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© 3M 2025. All Rights Reserved. 3M Confidential. 3M



3M Global Sales in 2024

Consumer Transportation &
Electronics

$4.93B $7.43B
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SIBG Sales in 2024

Personal Safety Industrial Adhesives
31% & Tapes
S11 billion y
Abrasives
12%
Industrial Minerals Electrical Markets
5% 12%
Industrial Specialties Automotive Aftermarket
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Industrial Industrial Converter Direct
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Industrial
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B2B Acceleration Priorities

80%

Of SIBG sales
are Channel Sales

Define the Future of Channel

Develob channel competencies Develop channel segmentation strategies
P P Build strategic plans with prioritized channel partners

Refine operational plans to drive execution
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Agenda

1. 3M Channel Management Framework
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Channel Management Framework

The 4 Pillars of Superior Channel Management

Pillar #1: Pillar # 2. Pillar #3: Pillar #4:
Strategy and Organization Policies & Processes Program & Support Sales & Execution

Share Gain Partner Selection,

Channel Strate
X Partner Agreements [
programs & tools Deselection

and Development
‘One 3M Face’ to

Organizational
Development and Launch.e58.n qnine Mgmt, Marketing,
A Communication Events I
Upskilling and Operations
1.} POS reports, . | |
Organizational ) Digital Support and Joint Planning and
Various Database X
Structure Development Execution
Mgmt
Me::;trz(rer:ent Channel Training ¢ RiA DSR Incentive
: y Product X-Ref SremrEng programs
strategic planning
Channel Management Channel Operations Channel Marketing Channel Specialists
Business Management Business Services Divisional Marketing Sales Manager / Reps

Common System, Process & Tools — SAP ERP, Salesforce.com CRM, HR Systems, Business Services
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Agenda

2. Asia Go to market Model
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Asia Go to Market Model complexity

3M ASIA

Retailers / Distributors Marketplaces
. . 1P Seller
Brick & Clicks Pure Play First Party Seller ThiPPSellgr"
Omnichannel Pure Play ird Party Seller

v v b 4 ) 4 ) 4
A 4 \ 4 4 A 4 v

3M ships direct to 3M ships direct to 3M ships direct to 3M ships to a distributor 3M uses a third party
Distributor/Retailer, Distributor/Retailer, marketplace (e.g., (current or new), who handles logistics (3PL)
who handles listing & who handles listing & Amazon), who handles 3P seller account and logistics partner to handle
selling & fulfillment selling & fulfillment selling and fulfillment on the marketplace end-user fulfillment
Additional costs to consider: Additional costs to consider: * Distributor can sell exclusively *  3Mruns 3PL seller
: gc:r:ﬁ:r:\tannel marketing / : 8i:;:12n:narketing / 3M or muiltiple brands account
demand generation demand generation * 3Pseller acco.unjc can be 3M . 3P.L o.nly charges for
Promotions/price offs - Promotions/price offs branded or Distributor branded shipping and storage
Etc... +  Etc... *  3M may or may not have direct fees

relationship with marketplace

* Additional variation, to be
© 3M 2025. All Rights Reserved. 3M Confidential. 3M negotiated with distributor



Asia Go to Market Model

Retailers / Distributors

Marketplaces

e

. . 1P Seller
Brick .&hC|IC=(S Pure Play First Party Seller
Omnichanne Pure Play

) 4
\ 4

) 4

) 4

) 4

3M ship
Distribu

who handles listing & who handles listing & Amazon), who handles
selling & fulfillment selling & fulfillment selling and fulfillment
Additional costs to consider: Additional costs to consider:

Content . Content

Omnichannel marketing / . Online marketing /

demand generation demand generation

Promotions/price offs . Promotions/price offs

Etc... . Etc...
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M ships direct t
marketplace (e.g.,

3P Seller

Third Party Seller

3P seller account and logistics
on the marketplace

Distributor can sell exclusively
3M or multiple brands

3P seller account can be 3M
branded or Distributor branded
3M may or may not have direct
relationship with marketplace
Additional variation, to be
negotiated with distributor

) 4

a third party
(3PL)

partner to handle

end-user fulfillment

3M runs 3PL seller
account

3PL only charges for
shipping and storage
fees
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Agenda

3. Channel Activation Playbook
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Asia B2B Digital Channel Activation Playbook

Onboarding Readiness Engagement

Product Portfolio Engagement Process

Product Content Preparation

Syndication Onboard & Align

Supply Chain / Packaging Grow & Accelerate

Contracts, Terms & Conditions Measure Success & lterate

© 3M 2025. All Rights Reserved. 3M Confidential. 3M 12



Onboarding Readiness Engagement
Engagement Process Preparation Onboard & Align Grow & Accelerate Measure Success & lterate

Channel Engagement Process

Preparation Onboard Establish Grow Measure Success

& Align Functionality & Accelerate & Iterate
Introduce strategy & Engage in Joint Prove basic Engage in Joint Establish KPIs for

engagement plan Business Planning to elements are up Business Planning metrics & tracking;

with channel partner ensure baseline and running session to plan continuous process
functionality demand generation improvement

opportunities
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Agenda

4. Deep Dive into Portfolio Readiness & Content Syndication

© 3M 2025. All Rights Reserved. 3M Confidential. 3M

14



Asia B2B Channel Activation Playbook

Onboarding Readiness Engagement

Product Portfolio Engagement Process

Product Content Preparation

Syndication Onboard & Align

Supply Chain / Packaging Grow & Accelerate

Contracts, Terms & Conditions Measure Success & lterate
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Digital Shelf Infinity Model

Optimization

Identify, prioritize and
implement optimization
opportunities.

Distribution
. | Deliver content
to required digital

commerce channels.

Management
Identify priority products and | —. r
digital commerce channels. Measurement
. . Analyze digital shelf
performance and critical
insights.
Development
Create rightsized
digital shelf content
based on priorities.
© 3M 2025. All Rights Reserved. 3M Confidential. 3M
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Do we have it: Internal Dashboard to show real time SKU content
availability and quality

SIBG WW Content Health - Product Names in SAP vs. Hybris @
For SAP Deployed Countries

SKUs

10,818

# Bases: /92 # Multi-Area Bases: 742 # Area specific Bases: 53 # Multi-Area Bases: 742

2%
4%

@ Multi-Area Bases @ Area specific Base @5 Arcas @4 Areas @3 Areas @2 Areas ®APAC @USAC @LATAM @Incl. USAC @Not incl. USAC

B

SIBG WW Content Health by Division

Basic Comtent Core Comtent

Enhanced Content

Diresion Unigque SKLUs Fain FPFM Subtotal Description Description  Awverage  Subbtotal Keywords  Thin Schema Required  Awverage  Subtotal  Subtotal ETEEELHTRREG TP S: TR e T T T e Total

Enhanced Content

Baze/locale Picture | Unaque Basic Extended  Bull=t 1-4 Filled Correct Diata Relation- Cione Basic & Phctures Application Enhanced
Transksticm Zhempt shap (=t Care Attribute
e T1

A8 - Abraszive Systems Division
AD - Industrial Adhesives & Tapes
AE - Imdustrial Specialties Division
BE - Automotive Aftermarket Div
EP - Personal Safety Division
HA - Blectrical Markets Division

‘ Total



id we share it: Salsify Custom/Generic Catalogues

Syndication service tiers

Spreadsheets
Partner stratification Capabilities
Team
Member's SIBG eCommerce SIBG Non
Hard o . SIBG Country Partners Digital Shelf Product Content
Dirives Syndication service s eCommerce - e
Custom Priority (B&C, Pure Players, Partners Monitoring gap filling
Connector Marketplaces)
Proactive EZE product Advanced Dlg}tahl Shelf
roactive produc Tier 1 v Specialist Team
syndication ter ©s (Assigned at Area & A
. ssigned at Area & Account
‘ Emerging levels)
* IMPORT +«————
) Develo
Scheduled Otther Sources On-Demand product | Tier 1, 2, Emergin'::g No No On Demand
FTPImparts syndication Emerging Support Syndication Team
. Tier 1,2
Self-Service Product o .
. Emerging & Support No No Salsify SMEs
syndication
Export
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Manage  Activate /
Engage ! Cptimize a )
) Fie Meme bt ook Fomie Duia R Ve Adomse Hep A & o ﬂ
262 tab 1 skus images only ko o . & | G
- %9 . B P i Gt S
i Fomat - s
= i " Jev ATOMsPitNumber ]
PUBLISH 2 2 ; : . s . ‘ .
| Hf Senbess Do T chasn | | st Bion ‘ - ‘ (oL ‘ i e Depon
w s Mok fomt S 408,k - S
l l l .[ l l l l l 3M" Hookit™ Microfinishing Film  3M™ Cubitron™ Il Roloc™ Fibre 3M" Clean Sanding Disc Pad  3M" Automotive Masking Tape, 7 :: ;nmw‘::m S .,WtM" I“n:s::?&- ::‘-m ;M‘P:nuh::::ﬁa:;n;::
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50 per inner, 500 per case s 1 g T P Wk T g Taps Perormanc i Tap el i b 5 0 e 4 e, 32l
u o g ot o g s e 2, Conded 00 P o
e sl e e W T S o a i yhe. e K, 381, e, T, e
amazon o R P T T T R
i 1 Bt e R Py o ot e e
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Tapes Sell-Fusieg Sibxone Rubber Tape Scolch®| ilicane Rubber T . 1* Self-Fusing Silicane Rubber
Exports 3 P S o e e e i conenngos T e vl st o
i Masking Tape,  3M™ Automotive Masking Tape, 3M" Soft Edge Foam Masking 3M" Semi-Rigid Plastic Repair, 23 Cartridges Organk Vapour Cartrusge Filtas &5 Cartridges Organic Vapour Cartridge Fiter 605 M 3M™ Organic Vapeur Cariridge Fite
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id they publish it: Digital Shelf Scorecard

A. % of Relevant Portfolio Share B. Content Quality Score

Quality Share for all SKUs by Division

3M SKUs by division  3m Divisian

Availability % of the rEh:lanl 60% Share against
29% Share. portfalio available defined all 3M Transactional Enhanced
- in Australia is 0% 48% Portiolio SKus Division SKUs Count Baseline Content Rich Content
S moT «carried by the 0% Content Content
2301 | oo ottt A ASD 796 42% 58% 0% 0%
SE— 29%
% 245 2% EMD 106 61% 35% 4% 0%
20% IATD 184 47% 53% 0% 0%
10% 1SD 35 91% 9% 0% 0%
ASD(796) o PSD 1180 52% 29% 99% 0%
= EMD{106) wASD ®wEMD mIATD = ISD = PSD Other than Portfolio 725 77% 22% 2% 0%
= IATD{184)
. . XXXXXXXX AU -Overall 3026 59% 36% 4% 0.0%
15D£35) 3M Portfolio Depth
- » PSD{1180)
2% Content Quality Levels
3 o saren sl Prilo s [ Evnanced coment
Baseline Gontent + Baseline content +
- Mising Prococt immge - Shrt Draription . Frandy Pracucs Harma Gl Toreof Velon
B e e Ve Prachucslmagm Wit . Lo Dovertpaons i Shry Moo and Long
© Siock tntarmation { Optionai) " Tt " Gnage e o lneracomas Spocificatons
- * Soecicsions - Basc © Caragory Miapring et
756 6 : - Rollover
——— — ) L >
108 [ R —— Images £ Application. - infagrmphicn, Cormpariemn Cliartz el
e o s p . - R e (S

C. Shelf Share in Relevant cat. D. Search Share E. First In Search

Personal Safety Division :- ~ Gatoglory wize Product Gount:-
L:';'Alfhvffmff'\:ﬁ Sel ity ot different page buckets for each Keyword
s e [ T
b >0 | 50 | 100 | 300 | 500 |
.'ﬂl Keywonds 15 610 11-20 21-50 | 51-100
[ comp1 || compa || compa Seit S | Zenebet |1 s s Gt
I 110 | clesninggises | smeiaa) | semze) -
s weld grinding | 67%(4) | -
o Brand presence on the platform based on shelf
208 | abwasee hand pad | 620(31) | 24%12) | 24%(24)
2 2= visibility share metrics. It keeps track of how many brand LEn TR P EE  FoEE) 31 = Goe ,“[”} e
e 130 SKUs show up in the search results for a given 235 sonding disc__| 58%(29) | 36%(18) | 27%427)
:; : search term, 178 fibre dise. A6%(23) | 14N(T) | 15%{12)
I 15 Here we are searching the given division-wise search term 35 hand pad 40[14)
15 ad0 list and finding overall visibility share against that for Narton{36.9%) Flexovit(24.0%)  Pferd(2.5%) 47 | marconhandpad | 3607 | - - -
7 20 defined self and competitor brands. 731 abrasive belts 36%(18) | 12%(6) | 58%58) |71%214) S6%(132)
E ;;g Self vs Comp 175 windingdise | 32016 | 32%06) | 15%01) | - -
o 18 | scowingpad | 2ema) | -
) - Visibili
» 1 ity Morton(42.0%) Flenovit(18.7%)  Pferd(3.0%) 177 | cutting stainkess steul| 28%{14) | EN()
18 &7 25 20%(5) -
15 57 37 finishing discs 19%(7)
L ;;" 27 cleaning wheels 19%(5) = - -
581 | sandingbels | 18%(s) | 12%(s) | 10%10) [s7wizsa)| semiso)
- Other Brands Morton(25.8%)  Plerd(D.6%)  Flexovit(0.5%) 28 sanding pad ) | - |
B sha'e_ 59.9% 15 finishing pad 13%(2) -
= 252 cutting dise. 12%(6) | E%(3) | 21%(21) | 10%(5)
2 )2;) 2.5% 265 cutting wheel 12%(6) | 20%(10] |_13%(19) -
[ 7 % S MNorton(24.2%)  Plerd(1.0%)  Flexovit(0.3%) 204 grinding wheel | 10%(S) | 42%(21) | S%I(5)
« 100 194 cutaff wheel WN(8) | 16%(8) | 16%{15] B B
7 = 760 | cutting sheetmetsl | - o) | 12%012) | omil | 26051
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T o 10
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Did it Benefit 3M & CP: eCommerce Sales Dashboard

Global eCommerce Sell-In Dashboard Data Date Range: January 2021 - January 2025 SIBG Global Marketing Analytics

*The eCommerce sales are based on an estimated % --= Estimated eCommerce Sales = Account Sales Sell-In {in 5) X Provided eCommerce Share (%)

YTD eC Sales $ eC Sales % YTD eC Sales Growth $ YTD eC Sales Growth % YTD Sales Target Sales Attainment %

LY eC Sales § YTD eC Sales § LYTD eC Sales § YTD Growth 3 YTD Growth % | Sales Target § | Attainment %

ASIA 364,072,625 $4,889,633 $4,713,090 §7178,542 3.7% $5,549,370 “31%

Total 3176, L1% BrEa
Pasia

Division LY eC Sales § YTD eC Sales § LYTD eC Sales $  YTD Growth $  YTD Growth 96 Sales Target § | Attainment % Division &0 S0 110.66%)
@rsD
AAD %6 5D
- S & i)
T ASD 1% ) 521 %)
EMD 1% ®sD
T 1ATD 3% @0 " "
15D %6 @410
T Den PO @EMD
Total $64 072 626 54 BR9 633 §4 713,090 $176.542 3.7%  §5,549370 __ 1% 1.0k (19.55)

YOY Sales YTD eCommerce Growth $ by Division YTD eCommerce Growth $ by Area

Year @202 @2022 @2023 @ 2024 @2025

5 5 M
= g 8
E a WL UL S IV o
= || m |
- e a a
2 g £ ($0.2M) so1eM) B S
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec IATD  ASD EMD AAD PSD  ISD ASIA
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Key Takeaways

* Define & Activate your Go to Market Model : Align processes to the model.

« Collaboration: Choose your partners wisely & work closely with them to tailor
content & Business Plans to specific audiences.

 Technology Utilization: Implement tools for seamless content distribution &
Monitoring revenue KPIs.

 Feedback Loop: Gather insights from partners and End users to refine content
and strategies.

© 3M 2025. All Rights Reserved. 3M Confidential. 3M 21



Thanks



Change Management Approach: 3M Science of Change

Change management and governance will be critical in the success of Channel Transformation,
countries will address this and develop a change management plan to ensure success within the

organization.

Context
Assessment

Sustain and s Stakeholder
Anticipate S Alignment

© 3M 2025. All Rights Reserved. 3M Confidential.

At 3M, we believe that change management is
a business process that results in our ability to
make transitions that achieve the desired end
state while being on time and within budget.
This is accomplished by following the 3M
Science of Change, which is an iterative
change management process that is focused

on driving new mindsets and new behaviors.
Once key behaviors to change are identified,
training is developed and deployed

This process delivers measurable results that
can be used to sustain long-term success
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