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Vision: Build a Value (or Profit) Culture...

* a passion for creating value

* g passion for getting fairly paid for value

* Then re-investing to create more value for select segments

* While de-investing in segments who will not pay for value

To build customer loyalty & profitable growth.

CREATE CAPTURE
VALUE PROFITS



Quantify Value = Set Price Premium -2 Value Story

Your
Detractors

Alternative

Price
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Value-in-use pricing through selling delivers big
profits.

PRICE VOLUME

©P2P Confidential . . . 5
Source: LeveragePoint client data comparing product prices with & without use of VIU tool, Source: 4Q2012 Global Executive Buyer Insight Online Survey



Pricing is the largest lever to impact
orofitability...and the most untapped
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The Problem

* Hard, complex and confusing to do...every case is unique

» Difficult and scary to validate with customers

« Takes courage & confidence and being comfortable w/ estimates
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Project teams lack confidence, skill and motivation

Value Pricing
~ 10% of Project Teams are

Good or Great...
P2P Assessment of Clients

o1,
WEAKMAWESOME

Sources: Price to Profits Consulting Client Experience



Value comes in different forms

I
rowm P
PRODUCTS

Helps them make money Emotional or Societal Value

SERVICES e Lower Cost * Peace of mind
* Higher Revenue * Hassle free
O e Better Cashflow * Greener
CUSTOMER

EXPERIENCE
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Quantify value in the customer’s financial terms

Customer

Your

Customer Financial

Unique :
“ Problem Benefits Value
Features
Trailer Out of service X% | X%Lower | [ 0
Durability of time aintenance Reduced Cost .
J Savings
. g Cost J L
rMamtenance Cost ) ~ - ~ 10%
r Lost Sales | Y% Le_ss Revenge Premium
Downtime ) . Potential )
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Quantify value in the customer’s financial terms

N N \e

0 Your

Unique

Features \ VRN ) Y

Trailer
Durability

10%
Premium
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Value-Pricing can be complex

Multiple Value-based

Features / offerings

rowm A\
FEATURES

CUSTOMER
EXPERIENCE

SERVICES

Value Realized
Downstream

Value
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Different Value
Segments

MARKET

APPLICATION

REGION

CUSTOMER
BUYER TYPE
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Value-Pricing Workshop

Quantify your Validate & Strategy &
Value Refine Challenges
« Understand needs * Assess/Influence the e Validate value * Business & pricing strategy &
« Quantify value value share split « Refine price, offering & model
* Set price/offering options « Barriers / challenges

» Customize to customer

Value SeIIing . Influencg the marke.t.
« Smart discount decisions

& Marketing =R pressure negotiations




KT PACER TRAILERS & BODIES, CUSTOM DESIGNED FOR ANIMAL FEED, PROVIDE THE

BEST TOTAL VALUE ON THE MARKET

KT Pacer is dedicated to being the best and most innovative animal : :
bulk feed trailer company in the world. Our extensive knowledge and Longer Life & Resell Value

experience, coupled with the high standards of all Berkshire

Hathaway companies, has lead to KT Pacer being the most bought Longest Life: >10 Years 6 Months / Often Twice
trailers in the U.S.A.. Features include: Highest Resell Value Industry Standard
« Fast Order Lead-time Fast Off-load Speed Highest Volume / Load

 More Durable: 13 Unique Structural Integrity Features 10% - 15% Faster Then Most 4, 0.5 Tons More / Load

Trailers in the Market
» More Reliable: 11 Unique Uptime & Maintenance Features

» Lighter Weight & Faster Off-Loading Design Highest Fleet Productivity

L Profile / Cent £ Gravit 2 - 5% Higher Productivity — Up to 2 -3 X Lower then
SWETIOTIE CRRERO T [ANITY Uptime & Capacity Many Trailers in the Market
» Deep Experienced & Knowledgeable Team .
P EXP g Fuel Savings Best Safety Performance
2-3%or~ $2000 / Year Nearly 0% Rollovers versus
Trailer Up to 1% Industry Average

BEST PROVEN TOTAL VALUE Typically >$250,000 / Trailer Extra Total Value

& Most Frequently Bought Animal Trailer in the USA Over the Life of our Trailers

The estimated benefits are based on 50 years of KT Pacer experience and feedback from our many
deliahted customers. Actual results will vary.




Product Project Teams

“But that seems too high,

. e will lose credibility”
“But I'm not 100% certain e y

of my assumptions”

“But we already told the customer
it would be about $X/unit’

“But the customer said their
budget was $Y/unit’

“Oh no, we've been at it for > 1 year, &
the business case doesn’t work”



Applied Training, Tools & Coaching Support

To improve, accelerate, leverage & sustain

©P2P Cannot be re-produced or transmitted in any form
without the permission of Price to Profits Consulting
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Applied Value-Based Training Workshop

Value-Pricing Course

+ Understand needs  * Assess/Influence the « Validate value

* Quantify value value share split « Refine price, offering ~ strategy & mode

©P2P Confidential

Value Price & Sell New or

Existing Products

2.5 Day Training split into two
workshops

« Off-line coaching product
team by product team

* 4 — 5 New Products or
Unique Existing Products

* Participants: Small cross-
functional team per product
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Value Pricing Approach occurs over 4 - 8 weeks

Hypothesis Refinement Value-based

Driven
Value Price

Of Value Marketing
Price & Selling

Strategy & Value Selling
Challenges

Cross-Functional Team Cross-Functional Team

1.5 day Workshop ~4 - 6 weeks for teams to 1 Day Workshop
complete market validation
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O NN O U1 & WIN -

©

Workbook Templates

Segment & Target

Value-In-Use Framework

Value Calculator Template

Key Assumptions

Customer Sensitivity Assessment
Share Split / Set Price

Waterfall Benefit Chart
Strategies & Barriers

Market Validation Plan

Interview Guide

11. Qualification Checklist
12. Price Volume Break-even Calculator

Potential Market Potential Perceived

Assumptions & Cacuatons

Anount

O] e Cutomer Bt ]
Segment Names Volume: Value
Customers, R 5) 1-5(Smallto Large) 1-5 (Lowto High)
segmentA 3 3 | TS e
segments 3 3 | Asumptons & Caluations Amount
Segment C | 4
Segment D 1
i i )i 1 & Total Savingsto who... BRAND OWNER
Segment £
i Assumptions & Calculations Amount
Segment F

[T}

Un Comments

UnitTotal

[

Netovldae
Netovldae

UnitTotal Comments

MODIFY THESE CELLS IF NEEDED PER CUSTOMER

Voo Chin 1 SupplerShreor et
s

DIFFERENTIATORS BETWEEN PACER & COMPETITORS PACER _HENSLEY LEDWELL WALINGA vt et Suppiet Bencts S

Number of Trailers per Competitor i Fleet i

Lead-time to Order Trailer - Months 5 9 fE] 1

Traier Life (unti Resale) 10 5 3 10 E=s Yo sz o Catoner o
Multiplier over the Life 1) 2| 2| 1 M‘C“SW ) $ $ E1H ]

Off-load Speed - Minutes 2 B 18 £ I i 5| s o2 s 0 380

[Number of Roll Overs per Year 2.00) 2.00 2.50) 2.00 E— i) i) S B s [

[Resale Value versus Original Trailer Cost, % 0% 20%) 20%| sow| [Frme — ] s s s s )

[ e o e s = e e W ol s wols  oms e

I E— 1] £ s a5 s 618750 [ 6250

[Wicre Capacity &l0fFload Speed Drop DoWn Option prce quatey etece

opton -Poanta Revenus Loss (utau) e e R e st = s am asill a

[5 35000 (5 135000[5 150005 13000 2o S -

Jcompetitor's Expected price of Traiter

Price

e believe the following 3

2 e ovect el ot 1o wacte

ron

it you don st

s, Dat
be validted we il val
1
2
3
4
5|
5]
1
L)
f
1)
1)
1|

T

Nonbsr Qualification Checklist - Before Preparing a Bid for  New Customer / Applicati
Vihy you?
Wy o iy Dy 3 ey
s
3
Decision Waking
s o Coreod? 1.0y s o) ey o
s S’ 2 s oo dcion kg prcess?
oo Voo
00 o sprove b s 54710, you
o seqss? s
g et T ——
ot i s
s ok Winning he bid
- T T————
revtainsrasy 7

©P2P Confidential
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Value-Calculator Demo: Customized for you

$ 125,000
KEY INPUT: BASE ELEMENTS CUSTOMER'S INPUT

3 42,500 Fleet Size of Customer 200

$ 286,138 Revenue 5/ton 210.00

B 17,733 Tons / Truck

5w Trips / shift

e Roene 8 100 Fuel miles/gal - Over the Road 60 |
Round Trip Miles / Trip

Trailer Downtime per Year, % (of expected runtime)

Maintenance $ per Ton of Feed Unloaded

[ §/TaierOverLie |
‘ MODIFY WITH THE

| Weight:Driver Costs  [§ - |

Trailer Benefit over Life Time $

$1,000,000

$900,000 $25,089 $887,567
I

$800,000

DIFFERENTIATORS BETWEEN PACER & COMPETITORS PACER HENSLEY  LEDWELL WALINGA

e btinenoeTalerNons | g 9 o 1
saomoee [ — Maintenance Multiplier over the Life
R

BAEEEE I I B O B Nunber ol vers e Y S Y N T
Resale Value versus Original Trailer Cost, %

Lead time
Trailer Life
Resale Value
Fuel Savings
Total Value

Weight: Revenue
Weight: Driver Cost:



When should you set the price?

1. Earlier In Innovation 2. Refine Before Pilots / Launch

Hypothesis
Hypothesis Refine Workshop

Workshop Workshop Few Hours -1
Day

Refinement Value-based

Workshop Marketing &
<< 1 Day Negotiations

Cross-Functional Team Cross-Functional Team Cross-Functional Team Cross-Functional Team

Assess the innovation for profitability potential

Guide your market/customer value discovery

Guide initial ‘soft’ pricing discussions
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How good are you at value-in-use pricing.

Value Pricing
~ 10% of Project Teams are

Good or Great...
P2P Assessment of Clients

o1,
WEAKMAWESOME

Sources: Price to Profits Consulting Client Experience



Thank You!

Joanne M Smith
Price to Profits Consulting
Author: The Pricing and Profit Playbook

WWwWWw.price2profits.com

joannesmith@price2profits.com

linkedin.com/in/smithjoannem
484-459-0166
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