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The Initiators of the Study . Ralf ValueBizhooster

double loop |
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PhD in Marketing

Master in Business Administration

Founder of Double Loop m

double loop

it's all about people and value

Based in Germany

B2B Marketing & Sales Excellence expert with a focus on the chemical industry
and more than 30 years of experience in the fields of B2B Marketing, Pricing,
Sales Excellence, Sales Enablement & Coaching, Account Management, KAM and
Value Selling.

Lead Marketing & Sales Trainer for BASF

Myers Briggs Type Indicator ® certified , hands-on and with a down -to-earth
mentality .

In his private life : Husband, dad to three kids, Savate - kickboxer , Online Deep
House Hobby DJ and cigar aficionado . And you see him regularly in the gym and
on hikes in nature .
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PhD in chemistry
Founder of ValueBizbooster s

French, based in Germany ValueBizbooster

Expert in commercial excellence and value -based selling

In his corporate life, he was leading a commercial excellence program focusing on
EEEAaéHAl Gx A4aEEJH¢ AAO GAuxG xAAl axaxAH A4c¢E
(chemicals) and led and successfully delivered change management initiatives in

20+ projects in EMEA, AMER and APAC.

Overall 15+ years of experience in B2B sales & marketing Stov Labords /
¢

Thought leader and passionate about value -based selling

| THCEE €4 Hex 1¢écows sl AGHOEzxa&a e ABE#H ¢c¢a °Aadl

In his private life:  Married and father to two kids aged 21 and 14. He loves
bouldering and cooking.
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84 participants

A2 | INDUSTRIES

COMPANY SIZE

®Large (>1,000

/
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empl.)
® Chemical
Companies B Medium (100-
m Other B2B 1,000 empl.)
Manufacturing & Small (<100
empl.)
@
&e| FUNCTION REGION
5% " Sales oy, 6% 2% ®Global
0
Pricing
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m Marketing / BD
Commercial

Excellence

® Management
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How big Is the pricing pressure ?




< I ' ValueBizbooster

87% of companies are navigating

significant pricing pressure, a challenge
that has intensified over the past two
years.

Source: Double Loop / Valuebizbooster Survey (2025)
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m How Big Is the Pricing Pressure You Are " VelueBishooster
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100%

o0, “O:- Highlights

80% 44%

70%

60% _ The chemical industry feels

m Very High more pricing pressure than

oo% High other B2B manufacturing.

40% ® Medium

30% . Across industries, 80% of

20% respondents report rising
10% 28% pressure over the last two
0%

Chemical Manufacturing
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What |Is the Reason for the Pricing Pressure?
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Steve Laborda /

Al clustered open-ended responses

120%

100%

80%

60%

40%

20%

0%

Competitor Low demand Raw material Market Customer Internal

Pricing cost

fluctuations

volatility Pushbask reasons

26/11/25

m Sales Pricing

m Marketing / BD

chemvalue - academy.com - © Double Loop / ValueBizbooster 2025

O- Highlights

There is a handful of
reasons for pricing
pressure.

KHAIsG AaJAIl G
Most blame their

competitors for causing
price pressure.

Marketing also sees the
low demand as another
Important reason.

~

H

12



m What Measures Are You Taking to Cope with The 7

ValueBizbooster
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Measures Taken: Al clustered open-ended responses Other B2B Manuf. m Chemicals
\ [ ’
Price reductions g/ e -,Q: nghllghtS
Customer Engagement _6% 0% . .
Value- driven strategies lead
Price Increases g -/ 2% the way
Training & Improving Negotiation SKills g’ -,/ _ Chemical companies also rely
on market research, cost
Sales Process & Operational Optimization _110/0 14% cutting and innovation.
Product & Service INNoVation & IMproVement e 050 . Other B2B manufacturing
companies implement more
oSt CUting & S OUr NG N 20 price increases.

17%

Market Research & Strategy e 570/ . Companies see little need to

invest into negotiation skills.
Value Pricing & Value SeliNg N : 7% o

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%
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m What Measures Are You Taking to Cope with The 7

doubleloop  Pricing Pressure?
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ValueBizbooster

Steve Laborda /

Measures Taken: Al clustered open-ended responses Small Medium mLarge

Other Measures
I 1506

mer En ment M r 15%
Customer Engagement Measures o b
Price r ion 8%
ce reductions | 8%
Training & Improving Negotiation Skills 10% 15%
g g Neg I 5% ’

Sales Process & Operational Optimization 1700
I 1776

. 10%
Price Increases 15%
I 3%

. . 30%
Product & Service Innovation & Improvement S50k 31%
| 0

0,
Market Research & Strategy 10% % 570
.

. . 10%
Cutting & Sourcing 2300 .
N 2506

. . 20%
Value Pricing & Value Selling ° <LLTI
N 2/,

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%
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O- Highlights

Value Pricing / Selling
Measures are the top priority
for large and medium
companies, followed by cost
cutting, market research &
strategy and innovation,
which is also important for
small companies.

Improving negotiation skills to
enhance deal- making
effectiveness is not seen as a
priority .




m Do You Feel Well Equipped to Deal With the 7
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doubleloop  Pricing Pressure? H By Industries Y

100% S

0% “O:- Highlights

80%

70%

60%

0% m Very well ~ 50% to 60% of the

’ = Well ExGeecAOxAAG

40% Partially equipped to deal with the
30% pricing pressure!

20% ~ Chemical companies feel

10% less prepared.

0%

Chemical Manufacturing
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m Do You Feel Well Equipped to Deal With the 7
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doubleloop  Pricing Pressure? H By Company Size —— ]
100% "
0006 -O:- Highlights
80%
70% Medium- sized companies
60% have a much bigger issue:
£0% = Very well Only_/ 23% feel well
= Well equipped!
40% :
30% = Partially _ Small companies feel
0
better prepared:
20% 50 % of the small
10% companies feel well to very
0% well equipped to deal with
Large (>1,000 Medium (100-1,000 Small (<100 the pricing pressure

employees) employees) employees)
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m Are Your Value Propositions Strong " ValueBisbooster
doubleloop  ENough to Avoid Price Reductions? 4/
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Chemical Manufacturing .:O:. Highlights

Chemical companies seem
to have weaker value
propositions than other

B2B manufacturing
companies.

This may be the reason
why they feel less
equipped to deal with
pricing pressure.
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m Does Size Matter for the Pricing Power? ValucBizhooster
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100%
(y \ U ’ . .
o0% -O:- Highlights
80% iy
70% :
’ Appr. 40% believe that
60% : ..
° m Very high they have high pricing
50% = High power.
40% = Medium ~ Medium- sized companies
30% m Low feel a much lower pricing
20% power than other
companies.
10%
0% : o _ There's significant room
Large (>1,000  Medium (100-1,000 Small (<100 for improvement in pricing
employees) employees) employees) power.
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m Reasons for Different Perception of Pricing Power ValueBizhooster
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Low to Medium Pricing Power High to Very High Pricing Power

Market Dynamics & Challenges

Customer Relationships & Distribution

O- Highlights

Control R _ Market position and the
competitive situation and
Contractual & Structural Advantages — Value Selling & differentiation

strategies are the main
reasons for having high or low

Barriers to Entry & Switching Costs ] -
u pricing power.

Differentiation & Unique Value Those respondents who felt
" I
Propositionm— ‘ L
g less pricing power also
Market Position & Competitive EEEEEE—— mentioned market challenges
- Landscape and dynamics as another
-60% -40% -20% 0% 20% 40% 60% important reason.

Al clustered open-ended responses
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doubleloop  Defending Prices Against that Pressure? 4/
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100% -O:- Highlights
90% ’
80%
20% Almost 60% perceive that the
sales teams are not well
60% prepared to defend prices
50% when they get under
40% pressure.
30% Sales is slightly better
20% equipped to increase prices
10% than to defend prices.
0% No significant difference

Defend prices Increase prices between Chemicals and other
B2B manufacturing

m Not at all m Partially mWell = Very well
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m What Pricing Capabilities or Skills Do Your Teams 7

Value Selling & Value Pricing Capabilities

O- Highlights

Negotiation Capabilities

Competitive & Market Insights Capabilities

Medium- sized and large
companies understand that
they have to develop Value
Selling and Value Pricing
capabilities!

Mindset
Customer Insights & Centricity Capabilities

Strategic & BD thinking capabilities
Small companies put more
focus on developing their
negotiation skills and
customer centricity .

Pricing Tools & Data

Others

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Al clustered open-ended responses = Small Medium mLarge
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m Summary & Conclusions :Challenges
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Are companies suffering
from pricing pressure?

What are the
reasons?

How much pricing
power do
companies have?

What are the main reasons
for having or not having
pricing power?

26/11/25

Yes. 87% feel high or very high pricing and
Increasing pressure.

KHIsG A0JAI G Hgx EH¢gxEGI
as the main reason for price pressure.

Appr. 40% believe that they have high pricing power.
Medium - sized companies seem to have much less
pricing power.

l 0aé GH sp- O¢EAlH & xMediumdsizédi
companies have a much bigger issue. And chemical
companies seem to have weaker value propositions.

The biggest drivers of pricing power are market
position, competitor landscape and value proposition.

chemvalue - academy.com - © Double Loop / ValueBizbooster 2025
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m Summary & Conclusions : Measures
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What are companies
doing?

What are chemical
companies doing
additionally?

What are other B2B
manufacturing companies
doing additionally?

And small and medium -
sized companies?

26/11/25

Value and differentiation lead the way: Most
companies move into the direction of Value Selling
and Value Pricing.

Strategy & market research, cost cutting
and innovation H a perfect mix.

Innovation and price increases and less
cost cutting.

More focus on product & service
Innovation.

Companies see only little need to invest

into negotiation skills.

chemvalue - academy.com - © Double Loop / ValueBizbooster 2025
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doubleloop ~ Need to Develop in the Next 12 Months? 4/

it's all about people and value

Almost 60% perceive Medium-sized and
that the sales teams large companies Small companies rely
are not well understand that they more on developing

prepared to defend have to develop Value W .\cqotiation skills
prices when they get Selling and Value and customer
under pricing Pricing capabilities! centricity
pressure.
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Pricing pressure Is an undeniable challenge
However , the ability to command pricing power
can be a game -changer .
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There are 9 measures you can do to increase and use
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arket &
competitive &
customer

intelligence

Value Selling
& Value
Pricing

Assess your
pricing power

Respect your

Optimize your Ensure a strict
market : ] :
" sourcing CM orientation
position ’
%
- W - d
»
I
| |
Innovation: Develop long
: Improve your
Product, ser - lasting custo - _
: . negotiation
vices, mer relation - _
: : | SIS
business ships & smart
model contracts 4
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Assess &
appreciate

your pricing
power

 GENERAL@)ELECTRIC

novati

Pricing business g shipsksmart [ KIS

Wiy,

- MADE IN U.S.A.

K a

your pricing
6é&JxE.]
use it effectively!



Checklist H Pricing Power

double loop

it's all about people and value
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Pricing Power Asessment

Competition & 5 Forces
il

3,5

Strong Value Proposition &

Negotiation Skills Value Selling

Our Strategy & Mindset Customer Relationship

arket Structure & Market
Position

Customer's Situation

| rather

Competition & 5 Forces dicagree

o | rather

Value Proposition I

. . . | rather

Customer Relationship & Insights i

Market Structure & Market Position Lfafher

disagree

Cust = SHEl | rather

ustomer's situation disagree

- | rather

Strategy & Mindset e

. . | rather

Negotiation Skills e
sales team has outstanding negotiation skills . ® O o ]
All customer-facing functions have a clear focus on value creation and value ® o O o

capture .
the upcoming negotiation we have a great BATNA . O ] O ]
1 2 3 4

Disagreementiow Pricing Power Full Agreement: High Pricing Power
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Build market & competitive &
customer intelligence
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Play your role in accordance
with your market position
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sourcing
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competitive & Assess your Raspactyour B o iimize your

market .
saurcing

customer pricingpower i | sition

intelligence

novation: h 'Develop lang
Value Selling Product, ser- ||  lasting custo-
&Value vices, mer relation-
Pricing business ships & smart
model eontracts

Improve your
negotiation
skills

O Ensure a strict Contribution
Margin orientation

ValueBizbooster 2025
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capacity utilization is key for our profitability. ol B

Therefore, we should be careful with our prices.

Because when prices are too high, we will have
underutilization, idle capacmes and idle capacit
¢ GHGR




ValueBizbooster

Implement Value Selling & Value Pricing and

Increase barriers to entry for your competitors




