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Sell More At a Higher Price For Longer Periods of Time

- Increase shopping traffic

- Become a go-to destination to 
support the shopping journey

- Drive users through to purchase 
at a higher velocity

- Drive trust in the quality and 
longevity of products

- Compel shoppers with higher-
end products and features

- Encourage add-ons of additional 
services or products 

- Establish a service-oriented 
relationship for longer-term 
shopping cycles

- Become a top-of-mind destination 
for full portfolio of offers

- Sell 3rd party products with 
strategic partnerships.

Overview & Objectives | From the Business



Overview & Objectives | CX UX Team

Improving the user 
experience based on 
data and user research

Creating and promoting 
features and content that 
demystify the product 
selection and purchase 
process

Establishing a new 
creative platform and 
modernizing the look, 
feel, and interaction 
design

Streamlining the site 
build and administration 
experience
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Key Scenarios

Distress Buyer

Home Renovation

Product Upgrade
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Journey Map





Insights and Learnings
LG CURRENT STATE JOURNEY
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LG.COM Project Roadmap

ShoppingExplore Buying Ownership

- Personalized Content, 
Promotions, 
Recommendations

- Buying Guides
- Favorites
- Shoppable Rooms 

(Standard + AR/VR)

- Find Your Perfect Product
- Product Search
- Favorites
- Compare
- Bundles + Promotions
- PLPs
- PDPs

- Add to Cart
- Cart/Checkout
- Express Checkout
- Cancellations
- Returns

- Product Reg
- Show Me How
- Support
- Repairs
- Data-driven 

Customer Care
- Favorites

DiscoverInspire Select Post-PurchaseConsider Purchase



Homepage Search

Shop Support

PLP Guide PLP Detail

Shoppable Rooms

MyLG

Perfect Product

PDP/ADP

Add to Cart Cart/Checkout

Shopping

Deals + Promotions

Buying Guides

Ex
pl

or
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My Products

Buying

Confirmation

Product Reg

Repairs

Subscriptions

Favorites

Pers. Info.

Ownership

Manuals

Service

Show Me How

Site Architecture



Shopping Flow Overview

PLP Guide PLP Detail

Shoppable Rooms

Search or Smart Filter

PDP/ADP



Shopping Experience
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SHOPPING UX | Screen Overview

PLPs PDPs
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SHOPPING UX | Screen Overview

Compare Tool
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SHOPPING UX | Screen Overview

Shoppable Rooms
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SHOPPING UX | DISTRIBUTED GUIDE CONTENT

LG Multishop 2.0 allows LG to 
anticipate and answer shoppers’ 
questions while increasing the user’s 
velocity towards purchase.

The PLPs prompt users to answer a 
questionnaire to help select a 
product.

Guide content is positioned 
strategically before key decision 
points. 

Guidance and help content opens in 
tooltips or overlays where necessary, 
giving users valuable information 
without pulling them out of the funnel.

PLP Guide

Filters
PDP
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SHOPPING UX | PLP GUIDE VS PLP DETAIL

LG Multishop 2.0 employs two 
different varieties of Product 
Listing Page to provide the 
right level of guidance for a 
user’s context.

Shop by Product

PLP Guide

Ex. TVs, Refrigerators

PLP Detail

Ex. OLED, French-Door 
Refrigerators

PLP Guide PLP Detail

The top level PLP Guide pages 
feature guide content up front for 
users who need more guidance in 
the category 

The deeper PLP detail page has 
guide content woven into the 
grid wall for users who might not 
know they need help.
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SHOPPING UX | ENHANCED FILTERING

For users who prefer to use 
traditional filters, both the 
filtering taxonomy and 
interface will be improved in 
BlueSky.

The enhanced filter taxonomy 
(not pictured) will focus on 
user need and product 
benefits to demystify the 
product selection process.

Filters which would benefit 
from further explanation will be 
defined using tooltips.
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SHOPPING UX | FIND YOUR PERFECT PRODUCT

Each product category will have a 
brief questionnaire for users to answer.
After answering 3-6 questions, we’ll 
return them with our 3 best product 
recommendations.

”Find Your Perfect Product” is made 
possible through improvements to the 
taxonomy and specs that power 
filtering and personalization.
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SHOPPING UX | NEW COMPARE TOOL
Compare Tray Compare Overlay

New compare tool is accessible from any product on the site, 
opening the comparison table in an overlay instead of pushing 
users to a new page. Comparison table is based on revised 
specs and focuses users on the key differences between 
products. Comparable products are recommended to the 
user at the bottom of the overlay to help usher them through 
the selection process
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SHOPPING UX | SHOPPING: SHOPPABLE ROOMS
WORK IN PROGRESS

A tool for users to explore a variety of 
curated rooms featuring hot-spotted 
LG products.
In the future, rooms may include 
furnishings and products from 3rd

parties, available for purchase through 
LG.com
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SHOPPING UX | NEW PRODUCT CARDS
The base element of the PLPs, the Comparison feature, and Shoppable Rooms is the Product 
Card. Product Cards are available in List or Grid view in most places they’re found on the site.

Hovering on a card 
exposes product 
benefits

Grid Card

List Card

Both types of cards have omnipresent 
“Favorite” buttons, drawing inspiration 
from social media and AirBnB.
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SHOPPING UX | SHOPPING SEARCH
LG Multishop 2.0 will employ a state 
of the art search utility focused on 
identifying user intent and meeting 
them with the content or 
functionality that suits their context

Prompted query and popular terms 
help users know what to search for

Shoppers are encouraged to use 
the Perfect Product finder

Predictive results have bespoke 
displays for main query types Category query

Topic query

SKU query
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SHOPPING UX | PRODUCT DETAIL PAGE
LG’s new Product Detail Page focuses 
on comprehensive and 
comprehendible product content 
while touting bundles and promotions 
available to the shopper

Ownership call out treats owners with 
respect and gets them to the content 
they most likely need

Bullets provide concise product 
benefits, and expose more info on 
hover

Installation and ESP promotion

Bundle builder/promotional space

“Add to Cart” CTA, and product 
name/price follow the user down the 
page as they scroll.
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SHOPPING UX | Special Offers

Promotions provided in tabs based 
on product or promotion categories

Selected promotions and products added to 
item, listed with savings and total overall price 
for bundle

Enough details for each product or 
promotion are provided here so 
that users may make a decision 
without navigating away

Base product listed in persistent bar 
with price

Total savings and cost for package of base 
product and additions
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SHOPPING UX | PRODUCT DETAIL PAGE

Features and Specs are presented in tabs with 
key benefits called out using user-friendly 
language. An “All Specs” table is available 
within the tabs.

To help users understand what comes with 
the product they’re buying, the PDP features 
a section for “What’s Included”, along with a 
section of add-ons and accessories called 
“What You Might Need”

Item name and price and ATC button are 
persistent as the user scrolls down the page.
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SHOPPING UX | PRODUCT DETAIL PAGE

Reviews are called out prominently, surfacing 
overall customer ratings and touting the most 
helpful reviews with the highest star rating.

Customer photos sourced from reviews 
and Curalate provide users with context 
and inspiration to make the purchase.

Ownership breaker quickly paths owners 
to the content they need. 
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SHOPPING UX | PRODUCT DETAIL PAGE

At the bottom of the PDP, we can assume 
the user is not interested in the product at 
hand, so we recommend 1-3, comparable 
products, personalized to the user based 
on affinity models– what products they’ve 
looked at what products they’ve passed 
over.

User may tap the product card or merely 
keep scrolling down to open the next 
recommended PDP.
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SHOPPING UX | Figma Files for Dev & Visual Teams

All files were packaged in full breakpoints, 
componentized within our MUI library, 
Annotated with sticky notes next to every 
screen that was connected to our Jira 
tickets showing requirements during our 
demos for all to see.
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SHOPPING UX | Visual Integration

PLP PDP



Roadmap & 
Next Steps
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ROADMAP | HIGH LEVEL ROADMAP (WIP)
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• BUYING: Cancellations 
& Returns

• GNB MVP
• BUYING: Core 

Cart MVP

• BUYING: 
Dynamic 
Scheduler M&E 
& BSKY

• BUYING: Core 
cart & 
Checkout MVP

• OWNERSHIP: 
Search MVP

• SHOPPING: PLPs 
MVP

• BUYING: ESPs

• SHOPPING: 
PDPs MVP

• EXPLORATION: 
Homepage MVP

• FNT MVP

• OWNERSHIP: 
Account MVP

BSKY GNB, CART & CHECKOUT DEV/ QA/ UAT

TARGET: 
APRIL TBD

TARGET: 
JUN TBD

• Remaining Development timelines TBD as team are 
working in Agile fashion 

• Roadmaps aligned weekly between Tech, Product & 
Design to update as progress, evaluations and 
assessments are determined

CURRENT GNB DEV/ QA/ UAT

• PREVIEW: Shopping, Search, 
Account, Homepage, FNT

• BUYING: Core Cart MVP


