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[bookmark: _Toc124416702]1. Introduction
LG is a South Korean semiconductors global corporation that sells electrical products. The business started as a national one before evolving into a global one. It has made great progress. Are you curious to learn how the business has prospered in the electronics market? The target demographic, swot analysis, marketing program, and web platform are all included in this research study of Samsung electronics. The business produces a variety of goods, such as electrical equipment for homeowners and businesses, cell phones, big data, architecture, telecommunications, and also more. The U-C LED, developed by Innotek (2017), does have the proceeds inside the world and it is the first Lcd screen having 8Organization determines (88 inches). These are merely a handful of Innotek’s most recent successes (De Silva, Wang, and Kuah, 2020).
[bookmark: _Toc124416703]1.1 About LG
Everyone is aware of LG’s “Extremely Lucky” and “Good Life” attributes. It started as a small local maker of household goods for the house in 1958 and since then has grown into a recognized national company. It is among the country’s second TV makers. With the child’s growth in the digital world, it has earned a reputation as a Digital Champion in electronics products and services (Dziubaniuk et al., 2020). Firstly, and first, LGE worked to find and retain a team and group who could put their knowledge to the creation of new principles and concepts. LGE believed that a person’s creativity is the source of creating value, while also respecting variety and personal rights so that each person may fully express their unique uniqueness. They also concentrated on creating equitable chances. Equality of opportunity irrespective of gender, race, age, religion, or country was emphasized by LGE as a major element in fostering interpersonal trust. Fourth, the business prioritized and implemented competency as the primary crucial factor when selecting employees. The organization’s attempt was made to entice brilliant employees who sought the top rank and also who continuously analyzed their primary fields to compete in a global setting (Dziubaniuk et al., 2020).
[bookmark: _Toc124416704]1.2 Mission, and the vision of LG
1. LG Vision Statement
LG Electronics is constantly studying and developing a wide range of trying-to-cut, eco-friendly products and services as a leader in the development of green technologies. Lg will become a Global Top Organisation in the EESH field via company growth EESH control scheme, saving energy optimization, website template security, and health, as well as health coverage development initiatives. By providing distinctive customer satisfaction, LG Electronics will strive to preserve the environment, foster long-lasting change in society, and enhance people’s lives (Kumar and Bhatia, 2021).
2. LG Mission Statement
Humans want to keep up their well-deserved record for improving people’s life.
[bookmark: _Toc124416705]2. Discussion and Analysis
[bookmark: _Toc124416706]2.1 Definition of Communication
Since LG offers a graphic display A discussion involves a variety of interactions, therefore communicative models can be useful. In these other terms, they simplify and make more digestible the basic principles of communications. They also explain the various parts and also how these interact with or link to one another. The Shannon-Weaver model, the first powerful communication prototype, was formed by Claude Shannon with the emergence of Providing Participants in 1948 (Kumar and Bhatia, 2021). In this part choose Shannon-Weaver Model.
 Shannon-Weaver Model
The best-known of these theories is probably the Shannon-Weaver one. Strangely enough, Richardson and Weaving were mathematicians who carried out their study just at Bell Telephone Laboratories in 1942. The best lines of communication were looked after. Thus, they argued that their theory linked to interpersonal communication even though they were doing research for technical tasks (Annosi et al., 2021).
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Figure 4- Shannon-Weaver Model
[bookmark: _Toc124416707]2.1.2 Interactive Models
The interactive model, often referred to as backward integration, addresses communication and ideas interaction that occurs in both directions, from transmitter to recipient & vice versa. People and robots can communicate verbally or nonverbally. For modern technology like the web, this communication method is still very new (Roy, Daryl, and de Araujo Gil, 2021).
1. The Osgood Schramm Model
Strangely, this study was developed in the Bell Telephone Labs during the Second World War by physicists Shannon and Weaver. Researchers aimed to determine which communication techniques were most effective. They thus asserted that strategic decision making to social language even if the study was being conducted for technical tasks (Taylor, 2019b).
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Figure 5- The Osgood Schramm Model
Source- (Taylor, 2019b)
2. Maclean and Westley Model
In 1948, Shannon, an American mathematician and electronic engineer, and Weaver, an American scientist, collaborated to publish an article titled “A Mathematical Theory of Communication,” also known as the “Shannon-Weaver model of communication,” in “The Bell System Technical Journal.” This model was made specifically to help senders and receivers communicate more effectively. Additionally, they discover “Noise,” factors that influence communication. The initial goal of the model’s development was to enhance technical communication. Later, it finds widespread use in communication. Information source, transmitter, noise, channel, message, receiver, channel, information destination, encode, and decode are among the various concepts addressed by the model.
1. Sender: The person who sends the message or chooses the information source.
2. Encoder: The transmitter is responsible for converting the message into signals.
3. Note that the sender’s messages are compressed into signals like waves or binary data for transmission via satellites or cables. For instance: Voice is transmitted through cables and converted into wave signals in a telephone.
4. Decoder: The location where signals are received and transformed into messages an encoding process in reverse.
5. Note that the receiver translates those binary waves or data into a message that is comprehensible and comfortable for the receiver. If this isn’t done, the receiver won’t be able to get the exact message, which will make it harder for the sender and receiver to communicate well.
6. The sender’s message’s final destination is the receiver. Note: The recipient provides feedback to the sender based on the decoded message. The flow of communication between the sender and receiver will be disrupted if the message is distracted by the background noise.
8. The transmission of messages from the encoder to the decoder over a noisy channel The messa may be distracted or affected by physical noise, such as crowd noise, horn sounds, and thunder, or encoded signals, during this process of transmission. which disrupt the flow of communication or cause the recipient to miss the intended message Note that the model only addresses external noises that have an impact on signals or messages coming from outside sources. For instance: If there are network issues that directly impact mobile phone communication or distract messages, The Westley and Maclean hypothesis is frequently applied to explain text messaging. This approach takes cultural diversity and communications into account. This concept specifically states that environmental variables, not the source or messenger, are just what initiates communications. The Westley and Maclean approach also takes into consideration the sender and recipient of communications’ object of orienting (heritage, society, and values) (Anker, 2021).
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Figure 6: Maclean and Westley Model
Source: (Taylor, 2019b)
[bookmark: _Toc124416708]2.1.3 Transactional Model
These models consider communications as transactional, which means that it is a two-way exchange in which the communicator (a new name for both senders and receivers that first occurs in such models) collaborates to determine the course of the conversation and its efficacy. In other words, communication is a fluid process in which people build shared meaning. Additionally, transactional models demonstrate that throughout encounters, we not only share information but also build connections, forge cross-cultural ties, and form opinions. In those other words, speech aids in the development of our reality. The functions of sociological, interpersonal, and cultural contexts were also introduced by these frameworks (Taylor, 2019).
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Figure 7- Transactional Model
Source- (Taylor, 2019)
1. Barnlund’s Model of Transaction
With instant feedback, Berglund’s Relational Data model is a sophisticated feedback mechanism that analyses interpersonal contact. The broadcaster as well as the receiver trade places and are regarded equally as a result. Return is a second answer for the receiver and a reply for the transmitter from both broadcasters. Both the sender and the recipient share responsibility for the letter’s effectiveness and effect (Roy, Daryl, and de Araujo Gil, 2021).
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Figure 8- Barnlund’s Model of Transaction
Source- (Roy, Dryl and de Araujo Gil, 2021)
2. Dance Helical Model
By Dance’s Helical Theory, communication is regarded as a cyclical process and develops in complexity through time. It is represented as a helical spiral for this. We widen our circle for each communication process, and since communications always replicate again, each contact interaction is unique from the last. Furthermore, when we communicate, brains gain information for each succeeding period and are affected by the feedback we receive from the opposing side (Mero, Tarkiaine,n and Tobon, 2019)
[image: ].
Figure 9- Dance Helical Model
Source- (Mero, Tarkiainen and Tobon, 2019)
[bookmark: _Toc124416709]3. Marketing Integrated Communication
To provide a single brand message, a marketing ploy referred to as advertising communications, or IMC connects and coordinates various platforms and communications channels. An IMC marketing plan may provide a company with a variety of competitive advantages. The IMC technique aims to boost brand awareness via advertising networks like advertising and content creation. It helps bigger brands keep up their company image. While businesses use it to differentiate themselves in the marketplace (Roy, Daryl, and de Araujo Gil, 2021).
[bookmark: _Toc124416710]3.1 Importance of the Integrated market communication
1. Big Audience
Getting a broader audience is possible by creating a single advertising message and implementing it across several media. Furthermore, this one statement could be included in the content of all marketing mailings (Thompson-Whiteside, Turnbull, and Howe-Walsh, 2020).
2. Long-Term Relationship
Through integrating marketing communication, a permanent connection may be made between the psyche of the customer and the company. Order to establish a strong and loyal customer base could thus be immensely advantageous for new businesses (Mero, Tarkiainen, and Tobon, 2019).
3. Brand Awareness
IMC provides the most efficient strategy for increasing brand awareness among the targeted audience. Using a variety of technologies to create efficient communication is an effective way to accomplish this. A business might also make use of a wide range of early marketing tools (Eseonu, 2021).
4. Time-Saving
The most cost-effective way to maximize name recognition and brand success is to use this type of advertising strategy. Additionally, it fits quickly in with any marketing mix.
[bookmark: _Toc124416711]3.2 Promotional Strategies of LG
Online marketing is the use of web channels like Google and Facebook to promote your products or services, while offline marketing is the use of traditional media like radio and newspapers. The group of actions or techniques used by a company to advertise its goods or brand is known just like its marketing plan. The 4 Ps of the marketing plan are products, pricing, location, and promotions. The options provided by the LG firm’s wide range of items are covered under the business model for LG. The company sells products in almost every electric product category a customer might conceive. Then let’s take a closer look at it (Thompson-Whiteside, Turnbull, and Howe-Walsh, 2020).
[bookmark: _Toc124416712]3.2.1 LG Product strategy
LG ensures that the products have a strong brand reputation and are widely known to customers. Every single one of its activities has been shown to serve as a springboard for those other businesses as they seize market possibilities, protecting big business interests. The company has increased the variety of goods it provides, adding air, automobile components, and even components for computer systems. Now let’s examine the many market segments that LG provides in more detail (Goworek et al., 2018).
Devices for the home
1. Refrigerators
2. Dishwashers
3. Microwaves
4. Suction Cleaners
5. washing devices
6. Chlorine filters
7. Air conditioning units
Entertainment devices for home
1 Home theatre system
2. Music system
3. DVD Players
4. BLU Ray Players
Television
1 Plasma TV
2. OLED TV
3. LG Smart TV (Goworek et al., 2018).
[bookmark: _Toc124416713]3.2.2 LG Strategy of Pricing
The majority of LG’s premium pricing comprises items that provide a respectable profit. It provides a broad range of items with prices ranging from affordable to high. When the business first introduced its items in the UK, it charged a high price for them. However, as the firm expanded its production plants, item prices fell, increasing the firm’s overall sales or drawing clients, it also provides a variety of bargains dur in the festive season to boost overall sales and income, the corporation also has extended its reach into rural areas by offering items at significantly lower prices (Eseonu, 2021).
[bookmark: _Toc124416714]3.2.3 LG Distribution & Place Strategy
LG distributes its products through neighborhood shops. The firm’s main strategy was this. But then as e-commerce has grown, we’ve discovered that the products are now sold both on its site and on other e-commerce sites. The goods are offered on the entire global market. Investigators discovered that the business had connections with the outlet of other businesses as well. Some of the goods are also displayed in window displays at other stores. Also available at the cellular retailer are LG phones. The manner companies arrange their goods demonstrates their concern for the client’s access to every one of the offerings (Filimonau et al., 2020).
[bookmark: _Toc124416715]4. Definition of Branding and Brand Equity
1. Branding
To maintain the loyalty of customers Revamping is a marketing technique used by a business to create a unique image of its product within the minds of its consumers and to establish a strong position in the market. A trademark may be a name, logo, icon, image, or combination of these things that are utilized to set one seller’s items from those of competitors (Goworek et al., 2018).
2. Brand Equity
When compared to a knockoff substitute, a company can charge more for a product that has a well-known name. The brand equity is this. Establishing a brand identity for their products by rendering them distinctive, identifiable, superior in value, and reliable aids enterprises. Strong marketing efforts can help develop brand equity. If a business and its products had great brand equity, customers would gladly pay a higher price for them, particularly if they could get the same thing from a rival for less money. In essence, customers spend more to do business with a company they like and trust in. A company with a corporate image benefit from the price difference since it does not incur more production and marketing expenses than its competitors. Each transaction generates a larger profit for the company as a function of its excellent brand awareness (Bhattacharya and Fayezi, 2021).
[bookmark: _Toc124416716]4.1 Keller’s Brand Equity Model
Nothing at all in business has nearly the very same impact as a strong brand. One will have a significantly greater chance of sustaining long-term business expansion if you’re able to enhance customer perception of your company. All of the largest, most successful companies on the planet have enduring brands something which they diligently guard. It is reasonable to state that the growth of your company image and name may help you, no matter what industry you occur to work in (Filimonau et al., 2020).
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Figure 10- Keller’s Brand Equity Model
Source- (Bhattacharya and Fayezi, 2021)
A pyramidal with four tiers is the foundation for this concept. The Effective Brand Pyramid has the following levels:
1. Identity
2. Meaning
3. Response
4. Relationship
The list is arranged in the opposite order, with connections at the summit and a brand-new website just at the foundation of the pyramid. Make sure to build the pyramids firmly from the bottom up if you wish to develop a powerful brand for your company. Just continue reading to learn more about each of the four stages to aid with your quest (Sinčić Ćorić et al., 2020).
[bookmark: _Toc124416717]4.1.1 Identity
The foundation of any brand is determining and communicating what it stands for. In addition to ensuring that customers are conscious of your brand, you must also ensure that they’re receiving an appropriate message. Suppose, for example, that you’re attempting to create a brand that is dedicated to providing your market with high-end apparel items. You won’t be competing on price; instead, you’ll fight on quality, which means that your products will be offered for a high price in contrast to the rest of the marketplace (Bhattacharya and Fayezi, 2021). The globe, the future, youth, humanity, and technology are all represented by the letters “L” and “G” in a circle. Humanity forms the basis of our philosophy. Additionally, it exemplifies LG’s efforts to maintain close relationships with our global customers.
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Figure 11- Keller’s Brand Equity Model of LG
Source- (Bhattacharya and Fayezi, 2021)
It is one’s responsibility to convey the idea that you’re a luxury brand offering high-end products at a high price at this top of the pyramid. Consumers will just question how your items are so costly if they do not comprehend the signal. For the remainder of the advertising and price to sound right, they must recognize you as just a high-end, luxury brand (Principato et al., 2020).
[bookmark: _Toc124416718]4.1.2 Meaning
After establishing a generic image, the following stage is to give your brand a purpose which will start to inspire consumer devotion. The value of your business will surpass the standard of goods you sell or the price at which you are competing on the market. You may build the essence of your business on a variety of different topics, such as your commitment to a certain social purpose, your dedication to providing excellent customer service, or pretty much whatever else. People would be pleased with the purchases because of the significance associated with the brand, which will encourage people to return often (Babu et al., 2021). LG had to first establish itself as a brand that was superior to its Lucky Goldstar heritage in terms of quality, dependability, and appeal. LG relaunched the Lucky Goldstar brand under the LG name. This was more than just marketing. Not only was it about a new advertising campaign.
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Figure 12- Meaning
Source- (Sinčić Ćorić et al., 2020)
[bookmark: _Toc124416719]4.1.3 Relationship
Researchers discover connections at the summit of the pyramid model, which is focused just on the concept of resonance. Those brands that succeed in making it to the next level of the pyramid, regardless of how challenging it is to achieve so, will be rewarded greatly (Principato et al., 2020). 
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Figure 13- Relationship
Sources- (Principato et al., 2020) 
Customer Journey Map 
Academics and practitioners alike have adopted the concept of the customer journey as a result of the growing prominence of the customer-centric philosophy in marketing. Numerous definitions have emerged as a result of the abundance of customer journey literature’s rapid growth. The process or sequence that a customer goes through to access or use a company’s offering is generally referred to as the customer journey. It is defined as the ongoing interactions between a customer and a service provider. As a result, it can be considered a customer’s perspective.
Phases 
It is attempted to divide the customer journey into distinct phases despite the fact that each customer’s journey is unique.  It i one of the first companies to break down the customer journey into phases. The number and structure of the buyer’s decision rules are revealed by the way they divided the customer journey into multiple steps (Ghadge et al., 2020). According to recent research, customers frequently switch between these stages rather than following a strict sequence. The customer journey’s nonlinearity is emphasized by, which exemplifies the concept of shopping 3.0. The orientation, research, communication, and action phases of the customer journey are separated according to this model.
Touchpoints 
Customers interact with the business and its products in both conscious and unconscious ways throughout the customer journey. The customer journey is built on these interactions, which are often referred to as touchpoints. Anything that sends or receives information from a supplier to a customer or the other way around is considered a touchpoint (Ghadge et al., 2020). To put it more succinctly, “points of human, product, service, spatial, and electronic interaction collectively constituting the interface between an enterprise and its customers over the course of the customers’ experience cycle” are what are referred to as “touchpoints.” All of a business customer’s conscious and unconscious verbal and nonverbal interactions with a supplier company are considered touchpoints in a B2B context (Ghadge et al., 2020). 
[image: 2,722 Customer Journey Map Images, Stock Photos & Vectors | Shutterstock]
Figure 13: Customer Journey Map
Source: (Ghadge et al., 2020)
[bookmark: _Toc124416720]4.2 Total Engagement Model of LG
1. LG Employee Engagement
Workers at LG said they sometimes participate in community outreach initiatives. Furthermore, numerous times a week, LG members of staff get together away from work. Workers that are actively involved in their communities foster a culture of being socially responsible both within and beyond the office (Ghadge et al., 2020).
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Figure 14- Total Engagement Model of LG
Source- (Babu et al., 2021)
2. Company Values at LG
Leadership establishes the values of the company, which have a massive effect on how corporate policies develop. The most basic rules for LG personnel are collaboration and victory, and as a consequence, all workers are happy to be employed by LG (Ghadge et al., 2020).
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Figure 15-
Source- (Ghadge et al., 2020)
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5. Recommendation  
1. According to our survey, LG has the highest market share in each category (Ghadge et al., 2020).
LG is the market leader in the CTV, LCD, refrigerator, and washing machine categories.
2. TV and REF are tightly contested markets for LG and Samsung. Category (Ghadge et al., 2020).
3. The customer is aware of the product and keeps it in mind.
4. Customers are now also very picky about what they buy, so it's important for a business to get them to stick with their brand (Ghadge et al., 2020).
5. The company ought to use hoardings to aggressively promote LG products so that customers can get a better idea of them.
[bookmark: _Toc124416722]6. Conclusion
This study attempted to assess the effectiveness of the management of client relationships regarding Internet service, client support, and marketing. The result was identical to that of the other investigator. A considerable association between home internet and response to pricing was discovered in the study. It was determined that enhancing Internet service within the business can enhance customer response to price. The association between Broadband internet and response to pricing was thus important in this proposed hypothesis. Internet connection may be improved by the rise in response to pricing. The meaning of the connection between home internet and branding strategy was fully highlighted by the hypothesis test investigation. Consequently, enhancing Internet providers may raise the level of service quality. A strong association between customer service and response to price was found in the hypothesis statement investigation.
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