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Globalpresence with established reputation

?ﬁﬂte Plains, N.Y.

ashington, DC

Q Headquarters
Q Main Offices

Q Representative Offices )
Q Project Offices

Nexant can offer support to projects globally
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| _ | © Nexant
Nexant consultingfferings are integrated through

theEnergy and Chemicals Value Chain

CvmME

Chemicals

INTERMEDIATE &
POWER & DOWNSTREAM C1 CHEMICALS BASE PETROCHEMICALS SPECIALITY
RENEWABLES GAS OlIL & FERTILIZERS & POLYMERS CHEMICALS

A Grid Management A Gas Market A Petroleum Refinin A Ammonia A Olefins A Surfactants
A Grid Manag A Gas Mark A Petroleum Refining A A Olef A Surf
A Distribution Analytics A Storage & A Urea A Aromatics A Oleochemicals
~ Software N A Gas Monetization Distribution A Melamine A Polyolefins A Engineering &
A Energy Efficiency A LNG & Gas A Biofuels A Ammonium Nitrates A Vinyls Speciality Polymers
A '\Dﬂzr::n:msel?]? ) Plpellne§ A Oxygenates A Phosphate & NPK A Styrenics A Coatings,
) g A Gas Project Due A Coal to Liquids Fertilizers A Polyesters Adhesives,
A Renewables Diligence A Gas to Liquids A Methanol i ) Sealants &
_ ) -~ A Base Oils A Formaldehyde A Acrylates ;
A Biomass A Gas Pricing & A Lubricants A Acet ) A Polyurethanes
A Municipal Tariffs wor L ACEYS A Rubbers A Resins
Waste A doetnsgtsi\)/lggas A Other olefin and A Biochemicals
A Wind aromatic derivatives A Speciality & Fine
A" Clean Coal Chemicals

Infrastructure capabilities including bulk storage, terminals and pipelines
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Nexant 0s Competency | S C e tr
CVvME
Nexant Subject Matter Core Competences Nexant has over 30 years
experience behind its industry
TECHNOLOGY EVALUATIONS COMMERCIAL ANALYSIS

expertise in the energy and

Techno-economic studies Market research and ar]aIyS|s chemicals sector
Technology assessment Supply/demand analysis . .
. . L . : Detailed understanding of
Production benchmarking Pricing and profitability scenarios technol q
Cost curve assessments Market forecasts echno Ogy an )
. competitiveness Issues
Performance benchmarking
Market segmentation analyses In depth modelling of market

behaviours from highly
fungible oil products to high

Nexant Client Focus Core Competences value add performance
chemicals

FINANCIAL SERVICES STRATEGIC PLANNING Long reputation supporting
Acquisition identification Portfolio repositioning asset investment appraisals in
Portfolio appraisal Customer segmentation both Feasibility Studies and
M&A support Manufacturing strategy Due DiIigence advice for
Project finance support Value chain positioning | enders
Asset valuations Growth strategies . ~

i, o Ongoingiiof f t he she
Due diligence Industry structure analyses

publications ensure
continuous coverage of the
industry

Market Entry Strategy
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Nexant is expanding its industry expertise to bring a new offeringse
Improve market position, profitability and cost effectiveness by

2" DISTRMSQNSULT

&JM Chemsult

. The Logical Group
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CvmME

Welcome, Aims and Objectives

GPCA: "CVM Strategies for Stronger Profitable Growth in Fertilizers". Source: Phil Allen, CEO, Customer Value Management September 2018
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CVM Workshop Program: 090200 %

CvmME

Welcome and Introductions; Aims and Objectives

Session 1. UNDERSTANMOUR CUSTOMERS
Customers buy Value, Value Chains, ProductMarket Life Cycle and
Customer Value Segmentation

SHORT BREAK

Session 2: CREATE CUSTOMER VALUE
CVM Strategyand Positioning, Value Propositions, Value-Based Pricing,
Effective CVM Implementation

Questions & Answers

CLOSE

GPCA: "CVM Strategies for Stronger Profitable Growth in Fertilizers". Source: Phil Allen, CEO, Customer Value Management September 2018 8
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THERE IS NO SUCH THING AS A
COMMODITY

CUSTOMERS BUY VALUE
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IFYOU ALWAYS DO WHAT Y
ALWAYS DONE,

YOUoLL ALWAYS GET WHA
ALWAYS GOT.....

| F YOUORE LUCKY.

GPCA: "CVM Strategies for Stronger Profitable Growth in Fertilizers". Source: Phil Allen, CEO, Customer Value Management 10



Pentadigm CVM: 5 Steps to Customer ¢Nexanr
Value

UNDERSTAND
THE
CUSTOMER
IMPROVE COMMIT TO
CUSTOMER THE
VALUE CUSTOMER CUSTOMER
VALUE
MANAGEMENT
OBTAIN CREATE
CUSTOMER CUSTOMER
FEEDBACK VALU E SourceDe Bonis, Balinski & Allen

"ValueBased Marketing for Bottom

W LineSuccess”, McGraw Hill, 200

GPCA: "CVM Strategies for Stronger Profitable Growth in Fertilizers". Source: Phil Allen, CEO, Customer Value Management September 2018 11



Customer Value Management: ' Nexant
Key Questions to ask every day!

CvME

How do you CREATE value for your customers?
How do you QUANTIFY value for your customers?

How do you DIFFERENTIATE and COMMUNICATE the
value created for your customers?

How do you CAPTURE the value you have created for
your customers?

How well does your value capture reflect the true
customer value created?

How do you KNOW that you have captured all the value
available to YourCo at a customer?

GPCA: "CVM Strategies for Stronger Profitable Growth in Fertilizers". Source: Phil Allen, CEO, Customer Value Management September 2018 12



What is the highest price paid for water fdf¥an

human consumption on this planet? @

CvmME
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GPCA: "CVM Strategies for Stronger Profitable Growth in Fertilizers". Source: Phil Allen, CEO, Customer Value Management September 2018 13
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Water Prices in ¥denswil

CVvME
Compare Price for 1 Liter San Pellegrino
18
16
14
12 ORestaurants (50cl)
B Au-Restaurant (50cl)
Ocaf@s (50cl)
10
0 Ocaf@s (25¢l)
6 B Tankstelle (50cl)
8 OTankstelle (150cl)
BSuper mrkte (150cl)
B Durchschnitt
6
4
2
0

1 Liter

GPCA: "CVM Strategies for Stronger Profitable Growth in Fertilizers". Source: Phil Allen, CEO, Customer Value Management September 2018 14
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CvME

O We 0r e QQFFEBusmesdg, h
serving .peopl eeée

We O0r e PHOPlEMesIiness,
serving coff e

Howard Schulz, Chairman and Inventor, Starbucks Coffee

" Strategies for Stronger Profitable Growth in Fertilizers". Source: Phil Allen, CEO, Customer Value Management September 2018
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Who iIs the customer?

CvME

U Any member of the
value chain

Uwho directly or
indirectly

U purchases or
influences the purchase

U of your products and
services

({M#”v e

_..
R s
P I oW B

Source: De Bonis, Balinski & Allen
"Value-Based Marketing for Bottom-
Line Success", McGraw Hill, 2003

GPCA: "CVM Strategies for Stronger Profitable Growth in Fertilizers". Source: Phil Allen, CEO, Customer Value Management September 2018 16



O Nexantr

What is the most important question for the customer @

CvmME

What Is the CustomeW| LLIN Go pay for?

%

ah or |
Credtt

GPCA: "CVM Strategies for Stronger Profitable Growth in Fertilizers". Source: Phil Allen, CEO, Customer Value Management September 2018 17
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W

China willing to pay for Green

CvmME

Respondents’ Willingness to Pay

Would you pay extra money How much more would you
for green products? pay for green products?

Less than 3%
I%e-5%
$%-10%

* Morée than 10%

2381%

Sowrce: Ay oS ofrept ComoaR Stargyin Chha's War on Pollutan - Pursang e New Chinese
Consumer’ e 2015

GPCA: "CVM Strategies for Stronger Profitable Growth in Fertilizers". Source: Phil Allen, CEO, Customer Value Management September 2018 18
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VALUE CHAIN ANALY SIS AND MAPPIN(

The new perspective
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A shift tocustomer centricity and valoesation

CvmME

All suppliers must understand the value chain and act upon these insights

[ A suppliesto B ' [ B suppliesto C ' / C supplies to FARME!

pemc 3 Urea
A Fféiri'i'ﬁzer i VYth&saleF/
e L

LI - -
ik

New A + B + C need to understand consumer

Old way of selling: supplier Ato B to C to consumer

New 2: A understands needs and problems of B + C + consumer etc.

Adapted from: What the customer Wants You to know by Tam Charan
(http:/lwww.amazon.com/Weatstomer_WantéouKnow/dp.1591841658

GPCA: "CVM Strategies for Stronger Profitable Growth in Fertilizers". Source: Phil Allen, CEO, Customer Value Management September 2018 20



The Simpl&alue Chain

O Nexanr

CvmME

YourCo

|

Direct
Custqmer

l

E’:_-'nd User::l

7

(Consumer )

The direct purchaser of
service or offering

YourCo product,

The last member in the Value Chain

who recognises a value or derives a
benefit from YourCo product, service or
offering

The ultimate user of a product or the good
containing YourCo product as a component.

GPCA: "CVM Strategies for Stronger Profitable Growth in Fertilizers". Source: Phil Allen, CEO, Customer Value Management

IDENTIFY
DOMINANT
VALUE
CHAIN
MEMBER

The
most
knowledgeable
influential or
controlling
member

of a

Value

Chain

September 2018 21



The Expanded Value Chain

O Nexantr

YourCo

1

Direct
Customer

|

[I%nd User::l

7

IDECIDERS

General
Manager
30%

Purchaser
50%

Technical
20%

E:3urchaser 50% ::l E:?&D 50% ::l

(Consumer ) (Wife - 75% ) (Kids - 25% )
L

Proaduction

:
:
E
|
!
q
q
i
: [:Eng/neer::l
;
!
|
F
:
:
E
;

GPCA: "CVM Strategies for Stronger Profitable Growth in Fertilizers". Source: Phil Allen, CEO, Customer Value Management September 2018 22



Example: Profit Pools by Vaiue Chain ¢ Nexanr
Step @

Aerospace and defense CF value chain

$ Millions
L1 Materi B Profit
al
costs B Cost
Base epoxy Carbon fiber Prepreg & Value chain total
Resin formulation
EBIT 5-20 15-28 15-25
margins
(%) Key challenges:

Long, expensive qualification cycles creates a barrier for entry for a new CF
entrant, 10+ years adoption for primary structural materials

Export licensing for both materials and technical assistance are required

GPCA: "CVM Strategies for Stronger Profitable Growth in Fertilizers". Source: Phil Allen, CEO, Customer Value Management September 2018
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Somestay with production, some expand down the ¢ al%
r a

some have adopted advanesed | ue chai n s

Production Distribution Wholes.aler/ Retailer Farmer
Blending

Traditional

CvmME

Expansionist

Progressive
Enlightened
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Some stay with productioné..

Production Distribution Wholes.aler/ Retailer Farmer
Blending
JEJLLU

sadbia

e Bpg
ALEXFE!

R

GPIC

cmigill Sboll gasell

GROUPE CHIMIQUE TUNISIEN

Jordan Phosphate Mines Co
“ CIFFCO "

fran

GPCA: "CVM Strategies for Stronger Profitable Growth in Fertilizers". Source: Phil Allen, CEO, Customer Value Management September 2018 25



Somear e

expanding

l..Nn 1

O Nexantr

0 theﬁla

[ atrib it Wholesaler/ _
e Distibuton Blending Retailer Farmer
G§inDU3 gﬂaeubﬂﬂ émzsﬂL”
B QQFhCQ %?\“® Muntajat %‘\'@ Muntajat
maapen P oale o

Saudi Arabian Mining Company dusgewul @ sspeii(uas il dsul

(b Eode)
ocp ocp

OCFindustries ©CFIndustries

GPCA: "CVM Strategies for Stronger Profitable Growth in Fertilizers". Source: Phil Allen, CEO, Customer Value Management

September 2018 26
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Somehave adopted advancealue chain %

strategi ese. .

CvmME

. L Wholesaler/ ]
Production Distribution i Retailer Farmer
Blending

i & i
YARA YARA YARA YARA
e
A\ Pota.shCorp A\ Pota'shCorp \%® PotashCorp \%® PotashCorp
AXegrium AXgrium Agrium AXgrium
HKOCH. IHKOCH. HKOCH KHKOCH.
FERTILIZER FERTILIZER FERTILIZER FERTILIZER
.... .... .... ....
0e® [ [ [
\ Y 4 \ Y 4 \ Y 4 \ Y 4
PHOSAGRO’ PHOSAGRO PHOSAGRO PHOSAGRO
Mosaic Maosaic H
iosc iosc Mesaic

GPCA: "CVM Strategies for Stronger Profitable Growth in Fertilizers". Source: Phil Allen, CEO, Customer Value Management September 2018 27
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GainINSIGHT®ito the Customer Journey/Experience &

GPCA: "CVM Strategies for Stronger Profitable Growth in Fertilizers". Source: Phil Allen, CEO, Customer Value Management September 2018




Disruptive trends will have a fundamental impact on the
chemicals iIindustry, creating Awinne

Categorization of trends

[18 of 30 are disruptive]

Societal / politically driven
D/SP [#11]

e
AAgriculqural ( >
—_—
Turnar ouydo

Power -to-X

A

Waste -to - Chemicals

Self-medication

N QF Perception of chemicals
(discussion on ingredients)

» Disruptive

>

A

i

Changing relations chemical —— D/EE [#7]
Industrial supplier 1 end customer igitalization of

agriculture

Biotechnology

Large impact

Additive Manufacturing Moderate impact

v . S
Entrepreneurial / Little impact

economically driven Impact:  Positive , , Negative

2017 Deloitte 29

Note: D=Disruptive/l=Incremental; SP=Societally/Politically and EE=Entrepreneuerially/Economically driven



New business model 1 Precision farming

...........................................................................................................................................................................................

@ Farmer/

Retailer

((( Smart / \\

. =
EE Tractor 2| Bioand [independent Q 5
29| organic farmers 23
Har- = 25| .~ 2 29
‘ ‘ ‘ ‘ ‘ vest@iQ;_E"' '8%
1 B 8| Commoditi - 3
5 % % zation and AgChem and g
Culti - - enerics Digital 7
.‘ vate o S5 g Farming
 §&& AgChem, Fertilizer, Seed,

5 : 5 5 5 ; OEM, Software companies
L 3 3. i 4.

b P 5.
Product ii 2. Smart 1 Smart, ' Product -System o Ecosystem
'+ Product s P
§ 11 connected ;
_______________________________________________ product i
value add

Customer needs -

. _ Platform integrator
o Solution provider
Digital product

Integrated ecosystem

Data intensity

Asset intensity

2017 Deloitte 30
Source: ClimateCorp, (2015), PWC Global Industry 4.0 Survey; Deloitte
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PRODUCWMARKET LIFE CYCLE AND
STRATEGY MANAGEMENT
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Barriers to Differentiation? v Nexant

Failed to manage hogcle?

CvmME

VALUE

8

6

KEY DIFFERENTIATORS in the Product-Market
Life-Cycle

A

SERVICE

PRODUCT

>

Maturity Saturation Decline

e=Sales e=Profit 1 ===Profit 2 TIME

GPCA: "CVM Strategies for Stronger Profitable Growth in Fertilizers". Source: Phil Allen, CEO, Customer Value Management September 2018 32
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Adding Value witc VM ﬁ@
AVOIDING PRCEWITH C/M

SEGMENTATION PRODUCT APPLICATION NEEDS VALUE

BASD  BASD

DIFFERENTIATION ~ PRODUCT s INTANG BUSINESS
IBLES MODE

oM
CHF 8,53/ kg

FRVICE
CHF 3,20/ kg

GPCA: "CVM Strategies for Stronger Profitable Growth in Fertilizers". Source: Phil Allen, CEO, Customer Value Management September 2018 33



