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Nexant Overview
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Global presence with established reputation 

Nexant can offer support to projects globally
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Nexant consulting offerings are integrated through 

the Energy and Chemicals Value Chain

Á Grid Management

Á Distribution 

Software

Á Energy Efficiency

Á Demand Side 

Management

Á Renewables

Å Solar

Å Biomass

Å Municipal 

Waste

Å Wind

Å Clean Coal

Á Gas Market 

Analytics

Á Gas Monetization

Á LNG & Gas 

Pipelines

Á Gas Project Due 

Diligence

Á Gas Regulation

Á Gas Pricing & 

Tariffs

Á Petroleum Refining

Á Storage & 

Distribution

Á Biofuels

Á Oxygenates

Á Coal to Liquids

Á Gas to Liquids

Á Base Oils

Á Lubricants

Á Ammonia

Á Urea

Á Melamine

Á Ammonium Nitrates

Á Phosphate & NPK 

Fertilizers

Á Methanol

Á Formaldehyde

Á Acetyls

Á Other syngas 

derivatives

POWER & 

RENEWABLES GAS

C1 CHEMICALS 

& FERTILIZERS

DOWNSTREAM 

OIL 

BASE PETROCHEMICALS 

& POLYMERS

INTERMEDIATE & 

SPECIALITY 

CHEMICALS

Energy Chemicals

Á Olefins

Á Aromatics

Á Polyolefins

Á Vinyls

Á Styrenics

Á Polyesters

Á Polyamides

Á Acrylates

Á Rubbers

Á Other olefin and 

aromatic derivatives

Á Surfactants

Á Oleochemicals

Á Engineering & 

Speciality Polymers

Á Coatings, 

Adhesives, 

Sealants & 

Elastomers (CASE)

Á Polyurethanes

Á Resins

Á Biochemicals

Á Speciality & Fine 

Chemicals 
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Infrastructure capabilities including bulk storage, terminals and pipelines



Nexantõs competency is centred on Industry Expertise

TECHNOLOGY EVALUATIONS

Techno-economic studies

Technology assessment

Production benchmarking

Cost curve assessments

Nexant has over 30 years 

experience behind its industry 

expertise in the energy and 

chemicals sector

Detailed understanding of 

technology and 

competitiveness issues

In depth modelling of market 

behaviours from highly 

fungible oil products to high 

value add performance 

chemicals

Long reputation supporting 

asset investment appraisals in 

both Feasibility Studies and 

Due Diligence advice for 

Lenders

Ongoing ñoff the shelfò 

publications ensure 

continuous coverage of the 

industry

Nexant Subject Matter Core Competences

COMMERCIAL ANALYSIS

Market research and analysis

Supply/demand analysis

Pricing and profitability scenarios

Market forecasts

Performance benchmarking

Market segmentation analyses

FINANCIAL SERVICES

Acquisition identification

Portfolio appraisal

M&A support

Project finance support

Asset valuations

Due diligence

Nexant Client Focus Core Competences

STRATEGIC PLANNING

Portfolio repositioning

Customer segmentation

Manufacturing strategy

Value chain positioning

Growth strategies

Industry structure analyses

Market Entry Strategy
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Nexant is expanding its industry expertise to bring a new offerings to 

improve market position, profitability and cost effectiveness



Welcome, Aims and Objectives
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CVM Workshop Program: 09:00 ð12:00

Welcome and Introductions; Aims and Objectives

Session 1: UNDERSTANDYOUR CUSTOMERS

Customers buy Value, Value Chains, Product-Market 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
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THERE IS NO SUCH THING AS A 

COMMODITY

CUSTOMERS BUY VALUE
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IF YOU ALWAYS DO WHAT YOUôVE         
ALWAYS DONE,

YOUôLL ALWAYS GET WHAT YOUôVE      
ALWAYS GOT.....

IF YOUôRE LUCKY.
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Pentadigm CVM: 5 Steps to Customer 

Value 
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CUSTOMER
VALUE

MANAGEMENT

IMPROVE
CUSTOMER

VALUE

CREATE
CUSTOMER

VALUE

COMMIT TO
THE

CUSTOMER

UNDERSTAND
THE

CUSTOMER

OBTAIN
CUSTOMER
FEEDBACK Source: De Bonis, Balinski & Allen

"Value-Based Marketing for Bottom 
Line Success", McGraw Hill, 2003



Customer Value Management: 

Key Questions to ask every day!

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?
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What is the highest price paid for water for 

human consumption on this planet?
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Write your answer in US$ per liter



Water Prices in Wädenswil
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Compare  Price for 1 Liter San Pellegrino 

Restaurants (50cl) 

Au-Restaurant (50cl) 

Caf®s (50cl) 

Caf®s (25cl) 

Tankstelle (50cl) 

Tankstelle (150cl) 

Supermªrkte (150cl) 

Durchschnitt 
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òWeõre not in the COFFEE business, 

serving peopleéé..

Weôre in the PEOPLE business,

serving coffeeò
Howard Schulz, Chairman and Inventor, Starbucks Coffee



Who is the customer?
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üAny member of the 

value chain 

üwho directly or 

indirectly 

üpurchases or 

influences the purchase 

üof your products and 

services
Source: De Bonis, Balinski & Allen

"Value-Based Marketing for Bottom-

Line Success", McGraw Hill, 2003
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What is the Customer WILLINGto pay for?

What is the most important question for the customer?
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China willing to pay for Green
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VALUE CHAIN ANALYSIS AND MAPPING

The new perspective

September 2018GPCA: "CVM Strategies for Stronger Profitable Growth in Fertilizers". Source: Phil Allen, CEO, Customer Value Management 19



A shift to customer centricity and value creation

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

B

Distributor/

Agent

FARMER

A

Fertilizer

Producer

C

Wholesaler/

Retailer

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

New A + B + C need to understand consumer

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

A supplies to B B supplies to C C supplies to FARMER

Adapted from: What the customer Wants You to know by Tam Charan

(http://www.amazon.com/What-Customer_Wants-You-Know/dp.1591841658
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The Simple Value Chain
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The ultimate user of a product or the good 
containing YourCo product as a component.

The last member in the Value Chain
who recognises a value or derives a
benefit from YourCo product, service or 
offering 

The direct purchaser of YourCo product, 
service or offering

IDENTIFY 
DOMINANT

VALUE
CHAIN

MEMBER

The 
most

knowledgeable
influential or 
controlling

member
of a 

Value
Chain

YourCo

End User

Consumer

Direct
Customer



The Expanded Value Chain
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YourCo

End User

Consumer

Direct
Customer

Purchaser 50% R&D 50%

Wife - 75% Kids - 25%

General 
Manager
30%

Purchaser
50%

Technical
20%

D E C I D E R S

Engineer

Husband

Production

Influencers



Example: Profit Pools by Value Chain 

Step

Materi

al 

costs

$ Millions

1'25535

2,970

140

2,075

895

Prepreg & 

formulation

1,220

680

540

Carbon fiber

1,575

320

Base epoxy 

Resin

175

Value chain total 

Cost

Profit

15-2515-285-20EBIT 

margins

(%)

Aerospace and defense CF value chain

Key challenges:

ǐLong, expensive qualification cycles creates a barrier for entry for a new CF 

entrant, 10+ years adoption for primary structural materials

ǐExport licensing for both materials and technical assistance are required

September 2018

GPCA: "CVM Strategies for Stronger Profitable Growth in 

Fertilizers". Source: Phil Allen, CEO, Customer Value 

Management

September 2018GPCA: "CVM Strategies for Stronger Profitable Growth in Fertilizers". Source: Phil Allen, CEO, Customer Value Management 23



Some stay with production, some expand down the chain, 

some have adopted advanced value chain strategiesé.. 

Production Distribution
Wholesaler/

Blending
Retailer Farmer
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Some stay with productioné..

Production Distribution
Wholesaler/

Blending
Retailer Farmer

Iran
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Some are expanding into the value chainé.. 

Production Distribution
Wholesaler/

Blending
Retailer Farmer
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Some have adopted advanced value chain 

strategiesé.. 

Production Distribution
Wholesaler/

Blending
Retailer Farmer
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Gain INSIGHTSinto the Customer Journey/Experience
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Disruptive trends will have a fundamental impact on the 
chemicals industry, creating ñwinnersò and ñlosersò

Societal / politically driven

Disruptive 

Entrepreneurial / 
economically driven

Genome editing in plants

Electro mobility

Perception of chemicals 

(discussion on ingredients)

New medical technology

ñAgricultural

Turnaroundò
Bio- refinery

Carbon Capture Storage / Carbon Capture 

Utilization

Waste - to -Chemicals

Power - to - X

Self -medication

Digitalization of 

agriculture

Personalized 

Medicine

E- Health

Changing relations chemical 

supplier ïend customer

Additive Manufacturing

New mobility concepts

Industrial 

Biotechnology

Genome editing in medical 

applications

Large impact
Moderate impact

Little impact

Impact: Positive , Neutral , Negative

D/SP [#11]

D/EE [#7]

Categorization of trends 

[18 of 30 are disruptive]

Note: D=Disruptive/I=Incremental; SP=Societally/Politically and EE=Entrepreneuerially/Economically driven
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New business model ïPrecision farming

Data Intensity

Asset intensity

Digital product
Solution provider

Platform integrator
Integrated ecosystem

1. 
Product

+ +

2. Smart 
Product

+

+ +

3. 
Smart, 

connected 
product

Sow

+

Smart 
Tractor

Har -
vest

4. 
Product -System

5. 
Ecosystem

Farmer/
Retailer

AgChem, Fertilizer, Seed, 
OEM, Software companies
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, 
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s

Bio and 

organic

Independent 

farmers

Commoditi -

zation and 

generics

AgChem and 

Digital 

Farming

Data intensity

Source: ClimateCorp, (2015), PWC Global Industry 4.0 Survey; Deloitte

Culti -
vate



PRODUCT-MARKET LIFE CYCLE AND 

STRATEGY MANAGEMENT
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Barriers to Differentiation?

Failed to manage life-cycle?

-4

-2

0

2

4

6

8

Intro Growth Maturity Saturation Decline

KEY DIFFERENTIATORS in the Product-Market 
Life-Cycle

Sales Profit 1 Profit 2
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PRODUCT

SERVICE

PRICE

INTANGIBLES

VALUE

TIME



AVOIDING	PRICE	WITH	CVM		
	
SEGMENTATION	

	
PRODUCT	

	
APPLICATION	 NEEDS-

BASED	
VALUE-
BASED	

	
DIFFERENTIATION	

	
PRODUCT	

	
SERVICE	 INTANG-

IBLES	
BUSINESS	
MODEL	

Basic	
CHF	2,95/kg	

SERVICE	
CHF	3,20/kg	

CVM	
CHF	8,53/ kg	

Adding Value with CVM
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