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Following the Bank of England 
decision to take the base rate 
to its lowest level in the bank’s 
322-year history, many lenders 

have passed on the rate cut to mortgage 
customers. While welcomed by the con-
sumer press, such measures have more 
profound effects on banks, with the 
majority of their funding coming from 
savings and current accounts. Although 
banks will look to lower rates on their 
deposit portfolios, the implications of 
such moves are more limited as many 
customers already only receive a few ba-
sis points in interest.

Bank margins were already under pres-
sure prior to the referendum on mem-
bership of the European Union. A study 
by Simon-Kucher & Partners revealed 
that 66% of retail banking executives 
felt that banks were ‘struggling to deal 
with the mortgage price war’ and that 
the ‘squeeze would continue for at least 
another year’1. Following the referendum 

result, the squeeze is set to last longer.

A deepening and  
broadening price war
Visual signs of the price war remain clear 
and HSBC’s recent move into sub 1% 
territory signalled a new chapter of ultra-
low rates. However, to alleviate margin 
pressure, we expect banks will increas-
ingly target customers of moderate cred-
it risk. These customers often present 
banks with a risk of default within toler-
ance limits, although at far higher mar-
gins. 

However, ‘where one goes, others follow’ 
and we have already seen banks aggres-
sively trying to capture market share in 
more lucrative markets. For example, 
products targeting 90% LTV customers 
have seen average rates falling by almost 
half in the last two years2.

By announcing lower rates to their back-
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Figure 1: Differentiating tomorrow’s mortgage — enhance 
customer value across the mortgage journey 

In Germany, many of the 
country’s regional banks have 
developed customer-facing 
mortgage configuration tools 
that take customers through a 
simplified journey by optimising 
decision-making processes.

book customers, many lenders are able 
to mitigate customer outflows. However, 
the Monetary Policy Committee’s deci-
sion has put mortgage pricing back in 
the spotlight and risks triggering a spike 
of remortgage activity as consumers re-
view their mortgages – many for the first 
time. 

Many lenders have already seen a signifi-
cant increase in the proportion of cus-
tomers leaving after their fixed product 
has expired – in some cases attrition rates 
have more than trebled in the last three 
years3.

Overcome the price war: 
Develop mortgages that fit 
to customers’ lifestyles
Few UK lenders offer mortgages that 
align to the needs of their customers. 
The last ‘ground-breaking’ innovation 
took place almost 20 years ago with the 
launch of the offset mortgage. However, 
many lenders in other markets are recon-
sidering the underlying needs of their 
customers and are developing mortgage 
offers that align to these needs better.

For example, one bank in Canada re-
cently developed a range of mortgages to 
broaden its appeal across a wider group 
of customers. By offering features such as 
flexible over-payments, additional bor-
rowing or payment holidays, the bank 
was able to increase margins by over 

10bp across its range. Such a differenti-
ated mortgage range means that lenders 
can appeal to both price sensitive cus-
tomers and those looking for more from 
their mortgage provider. 

By de-commoditising 
mortgages, lenders also 
benefit from higher re-
tention rates as some 
customers may refuse to 
give up specific features 
not available elsewhere.

To do this well, banks 
must think about the 
individual needs of their 
customers across the 
mortgage journey and 
develop their offer to 
align to these needs.

Rethink 
customer 
communication
For many consumers, 
buying a property is a 
confusing process and 
getting a mortgage even 
more so. Although the 
role of the mortgage 
broker is unlikely to di-
minish over the next few 
years, banks could still 
do more to simplify how 
they communicate their offers to custom-
ers.

From a consumer perspective, searching 
bank websites for ‘the best’ mortgage will 
often uncover hundreds if not thousands 
of different mortgage offers very quickly. 

Many of these are not rel-
evant because the customer 
does not meet the criteria, or 
in contrast the customer is 
too good and rate too high. 
Add to that additional web-
site clutter, such as guides on 
how to buy a home or guid-
ance on the difference be-
tween fixed rate and tracker 
rate mortgages and it is not 
hard to understand why bro-
kers control almost 70% of 
the mortgage market4.

In Germany, many of the country’s re-
gional banks have developed customer-
facing mortgage configuration tools that 
take customers through a simplified jour-
ney by optimising decision-making pro-

cesses. Such value selling tools guide cus-
tomers through the end-to-end mortgage 
process from data capture and measuring 
customer affordability to enabling cus-
tomers to customise their mortgage ac-
cording to their needs.

Developing mortgage configuration tools 
enables banks to simplify what would 
otherwise be a confusing customer prop-
osition. In doing so, the customer walks 
away with a feeling that the bank has un-
derstood their needs, while the lender is 
able to focus the mortgage advisory pro-
cess away from price and towards value.

Align price to value
When pricing mortgages, we often rec-
ommend that lenders should employ 
principles of fair value exchange to en-
sure that pricing remains aligned to the 
value they deliver. In reality, we have 
seen lenders leading on price and hence 
the ongoing race to the bottom.

Many lenders use very pragmatic ap-
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Figure 3: The efficient pricing frontier — lenders should have the flexibility to optimise pricing along different points of the efficient pricing 
frontier

CONTINUED ON NEXT PAGE �

Figure 2: Mortgage configuration tools — the principle of self selection to guide customers to the right selection

proaches to price mortgages, which are 
often reliant on benchmarking against 
competitors or maintaining a specific 
market price position. Such approach-
es can aggravate a price war as lenders 
become obsessed with avoiding being 
‘priced of out of the market.’ While such 
approaches have proven themselves wor-
thy during times of higher margins, their 
effectiveness at providing lenders with 
sustainable returns during an ever-en-

trenching price war is questionable.

Where lenders hold data on previous 
performance and likely customer com-
petitiveness at time of purchase, building 
robust elasticity models enables banks 
to optimise prices and deploy capital to 
products that maximise returns. By en-
riching data with wider value drivers 
such as improved processing times or 
upgrading application portals, banks can 

identify opportunities to avert the price 
war completely. 

Embedding strong price optimisation 
processes within the organisation enables 
lenders to deploy prices that always hit 
the efficient pricing frontier. As strategic 
goals change, lenders can re-align pricing 
accordingly. This can happen when lend-
ers’ strategies move from driving new 
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volumes to driving more revenue.

When developing new and innovative fea-
tures, lenders typically give them away to 
customers for free rather than considering 
approaches to monetise innovation. Many 
banks do so in hope to attract more cus-
tomers. However, a £0 price tag instantly 
de-values the feature in consumers’ mind-
sets. For example, many banks today offer 
mortgage porting for free or at very low 
cost. 

However, there is significant customer 
value in such a feature. In current ac-
counts, many banks and building soci-
eties continue to augment their service 
through digital innovations at high cost. 
However, very little vision exists on how 
to monetise these features. Measuring 
price elasticity of a product that does not 
already exist is challenging, however easily 
overcome through broker interviews and 

customer surveys to quantify customer 
willingness-to-pay.

What next for UK 
mortgages?
While the Bank of England’s Term 
Funding Scheme is commendable, it 
also comes with many strings attached, 
specifically the requirement to increase 
lending balances as a condition for the 
25bp price tag.

Where lenders are unable to increase 
their balance sheet, the desire to reduce 
rates is likely to appeal more than incur-
ring a 5bp penalty by the Bank of Eng-
land. 

While the implications on mortgages 
may be more muted versus wider lending 
products, we still expect additional mar-
gin attrition. This will increase once the 
Term Funding Scheme ends and funding 

becomes more expensive. However, pric-
es may struggle to renormalise as quickly 
at the expense of margins.

By differentiating themselves through of-
fering of greater value or improving cus-
tomer communications, lenders can cap-
ture a more engaged and loyal audience 
and hence avoid deepening the price war.

Sources 
 
1. Simon-Kucher & Partners Retail Banking 
Survey June 2016, n= 101

2. Bank of England

3. Simon-Kucher & Partners’ project experi-
ence

4. Council of mortgage lenders
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This article presents four margin-pre-
serving price strategies that can be used 
to entice consumers to purchase now, 
rather than relying on large discounts 
on heavy holiday shopping days such as 
Black Friday and Cyber Monday. Rafi 
Mohammed is the founder of Culture 
of Profit LLC, and author of The 1% 
Windfall: How Successful Compa-
nies Use Profit to Profit and Grow. 
He can be reached at rafi@cultureof-
profit.com. This article originally ap-
peared on the Harvard Business Re-
view (HBR.org).

Retailers’ Holiday Strategy Doesn’t  
Have to be ‘Discount Everything’ 

The final numbers are in for the 
2016 Black Friday weekend, 
and the results appear strong. 
But there’s a surprising insight 

in the data released by the National Re-
tail Federation: 36% of shoppers reported 
that all of their purchases were on sale; 
11% made that claim in 2015. Analysts 
attribute this more than 300% increase 
to widespread discounting by retailers.

In what appears to be an increasingly 
healthy U.S. economy (4.9% unem-
ployment rate, applications for un-
employment at a 43-year low, median 
income on the rise), why are retailers 
choosing to battle it out on price?

I see a confluence of events behind this 
deflationary holiday season. While cus-
tomers used to count on Black Friday for 
the lowest prices of the season, in recent 
years retailers have been advertising “best 
deal” sales regularly throughout No-
vember and December. As a result, cus-
tomers have been conditioned to expect 
discounts. In addition to satisfying con-
sumers’ discount desires, retailers have 
their own agenda to further lower prices. 
The tug-of-war continues between brick-
and-mortar stores and online shopping, 
and both sides are slashing prices to sway 
customers (indeed, it seems that online 

sales may have won the Black Friday–
Cyber Monday battle this year). And 
finally, with customers allocating more 
money for holiday purchases, retailers 
are cutting prices in the hopes that peo-
ple will spend more.

Retailers should know that there are al-
ternatives to engaging in price-to-price 
combat. Here are four margin-preserving 
price strategies that can be used to entice 
consumers to purchase now.

Provide a Price Guarantee
With roughly two months of holiday dis-
counting, it’s confusing to know exactly 
when to buy. Should it be in early No-
vember (when discounts may entice con-
sumers to purchase early), Black Friday/
Cyber Monday (historically low prices), 
a few weeks into December (stores may 
further discount to generate incremental 
sales), or right after the holidays (clear-
ance sales)? Often, it isn’t price itself 
that holds a customer back — it’s a 
fear of purchasing now and then see-
ing a lower price later in the season.

To alleviate this anxiety, retailers should 
heavily promote price guarantees. This 
involves matching lower prices at the re-
tailer, as well as its rivals, that may arise 
later in the season. The good news for 
retailers is that a price guarantee pro-
vides psychological comfort to all buyers 
but still requires them to do some work 
to collect on the pledge. Customers who 
take these actions are identifying them-
selves as people who care deeply about 
price. So if retailers have to pay out on 
the guarantee, they can take comfort in 
knowing these price-sensitive customers 
likely wouldn’t have purchased unless the 
guarantee was offered.

Employ Step Discounts
Using step discounts — such as 10% off 
for purchases over $500 and increased 
total discounts for reaching higher 
thresholds (e.g., 15% if over $750, 20% 
if over $1,000, and so on) — nudges cus-

tomers to spend a larger slice of their 
budget at one retailer. Customers may 
purchase more to reach a higher level of 
overall discounts (“If I spend an extra 
$100, I’ll get an additional 5% off all of 
my purchases”). Just as important, the 
higher discount may induce to customers 
to buy additional products (“With the 
big-volume discount, it makes sense to 
buy it right now”).

Incentivize Big-Ticket-Item 
Customers to Buy Now
Another tactic to solve the “should I buy 
or should I wait” syndrome is to incen-
tivize customers to make large purchases 
now. Consider providing an additional 
discount if customers waive their right 
to return a product or seek a price ad-
justment. This option acknowledges 
that prices may be lowered in the future. 
However, customers can avoid the hassle 
of constantly checking prices and earn 
an extra discount by taking the risk of 
buying today. 

Offer Flash Sales
Flash sales target the most-price-sensitive 
customers. Only those who truly care 
about price are willing to constantly mon-
itor their emails (or a retailer’s website) 
and instantly purchase within a brief time 
period. Instead of heaping on an extra 
discount (e.g., 20% off everything for the 
next two hours), flash deals should focus 
on specific popular products. Across-the-
board discounts condition customers to 
expect a similar “available on all products” 
deal in the future. In contrast, product-
specific deals create an urgency to buy (“I 
don’t know if this exact product deal will 
be offered in the future”).

The evidence we’ve seen so far indicates 
that consumers have the luxury to spend 
this holiday season. Instead of engaging in 
price-to-price combat, use a little finesse 
to boost sales by better meeting custom-
ers’ needs, incentivizing larger purchases, 
and more precisely targeting customers 
who require discounts to click “buy.”
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Price Transparency vs Pricing Transparency
In this article, the author examines the 
difference between price transparency 
(how much a product or service will 
cost the buyer) and pricing transparen-
cy (the process by which this price was 
set). He then analyzes how different 
companies have implemented varying 
levels of price transparency and pric-
ing transparency (or neither) based on 
their industry, and how these varying 
transparency tactics affect the customer 
experience and buying decisions. Kyle 
Thompson-Westra is a Senior Pricing 
Analyst at Wiglaf Pricing. He can be 
reached at kthompsonwestra@wiglaf-
pricing.com.

Most consumer-facing com-
panies strive for price 
transparency. Understand-
ably, consumers want to 

know how much a good or service will 
cost before they make a purchase. But 
what about pricing transparency?

Not transparency over the final price, but 
transparency over the pricing process?

It’s important to separate the two, be-
cause companies can exhibit one or the 
other, or both, or neither. Companies can 
change their approach over time as well. 
Let’s take a look at some quick examples.

Price Transparency
Amazon makes its prices very straight-
forward. Especially for its Prime custom-
ers, the price that you see is what you 
pay, without even a pesky extra few dol-
lars for shipping added during checkout. 
Its pricing, however, is not transparent.

Pricing Transparency
For Amazon Web Services (AWS), on 
the other hand, while your final price de-
pends on your usage, the pricing is trans-
parent down to the hour. While you may 
not know the amount due ahead of time, 
you know exactly how they will arrive at 
that number.

Both
Some companies do both, showing their 
customers not only the final price but 
also how they arrive at it. Say, for a bun-
dle, breaking out the price of each indi-
vidual unit. And some companies, such 
as Buffer, take pricing transparency even 
further by laying out exactly how they 
spend and therefore justify their revenue.

Neither
So, a company may have price trans-
parency, pricing transparency, or 
both. What about neither?

With health care, most of the time the 
price of a service is unknown until long 
after the service is completed and a bill 
arrives in the mail. The bill will usually 
indicate how its total relates to the billed 
amount and the amount paid for by in-
surance, but there is very little transpar-
ency into how either of those final two 
were determined.

Changing Transparency
And there are even some companies who 
have started out exhibiting one type of 
transparency only to shift to another.

For much of its existence, Uber would 
not give you a final price until after the 
trip was completed. They would, how-
ever, indicate whether any amount of 
surge pricing was under effect by dis-
playing a multiplier to the normal base 
rate. Much of its struggle with getting 
customers to accept this type of dynamic 
pricing revolved around making them 
acknowledge the additional price mul-
tiplier ahead of time. This was pricing 
transparency.

In January, I wrote that Uber needed to 
visualize the consumer benefits, not just 
the consumer costs, of its dynamic pric-
ing in order to improve the customer 
experience. Instead, they have decided 
to hide dynamic pricing completely. The 
change started to roll out this spring. 
When customers now request a ride, 
they are shown a single, final price for 
their trip. No range, no multipliers, no 

notice of surge pricing in effect. “No 
math, no surprises,” as Uber puts it. This 
is price transparency.

It’s quite the change. Uber is now trans-
parent in price but opaque in pricing.

Which is better for customers? For each 
individual transaction, I may find it easi-
est to have total price transparency: Uber 
now gives me the total amount I will be 
charged before I request a ride. Barring 
a change in destination, this will be the 
same number that appears on my credit 
card. That is very straightforward com-
pared to having to think about a poten-
tial range of prices or calculating a per-
centage increase from a base fare.

However, there is a downside for the cus-
tomer to losing pricing transparency. 
Without a notification that you are being 
affected by a surge in demand, it’s harder 
to compare prices. If you are going to a 
new area after work and you see that it will 
cost you $16.51 to leave now, how does 
that compare to the price of that route at 
a different time? Seeing the price in terms 
of, say, 1.5x normal rates gave useful infor-
mation that is no longer available.

Uber has clearly decided that the clarity 
of a single price trumps knowing how the 
service arrives at a price. But drivers still 
see more information about where and 
when surge pricing is in effect. It is better 
for Uber to have customers see one price 
and not the calculations that go behind 
that pricing, but the same is not true for 
its drivers. We probably haven’t seen the 
final iteration of their pricing structure.

Closing Thoughts
Just as price is an important aspect 
of branding and marketing, so is the 
amount of transparency of both price 
and pricing. Different industries lend 
themselves to different levels of each, but 
especially with consumer markets there 
is a strong push toward price transpar-
ency. Whether this is always in the best 
long-term interest of the consumer, how-
ever, is uncertain.
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Your Three Step Guide to CPQ
Configure Price Quote (CPQ) soft-

ware solutions are garnering a great 

deal of attention in the pricing indus-

try in recent months because of their 

ability to increase revenue, improve 

selling time and reduce human error 

in product and proposal pricing. This 

white paper examines the primary 

functionality of CPQ systems, how 

CPQ improves pricing and business 

operations, and criteria to use when 

choosing a CPQ system. Philip Huth-

waite is the founder and CEO at 

BlackCurve, and is a pricing technol-

ogy specialist who has a proven track 

record of selling pricing and CPQ 

technology to companies of all sizes. 

He can be reached at philip.huth-

waite@blackcurve.com.

Step 1: What Is Configure 
Price Quote?
Configure Price Quote, or CPQ for 
short, is a term used for software that 
helps with the setting, controlling and 
communication of prices to sales staff 
and customers. It was born out of a de-
sire to accomplish sales or contracts 
quickly, with the added benefits of op-
portunities to cross-sell and upsell.

It is especially helpful for sales teams 
that sell customizable products and ser-
vices and/or have a complex method to 
determine pricing. It can be applicable in 
business-to-consumer (B2C) sale interac-
tions, but is more commonly adopted in 
business-to-business (B2B) situations.

Configure

The Configure or configuration element 
essentially refers to “what products or 
services do I want?” Where you are sell-
ing complex items or bundles of items, it 
guides the user to ensure items are select-
ed that are compatible, or that support 
upselling/cross-selling opportunities to 
recommend e.g. “customers who bought 
this product, also bought…”.

Price

The Price element takes over once you 
have selected your components. It is 
the pricing engine that sits behind the 
scenes, and ensures the correct price is 
displayed for that combination of items 
selected. You may have set up certain 
bundle rules, or discount structures 
based on the combination of parts se-
lected. The pricing solution takes the 
stress away and minimizes any pricing 
errors. Many global businesses use CPQ 
because it allows them to quickly and ef-
ficiently send out pricing data to stores, 
sales reps and sales parties.

Quote

The Quote element is 
the final piece of the 
jigsaw. It takes the se-
lected items and auto-
matically pulls together 
all the necessary infor-
mation, allowing sales-
people to produce the 
quote and get back to 
the customer promptly.

The quote is presented 
in a professionally for-
matted manner, either 
shown to the consumer 
on the summary page of a website before 
they enter their credit card details or in a 
company branded PDF, Excel, or Word 
document, ready to be sent out directly 
from the system or downloaded.

Step 2: How CPQ Can  
Help Your Business
CPQ Eliminates Errors

On average, a spreadsheet will contain 
1 error for every 20 cells that have data. 
Mistakes are almost inevitable when you 
or your salespeople manually configure 
proposals or place orders.

CPQ software has been proven to elimi-
nate 40% of human errors because it 
allows the establishment of rules to au-
tomatically prevent incompatible or-
ders and generate better, more accurate 
quotes.

CPQ software makes collaborative sell-
ing much easier because it allows you to 
easily enforce your business rules, includ-
ing pricing and discount information. It 
takes the worry away and automatically 
does all the checks to ensure the correct 
combination of items are quoted.

Many pricing industry sources have 
pointed out the myriad problems associ-
ated with using spreadsheets to manage 
your prices. So, if you agree that solely 
using spreadsheets for this task is a bad 

idea, consider making the switch to 
Configure Price Quote (CPQ) software. 

Many industry leaders use CPQ software 
to inject speed and accuracy into their 
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The average sales person spends 45% of his or her 
day on inefficient tasks, yet a simple 5% increase in 
selling time can increase company revenue by 20%.
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sales engines. Could this software be the 
answer if you are experiencing a sales 
slowdown – or are troubled by errors and 
time delays associated with using spread-
sheets to manage your prices?

CPQ Increases Your Deal Sizes

At various stages in the configure cycle 
it can present opportunities to upsell or 
cross-sell. Therefore, it gives you the op-
portunity to increase your average deal 
size, which is good for your bottom line 
and business growth.

CPQ Streamlines And Speeds Up The 
Quote-To-Order Process

No need for back and forth email trails 
and calls between your office and sales-
force, to double-check what products 
can be sold together and what the price 
should be.

CPQ streamlines the process and allows 
a quicker turnaround of complex quotes. 
The result will be a professionally pro-
duced, formatted document to impress 
your customers.

Not only will this increase your chances 
of winning an order as you can get back 
to customers quickly, but it also frees up 
the time of your salesforce to do more 
selling, which supports business growth.

The average sales person spends 45% of 
his or her day on inefficient tasks, yet a 
simple 5% increase in selling time can 
increase company revenue by 20%.

CPQ Reduces Your Costs

By eliminating errors, there is a reduc-
tion in costs caused from re-working. 
Examples include having to manufacture 
the correct components again, or having 
to send an order a second time because 
the incorrect items were shipped the first 
time. Less time will be needed to train 
new employees on complicated product 
sets, as the logic is handled automatically 
in the system.

CPQ Reduces The Time To Market

When your marketing team wishes to 
introduce new products and customised 
offers, the CPQ tool-kit can be used to 
quickly set up the combination of items 
on the administrative side of the system, 
making them instantly available to the 
salesforce.

CPQ Will Increase Customer Satisfac-
tion And Create A Good Impression

When you are able to make a complex 
quote seem simple, your customers will 
be satisfied and impressed that you are 
knowledgeable about your product or 
service set. CPQ software standardizes 
your sales proposals, giving you control 
over not only what is quoted, but also 
the proposals’ appearance.

Your reps will make a cohesive, profes-
sional impression that enhances your 
brand.

CPQ Creates Winning Proposals

Proposals must persuade your potential 
customers with a clear and convincing 

message. CPQ software can automati-
cally include all data sheets, case stud-
ies, and other critical content relevant to 
your proposal and the prospect’s indus-
try. This will save your sales reps time, 
eliminate human error, and inspire key 
decision makers to sign up to your pro-
posals.

CPQ Inspires Confidence  
In Your Prices

The more complex your offerings, the 
more variables will affect your pricing 
quotes, especially when product bundles 
and volume discounts come into play. 
CPQ pricing tools ensure that your sales-
people can access current pricing infor-
mation all in one place. This will ensure 
that you feel confident about your pro-
posals, that they honor your margins and 
drive profits.

CPQ Aids Knowledge Retention And 
Productivity

CPQ software helps institutionalize sales 
knowledge, which can be beneficial for 
training purposes, especially in situa-
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tions where pricing and configuration 
are complex.

Gain Additional Revenue With CPQ

Most companies gain 80% of their rev-
enue from 20% of their customers, so 
the greatest profit potential lies in pen-
etrating the most profitable accounts. 
CPQ software makes automated up-sell 
and cross-sell suggestions, enabling your 
salespeople to quickly increase the aver-
age quote and order size.

A 2010 Aberdeen study showed CPQ 
empowered organisations to optimise 

their bid-to-win effectiveness twice as 
much as non-CPQ users. On average, 
these CPQ users improved their year-
over-year sales cycles by 40%. Can you 
afford NOT to invest in CPQ software?

Excellent ROI With CPQ

CPQ automation tools make your quot-
ing process simpler, faster, and cheaper. 
They reduce sales cycle bottlenecks, en-
abling your sales team to present exactly 
the right product mix at the right time 
and cost to the right customer.

CPQ software ensures enhanced pro-
posal quality, higher customer retention, 
and shorter sales cycles. The ROI will be 

recognised in a very short space of time.

Step 3: Criteria For  
Selecting A CPQ Provider
There are many key criteria to consider 
when selecting a CPQ provider. Here is 
handy list to help you get started:

Integration

Does the CPQ Solution Integrate with my 
CRM, ERP System or other core business 
system?

Integration is often a key concern for 
businesses that are looking to streamline 

their existing sales process and minimise 
the need for double data entry. Some 
CPQ providers are only available on cer-
tain platforms, e.g. built specifically for 
Salesforce, so it’s important to double-
check early on in the selection process 
that your systems are catered for.

Mobility

Does the CPQ solution work on mobile 
and tablet devices?

If you have a sales team that is out in 
the field regularly, one of the benefits of 
CPQ software is that it enables you to 
get back to your customers quickly with 
accurate quotations. The ability to quote 

in the field on a mobile or tablet, even 
when sitting alongside a customer, gives 
a good impression and speeds up the 
whole administrative process.

Out-Of-The-Box

Is the CPQ solution ready out-of-the-box 
or is customisation needed for the software 
to fit my needs?

Whenever the words bespoke or custom-
isation are added to a sales process, it is 
likely that the solution will be more ex-
pensive. Check whether the provider can 
meet your requirements with their ready 
to go software to avoid any nasty sur-
prises later in the project.

Configuration Capabilities

What interface is needed?

Do you need a visual configurator with 
2D or 3D drawings, or are you after a 

simpler configurator that just ensures the 
right products and prices are displayed? 
Your need will influence the best provid-
er fit as each have their own specialties.

Support & Training

What training is required for staff mem-
bers?

CPQ by its very nature is a complicat-
ed process. A CPQ solution is meant to 
bring simplicity to the complexity. If the 
solution has an intuitive interface that 
is easy to pick up, you’re onto a winner. 
You don’t want to have to setup count-
less training sessions to bring employees 
up to speed.

Most companies gain 80% of their revenue from 20% 
of their customers, so the greatest profit potential lies 
in penetrating the most profitable accounts. 
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