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Vision: Build a Value (or Profit) Culture…

• a passion for creating value  

• a 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 
VALUE 

CAPTURE
PROFITS 



Quantify Value → Set Price Premium → Value Story
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Value-in-use pricing through selling delivers big 
profits.
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Source: LeveragePoint client data comparing product prices with & without use of VIU tool.

5-15% higher close rate
(with best practices)

5-25% higher price 
(with best practices)

PRICE VOLUME

Source: 4Q2012 Global Executive Buyer Insight Online Survey 



Pricing is the largest lever to impact 
profitability…and the most untapped

P2P Confidential 6



• Takes courage & confidence and being comfortable w/ estimates

• Hard, complex and confusing to do…every case is unique

• Difficult and scary to validate with customers

The Problem

©P2P Confidential



Project teams lack confidence, skill and motivation

Value Pricing
~ 10% of Project Teams are 

Good or Great…
P2P Assessment of Clients

Sources: Price to Profits Consulting Client Experience

WEAK AWESOME1    2     3     4    5



Value comes in different forms
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Helps them make money Emotional or Societal Value

• Lower Cost
• Higher Revenue
• Better Cashflow

• Peace of mind
• Hassle free
• Greener

PRODUCTS

SERVICES

 CUSTOMER 
EXPERIENCE



Quantify value in the customer’s financial terms
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Your 
Unique 

Features

Customer 
Benefits

How You 
Make $

Financial 
Value

1 3 54

Trailer 

Durability Reduced Cost
$X/yr.

Savings

10% 

Premium

X% Lower 

Maintenance 

Cost 

Y% Less 

Downtime
Revenue 

Potential

Customer 
Problem

2

Out of service X% 

of time

Maintenance Cost

Lost Sales 



Quantify value in the customer’s financial terms
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Your 
Unique 

Features

Customer 
Benefits

How You 
Make $

Financial 
Value

1 3 54

Trailer 

Durability

10% 

Premium

Customer 
Problem

2



Value-Pricing can be complex
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Multiple Value-based 

Features / offerings

Value Realized 

Downstream

Different Value 

Segments

FEATURES

 CUSTOMER 
EXPERIENCE

SERVICES

Supplier

Customer

Their 
Customer

Value

MARKET 
APPLICATION

CUSTOMER 
BUYER TYPE

REGION



Value-Pricing Workshop

Quantify your 
Value

Set Price
Validate & 

Refine 

• Understand needs

• Quantify value

• Assess/Influence the 

value share split

• Set price/offering

• Validate value

• Refine price, offering & 

options

1 2 3

Value Selling 
& Marketing 

Strategy & 
Challenges

4

5

• Business & pricing strategy & 

model

• Barriers / challenges

• Customize to customer

• Influence the market 

• Smart discount decisions 

• Price pressure negotiations



Fast Off-load Speed

10% - 15% Faster Then Most 
Trailers in the Market

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

BEST TOTAL VALUE ON THE MARKET 

Highest Volume / Load

Up to 0.5 Tons More / Load 

Highest Fleet Productivity

2 - 5% Higher Productivity – 
Uptime & Capacity 

Lower Maintenance Cost

Up to 2 – 3 X Lower then 
Many Trailers in the Market

Fuel Savings

2 - 3% or ~ $2000 / Year
Trailer

Best Safety Performance

Nearly 0% Rollovers versus 
Up to 1% Industry Average 

Longer Life & Resell Value

Longest Life: >10  Years 
Highest Resell Value

Fastest Order Lead-time

6 Months / Often Twice 
Industry Standard

Typically >$250,000 / Trailer Extra Total Value 
Over the Life of our Trailers

KT Pacer is dedicated to being the best and most innovative animal 
bulk feed trailer company in the world. Our extensive knowledge and 
experience, coupled with the high standards of all Berkshire 
Hathaway companies, has lead to KT Pacer being the most bought 
trailers in the U.S.A.. Features include:

• Fast Order Lead-time

• More Durable: 13 Unique Structural Integrity Features 

• More Reliable: 11 Unique Uptime & Maintenance Features

• Lighter Weight & Faster Off-Loading Design

• Lower Profile  / Center of Gravity

• Deep Experienced & Knowledgeable Team

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

BEST PROVEN TOTAL VALUE
& Most Frequently Bought Animal Trailer in the USA 



Product Project Teams
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“But I’m not 100% certain 

of my assumptions”

“But we already told the customer 

it would be about $X/unit”

“But that seems too high, 

we will lose credibility”

“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

16

Excel
Toolkit

Confidence, 

Courage & Skill

Expert
Coaching



Applied Value-Based Training Workshop
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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

Value-Pricing Course

Quantify your 
Value

Set Price
Validate & 

Refine 

• Understand needs

• Quantify value

• Assess/Influence the 

value share split

• Set price/offering

• Validate value

• Refine price, offering 

& options

1 2 3

Value Selling 
& Marketing 

Strategy & 
Challenges

4

5

• Business & pricing 

strategy & model

• Barriers / challenges

• Customize to customer• Influence the market 

• Smart discount decisions 

• Price pressure negotiations
Customer Understanding

1.Their buying behavior?

2.Their likely alternative(s)? 

3.Their underlining needs? The business? 

Key people? 

4.Key questions and/or information I need 

from them?

5.Affordability or timing issues?

6.Key stakeholders, decision makers, 

supporters?

Offering Value / Design

1.My unique strengths versus their 

alternative?

2.What’s my offering options? My preferred? 

Alternative? Customer options?

3.What’s the value of my offering to them? 

How will I prove it?

4.How’s my offer help them win? Can I teach 

them something of value that leads them to 

my offer?

Customer Push Back

1.Customer’s toughest questions (re: value, 

price…)? 

2.My response to tough questions?

3.What will help them understand, accept or 

internally defend my price?

Negotiation Strategies & Tactics

1.What is my opening offer & price? Will it 

include options?

2.What concessions (non-price 1st) am I 

willing to give, if needed? 

3.What concessions do I want in return?

4.What’s my walk away position? 

5.What other ‘sticks’/tension can I use?

N egotiation  Preparation  Checklist
Before negotiating, or even having value discussions, with a customer, you should prepare by filling out this negotiation checklist. Early in the customer discusssions, you may not be able to answer 

all questions.  So as you progress in your discussions, come back and complete the checklist before entering price negotiations.

In clud ed? Ben efit Assu mptio ns & Calcu latio ns Un its Amo un t Total Un it Co st Co mmen ts
Yes SH ELF  LIFE Volume of our product bought Ibs 1000

Shelf life improvement months 3

 ….   

 ….   

   

Total Savings to who ... BRAND OWNER  #VALUE! #VALUE!  

In clud ed? Ben efit Assu mptio ns & Calcu latio ns Un its Amo un t Total Un it To tal Co mmen ts
Yes APPEARAN CE Volume of our product bought  1000

Higher sales % 5 Needs to validate

Higher Brand owner price premium % 10 Needs to validate

   

   

Total Savings to who... BRAND OWNER  10,000           10

In clud ed? Ben efit Assu mptio ns & Calcu latio ns Un its Amo un t Total Un it To tal Co mmen ts
Yes  Volume of our product bought   

   

$1.00 

$1.39 $0.15 

$1.58 

$4.88 

$(3.11)
$5.89 

$(2.67)
$3.22 

Price of N
BA

Less ingredient/part

Less sizing/part

New growth profit

New Price 

Lost sales/part

Indiffe
rence Price

Value to
 Customer

Target P
rice

$-

$1.00 

$2.00 

$3.00 

$4.00 

$5.00 

$6.00 

$7.00 

$8.00 

$9.00 

$10.00 

FIBER GLASS PRODUCER: Unit Price

Less ingredient/part Less sizing/part New growth profit New Pr ice

SENSITIVITY FACTO RS -2 -1 0 1 2
 Favo rab ility      

 -1,-1,0,1,2

Certainty of Benefits
Very uncertain of achieving $ 

benef its

<50% certainty of achieving $ Certain of achieving at least 50% 

of the $ 

>80% certain of achieving $ >95% certain of achieving benefits -1

Speed to Benefits
Multiple years to achieve $ 

benef its

Months - 1 year before achieving $ Immediate on-going benefit with 

use

Upfront one-time payout 0

Fairness 
Price feels very unfair Price feels too high versus value 

& effort

Price appears fair versus value & 

effort
0

Reliability & Risks
High risk to try your product Some reasonable risk to try your 

offering

Neutral: No risk to use or not use 

you

No risk to you you but some risk 

in not using you

High risk if they don't use you 0

Necessity
Product is a luxury Product is nice to have Product is needed (from you or a 

competitor)
0

Only game in town
Reasonable alternatives available Only 1 other that is not ideal Only good choice of a needed 

product. They must buy from you
0

Switching Costs
High investment or switching 

costs / effort to use you

Small switching costs / effort to 

use you

No switching costs / effort to use 

you

Switching cost to move away from 

you

Large cost / effort to move away 

from you
-1

% of Customer Costs
>30% (or biggest) of their 

ingredient costs

20-30% of their ingredient costs ~10% or less of their total 

ingredient cost

Very small % of their costs Very, very small % of their costs 0

Brand & Trust
Don't trust you No / limited experience with you Know you & trust you same as 

competition

Trust you more than their 

alternatives

Strongly trust you over others 0

Future Innovations
Strong worry you're not best re: 

future innovation

Worry you aren’t best for future 

innovations

Don't value future innovations Prefer you for your future 

innovations

Strongly prefer you for future 

innovations
0

Price-Quality Effect
Your low price is main signal of 

low quality

Your low price may signal low 

quality

Price is not an indicator of quality Price is a key indicator of quality Price is the main indicator of 

quality
0

Additional Benefits
Very weak soft benefits Weaker soft benefitis than 

alternative

Strong soft benefit(s) Very strong soft benefits 0

Directional Share Capture ~10% ~30% ~50% ~70% >80% Total -2

Total 

Average -0.2

Feature
Customer Benefit     

   (or D etractor)
Value Driver $ Benefit To Customer

$ Benefit/Unit of 

Your Product 

Share Capture 

%

Currency: U nits:

Better Processing Better Yield Lower Cost $1,000,000 $2/ton 40%

Feature
Customer Benefit     

   (or D etractor)
Value Driver $ Benefit To Customer

$ Benefit/Unit of 

Your Product 

Share Capture 

%

Currency: U nits:

Better Product Higher Price Higher Revenue $400,000 $0.8/ton 80%

BEN EFIT QUANTIFICATION FRAMEW ORK:  BRAND OW NER________

BEN EFIT QUANTIFICATION FRAMEW ORK:  CONVERTER_______



   Market Validation
             

Value Pricing Approach occurs over 4 - 8 weeks
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Hypothesis 
Driven 

Value Price

Refinement 
Of Value 

Price

Cross-Functional Team Cross-Functional Team

Value-based 
Marketing 
& Selling

Value Selling

5

Strategy & 
Challenges

4

1.5 day Workshop 1 Day Workshop~4 - 6 weeks for teams to 
complete market validation 



Workbook Templates
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1. Segment & Target

2. Value-In-Use Framework

3. Value Calculator Template

4. Key Assumptions

5. Customer Sensitivity Assessment

6. Share Split  / Set Price

7. Waterfall Benefit Chart

8. Strategies & Barriers

9. Market Validation Plan

10. Interview Guide

11. Qualification Checklist

12. Price Volume Break-even Calculator

  Segment Names              
(or Key Customers, Regions)

Potential Market 

Volume: 
 1 -5 (Small to Large) 

Potential Perceived 

Value     
1  - 5 (Low to High)             

Segment A 3 3
Segment B 3 3
Segment C 2 4
Segment D 2 4
Segment E 1 5
Segment F 1 50

1

2

3

4

5

6

0 1 2 3 4 5 6

Pe
rce

ive
d V

alu
e 

Volume

Segments: Value versus Volume

100

8

7
4 0 0 0 119

-7
112

NBCA Price 1 2 3 4 5 6

Total Value

Value to
 Customer

Target Price

0

20

40

60

80

100

120

140

Price

# HML Feature(s) Customer's Problem 
How would they describe it?

                 Customer Benefits Value Driver
Cost, Revenue, Cashflow

Key Assumptions for Calculation 
(see/use next sheet)

1    

2     

3     

4    

5    

6    

7    

BENEFIT QUANTIFICATION FRAMEWORK:  Versus … Included? Benefit Assumptions & Calculations Units Amount Total Unit Cost Comments
Yes SH ELF  LIFE Volume of our product bought Ibs 1000

Shelf life improvement months 3

 ….   

 ….   

   

Total Savings to who ... BRAND OW NER  #VALUE! #VALUE!  

Included? Benefit Assumptions & Calculations Units Amount Total Unit Total Comments
Yes APPEARANCE Volume of our product bought  1000

Higher sales % 5 Needs to validate

Higher Brand owner price premium % 10 Needs to validate

   

   

Total Savings to who... BRAND OW NER  10,000           10

Included? Benefit Assumptions & Calculations Units Amount Total Unit Total Comments
Yes  Volume of our product bought   

   

DIFFERENTIATORS BETWEEN PACER & COMPETITORS PACER HENSLEY LEDWELL WALINGA

Number of Trailers per Competitor in Fleet

Lead-time to Order Trailer - Months 6 9 12 16

Trailer Life (until Resale) 10 5 8 10

Maintenance Multiplier over the Life 1 2 2 1

Off-load Speed  - Minutes 12 13 18 14

Number of Roll Overs per Year 2.00 4.00 2.50 4.00

Resale Value versus Original Trailer Cost, % 50% 20% 40% 50%

Lead-time Impact Drop Down Options: Select Option

Option 1-Use Older Trailer (e.g., higher maintenance). (Default) 100% 100% 100% 100%

More Capacity & Off-Load Speed Drop Down Option

Option 2-Increased Revenue Potential (Default) 100% 100% 100% 100%

Uptime for Trailer Maintenance Options: Select Option

Option 2-Potential Revenue Loss (Default) 100% 100% 100% 100%

Competitor's Expected Price of Trailer  $    135,000  $    125,000  $    125,000  $    125,000 

MODIFY THESE CELLS IF NEEDED PER CUSTOMER 

SENSITIVITY FACTORS -2 -1 0 1 2

Certainty of Benefits
Very uncertain of achieving $ 

benefits

<50% certainty of achieving $ Certain of achieving at least 50% of the 

$ 

>80% certain of achieving $ >95% certain of achieving benefits

Speed to Benefits
Multiple years to achieve $ 

benefits

Months - 1 year before achieving $ Immediate on-going benefit with use Upfront one-time payout

Fairness 
Price feels very unfair Price feels too high versus value & 

effort or versus reference points

Price appears fair versus value & effort 

or versus reference points

Reliability & Risks
High risk to try your product Some reasonable risk to try your 

offering

Neutral: No risk to use or not use you No risk to you you but some risk in 

not using you

High risk if they don't use you

Necessity
Product is a luxury Product is nice to have Product is needed (from you or a 

competitor)

Only game in town
Reasonable alternatives available Only 1 other that is not ideal Only good choice of a needed 

product. They must buy from you

Switching Costs
High investment or switching costs 

/ effort to use you

Small switching costs / effort to use 

you

No switching costs / effort to use you Switching cost to move away from 

you

Large cost / effort to move away 

from you

% of Customer Costs
>30% (or biggest) of their 

ingredient costs

20-30% of their ingredient costs ~10% or less of their total ingredient 

cost

Very small % of their costs Very, very small % of their costs

Brand & Trust
Don't trust you No / limited experience with you Know you & trust you same as 

competition

Trust you more than their 

alternatives

Strongly trust you over others

Future Innovations
Strong worry you're not best re: 

future innovation

Worry you aren’t best for future 

innovations

Don't value future innovations Prefer you for your future 

innovations

Strongly prefer you for future 

innovations

Price-Quality Effect
Your low price is main signal of low 

quality

Your low price may signal low 

quality

Price is not an indicator of quality Price is a key indicator of quality Price is the main indicator of 

quality

Additional Benefits
Very weak soft benefits Weaker soft benefits than 

alternative

Strong soft benefit(s) Very strong soft benefits

Total Weighted Average < -1 -0.5 to -1 ~0% ~1 ~1.5

Directional Share Capture <10% 10% - 30% ~50% ~70% >80%

CUSTOMER SENSITIVITY RATING SCALE

BENEFIT SHARE SPLIT 

(From Tab 4) Supplier Value Chain 1
TOTAL

must be 100%

Total Benefit $       

(From Tab 3)

Value Chain 1  

Benefits $

Supplier Share or Net 

Benefit $

Example You

Your 

Customer Total  $/M2 Your Customer You

Weight Savings (Customer's Customer) 5% 15% 100% 330$                                  50$                                  17$                                  

Weight Savings (Customer's Customer) 5% 15% 100% 76,247$                             11,437$                          3,812$                            

DL savings 50% 50% 100% 34$                                     17$                                  17$                                  

DL savings 50% 50% 100% 139$                                  70$                                  70$                                  

Aircraft Throughput 1% 99% 100% 64,103$                             63,462$                          641$                                

Aircraft Throughput 1% 99% 100% 625,000$                          618,750$                        6,250$                            

Sustainability 50% 50% 100% 6$                                       3$                                    3$                                    

Sustainability 50% 50% 100% 59$                                     30$                                  30$                                  

Why are you lisating these twice? LOW Value 64,473$                             63,531$                          678$                                

Hypothesis, Data or Assumptions to 

be validated How we will validate it

Who / 

Responsibilty By When
1

2

3

4

5

6

7

8

9

10

11

12

Type Example

Opening Comment

Thank you for taking the time to speak with us.  Your insights are very important to us as we 

determine the best product innovations to pursue - those that deliver real benefit to both of us.

Focus  discussion

Based on discussions with our customers and our internal research, we believe the following 3 

things are important to customers.  Are any of these important to you?

1. Better product re: sustainability so you grow or raise price?

2. Improved yield (or less waste)

3. On-going technical service to optimize our operation

Focus  discussion Have we missed any key issues?  Which is most important?

Benefit Specific #1 Let's begin with #1. a sustainable product since that is most important to you.

Open-ended Why, is that important to you? What are the benefits to you? 

Open-ended Can you quantify that more?  How much growth would you expect?

 Hypothesis-driven

Our analysis leads us to believe that early adopters of our 'recyclable' product will result in share 

growth of 5 - 10%?  Does that seem reasonable to you?   Do you think it's more at the high-end or 

low-end of that range?

 Hypothesis-driven

We have assumed that our customers price their products in the range of $1/ton - $1.2/ton 

downstream.  Is that in the ballpark?

Pain Point

If you don't shift to a product like ours, and your competition does, do you worry that you could 

lose share?

Repeat for each key 

benefit

Repeat open-ended questions and as needed, hypothesis-driven questions and pain point 

questions.

Closing Comment

Thank you for your time. It has been very insightful.  If we have any other questions, as we move 

forward, would you mind if we called you?

Number Challenges / Hurdles / Issue Potential Solution

 

 

 

 

 

U+A4 Other Strategic Issues Potential Solution

Your Costs Covered?

Features / Services?

Options? Versioning?

Price Implications / with 

other segments?

Pricing Mechanism(s)? 

Incl. Introduction Price.      

Business Model?   

including Customer 

Penetration Strategy

Why you?

1. Why are you interested in my bid? Don't you have a primary 

supplier?

2. Are you satisfied with your primary supplier? Why or why not? 

(If yes, you have little chance)

Decision Making

1. Why is (are) the key decision makers?

2. What is the decision making process?

3. Do you have an approved budget for this bid? If so, what is your 

budget?

4. What is your timeline for this bid and for when you will start 

buying?

Winning the bid

1.When/ how will I get the information I need to submit a bid that 

meets your needs?

Qualification Checklist - Before Preparing a Bid for a New Customer / Application
If you are not this customer's perferred supplier, ask these qualification questions to be sure it is worth your effort to bid on this business.  Test to be sure they are not just using you to get a low price that they can use to 

work down their perferred supplier. 

Customer Understanding

1.Their buying behavior?

2.Their likely alternative(s)? 

3.Their underlining needs? The business? 

Key people? 

4.Key questions and/or information I need 

from them?

5.Affordability or timing issues?

6.Key stakeholders, decision makers, 

supporters?

Offering Value / Design

1.My unique strengths versus their 

alternative?

2.What’s my offering options? My preferred? 

Alternative? Customer options?

3.What’s the value of my offering to them? 

How will I prove it?

4.How’s my offer help them win? Can I teach 

them something of value that leads them to 

my offer?

Customer Push Back

1.Customer’s toughest questions (re: value, 

price…)? 

2.My response to tough questions?

3.What will help them understand, accept or 

internally defend my price?

Negotiation Strategies & Tactics

1.What is my opening offer & price? Will it 

include options?

2.What concessions (non-price 1st) am I 

willing to give, if needed? 

3.What concessions do I want in return?

4.What’s my walk away position? 

5.What other ‘sticks’/tension can I use?

Negotiation Preparation Checklist



Value-Calculator Demo: Customized for you
$ / Trailer Over Life

Competitor Price, $/Trailer 125,000$                

Lead time 14,976$                  

Trailer Life 125,000$                

Resale Value 42,500$                  

Maintenance 286,138$                

Fuel Savings 17,733$                  

Uptime 93,050$                  

Weight: Revenue 158,080$                

Weight: Fleet Size -$                        

Weight: Driver Costs -$                        

Safety 25,089$                  

Total Value 887,567                  

$125,000 
$14,976 

$125,000 

$42,500 

$286,138 
$17,733 

$93,050 

$158,080 $- $-
$25,089 $887,567 

$(724,438)
$163,128 
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$100,000 

$200,000 

$300,000 

$400,000 

$500,000 

$600,000 

$700,000 

$800,000 

$900,000 

$1,000,000 

Trailer Benefit over Life Time $

DIFFERENTIATORS BETWEEN PACER & COMPETITORS PACER HENSLEY LEDWELL WALINGA
Number of Trailers per Competitor in Fleet

Lead-time to Order Trailer - Months 6 9 12 16

Trailer Life (until Resale) 10 5 8 10

Maintenance Multiplier over the Life 1 2 2 1

Off-load Speed  - Minutes 12 13 18 14

Number of Roll Overs per Year 2.00 4.00 2.50 4.00

Resale Value versus Original Trailer Cost, % 50% 20% 40% 50%

KEY INPUT: BASE ELEMENTS 

MODIFY WITH THE 

CUSTOMER'S INPUT

Fleet Size of Customer 200

Revenue $/ton $10.00

Tons / Truck 24

Trips / Shift 4

Fuel miles/gal - Over the Road 6.0

Round Trip Miles / Trip 70

Trailer Downtime per Year, % (of expected runtime) 3.8%

Maintenance $ per Ton of Feed Unloaded 0.5



When should you set the price?
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Market Validation
Days to Weeks

Hypothesis 
Workshop

Refine 
Workshop

Cross-Functional Team Cross-Functional Team

Value 
Quantification

ID Benefits

ID Alternative

Quantify Value

Validate Value

Value 
Quantification

ID Benefits

ID Alternative

Quantify Value

Validate Value

Market Validation
Days to Weeks

Hypothesis 
Workshop
Few Hours  - 1 

Day

Refinement 
Workshop

<< 1 Day

Cross-Functional Team Cross-Functional Team

Value-based 
Marketing & 
Negotiations

Value 
Quantification

ID Benefits

ID Alternative

Quantify Value

Validate Value

Share
Split

Business Case 
Strategy

Price & Pricing 
M echanism 

Value 
Quantification

ID Benefits

ID Alternative

Quantify Value

Assess Sensitivities 

Set share split

Validate Value

Our Costs

Practical / Hurdles

Pricing Mechanism

Refine Offering

Business Model Set Price / Offer

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

• Assess the innovation for profitability potential

• Guide your market/customer value discovery 

• Guide initial ‘soft’ pricing discussions



How good are you at value-in-use pricing.

Value Pricing
~ 10% of Project Teams are 

Good or Great…
P2P Assessment of Clients

Sources: Price to Profits Consulting Client Experience

WEAK AWESOME1    2     3     4    5



Thank You!

Joanne M Smith

Price to Profits Consulting

Author: The Pricing and Profit Playbook
www.price2profits.com

joannesmith@price2profits.com

linkedin.com/in/smithjoannem

484-459-0166

http://www.price2profits.com/
mailto:joannesmith@price2profits.com
https://www.linkedin.com/in/smithjoannem
https://www.linkedin.com/in/smithjoannem
https://www.linkedin.com/in/smithjoannem
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