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Pricing Is one thing, selling Is another
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Is your brand being treated with respect?




Basically all companies want to prevent or break the
vicious Lose-Lose margin cycle

Retailers compete
on price only

“Focus only on price
management instead of
No Market stability business development”

Retailer profit
under pressure

Retailers demand more
discount to recover margins

, Manufacturers increase LP’s to
ydVinne try covering demanded margins




It makes companies question their strategy and makes
them wonder whether or how they should act

“We can’t create an instant view of prices across products divisions, countries and customer groups.”

“‘But we know we have different pricing in different countries for the same product.”

“We often see our products being re-sold across borders due to different prices and discounts. We don'’t

know how big the issue is but we shouldn’t have to make one harmonized price for everybody, should we?”

“We suspect that we give too much margin away. We really can’t analyze
it, and wish we had more transparency and thereby find all the places in

the PPWF where leakage happens.”

“We work with discounts and rebates, but do we really optimize the return
on our investment?”
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And If it Is time to change,; first try to answer what
success looks like for your business
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We recommend a logical, pragmatic & simple process
to grow profitably with preferred customers

PRICING
model
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Step 1. Map the product portfolio and decide on which
core products you want to base your policy on

70% of absolute margin 30% of absolute margin

Margin (€)

SKU’s
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Step 2. Segment your targeted consumers/shoppers
and map their shopping requirements

70% of absolute margin

Margin (€)
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Step 3: Evaluate the customer base against
guantitative criteria

20% of absolute margin 80% of absolute margin
] Target margin
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Step 4. Evaluate the strategic fit of your customer base
with your strategy and targeted shoppers

Ask your sales force:

« How many shopper do they reach?

* What is their ordering behavior?

 How are our products presented?

 What service is offered to shoppers?

Are your strategies aligned? .

Brand Positioning

Customer stores are setup in such a way that the Customer brand is very
good positioned and presented

Customer has:
1. Focus onB/C brandsand/orprivate
label, does not value ourbrand

2. Mixed modelof AB&C brands,
private label, limited focus on our
brand

3. Mixed modelof AB&C brands,
private label, approprate focus onour

y focused onA-brands, our brand
- is well positioned
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Step 5: Develop a performance based pricing model:
One pricing system, but not one-size-fits-all

Pricing model should be based on:
« Realistic country, customer & product requirements
« Consistent customer evaluation criteria

« Transparent reporting across countries & customers

But it should also take into account specific needs:
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« Different customer types/Channels ce! ra”d

 Local market conditions
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Your pricing model should stimulate shopper service,
sell-out activities, results & cooperation

LRRP VAT& X LP Product Country Service l Service2z Promotion NIP Service3 Serviced Promotion NNP
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Step 6: Implement across relevant countries

1. Map Account Profitability, 2. Commercial competence, 3. Implement account
Performance & Strategic Value reporting & simple tools planning

Profitability vs revenue
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Step 7: Implement with customers: increased stability
& profit through mutual efforts

Customer
strength Content shoppers
AUENRCCECR  Market stability
shoppers
Rotation speed
Your Customer Margin

Investment Investment
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For further details contact:
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Ake Jan van der Vinne

Managing Partner
Binnenwei 85
8409 JK Hemrik
The Netherlands Telephone: +371 (0)622414908
www.vdvinne.com Email: ajs.vd.vinne@vdvinne.com
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