Building the pricing capability
within your company

Delia Perez Paya
Etex Building Performance
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2,7 billion €
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2017
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Who we are ?
Growth by targeted acquisitions...

Strengthening our core business

N\

Cape Calsil Group (UK) Lafarge Gypsum (Europe and Latin America)

Glynwed Pipe Systems (UK)
4,000

Marley (UK) Pladur (Spain)

Meindl (Germany)
Creaton (Germany)

Lafarge Gypsum
m Ivarsson (Denmark) (South Africa)

nue (in '000)
[

Reve:

Eternit (Germany)

Microtherm
(Belgium)

Euronit (Spain)

Split of the group into two entities
+ Etex retaining all building material activities
+ Aliaxis taking over the activities in plastics for the plumbing sector

... and continued organic development

||
Major greenfield investments around the globe
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etex 2.
Market intimacy as the cornerstone of our structure

N

4 global divisions — each targeting a well-defined business segment

Etex Building
Performance

Etex Fagade Etex Roofing

plasterboards, plasters architectural and high performance roof systems, slates, tiles

and formulated products, residential fibre cement insulation and fire and corrugated sheets, and
fibre cement boards, facade materials protection solutions for roofing components
passive fire protection industrial players

and associated products,
and dry construction
solutions
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Overall Overview
BUILDING THE PRICING CAPABILITIES INTERNALLY: HOWTO DOIT ?

Define a clear
framework and Assessment Implementation Building a community Support
objectives

= WNNSW

F?rEFINE Implerr_meni the On boarding Constant support
" ocess t Which is the defined eiduals: for IT needs / HR
ea;g:?en starting point ? framework Pricing Managers needs, ...
People and teams
. Continuous
Whilocrif;r(iutri::he improvement Community
approach Building
Community
SHARE AND management:
ALIGNED monthly meeting,
performance
|| review, ...
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Overall Overview

BUILDING THE FRAMEWORK: AS ANY OTHER TRANSFORMATIONAL PROGRAM TO BE APPROACHED THROUGH 4
PILLARS

% )

DEVELOPING
TALENTS &
ORGANISATION

OPTIMIZING
PROCESSES
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Competencies and organisation — Developing Pricing Talents

What to do?

Clear Job Description

Which Profile?

Developing of a competency model / grid

Assessments

Reporting to
Whom?

Building a Development offer
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Processes — Pricing
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Local
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Processes — Pricing (defining the model)

Pricing retained components ]

Governance

Price
opftimization

Price
increase and
execution

Price
Structure

Price
Sustainability

Guidelines & Tools to be set and developed
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Processes — Pricing

4 N

Priorities to be set up since the
beginning with clear objectives

AN /
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Measuring Performance - Pricing

Overall Measuring Performance:
Key reporting to monitor pricing in the different countries at different levels

MAPPING - MARGIN*TURNOVER
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Review Impact of Price Changes Review Discount Distribution Track Cross-sell Performance
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Measuring Performance - Indicators

Price Over Cost

Mix effects
Pure Price Index

Internall . : Return per
y Variance Analysis - Unit
Price Effect vs. .
Campaign
Volume Effects impacts
Externally Prices In Prices in
Distribution Projects
Through By precise Prices by customer
observations areas y

Segment




Pricing Tools

There are 3 ways to getting software to support in your pricing

Use and already existing tool in the market? BUY

7 ?
?4}???’?? ? Develop “IN HOUSE” solution BUILD

FITIN
EXISTING
TOOLS

Customize your ERP/ CRM/ Billing system, etc

|
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Pricing Tools: identify what to cover with which tool = no duplication, no double work

What to coverin a PRICING

What is in your Bl ¢ What is in your CRM TOO0L
Mt“ O oS “-Microsoft Dynamics . swarrprricer Il l_f:”*ANT
AN IBM® COMPANY OVendavo mvetti VISTAAR
salesforce WZRM SynCl'On @r ORACLE
Qlik 4 pevienies
" e
by _ CLEARDEMAND
tt+ableau

DRGCS. @EFEI Model N

SUGARCRM. EAB-“NDLX“ 5 ZAFIN
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Assessing the starting point

Assessing

Pricing Competencies: review profiles of pricing managers
(if existing), other profiles involved in pricing decisions)

Strategy, Organization & Processes assessment:
Governance, Organization, Strategy, Market Intelligence,
Price Structure, Pricing Policy, Execution

Measurement: existing reports in place

Tool: existing tools in place

I
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Acting

Actions defined with responsible,
deadlines and required resources
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How to assess the starting point: deep dive, both Quantitative and Qualitative is needed

Quantitative Qualitative
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Implement action plan Continuous improvement

Action Plans to be implemented .... .... BUT with ....

« Clear Priorities

* Implementing the Company
model

» Ensuring local needs are
covered and we create
value added locally

I
i pFpARSS



Implement action plan - Agile methodology

Skateboard

ol

Scooter

=

Bicycle

&

Car

G

Topic 1

Details of actions

Details of actions

Details of actions

Details of actions

Measure of Success

% Pain Point Relief

Prerequisites

Key Skills Involved

Measure of Success

|
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Implement action plan - Design Thinking — to include in existing projects

1. INSPIRATION 2. IDEATION 3. IMPLEMENTATION )
1.1 1.2 1.3 2 23 3.2
(oEMITVE-.
OBSERVE ANALYSE DEFINE BRAINSTORM PROTOTYPE TEST FILOT ROLL-OUT
_EMoTIonA L
Gain an . Deploy
underztanding Organize and Define the Generate Tezt your ideas solutionsz in Pt
. . analyze - . Make your \ . Implement on
of the situvation job do be ideas to sclve ||, . & get real sitvation .
\ rezearch . ideas tangible full perimeter
from vszers . done the iszue(s) feedback on a small
. . materials .
point of view perimeter

validafion

‘.‘u%ﬂli-}

design thinking language 101

how might we?
why and what is stopping us?
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Building the community

On boarding and training program for
the whole community

Common language
Synergies and « entraide »

Same pricing calendar, processes and
tools

Sharing platform for good practices and
cases

Monthly performance reviews



