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Today’s Focus
• Dow Corning Overview
• Positioning Value
• World examples
• What do we offer? 
• Solution examples
• Real contribution



Dow Corning Corporation at a glance
• Established in 1943 as joint venture between 

Corning Incorporated and
Dow Chemical Company. Longest running joint 
venture in the world

• The company goal was “...to pioneer the 
development of silicone technology.”

• More than 7,000 products & over 25,000 
customers worldwide

• Sales of $3.88 billion in 2005
• 9,100 employees, 1,000+ scientists & engineers
• 4,600 active patents worldwide



Where would you find us?

Automotive
Beauty & Personal Care
Chemical Manufacturing
Compound Semiconductor
Electronics
Food & Beverage
Healthcare
Household & Cleaning
Imaging
Paints & Inks
Power & Utility
Pressure Sensitive
Rubber Fabrication
Solar Energy
Textile, Leather & Non-wovens



Positioning Value

• Why outsource / in-source?
• Where is the value in emulsions, blends and products – Si 

or otherwise?
• What business model should you follow?

• Brands are following clear strategies, we see this everyday.
Dow Corning has done the same!

• 10 ways to innovate – not just product!
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Virgin Atlantic

• High value / high cost
• High levels of service

Beds on long haul
Business lounges with showers
Entertainment systems
On board masseuse!
On board bars



Ryanair

• Price, price, price!
• €0.10 plus tax each way.
• Non-assigned seating.
• Book weeks, even months ahead.
• Arrive in plenty of time.
• On-board sales.
• Scratch cards!
• On-seat advertising. 
• “One day airports will pay US to land!”



Dow CorningOne company

Dow Corning Approach - One Company: Two Business Models 
With Multiple Choices
Value propositions based on customer needs-based segmentation 

Superior productdifferentiate

Market-based 
pricing

Product onlyProduct only

Two models XIAMETER® XIAMETER® 
Brand Brand 

Dow CorningDow Corning®®

BrandBrand

Cost-effective 
Solutions

Proven 
Solutions

Innovative 
Solutions

Materials + service packagesMaterials + service packages



Dow Corning

• Meeting the needs of the customer “Exactly”!
Provide specification support.
Provide analytical support.
Technical Service Centre.
Customer Service Centres.
Sales representatives.
Sales managers.
Packaging styles.
Contract.





Solutions: meeting customer needs and
capturing value for Dow Corning

What is different?

• Placing customers’ business needs at the center of our 
focus.

• Understanding specific customers’ business needs which 
may, or may   not, be directly related to their needs 

for materials.

• Considering and utilizing our capabilities as well as 

potential partner capabilities, with a broader mindset 

to meet customers’ business needs.

Identified 

customer 

business need+

Integration of product & 

service,

or multiple services, 

specifically

tailored or positioned to 

meet the customers’ 
business needs

=

A solution that adds

unique value from

the customer’s 
perspective

Listen Understand Act

But!

Must be your key skill otherwise you start to erode 

your own business!



Identifying and Capturing Value in the Marketplace

Difference is the total
Value to this client. *

•Important to note that both
measures will be different
for every client.

DCC Cost of Service Margin
Client

retained
Value

New “State”
after implementing

the Dow Corning Solution 

Question 3:
What value do
the improvements offer?

Question 4:
What is our 
Competitive advantage?

Where do you
draw the line to
retain Win- Win?

Client’s Current
“State”

Question 1:
How is it done now? 

Question 2: 
What improvements need 
to be made?

NOT Cost + !



Solutions Approach Expands Our
Opportunities
• Now offer expertise where we have experience: 

Expanding into new geographies
Creating new markets
Optimizing supply chains
Increasing productivity through manufacturing design and 
trouble-shooting
Offering new formulations
Staying competitive through access to market knowledge



Solutions – our capabilities

Analytical
Contract & Toll Manufacturing
Environment, Health and Safety
Engineering Support & Facilities Design
Formulation & Product Development
Process & Supply Chain Optimization
Material, Process & Equipment Integration
Packaging & Shipping
Alliances & Partnerships
http://www.dowcorning.com/services



Solutions – Contract manufacturing

• Private Label
Customer required an emulsion to be produced
Dow Corning provided product.
Packaged. 
Labelled.
Distributed.

• Contract / toll manufacture
Customer required blend to be produced in new geography.
Dow Corning provided complete solution in existing local plant.

• Partner capabilities
If the opportunity doesn’t fit us, then partner can help.
Customer loyalty but need reliable partners!



Solutions – how far do you go?

• Remember!
You can say no!
Only do if value is there!
Only do if we have the capacity!
Only do if it really is our KEY skill!

• Non Si based opportunities?
Must ensure you don’t erode your current business.
Stick to the knitting!
Could help resource other opportunities.



Contribution to growth

• Solutions have grown Corporation Revenue & contributed to 
Margin.

• Solutions
pay for themselves
PLUS make profit on their own
PLUS increased product margins

• Ultimate target:
Solutions generate significant growth for Dow Corning Corporation in 
coming years. ($3.37bn in ’04 vs $3.88bn in ’05 ≈ 15%)
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