDesign #GolfOnOLED
pic.twitter.com/CNwSweGJCJ

9 Anthony Manaday 2mins
Anthony Mana... - @ Private Mess 0500

. Mark Anthony Manaday

5

9 Lead Messages

ow

@

View Conversation

Nikhil D:

@NikhilDaga20 - & Direct Message
1 want to buy Ig wing

twitter.com/LGIndia/status...
Sent to @LGIndia

& New

& Not Assigned

€ 1Queve [=
B Leads

& Engageable

Mstyah Will

Mstyah Will - @ Comment

Iwantone.. &8

(& New A Not Assigned

Q 1Queuve ® Neural

© Leads & Engagesble

= HE, TV, OLED TV, Generic, UK - Always On

® United Kingdom, 0 - 500
<) New Post

View Conversation

4hrs

4hrs

@ complaint Messages

.

Jon Treloar
Jon Treloar - & Private Message

Imins
o0

Sorry- What is LG's response to me? Not call
the service centre, not call the warranty people.
What does LG say to a customer that has had a
terrible experience? As | have more appliance
purchases to make in the near future, why
should | chose LG?

Sent to LG Global

& New & Not Assigned
& 1Queue ® Negative

© Complaint 57 Engageable
& Wa

® Canada. 0- 500

View Conversation

Moonrise
@MoonriseBo.

1mins

Hello - | have had issues with my LG TV for a
while. | thought it was a configuration issue
that | could resolve. However, soon after our
last corespondence my wifi was unable to
connect through the TV itself. | have read that
others have experienced the same issue,
related to a defective chip. It is not the Wifi
itself, since my Roku and other devices connect

« & Direct Mess

without issue. Further, | am getting a warning

thatthetvisoverheating Thisisatleast
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*

3. Sprinkir

Organize your dashboard by listing

messages, comments, and mentions from

all social media platforms in one QUE

Set up keyword, hashtag, and account-
based monitoring to track conversations
around your brand in real time

Reply directly to collected customer messages or
interact with them via direct mail

@ LG



Sprinklr Social - Asset Management

All Assets ¥ @ Q Search assets by name, type, campaign name, e
All Assets (666.6K) v == HWoE n Photo ] =l
SmartimageTags ¥ | Authorv | | Campaign¥ || Source v Status v Type ¥ + Add Filter video
——
Post
2 i lobal 8
@ rgindonesia ® @ scin 0 @ o ) OnScreen Control: . N
g P . e
OnScraen Controk Sisiensi di Ujung Jari! M8 OnSeresn Controt: Efisiensi di Ujung Jari! B Efisiensi di Ujung Jari!
Screen Split:
jkan layarjad beberapa bagian &
e itk e gancrsson. Document
Audia
Templates »
Advertising >
LG Monitor .
. —_— Advanced Options >
2024-10-24.8432034.171136459856636 OnScreen Control: Efisiensi di Ujung Jari! B8 Mengatur LG LED. Mengatur #LGLEDMonitor #25MS500 jadi lebih mudah dan ce. [~ Mengatur #LGLEDMonitor #25MS500 jadi lebih mudah dan ce. [~}
£ Date Created: Oct 24, 2024 9 Date Created: Oct 24, 2024 £ Date Created: Oct 24, 2024 ate Created: Oct 24, 2024
Son spiit: @ P e @ T @  Wherscid the Al Ingis K-Pop Contest 2023 finsle heppen?
o Bogikan layar jadi beberopa bagion Musnba
engs untuk multitasking tanpa gangguon. i i
OnScreen Control: Pengaturan Tampilan Praktis:
isiensi di Uji il Atur kecerahan, kontras, don mode
Efisiensi di Ujung Jari! ot g -
O Kolkata
LG Monitor © Bangir
“ﬁ \
o - v O = gie =
— > = » Y v, L
| Va0
u L il
Mengatur # SMS500 jadi lebih mudah dan ce 2024-10-24 6337583 171093437311266 India K-Pop Contest 2023 finale heppen? il
 Da £9 Dats Created: Oct 24, 2024

X Description: https://www.sprinklr.com/help/articles/manage-assets/add-an-asset/64 1a8fdda1367f1be7db8255
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3. Sprinkir

0 Manage digital marketing assets through
tags and categories for social media
images and videos, and share social
media content among business
units/corporations/partners.

Analyze content-specific data such as
whether stored content is used by other
entities, number of publications, and
content reactions.

0 Create and archive most types of assets,
as well as share externally and publish
directly to your own Sprinkir-linked

@ LG



Sprinkir Social - Reporting

¢ LG India - Weekly Report v

W Quick Filter MAccount v Workspace: LG Global X

Outbound Summary
Asia/Kolkata

Total Posts

363

+13.79% Prev 319

Video Views(>= 10 seconds)

503.41K

-50.18%  Prev 101M

UCM_Facebook Paid Spend

29.34K

Outbound Summary [Organic Posts] (Contains Organic Dark Posts too)
Asia/Kolkata <

Total Posts

139

-27.6%  Prev 192

Social Netwerk: Instagram  Linkedin  Facebook +2 X

Twitter - Organic + Boosted @ Linkedin - Organic + Boosted @

i Last 30 Days: Dec 26, 2023 - Jan 24, 202«

Is Deleted:  False X

Instagram - Organic + Boosted

Likes And Reactions

24.88K

-81.67%  Prev 135.74K

Total Engagements

27.57K

-80.29%  Prev 139.89K

Is Post Part Of Album:  False X

Instagram - Crganic @

Comments

1.99K

-37.46%  Prev 317K

Total Reach

28.74M

-10.8%  Prev 32.22M

UCM_Facebook Total Engagement Rate

0.04%

Likes And Reactions

24.29K

+5.38%  Prev 23.05K

Comments

1.95K

-21.16%  Prev 247K

Is Post Part Of Multi Photo:  False X Cover Photo Update Post > + Save X e
YouTube - Organic @ Leads Content Bucket Reporting Instagran > |+
Ie] ‘ﬂ
Shares

704

-28.46%  Prev 984

Total Impressions

63.02M

+14.94%  Prev 54.83M

UCM_Facebook Total Link Clicks

234.16K

Shares

696

-13.22%  Prev 802

80

3. Sprinkir

0 Sprinklr provides a unified dashboard for
managing content published across
multiple social platforms, where you can
monitor social media activity, customer
engagement, and more in real-time.

[Key metrics]

» Engagement: Likes, comments, shares, click-
through rate

* Impressions: Total impressions, impression
frequency, organic/paid impressions

* Audience: Follower growth, demographics,
time of day, activity



Sprinkir Social - Standard Reporting

sting @ sprinkir Social

k away

Social Planning & Publishing

HH Manage, create and publish impactful posts
across channels

i‘ﬁ Analyze

cross Prove the ROI of modern channels to all - ~ @
2 Aol Reporting Dashboards

Q, Search Dashboards...

Reporting

Reporting Glossary

VaTue Realzation Standard Dashboards (19) ~
Custom Metrics
Campaign (2) >
Visualizations
Presentations Social Engagement (20) >
Journey Execution Reporting (1) >
Inbound Tag
Outbound Tag
SLA @
Stage SLA

Peafila Munmdan

Create Dashboard

Q Search Dashboards...

<1 Social Engagement

verview
Account Performance
Post Performance
X
Facebook
YouTube
LinkedIn
Google My Business

VK

Create Dashboard

3 Description: https://www.sprinklr.com/help/articles/standard-reporting-dashboards/youtube-standard-reporting-dashboard/64{f0d0c503ed 17eb5c498d9
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3. Sprinkir

0 The Reporting menu offers 19 different
types of standard reporting dashboards,
as well as one-click monitoring of content
analysis reporting dashboards that
leverage Al capabilities.

*Reporting Glossary provides descriptions of the vari
ous metrics used in the Reporting dashboard.

O Among the standard reporting dashboards,
the "Social Engagement" type dashboard
provides analytics dashboards for each
social channel, including X, Facebook,
YouTube, etc.

@ LG



Sprinklir Social - Standard Reporting 3. Sprinklr

Q Social Engagement > YouTube ~

9 0 Data from all first-party accounts

& Last 30 Days: Oct 02, 2024 - Oct 31,2024 ~

W Quick Filter ~ Q Message Text

& @ Account LG Electronics Centro América ¥ Caribe and 1 other accoun

Account v Workspace v

+ Add Filter

ts have been deactivated recently. Please re-add to see

data for these accounts.

Save

Notify Admin Re-Add x

registered with Sprinklr can be viewed at a
glance, and the Account filter allows users
to select the specific accounts they want

Outbound Summary Engagement Summary Account Summary Most Engaging Published Video
@ Lo o to monitor and analyze the data. The
1 2KP bli: h dvd 742 BKLI( 4 2M Total Subscribers: L6 XEOOM Prasents a naw global music festival Dedicated to the icaric ht .
13K v e standard reporting dashboard reflects all
metrics available for analysis through that
755K erasgerens S 577 commerss 164K tew sunscrier

63502qumetT

endjVideo

11.9K shares
8.8K Previous Period

m 3K'r:||b und Messages

channel, making it easy for users to
analyze data.

41519 Pre 3.4K Previous Period -12.6%
01802k 3 158.8K 03 £ 18K @0
Published Videos and Total Engagement C
B volume of Published Messages ~ — Total Engagements Top 3 Posts
100 240K A
— © Sprinkir clones all standard dashboards

LG XBOOM Pre:
Dedicated to 1

artyspeaker #LifesGood #LG

£160.2K o 158.6K Q3 18K ®0

3 Description: https://www.sprinklr.com/help/articles/standard-reporting-dashboards/youtube-standard-reporting-dashboard/64{f0d0c503ed 17eb5c498d9

so that they can be customized for your
purposes, and there are no restrictions on
cloning and creating additional
dashboards.

@ LG



Sprinkir Insight - Listening

&9 sprinklr Service

Sprinklr Insights

Media Monitoring & Analytics
Measure, benchmark PR performance,
discover insights

4 Listen

Listen to billions of conversations by leveraging the largest
repository of public digital data

istening
Topics
Themes
Keyword Lists

Explorer
Quick Search
Trending Topics

Srnart Quick Insights

Data Engine
First Party Data Ingestion

Manage Pipelines

Settings

Listening Settings

Social Listening
Real-time voice of customer insights on
digital and traditional channels

4 Learn

Turn data into actionable insights across the enterprise

Insights

Audience Insights
Smart Theme Explorer
Media Insights

Value Realization
Conversation Insights

eu stom

Listening Dashboards

Benchmarking Dashboards

Manage

Brands

Sprinklr Marketing

@ sprinklr Social

NEW! Introducing Persona Apps for a simplified user experience, with all features you need one click away

Product Insights

Manage, measure, & benchmark products, &
discover insights

# Act

Take real-time decisions and actions by leveraging unified
platform

Alerts

Listening Smart Alerts Dashboard

Benchmarking Smart Alerts Dashboard

Distribute
Presentations

Exports

X Description: https://lwww.sprinklr.com/help/articles/what-is-social-listening/what-is-social-listening/645badabe66f2e 36b451888a
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3. Sprinklir

0 Sprinklr Insights is a module that allows
you to collect and analyze social data, and
leverage the Listening feature within that
module to perform analysis on specific
topics on social.

9 Listening provides access to a wide
variety of data from social media, forums,
news, reviews, and more from around the
world.

»  Listening is organized into Topic, Theme, and
Keyword Lists, each of which can be created for

each analytical perspective and then applied in
the dashboard for analysis.

e Extract the data you want from the
Listening dashboard and build custom
dashboards for analysis

@ LG



[Reference] Listening Dashboard Example

[Template] Sample Dashboard

& Custom Range: Apr 01,2023 12:00 AM - Apr 30,2023 11:59 PM

Y Quick Filter Q. Keyword Query [ Topic:  HA-Washing Machine } Source ¥ Language v I + AddFilter

Product Overview Brand Mention & Brand Sentiment =+ |

-+ Add Filter I

Select Duration v

s (¥]c

Save

=3

X

@ Section Filters

umber of Mentions and Sentiments

Mentions

955K

-13.99% Prev 1.11M

Negative Mentions

176.64K

Prev 181.93K

Mention Sentiment Share Trend

Neutral [ Positive B Negative

120%

c -

Positive Mentions

261.15K

-14.3%  Prev 304.74K

Neutral Mentions

-16.98%  Prev 621.51K

Mention Volume Trend

Mentions

45K

«
5 40K 37.33k
5 s« 33,50
2 314K

30K

25K

20K

oF ot ot o ot o ot o et ot o

& C Y'II.

36.11K
33.45K 33.83K

K 30,97K

29.32K 29.78K 30.08K

26.4K
23.99K

e
@ 8T 2T T T T e et aT et et et g

Created Time

n___/-——\

W
s

25)3K
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3. Sprinkir

0 Filters: Tools you use to see only the
information you want, applied in bulk
across dashboards

Keyword Query: See results that contain that
keyword

O Section: Pages that make up a dashboard,
you can create multiple per purpose

0 Section Filter: Date ranges and filters to
apply to each section separately

0 Widget: A unit that makes up a Section, an
individual graph/chart that visually
displays data.

@ LG



Sprinkir Insight - Listening & Smart Alert Combination

198.28M rotential Reach

227.9M Previous period -13%

Add Alerts x
arr & Custom Range: Nov 26, 2023 12:00 AM - Dec 02, 2023 11:59 Ph - @ ‘ A § ‘ C e Add Widget
Pro
urce v Language: English X @ Spam Category Advertisements Inappropriate Content X @ Theme: HA-GarbageGeneral BS-Project >+ save X S
1) CEO +
Add Condition
Metri Operat Threshold Val
Ment Ince By fgive Alert Val
Setf
o s c 1.
5min
Cancel
4K
22K
35K
2K
11.08K unique u - *
X nicue Users —
1.5 » 16K o
11.25K Previous period -1.51% i i 2
g 14K =
ERRF %
8
1K
. arned Engagements .
4.82M Earmed Engag 200 15K
57.2M Previous period -91.58%
600 K
400

[Sprinkir] Volumetric Alert - Language containing English and Topic containing HA-LG-Refrigerator 04 Apr & [
2023 01:35 PM (GMT) #amn s

Dec 01 Dec 02
Sprinklr <uss1alsta oo 4 o #oe i

B He > BRI oges

You ore gefting this message because there's actrity that matches the following condiions defined in TEST Ha-Refrigerator ENG_Volume of Mertion=10, every 30

Send emails when
outliers occur

10 (Volume of Mentions)

tFrequency.  Every 30 minutes
tivity:  Tue, 04 Apr 2023 01:35 PM (GMT)

X Description: https://www.sprinkir.com/help/articles/alerts/introduction-to-alerts/6465133f8ea3c9635¢cf36bc9
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3. Sprinkir

o Set up Smart Alert conditions to monitor
mentions of your brand and products on
social in real time

O Combine with Listening to send email
alerts when outliers occur

+ Smart Insights features (light bulb icon)
leverage Sprinklr Al to help users analyze
data, not just outliers.

@ LG



Sprinkir Insight - Instagram Hashtag Management 3. Sprinklr

0 To collect VOCs from Instagram, you
need to follow Meta's policies and there
o are limitations, so to manage this

E—— - Uk effectively, Sprinkir uses a feature called
e g ar—— s ' Instagram Hashtag Management.
[ o] i
2 @ “ Meta can only collect data from keywords
3 o 24mdw Active Milan Design Week 2024 1 ., .
¢ i © w that contain hashtags, not generic
: z Z:unmmg :::: Ambassadors  Philips LG Electronics - DE LG Electronics - Spain~ +8 :z keywords’ and Iimits the number Of
7 : © a ethe Ambasmdors Phls Lo Sechunca 0E  LoEcinis-Sodn 48 12 hashtags that can be collected.
8 [ o] ak Active HE - DE Compelitors Language HE-OLED-DE  HE - DE Competitors - Country 42 5
9 [ o] 4kbestprojector Active BS-Sony-Projector  [PR] 42 &
10 [ o) 4kbestprojectors Active BS-Sony-Projector  [PR] i g-Proj P i +2 [ . .
" © e —— Users with the purpose of collecting
12 z akhomeprojectors Aclfve BS-Sony-Projector  [PR) BS-Projector  BS-Samsung-Projector BS-EDson:Pluieuol +2 & |nstagram VOCS ShOUld ensure that their
w i © O (R T S E hashtag keywords are registered with
15 2 akoled Active HE:DEfumueﬂmlsrLanguag-z .HE—OLEDVDE .HE—DEEumpz[l(urS—Caunl;y 3 Sprinklr through a Sprinklr representative’
17 [ o] dkprojectors Active BS-Sony-Projector  [PR] BS-Projector  BS-Samsung-Projector  BS-Epson-Projector  +2 6 and further registration Wi” be Veriﬁed by
-t © s ’ —l L an LG Sprinklr representative.
19 [ o) 4kprojectortv Active BS-Sony-Projector  [PR] i g-Proj P i +2 [
20 O 55uh7700 Active Super UMD TV Super UHD TV_added 2

3 Description: https:/www.sprinkir.comhelp/articles/activate-instagram-hashtags/use-instagram-hashtags-manager-to-manage-your-hashtags/6464b74830f12540268fad32
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Sprinklr Insight - Benchmarking 3. Sprinkir

0 Benchmarking allows you to register your
key competitors' or influencers' social
0‘“1 Total Engagements Brand Posts Estimated Post Reach oo Ovred docortEoned B v | Tl dooont Dalh Unigue media accounts in Sprlnklkr to monitor
their marketing campaigns and key social

e Huawei 17K 235 31M 21.9M 731K 22.6M 973

T o w0 media activities so you can compare them
o1 [ to your own social media metrics such as
- - follower growth/engagement/content
QL LGAccouns 26K 85 1.6M 1M 365K 123 256 effectiveness.

Followers 365.6K 0.31%
@ w 26K 85 1.6M 11.9M 365.2K 12.3M 256

e s Track performance changes over time to
B ) identify long-term trends and measure the
- 5 0 rate of mentions and influence of your
g o . . brand and campaigns within your industry

Followers 208.1K 2.22%

m Professor Green 146K 26 3.4M 22.4M 146.8K 22.6M 0
Followers 862K -0.263

- Bose 372 38 988.1K am 62K 41M 115
o

* Registration of competitor brand or influencer acco
unts in the benchmarking module is subject to the
approval of Sprinklr and LG representatives.

3 Description: https:/ww.sprinkir.comhelp/articles/what-is-benchmarking/how-to-get-started-with-benchmarking/645092670104980882a5a73b
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Sprinkir Marketing - Paid Reporting

¢ *LG Global Ads: Top Metrics All Channels v

Currency: United States Dollar ($)

Paid Initiative
(Campaign Name)

C

2023 Q4 XBU Irans...

BR_HE_TV_BR_24_.

2023 HA Laundry A.

2024 HETV AON C_.

2024 HA Refrigerat...

0BS_WM_Leads_J.

2023 HA ThinQ Car...

BR_HE_TV_BR_24_.

0O 0o 0o o oo o o

2024 HA Laundry A..

W Quick Filter

Account v
LG USA

Almap | LG do Brasil
LG USA

LG USA

LG UsSA

Z0=LG Online Bran...
LG USA

Almap | LG do Brasil

LG UsSA

Twitter: Results by Campaign Name - Top Metrics

[ Paid Initiative Name +

O wman24

Ad Account v

LG India

+

Ad Objective v

Facebook Engage...

Facebook Sales (N

Facebook Engage

Facebook Leads (N.

Facebook Leads (N...

Facebook Leads (N.

Facebook Engage

Facebook Traffic (N...

Facebook Leads (N...

Ad Objective -

X Video Views

Spent

$3/,948.64

$33,814.08

$22,363.74

$20,460.23

$19,192.35

$18,620.92

$152529

$12,585.88

$11,052.46

Spent

$572.55

=l

=

v

v

Impressions

2,360,426

22,528,662

8210623

1978410

2,007,075

30,489,854

5095673

31,302,356

1,586,578

Impressions

632.3K

@ Last 30 Days: Dec 27, 2023 - Jan 25, 202: -

v

Facebook Link

Clicks

13,/85

143,622

12,169

14,864

36,256

96,211

7,791

197,728

22115

X Post
Engagements

293K

v

Facebook Cost

Per Link Click

S2./5

50.24

$1.84

$1.38

§0.53

$0.19

$1.96

$0.06

$0.5

X Link Clicks

101

Facebook Link
Click Through
Rate

0.58%

0.64%

0.15%

0.75%

1.81%

0.32%

0.15%

0.63%

1.39%

‘Cost Per 1,000
Impressions
(cPm)

$0.91

Cost Per 1,000
Impressions
(cPM)

$16.08
$15
$2.72
$1034
$9.56
$0.61
$2.99
$0.4

$6.97

X Video Mre

Views
(Deprecated)

Facebook Video
Views
2,076,490

88

3,565,436

1,054

199,688

2213136

177

X Post Video
Views 100% (In-
stream views for
Pre-roll)

232K

v

Facebook Video
Views to 100%

6,923

2,096,162

673

69,517

1,490,756

X Post Likes

114

v

Save

Facebook Post

Engagement

2,090,312

165,102

3,578,005

16,943

237,919

115464

2,220,950

203,819

24,263

X Post Reposts

88

3. Sprinkir

Cross-channel advertising allows you to
plan, execute, and monitor campaigns
across multiple channels (social media,
email, web, etc.) from one platform.

* Requires an ad account registration with Sprinklr

LG



I1. Detailed usage

1. D2C Dashboard Portal
2. Google Analytics 4

3. Sprinklr

4. Google BigQuery
5. Airflow

6. Google VertexAl

7. D2C Data Help Center




Overview of Google BigQuery 4. Google BigQuery

The D2C group is loading data onto the Google Cloud Platform and utilizing BigQuery to manage it. Data engineers within the group build and automate pipelines through

BigQuery to establish the basic environment needed for data analysis.

Source Integration & Transport Storage & Processing Transformation Analysis & Output

Workflow Manager Data Lake(GCP) Workflow Manager . \D/2r<t3 Dislhboard Portal
° verex

% % % _> R Airfow — BigQuery — R Airfiow — .cop

Areas of Google BigQuery Utilization

Building ETL/ELT Pipelines Data Pipeline Automation Data Quality Management Monitoring and Logging

Google
@ Bi gQ uery = Bulk data loading in GCP = |ntegration with Airflow = Data integrity and duplication = Monitoring resource usage and costs
= Real-time data processing = Automation of data loading and checks = Managing error/access logs
transformation = Anomaly detection in data
Schema Management Performance Optimization Data Governance Pipeline Error Management Data Backfill Management
= Managing schema changes = Partitioning and clustering = Data encryption = Root cause analysis = Source data changes, logic
= Managing metadat = Query optimization, etc. = Data access control = Rollback processing modifications

= Adding new columns, etc

> Permissions for GCP can be requested through the EP > Request

90 @ LG



Basic Configuration of Google BigQuery

e

= Google Cloud

@ BigQuery L

Analysis ~
[B  Bigauery Studio

2 Datatransfers

@©  Scheduled queries

@ Analytics Hub

D+ Dataform

X Partner Center

= Orchestration
Migration ~
= Assessment

%, saLtranslation
ladministration ~
@i  Monitoring

Jabs explorer

1§ Capacity management

E BiEngine

&  Recommendations

A rimamtaseammian:

[Ej  Release Notes

pHge-c-dashboard w

Explorer +4a00 K
‘ Q search BigQuery resources 2] ‘
Viewing resources

SHOW STARRED ONLY
~  pl-ige-c-dashboard b

b @ Queries
@ (Classic) Queries (56)
B Notebooks
b Data canvases
=, Data preparations
£h Workflows
> External connections
[E 0122_prod_ige_rd_flixm.
[E 0122_prod_ige_rd_flixm.
[ 0125_prod_ige_rd_edge
[E] 0142_prod_ige_rd_epop.

[ 0240_prod_digitalcomm...

[ Ao
[E] ADOBE_ANALYTICS_LO

[E] ADOBE_ANALYTICS_TD._..

»

»

»

4

4

4

»

»

»

»

» [ 0222_prod_ige_rd_flixm.
»

»

»

4

b E AMAZONVC L0
b [E AMRLO

¥ [E] BAZAARVOIGE_LO
» [ BING_LO

» [ BLDW L2

»

[ BRIGHTCOVE_LO

o o R o o R RN oM R R o R

‘ Search (/) for resources, docs, products, and more

‘ Q_ search

@ ~ X @ untitledquery ~ X [ 0122 pro.est ~ X [ 0142 pro_om * X

9‘\ 42_prod_lge_rd_epopcorn

Dataset info

Dataset ID
reated
Default table expiration
Last modified
Data location
Description
Default collation
Default rounding mode
Time travel window
ase insensitive
Labels
Tags

Primarx location

pge-c-dashboard.0142_prod_lge_rd_epopcom

Sep 15,2022, 3:15:11 PM UTC+9
Never
Jan 15,2024, 3:41:54 PM UTC+9

asia-northeast3

ROUNDING_MODE_UNSPECIFIED
7 days
false

createdate : 20220812

Dataset replica info [EEED

asia-northeasts
SEERSNIEES

environment : prod

E3 CREATE TABLE

+2 SHARING ~ 1@ copy W DELETE C REFRESH

#' EDITDETAILS

VIEW REPLICAS
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4. Google BigQuery

0 D2C data is stored using BigQuery for
each project on the Google Cloud
Platform.

e Detailed table information of the data can
be checked.

> Mandatory compliance required.

Users are assigned permissions per
project, and data access and usage are
restricted to the granted permissions

@ LG



Writing Google BigQuery SQL (1/2)

4. Google BigQuery

@

1

¥ & ©

Google Cloud & pHge-gme-

‘ Search (/) for resources, docs, products, and more

‘ Q_ Search | +

a @

You can verify the data you want to check

0
Qb—

Explorer + ApD @ * X @untitledquery * X [EOLAP = X @ *Untitled query = X - ROoa y- |mmed|ate|y USIﬂg Standard SQL
@ Untitled quer BISAVE ~ ¥ DOWNLOAD +2 SHARE ~ (D SCHEDULE OPENIN ~ %% MORE ~ @ Query completed
[ Q, search BigQuery resources 7] query m |
1 select * from _pj-lge-gmc-data-store.PCX TARGET GA4.weekly report
Viewing resources.
SHOW STARRED ONLY
~  pj-ige-gme-data-store Wi
b @ Queries H
» @ (Classic) Queries (6) H
» B Notebooks :
b 4 Datacanvases :
b =, Datapreparations H
b b workflows H
» 9 External connections H
b [E] ACIT Dataset_Repository v¢
)} [E] ASSEMBLY_MLDATA v
» [ coe ¥ (] i — — iy .
uery results 1 SAVERESULTS ~ | EXPLORE DATA ~ v Add t " d I t d f th
b [E] GOOGLE MERCHANT C... ¥r I |0na y, yOU Can e e e Or mO I y e
)y E o & JOB INFORMATION RESULTS CHART JSON EXECUTION DETAILS EXECUTION GRAPH d t d d . .
) [ oLap_TEAM #l Row  country ¥ , SUBSIDARY ~ , e event_date ~ , B~ , conday ~ P , imp_signup = imp a a epen Ing On your permISSIOH
) [ operationModeLPiot_. ¥ } 1 Germany LGEDE O.NOTI 20240823 2NP 07d 5445 17
) [ PO TARGET 648 o 2 Germany LGEDE O.NOTI 20240823 2NP 30d 5445 27
. 3 Germany LGEDE O.NOTI 20240813 2NP 30d 75 32
» [ Poc ¥
4 Germany LGEDE O.NOTI 20240813 2NP 07d 715 27
> ElReroo i 5 Germany LGEDE O.NOTI 20240912 2NP 07d 10537 32
b Bl TEMPSSTLIEV Wi 6 Germany LGE DE ONOTI 20240912 NP 300 10537 13
) [E] WDEV_BHJEONG i 7 Germany LGEDE O.NOTI 20240831 2NP 30d 4241 34
» [El WDEV.GMPL1 Test ¢ § 8  Germany LGEDE O.NOTI 20240831 2NF 07d 4241 23
b [ assembly_seo_basic i 9 Germany LGEDE O.NOTI 20240822 2P 30d 5233 37
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Writing Google BigQuery SQL (2/2)

= Google Cloud %* pilge-gmc-data-store w ‘
@ Explorer +ADD KK
@
. [ Q_ search BigQuery resources 9 ]
® Viewing resources
2
~  pilge-gme-data-store P
® v @ Queries H
- Shared queries H
&
@ (TH) BirthDay 4133, §
> @ (TH) Birthday T-70k . §
x @ (TH) Cross BU Order  §
@ (TH)CrossBUTramic  §
= @ 01.eda_distrubution  }
. @ 0402)6A4 Trends in J... §

@ 20212022 NPT datai.
@ 240603_IN_SALES

o @, 240604_IN_picksdu_P.
(@ 240618_DE_picksdu_...
@, 240618_UK_picksu_..

@, 240618 _picksdu

@ 1.6P1 25 4T A2
@ 1.6P12E B NI
X @ 1.6P1 22 4T AL

= @ 240619_DE_picksdu  }

@ 240619 UK picksdu  }
< @ 240620 DE_picksau  §
~ @ 24020 UK/DE picks... §

@ * X @uUntitledquery ~ X @ (TH) Bi

‘ Search (/) for resources, docs, preducts, and more

| Q, search ‘

T v X $epHgeq. ore v X -

H) BirthDay 4 72| #... m [ SAVEQUERY -~ ¥ DOWNLOAD *& SHARE =~ (O SCHEDULE

OPENIN ~

£ MORE ~

a @ : @
0.

D Ooa y- 0

@ This query will process 9.31 GB when rur

lember Overview > LG.com Member Detail Grid
H3 =

WITH

EW_MEMBER AS (

SELECT
GOUNTRY _NAME _LGCOM
., FORMAT_DATETIME("%Y-%m-%d’ CREATION_DATE_LGCOM) AS BASE_DT
. ENTITY_ID

-~ MEASURE
-~ . COUNT(DISTINCT ENTITY_ID) AS CNT_ENTITY

VHERE 1=

--AND FORMAT_DATETIME( '%Y-%m-%d’ CREATION_DATE_LGCOM) BETWEEN '2824-87-12 AND '2824-88-12'
AND COUNTRY_NAME_LCCOM = “Thailand’

GROUP BY 1,2,3

ORDER BY 1,2

E FROM “pj-lge-c-dashboard.#248_prod_digitalcommerce.V_DM_D2C_CUSTOMER_M
)

Sales_GMV > Daily Performance
AGENTO AS (
SELECT

STORE_ID

. STORE_NAME

, BASE_DT AS BASE_DT

, ORDER_ID

, CUSTOMER_ID

. COUPON_CODE

. COUPON_RULE_NAME

, COUPON_RULE_NAME_ITEM

HH -~ MEASURE
, COUNT(DISTINCT ORDER_ID) AS GMV_ORDERS
FROM “pj-lge-c-dashboard.BI_DW_L2.V_DM_BI_MAIN_ORDER
WHERE 1=1
AND BASE_DT BETWEEN '2024-87-12° AND '2024-88-12°
AND STORE_ID = '1871"
AND TABLE_NAME <> 'DN_ORDER_CUSTOM_RETURN’
TH
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4. Google BigQuery

It provides Function, Procedure, and
Schedule features similar to other
databases

You can write Functions and Procedures
in the console according to the project
requirements using standard SQL.

LG



LU o ]

*

How to Use Google BigQuery for LGE (1/4)

»

4 v v wwwwvwwwwww-w~w

Search BigQuary resources
QL

Found 1000+ results.
SEARCH ALL PROJECTS

v prige-c-dastboan

[ Apose_anaYTICSLO
[E] BRIGHTCOVE LO

[ cmas0 L0

[E] CM360_REPORT_LD
[E] CONCENTRIX_LO

B ovasoLo

[ erorcon 10

[ FLDMEDIA LD

[ 6rL

[ GOOBLESEARCH LD

[E] 60OGLE ADS_BRAND G

[E] 600GLE MERCHANT_C_.
[E] B00GLE_ MERCHANT_C_.
[E] GOOGLE MERCHANT_C..
[ MAGENTO_LO
b Routines

B T_CRUKLOFLBCO_

[ T_LOGDMIIFS_6DM...

[ T_LOGERP XXGLFD..

B T_LOGERP XXINVS_...
B T_LOBERP XXINVS_...
B T_LOBERP XXINVS_...
[ T_LOBERP XXINVS_...

[ T_LOBERP_XXINVS_..

[ T_LOGERP XINWY_.

BB T_LOGERPXCINY_...
BB T_LOGERP_XXOMDS...
BB T_LOGERPXXOMDS ..
B T LOGERP XXOMDS..
[ T_LOGERP_XXOMDS ..
[ T_LOGERP_XXOMDS ..
BB T_LOGERP_XXOMDS...
BB T_LOGERP_XXOMDS...

B T_LOBSFS_CN_CON_
[ T_LOBSFS MC_COM..

SUMMARY

% piigecdashboard v

o X% oxox X X X % o3 o ox oo D %

ore X ox X X o3 X %o D X o5 o5 o o5 o3 % o3

Search (/) for resources, docs, products, and more

Q Search

@ " X Quntitledquery > X EMagenTo0® X [ -

|EB MAGENTO_LO

Dataset info

Dataset ID

Created
Defaut table expiration
Last modified

Data location
Description

Default collation
Defauit rounding mode
‘Time travel window

Storage blling model

Case insensitive true
Labels
Tags

Dataset replica info [EEED

Primary location asianortheasts

Job history

+800:0

PETES START FREE

=0 08 ¥y~ ¢,

CREATETABLE  *ZSHARNG ~  Mcopy  WORETE  CREFRESH

# EDITDETALS

VIEW REPLICAS

CREFRESH A
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4. Google BigQuery

0 Select the current D2C project under SM.

* Refer to the next page for project information.

0 In BigQuery Studio, use the exploration
feature to enter LO and verify the data
source ingested through Airflow

@ LG



[Reference] GCP Project List

4. Google BigQuery

Project name
pj-lge-cdp-in
pj-lge-cdp-ru
pj-lge-cdp-uk

pjt-lge-gmc-ae

pjt-lge-gme-africa

pjt-lge-gmc-ar
pjt-lge-gmc-at
pjt-lge-gmc-au
pjt-lge-gme-bd
pjt-lge-gme-be
pjt-lge-gmc-bg
pjt-lge-gmce-br
pjt-lge-gmc-ca
pjt-lge-gme-cac
pjt-lge-gme-ch
pjt-lge-gme-cl
pjt-lge-gmc-cn
pjt-lge-gmce-co
pjt-lge-gme-cz

pjt-lge-gmc-de

Country name

CDP India
CDP Russia
CDP UK
UAE
Africa
Argentina
Austria
Australia
Bangladesh
Belgium
Bulgaria
Brazil
Canada
Panama
Switzerland
Chile
China
Colombia
Czech Republic

Germany

Project name
pjt-lge-gme-dk
pjt-lge-gme-dz
pit-lge-gmc-eastafrica
pjt-lge-gme-ec
pit-lge-gmc-ee
pjt-lge-gmc-eg
pit-lge-gme-es
pjt-lge-gmc-fi
pjt-lge-gmc-fr
pit-lge-gme-global
pjt-lge-gme-gr
pjt-lge-gme-hk
pjt-lge-gmc-hr
pjt-lge-gme-hu
pjt-lge-gmce-id
pjt-lge-gmc-il
pjt-lge-gmc-ir
pjt-lge-gmc-it
pjt-lge-gme-jp
pjt-lge-gme-kz

Country name
Denmark
Algeria
East Africa
Ecuador
Estonia
Egypt
Spain
Finland
France
Global
Greece
Hong Kong
Croatia
Hungary
Indonesia
Israel
Iran
Italy
Japan

Kazakhstan

Project name
pjt-lge-gmc-levant
pjt-lge-gme-lk
pjt-lge-gmc-It
pjt-lge-gme-lv
pjt-lge-gmec-ma
pjt-lge-gme-mx
pjt-lge-gme-my
pjt-lge-gme-nl
pjt-lge-gme-no
pjt-lge-gme-np
pit-lge-gme-nz
pjt-lge-gme-pe
pjt-lge-gme-ph
pjt-lge-gmc-pl
pjt-lge-gme-pt
pjt-lge-gmc-ro
pjt-lge-gmc-rs
pjt-lge-gme-sa
pjt-lge-gme-sg
pjt-lge-gme-sk

Country name
Jordan (Levant)
Sri Lanka
Lithuania
Latvia
Morocco
Mexico
Malaysia
Netherlands
Norway
Nepal
New Zealand
Peru
Philippines
Poland
Portugal
Romania (Romania)
Serbia
Saudi Arabia
Singapore

Slovakia

Project name
pjt-lge-gme-sw
pjt-lge-gmce-th
pjt-lge-gme-tn
pjt-lge-gmc-tr
pjt-lge-gme-tw
pjt-lge-gmc-ua
pjt-lge-gmc-us
pjt-lge-gmc-uz
pjt-lge-gme-vn
pjt-lge-gmc-za
pj-lge-c-dashboard
pi-lge-gmc-data-store

pi-lge-gmc-gad-global

[Main Projects for Use]
» c-dashboard: Primary project for DW/DM data loading.

Country name
Sweden
Thailand
Tunisia
Turkey
Taiwan
Ukraine

United States
Uzbekistan
Vietnam
South Africa
c-Dashboard
data store

pj-lge-gme-gad-global

* gmc-data-store: Project that allows querying bypassing c-
dashboard (*No cost deduction for queries, and queries are
executed in this project).

* gmc-ga4-global: Project for loading GA4 raw data

(GA4 — gmc-gad-global — gmc-c-dashboard).
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How to Use Google BigQuery for LGE (2/4)

=

o 3w

»

>

Google Cloud
Start your Free Tria wih $300 in cregit. Dot
Explorer + 400

Q

2 pigecdashboard v

K @ * X Quntitledquery * X AFN_COU.. ARE ™ X =

@ f FN_COUPON_ID_COMPARE

Viewing resources.

SHOW STARRED ONLY

P Ll L AR N vos
} [l GOOGLE_ADS HE 085__
b [E] GOOGLE MERCHANT_C...
» [l GOOGLE MERCHANTC..
} [ GOOGLE MERCHANT_C...
b [E] GOOGLE_MERCHANT_C...
} [l GOOGLE MERGHANT_G..
» [l GOOGLE MERCHANT_C...
b [E] GOOGLE_MERCHANT_C...
} [l GOOGLE MERGHANT_G..
b [E] INFO_SCHEMA_SM

> [E MAGENTO_LD

} [l MAGENTO_LD_BACKUP
v [E] MAGENTOLY

oo o % % %% 3o

= SPDLORDERS. %
= SPDLPRICEPO... ¥

= SPDLRETALER. 17

E SPDISALESO. %
= SPDISKUGA.. %

Persistent function info

Search (/) for resources, docs, products, and more

Q Search

Q, INVOKE PERSISTENT FUNCTION

+ea20:0

[PV START FREE

= Q08 y-

/' EDITPERSISTENTFUNCTION ~ W DELETE (G REFRESH

/' EDITROUTINE DETAILS

if (tarset_cowon_ids £ source_coupon_ids) {
| war split_arr_taret = target_cowpon_ids.spl

war split_arr_source = source_cowpon_ids.spl

ar orr_reaove_iten = [

for (i=0: isplit_arr_target length; i) {
wor target_ites = split_arr_terget[i]
var target_index = split_arr_source. indsdf (target_iten)
it (target index
arr_resove_iten.pushi{target_itea)

1

arr_rewve_iten. forech(function( iten, inds) {
var reawe itea_index - Split_arr_tarset. indedlf (iten):
split_arr_tarset 5o ice(resove_iten_incex, )

1B

if (splitarr_tarset & split_nrr_terget lensth) {
return split_arv_target join(". ')

Persistent function ID 0ard MAGENTO_L1.FN

Created MU

Lastmodified 14,2024, 60626 PMUTC9

Language RIET

Description

Arguments tamget_coupon_ids STRING, souree_cos

Retumtype STRING

amine query
1]

1S target_coupon®] source_cowen] TEEIT R2 i ZHEE AY
s =0
+ N2l
s L MR- ATH- HE RE

(YREFRESH A
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4. Google BigQuery

© Check the L1 data, which is the first
processed data from the LO source data.

e Create a function for generating the L1
processed table.

LG



How to Use Google BigQuery for LGE (3/4)

= Google Cloud ¥ pgec-dashboard v

Search (/) for resou iocs, products, and more

@ Explorer +a0 IC
( Search BigQuery resources
‘ Qu X @
@ Found 1000+ rasuits.
SEARCH ALL PROJECTS
2 v [ macanTo L1 L 28]
® v = Routines

A N_COUPONID_. ¢
i FN.COUPONJID_...
Fx FNEXTRACT G ¢
e FNEXTRACT M.

¥ R

< FNLOCALE_00D...

"
k-4
A< FIUMKT_MODEL.. ¢
Fx FNOMODIFY_SKU 3
"

i FNREMOVELD...

S SP_DLMKTMO...

& = SPDLMKT.MO..
= 5°_DIMODEL L

®
4
k-4
DIMODEL L. ¢
®
®

* DIMODEL_M._.. H
DLORDERS.. % §

B
= SPDLPRICEPO. 3¢ #
& S SPOLRETALER. % §
=] ’DISALES 0. ¢ §
8 :
E H

n ~
it el i e, rem Fnaeisct i s Aaehbnard

@ ° X @unitedquery - X = SPDLC ATE" X -

SP_DI_CURRENCY_RATE

Stored procedure info

Stored procedure 1D PiHge-c-dashboard MAGENTOL

CY_RATE

Q_ Search + & a0 : o
DISMISS

Q08 ¥

Q INVOKE STORED PROGEDURE  #* EDIT STORED PROCEDURE. W DELETE (3 REFRESH

/' EDIT ROUTINE DETALS

Created N 1016:21 AM U
Last modified Now '3, 10016:21 AM UTC#+3
Language soL
Deseription
Arguments. IN ORDER_DATE_STAf WTE_END STRING
Routine query
Ui R
D ROER_DWTE_START o
5 n,lnﬂmr_an
. I_IRGERTCHT
. CIRFENT_DATETIRE AsiesSeoul) *
R E2A SUDESS, ZHN FALL
. DELDUE
9—} MEOEN 20 HOlEE =0
rmw IHTD - 5e-c-dashbosrd WEENTDL1 DI_UIRRENCY_RATE"
{ NS JAE, GRAEWY SR, QMY BAE, SO INTETIE, CHEATIOLIWTETE, LI, NI
CELECT PESEHTE BV BE ATE)AS BE AT, (MY, FREN. CIRBID_TD. TE, OGRS DLOVIET I, CEATIDLONETIE, L0 T IE
FAH "pj-Ige-c-dashboant, WEEKTO_SH. S DUFFENCY_RATE_TBP"
— BIEFTIN 72l
EXEPTIIN WEN ERRR T
SET DETLOE = "STEP 3 - * || Mervor message:
INSERT IHT0 "~ ge-c-dashboard WAGENTL_SH SWLETLLDG"
( ETLDWTE, 5P WE, TABLE WA, (FOEP_DATE STAVT, (POER_ATE SO, INGEYT_CNT, J0B_FYEC_IWTE STAFT, JOB_DYEC_IATE W), J6_DURATION_SECTND, ETL_CIXE )
SELECT 0.ETL_IATE, 0P NUE, D_TAELE A, DOFTER IATE_START, 0_(FOER_DATE_END, 0 INSERT_CAT, 0B FYEC_TWTE_START, 0_J0B_EXEE_DWTE F0. D_JOGLDURATIRLSEOCAD, OLETL COE
call "pj-1ge-c-dastboerd S COWHIN, 5P_INGEFT_SH_ETL LI |
“FRICEDIFE
BET — Z2YR2
. Bi-lee-c-sasficerd ZEED(1T)
. RGENTLLI Dntaset 2
D_THELE EE 0152
e
R || SUDESS, &R FALL
DETL_O0E
fl DLISERT.ON - -sam SITL) 45 DLIERTCHTFFEH "o o  dosfboard WEEMTL U101 LI ATE
CASTT_OROER_DATE_BAD 45 DWTE FURMAT "l )
\:
— BXETIN %l
EXCETIIN e B T
Job history (CREFRESH A
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4. Google BigQuery

Verify the L1 data, which is the first
processed data from the LO source data.

Use a procedure to create an L1 table
from the LO source data within the L1
dataset.

LG



How to Use Google BigQuery for LGE (4/4)

K

Start your Free Trial with $310 in crecit. Dot womry=
(@) Explorer +400
Search BigQuery resources:
. Q, DI_CURRENCY_RATE X

B Found1Sresults
‘SEARCH ALL PROJECTS

. pi-4ge-c-dashboard *
[0} ~ [E masantoL k4
v = Routines

&

S SP.DLCURRENCY._. &%
bl SHOW MORE
A [El DILCURRENCY RATE

SHOW MORE

= w  [E] WDEV_MAGENTO_L1 -4

Routines

J
1 SHOW MORE
o ~  [E] WDEV_MAGENTO_SM k-4
v S Routines
il = SP.DICURRENCY ¥
B SHOW MORE
[ DLCURRENCY RATET.. ¢
° SHOW MORE
]
o]
» SUMMARY

~

Google Cloud & pigecdashboard v

out of credits. Leam

Search () for resources, d

products, and more Q, Search

+2200:0

DISMISS 'START FREE]
9

@ - X @Untitedquery - X S DLCURR_ATE - X - =R 08 -
£ DI_CURRENCY_RATE Qquery ~  «sHaRe I coev NAPSHOT i DELETE & EXPORT = C REFRESH
@ Thisisa partitioned table. Leam more 2 DISMISS
SCHEMA DETAILS PREVIEW INSIGHTS LINEAGE DATA PROFILE DATA QUALITY
= Filter ")
O Fieidname Type Made Key  Colafion  DefaullVaie  PoicyTags @  Descripion
00  saseoate DATE NULLABLE BASE_ DATE
O  curmeNcY_FRoM STRING NULLABLE CURRENCY_FROM
O  cursency.To STRING NULLABLE CURRENCY_TQ
O wmE FLOAT NULLABLE RATE
[0  CONVERSION.DATETME ~ DATETIME  NULLABLE CONVERSION_DATETIME
[0 CREATION_DATETIME DATETME  NULLABLE CREATION_DATETIME
0  LoAD_DATETIME DATETME  NULLABLE LOAD_DATETIME
2 Eet T  VIEW ROW ACCESS POLICIES
Job history CREFRESH A
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o Verify the table created using the LO
source data.

9 Ensure the schema information of the
created table is accurate.

LG



I1. Detailed usage

1. D2C Dashboard Portal
2. Google Analytics 4

3. Sprinklr

4. Google BigQuery

5. Airflow

6. Google VertexAl

7. D2C Data Help Center



Overview of Airflow 5. Airflow

Airflow is an open-source software that implements DAGs (Directed Acyclic Graphs) and executes the tasks defined in those DAGs according to a set schedule. Through

the Airflow Ul, users can verify that tasks are executed on schedule, receive alerts (such as emails) if errors occur during execution, check error logs, and reprocess tasks

if needed. It has been introduced and utilized in our system to replace the existing crontab.

Airflow Workflow
Gets runs and Results Stores results
Webserver < Metadata < Workers ,
Userinterface for inspecting and debugjing the Repository where the'task status and execution
operation qf DAGs and tasks history of DAGs are stored Executes actual tasks
Visualize runs and results LT
Tracks and syncs tasks Assigns tasks
Schedules tasks
Scheduler . Executor
Checks the schedules defined in DAGs and Issues execution commands to workers for the
runs the executor according to the schedule executed DAGs
TMonitors DAG runs and results Reads DAGs
@ Writes DAGs _ DAG
- Directory
Data Engineer Python DAG source directory for Airflow

> Permissions for Airflow can be requested through the D2C Data Help Center
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Airflow Workflow Management 5. Airflow

x.\!nrnaw DAGs Security Browse Adrmin Docs 118 UTC PP

The scheduler doas nct BPOSET 10 b Funning.
Thes (1A list may not updata, and ne fsks wil ot ba schaculed.

aDAGs o Defines and manages workflows using
0@ rasee@ S— DAGs (Directed Acyclic Graphs) for
e s e s s workflow management

example_bash_operator = TN »C 0
samgh ek
EREFBIE BrarCn atauine Coeratar

g £ - - - iy » 0
—
example_branch_dop_operatar_vd T T » 20
—
example_branch_labels e iy » C O
axamplo_branch_oparatce — "y PO -

sk ssampkd

axample_comphax
suamgh  anarphd s wa

axample_dag_decorator
—— DAG 3

e e o e i o s 9 Supports scheduling of Airflow tasks,
errr—— N - A 9 allowing tasks to be executed at specific

T ) intervals or based on the results of
previous tasks

{
3
£
El
s
c
3

1 dag = DAG(

2 ‘helloword',

3 default _args=defaul t_args,

4 descr ipt fon=desc,

5 tags=["hel lawor Id", desc],

B schedule_interval="0 + » » " <— [ A2t D20 &3
)
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Airflow Scheduling 5. Airflow

1.,'- Airflow  DAGs  DataProfiing~  Browse=  Admin=

Docs~

0 Airflow supports scheduling through
Python code, enabling integration with
various platforms and compatibility with

different programming languages.
lep_demo_1.py

from airflow import DAG, utils

ep_demo

# GraphView  ® TreeView  JiTask Duration 4 Landing Times = Gantt 4 Code

from airflow.operators import BashOperator, BranchPythonOperator, DummyOperator, EmailOperator, PythonOperator
from datetime import date, datetime, time, timedelta

from ep_data_pipeline_utils import check_for_sqgs_message_branch_condition, ENV, %\
import_aggregate_lookback_days, import_airflow_start_date_as_lookback_days, \
import_ep_pipeline_success_email_dl, import_spark_cluster_ip, %\
send_email_netification_flow_successful, send_sns_notification_no_spark_data, %
wait_for_new_data_in_db, wait_for_empty_gqueue

START_DATE = datetime.combine(datetime.today() -

timedelta(int{import_airflow_start_date_as_lookback_days)},
datetime.min.time())}
default_args = {

'awner': 'sanand',

depends_on_past's True, e 0 It allows for easy management of
:poul': ‘ep_data_pipeline',

start_date’: START_DATE, latest_only_with_trigger = (52024-03-24, 09:00:00 CET historical schedullng records within Airflow
‘email': [import_ep_pipeline_suc e . .
metlon foiture': Tre, A Dells *EGraph @ Gamt < Code B AudiLog and offers scalability in scheduling.
latest only SESEESESEEEES W success ]St
taski ssssESES EmptyOperator EmptyOperator
task2 ssssEEEE®
taska sesEESSEEREES
latest_only taski1 task4
taskd LLLLLLLLLL] L W success | skipped @ success
atestOnlyOperator EmptyOperator EmptyCperator
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Airflow Error Handling Methods 5. Airflow

m‘ o e e e e e - @ Airflow facilitates easy handling of errors
E that occur during scheduling execution.
(][] ] v [t ) () () (o) (o o ] (e
| il =
s SEE e e =
T | =
Past  Future  Ugsirisam [T m
~~~~~~~~~~~~~ - == o
(2] © \When an error occurs in Airflow, alerts can
be sent via email using Alert Manager,
and it can be extended to integrate with
/ platforms like Slack for notifications.
) 4>
Serialized DAG
DagRuns i
Task Instances
Airflow Meta Airflow DAG utilizina Email Report aoina out to DAG

103 @ LG



Airflow LGE Code Writing Standards (1/5)

m dag_id Naming Convention

= Format: {Purpose}SystemName}{BusinessDetail}{ExecutionFrequency(D/W/M)K{Number}
- Use sufficiently abstract names to accommodate multiple tasks with dynamic mapping.
- Choose between WF (workflow) and BAT (batch) for the purpose.

Refer to BigQuery naming conventions for source system and dataset for the system name.
If multiple systems are involved, specify all.
For directional tasks, use {source_system}_TO_{target_system}.

If separation is needed due to schedule, source format, etc., add to {BusinessArea}.
Business details can be multiple blocks or omitted if necessary.
Examples: MAIN, LOAD, MAIN_LOAD
- Specify the DAG's frequency if applicable (e.g., 1W, 3D).
- DAG number is a two-digit integer and can be omitted.

» Add "zz" as a prefix for test DAGs.

= File name and dag_id should be identical.

m dag_id Examples

Dag_id Detail

For loading data into the L1 system, check the structure:

WF_L1_MAIN_LOAD {ProjectCode}{Purpose}{SystemName}_{Action}. Omit if there's no action frequency.

BAT_GCDP_LOAD_1W_01 Weekly batch for loading data into Global CDP.
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Airflow LGE Code Writing Standards (2/5) 5. Airflow

m task_id Naming Convention

= Use snake_case for naming.

= Name using {SystemName}{TableName}{Action}.

= Exceptionally use "task_log" for log loading functions.

= For DummyOperator, a single word can be used for task_id.

m task_id Examples

task_id Detail

start Only applicable to DummyQperator.
Task indicating the start of a DAG.
LO_LMP__TB_MP_TERMS_TP_BAS_load Task for loading data into the TB_MP_TERMS_TP_BAS table in the LO_LMB_ dataset.
task_log Task for logging into a meta table upon DAG completion.
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Airflow LGE Code Writing Standards (3/5)

m Python Function Naming Rules

* Use only lowercase English letters and '_' for Python function names (snake_case).

» Name functions in the format: fn_{verb}_{detailed_description_of_target} {target}.

* Function names can be of unlimited length and should accurately describe their functionality.
- Use docstrings if you want to include names of procedures used, etc.

+ Distinguish between singular and plural for targets.

+ Follow pylint rules for details not specified in the guide.

m Examples of Python Function Names

Function name Detail

A function that calls a single procedure related to log data processing.

fn_call_log_processing_procedure Check the structure: {verb}_{detailed_description_of_target} {target}.

A function that calls multiple procedures related to log data processing.

fn_call_log_procedures Check singular/plural distinction

fn_trigger_all_log_dags A function related to batch processing that calls all DAGs related to logs.
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Airflow LGE Code Writing Standards (4/5)

m Custom Operator Naming Rules

= Use PascalCase for naming.

= Name in the format: {Verb}{DetailedDescriptionOfTarget}{ Target}Operator.
= Set the file name by converting the class name to snake_case.

= Follow function naming rules for details not specified in the guide.

m Examples of Custom Operator Names

Operator file name Operator name

QUERY_MYSQL_OPERATOR .py QueryMysqlOperator An operator that executes a query in MySQL

m Python File Name and Operator Naming Rules within Python Source

= Use snake_case for naming.
= Use only lowercase English letters for variables and only uppercase English letters for constants.
= Consider using the Airflow variables feature before defining constants within the file.
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Airflow LGE Code Writing Standards (5/5)

m SQL File Naming Rules

= Name in the format: {verb}_{description}from{system_name}_{table_name}.sql

m Example of SQL File Name

SQL file name

select_all_from_mysql_metadb.sq| SQL script file that retrieves all necessary information from Metadb

m Connection Hook Naming Rules

= Name in the format: {service_type}_{database_type}_{database_instance}_{owner}

m Example of Connection Hook

SQL file name Detail

gcp_mysql_sql-an3-oned-oned-prd-etl-1_appuser Connection hook that connects to Metadb used in Airflow
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Airflow LGE Development File Structure (1/2)

BigQuery operator sample code o

from datetime import datetime, timedelta

from airflow import DAG

from airflow.providers.google.cloud.operators.bigquery import (BigQueryGetDatasetTablesOperator) 9
from airflow.operators.python import PythonOperator

default_args = {
"depends_on_past": False,

"retries": 1, o

"retry_delay": timedelta(minutes=5),

def fn_print_info(dataset_info):

print("Dataset Info: ", dataset_info) 9
with DAG(

"zz_BIGQUERY_DAG",

default_args=default_args,

start_date=datetime(2024, 1, 1), 0

catchup=False,

tags=["sample"],

109

5. Airflow

0 Include a description of the entire DAG
(pylint recommendation)

Q Import necessary modules

G Define constants first.

Using connections as variables increases dependency
without additional benefits, so use them directly

0 Define variables

Default_arg can be declared adjacent to the DAG
definition

© Define Python functions

G Define the DAG



Airflow LGE Development File Structure (2/2)

test_bq = BigQueryGetDatasetTablesOperator(
task_id="get_dataset_tables",
dataset_id="{{ var.value. TEST_DB }}",
gcp_conn_id=CONNECTION_ID,

def process_dataset_info(**kwargs):

A function that pulls and outputs xcom data stored by a BigQuery operator
This function is declared within the DAG as it is only used when called inside the PythonOperator*

ti = kwargs["ti"]
dataset_info = ti.xcom_pull(task_ids="get_dataset_tables")
fn_print_info(dataset_info)

process_dataset_info = PythonOperator(
task_id="process_dataset_info", python_callable=process_dataset_info, dag=dag

test_bqg >> process_dataset_info # pylint: disable=W0104
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5. Airflow

ﬂ Define tasks

G Functions to be passed to the
python_callable of a PythonOperator can
exceptionally be declared within the DAG.

* In this case, declare the function adjacent to
the PythonOperator.

9 Define task order
Apply pylint disable as needed

Define at the very bottom of the file unless
unavoidable due to dynamic mapping, etc.



Airflow Variables

m Airflow variables Utilization

= Sensitive information (email, URL, table information, etc.) is managed with variables, which is airflow's own feature.

Utilize bulk upload on initial creation

m Airflow variables Call

= Consider using Jinja templates first
= The more complex the logic you use, the more favorable variable.get is

m Airflow variables Call example

[ jinja template Example ]
test_bq = BigQueryGetDatasetTablesOperator(
task_id =
dataset_id =

[

gcp_conn_id = CONNECTION_ID

111

[ variable.get Example]

airflow.models Variable

(Variable.get(
(Variable.get(
(Variable.get(

5. Airflow



Airflow LGE Development Guide - Example of Using Airflow Connection (BigQuery)

5. Airflow

~ Airflow DAGs Datasets Security Browse Admin Docs

Variables 0 Navigate to the new Connection menu
List Connection - through the Connections in the Admin
Configurations
?— menu.
Connections _ o _
Search= - > When using security information such as GCP
Plugins credentials, it is recommended to use

Providers Connections for linking.
g Actions~ || € Fools

XComs

Q Move to the new Connections setup
window by clicking the '+' button.
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Airflow Connection Setup (BigQuery)

~ Airflow DAGs  Datasets Security Browse Admin Docs

Add Connection

Connection Id *

00

oogle Cloud

Connection Type *

Connection Type missing? Make sure you've installed the corresponding Airflow Provider Package.

Description

Project Id

Keyfile Path

Q O

Keyfile JSON

Credential Configuration File

Scopes (comma separated)

Keyfile Secret Name (in GCP Secret
Manager)

Keyfile Secret Project Id (in GCP
Secret Manager)

Number of Retries 5

Save @ I Test ¥ IS

5
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5. Airflow

0 Enter the connection ID according to the
naming convention.

e Enter the project ID
(pjt-lge-oned-dev, pjt-lge-oned)

0 Set the Connection Type to Google Cloud

0 Request permission from TA to generate
the keyfile, then directly enter it in the
Keyfile JSON field

6 Click Save to store the settings.



Airflow Connection Setup (BigQuery)

m Using Operators

= All tasks are written based on operators, and the taskflow APl is not used.
= |f a provided common operator is available, consider using it first.

= |f there is no suitable operator, implement and use a Python operator.

= Actively use dynamic DAG and dynamic task mapping for repetitive tasks.

m List of Operators

Operator Name Function Custom operator
PythonOperator Executes a Python function X
DummyOperator An operator that does nothing. Used to indicate the start and end of a DAG or to set dependencies. X
TriggerDagRunOperator An operator that executes another DAG. Used to set dependencies between DAGs. X
QueryMysqlOperator Executes by receiving a connection name and SQL file name. o)
InterClusterDagTriggerOperator Triggers a DAG in another cluster using the REST API method. 0
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Airflow LGE Development Guide

m Custom operator

= For features that are used repeatedly, consider implementing modules and operators.

= Prioritize packaging as an operator, except for simple tasks like formatting and parsing.

= Define a class that inherits from BaseOperator, then define the init function and the execute function.
= |n the execute function, pass data to xcom through return.

= Store the custom operator you created in /apps/gcdp/common, following the file naming conventions.

(BaseOperator):

(self, mysql_conn_id, sql_filepath, params=

().__init__(*args, **kwargs)
self.mysql_conn_id = mysql_conn_id
self.sql_filepath = sql_filepath
self.params = params

(self, context):

mysql_hook = MySglHook(mysql_conn_id=self.mysql_conn_id)
filepath = os.path. join(
os.path.dirname(__file__), f

sql = read_sql_file(filepath)
template = Template(sql)

rendered_sql = template.render(context, params
result = mysql_hook.get_records(sqL=rendered_sqL)

result

self.params)

, *args, **kwargs):
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Airflow LGE Development Guide

m Using SQL

= Consider using procedure calls rather than sending direct queries.
= |tis recommended to use the MySQL operator.

- If implementation is unavoidable, place the SQL files in the SQL directory and implement them to be called dynamically.

- Preferably use the connectors provided by Airflow.

gcdp.common . query_mysql_operator QueryMysqlOperator
jinja2 Template

MYSQL_CONN_ID =

select_with_operator = QueryMysqlOperator(
mysql_conn_id=MYSQL_CONN_ID,
sql_filepath= .
task_id=
params={ : 1,

= Consider using procedure calls rather than sending direct queries.
= |tis recommended to use the MySQL operator.

- If implementation is unavoidable, place the SQL files in the SQL directory and implement them to be called dynamically.

- Preferably use the connectors provided by Airflow.

* test VALUE = ;
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Airflow LGE Development Guide

m Passing Variables Between Tasks - xcom

= Use the method of writing variables to the Meta database and then reading those variables from another task.
= Use the method of calling i (task_instance) from kwargs as shown below.
- The variable task_id is the id of the task that provided the xcom.

(**kwargs):
ti = kwargs[ ]
dataset_info = ti.xcom_pull(task_ids=
( , dataset_info)

print_result = PythonOperator(
task_id= , Python_callable=print_result, dag=dag

)

m DAG Trigger Between Clusters trigger dag = Inter
task _id="tr

= |tis recommended to use the REST API method for triggering DAGs between clusters rathe ISR OroYCt
- In this case, the DAG to be triggered must be in an unpaused state. user—USER
- Firewall rules between Airflow clusters need to be adjusted.
= Consider using InterClusterDagTriggerOperator.
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Airflow LGE Development Guide

5. Airflow

m dynamic task mapping

= Syntax for Repeatedly Calling an Operator with Different Variables
= Fixed to a single task_id

class AddOneOperator(BaseOperator):
“""A custom operator that adds one to the input."""

def __init__(self, value, **kwargs):
super().__init__(**kwargs)

self.value = value

def execute(self, context):
return self.value + 1

with DAG(

dag_id="example_dynamic_task_mapping_with_no_taskflow_operators”,

start_date=datetime (2822, 3, 4)
catchup=False,

# map the task to a list of values

add_one_task = AddOneOperator.partial(task_id="add_one").expand(value=[1, 2,

31)

m dynamic dag

= Syntax for Calling Different Operators Based on the State of a Variable

deployment = os.environ.get("DEPLOYMENT", "PROD")

if deployment == "PROD":
task = Operator(param="prod-param")
elif deployment == "DEV":

task = Operator(param="dev-param")
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Airflow LGE Development Guide

m Specifying Local File Paths

= |tis recommended to use relative paths.
= |f an absolute path is necessary, use /opt/airflow/dags/gcdp/etc. instead of /apps/dags/gcdp/etc.
Consider the mount path between the OS and Docker (/apps/dags:/opt/airflow/dags for mounting).

Whenever possible, use variables, connections, and custom operators to ensure paths do not appear in source files.

m Importing Local Files

= Files to be imported should be uploaded to the server via the common-utils repo by default.
= Import in the form of from common.{operators,utils}file_name} import {function}.

m Specifying Retries
= For high availability, specify 3 retries in the DAG default arguments.

m Logging Rules

= Qutput necessary logs using the Python logger.
= Use the %s method for variables.

logging.error(“Error Call log Message :
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[Reference] Airflow Main Server and Open Port List

5. Airflow

# Server (GCE) Name IP SW/Container Port Purpose
Direct Access to Bastion Host
pjt-lge-oned ce-an3-oned-oned-prd-bastion-1 10.182.33.89 OpenSSH 2022 SSH access to the production Airflow server is possible
through the Bastion.
pjt-lge-oned ce-an3-oned-oned-prd-etl-1 10.182.33.90 ce-an3-oned-oned-prd-etl-web-1 8080 Airflow Web Server
, Web Server for Airflow Flower
pjt-lge-oned ce-an3-oned-oned-prd-etl-1 10.182.33.90 ce-an3-oned-oned-prd-etl-flower-1 5555 Web service for health checks of related resources
pjt-lge-oned ce-an3-oned-oned-prd-etl-2 10.182.33.91 ce-an3-oned-oned-prd-etl-web-1 8080 Airflow Web Server
, Web Server for Airflow Flower
pjt-lge-oned ce-an3-oned-oned-prd-etl-2 10.182.33.91 ce-an3-oned-oned-prd-etl-flower-1 5555 Web service for health checks of related resources
pjt-lge-oned ce-an3-oned-oned-prd-etl-3 10.182.33.92 ce-an3-oned-oned-prd-etl-web-1 8080 Airflow Web Server
, Web Server for Airflow Flower
pjt-lge-oned ce-an3-oned-oned-prd-etl-3 10.182.33.92 ce-an3-oned-oned-prd-etl-flower-1 5555 Web service for health checks of related resources
jt-lge-oned ce-an3-oned-oned-prd-gitlab-1 10.182.33.100 ce-an3-oned-oned-prd-etl-gitlab-1 8080 GitLab Server
P pra-g T P g Source repository and CI/CD server
Direct Access to Bastion Host
pjt-lge-oned-dev ce-an3-oned-oned-dev-bastion-1 10.182.49.117 OpenSSH 2022 SSH access to the development Airflow server is possible
through the Bastion.
pjt-lge-oned-dev ce-an3-oned-oned-dev-etl-1 10.182.49.118 ce-an3-oned-oned-prd-etl-web-1 8080 Airflow Web Server
pjt-lge-oned-dev ce-an3-oned-oned-dev-etl-1 10.182.49.118 ce-an3-oned-oned-prd-etl-flower-1 5555 Web Server for Airflow Flower

Web service for health checks of related resources
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I1. Detailed usage

1. D2C Dashboard Portal
2. Google Analytics 4

3. Sprinklr

4. Google BigQuery

5. Airflow

6. Google VertexAl

7. D2C Data Help Center




How to Access Google Vertex Al 6. Google VertexAl

>¢ Google Vertex Al access is granted only to DS and DE members of the Data Insights Team. Other users should inquire
through the Data Help Center if they wish to request access.

<« ¢ & https:/conscle.cloud.google.com I & ° :
Go g.eﬁ . €@ Access the Google Cloud Console.

%* piHge-gmc-data-store « I ‘ Search (/) for resources, docs, products, and more ‘QSearch ‘ + [ -Q- ® H 0

* https://console.cloud.google.com
*The ID and password are the same as your AD ID

[ ]
L{l O (Cloud PC).

Y Welcome
You're working in Ige.com > pj-lge-gmc-data-store
Y T 8 et am——"_t Ty ur ot e © Check if the currently set Google Cloud
Platform project is the one that has Vertex
Ty Gemin ” Al assigned.

Quick access

WL APIs & Services o.| Selectaresource NEW PROJECT

LGE.COM w

0 If it is different from the Vertex Al project,
press 2 and select the project that
contains Vertex Al.

Example: pj-lge-cdp-uk

=
= Cloud Storage Qe Search projects and folders

Q|

RECENT STARRED ALL

= m VIEWALL PRODUCTS

Name ID

v % 3¢ pjlge-gme-dsta-store @ pj-lge-gme-data-store

% 3¢ | pilgecdpuk @ pj-lge-cdp-uk

% 3¢ pjtlgegmchbr @ pjt-lge-gme-br
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https://console.cloud.google.com/

How to Access Google Vertex Al

< > C % ©
= | Google Clot

loud.google.com/welcome?project=pi-lge-cdp-uk

|QSeamhl + B A

ol i
o pilgecdpuk + J [ Search (/) for resources, docs, products, and more

Try our most advanced
model: Gemini 1.5 Pro

Try Gemini >

You're working in Ige.com » ... » pj-lge-cdp-uk
Project number: 43790958892 10 ProjectD: pHgecdpuk @
Dashboard Recommendations
Rl Create a VM £ Run a query in BigQue: [l Create a GKE cluster [d Create a storage bucket
query in BigQuery g
Quick access X Google Cloud
API APIs & Services © 1AM & Admin 5§l Cloud overview
»| =m Solutions
>
= Cloud Storage @ BigQuery
PINNED PRODUCTS

Now viewing project pige-<cpuk n [ ey SRR TETO IR
& Billing
Al Platf N
éé aterm Dashboard
API  APIs & Services Workbench
Pipelines
6 1AM &Admin
Jobs
Marketplace

Compute Engine
Kubernetes Engine

Cloud Storage

Models
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6. Google VertexAl

0 Ensure that the Vertex Al project is
selected.

Example: Confirm the change to pj-lge-
cdp-uk.

Q Click the top left = to bring up the
navigation menu.

9 Select Al Platform > Workbench.

@ LG



How to Access Google Vertex Al

Go gle Cloud $* pHgecdpuk « | | Search (/) for resources, does, products, and more ‘ Q, Search |
Workbench CREATE NEW ! REFRESH
INSTANCES EXECUTIONS SCHEDULES

INSTANCE: ISER-MANAGED NOTEBOOKS MANAGED NOTEBOOKS

Workbench Instances have JupyterLab 3 pre-installed and are configured with GPU-
enabled machine learning frameworks. Léarn more [

= Filter

O [ ] Instance name % Zone !

ki)

Go gle Cloud % pHge-cdp-uk + | ‘ Search (/) for resources, docs, products, and more Q s
Workbench CREATE NEW C REFRESH

INSTANCES EXECUTIONS SCHEDULES

A Thenew Workbench Instances bring the features of Managed and User-Managed Notebooks into a single offering. Leam more [

Notebooks have JupyterLab 3 pre-installed and are configured with GPU-enabled
machine learning frameworks. Learn more [

T Filter

o e Notebook name Zone Auto upgrade Environment Machine Type GPUs

o o OPEN JUPYTERLAB

o o OPEN JUPYTERLAB

o o OPEN JUPYTERLAB

o e OPEN JUPYTERLAB asia-
northeasts-
a

o o OPEN JUPYTERLAB asia-
northeasts-
b

o e OPEN JUPYTERLAB
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6. Google VertexAl

@ In the View tab, select USER-MANAGED
NOTEBOOKS.

© Check the name of the assigned Vertex Al
and select OPEN JUPYTERLAB.

LG



How to Access Google Vertex Al 6. Google VertexAl

—  uFle uEdit UView URun  BKemel UGIt  !Tabs 1Settings  !'Help

) Untitled7 pyn x |+ 0 Proceed with the desired tasks in the
B+ XD O » = ¢ » WUCode

' ' Jupyter Lab environment.
[1: ("hello world!™)

hello world!

1 Mes ® (13 Python 3 | Mdle
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I1. Detailed usage

1. D2C Dashboard Portal
2. Google Analytics 4

3. Sprinklr

4. Google BigQuery

5. Airflow

6. Google VertexAl

7. D2C Data Help Center




Overview of D2C Data Help Center

7. D2C Data Help Center

The D2C Data Help Center provides integrated, prompt, and accurate responses to inquiries related to data analysis, verification, and related

solutions to support LG Electronics employees in utilizing D2C data.

D2C Business
Practitioner
Dashboard Request Data Inquiry
» Dashboard Creation » Data integrity checks
* Dashboard Modification * Detailed data
+ Usage Guide verification
* Index Inquiry

D2C Data

Help Center

[ Service Coverage ]

Data Extraction Ad.Hoc Analysis

» Dashboard Data * Marketing Analytics
Extract » Business Analysis

* GCP/GA4 Data « Other ad-hoc event
Extract

127

Tagging
» GA4 tagging

D2C Data/Solution
Manager

Solution Admin.

» Accessibility and usage
guide for D2C
dashboard, GA,
Sprinklr, Beusable



D2C Data Help Center Service Channels

Provides services for immediate assistance with data utilization,
such as query writing, data extraction, analysis, and using the
D2C dashboard, through real-time chat with professional
consultation.

Webex/remote control services are provided when a clear
consultation is needed.

1:1 Chat/Video Consultation Q&A Board

* For inquiries that require more time, such as technical
issues needing support from experts in analysis, tagging,
and the DI team/headquarters (HQ), consultations are
conducted via the Q&A Board.

* Operating hours: 07:00 ~ 25:00 (KST)

D2C Knowledge Documents

Al Chatbot

« Access to all articles that have been documented based
on the evaluation of importance, usefulness, and
frequency of requests received through the D2C Data
Help Center.

For simple questions such as terminology explanations,
KPI and its calculation logic, and solution accessibility
guidance, a chatbot provides real-time answers.

If it cannot provide an appropriate answer, it guides
users to connect with a consultant or the Q&A Board for
support.
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7. D2C Data Help Center



How to Access D2C Data Help Center Services 7. D2C Data Help Center

https://d2cglobalmarketing.lge.com/portal/user/main

mi Accessible through the menu on the D2C
B WELCOME TO i @ Dashboard Portal.
D2C DATA PORTAL 2

& Key Performance Indi-- > ' D2C Data Help Center

= @ @

Remote.
Support aQ

wil

@ Business Overview
8% In-depth Analysis

[ Raw Data Download ~ »

@ Business Overview_ >

8% In-depth Analysis_ > [rrmre IS | PRSP = [ [ [ RSN |y

[ Raw Data Download_ > 0= BBt Bos JTESFTETRT T S SheowTRT TG == =T 23 5oz D= D= D=

B2 subscription Report > LI T T T P e L L]

B R st

Weekly Sale

© Monioring > https://lge5422.zendesk.com/hc
0 Available on the dedicated D2C Data Help

Center page, where users can access
Knowledge Articles such as FAQs,
manuals, guides, and a D2C glossary.

Developer

0 LG D2c Data Help Center Admin

D2C data portal
to support global D2C data activities

> The D2C Data Help Center requires an EP account for
SRpEAcE — access. If you have an EP account, login is
submit a Request [ 2] chat [=]  remowesupport () knowtedge Artictes [=] automatically executed through SSO integration..
2 = £ = ° > Even if you do not have an EP account (e.g., partners),
real-time chat and chatbot services are available.

Best 10 FAQ
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How to Use the Q&A Board

Submit a request

Subject

Subject

how to download |

Suggested articles

Request Type

| Data Extract

Request Form (optional)

Request Summary (optional)

@ Dashboard Mame : Products Funnel
® Target Country : Japan
@ Analysis Period : 2024-04-01-2024-04-30

@ Data Period Unit : Month

# Th=0], T Yoj2 A BEtE AU / Please write in Korean or English.

How to download raw data?
What is the source of ‘transaction’ traffic data from Raw Data Download
How to unsubscribe

Diesci] Where can | find OSM data?

Paragraph v B I v P = = B wn o

Hlease enter Lhe details of your request A member of owr support stafl will respond as soon as possibile

Priority (optional)

achments (optional)

Add file or drop files here
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7. D2C Data Help Center

0 When writing a request title, related
Knowledge Articles are recommended,
and clicking on them will take you to the
respective Article.

e If necessary, select the Request Form and
write the request details according to the
automatically generated Form in the
Request Summary.

> Writing according to the form can minimize
additional communication needed to clarify the
request.

0 If necessary, you can attach files to
provide detailed information about the
request.

@ LG



Chatbot and 1:1 Consultation

My Page D2C Data Help Center :
. Agent availability: 07:00-25:00 (KST) :

Q&A Board 303 PM

D2C Bat

1: 1 Chat support : i
+ For a 1:1 consultation, please click.

Support hours @
eek ‘fg: ' Hi there. Got a question? D2C bot is
(ks here to help.

I can answer questions about D2C
@ HOME N terminology, permissions of the

systems, and how to request
dashboard medifications and

tagging.

To connect to an agent right away,

_0_> type "talk to an agent"or "Q&A
Board"

ex) what is GMV how to access GCP

how to use GA

UST NOwW

q Talk to an ageqt)

(Q&A BDard)

0 (

D2C Data Help Center

Agent availability: 07:00-25:00 (KST)

tagging. -~
To connect to an agent right

away, type "talk to an agent"or

"Q&wA Board"

ex) what is GMV how to access

GCP how to use GA
Talk to an agent

Just share a few details and I'll
connect you with somecne from
our team.

D2C Bot

Flease enter an email account
ending with @lge.com or
@lgepartner.com
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7. D2C Data Help Center

0 Activate the chat window by clicking on
1:1 Chat support in the Help Center Portal
or the widget at the bottom right corner.

O Ask the chatbot for the necessary
information or connect to an agent by
clicking the "Talk to an Agent" button.

0 Enter your email information for employee
verification before starting the consultation.

> 1:1 consultations are available on weekdays from
07:00 to 25:00 (KST). If there are many requests,
responses may be delayed. In such cases, please use
the Q&A board.

@ LG



Video Meeting and Remote Control Consultation

el

Contact Us

Submit a Request 7] Chat

> >

3 22C Data Help Center

Remote Support

Ser ss.
@ Remote Support @ Knowledge /ﬁ I-EI é
b ;
e > URL: https://lged2

M

2

3 A

cbex meeting number or URL below on your local PC
eting number: 2641 633 3479
Meeting Password: 000000
ight.my.webex.com/Iged ight.my/j.php?
TID=mb29e4fda6c9614a87d4ff66500283a6¢c

After entering the waiting room, a counsel

fterwards, Counselor proceeds with inqu

D

D2C Data Help Center

If the waiting time gets longer, you can also leave a messa
Q&A Board
Operating Hours(KST) : 07:00 ~ 24:00

ge on the D2C Data Help Center

SAAHHA v HICI2 AIE v
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7. D2C Data Help Center

0 Clicking the Remote Support icon in
Dashboard Portal, or Help Center

provides Webex meeting information for
participation.

[Meeting Room Information]

- Meeting number: 2641 633 3479
- Meeting Password: 000000

- URL:

https://lged2cdatainsight.my.webex.com/lged2cda

tainsight.my/j.php?MTID=mb29e4fdabc9614a87d
4ff66500283a6c

Q Use the provided Webex meeting

information to access Webex from your
local PC.

® Upon connection, you will be automatically
moved to the lobby, and consultations will

begin sequentially after the previous one
ends.

@ LG



Utilizing D2C Knowledge Article

Contact Us

Submit a Request 7 Chat

> >

Remote Support @ Knowledge Articles I%
> o

q@zc Data Help Center » Category > Manual / Guide > GA

GA

No.

Title
* Request GA4 Access
Generate GA4 Audience
Tagging GA Marketing and Solutions (3rd Party)
GA Additional tagging requests accepted
GA4 Structure

GA Tagging Strategy & Governance

( Q Search

Author
Min Young Kim
Min Young Kim

Sean Kang
Sean Kang
Sean Kang

Sean Kang

Created
March 5, 2024
August 27, 2024
March 27, 2024
March 27, 2024
March 26, 2024

March 26, 2024

133

7. D2C Data Help Center

o Clicking the Knowledge Articles icon in
Dashboard Portal, or Help Center allows
you to view a list of documents.

0 You can freely browse the desired
documents using the top directory
structure and search bar.

@ LG



D2C Data Help Center Support Workflow 7. D2C Data Help Center

Utilize accumulated know-how to immediately address employee requests that can be resolved internally.

For requests that require extended time or expert insight, collaborate with DI team specialists in each area to resolve them.

Collaborate with area
specialists if internal resolution
is not possible

Real-time Chat Discussion

et
Webex
Response Ticket System

Help Center Agent

Request

\ 4

DI team area
specialists

A
\ 4

A

T Jira

T Support communication between the requester and area specialists

Direct communication if necessary
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D2C Data Help Center Service Coverage

7. D2C Data Help Center

The Data Help Center supports a variety of data tasks, from simple inquiries to dashboard creation/modification and data analysis/extraction.

If you encounter difficulties in utilizing data, please use the Data Help Center first.

Type

Simple Inquiries

| Detailed Type |
How to use
Data location

Definition of metrics

System utilization-
related

Example of Request Content

* How to check detailed sales data for January 13 in Brazil

* Inquiry about the location of information on LGECB (Colombia)

OBS operations

* Classification criteria for H&A, HE, and IT in GA
* Definition and calculation method of SKU and ISA

* Granting system access permissions to XXX users

Add Dashboard Filters

* Requestto add fitters for Region, Subsidiary, Traffic Channel
* Add Delivery Leadtime filter to the LMDS system

Delete/Add Specific | * Requesttoexdudemodel 24BK55YP-HBEK whencountingSKUs

Dashboard Model * Add country to Amazon VC Overview
Requests ) . N

Modify Columns * Requesttoadd TTL for HE, HA, IT in Egypt and Saudi Arabia

, * Add Hero Banner usage dashboard
Add New View * Request for HA Finder dashboard
Missing Data * Investigate missing NMV amounts from October 18-23.
Data Consistency Correction * Missing D2C OBS sales data for all provinces in Saudi Arabia

Check

Data Anomaly Review

* Review data consistency for unsellable models.

* Check data anomalies in UK sessions and PDP views.

Type ‘ Detailed Type ‘

Analysis Consultation

Example of Request Content

» What analysis topics are available related to payment, and what
procedures should be followed?

Data Analysis
Request . + Analyze sudden TV inventory changes
Analysis Request . .
* Analyze low completion rates in Italy HE OBS 3-step checkout
Tagging Request . M|§S|ng payment_pfo_ parameter in the purchase e\{ent
, * Adjust purchase timing — Modify purchase variable
GA4 Tagging Req
uest * Analyze sudden TV inventory changes

Analysis Request

* Analyze sudden increase in week 43 canceled orders for Saudi
Arabia and Egypt

Dashboard Data

Data Extraction
Request

* Requestto extract promotion banners for Indonesia, Mexico, Colombia, and
Brazil
* Inquiry on data extraction for webOS for Smart TV

Sprinklr Inquiry
Solution Inquiry

Beusable Inquiry

* Partner account application
* Request to create a Sprinklr topic - Brand Category Campaign
* Request for training on Sprinklr usage

» New account application
* Request to set up a heatmap for the Ig.com Global main pager
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D2C Data Help Center— Use Case

[Use Case #1] Guide to Using a Dashboard through Chatting

Understand the request

D2C Data Help Center

Agent availability: 07:00 ~ 24:00 (KST)

Agent

Hello. This is an agent from D2C data help
center. How may | assist you today?

How can | export the Top N model data from

the Products Funnel into Excel, including a list
of all items with multiple images?

{ Screenshot_0281.jpg

3 Mome - Business Overview_ - Marherting - Products Funnel

Agent

t o2 @

ITop N Model rae g s
Okay. First, Let me check the dashboard you
h are looking at quickly and | will get back to you
shortly with an answer.

sewy

TY

7 ® @ = 4

Agent

FETTRIRRRRERYYRNI

FFEEERNREIANEES

F®TowIE-F

Checking the Dashboard Content
for Clear Understanding of the
Request Details

Do you have specific time period for this data

example 2024/4/1-2024/4/30

Answer provided

D2C Data Help Center
Agent availability: 07:00 ~ 24:00 (KST)

Agent

Would you like me to download and share the
file, or should | explain how to download it?

Is it possible to output this data by specifying the
period myself?

Agent

Sure, There is a button 'Cross Tab' in top right
corner. After you click 'crosstab’, and you
choose either excel or csv format whichever
you prefer. Then click '‘Download'

@ Dashboard Screenshot_0531.jpg

Thank you | was able to download it.
Agent
My pleasure.

Is there any additional question for me? If there
is not, | will close this chat. Thank you.

Gk B 28

Dot f2024

Guide Screen Sharing for
Resolving Request Content

@ LG



D2C Data Help Center- Use Case

[Use Case #2] Guide to Using a Dashboard through Webex

Request

Chat/ Webex LD
Request

How to extract data for the TOP N Model
from the Product funnel in the D2C Data
Portal for the Japan Corporation?

= |nquiry on Self-Extraction Method for Dashboard
Data

= Explanation through text and screenshots via
realtime-chat

= For accurate feature description, request remote
control of the requester's screen via Webex

U* D2C Data Heip Center

dBU EH BREBHXEET

Guide to Using the Webex Remote Control Feature

WELCOME TO
D2C DATA PORTAL

OBS Running Subsidiary - 35

“ ! N
)43

8
5B
“ e

137
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D2C Data Help Center— Use Case

[Use Case #3] Modify existing dashboard logic

Request Task & Activity
Dashboard
o L Chmedtommgem
Request . ange of data logic and .
— Issue Define g a fogic Implementation on the dashboard
Check data integrity
Exclude divisions not involved in OBS —— 00 24AR 20443 024/ | 202445 | 2024/406 Select Category 0
. L elect Categor: SKU A 9 o 0% o 0% o 0% L 0:/5. 0% * (0% Civeras ISA (%)
business from each subsidiary on the SKU v o I - I IR = :
8128 0%
T . 57.1% . 58.6% e . . o v . 57.1% .94.7%
& ISA dashboard. - Detailed Data Review | . [
REF @53.7% @55.2% L REF ®s35% 83.8%
12 o 0% o 0% L ¢ 0% 0% o 0%
w/M @380.3% ®60.0% : g:: : % : g::é : g:: : g:: : g:: w/M @30.3% ®924%
POSRE 0% 0% L) 0% 0% o 0%
MNT ®7s0% ® z00% MNT @ 78.0% @ 20.0%
Air Care ® 100.0% @®o0% - = = = o pr— .
\ @66.7% ®35.8% ; i
[Background] i Cetegory fircare. | musioipw)| U0 v cooking @ 68.6% ®79.2%
. . Cooking ®6s6% ®393% T T
= A certain DIVISIONS are not engaged in OBS ~ - i ) vistwasher @ 100.0% ®93.0%
Dishwasher 100.0% 45.6% GU) on . -
sales but are included in the data metric (re. 7= = = Exclude divisions which are - e @eem ®oo%
PC . 7% .0%
SKU & ISA), which is distorting the relevant e —s—, @sei — not engaged in OBS sales 3 mcs  @2as% 80.2%
LU
KPls Water Purifier @545% @®o0.0% ia | mn [ owoide [ v | w | 0w [ w Pk ®es.7% ®721%
GHa | Ao | pwme | v | v | v | +

Corrected KPIs
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D2C Data Help Center— Use Case

[Use Case #4] Comparison of Sales Before-&-After Paid Delivery Service Policy in Germany

Request

Q&A Board Data Analysis

Analyze the Influences from introduction of
Paid Delivery Service Policy in Germany

[Background]

= The German branch implemented paid delivery
service starting from March 20, 2021. Previously,
all deliveries were free of charge.

[Request Detail]

= After introduction of paid delivery service for
refrigerators and washing machines in Germany
as of March 20th, check for any sales influences.

= Evaluate the change of AOV, Coupon usage, and
Discount rate during the before-&-after period.

Task & Activity
Order trend before-&-after paid Order comparison before-&-after Comparison of AOV before-&-after
delivery service (by Category) Paid Delivery (by customer type) Paid Delivery
= Change of daily order trend before/After = Refrigerator Order Trend (by Customer = Comparison of AOV before-&-after Paid
paid delivery implementation Group) Delivery
= Washing Machine Order Trend (by = Rationale for AOV Decrease
Customer Group) - Increased coupon usage / discount rates

- structural effects on AOV due to change of
sales portion by category

on before/after delivery fees {by customer type)

1€ ks b egRIIcT (47 washing machings (%), sspeciaty e Su5 and Mut-Diar ehgarates wth 3 €40

N e e e e e e e e e e e e e e e e e e e
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Appendix.

= D2C Glossary
= Frequently Asked Questions



D2C Glossary Appendix
| hm ow omsws | Moo Gommios

[A, B]

AC Air Cleaner / Air Purifier - ALL Condition : Division = AC

AC Comp Air conditioner Compressor - ALL Condition : Division = AC Comp
A marketing strategy in which affiliates receive a fee in

Affiliates exchange for promoting a service and inducing sales. GA Marketing Overview Condition : Trafficsource_source contains [affiliates] and
Typically, the affiliates are compensated according to a fixed 9 Trafficsource_medium contains [affiliates]
fee or sales ratio

Always on eCRM It's a continuously managed CRM campaign GA e€CRM Mkt. Performance

AOV (Average Order Value) This is GMV'per order for all transactions that have Magento OBS Business Overview ~ Calculation : SUM(GMV) / COUNTD(Order ID)
successfully completed the payment process.
This is a dashboard where you can check daily OBS sales, . Condition : [A model's OBS sales price] / [A model's average price

) -

API(%) traffic, and inventory trends. In-depth Analysis for all Seller's A model]

APPT In thg shipping-related dashboard, APPT stands for LMDS / TMS Last Mile Delivery Service
Appointment.

ASP (Average Selling Price) This is GMV'per unit of product sold for all ransactions that Magento OBS Business Overview  Calculation : SUM(GMV) / SUM(Units)
successfully completed the payment process.

. It refers to the difference in average selling price(ASP) of a .
ASP Diff product or service between two period AMaZon Amazon VC Qverview
. The number of times a logged-in user clicks the 'Add to Cart' . Condition : Is Login =Y & ATC click
ATC - Login button on the LG.com website. GA Member Overview Calculation : Unique Visitor

The number of traffic sessions or unique visitors with Add to
ATC (Add to Cart) Cart click GA Marketing Overview Calculation : ATC(%) = ATC / PDP (%)
*ATC(%) : ATC/PDP (%)
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D2C Glossary

Appendix

Average Daily Sales

Average Weekly Sales

Avg . Position

AVG SESSION DURATION

Banner SOV

BOUNCE

This is the daily sales volume calculated using the sales
history of the last 4 weeks. This is an indicator that can be
used to measure efficiency compared to previous sales due to
various factors such as promotions.

This is the weekly sales volume calculated using the sales
history of the last 4 weeks. This metric is used to predict sales
for that item.

A relative ranking of the position of Ig.com link on Google
Search Result Page

(Time on site) / (The total number of active users)

SOV (Share Of Voice) is the proportion of the advertising
market occupied by a specific brand or product in its field.
Banner SOV represents the market share of a specific brand
or product in web banner advertising.

if a user visits your website, reviews content on LG.COM for
less than 10 seconds, and then leaves without triggering any
events or visiting any other pages or screens, then the
session will count as a bounce.

*Antonym : Engaged Session (lasts longer than 10 seconds,
has a conversion event, or has at least 2 pageviews or
screenviews)

*Bounce(%) : SUM(BOUNCE) / SUM(Unique Visitors) (%)

Magento

Magento

GSC

GA

GA

GA

142

Inventory overview

Inventory overview

SEO General

Campaign Performance

Digital Channel Management

Campaign Performance

Condition : ISO-Week Basis 4-Week
Calculation : SUM(Units) / 28

Condition : ISO-Week Basis 4-Week
Calculation : SUM(Units) / 4

Calculation : Bounce(%) = BOUNCE / Unique Visitors (%)
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D2C Glossary

Appendix

BS Acc

BU

BU Visit

Buying

[C, D]

Cancel (Sales)

Cancel(%)

CHECKOUT

Checkout1
Checkout2
Checkout3

Clicks

BS Accessary

A term referring to the three headquarters of LG
Electronics, an abbreviation for Business Unit, also
referred to as Company.

The number of traffic sessions or unique visitors on
LG.com website by headquarters

The number of customers who have completed the

payment process by purchasing products as a logged-in
user.

This is the sales amount for which the discount amount for
canceled orders has been deducted among transactions
for which the payment process has been successfully
completed.

This is the percentage of sales that have been canceled
out of GMV.

The number of traffic sessions or unique visitors
transitioning to the payment page after ATC (CHECKOUT
is usually in 3 steps)

*CHECKOUT(%) : CHECKOUT / ATC(%)

CHECKOUT1: Customer Information
CHECKOUT2: Sipping Information
CHECKOUT3: Payment Method

The number of traffic sessions or unique visitors with Ad
Clicks

GA

Magento

Magento

Magento

GA

GA
GA
GA

GSC

143

ALL

Marketing Overview

Member Overview

GMV to NMV Overview

GMV to NMV Overview

Marketing Overview

Checkout Deep Dive
Checkout Deep Dive
Checkout Deep Dive

SEO General

Condition : Division = BS Acc

Condition: Is Login =Y
Calculation : COUNTD(Customer ID)

Condition : Status = canceled
Calculation : SUM(GMV)

Calculation : SUM(Cancelled Sales) / SUM(GMV)

Calculation : CHECKOUT(%) = CHECKOUT / ATC(%)
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D2C Glossary

Appendix

Closing

COI(%) (Current Operating Income)

Commercial TV

Company Hierarchy

Cooking

Coupon Orders Ratio(%)

CPC (Costs Per Click)

Criteo

CTR

This is sales at the end of the income statement.

This refers to profit generated from operating activities and
is the ratio of operating profit to OBS net sales.

Used by hotels and businesses

This filter is used to check performance by business
division. The default value for this filter is 'On’, but if you
click 'Off on this filter, you can view measured

values without the division filter.

Including Gas stove, Microwave, etc

This is the proportion of orders that include a coupon
among all orders. (Except for the welcome coupon)

Cost per Click, It is a common advertising metric used in
online advertising, particularly in pay-per-click(PPC)
campaign.

Retargeting advertising that provides personalized
advertising based on users' web browsing and purchasing
behavior. It aims to optimize advertising performance and
improve ROI by utilizing the Criteo algorithm

Sum of Clicks over sum of Impressions
*CTR (%) : SUM(Clicks) / SUM(Impression) (%)

NPT

Magento

Magento

GSC

GA

GSC

144

P&L Overview

P&L Overview

ALL

OBS Business Overview

ALL

Coupon Usage

Campaign Ads Performance

Marketing Overview

SEO General

Calculation: COl / Net Sales

Condition : Division = Commercial TV

Condition : Division = Cooking

Calculation: Orders Used Coupon (Except Welcome Coupon) /
COUNTD(ORDER ID)

Condition : Trafficsource_source contains [cr,criteo]
and Trafficsource_medium contains [cp,display]

Calculation : SUM(Clicks) / SUM(Impression) (%)
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D2C Glossary

Appendix

CVR (Conversion Rate)

cYy

D2B2C
D2C

Delivery Itinerary (Delivery Process)

Direct

Discount Amount

Display

Division

Conversion rate in LG.COM generally means purchase
rate

In terms of traffic, the percentage of Transactions from
LG.COM or from PDP,

In terms of purchase, the percentage of Order from
LG.COM or from PDP

*CVR : Transaction / LG.COM or PDP , Order / LG.COM
or PDP

An abbreviation for Current Year, meaning the current
year.

Direct to Business to Consumer

Direct to Consumer

This is a dashboard where you can check the overview of
OBS sales and traffic.

This means searching the URL directly and entering it into
the site

The amount of money for reductions of the regular price of
a product or service to obtain or increase sales

It is an advertisement used to promote a product, service,
or brand using the online display advertising space. It is
displayed in various forms such as banner advertisements
and video advertisements on digital content such as
websites, social media platforms, and apps

Category
*REF,W/M,MNT,OLED,UHD,Air care etc

GA

GA

Magento

GA
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Marketing Overview

ALL

ALL
ALL

In-depth Analysis

Marketing Overview

Coupon Usage

Marketing Overview

ALL

Calculation : CVR(%) = Transaction or Order / PDP

Condition : Customer group = D2B2C
Condition : Customer group = D2C

Condition : Trafficsource_source contains [direct]
and Trafficsource_medium contains [not set,none]

Condition : Trafficsource_source contains
[gdn,discovery,dv360,DV,Youtube]

and Trafficsource_medium contains
[display,banner,xpanable,cpc,cpm,discovery,dv360,Youtube]
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Dryer
DW
[E, F, G]

Employee Sales

Engaged Session

EOL (End of Life)
FP

Frequency

G2N

GMV (Gross Merchandise Value)

Clothes Dryer

Dishwasher

LG Employee purchase

A session that lasts longer than 10 seconds, has a
conversion event, or has at least 2 pageviews or
screenviews.

This is a discontinued product that is no longer sold. Not
included in SKU coverage and ISA calculations.

This is the target sales set by each corporation.

The average number of purchases by logged-in users who
have completed a purchase.

This is the abbreviation for GMV to NMV, which is the
percentage of transactions that have completed delivery
out of those that have successfully completed the payment
process. Canceled or returned transactions do not count
towards completion of delivery.

This is sales with the discount amount deducted from all
transactions for which the payment process was
successfully completed.

GA

Magento

NPT

Magento

Magento

Magento

146

ALL

ALL

SEO General

SKU&ISA Daily

Weekly Sales Review

Member Overview

ALL

OBS Business Overview

Appendix

Condition : Division = Dryer

Condition : Division = DW

Condition : Customer group = Employee Sales

Condition: Is Login=Y
Calculation : COUNTD(Order ID) / COUNTD(Customer ID)

Calculation : SUM(NMV) / SUM(GMV)

Condition ; Status = preparing for delivery, picking for delivery, on
delivery, holded, complete, RMA-GR, RMA-DR, return | Status =

cancel and Payment=Y
Calculation : SUM(Total amount usd tax excl discounted)
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GMV to NMV(%)

Gross Sales

H1,J,K L]

H&A

H&A Acc

HE

HE Acc

Impression

This is the conversion rate from GMV to NMV. In other
words, it is the percentage of transactions that have
completed delivery out of those that have successfully
completed the payment process. Canceled or returned
transactions do not count towards completion of delivery.

This is the total revenue generated from sales, meaning
the total sales volume of OBS.

Home and Appliance & Air Solution

: Washing machine, Dryer, Vacuum cleaner, Refrigerator,
Cooking appliance, Water purifier, Beer maker
(homebrew), Plant cultivator (tipped), Home beauty device
(prael), Air conditioner, Air purifier, Built-in kitchen
appliance, Compressor/motor parts for home appliances,
etc

H&A Accessary
Home Entertainment
: OLED TV, QNED TV, Lifestyle Screen, Bluetooth

Earphones (Tone Free), Wireless Speaker, Sound Bar, etc

HE Accessary

Total number of times an ad is shown

Magento

NPT

GSC
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GMV to NMV Overview

P&L Overview

ALL

ALL

ALL

ALL

Campaign Ads Performance

Calculation : SUM(NMV) / SUM(GMV)

Condition

Condition

Condition

Condition

: Company = H&A

: Division = H&A Acc

: Company = HE

: Division = HE Acc
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Impressions

In Progress (Sales)

In Progress(%)

Installation Flag

Interaction Rate(%)

Interactions

IOD (contained in MO(TTL))

ISA(%) (In Stock Availability)

Flixmedia: The times the ad is seen

GSC: The number of times users see a non-paid link to
lg.com on Google Search Result Page

This is the sales amount with the discount amount
deducted from transactions in progress of delivery among
transactions for which the payment process has been
successfully completed.

This is the percentage of sales in progress of delivery out
of GMV.

This is a flag that distinguishes products that can be
installed.

A metric that social media advertisers use to measure how
often users interact with their ads

likes, comments, shares, etc. related to social media

Delivery complete amount($K, Qty) at the base month.

This is the percentage of products x warehouse being sold
through OBS to products x warehouse available for sale.

Including BS(Business Solution) BU
: Monitor, PC, Laptop, Projector, etc

Flixmedia/ GSC

Magento

Magento

LMDS

Flixmedia

Flixmedia

Magento
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Global Retail Traffic

GMV to NMV Overview

GMV to NMV Overview

Last Mile Delivery Service

Global Retail Traffic

Global Retail Traffic

Fulfillment

Inventory Overview

ALL

Calculation: SUM(Interactions)

Condition : Status = preparing for delivery, picking for delivery, on
delivery, holded
Calculation : SUM(GMV)

Calculation : SUM(Sales in Progress) / SUM(GMV)

Condition: STATUS = Y/N

Calculation : SUM(linteractions) / SUM(Impressions)

Condition : Fulfillment status = Completed | Invoice Date was
taken within the base month.

Condition : OBS flag = Y & type ID = bundle, omd

Calculation : COUNTD(STD_ORG_CODE + SKU with
INVENTORY_QUANTITY > 0) / COUNTD(STD_ORG_CODE +
SKU)

Condition : Company = BS
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LG.com SKU
LG.com Visit

LMDS (Last Mile Delivery Service)

LMSP Name

Local Campaign

Login Visitor
[M, N]
MO(+RMA)

MO(TTL)

M1+

This is the number of products available for sale on
LG.COM.

The number of traffic sessions or unique visitors on the
LG.com website

This is a system where you can see the delivery process
after a customer's order.

The name of the outsourcing service provider that
manages the steps after an order to be delivered to LG
customers - large-scale warehouses, inventory shipments,
inventory storage and tracking.

A campaign conducted to promote and sell a particular
product or service within a particular city, region, or country

This is the number of visitors who logged into the LG.com
website during a specific period.

It is an indicator that can estimate this month's ML by
subtracting the Return amount($K, Qty) from MO(TTL).

Total amount($K, Qty) that have been delivered within the
base month, or are due to be delivered within that month.

Total amount($K, Qty) with expected delivery completion
date after next month.

Magento

GA

LMDS

LMDS

GA

GA
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Inventory Overview

Marketing Overview

Last Mile Delivery Service

Last Mile Delivery Service

eCRM Mkt. Performance

Member Overview

Fulfillment

Fulfillment

Fulfillment

Condition : MKT flag = Y & exclusion flag = N & model type = PDP
Calculation : COUNTD(Store name + SKU)

Condition : Is Login =Y
Calculation : Unique Visitor

Calculation : MO(TTL) + RETURN Completed

Calculation : SUM (IOD + OPEN)

Condition : Fulfillment status = Not Picked, Pick Released, Load
Create, Appointment, WH Release, Ship Confirm, MMD | ETA
within after next month of base month.
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Mega Campaign

Microsite

MNT
MNT Signage

Model Code

MP(%) (Marginal Profit)

MTD (Month-To-Date)

Net Price

Net Sales

A campaign that uses various media and strategies

A small-scale website separate from the main website,
often used for marketing purposes to provide targeted
content for specific campaigns or events

Monitor
Monitor for digital information outdoor display advertising

The code of model

This refers to the additional profit earned by producing and
selling one more unit of the product, and is the ratio of
marginal profit to OBS net sales.

It refers to the monthly cumulative value. This indicator is
used when you want to aggregate data from the beginning
of the month to a selected date and compare it with the
same period last year or the previous month.

This is the price after deducting discounts, allowances, and
rebate amounts from the original cost of the product.

This is actual sales of OBS, which is the revenue
generated from OBS after deducting returns, discounts,
allowances, and sales-related costs.

GA

NPT

NPT

NPT
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eCRM Mkt. Performance

Marketing Overview

ALL
ALL

ALL

P&L Overview

ALL

P&L Overview

Weekly Sales Review

Condition : Division = MNT

Condition : Division = MNT Signage

Calculation: MP / Net Sales

Condition: First day of each month

Calculation : Gross Sales - Sales Deduction + Part/Other Sales +

Sales Allowance for Return
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New Joined Member

Next

NMV (Net Merchandise Value)

Non-Paid Channel

NPT (New Plantopia Data)
[0, P]

OBS Penetration Rate

OBS Sales For GFK

OBS SKU

This is the number of new members registered on the
LG.com website during a specific period.

This is called CHECKOUT?2, and is the step where
shipping information is entered during the payment stage.

Member

GA

This is sales with discount amount deducted from

transactions for which delivery has been completed among

transactions that have successfully completed the payment Magento
process. Sales from canceled or returned transactions are

not included.

Nonpaid Channel is any marketing tactic where you don’t
pay to promote

Including Direct, Organic_Search. Organic_Social, GA
Referral, Organic_SMS, Organic_Email, etc.
This is sales based on profit and loss. NPT
This is the percentage of net sales from OBS among LG

o NPT
Electronics' total sales.
It refers to the OBS performance obtained from a market GFK
research institute called GFK.
This is the number of products being sold through OBS. Magento
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Member Overview

Product Funnel

OBS Business Overview

Marketing Overview

Weekly Sales Review

P&L Overview

OBS Sales for GFK

Inventory Overview

Condition : Creation Date Lgcom is between the selected dates
Calculation : COUNTD(Entity ID)

Condition : Status = complete
Calculation : SUM(Total amount usd tax excl discounted)

Condition : OBS flag = ACTIVE, SOLD_OUT, Y & exclusion flag =
N & model type = PDP
Calculation : COUNTD(Store name + SKU)
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OBS SKU with Warehouse

OMD

omv

OPEN (contained in MO(TTL))
Opt-in E-mail

Order Return

Orders (GMV or NMV)

Orders Used Coupon

Organic_Email

It is the total number of OBS SKUs in operation by a
corporation multiplied by the number of warehouses in
operation for OBS by the corporation. If Corporation A has
50 total OBS SKUs in operation and two warehouses for
OBS, Corporation A's OBS SKU with Warehouse is 50 X 2
=100.

Magento

This refers to the main product excluding accessories or
Magento

consumables.

This refers to accessories or consumables. For example,

consumables such as air conditioner filters are referred to Magento

as OMV.

Total amount($K, Qty) that have not yet been delivered,
and the estimated delivery date is within the base month.

The number of visitors who agreed to receive emails

This refers to the order date on which the return was

processed. Magento

This is order quantity for all transactions that have

successfully completed payment. Magento

This is the number of orders that include a coupon among

all orders. (Except for the welcome coupon) Magento

It does not use paid advertisements or promotions, but is
used to provide new product or service information, event GA
news, discounts, etc. to existing customers

152

GA /Member Data

SKU&ISA Summary

SKU&ISA Daily

SKU&ISA Daily

Fulfillment

Member Overview

Cancel & Return Breakdown

OBS Business Overview

Coupon Usage

Marketing Overview

Condition ; Unit Type = OMD

Condition : Unit Type = OMV

Condition : Fulfilment status = Not Picked, Pick Released, Load
Create, Appointment, WH Release, Ship Confirm, MMD | ETA
within the base month.

Condition : Svc Code = svc611

Calculation : COUNTD(Entity ID)

Condition : GMV or NMV
Calculation : COUNTD(Order ID)

Condition : Trafficsource_source contains [magento,not sef]
and Trafficsource_medium contains [email]
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Organic_Search

Organic_SMS

Organic_Social

OSM (Online Store Management)

P&L Summary

Paid _Search

It means that the user directly enters the search word in
the search engine to obtain the search result

It does not use paid advertising or promotions, but rather
uses personalized messages to elicit responses to
consumer behavior or to provide information such as event
notifications, transaction checks, service updates, etc

It means organically posting content without advertising on
social media platforms, resulting in natural social media
activities

Monitoring of digital shelf items of our company and
competitors in major global distribution channels (banners,
reviews, ratings, prices, search rankings, inventory, etc.)

P&L is an abbreviation for Profit & Loss, which is the LG
Electronics consolidated closing performance and the
company-wide performance. We mainly look at Net Sales
and Operating Income.

Itis a type of paid advertisement that pays for an
advertisement platform to display advertisements on the
search engine results page (SERP). It is mainly used by
search engines such as Google and Yahoo, and when a
user searches for a specific keyword, the advertisement is
displayed

GA

GA

OSM

NPT

GA
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Marketing Overview

Marketing Overview

Marketing Overview

Online Store Management

P&L Overview

Marketing Overview

Condition : Traffic_default Channel Group contains [Organic
Search]

Condition : Trafficsource_source contains [thingapp, THINQ]

Condition : Traffic_default Channel Group contains [Organic Social,
Organic video]

and Trafficsource_medium contains [social,social-network,social-
media]

Condition : Trafficsource_source contains [google, bing, yandex,
yahoo, search]
and Trafficsource_medium contains [cp, ppc, retargeting, paid]
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Paid Channel

Paid_Email

Paid_Other

Paid_Shopping

Paid_SMS

Paid_Social

Paid channel is the purchase of ad placementon a
channel or site to do advertising activities for your brand
and reach your target audiences.

Including Paid_Search, Paid_Social Affiliates, PMAX,
Display, Criteo, etc.

It is a marketing strategy that publishes advertisements
through email marketing and rewards users who receive
them

Not specific types of pay advertisements, not specific types
of pay advertisements, including other types of pay
advertisements

It aims to expose product advertisements and sell products
in the platform, such as Google Shopping, and Amazon
advertising, and Amazon advertising, and Amazon
advertising

It is a marketing strategy that sends advertisements
through SMS and rewards users who receive SMS

It refers to the form of advertisement paid by advertisers to
run advertisements on social media platforms. Typical
social media platforms include Facebook, Instagram
Twitter, and LinkedIn.

GA

GA

GA

GA

GA

GA
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Marketing Overview

Marketing Overview

Marketing Overview

Marketing Overview

Marketing Overview

Marketing Overview

Condition : Traffic_default Channel Group contains [email,e-mail,e
mail]
and Trafficsource_medium contains [email,e-mail,e mail]

Condition : Traffic_default Channel Group contains [Paid Other]

Condition : Traffic_default Channel Group contains [shop,shopping]
and Trafficsource_medium contains [cp, ppc, retargeting, paid]

Condition : Trafficsource_source contains [firebase]
and Trafficsource_medium contains [qrcode,sms, push,
mobile.,notification]

Condition : Trafficsource_source contains
[facebook,instagram,ticktok,watsapp,meta,tiwitter,linkedin]
and Trafficsource_medium contains
[facebook,instagram,meta, tiwitter,linkedin,paid-social]
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PBP (Product Buy now Page)

PDP (Product Detail Page)

PLP (Product List Page)

PMAX

Positive/Negative Mentions
Proceed Payment

Proceed to Checkout

Product of Level 3

This refers to the product buy now page that lands when
you click the “Buy now” button on the product detail page
(PDP). Only GP1 countries can count visitors (sessions,
unique visitors) to this page.

This refers to the product detail page, and the number of
visitors (session, unique visitor) to this page can be
calculated.

This refers to the product list page, and the number of
visitors (session, unique visitor) to this page can be
calculated.

Itis a type of Google ad campaign that focuses on
maximizing the performance of a particular product or
service. It is a paid advertisement that can be displayed on
various display and search networks

Number of mentions having a Al identified
positive/negative sentiment

This is called CHECKOUTS3, and is the step where
payment method is entered during the payment stage.

This is called CHECKOUT1, and is the step where
customer information is entered during the payment stage.

The third most detailed level of the 4-level Product Level in
the LG product information system, which is divided by
Division.

GA

GA

GA

GA

Sprinklr

GA

GA
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GP1 Marketing Overview

Marketing Overview

Marketing Overview

Marketing Overview

Customer Awareness

Product Funnel

Product Funnel

ALL

Condition : Trafficcampaign contains [pmax]
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PTO Bundle It is a set model name that bundles two or more models for Magento
sale as a bundle.
Total number of events named purchase

Purchase *Purchase (%) : Purchase / Previous step session (%)

GA SEO General Calculation : Purchase (%) = Purchase / Checkout (%)

[Q,R]
It refers to the cumulative quarterly value. This indicator is
used when you want to aggregate data from the beginning ) b ,
QTD (Quarter-To-Date) of the quarter to a selected date and compare it with the ALL Condition: From the first day of the quarter to the base date.

same period last year.
Quantity Growth Rate, This is the percentage of quantity

Qty GR(%) growth by specified period Amazon Amazon VC Overview Calculation : Past Orders (specified period) / Current Orders -1
RAC Air Conditioner - ALL Condition : Division = RAC
RAC BD Air Conditioner - ALL Condition : Division = RAC BD
REF Refrigerator - ALL Condition : Division = REF
Referral Irt;ce;ﬁ]rfn;on: gi;ﬁect;g%ftsr::sg)éisnt;vgitfgs:) r?:\tljvn(]:irsstomers GA Marketing Overview Condition : Trafficsource_medium contains [referral,app,link]
Reschedule PIC This is the reason for changing the delivery date. LMDS (US) Last Mile Delivery Service (US) | Condition: RXO, LG, Customer, Weather
This is the sales amount for which the discount amount for
Return (Sales) returned transactions has been deducted among Magento GMV to NMV Overview Condition : Status = RMA-GR, RMA-DR, return

transactions for which the payment process has been
successfully completed.

Calculation : SUM(GMV)
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Return(%)
Revenue

Reviews

ROAS (Return On Ad Spend)

ROI (Return on investment)

[S,T]
SAC

Salable SKU with Warehouse

Salable Stock

Sales (USD/EUR)

Sales GR(%)

Sales Qty

This is the percentage of sales that have been returned out
of GMV.

The sum of the purchase amount

Online opinions from current and potential customers who
have used LG product or service

It measures the revenue generated for every unit of
currency spent on advertising

ROAS = (Revenue from ads) / (Ad cost) *100

It is a financial metric used it evaluate the profitability or
efficiency of an investment

ROI = (Net Income) / (Total Cost) *100

System Air Conditioner

It is the number of Salable SKUs each warehouse has. If
Corporation A has two warehouses in operation, and there
are 20 in Warehouse 1 and 30 in Warehouse 2, the total
Salable SKU with Warehouse for Corporation A is 50.

This refers to the quantity of product available for sale.

The total value of goods sold through a Amazon platform
within a given time period, typically measured in USD and
EUR

Sales Growth Rate, This is the percentage of sales growth
by some period

The number of units or products sild within a specified
period

Magento
GA

Sprinklr

GSC

GSC

Magento

Magento

Amazon

Amazon

Amazon
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GMV to NMV Overview
SEO General

Customer Awareness

Campaign Ads Performance

Campaign Ads Performance

ALL

SKU&ISA Summary

Inventory Overview

Amazon VC Overview

Amazon VC Overview

Amazon VC Overview

Calculation ; SUM(Returned Sales) / SUM(GMV)

Calculation : ROAS = (Revenue from ads) / (Ad cost) *100

Calculation ; ROI = (Net Income) / (Total Cost) *100

Condition : Division = SAC

Calculation: COUNTD(Salable SKU with Warehouse > 0) /
COUNTD(OBS SKU with warehouse)

Condition: OBS flag=Y
Calculation : SUM(INVENTORY_QUANTUTY)

Calculation : Past Sales (specified period) / Current Sales -1
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Sales Qty (NPT) This is the product sales quantity based on NPT. P&L Overview
Search Terms (Keywords) The keywords searched when entering the site GA Product Funnel

SEOQ is an abbreviation for Search Engine Optimization,
which aims to improve the search engine ranking of a
website to attract more traffic. Various techniques such as
keyword research, backlink building, and meta tag
optimization are used to make the website more
searchable in search engines.

SEO GA SEO General

This is a user identification code given when a user
accesses LG.com. The identification code expires after 30
minutes of inactivity on LG.com. That is, when a user
accesses LG.com and is inactive for more than 30
minutes, a new session code is given when the user logs
in again.

Session GA Marketing Overview

This is a dashboard where you can check the weekly
Ship Confirm Delays funnel from LG.com PDP traffic to sales of major business In-depth Analysis
divisions (H&A, HE, IT).

Condition : (Pick Release - Basedate) Hour >= Dashboard filter
Threshold (Pick to Ship hours)

This is the percentage of products being sold through OBS

[
SKU Coverage(%) among products available for sale on LG.COM.

Magento Inventory Overview Calculation : COUNTD(OBS SKU) / COUNTD(LG.com SKU)
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Social Channel Mentions

Store ID

Store Name

Store Type

Strategic (on/off)

Styler
SvVC

TIMEONSITE

Timezone

Total Members

Total Online Mentions

A measure of how many times your brand name has been
mentioned on social media channels by calculating the
volume of mentions of your brand on social media
channels over a given period

The code of Subsidiary

The name of Subsidiary

This refers to the transaction type. Transaction types
include D2C, D2B2C, D2B, and D2E.

This filter is used to specify (on) or not (off) a strategic
subsidiary.

Clothes Styler

It refers to service sales cases such as A/S.

The total length of time your website was in focus or your
app was in the foreground across all sessions

Magento: UTC
GA: Each country's timezone (GMT + @)
Sprinklr; GMT

This is the number of members registered on the LG.com
website.

A brand or a company is mentioned online in various forms
of social media such as website blogs, news, videos, or
other pieces of content

Sprinklr

Magento

GA

Member

Sprinklr
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Customer Awareness

ALL
ALL

ALL

OBS Business Overview

ALL
ALL

Campaign Performance

ALL

Member Overview

Customer Awareness

Condition : Division = Styler

Calculation : COUNTD(Entity ID)
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Transactions

Transportation Delays

[UV,W, XY, Z, etc.]

Unique Visitor

Units (GMV or NMV)

UPT (Units per Transaction)

vC
VCCBD

WIM

The number of traffic sessions or unique visitors Traffic
Session arrived on the Purchase Completion Page

*Even if a customer made a purchase, the item will not be
counted unless the purchase completion page is checked

GA

This is a dashboard where you can check the overview of
sales, traffic, ISA, etc. by OBS subsidiary.

The number of unduplicated visitors to LG.com website

over the course of a specified time period GA

This is product sales quantity for all transactions where the

payment process was successfully completed. Magento

A metric that retail stores use to determine the average
number of items a customer purchases for each customer Magento
transaction

Vaccum Cleaner / Cordless Stick Vaccum -

Vacuum Cleaner -

Washing Machine -
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Marketing Overview

In-depth Analysis

Marketing Overview

OBS Business Overview

Package Deal

ALL

ALL

ALL

Condition : Transportation Delay with Appointment :
APPOINTMENT_FROM_DATE =< Basedate

Transportation Delay without Appointment : (Ship Confirm Date -
Basedate) Hour >= AVG of (Ship Confirm Date - Basedate) Hour +
STD of Dashboard filter Threshold (Pick to Ship hours) *
Dashboard filter Threshold (o, Ship to Sales hours)

Condition : GMV or NMV
Calculation : SUM(Units)

Calculation: SUM(Units) / COUNTD(Order ID)
Condition : Division =VC
Condition : Division = VCC BD

Condition : Division = W/M
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Warehouse Return

WH

WOA (Week of Availability)

WP

WTB (Where to Buy)

WTD (Week-To-Date)

YTD (Year-To-Date)

3PL(Third-Party Logistics) Hub

This refers to the date on which a returned order is
reflected in the warehouse.

In the shipping-related dashboard, WH stands for
Warehouse.

This refers to the number of weeks available for sale based
on the quantity in stock. If the WOA of a specific division or
product is 2, it means that there is enough inventory to sell

for two weeks.

Water Purifier

The number of traffic sessions or unique visitors with
Where to Buy

It refers to the weekly cumulative value based on ISO
(defining Monday as the start of the week). This indicator is
used when you want to aggregate data from the beginning
of the week (Monday) to a selected date and compare it
with the same period last year or last week.

It refers to the annual cumulative value. This indicator is
used when you want to aggregate data from the beginning
of the year to a selected date and compare it with last
year's cumulative value.

The name of the outsourcing service provider that
manages the steps after an order to be delivered to LG
customers - large-scale warehouses, inventory shipments,
inventory storage and tracking.

Magento

LMDS / TMS

Magento

GA

LMDS
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Cancel & Return Breakdown

Last Mile Delivery Service

Inventory Overview

ALL

ALL

ALL

Last Mile Delivery Service

Condition : OBS flag = Y & STD_ORG_CODE is not null
Calculation : SUM(INVENTORY_QUANTUTY) / Average Weekly S
ales

Condition : Division = WP

Condition; ISO Week (MON~SUN)

Condition: From January 1st of each year to the base date.
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Q. Differences between GMV, NMV, NPT Sales and revenue recognition criteria?
Q. SKU Coverage (%) and ISA (%)

Q. Difference between GA Session and User

Q. Features of D2C Dashboard Portal

Q. List of country and corporate codes

Q. OneTrust and traffic reduction

Q. List of countries implementing OneTrust

Q. Traffic classification criteria by Channel Group
Q. How to download raw data?

Q. Traffic data update frequency

Q. How to access the partner Help Center

Q. Unable to connect to Tableau server

Q. How to subscribe to a dashboard

Q. Unable to log in/access Help Center (Zendesk)
Q. What are MTD vs Target, and Progress?

Q. How to obtain sessions for a specific page

Q. Explanation of UTM

Q. Request for GCP Project creation

Q. When can GA4 data be used?

Q. GA3 events vs. GA4 events

162

Appendix

22
23
24
25
26
27
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29
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32
33
34
35
36
37
38
39
40

Q. Reasons for the sharp decline in session numbers after GP1 implementation
Q. How can | access the dashboard related to Flixmedia?

Q. Countries implementing OBS and GP1

Q. How to evaluate OSM Score

Q. Key metrics of the OSM dashboard

Q. Definition and meaning of Order Visibility

Q. How to select countries for LMDS application

Q. Difference between Item category and p_item_category

Q. Meaning of Sprinklr Instagram Engagement numbers

Q. How to create/modify/delete GA4 Audience

Q. What does Items viewed mean?

Q. Differences between Total revenue, Purchase revenue, and ltem Revenue
Q. Traffic differences between Google Ads and GA4

Q. How to analyze landing pages

Q. Does GA4 use cookies?

Q. Can | receive cookie consent rates?

Q. Difference between Main property and Sub-property

Q. Number of data items that can be downloaded at once from Sprinklir

Q. Definition of EWS reserved

Q. GFK collection guide
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m Differences between GMV, NMV, NPT Sales and revenue recognition criteria?

GMV refers to the sales amount after deducting discounts from all transactions where the payment process was successfully completed. It includes orders that
have not yet been delivered. NMV refers to the sales from transactions that have been delivered. It does not include sales from canceled or returned transactions.
NPT Sales is the total sales figure, reflecting adjustments such as discounts and other fee income from NMV.

I SKU Coverage (%) and ISA (%)

SKU Coverage is the ratio of products sold through OBS among those available on LG.COM.
ISA stands for In-Stock Availability, which is the ratio of products sold through OBS to those in the warehouse.

+ As of the writing date, the ISA calculation logic for Colombia and the Philippines does not reflect the stock ratio of each warehouse due to operational methods.
ISA logic calculation method for Colombia and the Philippines - D2C Data Help Center (zendesk.com)

m Difference between GA Session and User

A session is a user identification code assigned when a user accesses LG.com, with a new session code assigned every 30 minutes.
Therefore, multiple sessions can be assigned to one visitor. A user represents a Unique Visitor, indicating the number of distinct visitors.
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FAQ

m Features of D2C Dashboard Portal

WELCOME TO
D2C DATA PORTAL

Notice

D2C Data Portal is now open.
Inventory Data Issue 2024.04.04
[D2C Data Help Center OPEN!]
Scheduled Server Maintenance

24-04-23
24-05-23

24-03.06 ﬁ
24-04.04
Ad-hoc

m[’ D2C Data Help Center
n

Z e W @

Submit a Remote
Request Chat Support FAQ
HOME ¢ SITE MAP © RECENT
[Py [ - [oonar T (e
' s ninlnlimi P -

Marketing Overview

Marketing Overview

Daily Performance

An|I|.||..|I|||I||II||||||||”|I|||“||”l

Weekly Sales Review

Inventory Overview

OBS Running Subsidiary - 39

® GP1
050
® Other

2024.07 @ LGEPH - Philippines
202406 (@ LGEES - Spain
202312 @ LGETK - Turkiye

@ LGEHK - Hong Kong

@ LGEIN - Indonesia
2023.11 @ LGECB - Colombia
2023.09 (@ LGEC!- Canada

@ LGEAK - Kazakhstan

@ LGETH - Thailand

@ LGEPT - Portugal
2023.08 (@LGEJP - Japan

@ LGESL - Singapore
202112 @LGEPR - Peru
202110 @ LGEAG() - Austria

@ LGECL - Chile

@ LGEMS - Mexico
2021.09 (@ LGESP - Brazil

%i

e RTRRTT
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1. Notice: Dashboard and data-related announcements
Ad-hoc: Direct access to individual dashboard projects for each user

3. Site Map: Dashboard site map
Recent: Recently viewed dashboards
Favorite: Dashboards marked as favorites (up to 5 on the Home

5. Chatbot Service: Provides Al chatbot and agent chat for simple

Appendix

2. Submit a Request: Write requests for issue checks and dashboard
modifications or development
Chat: Provides Al chatbot and agent chat for simple inquiries
Remote Support: Offers real-time remote support from experts
FAQ: Provides frequently asked questions, manuals, and permission

4. OBS Running Subsidiary: Information on current OBS operating
subsidiaries and opening schedule list
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m List of country and corporate codes

Each country's corporate code includes a list of 54 countries across the NA, LATAM, EU, CIS, MEA, and ASIA regions.
Detailed country codes can be found in the reference materials on the next slide.

m OneTrust and traffic reduction

After transitioning to GP1, some countries experience a sharp decline in traffic.
This phenomenon occurs due to changes in cookie consent rates when implementing Onetrust during the GP1 transition.
Applying Onetrust (Cookie Consent Mode) typically results in a traffic decrease of about 40-50%.

List of countries implementing OneTrust

As of the writing date (October 2024), a total of 33 countries, including Poland, Hungary, and Vietnam, have adopted and are using Onetrust.
A detailed list of countries can be found in the reference materials on the next slide.
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[Reference] Subsidiary-specific codes and Onetrust, GP1 open information (1/2)

NA
(North America)

LATAM
(SCA)

EU

LGEUS

LGECHICA
GO

LGECI
LGEMS
LGECB
LGECL
LGEPR

LGEPS

LGESP
LGEAR
LGEAG

LGEBN

LGEDG

LGEPL

LGECZ

United States
Chicago

Canada
Mexico
Colombia
Chile

Peru
Panama

Brazil
Argentina
Austria
Netherlands
Belgium

Germany
Switzerland

Poland
Czech Republic

Slovakia

2024.09.24

2023.11.02

2023.03.30

2023.03.30
2023.03.30
2023.03.30
2023.10.24
2023.03.30
2023.03.30
2023.03.30
2023.03.30
2023.03.30

2023.09.14
2024.04.23
2023.11.02
2023.11.02
2023.11.02
2024.04.23

2024.04.23

2024.08.27

2023.10.24

2024.05.29
2024.05.29

CAENCA R

MX
cO
CL
PE
CAC_EN
CAC
BR
AR
AT
NL
BE_FR
DE
CH_DE
CH_FR
PL
Cz
SK
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EU

CIS

LGEMK

LGERO

LGELV
LGELA

LGEUK

LGESW

LGEIB

LGEFS

LGEIH

LGEUR
LGERA
LGEAK

Hungary
Bulgaria
Croatia
Serbia

Romania
Latvia

Estonia
Lithuania

United Kingdom
Sweden
Denmark
Finland
Norway

Spain
Portugal
France
Greece
Italy
Ukraine
Russia

Kazakhstan

2023.03.30
2023.03.30
2023.03.30
2023.03.30
2023.03.30
2023.03.30
2023.03.30

2023.03.30

2023.06.06
2023.03.30
2023.03.30
2023.03.30
2023.03.30
2023.03.30
2023.09.26
2023.03.30
2023.03.30
2023.03.30

2023.06.06
2024.05.29

2024.06.13
2023.09.26
2023.12.13

2023.12.13

2023.09.14

Appendix

GA Property
HU

BG
HR
RS
RO
Lv
EE

LT

UK
SE
DK
FI
NO
ES
PT
FR
GR
T
UA
RU
Kz
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[Reference] Subsidiary-specific codes and Onetrust, GP1 open information (2/2)

ME&A

Asia

LGEEG
LGEGF

LGEIR
LGETU
LGEAS
LGEMC
LGESA

LGEAF
LGETK
LGELF

LGEYK
LGESB
LGEPK
LGEEF

LGEAP

LGEML
LGEPH

LGESL

Egypt
UAE

Iran
Tunisia
Algeria

Morocco
South Africa

Nigeria
Turkey 2023.12.05

Levant
(Jordan, Syria, Iraq, Lebanon)

Israel
Saudi Arabia
Pakistan
East Africa
Australia
New Zealand
Malaysia
Philippines
Singapore 2023.08.30

Bangladesh
Nepal
Sri Lanka

2024.08.27

2024.08.27

2023.12.05

2023.09.26

2024.07.23
2024.07.23
2024.10.15
2024.07.23
2023.08.30

EG AREG EN

UAE AR UAE_
EN

R
N
DZ
MA
ZA

AFRICA AFRICA
FR

TR

LEVANT_AR,
LEVANT_EN

IL
SA, SA_EN

EASTAFRICA
AU
NZ
MY
PH
SG
BD
NP
LK
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Asia

Global
NAC

LGEIN
LGEJP

LGEVN/VH

LGEIL
LGETH
LGETT
LGEHK
LGECH

Indonesia
Japan
Vietnam
India
Thailand
Taiwan
Hong Kong
China

2024.07.23

2023.09.20

2023.08.22

2023.12.20
2023.08.30
2024.07.23
2024.01.30
2023.09.20
2024.09.24
2023.12.20

2023.08.22

JP
VN
IN
TH
W
HK, HK_EN
CN
Global
EC
Uz, UZ_RU
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FAQ Appendix

ET) Traffic classification criteria by Channel Group

Paid Channel refers to marketing channels where advertising costs are incurred, such as search ads, brand ads, and affiliate marketing.
Non-Paid Channel refers to marketing channels where no advertising costs are incurred, such as direct traffic and organic search.

m How to download raw data?

To extract data, click the 'choose a format to download' button at the top of the dashboard, then click the 'crosstab' button.
Select either Excel or CSV format and click the download button to get the desired content.
For data that cannot be downloaded from the dashboard, please contact the help center directly.

m Traffic data update frequency

Traffic data is typically available through the Marketing Overview and Traffic Raw Data Download dashboards and is updated daily at 8:30 AM (KST) with data from
2-3 days prior.

For example, data from 2024/7/1 will be available after 8:30 AM on 2024/7/3 or 2024/7/4.
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XD How to access the partner Help Center

The Help Center login is based on an AD account (@Ige.com).
Once the EP account is created and the AD account setup is complete, you can access the Help Center by logging in with your AD account.

m Unable to connect to Tableau server

First, please access the dashboard using an incognito mode browser to ensure it functions properly.
If the dashboard is not accessible in incognito mode, your access rights may have been revoked.
In this case, you need to create a ticket through the Help Center to request access to the dashboard.
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FAQ

[E) How to subscribe to a dashboard

Appendix

Subscription is a feature that allows you to set up email subscriptions for a specific dashboard, enabling you to view it with desired recipients at a designated time.
You can start the setup by clicking the mail icon at the top of the dashboard. In the setup popup, create a schedule for the time you want to send the email, then
configure the email content (dashboard, users, etc.) within the created schedule and save it. You will receive emails according to the configured settings.

1. Click the mail icon at the top

N

i K

&

2. Create a Schedule and Subscription to send emails.

[ Schedule List

)

Create a schedule for the time you want to

send the email.
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[ Subscription List j

Configure the email content (dashboard, users, etc.) within the
created schedule.



FAQ

[ZE) How to subscribe to a dashboard

[Reference] Detailed Description of Subscription Settings Window

l Select the desired dashboard and confirm at the bottom I

/

REGIST SUBSCRIPTION

BASIC INFORMATION
Subject
Sales_Monday

Description
Weookly

Subscription Schedule

Sales_Monday

TimeZone

AsialTokyo

schedule Time

Run Time:

0900

Repetition
week

/

Dashboard Name
+ [ Business Overview
v [ Sales_GMV
# 0BS Business Overview
7 Dally Sales Review
v Dally Performance
~» Weekly Funnel

* [ Sales_NPT

Subscription Users

Email

Name

nayeon.kwon@ige.com ®

E-mall

Appendix

email address input/search field

Set desired recipients through theﬂ

[

Subscription is complete
when you save.

|

e \: [UTC+09:00) 2024-03-11 03:00 ## 085 Subsidiary Overiew — [
m [[[[[ “ -
+ Content Header: Top content based g v
on the dashboard screen Weekly Sales report 2L{EL|CH
@linkl
« Content Footer: Bottom content
based on the dashboard screen
Contant Footer Dashboard Name Attachment Name Parameter LIst Remove
*HOW to Set Hyper“nks EAEn 0BS Buslness Overvie OBS Business Overview uk n
> @link+NUmber Dally Sales Review Dally Sales Review n
. Weekly Funnel Weekly Funnel u
Enter the number of the desired
dashboard from the selected dashboards Set desired parameters for each dashboard
Ex) @link1 > BIZ Type, Company, etc.
\ J
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X3 Unable to log in/access Help Center (Zendesk)

There are several reasons why you might be unable to access the Help Center, such as AD account issues or password expiration.

Case 1: Unable to log in with an AD account (LGE employees)
If you cannot log in with your AD account, it is possible that your password has expired after 90 days.

In this case, updating your AD account password should resolve the issue.
« Tochange it in a cloud environment: Ctrl + Alt + Del — Change Password
> A confirmation email for the password change will be sent to the user's LGEP Mail.

Case 2: Unable to log in with an AD account (Partners)

You can send a request email to the LG Electronics Integrated IT Call Center (SPOC@Ige.com) including the following information:
» Name of the person / Employee number / SSO(=AD) ID:

* NewAD password:

* Reason for request:

Case 3: Other cases

If you still cannot log in, please contact a Data Help Center representative.
X Chat support is available even without logging in.
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) What are MTD vs Target, and Progress?

MTD vs Target refers to the MTD value of NPT achieved by dividing the Target value by each day. For the progress of month n, it is the MTD value of NPT
achieved based on the total Target value for the month.

MTD vs Target: NPT(MTD) / Target(MTD)
Progress: NPT(MTD) / Target(Total value for the month)

[ How to obtain sessions for a specific page

You can check the traffic of a specific page through the GA4 console. You can add the Page location dimension to the ROWS field and set the VALUES field to the
Sessions dimension.

After setting the filter, you can process the session data for the desired page.
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Explanation of UTM

UTM (Urchin Tracking Module) is a parameter-based tracking code used to track incoming traffic from external channels. When setting up ads, you can insert the
source and medium, and for the campaign, you can include details such as the campaign start date, execution team, partner name, and the name of the campaign
being executed. Using UTM is recommended for accurate measurement of advertising campaigns and for channel grouping (classification based on paid/organic
traffic and the nature of the advertisement).

m Request for GCP Project creation

To create a GCP project, you must first consult with the person in charge and then proceed by drafting an EP proposal.
1) Pre-consultation with the person in charge on the following details:

* Purpose of use: Provide a detailed explanation of the purpose (attaching the entire architecture is recommended)
« Services and permissions: Specify the required GCP services and permission levels

« Estimated cost: Explain the basis for the estimated cost of using GCP services

» Persons in charge: Chanmin Park, Suhwan Kim

2) Drafting the EP proposal:
«  Submitter: Person requesting permissions
»  Submission method: EP -> Work -> Request
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[F) When can GA4 data be used?

With the transition to the GP One platform, data from the new platform will be collected in GA4.

Starting from April 24, 2023, in the UK, you will be able to use GA4 data for each country from the point of transition to the GP One platform. Data from LG.com 5.0
before the GP One migration will be collected in GA3 and can be checked in the GA3 account.

1) GA3 events vs. GA4 events

You can obtain GA console access permissions by applying through the Jira Service Desk system below.

You can select the required country and receive permissions through the Jira Service Desk.
-> GA4: https://lge-ga-support.atlassian.net/servicedesk/customer/portal/18

The default permission is Analyst, which does not require an additional approval email attachment, and the permission period is given as "1 year." This level of
permission is sufficient for analysis tasks such as creating segments or downloading data.

The Editor permission period is "3 months," and when requesting, you need to attach a screenshot image of the approval email from an LGE team leader.
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@ Reasons for the sharp decline in session numbers after GP1 implementation

When GP1 is introduced, data is collected in GA4. When transitioning from UA to GA4, the number of sessions may drop significantly.
This is because the session criteria differ between UA and GA4. In UA, a session restarts at midnight or when new campaign parameters are detected, but in GA4,
it does not restart.

@ How can | access the dashboard related to Flixmedia?

The Global Retail Traffic dashboard is based on Flixmedia data and allows you to view the efficiency of advertisements on social media.
== |n-depth Analysis — Retail Channel — Global Retail Traffic
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@ Countries implementing OBS and GP1

As of the date of writing, OBS has been implemented in 38 countries.

NA

Canada
us
Austria
Czech
France
Germany
Hungary
Italy
EU Netherlands
Poland
Portugal
Spain
Sweden
Switzerland
UK
Egypt
Saudi
MEA
Turkiye
South Africa

< < < <xl<xlzZz< < <l<x =< =< zZz<\=< <z =z <

2023. 9. 14.

2024. 5. 29.

2023.12.13.
2023.10. 24.

2023.12.13.

2024. 8. 27.
2024.5.29.
2023. 9. 26.
2024. 6. 13.
2024. 5. 29.

2023. 6. 6.
2024. 8. 27.
2023. 9. 26.
2023.12. 5.
2024. 8. 27.

LATAM

Asia

CIS

India
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Brazil
Chile
Colombia
Mexico
Panama
Peru
Australia
Hong Kong
Indonesia
Japan
Singapore
Taiwan
Philippines
New Zealand
Thailand
Malaysia
Vietnam
Kazakhstan

India

< << < < <|<x </ <|<x </ <|< < <|=< < </ =<

2024. 4. 23.
2023. 11. 2.
2023. 11. 2.
2024. 4. 23.
2024. 4. 23.
2023. 11. 2.
2024.7. 23.

2023.12. 20.
2023. 12. 20.

2023. 8. 30.
2023. 8. 30.
2024. 9. 24.
2024.7.23.
2024.7.23.
2023. 9. 20.
2024.10.15
2024.7.23.
2023.9. 14.
2024. 1. 30.
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¥ How to evaluate OSM Score

Appendix

The OSM score evaluation criteria include approximately 20 factors, such as the total number of SKUs, the number of SKUs in the top 20 in search, and average
ratings.

© ~N o o

10
1
12
13
14
15

16

17
18

19

20
21

# of SKUs
# of SKUs in Top 20 SERP

Avg. Rank in Top 20 SERP
# of Review

Avg. Ratings
Stock Availability
Avg. Selling Price

SERP Top Ranked SKU within 20 in latest week_Days

SERP Top Ranked SKU within 20 in latest week_Avg.Rank

SERP Top Ranked SKU within 20 in latest week_Avg.Price
Share by brand in Top 20 SERP (# of Brand Count)

(Ref) SOV Comparison_Banner

(Ref) SOV Comparison _ Product List

# of Reviews Weekly Trend (Average Review Count)

# of New Reviews by Day of the Week (vs. Week Before)

Total SKU Showcased (Latest Day)

Total / Newest Review Numbers (Latest Day)_New Reviews
Share of Negative Review SKUs

Out of Stock Days

Price Daily Trend by Brand
SKU Price Daily Trend by Retailer

Number of distinct LG SKUs exposed in latest week with selected condition

Number of distinct LG SKUs in latest week exposed in search rank between 1 and 20
Avg. Rank of LG SKUs in latest week exposed in search rank between 1 and 20
Number of distinct LG SKU reviews in latest day of selected week

Avg. Ratings of LG SKU exposed in latest week

In-Stock availability of LG SKUs exposed in latest day of selected week
Avg. Selling Price of LG SKU exposed in latest day of selected week

# of Days per SKU in latest week ,exposed search rank between 1 and 20

Avg. Rank per SKU in latest week, exposed search rank between 1 and 20

Avg. Selling Price per SKU in latest day of selected week, exposed search rank 1~20
Number of brand count in latest week exposed in search rank between 1 and 20
Number of brand count in latest week exposed in banner data

Number of brand count in latest week exposed in product list rank between 1 and 20
Number of distinct SKUs per Brand exposed in latest week with selected condition
Number of distinct SKUs per Brand exposed in each weekday (Mon-Sun)

Number of distinct SKUs per Brand exposed in latest day of selected week

Calculated Incremental of reviews compares with latest day of week ago.
Ratio of 0 rated, Negative or Positive LG/SS SKUs in latest day of selected week

Number of days collected as OoS per SKU in latest week

Avg. Price per Day*Country*Brand Level (giving out latest 28days data)
Avg. Price per Day*Country*Retailers available to scope down into selected SKU(mpc)
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Sourced from PDP Contents (rpc)

# of In stock / (# of In Stock + # of QoS )
Discount price / Local currency

Discount price / Local currency
100=Total brand count

100=Total brand count

100=Total brand count

Sourced from PDP Contents (rpc)
Iso week

This weeks' review — Last weeks’ review
Negative Review Rating over 0 and under 3.0

List Price / Local Currency
List Price / Local Currency
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FAQ

@ Key metrics of the OSM dashboard

Key Indicator Overview: Analyzes brand trends in distribution over the past 8 weeks using actual data.

Key Indicator Visibility: Offers top exposure SOV for a company and competitors based on search rankings and trends.
Key Indicator Conversion: Monitors reviews, ratings, and stock to show product trends over 8 weeks.

Price Trends: Tracks PDP price changes to forecast prices for our and competitors' products.

~— — ~— ~—

1
2
3
4

m Definition and meaning of Order Visibility

It's a dashboard that connects GERP and LMDS (or TMS in some countries) to track the delivery stages by order number, displaying the delivery status by
corporation at the time of inquiry.

How to select countries for LMDS application

On the LMDS dashboard, you can select the desired country from the 'subsidiary' filter at the top and filter to view LMDS information for that country.

The countries currently available for selection on the dashboard are Australia, Austria, Brazil, Chile, Colombia, Czech Republic, Egypt, France, Germany, India,
Indonesia, Italy, Kazakhstan, Mexico, Netherlands, Panama, Poland, Saudi Arabia, Sweden, Thailand, Taiwan, UK, and Vietnam.
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@ Difference between Item category and p_item_category

The item category is a default dimension in GA, while p_item_category is a custom dimension created as needed.
The item category collects data for Ecommerce events and does not display other events.
The p_item_category collects data for product-related events, and other events are displayed as (not set).

m Meaning of Sprinklr Instagram Engagement numbers

On Instagram, the engagement number displayed represents the sum of Organic and Paid Engagement.
However, the figures that can be imported into Sprinklr via the Social Analytics API are only for Organic Engagement.

m How to create/modify/delete GA4 Audience

You can create an Audience after obtaining Editor permissions for the GA4 property.
* [Creation]Admin — Audiences - Click New audience - Create a custom audience - Add new condition — Save

» [Editing]Admin — Audiences — Edit — Save (Only the name and description can be edited)

» [Archiving]Admin — Audiences — Archive (In GA4, the delete function for Audiences has been replaced with the archive function. Archiving an audience
permanently deletes it.)
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@ What does Items viewed mean?

"[tems viewed" refers to the number of items a customer has viewed.

This value is calculated by sending item information along with the view_item event. ltem-related events only count item-scoped events, so using events from other
scopes may result in a decrease in the event count.

@ Differences between Total revenue, Purchase revenue, and ltem Revenue

Total revenue is the amount obtained by subtracting refunds from the sum of all revenue generated from purchases, subscriptions, and ads.
Purchase revenue is the amount obtained by subtracting refunds from the total revenue generated from e-commerce and in-app purchases.
ltem revenue is the total revenue generated from individual items purchased. It is the total sales excluding taxes and shipping fees, minus any refunds.

Traffic differences between Google Ads and GA4

The discrepancy between Google Ads and GA4 data arises due to differences in aggregation methods, with the main differences being as follows:

« Tracking Method: Google Ads uses click-based tracking, while GA4 uses event-based tracking.

» Time Zone Settings: Differences in time zone settings between the two platforms can lead to data discrepancies.
+ Filters and Settings: Filters or settings applied in GA4 may differ from those in Google Ads.

»  Cookie Blocking: Cookie blocking may occur depending on the user's browser settings.
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@ How to analyze landing pages

In GA4, you can identify the landing page a user entered through by using the Session_start event that occurs when a specific session begins, along with the Page
Location dimension.

@ Does GA4 use cookies?

Google Analytics 4 uses first-party cookies. First-party cookies identify unique users and are identified as individual sessions (visits).

Google states that Google Analytics is designed to function regardless of the presence of cookies. If cookies are not available in a particular session, Google fills in
the data gaps based on modeling.

@ Can | receive cookie consent rates?

The extraction of cookie consent rates is directly handled by the D2C Platform Service Team.
You can request a ticket in the D2C Platform Service Team's Jira project (LG.com 5.0 Common - LGCOMMON) to receive the cookie consent rates.
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Difference between Main property and Sub-property

In GA4, there are Main pages and Sub-property pages for each country. Each page has different methods of traffic collection.

» Main Property: Collects only cookie consent data and aggregates Device ID
»  Sub-Property: Collects all traffic and aggregates Modeling ID

@ Number of data items that can be downloaded at once from Sprinklr

The number of data rows that can be downloaded at once is 100,000 rows based on an Excel file.

1) Definition of EWS reserved

The OBS Stock management method for each corporation is configured as either (@ Reserved Stock or @) (Sub-inventory) Available Stock, depending on whether
itis @ Reserved or 2 Sub-inventory.

» Available Stock = The total inventory of the specific SKU held by LG Electronics Corporation A
» Reserved Stock = The inventory of the specific SKU reserved for OBS by LG Electronics Corporation A
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m GFK collection guide

GFKis collected based on Data Coverage, Data Filtering, Price Range Logic, and Metrics criteria.

Data Coverage

Audio Brazil, Chile, Colombia, France, Germany, Italy, Peru, Spain
Wireless Headset  US/DE
UK, UAE, Iraq, Peru, Chile, Egypt, India, Italy, Spain, Brazil, France, Greece, Israel, Mexico, Norway, Panama, Poland, Russia, Sweden, Taiwan, Algeria, Austria, Czech Denmark, Ecuador, Finland, Germany,

REF/WM Hungary, Morocco, Turkiye, Ukraine, Vietnam, Colombia, Honduras, Malaysia, Portugal, Slovakia, Thailand, Guatemala, Hong Kong, ,Singapore, Costa Rica, Kazakhstan, Netherlands, Saudi Arabia, South Afric
a
Australia, Austria, Belgium, Brazil, Canada, Chile, Colombia, Costa, Rica, Croatia, Czech, Denmark, Ecuador, Egypt, Finland, France, Germany, Greece, Guatemala, Honduras, Hong, Kong, Hungary, India, Ind
TV onesia, Iraq, Ireland, Israel, Italy, Japan, Kazakhstan, Malaysia, Mexico, Morocco, Netherlands, New, Zealand, Norway, Panama, Peru, Poland, Portugal, Romania, Russia, Saudi, Arabia, Serbia, Singapore, Slo
vakia, Spain, Sweden, Switzerland, Taiwan, Thailand, Turkiye, UAE, UK, USA, Vietnam
Monitor Netherlands, Brazil, France, Germany, Hungary, Italy, Poland, Portugal, Spain, Sweden, UK
Price Range Logic Data Filtering
Product High Mid Low For H&A Products, data is not including “built in” products (except Mexico)
Sound Bar $500+ $200+ ~$200

Audio/Wireless Headset: Apple and Beats Brand are excluded (BU request)
Wireless Speaker $300+ $100+ ~$100 .

Metrics
Wireless Headset $300+ $100+ ~$100

ASP: Metrics calculated by dividing totals sales/total unites

TV 1000$+ 750% ~999% ~750$
H8A 10003+ 7508 ~999$ ~750$ Sales USD: Sales in USD
Monitor 600~ 200$~599% ~199% Sales Units: Sales in term of number of units sold
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