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North Star: Customer Experience 4Ps in the B2B & B2C Marketing
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Unlocking business value in complex B2B2b2C ecosystem

Turning data into actionable impact through the power of 4Ps
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Navigating the Fragmented
V2B2b2C Value Chain

Brand is won or lost at the last mile and we need visibility
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The Blind Spot: We know what leaves our warehouse,
not what moves off the shelf.

The Ecosystem The Systemic Failure

Operates via multi-tiered, Historicall h isibility into "Sell-in"
independent network spanning b b e LS Ly L

from OEM, independent shipments and lack of real-time data on
aftermarket business, distributors SeII—throu'gh and “Sell-out _ . I ~
and workshops to end consumer. 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

Workshop (b):
The ‘Black Box' Opportunity

Winning the mechanics trust to drive product recommendation, influence of repeat purchase

SELL-IN DATA SELL-THROUGH DATA SELL-OUT DATA
(Standard Shipment Visibility) (Real-time Order Capture) (Loyalty Program Scan-to-Earn Validation)

* Bridging the Enablement Gap: * |lluminating the Black Box: » Generating Organic Demand:
We must learn who opens our boxes and Empowering the ‘b’ validates Sell-Out data Winning the mechanic's trust creates a
how they use the product. and drives actual market consumption. bottom-up ‘pull’ that scales organic loyalty.




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”

Market Expansion & Value

Focusing on increasing
order value and aggressive
market penetration (e.g.,
fast-track distributor
onboarding).

TRANSFORM <

CX & Digital Ecosystem

Changing how we sell by
digitizing the route-to-
market and building a loyalty
ecosystem to bridge

“Digital Islands”.

Operational Excellence

Protecting the core business,
stabilizing digital platforms,
and standardizing execution
through sales capability
building.




Operationalizing the Strategy

Anchoring scalability requires bridging culture with digital enablement across four fundamental pillars.

PERFORMANCE PROCESS
N
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Metrics focusing on digital engagement, conversion, Digital-first workflows connecting Sales and

customer satisfaction (CSAT), and Customer Marketing to deliver consistent, streamlined
Lifetime Value (CLV). v experiences.

PEOPLE Valvoline. PLATFORM
AL Gilobal

Cross-functional teams empowered with data, An integrated technology stack providing
transitioning to Al-powered, self-driven capabilities transparency and a single customer view.
via a unified learning ecosystem (LMS 2.0).




Connecting Central Intelligence to frontline action

Transforming ‘Digital Islands’ into a ‘Single Customer View’ through an integrated MarTech stack

Strategy & Intelligence (The Brain)

Marketing Cloud & CDP: Unifies structured and unstructured
customer data for smarter targeting and segmentation.

Engagement Layer

CRM (Salesforce): Centralizes interactions to accelerate Traceability: “One Bottle, One Code”
lead conversion and account growth. logic ensures full traceability from factory
coding to sell-out consumption.

Field Execution

WeChat Mini-Programs & BeatRoute (SFA): Guides reps,
captures standardized data, and runs mechanic loyalty.

Foundation 1.Coding  2.OutboundScan  3.InboundScan A4.Sell-Out Scan

ERP (SAP B1/ECC): Core system for inventory and (Sugplv BChalin) - Dlswbu‘:orr‘ sells : thaakshop . Cgr&sump(tjion
S - "One Bottle, to Workshop validates ewar




Closing the loop from insights to impact

Translating digital enablement (“soft” metrics) into measurable volume growth
and premium mix shift (“hard” metrics)

Key Commercial KPls
SCAN:

Scan-to-Earn / @ Callout 1: Activation Rate & MAU:
Task-to-Earn Tracking workshop engagement and
‘ REPEAT: scan-to-earn coverage

' Incremental
- Sales Lift @ Callout 2: Reward Cost per Incremental Sale:
) Balancing loyalty program cost
.4 versus margin

= EARN:

Points & Tier © Callout 3: Premium Mix Shift:
Management Driving an increase in the percentage of
premium products purchased by members

REDEEM:
V-Mall Rewards /
Product Finder

@ Callout 4: Share of Wallet: NPS & CSAT_
Increasing the total workshop ~ High
lubricants sourced from Valvoline




Lead with priority, execute with purpose

Focus your teams on the few experience moments that matter most, leveraging a self-reinforcing ecosystem.

CUSTOMER EXPERIENCE (CX) DIGITAL ENABLEMENT (DEX) TRAINING & LEARNING (TLX)
THE HEART THE BRAIN THE MUSCLE
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Driving emotional connections, loyalty Establishing data transparency, automated Evolving internal and external partner
retention, and increased "Share of Wallet” processes, and a unified customer view capabillities to ensure the brand promise is
through relationship-based mechanics. across fragmented channels. executed flawlessly at the last mile.

The Bottom Line: Ensure every digital investment directly correlates to measurable revenue growth and lasting brand advocacy.
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