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1994
1995
1998
2006
2007
2011
2012
2014
2015
2017

Founded
Amazon.com
CDs and DVDs
AWS

Kindle

Video
Groceries
Alexa/Echo
Bookstores
Go
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2017 50 MOST
INNOVATIVE
GOMPANIES

Customer delight

IS
our ultimate goal




We enable everyone to innovate

Culture

Customer obsession, hiring builders, letting them build,
supporting them with a belief system

Organization
Small, empowered teams that own what they create

Architecture
Structure that supports rapid growth and change

Mechanisms
Encoded behaviors that facilitate innovative thinking




Hallmark Mechanism
Working Backwards



Working Backwards: 5 customer questions

Who is your customer?

What is the customer problem or opportunity?

What is the most important customer benefit?

How do you know what your customer needs or wants?

What does the experience look like?
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Amazon Campus

Amazon.com confidential

Amazon Campus Launches First Multi-Channel Student Store at the University of California Berkeley

www.amazon.com/Campus & berkeley.amazon.com

SEATTLE-{BUSINESS WIRE) — August 31st, 2014 — Since returning to school for the Fall semester, Berk
experienced a fresh take on the college bookstore as the new Berkeley Student Store opened at an o
berkeley.amazon.com.

The Amazon-run online Student Store brings Amazon’s broad selection, low prices, and convenient shi
of Berkeley’s campus and offers a number of additional student-focused features. With the launch of
students can now pay for any purchase on Amazon with their CallCard, buy course materials in any fg
Learning Management System or directly on Amazon.com, pick up orders at convenient locations acrg
One-Day Shipping on textbooks sent to the campus area. Amazon Student members at Berkeley are el
Shipping to campus on millions of additional products plus FREE Two-Day shipping on millions more.

“I've been an Amazon Student member for two years,” explained Senior Aubrey Bripgasqn, “Getting t
was huge. I've been ordering everything from Amazon since | got back to school. | may never have to

Students can access these campus-specific payment methods and shipping benefits, along with the fu
textbooks - typically available only through the university’s licensed bookseller - by activating the Berk
experience when they visit berkeley.amazon.com, sign up for Amazon Student and select ‘Berkeley’ ag
to Amazon within the Berkeley Learning Management System.

In place of a traditional campus bookstore, Amazon has deployed Lockers across campus and built t
a space that features a package pick up desk, technology showroom, and lounge area for students to {

a

Amazon Campus

li: Student Customer FAQs

Q4: What do | get when Amazon is on my campus? Students get a number of benefits when Amazon ig

the co-branded experience on Amazon, students receive Free One Day shipping on textbooks to campus
textbook selection, the ability to pay with their university ID card, and the ability to pick up Amazon.co
campus. On campus, all students will have access to an Amazon StudentLounge.

Q5: How do | activate the co-branded experience? Students at client universities will have four method
branded experience: 1) visiting the co-branded subdomain directly by typing the URL (berkeley.amazon
clicking an external link, 2) joining the Amazon Student program and selecting their school, 3) shopping
their school’s Learning Management System, 4) clicking on a Student Store merchandising placement o
customers have opted in, they will see a persistent co-branded toolbar on the top of the page wheneve
Customers can turn the experience off at any time by navigating to the ‘Account Settings’ menu in ‘You

Q6: What de | get if | sign up for Amazon Student when Amazon is on my campus? Amazon Student m
the standard benefits of the program plus Free One Day shipping to the campus area on millions of top
benefits include Free Two-Day shipping on Prime eligible items, unlimited instant streaming of Prime Ing
access to the Kindle Owners’ Lending Library. The cost of a Student membership will remain $39/year.

Q7: Why aren’t there any ‘grab and go’ items available for purchase at the Student Lounge? At launch
products to customers “on demand” at the Student Lounge because we do not have a Point of Sale syst
inventory for sale on site. However, we intend to offer this in the future for a small selection of top-selli
meantime, customers may order items displayed in the Lounge by using the bar code scan feature in the

Q8: Why is Free One Day shipping limited to campus addresses? Why don’t | get Free One Day shippi
By working directly with a university, Amazon is able to reduce costs associated with shipping orders to
to pass on to all students at the school via Free One Day shipping for textbooks, and to our Amazon 5tuq
Day shipping on millicns of other eligible products. However, in order to provide these benefits at no ad
the geography in which we offer this benefit to those zip codes served from our on campus delivery stat
members always receive Free Two-Day shipping on Prime eligible items, to campus or most other addre

Amazon.com confidential

@ Your. mexaces
PRE READY

GET POV %

his textbooks. He opens his email notification and
chooses to “Get Pickup Code”

e A
oRpER ToTAL $2.38

Josh gets hungry browsing all the great snacks
available and decides to add a bag of Cheetos to
his order.

@ Josh is at Amazon@ASUC Student Union picking up @ The link automatically opens the Amazon app where Josh sees that his order will be

ready in 2 minutes and that he can add snacks 1o his order and pick them up instantly
Anna, the backroom associate, gets a pick task for Josh's boxed textbooks and scans it
into a locker

Josh waits while his textbook and Cheetos are being prepared for pickup.
Anna gets another pick task. She scans the Cheetos, bags them, and places them into
the same locker as Josh's box
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Amazon Campus Amazon.com confidential

Amazon Campus Launches First Multi-Channel Student Store at the University of California Berkeley

www.amazon.com/Campus & berkeley.amazon.com

SEATTLE-(BUSINESS WIRE) — August 31st, 2014 — Since returning to school for the Fall semester, Berkeley students have
experienced a fresh take on the college bookstore as the new Berkeley Student Store opened at an online address:
berkeley.amazon.com.

The Amazon-run online Student Store brings Amazon’s broad selection, low prices, and convenient shopping experience to the heart
of Berkeley’s campus and offers a number of additional student-focused features. With the launch of the Student Store, Berkeley
students can now pay for any purchase on Amazon with their Cal1Card, buy course materials in any format via links in Berkeley's
Learning Management System or directly on Amazon.com, pick up orders at convenient locations across campus, and receive FREE
One-Day Shipping on textbooks sent to the campus area. Amazon Student members at Berkeley are eligible for FREE One-Day
Shipping to campus on millions of additional products plus FREE Two-Day shipping on millions more.

“I've been an Amazon Student member for two years,” explained Senior Aubrey Bripasgn, “Getting the extra free one day shipping
was huge. I've been ordering everything from Amazon since | got back to school. | may never have to leave campusagain.”

Students can access these campus-specific payment methods and shipping benefits, along with the full selection of custom
textbooks - typically available only through the university’s licensed bookseller - by activating the Berkeley co-branded Amazon
experience when they visit berkeley.amazon.com, sign up for Amazon Student and select ‘Berkeley’ as their schoaol, or click on links

to Amazon within the Berkeley Learning Management System.

In place of a traditional campus bookstore, Amazon has deployed Lockers across campus and built the first Amazon Student Lounge,
a space that features a package pick up desk, technology showroom, and lounge area for students to study, meet, read or just relax
in between classes. “Getting my textbooks was way easier this year. Instead of making the trip to the store to pick out my books
and wait in line, | simply went to berkeley.amazon.com, paid for my books with my Call Card, and came down to the Student Lounge
to pick them up the next day,” samare, “I spent less than 10 minutes on the entire process.” Inside the Student
Lounge, Amazon offers students free access to Prime Instant Video and Prime Music streaming. “It's my new favorite spot to crash
in between classes,” said John White, Junior, "l didn’t even know Amazon had so much streaming video until | logged on to the Wi-Fi
network in the lounge, and | definitely didn’t know you got it for free with Amazon Student. | just cancelled my Netflix subscription.”

Kelsey Finn, Director of the ASUC Auxiliary & Student Union says Amazon brings a combination of great prices, great service, and
innovation that is unigue in the college bookstore industry: “When we issued our RFP, we specifically asked for innovative ideas that
combined the best of online and physical retail. Amazen’s combination of online shopping, integration with our Learning
Management System, free next day shipping, and ability to offer in person pick up was a game changer. Plus, they are the only
partner that can offer a unique physical and digital solution, and that is important to us as learning goes digital. But what mattered
most was value for our students — Amazon textbook prices are 25% lower on average than our previous bookstore and none of the
traditional leasing companies could match that. Amazon’s model aligns perfectly with Berkeley's strategic priorities of affordability

and cutting edge services.”

The opening of the Student Store marks the launch of Amazon Campus, a new service aimed at providing universities with a low cost
alternative, or supplement, to the traditional bookstore while simultaneously making shopping for textbooks and other college
essentials more convenient and affordable for their students. The Amazon Campus service provides universities with a co-branded
shopping experience, an on campus delivery operation, and the Amazon Student Lounge, which includes a pickup desk, technology
showroom, and meeting/study space. For more information on Amazon Campus, visit www.amazon.com/campus.
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Include both
and

FAQsS
FAQsS

Include the hard questions

Share your Press Release early
to gather questions

Stakeholder FAQs
Here are some questions that your internal stakeholders might like to know
about. There will be unique FAQs to your project, here are some examples of
Stakeholder FAQs to get you started.

-
-
-
-
-

Why is this customer problem or opportunity important right now?
How will we know if this raises the bar on customer experience?

How do we know if we're succeeding?

What's provoking the most internal debate?

What if this product/service is a runaway success? Is it scalable over all

our customers?

What if this product/service is a failure? Is it simply lost resources? Or

more?

Are there trust buster:
How does it work? (i.e
What is your plan for |
What is the problem y
How does the solutior
What is the estimate ¢
How will customers' q

notification)
What is the timeline f

What are the similariti
What other solutions

Customer FAQs

Put yourself in your customers' shoes with these sample FAQs. There
will be unique FAQs to your project or program, but here are some
Customer FAQs examples to get you started.

- L] L] - - - - - - L]

- - L] L] - - - - - -

How do | find this? How do | get started?

How do | [complete the main task - e.g. Return an item]?

How can | get help, if | have a problem?

Can | use this on my mobile device?

How does it work? (i.e., features and functionality)

How is this different than what <insert a tool> offers me today?
Can | use this on all of my devices?

What do | need to know? (i.e., policy change)

What do | need to do before | can use it? (i.e., sign-in)

Does this cost money? If so, how much does it cost and how will |
be billed?

Are there things | need to manage or keep track?

Which features will | care about the most?

Which features will | care the least about?

I'm expecting to be able to do <insert a task>, why can't | do that?
What happens if | use it the wrong way?

What if | change my mind and no longer want to use this?

Why wouldn't | just use this/do this on <insert a tool>?

Where can | learn more about how to use this?

Who do | contact if | have a problem?

What if | have suggestions about how to make it better?
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@ Josh is at Amazon@ASUC Student Union picking up @ The link automatically opens the Amazon app where Josh sees that his order will be
ready in 2 minutes and that he can add snacks to his order and pick them up instantly

his textbooks. He opens his email notification and
chooses to “Get Pickup Code”

Show the
Rough idea - rough drawing

por wors [ v =2 ]

DRDER TerAL: $2.38

Match of visuals to
,
of your idea
@ Josh gets hungry browsing all the great snacks

available and decides to add a bag of Cheetos to
his order

Most beneficial experience

Anna, the backroom associate, gets a pick task for Josh's boxed textbooks and scans it

into a locker

Josh waits while his textbook and Cheetos are being prepared for pickup
Anna gets another pick task. She scans the Cheetos, bags them, and places them into

the same locker as Josh's box
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ynowing that Amazon will send them the right sized diaper at the righflmc. ! 'a &A e (. ’ 7
me baby might need just one box of size | dmpcm but need as many as cnbhl

boxes of size 4 diapers. To complicate matters, weight — and not age — is the best predictor of a baby’s diaper size.

here

With Amazon’s Subscribe & Save program, customers previously created diaper subscriptions in a specific size which
was replenished until the customer decided it was time to move up a size. This meant that parents needed to anticipate the
change in diaper size and either cancel their existing subscription to create a new one, or go to the Manage Your
Subscriptions page to update the existing diaper subscription with the new size. This caused endless frustration for
parents, added to the stress of having a new baby, and the experience ran counter to the concept of a subscription that

should run smoothly with minimal toych points.
Nol & swd Npwe £or LKS

With the introduction of the new auto- sn7|ng featurc customcrs who subscribe to diapers will be asked to provide their
child’s weight, in addition to the existing child info. They will then be able to set up a single subscription that will take
them through the various sizes at the right time. Customers will be notified before the next box of diapers is due to ship
that it has automatically sized up — if it’s too soon, there will bE sit lc one-click process to keep the current size.

“1 le SUSSC C W S AV uta"mer cm L 5tq.retum boxes that were one size too small, which

actually increased .; ys Mara Steiner, who has used Subscribe & Save for her baby needs for several
years. “As I expect my secona d, I am very excited at the thought of having the right size diapers show up at my door
each month. New parents have enough to do without having to keep calculating which size of diapers they should be
buying for their baby.”

ized diaper for their child at the right time,” sAid G@reg, director of Subscri
& Save. “This single subscription experience for diapers will ensure that customers can de upon Subscribe
do the work for them, and never have to worry about changing size as their children grow.”

1o

Amazon’s Subscribe & Save ships thousands of items to their customers on a regular basi
additional discounts. With the diaper subscription service, the program has
new parents.

To learn more about Subscribe & Save’s diaper subscriptions auto-snzmg. £0 1o www.aniam

B ¥ Wi VY Mdile 7
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What is it?

The Digital Innovation program, built around Amazon’s distinctive ‘Working Backwards’

mechanism, is designed to help our customers build new capabilities on the AWS platform to
address their most pressing customer needs.

Our Customer

JABIL

e

LLOYDS BANK

A A
[

redefining / standards

bp{::}

’7/9 tri go PSA PEUGEOT cnmo'Em Balfour Beauy

The following are additional selected examples of recent Digital Innovation engagements.

(ﬂ)ZORLU RioTinto & Santander Deloitte mcu

<N : il rave B Wreck
RICOH ~'zepF BMXOEY gitcnce ot Mlhgyr N3 1 wearcavs @@ U tu "B, @shell
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The principles behind our
organization, architecture,
mechanisms, and culture

%g

DEFINE a new product, service,
or experience that will delight
your customers; start with the
customer and work backwards

{@{é}

BUILD your new digital
offering to life; test it with
your customers

Let's partner to invent something your customers will love.

Senior executive business sponsor
Specific customer problem or opportunity

Investment in workshop and prototype

You bring:

Amazon brings:
Innovation expertise
Executive workshop facilitation

Prototyping capability and credits



Outcomes

DI DBM

SA

Account

Identify

» [ntake form

» |dentified customers who
are interested in DIP

» High-level insight into
Amazon innovation process

Introduction to DIP

Identified
customer

Engagement meeting
with customer

Manager

DIP engagement
request on SFDC

Engage

» Executive sponsors built

» Commitment to form Squad
for 3 to 4 months

» Executive understanding of
mechanism

= Customer & Problem
identified

¢

CUSTOMER
QUALIFICATION

Pre-work

assignment &
Frame the
Challenge Interview

Define Capture
Document

Define

» Completed outlined PRFAQ &
Visuals

= Strategic alignment between
customer and AWS

= Specific solution project
identified

» Relationship with senior
business owners

Build

» Refined PR and
comprehensive FAQ

» Expert Visuals
(Storyboard)

» Suggested AWS Services

» Prototype of solution

PRFAQ refinement

Full WBW
(1 day)

Engage Capture
Document

¢

AGREEMENT TO
PROCEED

SPONSOR OR
EXECUTIVE REVIEW

& Expert Visuals

Solution Workshop
Experiential /
Technical

Prototyping

Path-to-Production
Document

\ 4

Realize Value

» Beta / Market-ready
solution

» Scalable architecture design
and deploy

» Customer at Cloud
Exploitation stage or Cloud
Realization stage

Build cloud-based
q q +—
innovation platform

Build Enterprise-wide
innovation capacity

Deliver new digital
offering at scale

¢

FINAL EXECUTIVE
REVIEW






Al enabled bank of the future

Industry: FSI

) Bl s Sl cl
Emirates NBD

Emirates NBD is Dubai
government-owned bank and is
one of the largest banking groups
in the Middle East in terms of
assets.

Building personalized retail
customer banking experience

L to R: Vinod Krishnan, Head of Commercial Sector, MENA at Amazon Web
Services (AWS); Paul Misener, VP, Global Innovation, Policy and
Communications at Amazon; Suvo Sarkar, Senior Executive Vice President
and Group Head - Retail Banking & Wealth Management at Emirates NBD;
and Ahmed Al Marzouqi, Executive Vice President and General Manager of
Retail Distribution at Emirates NBD



Enhanced Field Service Engineers quality outcome

Industry: Oil & Gas

Baker Hughes

Baker Hughes is an energy technology company with operations in over
120 countries, developing and deploying the technologies to take energy

and industry forward.

New web-based application, ‘Soluionizer’, empowers FSE (Field Service
Engineers) to provide a fast and thorough resolution on recurring simple

Site issues.
Automatic solution and issue tracker with reducing issue resolution time



Personalized Fertility Consultation at Your Home

Industry: Pharmaceuticals

PHARMACEUTICALS

Ferring Pharmaceuticals is a private multinational biopharmaceutical
company specialising in areas such as reproductive health, maternal
health, gastroenterology and urology. Ferring has been developing
treatments for mothers and babies for over 50 years.

Launched in Great Denver metro area, a new service of a simple,
convenient way to explore fertility treatment options from your home



Collaborative Innovation

Industry: Logistics

Portbase was founded in 2009 by Port of Rotterdam and Port of
Amsterdam and it has the broad support of the business community. Its
ambition is to make Dutch ports the smartest in Europe by facilitating

data sharing between companies and governments, resulting in more
efficient information exchanges at a lower cost.

Established model and methodology to drive collaborative innovation
with advanced data analytics and improved business agility



Deliver digital media content on personalization

Industry: Media

RCS

RCS MediaGroup, with 1B turnover in 2018 and over 3,000 employees, is
one of the main European publishing groups. It is a leader in newspapers
in Italy and Spain and active in magazines, television, radio and new

media. In Italy, the RCS Group publishes Corriere della Sera and La
Gazzetta dello Sport, leaders among national and sport dailies.

Prima Edicola App allows readers to easily receive on their smartphone
personalized updates on the latest editorial news.

Improved customer experience of digital media content with upselling
correlated products to newspaper



Visualize connection on Al-powered graph DB

Industry: Publishing

THE
GLOBE
AND
MAIL*

The Globe and Mail is Canada’s foremost news media company, reaching
more than 6 million readers across print and digital every week.

Developed Al-powered graph database with visualizing connections

across people, events, organization and etc. to help journalists see
relationships easily and visually

Readers are able to examine data behind the stories on a higher level of
transparency.



Enterprise Transformation

Industry: Manufacturing

Al " TRUSTED T0 PERFORM™

Whelen Engineering is a family business with global impact. The
company has been a leader in manufacturing automotive, aviation, and
community warning systems since its founding in 1952.

Developed an advanced data analytics platform enabling customers
easily manage their devices, fleet and personnel which delivered
improved customer experience.

Transformed to Enterprise-wide organization and upskills for cloud
Innovation
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Agenda

LG & LG Leadership Academy Overview
LG Key Initiatives

Activity with AWS (2019~)

Business Results

Next Step



| G Overview

Pioneering Korea's chemicals and electronics industry since 1947, LG is now moving forward with
innovative products and services.

l

Korea's 1st Korea's 15t

..
el i

World's 1st

Facial cream toothpaste TV Battery for EV OLED TV o
Entered Entered Entered G th
Chemicals Electronics Communications J Sevices rO\.N

| industry _ industry Jindustry _ Eng‘;‘!nes
{ JAELY, {@: 1959 {@):1996 {@):2009 ’
Started Korea's Korea's 1st Pionner of LTE
Plastics industry Redio Wired and technology
wireless ()
u communication E) 2

Automotive Components Energy Solutions



| G Overview

Business Best Optimized for Convergence

Electric Electronics Components

LG Electronics
LG Displsy
LG Innotek

Chemicals Materials Biotech

LG Chem

LG Household & Health Care
LG Hsusys

Farm Hannong

Communications Servicee

LG U+

LG CNS

LG International
Pantos Logistics



| G Overview

Global Business Status: With 230,000 employees worldwide, LG's annual revenue reaches about
142 USD billion.

Korea HQs

Empoloyees Factories R&D Fadilities

© & CI Cie
GG e 0 140« 40 70
i @ U @, ©
Q;Gj ngj & i HE ®C@@._-L Global
. 5 O G =L 5 CL - o
LR B e T o B
i @ @Q/ Q@ Q; Empoloyees OvelseasCorps R&D Fadilities
@ @ & G, 90« 280 19
&
& :
&, & Annual Revenue



LG Academy overview

LG Leadership Academy has a role as culture and Communication Center in LG Group

P . - S, e T MRS
O Established : 29t"-November, 1988
O Faculty (Average per Year)

- Internal : 900 (LG Executives: 80)
- External : 300

O Programs (Average per Year)
- In-Class 80, On-line 330

O Attendance (Average per Year)
- In-Class 24,000, e-Learning 130,000

O Customer Value Creation
- 'Challenge to do something for the world no one did, - Founder Chairman Koo

O Respect for People (People-Oriented Management)
- People are the ones who create the value

O Management by Principle (Jeong-Do Management)

- Fair, honest, abide by law, transparent

O LG Way

Behavioral Jeong-Do
Mode Management

Management Customer- People-Oriented
Principles Value Creation Management




LG key Initiatives
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Activity with AWS (2019~)

Culture of Innovation M| O|LIE S} Of”f-‘-9| SAMERIE OF W HER-S0A 2715t
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Amazon Culture of Innovation Al|O| L} &ISH

02019 9Y(AE7|ZIE A A 386H), 11 (Online2t& X2 /HREI /DU EE A CHAH 873 )
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1. Intro
Where Innovation begins
2, Culture
Customer obsession, hire builders, let them build, support them with a belief system
3. Mechanisms
Encoded behaviors that facilitate innovative thinking
4, Organization
Small, empowered teams that own what they create
¥A | 20194 9% 17%(%f) 09:30 - 11:00 ¥4 | 20194 118 29%(3) 09:30- 11:30
¥4 | LGEHEY 2 Xstii2Y B4 | 03 NO|AALT SHNUME(ISCE) 55 AHLE 5. Architecture
4% | LG 48214N2 4% | L& 22ANY, TRYH(MH2YY), HR HZ 74¢ Structure that supports rapid growth and change
24 | AWS(Amazon Web Service) YXIA E4% ZM | AWS(Amazon Web Service) Y34 £5%
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Activity with AWS (2019~)
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Activity with AWS (2019~)
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Activity with AWS (2019~)
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Business Results

—
—

I ECj

—
O
L—

e

271 X| Key Initiatives

Open
Innovation

Sl

2
= O
(-

0) 4
Use Case

INELPISN



Next Step
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