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TVH AT A GLANCE

Facts & figures

1600 m euro
consolidated turnover

> 5000 colleagues
worldwide

90 branches
worldwide

88 000 active
customers in
182 countries

67 nationalities
57 spoken languages

95% same-day
shipment
> 20 000 orders per
day

88% of our customers
would recommend TVH

as a great partner
to work with

> 47 000 000 known

references

> 930 000 different

stock items

> 86% orders via
e-commerce
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OUR PURPOSE: WE KEEP YOU GOING & GROWING

Our vision: We are committed to delivering all products and services to keep equipment running smoothly.

&) && grow food for people '?65.._ b
AGRICULTURAL - B CONSTRUCTION
PARTS & ACCESSORIES

PARTS & ACCESSORIES

Tractors — ﬂ Mini excavators
: 777/ 777/ Jﬁ
Implements E{ r ‘ . r 1 —ou gompacttrack loaders
kid steers
Mobile elevating work platforms
Telehandlers

Combines

e Helping to build and maintain

infrastructure and serve
% ‘: manufacturing needs for people &
O=0 " sam o o

e A7

INDUSTRIAL Helping to support
PARTS & ACCESSORIES the supply chain for Yy ool MATERIAL HANDLING
-g rﬂ people Q PARTS & ACCESSORIES
_.O._..H

Container handling '
Personnel & burden Forklifts

Sweepers & scrubbers m —l_ILE T Rough terrain.
Tail lifts @o ol— T — h Handling equipment

Ground support equipment Truck mounted

TVHCL



WE OFFER A UNIQUELY WIDE RANGE OF PARTS

A selection of our extensive range:

7

ELECTRICAL

CABIN PARTS

ENGINE PARTS MAST PARTS
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A COMPANY WITH OVER 50 YEARS OF PROFOUND EXPERIENCE...

e g §%
SIS B , o
SN 2004 YleterenGroup
Official launch of MEWP* offering &m
1969 — *Mobile Elevating Work Platforms.

Paul Thermote and Paul / ’“ T 2021

Vanhalst begin 3 S 2 2012 TVH finds partner in D'leteren Group, who
maintaining and selling e Acquisition of Tractiv holds 40% of shares, the other 60% remain
agricultural machinery, 2002 - Group (Bepco branded), in the hands of the Thermote family.
construction equipment 1995 Acquisition Queensland 2004 a distributor of parts and

and forklift trucks in First e-commerce Forklift Spare Pty Ltd (TVH Relocation!tothelcument accessories for
Belgium. offering. Australia Pty Ltd). site in Waregem (Belgium). agricultural equipment.

1995

1987

Start of international expansion
with newly established presence
in France.

S

1995: START OUR
DIGITAL OFFERING

Price, an online software tool for
pricing & ordering.

Acquisition of System Material
Handling in the USA
(now TVH Parts Co.).

SVH.

2002: ACCELERATE TO BECOME
A GLOBAL PLAYER

2006 2020
Acquisition of IMC Holding
(trading as Intrupa).

INTRUPA

2003
Successful launch of TVH Quick

Official launch of SEM* offering. 2022
* Small Earth Moving Equi t.
mall =a i Opening The Hub in
Waregem, Belgium.
LN

2020

Commissioning of the new distribution
centre in Waregem (Belgium).

2004: SET UP PRODUCT DIVERSIFICATION
INTO NEW MARKETS

2021: BUILD A NEW
PARTNERSHIP FOR
THE FUTURE




TVH SERVES FOUR KEY MARKETS ACROSS THE GLOBE, ALSO OFFERING
WORKSHOP, WAREHOUSE SUPPLIES AND UNIVERSAL PARTS ACROSS MARKETS

ENEN

PARTS FOR WORKSHOP &
WAREHOUSE SUPPLIES

PARTS FOR PARTS FOR PARTS FOR
MATERIAL HANDLING CONSTRUCTION EQUIPMENT AGRICULTURAL EQUIPMENT INDUSTRIAL EQUIPMENT

.
) 60% ] ’,
Parts sales - ‘
market mix

Cleaning Hand pallet

. Mobile Elevating _ L
ﬂL Forklifts % Work Platforms ’O% Tractors B2 caquipment L trucks
Selection of ==l Personnel .
. L) Telehand| 7 Combines owfo ™y  Tools &
machines Ello— Warshouse ;,4: elehandlers eI & burden I consumables
equipmen Container handling

Q Small Earth
_/“ Moving Equipment

served

)

Ground support
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SERVING > 88 000 ACTIVE CUSTOMERS

88% of our customers
would recommend TVH
as a great partner

> 88 000 active
customers in
182 countries

to work with

N\ ’ o0
& 508 kv =02
0\ o, N RO
Sales & Service Reseller Rental house Manufacturer End-user
° OEM dealers ® Traders Industrial fleet ° OEMs Owners and
° Independent ® Parts companies rental companies operators (e.g.
dealers ®* Wholesalers ports and
° Repair shops * Competitors airports)
° Service Limited countries
companies (e.g. Belgium)

TVHCL



OUR SERVICES

TAKE YOUR

BUSINESS TO THE

NEXT LEVEL
TECHNICAL MANUFAC- REMANU- REPAIR TVH
SERVICES TURING FACTURING SERVICES UNIVERSITY

SERVICES
We repair Our TVH University

We help you We offer in-house We offer a wide

find the right engineering and variety of parts for all offers hands-on

part, even if manufacturing of remanufactured types of technical trainings
parts. machines. for customers and

you don't know parts.
the details of
the machine.

employees.
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Sales in an
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approach




CUSTOMERS ARE MOVING INTO (AND EXPECTING) AN OMNICHANNEL WAY OF
DOING BUSINESS WITH TVH

Estimates

® 87,6% order lines
through e-com

® +30m ecom sessions
per year across all
platforms

® +200 sales reps - +50k
sales visits per year

® + 500 sales agents - ~3

- 4k incoming calls per
day

TVHCL



TO REACH OUR 2028 AMBITION, WE ARE FOCUSSING ON 3 THINGS

BOOST & HARMONIZE THE CUSTOMER
EXPERIENCES

STEP UP OUR DIGITAL CHANNELS

GROW THROUGH FOCUSED SALES TEAMS

TVHCL



OMNICHANNEL GROWTH THROUGH FOCUSED SALES TEAMS
ENABLED BY COMMERCIAL EXCELLENCE

What should an excellent salesforce bring?

Gain deeper
Resolve complex and b
e understanding of
sensitive issues
customer needs
[ Boost margin via ] @

upselling & cross-selling

Build Trust &
Credibility

Iy“'llzsn AP

é
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COMMERCIAL EXCELLENCE IS A JOURNEY THAT MOVES US
FROM TRANSACTIONAL TO LIFETIME VALUE SELLING

.|
. J’ o

- v
- Ny
O ¢
7 'I
=
Caw
From reactive, transactional selling... ... to proactive, lifetime value selling.
® Troubleshooting ® Uncovering potential (long term) opportunities
® Relationship & habit driven ® Customer contact as a learning opportunity
® Focus on revenue growth ® Focus on margin growth

TVHCL



FIVE KEY ELEMENTS THAT DEFINE COMMERCIAL EXCELLENCE

What do we mean with Commercial Excellence?

QA

-\ Get in front of the best

\ customer opportunities

With the right sales
resources

“What we
mean with
Commercial
Excellence”

@/

And the perfect
pitch

With attention for
margin

/

6 Every single time
-/

TVHCL



A CHANGING ENVIRONMENT REQUIRES A DIFFERENT SALES APPROACH

‘Old’ situation ‘As we moved on’ ‘Focus going forward’
= Customer service is key. = Customer service remains key = We need to proactively sell
‘Don’t let the phone ring 3 times’ products and services that we
= Strong consolidated position in core market generates may not have sold before to customers
=  We want to serve our customers in a very healthy business — lots of customer calls that don’t know TVH (yet)
their mother tongue and orders

= We need to make sure we don’t

=  We want our customers to connect = Move into new markets requires a lose customers (churn risk)

with a familiar voice

(‘preferred agent’) more active approach to take a position
= We need to make sure our inside

= Growth was a given because of the = Digital expansion — sales team has the time and
strength of the business model in customers become more and more ‘self serving’ skills to become more proactive

core market

= Cyber attack in 2023 made our customers realize
they may have other options (recovery went fast
but not to the full extent)

What did we do?

1. We introduced ‘Commercial Excellence for inside sales’ as we need to move to a role-based
setup

2.  Weintroduced ‘Active Sales Program’ with Perpetos to develop the sales team

3. We introduced ‘Proactive Selling’ based on Al to help prioritize actions

TVHCL



COMMERCIAL EXCELLENCE SETUP FOR INTERNAL SALES TEAM

Customer
Prospecting

Customer
onboarding

Proactive
Sales

---------------------------

development]

[Customer
care]

Customer request
handling

Ecomm
support

------

[Technical
sales]

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

Technical service
(lookup)

First line quality
specialist (claims,
etc)

Technical
support

TVHCL
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WE USE Al TO LOOK INTO OUR DATA AND MAKE PREDICTIONS ABOUT FUTURE
CUSTOMER BEHAVIOUR

.. IS COMBINED VIA ..« INAN ACTIONABLE
R e R i MACHINE LEARNING... ‘SIGNAL’

CHURN RISK
o__ J
o= =
- AI —© PROPENSITY TO BUY
Q}JIQL’
PROPENSITY TO GROW
CREATED ACCOUNTS
WITHOUT ORDERS

Lots of Customer Data
from different data sources

TVHCL



THE PROACTIVE SELLING PROCESS

Enhancing sales by leveraging automated signals, calculated from data, initiating actions across various platforms.

... T0 OMNICHANNEL
SEOAMES TS PERSONALIZED ACTIONS

1 1 1
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E Starting from Translating data into Creating signals Prioritizing | E Personalized Closing E

' customer data sales opportunities per customer signals per | : omnichannel the deal! !

! per opportunity customer i ! actions !
1

Feedback on signals and completion status taken into account for future calculations
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CHURN RISK

Indication of churn intention resulting from a prediction model based on different parameters.

RETURNS

ORDER DATE

ORDER VALUE TRENDS
REFUSED COMPLAINTS
ONGOING COMPLAINTS

SURVEY DATE
ACCEPTED COMPLAINTS
578 SURVEY QUESTION
' DELIVERY DATE 8z

WARRANTIES

70

=
7 SURVEY SCORE
k. PROMISED DELIVERY DATE

OFFER DATE

=

% CONVERSION TO ORDER
@ OFFER VALUE

807 of churned customers correctly predicted
as ‘churn risk’ (with only 7% of prediction error)

\ . (VI/V2/V3)

RETURN / WARRANTY DATE

Lot of data sources are
combined via machine CHURN RISK
learning in an intuitive value
that can be acted on.
CUSTOMER X
N)_°P
O
(& _o—\ o CUSTOMER Z
¥ %
\ \ —0 o)
< _\) CUSTOMER Y

- _am e
RETURNS

COMPLAINTS LATEDELIVERIES’ f’ SURVEYS
(v4) (v5)

_-__________~

ALREADY INCLUDED

ORDERS

OFFERS
(vs)
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PROPENSITY TO BUY

Represents how likely a customer is to purchase a particular part group or equipment type, which they are not currently buying.

CUSTOMERS WITH NO SALES
FOR A SPECIFIC PART GROUP OR
EQUIPMENT TYPE:

@ CART ADDITION

' OFFER
OFFER DATE
‘ OFFER VALUE

@ SEARCH

@ LINK CLICK
@ TIME ON PAGE

MAIL CLICK

BOUGHT PARTS
REGION CORE ACTIVITY CORE MARKET

PRODUCT CLICK

S
5

FORM SUBMIT

@ PAGE VISIT

MAIL DATE

Lot of data sources are
combined via machine
learning in an intuitive value
that can be acted on.

mn

e

A
.

AR

& COMPARABLE
PROFILES

PROPENSITY TO BUY

CUSTOMER X

CUSTOMER Z

CUSTOMER Y

EMAIL RESPONSE WEB
BEHAVIOR BEHAVIOR

OFFER
BEHAVIOR
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PROPENSITY TO BUY VS PROPENSITY TO GROwW

Both signals enable enhanced focus and are complementary as they target different customer
groups.

Hypothetical example: FILTERS & ACCESSORIES

51% CUSTOMERS ALREADY BUYING

49% CUSTOMERS NOT BUYING YET

21%

POTENTIAL TO BUY MORE

12%

37%
INTEREST NO INTEREST
L J | J
PROPENSITY TO GROW PROPENSITY TO BUY
How likely is a customer to buy more in a particular How likely is a customer to purchase a particular
product category in which they are currently already
buying.

product category which they are currently not buying
yet.

TVHCL



WHAT DOES A ‘PROPENSITY TO BUY’ SIGNAL LOOK LIKE?

PROPENSITY TO BUY

Origin Type Group Action Status Score Icon
BigQuery Propensity to buy Active Sales Managed
Related Details
Signal Name Origin
Signal-0048313° BigQuery
Score lcon Group
Active Sales
Event Date Type

19/11/2023 1:00

Description

Customer never bought the part group before - Offers (1 offers in the past - Last offer: 2023-
02-17) - Comparable profiles - Interest shown in: Brake Pads & Shoes

Rejected Reason

Rejected Reason Extra Info

Propensity to buy

Equipment Market

Equipment Submarket

Part Group
Brakes

TVHCL



KEY INSIGHTS & CHALLENGES

KEY INSIGHTS

v’ Al/Machine Learning requires lots of (customer) data — Data needs to be available and clean (Customer Data Ownership is in
Commercial Excellence — Comex director is also Customer Data Domain Owner)

v’ Proactive selling is not a ‘tool’. It is an answer to a strategic challenge: How do we grow in new markets where our market position is
not as strong as in our core market?

v’ Proactive selling requires a different mindset and a different skill set than what our mainstream inside sales people have (or what
they are used to). Hence, we cannot be successful with proactive selling without successfully introducing the role-based setup in
inside sales.

" We need ‘sales development agents’ with a specific mindset and skillset (which we develop with Perpetos)

® We need to ensure that the customer service remains at the same level (with our Customer Care team). Sales Development
Agents need to be freed up from customer care activities to allow them to focus on proactive selling

TVHCL



KEY INSIGHTS & CHALLENGES

KEY CHALLENGES

v Inside sales team ‘reconfiguration’ based on the 3 roles (sales development agents, customer care, technical sales) is a big
change effort

® Team leaders and general sales managers need support from our commercial excellence team (eg. Identify sales
development agents, defining the optimal team structure and size, process to make the transition,...)

®" HR business partners need to be closely involved to guide the process
= Sales leaders are supportive and understand why this change is needed

v’ Coordination and prioritization of sales activities and requests from different departments
= Marketing campaigns — requires inside sales to make calls for specific campaigns
= |nitiatives from category management
® |nitiatives from market management
The challenge is to start seeing proactive selling as the main (only?) driver for initiating outbound calls.

v’ Need for sales enablement support — How do we make sure the sales development agent has the required information to be
successful?

® TVH has a very broad range of products with different sales cycles (and buying cycles) — which products require
specialisation? Which products require support from external sales (or should be mainly with external sales)?

TVHCL



DO YOU HAVE ANY QUESTIONS?

TVHCL



~
-
. |
= |
. |

THANKS




