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Lets value where the
value is created

Arthur Simonetti
Global Marketing Director DSM
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E = MC2
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Be adorable
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How to become
adorable?
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Competitors offering

Their
points of

difference

Points of
parity

- Differentiator -
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Trends are interconnected
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Marketing 1.0, 2.0 and 3.0Purpose
1.0: Product-
centric Marketing

2.0: Customer
oriented marketing

3.0: Values-driven
Marketing

Objective Sell products Satisfy and retain the
customers

Make the world a
better place

Enabling forces Industrial revolution Information technology New wave technology

How companies see
the market

Mass buyer with
physical needs

Smarter customers with
mind and heart

Whole human with
mind, heart and spirit

Key marketing
concept

Product development Differentiation Values

Company marketing
guidelines

Product specification Corporate and product
positioning

Corporate mission,
vision and values

Value propositions Functional Functional and
emotional

Functional, emotional
and spiritual

Interacting with
customers

One-to-many
transaction

One-to-one relationship Many-to-many
collaboration
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Networks
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Human
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Customer
Intimacy

Emotional
Connections

Digital
Connections
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It starts with a story on carpet waste.
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The solution is embedded in evidence
It need to be fully recyclable; so we use PET only!

What we have done: Redesigned the product carpets from the
ground up, based on the  innovation philosophy of drastic materials
simplification.

Result so far: Production technology to produce high quality carpet.

Benefits:
•Better indoor air quality, and safer in case of fire

•Lighter and easier to install

•Economical reuse of all materials for new carpet

•>90% less energy in production
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Great foundations to build upon:

13

Know-how on sleep
and mattresses

Expertise in material
science for recyclability

• Long-term collaboration to develop
fully recyclable matrasses
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Value chains become Value networks



Supporting the sustainability agenda of the aquaculture industry

DSM and Evonik | Supporting sustainable aquaculture | Nov 201715

4. WE PRODUCE WASTE-FREE.
Our algal oil is produced through fermentation
process using locally sourced sugar. The
excess biomass is used for beef cattle feed, or
biogas for electricity production, making the
production entirely waste-free.

3. WE DELIVER SUSTAINABILITY
Our production of algal EPA + DHA utilizes
nature’s process for production of both EPA and
DHA – algae.  No fish based ingredients are
used in the production of our algal oil.

2. WE PROVIDE SUPPLY SECURITY.
The initial production capacity will meet roughly
15% of the total annual demand for EPA and
DHA by the salmon aquaculture industry.

1. WE DELIVER HIGHEST QUALITY.
Our algal oil is a rich source of omega-3 with
more than 50 percent of EPA and DHA – the
two key fatty acids. It is produced from natural
marine algae and stabilized by tocopherols.
The production is transparent, raw materials
traceable.
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Easier said then done
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Curiosity…..



From presentation



To investigation



FOR INTERNAL USE ONLY

Page 20

Portfolio Fit

• Technology
• Brand
• Capabilities

Decision:
Portfolio and VP

Philosophy

• Sizable
• Recognizable
• Accessible

Market & Ecosystem

• Demographics
• Where is the money?
• Who are the players?
• Who has the power?
• Who are the influencers?
• What are the trends?

Strategic Fit

• Culture
• Capabilities
• Partnerships

Decision:
Business Model

Customer segments
Demographics:
• Company size
• Customer location

Operating variable:
• Technology & Application
• Product and brand uses
• Capabilities

Purchasing Approaches:
• Power structures
• Buyer-Seller relationship

Service Fit

• Organization
• Capabilities

Decision:
USP and Service

Persona segments
Situational factors:
• Urgency of fulfillment
• Application
• Order size

Buyers Personal
characteristics

1

2

3

The segmentation trilogy



Page

Triple Fit



Swallow
&

Switch

Straight
&

Specialist

Sensational
&

Satisfaction

Speed
&

Size

Balance the Attractiveness of
selling to large players to reach
Sizable penetration with the Speed
and Decisiveness of the smaller
ones

Balance the Ease of Swallowing our
product with the Differentiation
from the competition to avoid a
Switch back

Balance the Customer Relationship
of Straight selling (push) with the
value of Word of Mouth from
Trusted Specialists (pull)

The 4 Commercialization Dilemma’s

Balance customer Satisfaction
through Functional benefits with
the Sensational impact on loyalty
through Emotional benefits

Adoption Barriers

Target Customers

Value Proposition

Influencer Marketing




