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What Does Price Mean?

Aaluehat@illppurchase@ efinite@uantity,
weight,Drither@neasure ofEFEoodDdrBervice.

What@Ere®heBRomponentsBfipricedamong@ther

things):
1.
2.
3.
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What Determines Price?

Quantity/MVeight/Any
Other@MeasureristThere
SomethingElse?

Example
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What Determines Price?

DoXouANantRoBuyiMy
Cardor®55,000?
It’s2Aiter,PAutomatic,

LeatherBeats@tc!
TheAnswer@s@n@EheNextBlide
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What Determines Price?

Answer@he@FollowingMuestions:

Would¥ouBuyAtifheXLar@just
mentionedds@Proton?

YourAnswer:

What@f@tAsEFPorsche?

YourBAnswer:

_

What Determines Price?

ItBeems®here’sZomethinglse
that@letermines®rice,®therwise
youwouldbuy@Protonibr
PorscheforheBamePricelif
Quantity/MVeight/Any@Dther
Measure,vere@heBtandards»f
determining®he@®rice®fnything
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ﬁ
What is that Something Else?

WhatfsfThetherThing®hat
Determines®he®rice®hatlients
areWillingo®ay?

Answer:

ﬁ

How Imporantis Value Then?

Answer:




What Does Value Mean?

The@vorth@DfEIIRhefenefits and@FightsErising@rom
ownership.

&
TheRxtentRo@vhich@Egood@rBervicedskperceived by
its@ustomer@olmeetthisréherfheeds@rAvants,
measuredby@ustomer's@villingnessRofpayForft.@t
commonly@epends@nore®nEhe@ustomer's
perception ofhe@vorthDfthe@roduct@han@nits
intrinsic@alue.

©Xavaq/PPC 9

What Does Value Depend On?

ValueependsUpon2

Things®R[Theyre:
1.

2.
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What Benefits Do/ We Df‘fél’ﬂﬁ]}]“] Clients/Chose]Us?:

How to Negotiate & Reduce Supplier Cost

“I attended your just concluded seminar 2 days ago. Just started working today
and this afternoon | applied what | learned ... and applied it just now to
negotiate price for diesel.

... supplier offered me a discount which is equivalent to 0.8%. | studied ... and
found out that it is in the region of 2%. Therefore, | asked them for a 2%
reduction ... The supplier at first lamented the price | offered is too low. | said it
is a reasonable demand, and should they not agree to it, | would bring it
elsewhere. 5 minutes later, they call me up and said “Your will shall be done”
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What Benefits Do We

2.
3.

A. .

B. .
“Artin,@@ouldn’tEive@norelraises@oFourZourse.Believelne,@thave
attended®@Brocurementourses,EndtAsEhothings@ompareo
yours.d@WvouldBay@tAs@noney@velBpentFordourourse”.
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What Benefits Do We Offer/Why/Clients Chose Us?,

4.fThe@nly@rganization@hat@Provides

Guaranteedidnvestment@DrTCO:
A.100% Money Back Guarantee for Public

Trainings — No Questions Asked
B. .

/I_"“‘ta.f‘m‘ﬁ
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What Perception Do We Want to Create?

Welre@he@nlyfrganization@hat
AnyompanyBhouldihosedor
Procurementfrainings,MBecausefit’s

Only@Us@VholanMHelpErhem@o:
1.

2.
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ServicedtERepairdhop® Chai is
the@wneriAlwaysEjuotingEidow
Pricedanddes@@vastasking@orthe
lowest®Price)

Whore®heXustomersEhatthe’sFEoingRottract?

WhatsthisBnindset@bouthisLustomers?
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Attracting the Clients That Will Give Us

—More Money & More Commissions?
1.
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Shall We Then Not Accept Other Clients?

OFFCOURSEAWEBHALL

v Whatds@McDonaldsEnown
ForPerception)?

HowIse@loes@mMcDonalds@make@noney?
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Based@n@#FYR011FHorFcompany@ame’Rhislls
What The Prospect Could Be Missing?

Cost@ype TotalTostE@n@Mlillions | 5% 3% 1%
Savings Savings | Savings

Raw@aterial 1,500
MRO/Indirect 250 12.5 7.5 2.5

AskFHourself:AVhenHouBLookztAtREhis@vay,Avould@helprice@veRharge
for@nyoursefbelfhigh?
No,dt’sRoodow.
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ESTIONS?

N
e I 7
b Z A
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