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The Initiators of the Study: Ralf ValueBizbooster

double loop |
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PhD in Marketing

Master in Business Administration

Founder of Double Loop m

Based in Germany double loop

it's all about people and value

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.

26/11/25 chemvalue-academy.com - © Double Loop / ValueBizbooster 2025 4
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PhD in chemistry
Founder of ValueBizbooster f

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
profitable growth and sales enablement for a global 2,5 B€ corporation
(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 . /
¢

Thought leader and passionate about value-based selling
Author of the book: ,Master The Art of Value-based Selling”

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

26/11/25 chemvalue-academy.com - © Double Loop / ValueBizbooster 2025 5
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P N TOTAL:

84 participants

A2 | INDUSTRIES

COMPANY SIZE

®mLarge (>1,000

/

26/11/25

empl.)
® Chemical
Companies @ Medium (100-
®Other B2B 1.000 empl.)
Manufacturing @Small (<100
empl.)
@
o FUNCTION REGION
5% " Sales oo 6% 2% ®Global
Pricing

m Marketing / BD
Commercial

Excellence

m Management

chemvalue-academy.com - %t%%rﬁble Loop / ValueBizbooster 2025

®Europe & MEA

@ Asia Pacific

DO North America

® South America



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)

26/11/25 © Double Loop 2023 - it's all about people and value 10



m How Big Is the Pricing Pressure You Are " VelueBishooster
doubleloop EXperiencing Nowadays? ——
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100% O .
0% AL Highlights
80% 44%
70%
0% oo The chemical industry feels
m Very High more pricing pressure than
>0% High other B2B manufacturing.
40% m Medium
30% oo Across industries, 80% of
20% . respondents report rising
28% pressure over the last two
10%
years.
0%

Chemical Manufacturing

26/11/25 © Double Loop 2023 - it's all about people and value "
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Al clustered open-ended responses

120% N

O Highlights
100%

oo There is a handful of
80%

reasons for pricing

oo It's always the others:

60% pressure.
o)
40% Most blame their
20% I I I I I competitors for causing
price pressure.
in B

Competitor Low demand Raw material] Market Customer Internal oo Marketing also sees the
Pricing cost volatility Pushbask reasons low demand as another

fluctuations :
important reason.

mSales © Pricing m Marketing/BD

26/11/25 chemvalue-academy.com - © Double Loop / ValueBizbooster 2025 12
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What Measures Are You Taking to Cope with The
Pricing Pressure?

—

ValueBizbooster

Steve Laborda /

Measures Taken:

Price reductions O

Customer Engagement

Price Increases gy -/

Training & Improving Negotiation Skills

Sales Process & Operational Optimization

Al clustered open-ended responses

1%
%

6%

I 10%

28%

6%

I 5%

11%

I 14%

Other B2B Manuf. mChemicals

Product & Service Innovation & Improvement

Cost Cutting & Sourcing

Market Research & Strategy

Value Pricing & Value Selling

28%
I, 5%

1%
I 2%

17%

I, 27%

44%

. 7%

26/11/25

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

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

50%

O- Highlights

co Value-driven strategies lead
the way

co Chemical companies also rely
on market research, cost
cutting and innovation.

oo Other B2B manufacturing
companies implement more
price increases.

co Companies see little need to
invest into negotiation sKills.

13



m What Measures Are You Taking to Cope with The 7

ValueBizbooster
double loop PI'ICIHQ Pressure?
it's all about people and value
Measures Taken: Al clustered open-ended responses Small Medium mLarge
]
Other Measures 1. . .
I 5% Q H|gh||ghts
Customer Engagement Measures E—— 15%
i i % oo Value Pricing / Sellin
Price reductions L,,8% g / g e
o Measures are the top priority
Training & Improving Negotiation Skills . ’ 15% for |arge and medium
. o companies, followed by cost
Sales Process & Operational Optimization . .
A —— 7% cutting, market research &
Price Increases 8;0% 15% strategy and innovation,
: which is also important for
Product & Service INnovation & ImMproVement T 257 3% small companies.
10% : — .
MK RS el O & S A o ———— 7 Improving negotiation skills to
10% enhance deal-making
Cutting & S i 23% . :
g O N NN 26 effectiveness is not seen as a
Value Pricing & Value Selling 20% 389% pI’IOI‘Ity.

I 42%

0% 5% 0% 15% 20% 25% 30% 35% 40% 45%
26/11/25 chemvalue-academy.com - © Double Loop / ValueBizbooster 2025 14



m Do You Feel Well Equipped to Deal With the 7

L. ) ValueBizbooster
doubleloop  Pricing Pressure? - By Industries |
100% "
0% O Highlights
80%
70%
60%
50% m Very well oo 50% to 60% of the
’ = Well respondents don't feel well
40% Partially equipped to deal with the
30% pricing pressurel
20% co Chemical companies feel
10% less prepared.
0%

Chemical Manufacturing

26/11/25 chemvalue-academy.com - © Double Loop / ValueBizbooster 2025 15



m Do You Feel Well Equipped to Deal With the 7

. 3 ValueBizbooster
doubleloop  Pricing Pressure? - By Company Size ]
100% e
00% -O:- Highlights
80%
70% co Medium-sized companies
60% have a much bigger issue:
£0% = Very well Only 23% feel well
= Well equipped!
40% _
m Partially oo Small companies feel
30%
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)

26/11/25 chemvalue-academy.com - © Double Loop / ValueBizbooster 2025 16
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ValueBizbooster

doubleloop Enough to Avoid Price Reductions? o/
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Chemical Manufacturing .:O:. Highlights

oo Chemical companies seem
to have weaker value
propositions than other

B2B manufacturing
companies.

oo This may be the reason
why they feel less
equipped to deal with
pricing pressure.

26/11/25 chemvalue-academy.com - © Double Loop / ValueBizbooster 2025 17
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100%
90% Yo ST
0 -O:- Highlights
80% -
70% .
oo Appr. 40% believe that
60% = Very high they have high pricing
50% = High power.
40% = Medium oo Medium-sized companies
30% m Low feel a much lower pricing
20% power than other
companies.
10%
0% / e co There's significant room
Large (>1,000  Medium (100-1,000  Small (<100 forimprovement in pricing
employees) employees) employees) power.

26/11/25 chemvalue-academy.com - © Double Loop / ValueBizbooster 2025 18
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Low to Medium Pricing Power

High to Very High Pricing Power

Market Dynamics & Challenges

Customer Relationships & Distribution

Control [

Contractual & Structural Advantages-—

Barriers to Entry & Switching Costs .-

Differentiation & Unique Value

e |
Propositionm
Market Position & Competitive
|
- Landscape
-60% -40% -20% 0% 20% 40% 60%

Al clustered open-ended responses
26/11/25 chemvalue-academy.com - © Double Loop / ValueBizbooster 2025

O- Highlights

oo Market position and the
competitive situation and
Value Selling & differentiation
strategies are the main
reasons for having high or low
pricing power.

oo Those respondents who felt
less pricing power also
mentioned market challenges
and dynamics as another
Important reason.

19
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doubleloop Defending Prices Against that Pressure? ——

it's all about people and value

100% -Q:- Highlights
90% .
80%
oo Almost 60% perceive that the
70%
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

B Not at all M Partially mWell ®Very well

26/11/25 chemvalue-academy.com - © Double Loop / ValueBizbooster 2025 20
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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

26/11/25 chemvalue-academy.com - © Double Loop / ValueBizbooster 2025 21
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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.

It's always the others: Most cite their competitors
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.

Almost 60% don't feel well equipped. Medium-sized
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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What are companies
doing?

What are chemical
companies doing
additionally?

What are other B2B
manufacturing companies
doing additionally?

And small and medium-
sized companies?

Interesting ...

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 - 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

23



m Summary & Conclusions: Skills Your Teams 7

ValueBizbooster

doubleloop Need to Develop in the Next 12 Months? 4/

it's all about people and value

Almost 60% perceive Mediim=sizedand
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 B e gotiation skills
prices when they get [l S€lling and Value and customer
under pricing Pricing capabilities! centricity.
pressure.

26/11/25 chemvalue-academy.com - © Double Loop / ValueBizbooster 2025 24



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
your pricing power ..

26/11/25 chemvalue y.com - © Double Loop / ValueBizbooster 2025 27
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Checklist - Pricing Power
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ValueBizbooster

Steve Laborda

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

o | rather
Competition & 5 Forces disagree
o | rather
Value Proposition disagree
. . . | rather
Customer Relationship & Insights disagree
e | rather
Market Structure & Market Position disagree
. . . | rather
Customer's Situation disagree
Strategy & Mindset e
ay 1 disagree
.. . | rather
Negotiation Skills disagree
sales team has outstanding negotiation skills. ® . © 9
All customer-facing functions have a clear focus on value creation and value ® 'S o )
capture.
the upcoming negotiation we have a great BATNA. o ® * ©
1 2 3 ¢

Disagreement: Low Pricing Power Full Agreement: High Pricing Power

26/11/25 chemvalue-academy.com - © Double Loop / ValueBizbooster 2025
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Play your role in accordance
with your market position

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

competitive & Assess your
customer pricing power
intelligence |

Raspact your
market
position

Optimize your
saurcing

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

Improve your
negotiation
skills

Ensure a strict Contribution
Margin orientation




| Q0O . ° 7z
( O “Above all we have to fill our plant, as . - ValueBizbooster

capacity utilization is key for our profitability. =" % & =

Therefore, we should be careful with our prices.

Because when prices are too high, we will have
underutilization, idle capacities and idle capacgj




Implement
increase barriers to entry for your competitors

0.0 0 0 O

competitive & Assess your :1::::“""" Optimize your Ensurea strict

customer pricing power e sourcing CM orientation
position

intelligence

vaaliun: awmnplnng °
Product, ser- lasting custo- Im‘:’aﬁwur
vices, mer relation- ;‘:‘:‘s’ atien
business ships & smart
model contracts

—

ValueBizbooster
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Respect your
market
position

Optimize your ‘ Ensurea strict [y

sourcing CM orientation

competitive &
customer
intelligence

Assess your
pricing power

v

L T L o - VéiueBiibooster

g R § AR
0 ation: Develop long

1

ValueSelling Product, ser- lasting custo- "’:“"::ﬁ':r"“’
&Value vices, mer relation- 9o

business ships & smart skills
@ model contracts

Steve Laborda

o ’ Value Selling & Value Pricing




m How to Create Added Value ValueBishooster
doubleloop  for Customers? A L - . /
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at can you do to create value
or your customers and to
lifferentiate from competition?

26/11/25 chemvalue-academy.com - © Double Loop / ValueBizbooster 2025
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ue Creation P

uuuuuu
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ow can we create additional value for our
customers?

ow can we differentiate from competition?

~Tangibles”

Relationship Reputation
~Intangibles”
|7y )
. . v ~ /(' ‘ ,A 'L,y , ’ '\ ’ -
¢ ‘ > ; | F . » - \ 4
ey 'y AL : .
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The Double Loop Value Selling
Process

ValueBizbooster

Value

Value Selling

Identification Strategy

Value
Negotiatio
&
Communi-
cation

26/11/25

Industry
Value Chain
and
Customer Value

Insights Arguments
& Value
Quanti-
fication

Value
Proposition

Feedback

The DL Value Selling Process / Wheel

Value Identification:

Creating insights: Understanding and appreciating customer
needs and willingness to pay along the value chain.
Understanding customer’s applications and processes as well as
the true NBA (Next Best Alternative).

Value Selling Strategy:

Defining Value Selling direction and objectives: Increasing
margins or growing volumes or top line? Deciding on price-value-
positioning

Value Arguments & Value Quantification:
Defining value argumentation, quantifying the value for the
customer incl. Value Cards and tailoring of value arguments

Value Proposition:
Defining value and differentiation from NBA in a UVP statement

Value Negotiation & Communication:
Communicating and negotiating value and price in order to win
the deal by selling the price instead of selling by price.

chemvalue-academy.com - © Double Loop / ValueBizbooster 2025
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m Value Cards As a Building Block of
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Value Cards:

Saving Higher output
of costs if bottleneck
y f

From Technology to Customer Value

«» Translating technology into real customer value

Less plasticizer

» Enhancing cross-functional collaboration
2
«» Basis for value quantification [—¢]

» Foundation for the entire value communication across all
touchpoints, including selling stories

Machines run
faster

Less viscosity-
reducers

Consequences

«» Help to sell the price instead of selling by price

In a Value Card you should compare yourself with a Next Best
Alternative (NBA).

This example illustrates one feature of a PVC product in flooring.
26/11/25 chemvalue-academy.com - © Double Loop / ValueBizbooster 2025 41
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Value Quantification

ValueBizbooster

Steve Laborda f

o

[e ]

The “coronation” of the Value Pricing process:

Based on application-specific and customized value
calculators.

Powerful, if done and applied correctly. Challenging.
Always specific. Never completed.
Never certain. A journey.

26/11/25 chemvalue-academy.com - © Double Loop / ValueBizbooster 2025 42



Develop product and service or
business model innovations
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3 5

Respect your
market
position

Optimize your Ensurea strict
sourcing CM orientation

g

customer pricing power

competitive & Assess your
intelligence '

> 0._0..C
Innovation:

Value Selling Product, ser- Improye your
: negatiation
e e skills
Pricing business
model
-

4

F

Develop long lasting customer
relationships and smart contracts



m And Avoid Unfair Pricing That
doubleloop  Jeopardizes Customer Relationship
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Building Trust

Show Empathy

Show Your
Expertise Show
P Commitment
Pfe Respect the
consistent

5 Social Norms

DL Price Fairness Assessment

10penness

2 Honesty

3 Tolerance

4 Reciprocity |
5 Fairness 4—'

26/11/25 chemvalue-academy.com - © Double Loop / ValueBizbooster 2025 45
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competitive & Assess your
customer
intelligence

s O
. Develop long

ValueSelling ~  Product, ser- lasting custo-

& Value . vices, mer relation-

Pricing business ships & smart
model contracts

Improve your
negotiation skills
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Frequent bias:

Misperception that purchasers
are in a more powerful position.

emvalue-academy.com - © Double Loop / ValueBizbooster 2025 47



Respect your
market
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competitive & Assess your

Optimize your Ensure a strict
customer pricing power sourcing CM orientation

intelligence

7

Innovation: Develop long
Value Selling Product, ser- lasting custo-
& Value vices, mer relation-
Pricing business ships & smart
model contracts.

Improve your
negotiation
skills
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Learn how to deal with purchaser’s
tactics and “killer phrases”.
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If you have a great BATNA and pricing
you can turn the tide.
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double loop

it's all about people and value

Improving Your Basic & Advanced E=
Negotiation Skills Will Help

Market &
competitive & Assess your
customer pricing power

Respect
I Ensure a strict
market

CM orientation

Optimize your

sourcing

ValueBizbooster

Innovation:
Value Selling uct, ser-
& Value
Pricing

Develop long ifwreveyour
lasting custo-

Steve Laborda

negoetiation
skills

mer relation-
ships & smart
contracts

Double Loop Digital Sales Academy

Active Listening

Double Loop Digital Sales Academy

Asking Questions

Double Loop Digital Sales Academy

BATNA

Harvard Concept
Closing the Deal Principles

Double Loop Digital Sales Academy

Double Loop Digital Sales Academy Double Loop Digital Sales Academy Double Loop Digital Sales Academy

Pricing & Profits g i 5 . e /
e By i Remote & Hybrid Preparing Negotiations /
Sales you feel squeezed . Sellmg disction'= P el e

3| The A look behind the curtain The new normal in changing customer journeys.
Double Loop Digital Sales Academy Double Loop Digital Sales Academy Double Loop Digital Sales Academy Double Loop Digital Sales Academy
Value Selling Negotiation Succeeding In Tough

Psychology Negotiations Selling Sustainability

Because if you cannot sell value, you sell by price’

Because negotiation s psychology!

How to manage stressful situations

4

26/11/25
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m Get in Touch e ValueBizbooster |
double loop
it's all about people and value

Want to dive deeper into pricing pressure
— or talk to the people behind this study?

Just reach out.

B
Dr. Ralf Schmidt Dr. Steve Laborda
Double Loop - Founder Dude ValueBizbooster - Founder
ralf@double-loop.eu stevelaborda@valuebizbooster.com
T: +49 241-97876-12 M: +49 173 97 42 589

M: +49 163-2443 047
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Dr. Ralf Schmidt

Double Loop - Founder Dude
ralf@double-loop.eu

T: +49 241-97876-12

M: +49 163-2443 047
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Dr. Steve Laborda
ValueBizbooster - Founder
stevelaborda@valuebizbooster.com
M: +49 173 97 42 589

Double Loop GmbH
Double Loop Lounge

TheaterstraBe 13 | D-52062 Aachen
Germany

www.double-loop.eu
contact@double-loop.eu

T: +49 241-97876-0

M: +49 163 244 30 47
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ValueBizbooster

Steve Laborda /

ValueBizbooster

D-65719 Hofheim am Taunus
Germany

www.valuebizbooster.com
stevelaborda@valuebizbooster.com
M: +49 173 97 42 589
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