B2C SALES
MASTER FRAMEWORK

124 A2(0)A DHMONIX|7ER] HZSHE S DAL A A

22t 3 2|OM|AE https://koreabest.org

2t 2 The American Newspaper https://americannewspaper.org

Recommended Final Edition - Controlled Final Revision - 2026-09-12

Research cutoff: September 12, 2026


https://koreabest.org
https://koreabest.org
https://americannewspaper.org
https://americannewspaper.org

Contents / 22a}

PART I. B2C &gl 7|2 72

PART Il. B2C 11ZHo| F10ff A 2|

PART Ill. Consumer Buying Journey
PART IV.B2C X4 MBS
PART V. Prospecting2t 224l
PARTVI.B2CEY =242 .
PART VI, 228 L|=z o}t
PART VIII. Value Proposition .
PART IX. ¥ #HRLZ O
PART X. Objection Handling .
PART XI. Closing
PART XIl. 7tAd2|ef 2bAM=
PART XIII, &olnp 290
PART XIV. Upselling2t Cross-selling ..
PART XV. Altoiet 2242
PART XVI. Referral®t Word-of-Mouth .
PART XVII. Customer Lifetime Value .
PART Xvil.B2Cc g2
PART XIX. Atgg B2Ccgd .
PART XX. 17t &&B2Ccgd
PART XXI. Digital B2C Sales .
PART XXII. E-commerce Sales Optimization .

PART XXIll. Omnichanrtel Sales .
PART XXIV. CRM2t Z& ¢lojgg .
PART XXV. Alt®2Cc g .
PART XXVI. 2|1 B2C At
PART XXVII. AR At L
PART XXVIIl. g8
PART XXIX. g2let 74 15
PART XXX. MAZQl BaC Y 71 Al .
PART XXXI. Amj AR4 17 L
PART XXXII. B2C Sale§ Economics .
PART XXXIIIl. B2C Growth Engir®l .
PART XXXIV. B2CepPB2BS| ¢l Hlm2
PART XXXV. Y& Cf Ot8l of 22
PART XXXVI.B2C Sales Laws30 .
PART XXXVII. & Sakss Playbook .
PART XXX\, Al ShALH g2ty
PART XXXIX28|1 ~&2| B2Cc ggd=r .
PART XL. 2|& £& 2%31The Complete B2C Sales System . 62
Implementation Appeddix - B2C Revenue Operating System

Production ColophatB& Publication Controls .66
References Cited & P3itnary Sources .

35

HZ U7 A2, ZYA= PART XVII (LTV) — PART XXXII (Sales Economics) — PART XL (ES2&)S ¢ 21, Fate 2=

PART VI-X-XXVI-XXVIII-XXXVIIZ 0|S3t= Z40| 282 0|C},

B2C Sales Master Framework | 2

67



List of Figures & Key Analytical Tables

Figures
Figure 1. Customer Revenue System
Figure 2. Consumer Buying Journey

Figure 3. B2C Growth Engine 52
Figure 4. B2C Sales KPI Dashboard 62
Figure 5. Sustainable B2C Growth Concept 65

Key analytical tables

Audit 1 - Searchability
Visible text retains native ToUnicode mapping for
reliable Korean/English search, copy and indexing.

Audit 3 - Economics

Survival, conditional frequency, contribution and
customer-equity terminology are dimensionally
separated.

Audit 5 - Unit consistency

Per-customer CLV, cohort value, gross customer equity,
gross margin and contribution margin are defined with
explicit units and non-overlapping cost scopes.

Recommended final publication standard. O] T2 ZAL.£

Customer Psychology Evidence Map
Journey Decision Matrix

CLV & Cohort Models

U.S. Consumer Protection & Privacy Matrix
12-Company Strategic-Risk Casebook
Sales Laws: Evidence x Generality

Audit 2 - Font portability

Full, non-subset Korean and Latin font programs are
embedded while preserving searchable Unicode
mappings.

Audit 4 - Regulation

2026 status and phased compliance dates are
distinguished; negative-option rulemaking status is
stated explicitly.

Al 7Hs 8t Unicode BIAE | full-font portability, =24A10] £+

AR, Gross Margin/Contribution Margin &, Evidence 0{2| £, 74| Al3l-Z24£A1H, D25 B9 A7|E2E

PDF 20U S 2|Z ST 7|EF22 1HSHC

B2C Sales Master Framework | 3

10
29
44
46
57



Executive Thesis
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The Complete B2C Customer Revenue System
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Figure 1. The Complete B2C Customer Revenue System
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PART Il - Scholarly Extension: 11ZH4l2| Evidence Map
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PART lll. Consumer Buying Journey

Consumer Buying Journey

\ Awareness | 22| /
\ Interest | ZH4! /
\ Consideration | 2 /

\ Evaluation | 7} /

\ Intent | FOHS|= /

\ Purchase | 0f /

\ Experience | A¥ /

\ Repeat | 7104 /

\ Loyalty | &4 /

\ Advocacy | 33 /

Figure 2. AwarenessOilA| AdvocacyZ7tz|2| 2H|Z} 7Oj0{ &
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Evaluation 0|Zd0] z[MRI7}? 2| R-At-ES-HlR Product Views
Intent A2 Q- JtA-2|A T A Add-to-Cart
Purchase A= ZHi e E[Lt? 2|20} DF2F A A Conversion
Experience 2 AL G AH|AT|CHR2| CSAT, Return
Repeat CHAl & O| 7t ALE? 2|0l =-THO|-5| &4 Repeat Rate
Loyalty A& oA7|M A7k 3|94-01H 2t 23} Retention
Advocacy Y UF ZE27P e|R-2d 2d-HRUE| Referral Rate

AIDA, AISAS, Funnel, Customer Journey H|1l

AIDAE Attention-Interest-Desire-Action?| th&3st A=
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PART Ill - Practitioner Extension: Journey Decision Matrix

Customer Journey= 1172H0| H2|4 HEHE, Funnel2 7|¥2| Mettds 20 =S €2 H0IH 222 AF5HH 124 39
22U2IZ SAl) B 4 Act 9]
= A HHAZ F2 o= 719/3Y HIAIR| KPI
Awareness O Liet R& MR fay-Z3|n) A7 22| cue Reach, aided awareness
Interest Cf Zotg 71| 7F QULP? LAY RS Problem — Outcome CTR, engaged visit
Consideration | O{™ C{QtO] QULt? A 2= 010t education, comparison guide | qualified sessions
Evaluation FRE UE risk-reviews-price proof, demo, reviews product view—cart
Intent 2|3 28l 0f 5tLt? timing-budget offer, real deadline cart / lead intent
Purchase ZH|7f QLS 412712 friction-fee shock simple checkout, total price | checkout CVR
Experience 2 ALE? buyer remorse onboarding, service recovery | activation, CSAT
Repeat CHA| 07| M AH= A S22 | CHQhQzt reorder, reminder repeat rate
Loyalty Ct2 o2 Z 0|R7t QLE? | switching temptation | recognition, benefit retention/share
Advocacy Z S L) FEO| FABHIL? | social risk great outcome + easy share | referral/review

L EREEEEE

12 o

BE 27t2 £4st1, 2§ trade-off-next stepS S| TTHSICH T2 ’%E 1HIA01|/H UX ZMIN salesperson og
= Asysict
Too .

=
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PART IV. B2C 1174 M|ZE s}

M&3t= Who — Where — Why — What they do — What they need — What they are worth — Where they are in
lifecycle =22 ZO{ZICH AL EA U2 = 10 /IS E25| HYol7| oYL, eHE-L|=-Ttx|-440)=7| GIO|E{ 7t LA Y 2

24510] o 220l LIt BTt

NIE2t 7|1& sy AE e
Demographic £ g, &5, 7574
Geographic olciof U=21? A9, 71%, &4
Psychographic 28 SAlst=21? 20| TAERY Thx| 2t
Behavioral 298 5= JOfEIE B2 AtRE
Needs-based F& 2HE s ZotHA=71? Zt2| A HA|
Value-based BA|Z 7t2|7F Dot =7t | MHIA-CAC-S2| 2t
Lifecycle A9 o A IRIVE? AT, 24, o|Eeld, &

kL HE FPM=f
JtA ol ZH|Z, entry tier, bundle, @=t5t HjW
=4 34 SN, BEE, 88, 2 20|
Haie 4 AN, AER|, HILIE|
Hold 4 &£&, 2tE3t, HiS, friction |
24 0 Recognition, early access, VIP
Al 02 Risk reversal, onboarding, proof
SS704 04 Simple CTA, SA1d, ZA0H2 AlA
A5 0 AlZHHof, MH|A, 5|47, Z2|0[Y
HAS D2 Affordability, ZH|8 £, At 24|
HE B AM H[R, FAQ, W27t 2H=
A S U2tE S follow-up, 412
gl =4 Al Rl o= WA, A2 IR A2
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PART V. Prospecting2} 1124

Jtot
dIn

A el S A2 CACPte = H|WstH f=EICt 2R ZE2 “0f™ 2HE0| o= FE=2| contribution-based CLVE 7t2! 1128
2 YOtLt A £H e 2 4j2{e7t?70(Ch
o Al CAC Sz 42| I AMZZANTV A
Paid Search Z~1 =2 = = Z~1
SEO ZI|EA/BAMHIE] | &S =g =g S~
SNS Ads 2~ == = S =
Influencer Hat 2 2~1 =2+ US 2 S~1
Content 2 =0 == =& ==
Email/SMS Exsy e =2 =5 L= 7|& 2ANM ==
Telephone =2 = 2 L= IMME AT
Retail Store P =S st == SA| E~1
Event =8 g8 =5 2 =5
Referral Eas = o< =2 5 =8
Affiliate i =8 Haf L= =
Marketplace 2 e =2 SHE 9= S SHEZL5 s
Direct Mail 2~1 = = = EX N 245t
Community/ WOM | &2~Z S/ISH IS 2 =S =g 2 =S

Incremental Channel Value = Incremental Acquired Customers x Contribution-based CLV — Incremental
Acquisition Cost — Channel-specific Fixed Cost
Ck CLvo]| o|o| =&tz fulfillment-service-return S $¥H-SH|= CtA| 2}25HR| =Lt
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PART V - Advanced Acquisition Economics
HHS “CPCIt MEP &2 “ROASIt =CP Rt = WIISHH HaHEHM Q7|XMSH 7|20 27101 2117} 7F=2 2= attribution
21 |. St A

illusionO| 442 4= QICH AA| ChE HPOIME last-clickt U ROK= Y 2+ EE e 4 glct [A33)[A34]

E: Ho| HE 9|
Blended CAC A & SH| /Al 2 dgE | R7I'EMEFIILAN HERH = 2F
Paid CAC FE04| 5| / paid A0 O 2F incrementalityZt g1 & b/t AH 7}
Marginal CAC | 27 DM 1HE 7] ISt RIS | A Y Tt T2 B A| B CACEL 2H3| 45 7ts
Incremental CAC | ASO2 S0IEl 27t DME H|8 | R}=2H|2 holdout/geo test Z&
Payback CAC 3|£712| 7|2t dz-2l23 SE7|gel At A of Bt
LTV/CAC 0|2} contribution / CAC unit economics | 0| &2t ZM e 2|5

Attribution vs Incrementality

Attribution2 FOE O 0| BfEEZ|
.

YOtLL 27t 0SS HSA=AE 20

LC}. Incrementality= 11 207} et ROfSHE D2HE A|Q|5tn A2
|A

=
Ofl &t O[AF2 F O M= = A7t 244t

=
oK

2L 72l ofitE 28iE S 1 B CACIH FA[E Aozt 7t str| Eet X|&27HE marginal CAC curveE 2=

11, marginal contributionO| 00| 7t7t1 2= 2| HOjlA &2 Y7Lt CH2 2H'E-H|F retentiondl| 212 0| STt
A% 4y

+ 2|9 holdout / matched-market test

- HHE AM 21 on/off test

+ Referral incentive?| true incremental lift

« Influencer campaign®| coupont® OfL|2} A28 cohort quality H| !
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PART VI. B2C Jg T2 M| A

A 1% 2% dS CHE A-2/cHst KPI
Lead Generation g 0 2 o™ 2AE 712l 0 2417}? CPL, Lead Volume
Qualification Aetd-oted 843 et MA T2 E & £ U=71? | Qualified Rate
Initial Contact 23 5=t &E 2 JtZ| OfZ| Bt 27t Contact Rate
Needs Discovery AehE2A-2M e B Sz 7t 2SS Y22 Discovery Quality
Presentation 2HAE L8 AA| LESH 7|20 22 BH - Engagement
Value Proposition A} 7tz HE 0| 7|50]| ofL|et o] Zuprt sl | Value Acceptance
=3
Objection Handling SreE CAL RICH TAHoz 0| 2&20| Z2|Lt2? | Objection Resolution
Closing Solg dizoz Mt 0| MO 2 RISHSIA|ASL7}? Close Rate
Upsell/Cross-sell e TR 2 AEHAIA O 3M0| =320| €L | AOV
=
Follow-up SAY-25 LA 7|CcHet Gt Hol ALte? Follow-up Rate
Retention A LOf- &2k 2HA| CI2 L A|HS o= Retention
Referral OFEg NMslEo 2 Mst e 23 A= 20| QLR? Referral Rate
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PART VIll. Value Proposition

A OllAl el knl
Feature BHE{2|7} 20A|2t ZhL(C, HE A
Benefit WS € gUoh AL o
Outcome £ F SUIIE 2= Yol Solsyt 24 At
Value YT ST =SS S0/ AlZks AAFUCE | A4 71|

For [customer], who wants [desired outcome], our [offer] provides [specific result] because [credible
mechanism/evidence], while reducing [risk/cost/friction].
A

3 = Desired Outcome x Confidence + (Cost x Delay x Friction)2tx & 4 UCt HUSH £5HAI0] Of
7191, 43 &2 =0|12, AlZHH[E = H-2E 2 SO0F otCh= 7124 A |2I0|Ct.
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PART X. Objection Handling

Z2 BI222|9| 7|2 ZAl2 Acknowledge — Clarify — Diagnose — Respond — VerifyO|C}, “0|2|& 0|7|&= ZI"&£C} 0]9| 7} 7t
Mot 8 25 F 227 Y&s| &5 20| 23l

X ol
\J
ﬂ
e
L
m
o
02

mj3Hof & ci2

iy
Bt 49 35 &84 Aoy 2 7 lE2? OIAEY A= Al -
221210] G ATt 72tAzE-E 2} SY 2UQIZ| &QlSE 2 | MB|A-EBSHIE-BENA] | 71 &
e =l
Az Ee gltt a8 8= AHA| 27t S8 &? A Efo|Y A 713k ot

B2C Sales Master Framework | 18



PART X - Full Objection Handling Dialogue Libra

BtE 2= 2| Q= gHEol ofL|2t oAt el O[siE HaE 2 *ﬁE }Holct 22 52 Acknowledge — Clarify —
Diagnose — Respond — VerifyCt.
il 207 g0l AZ s | 3of & Chs
“H|MCE” 7tz 2YE, MRS, J1E | THE A7F 2AQ17tL, OtLH O] ZtACHE0| Jtx| | Jix|-ZH|E-CiOHH|R- 23S HZSt L H | SA| &Ql, 02 ofj Ak HIt
744 20|, Y4 A= 7} Ot&l 2&35| 20|2| ok= ol 2Aelvte?” A H Y2 HE SHE A A Aot
M2t B3 | AERE, 2IF, polite exit, | “HE 0| 71 O EQlst 42 220 ATt | &2 objectionS EHSISIL next step | “2ECF Al Tttt
ct” UE ES 2 S gl
‘L Qick” | M non-fit B 2HQJAl | “#AE O] 2A|E OfH HAICR2 SHASID AML | non-fit0| ¥ BHOf ZT latent need™ ¥ | DZHO| BHTHS DA|GID 2
CES ivs Sk EFA HE oS0
‘CH2 XatH| | Fe|d g MRS O E H sk o JHY S8 M 7|E0| RAJLTIE? YIRS g PRStetn AUt 32 | 519 H|m-ZMAL HIY
wapzch” 22U 24|
Ui Rt AO| | 35 oALZY, OfARLE 2 | “O20| 7t S5 2 RES AUt I HHAZ H|Z; 7hsotH ChS tiet | SIS Yotz 22
SHof stet” = of| & 2Hod
“2efRlol o | ZHARf, 4 240] 01|, F | d2 LH - BS-HiS-BHE 2AVIRY” E7t2|t YR W 2R C Relst | AR claim2Z 20|18 &
ML A HelE A
‘Al 4 EHL2 | Y2 urgency, budget Al O] A7t YA = S5 2 dEUIY” A trigger?t cost of delay |4k 7H# | fake countdown,
7t eict” timing, status quo slag 34 fabricated stock
CHE CHat offA]
“HIMfLt.”
—’7H. “HlMl»I—_”o »
SRl I LA 4 USUTH oA H9IEC £ 27t OfL R 0] 7H20| 2 Hat oFal 225 SIS e A
7ro 7)’
2 2B} SRR B2HOIR
%'%‘i ‘0 220| oIz, 4372l BS-21RE e BAELCE
“Aztaf 2ct”
D2 2 A 2D
Y “EELICH AIZtS E2|l= Al ZEUCH Cher TERet o oF 2l 22kt oF 71A[7} UCHH SAUNte?”
“He glet”
D2 WE goje”
I LASLCE 2 F LA SESHCHHE HHEA O| RVt SIELICE oA s 2WAl0|M 2t H e EE| gl4vte?”
“ct2 -1'- } B mstZCE”
LM CEME B SAK”
I 2 LHALLCH 714, 2, MH|A F FAS 71 3 BA =] YT HuHE =5 EZ 5 JUSL(CH”
U fo} Abo|3HOF BHC}”
24 “HjLZ}2} O 7|3H{OF S
SR GHYLICH & 20| 20| BAPZ| A 7t4- 23540 ot 4oz Fels) =2|ZELH
“22}910] T ML}
D7 224012 o MElE|R "
Y O = AU Y FHdRIA| 20| &Qls ERSLICH 25| 210 221010| § FelstttH 1O MEH: ghe|X L
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D2 UE0| At & &7
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2| ZAA. BE2 Fof A non-fit, O AHA|, S SAIZZ0| ACHH L2 K| Aot 5HA| =0t Z7| LTV HH0IAM &
o 782 return-complaint-negative WOME SHECF

»o Mo

Objection Decision Tree

Zc Az AdE
e o HEIF o LRI S HURHE HS
7tz 28 | VY 228 2t RAYLIY feature?} OkL|2} outcomeOi| 2HH 2
AR off &k A|QF | <O+t H2I0IlM i Z ZHsSH CHeto] He st 7t 2485t lower tier = 22
S22 2MEQ | A o 27t HAMZ SsiyLmt” follow-up trigger &2; &8 S4|
HEBAHE | Ysthle 2UE RVt HAHR HESE 4 JASUIE” | O ST CHO oLy

Walk-away rule. 1210| SH} A F0| #2222 92| AL}, g2l O|4HLIE FOi7tALY, 7101 = 34|22 7tsd0l
YUSICHH “O|HOfl = TOHSHR| gh= 270] 7| LTV-EHE-HS20[AL YO A 2(HY - AL

=
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PART XI. Closing

b 20l 45t A=
Assumptive Close grel7t o|o] gt uf TH|E| 2] ok=2 240 A| st
Alternative Close S SH R AE Al QLfEHQ
Summary Close 235 7tz]- 7t 2ol A Hhe
Trial Close TOEH| = =l HE 22 A2
Urgency Close AIA| deadline 7t 2124
Scarcity Close A A2 AISE 78t 5|4
Risk-Reversal Close 10| z(cf Hoi= D=t BF oL
Direct Close JnZ40] FH|SHS EO|Y 27

$2 Y2 DS PHZ Closingshs 20| OfLjat, 10| 23 Hel Alz|E Higtoz 3|
=< Ao|ct,
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PART XII. 7} Ala|Q} 7} 22k

71 o|o| A2 gtol
Anchoring g AAIE 207t 7|24 el Hlul 7|8 HA AA|
Reference Price Ol & A7t Hl HHIMARIE ES
Charm Pricing $10 vs $9.99 e ne|- EHEY HAE
Decoy Effect HICHZ €S S40| Mei7z0|| g | E|0] HA|, M=t 22 F2|
Price Bundling 02] 7tx| 2 stLiz 22 AOV-H| mERA 22
Discount Framing % vs § A2t S H 240 st ofsi7ts oAl
Premium Pricing =2 7140l 22 M= Hale-Z7 K22 = 0{0F
Loss Aversion Q= Zio| Me|H 24 Al ALY |EHI2 MY
Price-Quality Heuristic HAcz g4 23 FEgs el Y
Payment Pain 229 Meld 21 2EZA-ZHUX-EEY

Vg 2| oD RS £ol MY
- 712 AH|2tE o Yoot PHECY
- 2|RAR-ES 22 A0 50 Ciet SHAlS =QICt
+ BundleX} tiering2 2 MEiLZE J§MGIC,
« Financing/2% Z4|2 cash-flow &8 & S&Ct,
. HHS-HX|-BHE S HO|H S L3tsit.
- 2EYN MH[A 228 7HH0|| 28 Jtx|2 PHEC
- AE 2SS Zatel 21 7148l 0 E o1 st
- Z2|0|Y MOHES} entry tier2 £2[5H}
o MA| Z{10-0pZCH L2 10 THR S|AME M| QH=Ct

. TOjRI0] kWOl Bt LiZot AMS Of HE5| HBFHES EAICE
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PART XII - Pricing Science & Experiment Governance
7142 |20 0p2lE Gst =217t ot 2t 2 Y, B2 ME, MEst 22|, 2 HEC} 714-52 429 Brd 242 44|
9|

— =
A Aol M oleh ct A4 A1) Anchoring@} reference dependences 27| 7tAB 30| 2248 MHsir|ot (A2 [A12]

=
A S
HE LA gl A2t A 2| A3 E 7| RC

AlS] RAHS Primary KPI Guardrail
Base price test M a7 conversion, contribution/order | E21=- 221014
Tier test Good/Better/Best +Z | mix, AOV, margin decoy 1t 24|
Bundle test TH/RS attach, contribution =Lttt RS 42
Discount test SoIZ-7| 2t incremental units, margin pull-forward, reference-price reset
Payment test HE/2g/7= CVR, bad debt, churn payment pain- 2t 8|4
Free-shipping threshold | 2= AOV, shipping margin SL2 Fof-eE

Contribution-optimal price
Ol &3CHS}E 7121 0| =TS} 7t A2 Ch2Ct 7+ Q42 Z conversion0| Y& HO{AHE unit contribution0| &85 5™ &

contribution® HZ& 4= QUC} BHHE premium brandoi|AM &I TH7] unitsE 52 < & 7| reference price®t desirabilityS &l
25t A olC}
= T A .

Pricing governance. 2 & 7tAA 0| margin, return, complaint, repeat purchaseE guardrail2 &Ct. Z224 ROI=

Ct7| O£ 0| OfL|2} incremental contribution - cannibalization - pull-forward - subsidy to customers who would have
bought anyway= A|AH5tC}
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PART Xlll. eRlaf x=2 M
Z=22M 4 A=

Coupon ZH B2 Tts ol o7
Free Trial A da 22 A2 S £+ U2
BOGO S0 3 ORI-Ha 7t 5t2f
Bundle AQV 37t S Y4E YR
Loyalty Discount RA| 45 S B2
Flash Sale s =2 BEJ|ZIHA Fl&
Limited Offer Eto|Y Hetst Bt Al 24
Membership BhE40/-2hol 7t4orz
Free Shipping Checkout Ot2F ZHA =2H| B&

Qlo| 71  A7| /™2 Reference Price ResetO|Ct 11 ZHO| &QI 7HAS “2IR} 7M. 2 ShEotH H o 7HH0| HIMA =74 Z|
, 20l Ql= Al7|o] MetEnt HHE m2|0|QI0| ks RICH et T2 2 M gik= 0fE 20| OtL2t gross margin, incremental

—

customers, CHS TLOHQ| H 47t BEE, 27| CLVE 7 tsHOF ST,

g
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PART XIV. Upselling2} Cross-selling

Upselling2 & &2 HH 2= 0|sAl7|&= 240|122, Cross-selling2 a4l F0fQt #HE Bt ASS Z7tst= 240
S 2|A3I5he A2 Primary Need — Complementary Need — Contextual RecommendationO|Ct.

o 12 AR

71% CHE OI7LIZ Al mE
Amazon 28 FL04-Prime GlOJEf 7|t relevance?t expansiong BHECH.
Apple 2E2|2|-AppleCare-AMH[ 27| 7| 2F HEfA| A& O|F MH|AT} CLVE ECHSHC}
McDonald’s MIE-AIO|2-CAHE- ¥ 21 Bl =2 HE0|M 2HEHst 40| Zatct
Costco HEar-7te|nal &3y =2 M2|Qt Y2 HIZ T}t basketS BHCHEHC},
Starbucks AFO]Z-customization-Rewards S MZR| 7t BHE 019} expansionS Z
s
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PART XV. 2| 7101e} nZHQ |

7|12 =
PHS0{0F S22 CACYt E23IC}, RetentionO| 7o*5fcﬂ =5t acquisition budget22 H 2 customer equityS ¢
o]

A2 0[0] A2, AY, BAH+E, MSSE, ABEY, ASHOIHE 7tA| 11 ULt Al D42 Of2eh AHts 2

— (=1

0

Onboarding: & 72| = A|ZHTime-to-Value)& &°QIC}.
Habit Creation: 7| A+&9] trigger?t routineg TH=CY,
Replenishment Reminder: 225t A| 40| A70HE S=Ct.
Membership/Subscription: ZA2| 7|2 1R E Bt2o= HHRL}

Rewards: 7tz| e WSOl E4f5te| &l S5 T|Siet,

Service Recovery: t#E-5g 8t 24|31 22 post-complaint satisfaction} loyalty/ WOM 2|=& 3| 55t=
(A27] cat«Alm) & E56H 217t AN AEfEC} SHA o ZCPS Service Recovery Paradoxs 2 2

]
Win-back: 5™ 0|& 2101 Oj|A|R| & &[Gt

-

Retention — Repeat Frequency — Cross-sell — Referral — CLV
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PART XVI. Referral2} Word-of-Mouth

Great Outcome — Peak Satisfaction — Ask — Easy Share — Reward — New Customer — Great Outcome

Referral Program@| 342 HAFECE 2| AR A 288 Y= 20 f 7—'1% Atlol WHE A0 OHE Ao §&2
ZABCE WRtM HE Z2 1 MH|A ZE0| Referral Program 2Lt H{Ct, (A

+ Reviews: 25t4/dS S0|2|2t 717 2| 72|17 JA2 A2(2t #AIE SAl0l F&StTt.

- Testimonials: CHEAIO| IR Z| T2 Al et RHES HEHS| St}

« Community: 128 7H 2A|1E BHS0] switching cost?} OtL|2} belongingS &4 SHCt.

« Influencer Effect: =- /LIEI 2|2t material connectionS 37310k StCf.

+ Customer Advocacy: EZHE7} ofL|2t 1240| M4Z 0|07 | & SHAAIZICEH
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PART XVII. Customer Lifetime Value

2 E Ho|/7hEHAl

CAC Sales & Marketing Acquisition Cost / New Customers

AQV Revenue / Orders

Conversion Rate Buyers / Visitors

Repeat Purchase Rate Repeat Buyers / Buyers

Retention 712 = HoF = 1M HIE

Churn 71 S L M HIE

ARPU Revenue / Active Users

Gross Margin % (Revenue - COGS) / Revenue

Contribution Margin % (Revenue - COGS - incremental variable selling/fulfillment/service

costs) / Revenue
CLV/LTV 024 1HE o A 0|2l variable contribution?| S12{7}%|
LTV/CAC 1ZH71%| CHH| ElEH|&

Payback Period

(@)
>
(@)
njn
I
by
<
v
=1
o
(]
[a)
[e]
=)
=
=
c
(=
o
3
|0
HU
ol
4>
_O'E
rir
>
\J

ALk Of|A] - Bk Proxy
AOV $80 x H 43| x Gross Margin 40% x H& 33 = $384= gross-profit-based CLV proxyCt. CACZ} $960|™ Ck proxy ratio= 4.0x0|

Ct. CI2F ZAl CLVe} Payback fulfillment-payment fee-returns-variable service cost”t*| ¥t 35t Variable Contribution2 2 |AFs}{OF SiC},
27} 2 o M{H| AH|[20| giCh= Cha 7H0j|A{ 9 A $1280] payback #|4k| contributiont Z+0} 2F 97 0] EICt,

Z2 AY=22/0| ThY| BIZECHLTVE B0} 5H= 0|F = WS LEITII2 25 conversiond 0] & BHE-%[A-20H2 3 2|
7-0I20| S7t5t & DATH2|= SHBtct a0 Qls SY2 Holet RAVH L2 YT =T ZA R
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PART XVII - Retention, Cohort Economics & CLV Analytics

CLVE StLEe| s=2t7} otL|2t ;nZHo| O]2f contribution cash flowol| Ci&t 2RIO|Ct D272 E 7|4 7t=| 2
retention} acquisition economicsE /| g0} 5+2 B oj 2t (A7)

re
Yy
o]l
m
rr
re
44
rir

L=k ek Aol Helst 8 |
Simple contribution CLV proxy | AOV x Frequency x Contribution Margin x Life | 2 2ICt churn timing-discount rate 42f
Subscription CLV ARPU x margin / churn (&&= ZA}) 7= 24 steady-state 7+
Cohort CLV 2|5 cohort'® A4 %4 contribution 2A'd-AmQl Bl | S8 2R
Predictive CLV H2-ToietE 2 JHQlst-of thel2 | RS- data drift
Gross Customer Equity | 124-cohorte| CLV & 7|¥7t2| At 3A7tz| 2t SU5HA| S

Cohort retention curve

A W retention 2|2 A7 2H0| BIO| S0{2H 20} BO| ALt Ltk B 4 QICt Acquisition month x customer age &
Efl2| cohort matrixE& 2t=0 D30/D90/Month-12 retentionZ} cumulative contributions £Ct,

ari

LTV sensitivity analysis

7|& CLVZt $4000|2t1 718 Tf AOV, conditional frequency, contribution margin, survival/retentionO| 2t2+ +10% &
HRO| IMItz| HEE ALHEICE £5] retention 012] O|27|2H0f| Biedoz o2 82 7| RHO|M S2(247t HE 4
QICH DZHOEZE2 retention-WOM:-spending-7| A4 0to} ZHeo|st oko| adA S Holct [A18])

Decision rule. LTV/CAC H|& otLIZ §R}5HA| Z=C 0|2 24}, payback, marginal CAC, AH=H|Z, cohort qualityE =
Alof| 2CF.
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PART XVII - Formal CLV, Survival & Sensitivity Model

Retention} Purchase FrequencyE SA[0f CHE U= 2d HEfY &HE10 24 n2Ho| 2718 JOIRI=ZE 22|o{O0F St OF A
Oto™ 2 MEFNE F H e &~ QU
Unit Variable Contribution, = AOV, - COGS/order, - Fulfillment/order, - Payment Fees/order, - Expected Returns/
order, - Variable Service Cost/order,
Expected Contribution per Acquired Customer, = S, x f, x Unit Variable Contribution,
CLV=Z%,_, 1 E[Contribution per Acquired Customer,] / (1+n)t
Cohort Value = N x CLV

CHA| 2t25t2| eb=Ct

| Unit rule. NyS Z8t5t 412 cohort-level valuett. 124 18 CLVOE NS E 2| =Lt Gross Margin0f| 00| Z&El costE Variable Contributionof|Af

Ha Ao Chel / S2A1L 82| 72
S,/ Survival 712H 0= AL 2L 2E 0-1 probability; Frequency?t €=
f, / Conditional Frequency Eh D200 t7|Z240f LONSHE 314 orders per active customer; 1|12 BA 55 22|
AOV, Y BL0lE revenue/order; H| 2242 A
Unit Variable Contribution, | #2% 20IM ZoIE S2 HSH|IS o |2 2kzet 7|01 | currency/order: Gross Margint HIEH9IE 2Met
CLvV SlE 74 1HE 0|2} variable contribution?] &QISiZH7t2| | currency/customer
Cohort Value S cohort A2 customer value currency/cohort = NO x CLV
r 7|17t Eolg/At 2| & 7| VeSS UdE 4

lllustrative sensitivity

Che =4 CLV7ZH $4000]2tH AOV, 2245 Frequency, Contribution Margin0| 22t T2 =2 +10% 22/ f 12t &b O
2F +10%Ct 22{Lt Survival/Retention2 0|2 0{2] 7|7t2| I35 &S SAI0 BIREZ 7| LHO|M= BHY 207t HE
QUCt wath HY oJAFEES §t 7Ho] LTV/CAC |8 2Lt cohort survival curve@t marginal CACE BHA| £t (A7],

Decision rule. “Retention 5% Z{A1” 22 2HE £ U= retention?| 7|ZH22-2HEA S #21S B Zo|5t1, 0f&0] of
L2t discounted contribution2| #St2 7t2| S 1S AHAFSICE
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PART XVIIl. B2C g zlid
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las| 24 Mg Cycle Ticket A& == Closing Retention

AtS2f AH+ZAY 48 e =2 test drive-financing | 2|E-22{-22} | ACH M| A2 2o)
el
23 Sk S~4S =~1 A12|-needs 2| E-referral risk reversal H4l-cross-sell
discovery
=2 A2 Ho| = g A&-bundle 2| d-digital Z+CHSt A= 2
onboarding
Algite reward-TH2| e cLvg benefit framing M affiliate | Al ZEASH AHE-ZHH| 2]
El
=
24 28+ 0 2 E3pnl consultative portal-referral | g9| ZEA|- A K
financing

SAl 7tA3+H2| 3 subscription | bundle-switching 0§ 3-digital offer bundle-loyalty
e oj2fZat S~48 Z-1 proof-outcomes content-event | risk reversal | A1b-alumni
AAZH aspiration e recurring habit-trial local-social trial close engagement
SE| identity A= = sampling-advisor social-store 2| & loyalty-replenish
oHM identity EnE=s = merchandising social-store SAIM drops-loyalty
HM2| status+rarity | Ct == clienteling brand-store desirability VIP-relationship
AME ey 27| Lte availability retail-delivery | S0p2 frequency
HAES Hol+Zd = e speed-upsell location-app | Al loyalty
o3l 7|Ch+2I = Z~1 reassurance search-OTA risk reduction | loyalty
k=i 23 = Z-~1 room+service OTA-direct guarantee status-points
o|lcio 5 FE+EE e subscription | trial-content content-SEO | trial—paid engagement
Consumer utility ne recurring activation product-led self-service usage
SaasS
HAAE 7ls+2IE 3 Z-~1 demo-comparison | retail-online proof ecosystem
SMH[A Mel+2ld 2 =2 reputation-estimate | local consultative | maintenance

search-referral
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PART XX, 17} 4= B2C ¥ ¢

High-Ticket Consumer SalesO|A= Impulse?t 210 Research, Risk, Decision Time, Human Interaction, Trust Requirement
7t S7tettt. 2sat, e, B EAME, Igug, MEiA o|g MH|A 22|, S22 2 A7 A8 Tatt CTARM S
QIBte 2 z[Hatat 4~ QiCt.

+ DiscoveryE 77| it

- SHIg=&Y7IENE E0EL

+ A|Z0| ofL{2t @&t 2HE ZYTiLt,

< AR ES AR UC 2 28dd S S0t

+ OAIEGA} 02 FOIH SF 7|ES T=5| Bitt

+ 41} follow-ups 7422 dA st}
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PART XXI. Digital B2C Sales

Traffic — Landing Page — Lead Capture — Nurture — Product — Cart — Checkout — Purchase —
Onboarding — CRM — Repeat

24 Hat F2 z[Ast
Landing Page o|ze}t 7tz HZA HIAIR] Y¥Z|, CTA, proof
Lead Magnet A2t o} 7| WEt SA R84
Email Funnel LL-nurture MIHE, Eto]Y
Retargeting 7|t A2 BI=-privacy
Checkout TOH &= &£ HIE EHY
Cart Abandonment ST o= 34 reminder, A/
Recommendation Engine | relevance-AQV WEC0|E-HHIHsd
Personalization JHel HE M consent 54
Marketing Automation scale trigger-frequency cap

ol

7| EfAHTEAHO A ZILER| A
Ipdsyet 1A241 oy

Evidence note. Retargeting “H A HU4£2

0!

o -

H ERAOIZ] YT Of Y BHAMHME
_I

Ql3t= relevanceE =2 4 UA| 2 HO|E] £~ BHAIO| covertstA| =74 %]
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PART XXII. E-commerce Sales Optimization

HE m|0|2|9] M &2|= Value Clarity — Visual Evidence — Social Proof — Price Clarity — Delivery — Return/Risk — CTA
O|Ct, 117Ho| F10§f 2/ O|Esh= O|f= 2 =7t Qs A 2HO] OfL|2t O &f 2| 23 HiESH|, 71 24|, =2 AIO|E, &6t B, &
gt B2 Zte opzk gjolct, (A2

+ Product Page: A SIHO|M =& QIS O 712|112 HESHA|.
+ Photos/Videos: Atg W2t 37|, Z1E E0{ECt

+ Reviews: B &8 OfL|2t 4|2 2 at 2Y 2|7 (8= EoFC}.
- Pricing: ZH|&, BFE3 7, MZ-HIES 2ICHSt Y2 Hets|.

« Shipping/Return: £&4/do| 0|22 ZHE S7[A| =0t

« Trust Signals: QtHZA|, BF, M|, MA| AF2F .

+ Checkout UX: AIAE ZA|, 2[4 L 2F 57

+ Payment Options: DZ20f| 2= 7t= wallet- 224

+ Recommendations: 3 10t 2HAE Z4TF KA,

22!

]
o=
==

Design rule, 229! A& ot 7t2| “2|& 10| 2|"7} OtL| 2} informativeness, entertainment, social presence, sensory
Z- 5 SMof et 22 280] Y2y 4 Qlot 422 watM PDP 2|23k CikQl 2/3H0| ofL|2t

= =

appeal?| 20|H, 4
A ZEZ2(QZ 2|6}

Checkout?| SE£= 17Ho| O}3-F ChA| HHLE 20| OfL|2L, 0[0] S 0{2 10| =5 Wali5t| g ZOo|Ct.
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PART XXIll. Omnichannel Sales

= 2ol eOeols 7| | 22lota] bett. 22kl
— Y Aot 22 H|Y 01Y0| AAAFLT
Of

s}, [A23] [A34]

Single Customer ID: 2 2+ 12HS S QI
Inventory Visibility: 22tQ10{|A{ Oj2+ 211

SHo|
—

J

BOPIS/BORIS: Buy Online Pick Up/Return In
Unified Offers: 212 7t 7+4-5{|EHQ| ﬂﬂ'OoF%g— 2|3}

Attribution: OFZ|gt 22/0t0| OfL|2} Oj -2
Sales Compensation: 2i'd Z40| otL|2}

f

I_
o

AH 0

=~

W - Ul bBm — 4 — 22191 7o

4 t
o
b ChebA 2 012 2[ASHE 0 Customer-level Revenuelt 4| 2 E

EEXIN

Store

o
—ﬂ@ﬂ% 2
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PART XXIV. CRMZ} ¢ H|0|E

CllojE| &

Identity

Acquisition

Transaction

Behavior

Preference

Interaction

Lifecycle

Prediction

Z2 B2C CRM2 FAZE0| ofL|2t Customer Memory SystemO|C}.
=2|E g1, O ojEof BES3H T O|E 9| 0| HOtLt & =22 7|{afioF SHct.

T2H0|

CHE =S
Customer ID, ¥2t4{, consent
Source, campaign, first touch
AHE Z&, AOV, margin, returns
/M B2 search, cart, usage

M= otEne|, A, o= g

ke
il
kJ

AMER DNZHAH| A complaint
Al 244, VIP, O|EtRlE, &H

Lead score, CLV, churn score, next-best-action

FAS MEAIE OfL(2t eff gt
[A26]

CRM governance, G|O|E&{7} “QIC}&= O|F

Control -

Qo 2 MZ| oL=C} Purpose - Minimum Data - Consent/Notice - Access
Retention Period - Customer Rights - Model Use2| &=A 2 X ESI6HCEH 1124 G|O|E{0f| CHSt Thaedt 2RO 2

T Y8 aH2toj| M vulnerability®@} trust 22|17t & 4= U204, transparency?} control0| 0|2 &Fs}e 4= Q|Ch= L7t QlCt

[A26]‘

Glo|E{e| 72| &=
risk2t & £ UCL,

k0| OfL|2} Actionabilityofl ACE. 4

AstGlojE{7 g WES U
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PART XXV. Al2} B2C E¢

Lead scoring, churn prediction 04545 A

Recommendation, next-best-offer | 2+ oh2t s§Ad

Chatbot/Voice Al9| Et= 29 ol &e-ZE il E

Call transcription/QA A2 SY-2A 512
Forecasting/segmentation =a| T2

Content variation oA d4-0|RSt 45
Customer service triage High-ticket decision support

AlZt HFUH% Helete 5 Y9 T8 g privacy 2H|7t AL 12H42| 2|22
T2 WV 01ES 22 4 U= A FT /0] ALt Ale 224E § Y&
oo

I M20fl= governanceZt L estct, [A25] [A26]
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PART XXV - Al Sales Architecture & Governance

Al9| 71y 2 7ta|= “AtEES Qo AL YEETT 24 F 35t + 1178 relevance + Q17H0| 17t &7tof| Stz E M= A0
o JefLt Tof Ale 2471438223 1249 A4 0|50 &S S22 governance’t AIF7|s2E 25t
Al 7l 71| F2 KPI s 918 <A
Al Sales Assistant L0k next step 22| Ant hallucination, over-reliance | human approval for high-risk advice
Recommendation Engine | AH&/28I2 +2 AOV-engagement filter bubble, unfair steering | diversity + outcome audit
Lead Scoring &St sales productivity proxy bias fairness & drift monitoring
Next-Best-Action offer/channel/time A& | conversion-retention | creepiness consent + frequency cap
Dynamic Pricing 7t4 z|Ast margin/revenue fairness-disclosure-regulation | legal review + transparency
Voice/Chat Al 247 At service cost misrepresentation clear Al disclosure, escalation
Al Coaching call analysis skill improvement privacy limited retention + access control
Generative Content copy variants speed false claim substantiation workflow
2026 personalized pricing O]+
FTC= 2026 82 71! CIO[E{2 AB|A[Q| RS 2lAtE 23l 718 714 S S 5h= 2lol| 25t A|QHEl enforcement policy

=
statementS 37HACH R/ 2 E 74018} 71A S YEH o2 Z2GHCHe 2|0)E O] 2, 228 FEO| HIZH-7|2 IHs 2 FTC

Act 2|237t & 4= UCE

Al minimum controls. Data provenance - consent - purpose limitation - model/version log - claim substantiation -
human escalation - bias/drift audit - adverse-event log - high-risk decision review.
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PART XXVI. 2|112] B2C SHAIH

TS FHA A2l 1% FLAI
Mgsict sty
20| YTt Y e Ydss| 2=ttt
HES ot Yot= Z0E AHECt
BHE0t M2 ot RIS =0t
HHg JEL 712 & &0l P2 E}5ICE
ClosingOi| & 2t5tct DpF 3k Aol Y2Estct
212l o &stct Cloleiet 212t ARstct
Y AFEE Adaptive Selling
el 2= A A2
o0t 23 HHE-Retention-LTV7tZ| 22
HEAM S DA Z-BA S AR
Follow-up 212 CRM 7|8t A| AR5}

X. %|319| B2C SAAKA

v DD US Y

v 322y

: ::2 j: “E 9| FHPAE

v YR AEYY H&E Ths AHEH0| OtLje}
D29 O L2 o

v &2 | s S

v T7j22Io} 2|meiey

A3 0|0|2] 7|t 2144 OFE: AL o

o

gk

2 AlE 2B0IM QAEY 2 {22 0| ST,
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()
PART XXVII. GYHALA A4S
Prepare — Prioritize — Contact — Discover — Advance — Follow-up — Review — Learn
- Daily Routine: 712 72| &2 DY Z A|7tS ES 5Tt
M5=2|9} next actiong 2E 2|=0]| £0{siCt,
Hed A4 21 7| &2 2 2Lt
M trigger2 2|5tet.
AlZtE 2e|stot,
= 1zg WyfsiC
HE D3,
| H&
Of2f driver’t &7 2&5&S
Ct2A L4EILIE22, coachingS

A=
12]-57|

(o]
[

+ Follow-up: #-=4 -0 A|X|E CR
Py =

=21

A4,

« Time Management: admin2} 20
tu 2t

Sales Coaching: 2|At Z|A|£C} B2 Jts

IC} [A32].

Bt
oM odto

oo, =

= o
_'_Aﬁ_ig

et

+ Lead Management:
« Pipeline Management: CtA[7}+ 0
) e
« Call Review F34-4
i of
- Role Play: objection, discovery, closing = Atd )
« Performance Tracking: activity — conversion — quality — retention2| AlE2 2%
29 S

Z|Al A
20| M = 2H2 Ui A2 manager coaching? °J-f7f AlZtof et
=2 =2

Evidence note, O A2}
204”7} OotL| 2} longitudinal skill system2 2 At It Q

AT AL

S Ctal
=2 2

Eo:l = E_l. [A29] ]
(K%7 |
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PART XXVIII. 8822 29F

B2C Y222 Recruiting — Training — Compensation — Quota/Territory — Coaching — Performance Management —
Culture9| Y40 SLotct Eo] B4 #2271 22|9| M| WSS ZHSHC}

Recruiting DI\ -SE5Y-Rel PMHY | Fi2|A0rpE ME
Training 0-4E 244 role play ATEE 7|0t
Commission OfE+0RI+52 OfS0t B4
Quota SAA-Go|H 7|t == el
Coaching HE= 2R 23 224
Performance He+EEE+R A+ 4| th7| ofEot
Culture nELp iRl F24 close

Compensation evidence. 3121228 A0 M= bonus/overachievement commission0| A S =AU £~ Q88 &

0| 2|8 (A30) B A MAI= =24 2719} timing/gaming 7Hs A S B a0k BtCt A1) b 2 2 49| “bad incentives
create mis-selling”& commission At E £&st= 0| otL|2t, B S4etet 2 9*n3f0| A guardraile| d&&

27ote ¥2l0|c},

njo

Mis-selling H#HLIE
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PART XXIX. &2|2} 4|

e =4 QA SH 22|
Deceptive Sales Ad-2UE & SLEEE Yeo|-2A U
Pressure Selling Z|obd A7 &g 2dHn = 2
Dark Patterns Ha-AHg ol s 7+t slj 2| 25 Ofsi7ts 32|
Hidden Fees ZH|1E A= A g ATO|M YE S|
Misrepresentation (o= gl 2oy St A EA|
Fake Scarcity AR A 10-AIZEASE M| A 2 AL
Unauthorized Charges =2 gl= ™+ HAIA consent
Mis-selling 245 AE MR suitability-needs 7|&t

O|20|ME= FTCO| 7|2 Z 1 Y=IA Z = truthful, non-deceptive, non-unfairdfiOf 5t 2235t RS A& g
U-QISTAHM ZAOIME 73 AR A S7{L S Q8 ZA|A 2tA Q| H|Z207F 247t Eict 38 2H-2l=-
Z7HMQ1 olg-Z FA|Q suitability £ AH|ZIES o 27t AFHE 4 QICH

e
S5 3R HHOIME HOH QIMEISIE 12 HHYLICH QMY mis-selling $IBO| HZICH O R0 BHot YT g,
HROAE FAS YT T, SAOME 57121 23 AHSUAI-3H7| 00| ChEH 9|Fo|ct
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PART XXIX - U.S. Consumer Protection, Privacy & Sales Regulation Matrix (2026)

B2C ¥ A= “HE2I0|AAEIQ| AFSHET} O 2} offer design, script, consent, CRM schema, compensation,
cancellation flow SHAH| & Li2$sHOF SHCH,

Id F2 4712 2026 45 EOIE
| i By | e=d -in- ici . . . _
et FaHE FTC Act/ truth-in-advertising | rthful, non-deceptive, non-unfair; 423 claime 8212 2 mg R1]
claim
2|F-testimonial | FTC Reviews & Testimonials | ¢11a reviews buying/selling reviews & 7|0+ 2134 £3| [R2]
Rule

Influencer / FTC Endorsement guidance | material connectiong clear & conspicuousai| 27 (R4]
affiliate
Dark patterns FTC Act/ enforcement 2 A4, 22 2, misdirection, unauthorized charges 213! R3]
Fees FTC Unfair or Deceptive Fees | &8 #219] 213 #2|= |ive-event tickets@} short-term lodging 241, CHE A= 7|02 2| 212 &
Commercial email | CAN-SPAM Act / FTC A8k5t header-subject, ZDHA|, 24, opt-out S A 0|0|Y 2A [R13]

Hst-SMS-robocall | FTC TSR + FCC/TCPA Do Not Call, consent, robocall/robotext, calling-time-revocation 225 Z4H|Ql M| Zof ZE [R5

1 [R10]

22121 negative ROSCA, 15 U.S.C. §8403 + 2242 recurring charged= material terms AFA37H, express informed consent, simple

option FTC Act + ongoing FTC cancellation mechanismO| 814 2024 Click-to-Cancel provisions= vacated%| 11, FTC= 2026'A
rulemaking 3% ANPRMZ 3 Negative Option Rule 743 T24g Al 2 5 [R161 [R19]
Z automatic State ARLs; California BPC FHS YU -ZYHE £ U, Californias Y2HsH 2F2haffirmative consent-22+Q! SH2|-2441/7+4
renewal §17602 Of|A| notice £ 27 [R17]
State privacy / CCPA/CPRA; California sale/share opt-out, consumer rights, sensitive personal information, purpose/notice-data
CRM Privacy Protection Agency minimization® CRM:-retargeting 4#|ol| Bt [R14]
ADMT / Al California CCPA regulations | 782 2026-01-01 &= J2{L} significant decisionsOil ADMTES At23t= 7|€2| Article 11 2|2&
profiling effective Jan. 1, 2026 2027-01-015€ 245{0f 5}= phased deadline0] QT [R1 5]'
Data broker / FTC Act + state privacy/data- | precise location-health & RIZH|0|E{] Tf-SR&= =2 218, 2026 Kochava &2|= sensitive
sensitive data broker regimes location data £#12] A1%| enforcement signal [X18]
28-2H[22& CFPB + prudential regulators UDAAP, disclosure, credit/debt rules ! A& 2gtH-32M ZE [R9]
+FTC 4%
SU/EAES SEC/FINRA Reg BI, suitability, communications rules & [R11][R12]
23 State insurance regulators B3|, replacement, suitability, product-specific rulesS F& &0l
oz FDA/HHS/FTC + state law E& claim, privacy, 2| 232| #|et Tof CIMEIEE 22|
fmE=2 FTC/ED/state AG Z| -4 2-H|2 claim substantiation, financing disclosure
Privacy-by-Revenue-Design
Personalization test Cancellation test
O] 4IO|&{7} AA| D728 =0|=7}? 7tz siR|Qf HO|= 7t HIC A Q17?
g QIS GO[H 2 &2 227t 7tsetut? retention offer7} 2|42 AX 2 a=71?
20| AFBHAIS O 4R 4 AT So|-314 208 AT 4 ASIP

Mis-selling2 7HQ12| =S4 24|2t0| OfL|C}

Revenue-only commission, refund/cancellation] @ EI} O|8tE, D WA S L} close rateS EASHH R2l0| LRZ O 2

mis-selling= 2+= 4= QUCH T2tA compensationO|= margin, cancellation, complaint, compliance, retention2 &gt
2|EHH2|0fl= clawback-disciplineS @&t5| &Cf.

YE F2|. 0| E= Lt A FFYE0|0 GEAHZO0[ OfL|C} Oj=2 AY-F-LARFAI7L SHE| 2D 20| W2 et o
A TOZZMAE HE &Y, 024 22, G, MSRAC U3 24 AE EAZ 22 ST,
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https://www.ftc.gov/business-guidance/advertising-marketing
https://www.ftc.gov/business-guidance/resources/consumer-reviews-testimonials-rule-questions-answers
https://www.ftc.gov/business-guidance/resources/disclosures-101-social-media-influencers
https://www.ftc.gov/reports/bringing-dark-patterns-light
https://www.ftc.gov/business-guidance/resources/rule-unfair-or-deceptive-fees-frequently-asked-questions
https://www.ftc.gov/business-guidance/resources/can-spam-act-compliance-guide-business
https://www.ftc.gov/business-guidance/resources/complying-telemarketing-sales-rule
https://www.ftc.gov/business-guidance/resources/complying-telemarketing-sales-rule
https://www.fcc.gov/general/telemarketing-and-robocalls
https://uscode.house.gov/view.xhtml?edition=prelim&num=0&req=granuleid%3AUSC-prelim-title15-section8403
https://www.ftc.gov/news-events/news/press-releases/2026/03/ftc-seeks-public-comment-response-advance-notice-proposed-rulemaking-regarding-negative-option
https://leginfo.legislature.ca.gov/faces/codes_displaySection.xhtml?lawCode=BPC&sectionNum=17602.
https://cppa.ca.gov/regulations/
https://cppa.ca.gov/regulations/ccpa_updates.html
https://www.ftc.gov/legal-library/browse/cases-proceedings/ftc-v-kochava-inc
https://www.consumerfinance.gov/compliance/circulars/
https://www.sec.gov/regulation-best-interest
https://www.finra.org/rules-guidance/key-topics/suitability

PART XXX. M[A| 22l B2C FY 7|& At

7| s Bae 74 Funnel Expansion Retention
Amazon M- Customer S JHA A Zd-bundle Prime-TH9|
‘marketplace | obsession —PDP—Prime—Checkout
Apple HHC-0Z-OF | Premium Premium HESAEO|—AH|A Storage-AppleCare Services-ecosystem
ElH ecosystem
Costco UHA-ALAE | Value trust L 71—zt g2 CHEE-7tEne| Membership renewal
merchandise
margin
Walmart CH+2 reach EDLP+Q| Value Store+App+Pickup Marketplace'Walmart+ = Membership-frequency
Nike == Identity/ Premium+promo | story—product—channel | apparel/footwear membership
-athlete-digital = performance
Starbucks location-app Habit+small luxury | Premium store/app size/customization Rewards
everyday
McDonald’s ' location-mass | Consistency+value | menu store/app combo-size loyalty
media architecture
Tesla digital/direct innovation direct pricing online—~demo—order software/features ecosystem/service
Netflix content personalized tiers trial/visit—subscribe higher tier/add-on engagement
entertainment
Spotify freemium personalized audio | free—premium listen—premium family/duo habit-playlist
tiers
Sephora store-social discovery+expertise | multi-tier content—store/app cross-category Beauty Insider
Louis desirability scarcity+heritage luxury premium | brand—boutique clienteling relationship
Vuitton

2= 2z

7|Y0fE HE2 C1EZ| U SSH 22 70| CHA| E0HE 0| RS A|AH otof| LiZHStCL Amazon2 M2|, Costco= HE{Y 71|, Apple2

ecosystem, Starbucks-McDonald’'s= &32loyalty, Netflix-Spotify= subscriptionZt personalization, Louis Vuitton desirability2t
clienteling= At23tCt,
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PART XXX - Expanded 12-Company B2C Casebook: Common Analytical Axes
5719 =2 EA5H7 | B0 €2 67 222 FAHA O|AHLIS 242 H|wetCt £35] Strategic RiskE HE 222 &0
AZARE 22S case study2 BHER| =Lt

Amazon - Friction Compression

2025 Form 10-K= customer-centric- 27| 282 s#Al 2gdgiz|2 AA|sict [C1]

Revenue Engine
Acquisition Engine
Conversion Engine
Expansion Engine
Retention Engine

Strategic Risk

Prime membership-marketplace-retail-ads?t Z& <=l flywheel

oY

M- =H2HC -marketplace selection-Prime

UM —PDP—reviews—Prime/checkout?| friction compression
recommendation-bundle-subscriptions-ads/ecosystem
Prime-ti&412]-habit-account lock-in

margin pressure, fulfillment capital intensity, marketplace trust-regulatory scrutiny

Apple - Ecosystem Monetization

2025 Services net sales ©F $109.28; direct/indirect distributiong tatsict, [C2]

Revenue Engine
Acquisition Engine
Conversion Engine
Expansion Engine
Retention Engine

Strategic Risk

hardware margin + installed base 2/2| services
brand-retail-carrier/reseller-ecosystem pull
premium proof + store/demo + integrated design
storage-AppleCare-accessories-services

device ecosystem-accounts-cross-device utility

premium demand sensitivity, platform regulation, device-cycle concentration

Costco - Membership Economics

2025 membership fee revenue 2F $5.323B, U.S./Canada renewal rate 92.3%. [C3]

Revenue Engine
Acquisition Engine
Conversion Engine
Expansion Engine
Retention Engine

Strategic Risk

low merchandise margin + membership fee economics
WOM-warehouse reach-value reputation

trusted price/value + limited assortment + treasure hunt
bulk packs-category expansion-Executive membership
renewal-habit-value trust

value promise erosion, membership saturation, merchandise margin/traffic shocks

Walmart - Omnichannel Scale

0l &-e-commerce-pickup/delivery-Walmart+-marketplace-adsE £& 2% &t

oy [C4

Revenue Engine
Acquisition Engine
Conversion Engine
Expansion Engine
Retention Engine

Strategic Risk

retail volume + marketplace/ads/membership ecosystem
mass reach-stores-search/app-marketplace

price + proximity + inventory visibility + pickup/delivery
marketplace-Walmart+-basket expansion
frequency-convenience-physical/digital integration

last-mile economics, channel complexity, marketplace quality control
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https://www.sec.gov/Archives/edgar/data/1018724/000101872426000004/amzn-20251231.htm
https://www.sec.gov/Archives/edgar/data/320193/000032019325000079/aapl-20250927.htm
https://www.sec.gov/Archives/edgar/data/909832/000090983225000101/cost-20250831.htm
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Nike - DTC Rebalancing

FY2025 NIKE Direct revenue  $18.88, 2113 CHH| 13% 2Zt4; gross margin 190bp 32+, [C5)

Revenue Engine
Acquisition Engine
Conversion Engine
Expansion Engine
Retention Engine

Strategic Risk

premium product + brand equity + wholesale/DTC portfolio
athletes-storytelling-digital-wholesale reach

brand heat + product innovation + merchandising
apparel/footwear/accessories-membership
identity:community-product launches

discounting/reference-price erosion, inventory, innovation/brand-heat cycles

Starbucks - Habit + Loyalty

U.S. Starbucks Rewards 90-day active members 2 34.2M (2025). [C6]

Revenue Engine
Acquisition Engine
Conversion Engine
Expansion Engine
Retention Engine

Strategic Risk

high-frequency beverage + customization + stored-value/app ecosystem
location-app-brand habit

availability + ritual + personalization

size-customization-food-Rewards offers

habit-stored payment-Rewards-service relationship

throughput/service degradation, labor/store execution, loyalty over-discounting

McDonald's - Frequency Machine

2025 systemwide sales 12| $1408B; 2F 210M 90-day active loyalty users?t ¢1ZSHCt. (7]

Revenue Engine
Acquisition Engine
Conversion Engine
Expansion Engine
Retention Engine

Strategic Risk

franchise systemwide volume + high-frequency transactions
location-mass media-app-value menu
speed-familiarity-value + digital ordering
combo-size-dessert-delivery-loyalty offers
habit-loyalty-ubiquity

value perception under inflation, franchise execution, service speed

Tesla - Direct + Software Expansion

2| ToHet 7o = H/2f

22 S5t paid upgrades/subscriptionsS Z§H6tCt (c8]

Revenue Engine
Acquisition Engine
Conversion Engine
Expansion Engine
Retention Engine

Strategic Risk

high-ticket vehicle sale + software/energy/after-sale monetization
brand-digital/direct-word of mouth

product differentiation + direct ordering/demo

software features-services-accessories

ecosystem-software updates-service relationship

demand volatility, price cuts/residual values, service/regulatory risk

Netflix - Subscription Choice Architecture

membership fees7} A 4

o{0|0f 2/9}-plan® 72i7 PAE 24 Ayt ()

Revenue Engine
Acquisition Engine
Conversion Engine
Expansion Engine
Retention Engine

Strategic Risk

recurring subscription + ads tier

content/brand-word of mouth-device distribution
content value + recommendation + low-friction signup
plan/tier/extra-member/ad monetization
engagement-recommendation-content cadence

content cost, churn, price/ad-tier trade-offs, hit volatility
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Spotify - Freemium to Premium

Q2 2026: 777M MAUS, 300M Premium subscribers, Premium ARPU 2t € 4.89, [C10]

Revenue Engine
Acquisition Engine
Conversion Engine
Expansion Engine
Retention Engine

Strategic Risk

freemium audience + Premium + ads

free product-partnerships-social discovery
personalization + habit + frictionless upgrade
Duo/Family/Student-audiobooks/adjacent offers
playlists:recommendations-cross-device habit

royalty economics, ARPU/conversion balance, platform competition

Sephora - Discovery Retail

3,0007 0|4 02 HEL| A2} loyalty-omnichannel discoveryS ZA§HsHCt. (1]

Revenue Engine
Acquisition Engine
Conversion Engine
Expansion Engine
Retention Engine

Strategic Risk

multi-brand retail margin + loyalty-driven frequency
stores-social-brand partners-content

sampling + advisor + assortment confidence
cross-category basket-Beauty Insider

loyalty data-community-store/app integration

vendor/brand dependency, promotional intensity, store economics

Louis Vuitton / LVMH - Desirability Preservation

=

LVMH= quality, desirability, selective distributiong 2iA42| Zato| sialoz =} [C12]

Revenue Engine
Acquisition Engine
Conversion Engine
Expansion Engine
Retention Engine

Strategic Risk

high gross-margin luxury + brand equity
heritage-culture-flagship-clienteling

desirability + scarcity + boutique experience

category expansion-clienteling-high-value relationship
status/identity-service:controlled distribution

overexposure, counterfeit, macro luxury-cycle, desirability dilution

B2C Sales Master Framework | 48


https://www.sec.gov/Archives/edgar/data/1639920/000162828026052543/spot-20260630x6xk.htm
https://www.lvmh.com/en/our-maisons/selective-retailing/sephora/
https://www.lvmh.com/investors/investors-and-analysts

PART XXXI. &I At

Aof 242l 21y At 7| Zxt
Eps=nELR= Al L2 conversion =2 CAC
=5k skl Ct7| Of =7 Reference price-22HE |
22E JHA O|&h-margin 24 2N o=
okst 71| Ao 2t -0 M et Ay -] |
Poor CX 20hEkE Retention-WOM 2}s}
S5 oY Cart abandonment 25| Y|
29d dY £H7| close A H T
R 1070 0o Af Baie ofgt
Product-market mismatch | T0OH B|2 Z7} A& 27hs
=2 CAC gEeesE &4 Az
LE2 Retention revenue leakage CLv 1
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PART XXXII. B2C Sales Economics

Revenue Engine = Traffic x Conversion Rate x Average Order Value x Purchase Frequency x Retention

Diagnostic Revenue Decomposition = Traffic x Conversion Rate x AQOV x Active-Customer Purchase Frequency.
Retention2 B&=2| survival state2 2k2|3HCt. 012 7|7k cohort 2HOY|Af= Revenue, = N x S, x f, x AOV, 2 2= HO| §
SA4H2 Tfot7| 2lCt,

- Traffic 20M: O &2 1242 0|2{ 2 2|8t marginal CAC A58 ZHA|.

« Conversion 7§4: 7|2 EEfHOIM SA| 288 =Y.

« AOV 7iM: HiS-2ISHIE 22 FE0IM 24t

- Frequency 7i141: 0|0] |55t 20| A B0,

+ Retention 7141 D|2f F10H-2-G|O|§] 7}2|E SA[0| 2&.
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PART XXXII - Advanced B2C Sales Economics

7|2 of&A! Traffic x Conversion x AOV x Frequency x Retention2 Z2 &2 0| X|2F £XFIEH0| = margin, CAC, returns,
service cost, time valueZ 27}5l{0f St}

Expanded customer value identity
CLVC = Zt [Sc,t X fc,t x Unit Variable Contributionclt] /(1 +r)t
Gross Customer Equity = ZC NO X CLVC

Net Customer Asset NPV = Gross Customer Equity - Acquisition / Retention / Growth Investments

Gross Margin % = (Revenue - COGS) / Revenue. Contribution Margin %+& 017|0f] &2 -ZHo-fulfillment-serviceQ| & HSH|7t2| BIASICE 3
AE HIE2RE YAl 5 =S 5264 =Lt
2t 241 ofo| CHE KPI E3t 8
Traffic £Q-CE incremental qualified traffic L2 intent R Sch
Conversion o|=—310f step CVR + contribution/visitor Sole 2 conversion?t 22
AOV ZEE I3 AOQV + gross contribution/order 222 upsell-BHE
Frequency L0 Bl orders/customer/year L2323 M pull-forward
Retention A A& cohort retention / survival Haagts

Margin quality  Bi&2| AAHA & | gross margin % + contribution margin % = COGS2} variable selling/service cost £&

Promotion incrementality
ODIZIM OS2 @ 22l 4 D240 A & subsidy, @ O|2iF0E @AHL pull-forward, @ A7H4E cannibalization, @ 1%}
incremental demand2 £8l3tCH “T23M 7|7t 012 +30%”= profitability 2717} ofu]ct, A3

Cohort P&L

SlEx2|LE =2 first-order margin, returns, service cost, repeat contribution, churn, referral b,
O] 7t& M DHE Hld =717 ofL|et “o™ A= o| 7+ Bt 0|2 contributionE BtE=210f Eeh 4~ QUL

o o

Capital allocation

27t $18 Acquisition, Conversion UX, Retention, Product, Service 2 0{C|0f| £Q& 2| = risk-adjusted incremental NPV2}
= 25222 B|WsCH B ROASEL marginal return0| 22 351Ct,
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PART XXXIIl. B2C Growth Engine

Acquisition

Reinvestment

B2C

Growth Engine

LTV7t CAC HE3} 0f2ig pHECH

Referral Monetization

Retention

Figure 3. Acquisition-Conversion-Monetization-Retention-Referral-Reinvestment Growth Engine

Acquisition
Conversion

Monetization

Retention
Referral

Reinvestment

A KPI sy 49 AE

CAC, CPL, Incremental Reach o 4 otof| Ll E712

CVR, Lead-to-Sale O|=E YOIt FOH2 B =2}?

AQV, ARPU, Gross Margin ot 020X R20M Hote] FAA 72 E 2=
712

Repeat, Churn, Cohort Retention Aot 22 AV LS =71

Referral Rate, WOM 20| A MG QLSO =T1?

Marginal ROAS, Payback O{C{ofl CHAl E2ret T 712 2 Z2|71(7F 47|
=71
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PART XXXIV. B2C2} B2B2|

M5 @

7= B2C B2B

Buyer 4RIt Z32|

Decision Maker HE 1~45 Ch4= O|SH2tA R}

Sales Cycle Z~F/E F~d

Ticket Size SHE~17t Az =2

Emotional Influence | =2 =0t 22H HE St
Rational Analysis Ue~=2 SH-2Mst
Relationship 7| 2| Hat Az 22
Salesperson Role Med-2ed Za A gl geldd
Marketing Role 25222 22+ 4 enablement
Pricing Hl WX BE235} R

Negotiation AHZ~1070llM S7t Fa=)

Retention cohort 127t 8 account RA|7t &

CLv 7§Q!-cohort account-level
A= at, FE wealth management, 1228, Meix o|2 g

2 QIAPEJ'%JZF financing, Ao, 412|& B2 =
personalization2 AIESICH & MAlE 84 8 E/Ct
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PART XXXV, ¢ Clf OfA|E CH EHE

Brand creates predisposition — Marketing creates opportunity — Sales converts opportunity — CX
validates the promise — CRM compounds the relationship.

DA A4S g2y, JY2 FojA7122, EHEE 0]0] Af
=

oMz Ziet FH=27} 0|0] FYS £, AlF UXVHOHAHIE

S KPI7} OtL 2} Customer Revenue System@| 3| ZA|Aof 2

Ee

o
=3
=
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PART XXXVI. B2C Sales Laws 30

2|
21

rio

Need before product

Trust precedes persuasion

Value beats price

Price is information

Friction kills intent

Emotion directs, reason
validates

Risk rises with ticket size

Relevance beats eloquence

Questions create information
advantage

Listening improves diagnosis

Feature without outcome is
noise

Objection is information

Discount cannot repair weak
value forever

Real scarcity works; fake
scarcity destroys trust

The easiest purchase often wins

Easy cancellation can
strengthen trust

Acquisition without retention is
leakage

Retention compounds

Happy customers are
distribution channels

Complaints are CX data

Segmentation precedes
personalization

Personalization without
consent can become
surveillance

Measure cohorts, not averages
alone

Gross margin beats vanity
revenue

Top sellers adapt

29

HZECH2A1E HA Olal5t2t.

SA1 el A
20| O¥5iC,

I'II’

D7tY4Z proofe} risk reversal

23t wRCE DS Hofo| 2
J

OtLiat 21t 0| f

A2l
AS2 715 2% Mo 527t
Ofl4t =kl

e

BHE{2| 20412t

“HIMCH

GAMLY

| II

2HC

rek
K

2] ZH

o

1-click-pickup.

subscription.

churn =2 app.

membership.
2|7

8IS At

VIP vs Al
HE 7|8t 7HA
retention.

ool el
ETERELETN
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DiscoveryE A A2 HZ3

Proof@}t disclosureS HA.

4Y-3H 2.

At 25-AH 2k

L|Z 7|8t presentation.

12 Dy £
2050l

Feature—Benefit—Outcome.

Clarify—Diagnose.

218 3t-offer 204,

cohort retention 22|,

ZHL0H-engagement.

Peak momento] ask.

root-cause &£49.

needs/lifecycle segment.

consent-governance.

cohort chart.

contribution margin.

adaptive coaching.

.



3|
Compensation creates behavior

Bad incentives create mis-
selling

What cannot be measured
cannot be systematically
optimized

Wrong metrics create wrong
optimization

Long-term trust is an economic
asset

CAC-conversion-retention0f =
Alof YFS FCt

ALl
commission.

ol
=2

x0]

St add-on.

o

follow-up.

conversiongh 4

Costco®d 7tz| Alz|,

[ =)
ue

2
©

quality-adjusted pay.

returns/complianc

CRM event 9.

LTV-quality SA|.

2
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o
o
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ne
e
0%
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PART XXXVI - B2C Sales Laws 30: Evidence Strength x Generality x Boundary
Conditions

M. A/BE “2E OtL|C} Broad= RF2UA HMMZ S=5t4| &=Lt Conditional/

= ARQIOIA £1HA|7t SYSICH: £o)
Narrow 828 D24 A'd 22 YASHI AL AE o2 HAZHC

# Azl Evidence / Generality AARA / Aoz A

1 | Need before product A/ Broad 23 J7|= A0 20| Tat 2to)

2 | Trust precedes persuasion A/ Broad L2 AH2 HSE 40

3 | Value beats price C / Conditional JtAA|2F0| MO 0|H valueRt2 2 31 Z £7t
4 | Price is information A / Conditional HEH-EFAZO|M= 4= 43}

5 | Friction kills intent A / Conditional 120] 0= Y& frictionO| confidenceE &Y = AUS
6 | Emotion initiates; reason often validates B / Conditional ZE/01E &Me FRIEZ A UE

7 | Risk rises with ticket size B/ Broad EH 385 R AR ER

8 | Relevance beats eloquence A/ Broad DHMZHE Hets| 2otof g

9 | Questions create information advantage B/ Broad AE UChs HEXHY A & US

10 | Listening improves diagnosis B/ Broad YUY R E HA offerol Yt sloF &

11 | Feature without outcome is noise C / Conditional W27 D4 feature AHE 2T & US

12 | Objection is information B / Broad DE objection0] 4| ZTH&= Ot

13 | Discount cannot repair weak value indefinitely B / Conditional commodity A|&-2 7t2{0] MY 4 QS

14 | Real scarcity works; fake scarcity destroys trust B / Conditional A scarcity Thgk

15 | The easiest purchase often wins A/ Conditional 128 F0iojl= due diligence 22

16 | The easiest cancellation can strengthen trust C / Conditional retention Et= WAH AS T

17 | Acquisition without retention is leakage A/ Broad US| MH PZ2 referral/adjacent value2 3
18 | Retention compounds A / Conditional margin-positive 11240j| Skt

19 | Happy customers are distribution channels B / Conditional 2 social risk7t Sotof ¢

20 | Every complaint is CX data B/ Broad S0t0ZH0| MAE CHESIA| S & UZ

21 | Segmentation precedes personalization C / Conditional HA HS2H2 1Y segmentE HE &+ US
22 | Personalization without consent can become surveillance A / Conditional privacy/fairness A&

23 | Measure cohorts, not averages alone A/ Broad ISE Yo| ZZ L

24 | Gross margin matters more than vanity revenue A/ Broad NPH-HIESEE S ok g

25 Top sellers adapt A/ Broad adaptive selling meta-analysis 2A [AS]
26 | Compensation creates behavior B / Conditional HZ2 579 23t £

27 | Bad incentives create mis-selling B / Conditional SH- LAz Stet A

28 | What cannot be measured cannot be systematically optimized ' C/ Conditional 2YE2715 7t2 | = 23

29 | What is measured incorrectly will be optimized incorrectly B/ Broad Goodhart risk

30 | Long-term trust is an economic asset B / Broad ZF2| 7t A2 A O]

T 2E LYo S 20t37|E 9|0|5tA| =Lt Conditional/Narrow 2|2 DH-4F-2HEE2 2|
£35| AtALGIOIE{0] A 7HE 2 THELE.

on
)J
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PART XXXVII. 4 Sales Playbook

Lead Qualification

Opening

Needs Discovery

Presentation

Value Proposition

Objection Handling

Closing

Upselling

Cross-selling

Follow-up

Retention

Referral

A

3| ozt o2
O 822 20 ALV

“HI2 27|20 o9 AtEste A Z 7t
OFEE e

0] 7155 AHEICH 012 G20 X Z1HE ¢
20 sAQILICE

‘1820l 222, PHHOR ol H 0

QA Fofet B AT HA2 =0 He A
2 0| & 7RA YLt

“POHE AYE5H7| L0 OFR EOIg(R| e BE
0] Q=] &oIst T ate A LICt
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U BAE i 20| YT A7l FHE
FSLICH 2B QOB AatA AASLICE”

25442t 0y 242t
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PART XXXVII - Expanded Sales Script Library & Call Review Scorecard
Opening

‘HIZ S| 2L} ALE 480 71 28t 2US Ml 1A 2 ol E7te? 9e 2 gleB it 2FE s

o

Need Discovery

‘YBot SUEL7E X2t Y 7|5 TE0| OfLet M= 7 2E S 7582 =017] HiEof 0] 40| o STt

Hir

Closing

“AIS7MA| &olet ZAU M= 0] FHO| 7+y Mo YLt H2 HYO| QICHH 2IMSHA| AGH7H?”

Follow-up

;

“TOHE M=otV |20t 2Y0| Eae 27t 5OF A=2] &elstzn AHEH ST HluELE SH|E AL0| Z25HH £
HHEe| EUE”

Service Recovery

VIcHE B2 ChE FE0| fFARUR| HA Y2&5| OlsistSLICt 32 7tsth At 27tst A2 L 2EE2 e
ct”

Call Review Scorecard

= o 1 23

Discovery | & 72| ¢lg 71 Lz oot | 24 Fed37|E 7] »Ic

Listening | STH/ASHEE 215 | 712 BHE MBS Q0okE0l

Value 7ls U4g UL penefit | L= —outcome —proof HZ&

Objection | ghet/atol == 22 0|R 2t =512

Close e/ S YA readiness &2l + HEt5t next step

Ethics Il =4 els SAE Al THof SC

Follow-up | SIS TE CRM 7[¥t next action
Dze 200t 22) ofm 1Yol EAS M4ttt O2Hof quotaZt U €Ol O #HES DX0f 5h=2| A2 =& 4
ALt
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PART XXXVIII. 41+ SLAFH L

7|1ZH A S SH
0-30¥ / Beginner 7|2 M4 AHA
31-909 / Intermediate U=l gt
3-12712 / Advanced AEHH M
14+ / Expert NESL= ) Pl

JOI'

4 ug

[ =)
AHE- D AM-CRM- 7|2 AT ZE -shadowing-role play

Discovery-objection-pricing-follow-up-pipeline-call
review

Adaptive
selling-negotiation-segmentation-CX-retention-referral

Unit
economics-experiment-coaching-playbook-Al-incentive
design

30¢ st5A1El
< AR HE DA A- ZYA
« 23 opening- A& -4 needs discovery
« 33! presentation-value-objection-closing
« 43 A shadowing-role play:CRM-& KPI review

90Y 372
+ O§= call review 2~3%
« CHE objection &Y role play
+ 712! conversion-AOV-follow-up-cancellation &4
« A9l FYALY shadowing2t IHE! &

N

ERERE
- 27|18 DHMIAHE LA AR B
- AfAlo| RSE Mt 2M
- 712 QI-0j|A| 2| A& 2tof
« SHj 228 E5} tacit knowledgeS BA|A playbook2 2
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PART XXXIX. 2|22 £Z2| B2C M=}
Uk 22| 42 1% 23

Leads 0| &= Profitable customersE &
Conversion@2t 224 Cohort economics &4

ATZE Q7| Adaptive framework

Discount &4 Value architecture

Close pressure Decision enablement
Sales/Marketing &¢2| E¢& Revenue System

B oA Needs-value-lifecycle segmentation
CRM 7|& Next-best-action

7| commission Quality-adjusted incentive
At2f0] gt follow-up Automation

212 Experimentation

NPSZH Behavioral retention+complaint
25 5Y offer Lifecycle offer

Acquisition 24! LTV 24

2 z| M5} Customer-level 2|5}

Al ZEHI= 8N Al decision support:QA

BHES HIEL2 & AT GOz &8

Churn & 2] Prediction-save-win-back
AEFHYALR] o= Repeatable playbook

Revenue culture Customer-equity culture

2ZB2P71 QYEIFS| 412 242 closing tricks, memorized rebuttals, hard selling, charisma, discountsCh. H2717} & 24|
st= 242 customer selection, diagnosis, offer architecture, friction, product-market fit, retention, incentive design,
cohort economics, experimentationO|Ct.
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Market
Target Customer

Customer
Psychology

Traffic

Lead

Engagement

Trust

Need Discovery
Value Proposition
Offer

Objection Handling
Purchase

Upsell

Customer
Experience

Retention

Repeat Purchase

Loyalty

Referral

Lifetime Value

Growth

£7| 0l
We

A

2y
SIS
g

73| Y= 3t
Mo Rz
032 91% 32
BE

71| Sty

Relevance

Need/Risk/Identity

Attention
Curiosity
Relevance
Uncertainty
Being understood
Outcome
Comparison
Uncertainty
Commitment
Convenience

Evaluation

Habit/Trust

Familiarity

Identity/Trust

Reputation

Joll

A 2
Market research
Segmentation

Research

Media/SEO/WOM
Capture

Content
Proof/Brand
Questions
Feature—Value
Packaging/Pricing
Diagnose

Friction removal
Next-best offer

Onboarding/Service

Lifecycle CRM

Reminder/
Subscription

Membership/
Recognition

Advocacy

Cohort
management

Capital allocation

KPI
TAM/SAM
ICP fit

Insight quality

CPC/Traffic

CPL
Engagement
Trust signals
Discovery quality
Response

Offer CVR
Resolution rate
CVR

AQV

CSAT/Return

Retention

Frequency

Share of wallet

Referral rate

CLV/LTV:CAC

Marginal ROAS/
ROIC

Low intent

Bad leads
Generic message
Low credibility
Premature pitch
Feature dump
Complexity
Arguing
Checkout friction
Irrelevant add-on

Expectation gap

Neglect

Rebuy friction

Bribery-only loyalty

Ask too early

Revenue-only view

CAC escalation

B2C Sales KPI Dashboard - 4 Layers

Acquisition

CAC
CPL

Traffic

Conversion

CVR
AOV
Cart—Buy

Economics

Margin
CLv

Payback

Relationship

Retention
Churn

Referral

Figure 4. B2C Sales KPI Dashboard - Acquisition, Conversion, Economics, Relationship
Z|E 2= - s A 32|2E

1.B2C =2 olalist7| ¢
Need - Want - Job-to-be-Done - ICP - Segment - Persona - Positioning - Brand - Value Proposition - Offer - Feature -

Benefit - Outcome - Trust - Risk - Social Proof - Authority - Scarcity - Loss Aversion - Anchoring - Reference Price -
Framing - Decoy Effect - Mental Accounting - Funnel - Customer Journey - Lead - Qualification - Discovery - Objection -

St all

|

-+ 7li'd 5074
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Closing - Upselling - Cross-selling - Conversion - AOV - CAC - CLV/LTV - Retention - Churn - Purchase Frequency - ARPU -
Gross Margin - Contribution Margin - Payback Period - CRM - Personalization - Automation - Referral - Advocacy -
Customer Equity

2.7} Z23%t 2|5 207

Traffic - CTR - CPL - CAC - Lead-to-Sale - Conversion Rate - AOV - Units per Order - Gross Margin - Contribution Margin -
Purchase Frequency - Repeat Purchase Rate - Retention - Churn - ARPU - CLV - LTV/CAC - Payback Period - Referral Rate
- Return/Cancellation Rate

3.7 3235t FY7I= 3074

Listening - Questioning - Needs Discovery - Rapport - Observation - Empathy - Diagnosis - Product Knowledge -
Customer Knowledge - Framing - Storytelling - Demonstration - Personalization - Adaptive Selling - Value Articulation -
Proof Presentation - Objection Diagnosis - Negotiation - Closing Judgment - Trial Close - Risk Reversal - Upselling - Cross-
selling - Follow-up - CRM Discipline - Time Management - Pipeline Management - Referral Asking - Self-review -
Coachability

4. 718 St 02| A2 3074

Need - Want - Identity - Status - Belonging - Trust - Risk Aversion - Loss Aversion - Anchoring - Reference Dependence -
Social Proof - Authority - Scarcity - Urgency - Reciprocity - Liking - Familiarity - Habit - Convenience - Default - Mental
Accounting - Payment Pain - Price-quality Inference - Choice Architecture - FOMO - Regret Avoidance - Commitment -
Consistency - Immediate Gratification - Uncertainty Reduction

F9|
=0 Choice Overload= 42Hd 0|2/40] 0} ALt 22|= 7t S AISst

5'PF-1I-LEI“E“ Ao = HElof gtct.

5. 2|19| B2C FHH=F 207

Narrow Segmentation - High-intent Acquisition - Strong Positioning - Value-based Pricing - Tiered Offers - Risk Reversal -
Fast Checkout - Omnichannel - Lifecycle CRM - Personalization - Adaptive Selling - Loyalty Architecture - Subscription -
Cross-sell - Win-back - Referral Loops - Experimentation - Al-assisted Selling - Cohort Economics - Retention-first
Growth

6. 71 ¢t 2l 2074

Wrong Customer - Weak Need - Weak Differentiation - Feature Dumping - Overtalking - Premature Pitching - Poor
Quialification - Price-first Selling - Discount Dependency - Fake Urgency - Poor Checkout - Poor Onboarding - No Follow-
up - No CRM - Bad Incentives - High Returns - High Churn - No Cohort Analysis - Channel Silos - Short-termism

7. 8% 1% SGAHEL] 53 2074

Curiosity - Observation - Listening - Question Quality - Adaptability - Emotional Control - Patience - Confidence - Product
Mastery - Market Knowledge - Trustworthiness - Customer Orientation - Commercial Judgment - Value Communication
- Objection Diagnosis - Closing Judgment - Follow-up Discipline - Resilience - Self-review - Learning Velocity

8. B2C G ate|Ate| sHal 1k 2071

Hiring - Onboarding - Training - Playbook - Lead Quality - Routing - Capacity - Compensation - Quota - Forecast -
Coaching - Call Review - Conversion - Margin - Returns - Retention - Compliance - CRM Quality - Experimentation -
Culture

9. CHEA QI B2C Sales Funnel Of|A|

Impression — Click — Visit — Product View — Lead/Cart — Checkout — Purchase — Activation — Repeat
— Loyalty — Referral

10. CHE21Ql B2C Sales Script

“OfH A|ZS 2O A|=2| HIZ 22517|HC}H O{EH| AFRSHAIZ| A 712|0F 02HE E7t27?2” — Need — Problem — Priority —
Recommendation — Evidence — Risk — Decision.
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11. CHEA QI Objection Handling Script

‘1 2&0| 22 ed” — “FAdez of  H EYAL7I?” — “Brek 1 220| s ZEICHH CH2 o= USHIN?” — 7t2|/S
HHA — “OHCHH O] 22 s 2T BEME ENte?”

12. CHEA QI Follow-up Script

‘FOHE AHZStel= HHO[ OfL|2t, A 2O A Or2| 2Hele|2] ¢
ot JEIH AL H B EL| G T

FEO[ AU=A| &elstin AHEHFLICL 22 B2

rlo

13-15. 4FY¥ / B2B vs B2C / Traditional vs Digital 22F

¥ el
Low-ticket 2~H| Y Availability + Habit + Merchandising
Medium-ticket Comparison + Proof + Convenience
High-ticket B2C Trust + Consultation + Financing + Risk Reduction
Subscription Activation + Engagement + Churn Management
Luxury Desirability + Controlled Access + Clienteling
B2C Scale + Behavioral Conversion S4
B2B Complexity + Organizational Consensus 24!
Traditional Sales Alh2| - S7|A-S 7|5 A5 2R
Digital Sales Self-service-behavioral data-automation-asynchronous
Best Practice CHE-22 Hybrid/Omnichannel

16. Customer Journey 4| 2| =

Trigger — Search — Learn — Compare — Validate — Buy — Use — Evaluate — Repeat — Identify —
Advocate

17. B2C Sales Funnel Z&| | =

Reach — Traffic — Lead — Qualified — Opportunity — Purchase — Activated — Retained — Expanded —
Referred

18. B2C Sales KPI Dashboard Oi|A]

Acquisition: Traffic, CPL, CAC / Conversion: CVR, Lead-to-Sale, AOV / Economics: Gross Margin, Contribution Margin,
CLV, Payback / Relationship: Retention, Churn, Repeat, Referral, Returns. &8t 203 = dashboard= 224 5IC}

19. ZHZ}7} HEEA| 2to}of St sHAl 207)
a2 0l5l - AZ - 2 - AlF OlsH - Ztx[A| et - AI=2| - 7+ - Proof - Objection - Closing - Follow-up - CRM - Conversion - AOV
- Margin - CAC - Retention - Ethics - Practice - Review

20, 2717t BEEA| rotor g = 7H'E 2074

Customer Equity - Cohort Economics - Marginal CAC - Incrementality - Elasticity - Price Architecture - Choice
Architecture - Behavioral Segmentation - Propensity Models - Churn Modeling - Next-best-action - Offer Optimization -
Experiment Design - Channel Attribution - Cannibalization - Contribution Margin - Payback Curves - Retention Curves -
Incentive Design - Al Governance

M 7tz 25 22
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70| Y5t YENHSES OfsHSta, et 71| E Al2[S + Us A2 Z A|AI5HD, FLoi2] /2t 0rdE =0
S
1=

2t 222 chast 50| ofL 2t Understanding — Value — Trust — Decision — Experience — RelationshipO|C}.

@ MAl 2|2 =
WS YAt OB 5101 O] ARRIOIH T 4 QUS7tetn 2ECt &
o2 siZ5te] 510, Lt 1 OlAFZHS OfE A O &5ta sk s

|0

| B2C SGAr 2t Wit SYARAS 7I12= 2 210|=?

— -
|1 20 YA S “0] A2 O EAIE OE 7|&
A |-

o -

A
U772t 20

ZZAA 210| = Diagnostic Intelligence + Adaptive Selling + Trust

@ MIA 2| 2] B2C 7|t BT 7| Y| Tl A|A”S 7IE2E 210|=?

TS 7|A-2 Campaign — Sale — Next Campaign22 Y EICt 2|1 £29| 7|¥E Acquire — Learn — Convert —
o

Deliver — Retain — Expand — Refer — Reinvest2t= closed-loop Customer Revenue Systeme BHEC}H = &S Th= G A
SLHA| 0 DA E BHE JHsE A A Ao 2 ORECE

=2 "

Better Sales
Bigger Future

Figure 5. Sustainable B2C Growth - AI2|Q} 1ZHIIZ|E 7|8tO 2 6t 2|& Tt 42
The Complete B2C Sales Equation - Conceptual Multiplicative Heuristic

Interpretation. Of2f Al2 3| A Al0|Lt A Z A3t &-5A10] OfL|at, 0f2f kst 2|7t M| DHIIR|E H|YSiTte 2 B
Sh= managerial heuristicO[Ct. AA| 712[H710fl= A Aelst discounted CLV / cohort modelS AHESHC}

Right Market x Right Customer x Strong Need x Clear Value x High Trust x Low Friction x Effective
Conversion x Excellent Experience x High Retention X Intelligent Expansion x Advocacy = Customer
Lifetime Value

Customer Lifetime Value x Scalable Customer Acquisition = Sustainable B2C Growth
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Implementation Appendix - B2C Revenue Operating System

I A2 E ZA A0 H4EFt{H EME 22|19 operating cadence2 B OF SHCt

Layer SHA 22 CHE KPI Owner

Acquisition o 24| S 20240 5RALL? | incremental CAC, qualified leads Growth

Conversion | O{C|A] D240 HZL}? step CVR, checkout drop Product/Sales
Monetization | Z{Et71Q} OIS off BiglLt? AOV, attach, contribution Merch/Pricing
Experience | &8 7127t AEYHHL? activation, complaints, returns CX/Ops
Retention O™ cohort7f lGLiLt? D30/D90 retention, churn CRM/Product
Referral 71 2ot off otLt? review/referral rate Brand/CRM
Economics 20| 7t=|2E017? CLV/CAC, payback, marginal ROAS | Finance

Monthly Experiment Portfolio

Acquisition, Offer, Pricing, Checkout, Onboarding, Retention, Referral0i] 2f2 2|4 StLEC| =2 72| 7HEE ECH 2= A
2 Hypothesis — Primary KPl — Guardrail — Sample/Duration — Decision rule2 A0 2A3}5tCt
90-Day Transformation Roadmap
7|12t MY MES
Day 1-30 | funnel instrumentation, channel CAC reconciliation, customer interview 20-3071, top objections, baseline cohort retention
Day 31-60 ' segmentation, offer architecture, call review, checkout tests, lifecycle CRM, cancellation/return root causes
Day 61-90 marginal CAC curve, CLV model, incentive redesign, referral loop, Al next-best-action pilot, executive dashboard
The Revenue System Rule. Marketing, Sales, Product, CX, Data, FinanceS Zt2} 2|2{3}51H A4 D247t2|7t 25|24 ©
O & &= QUCH 2|1 72| B2C 222 7|58 KPIZL} customer-level economics?t long-term trustE 38 SAS+2 =&

cth.
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