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B2B AND B2C THEMED

BEHAVIOURAL PRICING:

SHIFTING THE PARADIGM FROM VALUE-BASED PRICING TO
LEVERAGING BEHAVIORAL ECONOMICS IN B2C AND B2B PRICING
º=HS\LIHZLK7YPJPUN»OHZOP[OLY[VILLU^PKLS`HJJLW[LKHZ[OLILZ[VW[PVU!0[PZZ\WLYPVY
to gut-, cost- or competition-based pricing as it is building on a better understanding of
J\Z[VTLYZ»WLYJLW[PVUZVM]HS\LHUK[OLPYYLZ\S[HU[^PSSPUNULZZ[VWH`<UMVY[\UH[LS`[OPZTVKLS
and the respective tools (such as conjoint analysis) still assume that consumers behave like
[OLMHTV\ZºOVTVLJVUVTPJ\Z»¶HWLYMLJ[S`PUMVYTLKZLSÄZOHUKYH[PVUHSKLJPZPVUTHRLY
with stable preferences. Yet an overwhelming number of insights derived from ‘behavioral
LJVUVTPJZ»HUKºUL\YVZJPLUJL»JVU[YHKPJ[ZLHJOVM[OLZLHZZ\TW[PVUZ0UV[OLY^VYKZ
]HS\LIHZLKWYPJPUNZX\HUKLYZZPNUPÄJHU[THYNPUZILJH\ZLP[MHPSZ[VHKLX\H[LS`JHW[\YL
the psycho-logics and predictable mistakes in human purchase decisions.
Starting with a short introduction to Behavioral Economics, we will develop ‘behavioral
WYPJPUN»HZHUHS[LYUH[P]LHWWYVHJO^OPJOHJRUV^SLKNLZ[OL]HSPKHZWLJ[ZVM]HS\LIHZLK
pricing but goes beyond them wherever they have shown to fail in real life. This will lead us
[VH]HSPKH[LKHUKH^HYK^PUUPUNºILOH]PVYHSWYPJPUN»MYHTL^VYRZ\WWVY[LKI`THU`JHZL
Z[\KPLZMYVTKPɈLYLU[JVTWHUPLZPU)*HZ^LSSHZ))ZLJ[VYZ
;OHURZ[VP[ZPUOLYLU[MVJ\ZVU\UKLYZ[HUKPUNHUKKLZPNUPUNJ\Z[VTLYZ»JOVPJLHYJOP[LJ[\YL
this new approach is equally capable of developing an optimal pricing strategy and providing
[OLHWWYVWYPH[L[VVSZ[VHJ[\HSS`L_LJ\[LP[)LZPKLZOLSWPUN[VKLZPNUTVYLWYVÄ[HISLWYPJPUN
Z[YH[LNPLZºILOH]PVYHSWYPJPUN»^PSS[OLYLMVYLOLSW[VTPUPTPaL[OLMHTV\ZJSHZOIL[^LLUWYPJPUN
and sales when the pricing strategy is eventually confronted with practice.

ATTENDEES WILL LEARN:
The practical implications
VMºILOH]PVYHSLJVUVTPJZ»
for pricing and sales

How this produces
a completely new
framework that transcends
value-based pricing

/V^[OPZ[YHUZSH[LZPU[VZPNUPÄJHU[S`
higher conversion rates and margins
in B2C as well as B2B

How to develop smarter
pricing strategies which
can leverage the frugal
heuristics and systematic
biases of the decisions
“real” customers make

How to design tools to support and
manage the “last mile” when it comes
to executing the pricing strategy

PRESENTED BY:

Dr. Florian Bauer

Founder of Vocatus and Member of Its Executive Board
Dr. Florian Bauer studied Psychology and Economics at the Technical University
(Darmstadt), MIT, and Harvard University. He has devoted himself to research
into behavioral economics and the psychology of pricing. In 1999 he co-founded
Vocatus – an internationally active pricing consulting company – in Munich. Since then, he
and his team have focused on systematically translating behavioral economics insights into a
completely new pricing framework, which has demonstrated its superiority to classic approaches
in hundreds of pricing and sales projects around the globe. Vocatus has duly won numerous
industry awards for its innovative work and tools: for example, it was named “Best Consultancy”
in the area of pricing by BrandEins in 2016, 2017, 2018, and 2019. Besides his consulting
engagements, Florian Bauer is an honorary professor at the Technical University of Munich.
Workshop presentations are provided in a print copy workbook only and remain the proprietary property of each workshop speaker.
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