






Customer Journey Mapping



Navigating the Fragmented 
V2B2b2C Value Chain

Valvoline (V) Distributors (B)
End-consumer

(C)

The Blind Spot: We know what leaves our warehouse, 
not what moves off the shelf.

Workshops / 
Retailers (b)

Brand is won or lost at the last mile and we need visibility

Operates via multi-tiered, 
independent network spanning 
from OEM, independent 
aftermarket business, distributors 
and workshops to end consumer. 

Historically we have visibility into ”Sell-in” 
shipments and lack of real-time data on 
”Sell-through” and “Sell-out” 
consumptions at the last mile.



Shifting from a ‘Push’ to a 
‘Pull’ Demand Engine
To win, we must stop just “Shipping boxes” 
and EMPOWER channel with digital



Lead with clear priorities to cut 
through the Noises 
“Priority” is our hidden decision rule. Sequence initiatives based on market maturity for 
”Moments that Matter” 



Operationalizing the Strategy 



Connecting Central Intelligence to frontline action



Closing the loop from insights to impact



Lead with priority, execute with purpose




	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12

