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Customized Pricing:  
Fully Capture Customer Value 

In this article, the author explores the inherent benefits of cus-
tomized pricing and best practices for implementation through 
cross-selling and up-selling strategies. He also presents 3 learn-
ings that companies need to keep in mind when leveraging 
customized pricing. Arjen Brasz is a Senior Director at the Am-
sterdam office of Simon-Kucher & Partners. He is leading the 
Dutch Manufacturing division and can be reached at arjen.
brasz@simon-kucher.com.

W
hen you order a sandwich 
online at Salata, a salad 
chain in the United States, 
you are provided 28 cross- 

and up-sell options to customize your salad 
or to purchase additional food and drinks. 
Options for customizing your offering can 
for example include extra sauce, additional 
ingredients, increased order size or sides 
and drinks. Food chains, like Salata, are 
increasingly providing customers op-
tions to customize their offering, and 
by doing this, they apply what we call a 
Customized Pricing strategy.

Customized pricing has been used in 
different forms for years, from airlines that 
up-sell a business class seat, to custom-
ization of your brand new car. The foun-
dational concept is that customers have 
a different willingness-to-pay for similar 
products, thus providing cross- and up-
sell options can help differentiate price and 
fully capture the customer value. 

The main reason why Customized Pric-
ing is gaining traction now is the rise of 
digital. When communicating a product to 
a customer, one of the key success fac-
tors for conversion is the simplicity of your 
proposition. Traditionally, when communi-
cating the proposition during the custom-
er journey is too complex or tedious, you 
will lose your customer. However, the rise 
of digital has changed that.

Nowadays we pre-order our lunch on-
line and pick it up from the takeaway coun-
ter, adding a digital touch point in the cus-
tomer journey that provides an opportunity 
for Customized Pricing. A company that 

has successfully embraced Customized 
Pricing in the food industry is McDonalds. 

After a pilot, the company introduced 
its digital ordering kiosks in 2.500 US 
restaurants in 2017. It turned out that in 
the restaurants where the digital kiosks 
were installed, sales increased by 5-6%. 
Whereas in traditional McDonalds res-
taurants the menu is shown static above 
the ordering counter (only a limited num-
ber of products can be displayed), digital 
kiosks give the option to display an enor-
mous amount of products for cross- and 
up-selling purposes. 

Based on the product chosen first, Mc-
Donalds can give recommendations for 
matching products. For example, when the 
first product you pick is a burger, you can 
get a recommendation for fries, or even for 
an entire burger menu. In this case, the use 

of digital communication channels helped 
to customize pricing and to generate up- 
and cross-sell opportunities.

However, the implementation of Cus-
tomized Pricing is dependent on custom-
er acceptance. The airline industry is an 
example. 

During the past years, budget airlines 
have increasingly unbundled services and 
components of their key offering. For ex-
ample, Spirit Airlines has not only unbun-
dled your check-in luggage, but since 
April 2017 also your cabin carry-on can 
cost you an additional $35 for a 2-hour 
one-way flight. 

While Spirit Airlines claims the fees 
have been a great success, these hidden 
costs can also have a strong negative im-
pact on the customer experience.

In conclusion, there are 3 learnings 
that companies need to keep in mind 
when leveraging Customized Pricing.
1. Ensure that your Customized Pricing 

propositions are in line with your over-
all Customer and Price strategy.

2. Leverage digital opportunities, which 
can result in adding a digital touch point 
in your customer journey.

3. Ensure that when you are implementing 
Customized Pricing it is in line with bun-
dling principles and allows for effective 
value communication. v
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