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http://www.amazon.com/Winning-Customers-Playbook-Jerry-Alderman/dp/0470547995/ref=sr_1_1?ie=UTF8&s=books&qid=1270591791&sr=8-1

Valkre's Role N\

Customer Value Creation (CVC)

Disciplined Method to follow

Metric to measure and communicate a
Differential Value Proposition (DVP)

Software for speed, scale & sustainability
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Winning Checkup N

VALKRE

1. We know specifically we help customers make more money.

2. We understand make our customers more money in the

3. We measure and track money customers make doing
business with us.

4. We measure and track money our customers make doing
business with us
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Winning & Losing N

Why We Lose Why We Win

We don’t understand the customer’s 1. We help customers make more money

perspective doing business with us

There is not enough quantitative 2. We inject quantitative outside-in
rigor customer information into decisions
Date collected never finds its way 3. We develop and execute customer
into planning or execution plans

We rely on individual surveys versus 4. We predict growth
a continuous process

The organization is not aligned or 5. We build capability and shape culture
involved
There is no systematic playbook 6. We implement a Customer Value
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Owens Corning At a Glance N\

A Founded in 1938, an industry leader in glass
fiber insulation, roofing and asphalt and glass
fiber reinforcements

A 2008 sales: $5.8 billion
A Fortune 500 company for 55
consecutive years
£ Leading North American Global
Market Positions Leader
* Residential Insulation * Composites

* Commercial & Industrial Insulation

L]

Manufactured Stone Veneer

L]

Residential Shingles

L]

Roofing Asphalis
_ gnsp Y,

THE PIMK. PANTHER ™ @ 1864-2009 Metro-Goldwyn-Mayer Studios Inc. All Rights Reservad.
The color PINK is a registered trademark of Owens Coming. © 2008 Owens Coming.
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Origins of Metrics Owens Corning N
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Historically measured ‘Winning’ looking only at our profitability...

: i A Didn’t understand how our investments impacted
profitable
B our customers
maintainand >
grow with ‘ A Spent lots of time trying to get the most out of our
" investments, without knowing if we were making
% the right decisions in the first place
E A Even when we did understand customer needs,
g had difficulty building a case for investment and
S action...too many voices

..iIn 2007 an objective was established to measure the value created for customers
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Owens Corning’s Definition of Winning —\

VALKRE

...S0 we sought out a way to know “if our customers made more money
doing business with us relative to our competitors?”
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“The fundamental reason corporations exist is to create

value for their customers”
- CEO of Owens Corning
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We Need A Simple Metric N\

VALKRE

Making the Connection, -
Your Value EngddeMierential Valuwiiropssihios

Proposition (DVP) Financials

3%

e W we help customers mi == ~noy,
10 Supply Chain

15 Product Line ow much mo ey O ::_: : : gmake doing
- 20 Brand Name
20 Sales bw much more money ourct
Organization le to our competitors. =
o Marketing ' =
35 Campaigns B will make our customers more
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The Differential Value Proposition N\

Do Your Customers Make More Money With You?

A Connects Your Value
| Proposition to Customer
msales Financials

O Differe ntiate¢

ot N_A Two Parts
- \ I DVP%: How much more money we make
D.C_;,USt?:: (\N customers / how much they buy
erv

\ I Attributes: The Investments we make that

@ Supply Chain creates customers more money

66
@ Marketing .
Programs Four Perspectives
, I Internal: What We Think Today
- | Opportunity Current: What Customer Thinks today
Goa

- | Goal: What Customer Thinks We Can Be
/L,/// I Opportunity: Difference between Current
and Goal
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What a DVP% ‘Feels Like’ B

VALKRE

The DVP% Is real money, not a satisfaction score. A DVP% scale
makes it easy to understand if that money is a lot, or a little.

A This is an extraordinary position, the customer can not imagine running their
business without your support and this is your most profitable customer.

A This is considered a healthy DVP. At 4% the customer relationship is
characterized by partnership and growth discussion. This should be among your
more profitable customers.

A Your DVP is detectable by your customer but not significant to their business.
Your customer relationship is not likely characterized by growth, which is in your
control.

A Your products and services are viewed as a commodity. Your customer could
switch your business with a competitive alternative and realize no difference to
their bottom line.

A Your customer is losing money relative to the competitive alternative every time
they buy from you. They are likely planning or at least considering how to replace
your business with a competitive alternative.
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Calculating the DVP% A

For a distributor that buys $32 million in product, our Brand
Name and Marketing Efforts bring in 5% more Sales a Year.

This volume lift amounts to an increase in S500k in
incremental profits for our customer.

S500k
DVPY% = ==
S$S32mm
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= 1.6%

For a distributor that buys $32 million in product, our
Packaging & Operations Consulting reduced transportation
costs by 25%

This cost reduction amounts to an increase in S1 mm in
annual savings that goes right to the bottom line

S1mm
DVP% = = = 3.2%
S32mm
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Measuring Winning N

VALKRE

By measuring value capture AND value creation, we see the complete picture...
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...which identifies where we need to improve our value AND opportunity to
capture more value
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The Customer Perspective

N

Discovery Interview Guide VALKRE
How do we create value for you? Bumsiness. Hilchen
Customer. Wholesaler
AIT) e
Our Differentiol Velue Proposition is the combinotion of aur investments that make you maore mongy thon our competitors
How do we make you more How can we make you mere
Our Perspective money today T money in th- futura® Hicbes
{Higher the seora, more money made} Waro e hodifanas v Faprat: | s
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The Customer Perspective

Value Creation Opportunities

=N

VALKRE

Top Value Creation Opportunities
mw.v@

Business: Kiichen
Customer: Wholesaler
Markel: Residental

What Should We Do?

How Will This Make You More Money?

Su‘p‘er{jChﬂim: Reduce ouwrlead
tLmes! This s #1

Helpsus be easierto do b

| Frees up the cash we need to

- Lmplenent pur service Lnttlative

Custpnier Service: My AuUs coula UEL eSS wiLtly
¥ = !
use some selling sieills g Lereasng auatﬂ-mErL:-EjﬂL‘cn
rt H St € 1))
Sales Oroantzation: spend more - Createthe pull-through demand we
Livme wilh archilects and bullders are all Looking for
capyigl @ 2010, Valke Soluions Inc. - powered by FRender® CONFIDENTIAL Fage 2.
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Interpreting The Interview

For a $10,000,000 Customer

N

VALKRE

4% ‘ 1% ‘ 5%

4%

$400,000 ‘ $100,000 ‘ $500,000

Customer Service
10%

Supply Chain

Brand Name 20%

Brand Name 30%

10% Customer Service

10%

Sales Organization

o Sales Organization
10% 5g% Brand Name

10%

Product Differentiation

10%

Sales Organization

Marketing Materials Product Differentiation 20%

20% 40%

Product Differentiation
30%
Product Line _ .
35% Marketing Materials
20%

. Marketing Materials
Product Line 10%

5%

$400,000

Supply Chain
44%

Customer Service
22%

[%2]

ales Organizatio
33%

>

Opportunity

Value Creation

Reduce lead
times

$176,000

My guys could
use some
selling skills

$88,000

Internal Current Goal
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Opportunity

Spend more
time with
architects and
builders

$132,000
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A B2B Value Management Dataset

VALKRE
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\

The List:

Get the organization's attention and improve your decision making by knowing the Top 5 things to make our
customers more money

Value Creation

Value Attribute Source Analysis Initiatives
. 3 Fill gap in Product Line by offering a High End Option that provides is a natural upsell to
Product Line Attribute Segments Ag 9 ¥ i 2 Pt P e $1,847,122
mainstream products
Sales Organization Attribute Segments Increase focus down ch | to drive d d with our 's s $2,071,971
Loyalty Programs Attribute Segments Simplify the paperwork required to participate in Loyalty Program $1,646,661
Product Differentiation Attribute Segments Upgrade existing low end products to provide an offering for price-sensitive buyers 43,085,515
) . . Upgraded materials required to help close the sale with our customer's customers. The
Marketing Materials  Attribute Segments $5,403,718

materials need to be simplified and widely available in all branches.
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