
 PRICING
ADVISOR

The

The Pricing Advisor™ is  
published monthly by the 
Professional Pricing Society 
3535 Roswell Road, Suite 59 
Marietta, GA 30062 
770-509-9933 
pricingsociety.com 
Kevin Mitchell, Publisher 
All Rights Reserved © 2017

2017Apri l

A Professional  Pr ic ing Society Publ icat ion

Do List Prices Matter?

CONTINUED ON NEXT PAGE �

Upcoming Events
28th Annual Spring Pricing Workshops & Conference  
 • Hilton Miami Downtown Hotel – Miami, Florida / May 2-5, 2017 
 • Full-Day Workshops and Special Programs / May 2-3, 2017 
 • Conference Keynotes and Breakouts / May 4-5, 2017

For the most up-to-date information about PPS events and programs, please 
visit our website at pricingsociety.com frequently.

PPS Happenings Serving the Pricing Community Since 1984Do List Prices Matter? ......................... 1

Buy One Get One Free!  
Managing Your Promotional Spend .... 4

Nine Must-Haves for a Successful 
Implementation of a Pricing Strategy ..6

In This Issue:

Have a pricing article, case study or 
story to share? Send articles to  
editor@pricingsociety.com.

“Do List Prices Matter?” How many 

times have you heard that? It is a rhe-

torical question which is making an 

oblique statement: “I don’t think list 

prices matter.” This is a problem which 

pricing people need to be able to ad-

dress. This article aims to create a 

drawer statement for you to help edu-

cate your organization, and be a ref-

erence for Executives and Sales. Also, 

it will provide insight into some of the 

reasons why people ask this rhetorical 

question in the first place and help el-

evate the level of discussion about your 

business. Paul Charlton is the owner of 

The Pricing Factory®, a pricing consul-

tancy, and he can be reached at paul.

charlton@thepricingfactory.com.

Part 1: “Do list prices 
matter? After all,  
no-one pays list.” 
No-one pays list. That’s mostly true  – 
particularly in B2B and tech which is 
my background – but it doesn’t mean 
that list prices are not important. From 
the vendor’s perspective, it would prob-
ably be uneconomic to manage each and 
every net price for every customer and/or 
channel partner.

Whereas it is economic to manage list 
price and discount, particularly when 
the discounts are policy driven and not 
the outcome of a “you gotta haggle” dis-
counting approach.

And from a customer perspective, they 
don’t think just in terms of net price. 
They’re smart enough to scrutinize in 
excruciating detail list price - discount % 
= net, and understand the trajectory of 
all three of those parameters over time: 
part number by part number, product 
category by product category, vendor by 
vendor.

Why? Because your sales behavior has 
forced and incented them to.

So, if your Executives or Sales team 
thinks that list prices don’t matter be-
cause “No-one pays list,” your Sales team 
is most likely being out-thought by your 
customers’ purchasing departments.

Part 2: “All I need is a 
competitive net price  
to the customer.”
When Sales suggests this, they’re want-
ing to not only maximize their flexibility 
but also avoid scrutiny of their sales per-
formance. Sales will throw in the word 
“competitive” as a pre-emptive strike/
threat to the product group: don’t com-
plain about my discounting, and I will 
not complain that your products aren’t 
cost competitive. You stay on your side 
of the fence, and I’ll stay on mine.

Nevertheless, both list prices and dis-
counts are needed to ensure that:
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You may not care about list prices, 
but what if one of your major 
competitors does and they somehow 
make list prices work for them?

CONTINUED ON NEXT PAGE �

• the value proposition aligns 
with pricing,

• products are price-posi-
tioned correctly versus the 
competition, and

• there is a way to articulate 
the customer- specific pric-
ing through the policy- 
based discounts.

This then allows us to analyze 
the effectiveness of all of those 
elements so that we can then 
work out how to optimize end-
to-end pricing to improve busi-
ness outcomes.

But rather fundamentally, there 
must be a list price to measure 
and analyze discounts against 
through the lens of discounting 
policy compliance, effective-
ness, consistency and predict-
ability.

Part 3: “We don’t care 
about the list price.”
Think about it from a gaming perspec-
tive. You may not care about list prices, 
but what if one of your major competi-
tors does and they somehow make list 
prices work for them?

So, this notion fits into the painful cate-
gory of sometimes it doesn’t matter what 
you think: if your competitor believes in 
something and can make it count with 
your customers, then it does matter, and 
what you think about it, unfortunately 
does not.

Part 4: “Are you a Yugo, 
Corolla or a Rolls-Royce 
solution?”
Customers need ball-park pricing in the 
early stages of the buying cycle to evalu-
ate the viability of investigating a solu-
tion.

There was a nice thread on Spiceworks 
– where the users in this IT commu-
nity call themselves SpiceHeads – which 
highlighted this really well:

A: “It was an interesting concept but they 
refused to tell a room of over 30 Spice-
Heads even a basic MSRP when directly 
asked. I ....... hate that.”

B: “… They taught us well and answered 
questions well. Except for the point on 
price. But for me, that is a walk away is-
sue. … If you make me sign up for spam 
and marketing email/calls just to get a ba-
sic, rough MSRP, then you will not get me 
as a customer. Ever.”

C: “When you’re shopping for a mid-range 
new car do you go test drive a Rolls Royce 
or a Lamborghini? .... All we’re asking for 
is a general indication of what price cat-
egory we’re looking at. Are you a Yugo, a 
Corolla or a Rolls- Royce solution?”

These potential customers clearly wanted 
list prices. Having failed to provide list 
prices, even just saying that it was a Tesla 
Roadster – as one of the SpiceHeads sug-
gested – would have helped!

 

Part 5: “Customers 
don’t care about the 
list price.”
Well they would say that, 
wouldn’t they? After all they are 
negotiating. And Sales would 
say that because they’re negoti-
ating with you to get an excep-
tion to the discounting policy 
approved. Just because someone 
says something, doesn’t mean 
they believe it, or that it’s true.

Part 6: “Can you 
prove the list price 
elasticity of demand?”
Maybe I can, maybe I can’t. 
But the job of Sales is to make 
demand elastic. Products don’t 
sell themselves. If they did, 
then we wouldn’t need Sales, 
would we?

Most products are list price 
elastic. Some products are par-
ticularly sensitive to key list 
price points. That is, your list 
price-demand function may 
well be stepped.

It is equally important to understand 
which of your products exhibit little or 
no elasticity. No point dropping list on 
those: if anything, quite the opposite.

Now, I am not saying that businesses are 
inelastic to the net price, but it is easier 
to manage pricing by:

a) Making the list price do some of the 
work: are you in the right ball-park? 
Have you something new to tell the 
customer? Can you articulate your 
value to the customer? and

b) Letting the discount do the remain-
der.

If you leave it all up to discounting, 
you’ll invariably end up with a problem 
controlling discounts and customer (dis)
satisfaction due to inconsistent and un-
predictable discounting.

And if you haven’t found those key list 
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price points, then you better start look-
ing before your competitors find them.

Part 7: “I don’t care what the 
list price is. I’ll make up for 
it with my discounting.”
Let’s work backwards from the objec-
tive that businesses in my view should be 
striving to attain: consistent and predict-
able outcomes. 

Pricing – with a capital P – needs to help 
businesses become more consistent and 
predictable. Let’s face it, no-one wants 
to have inconsistent and unpredict-
able business outcomes, least of all your 
board and investors.

A pre-requisite and immediate predeces-
sor for consistent and predictable out-
comes is consistent and predictable dis-
counting. And working back from that, 
the only way to get consistent and pre-
dictable discounting is to have consistent 
and predictable list prices.

List prices do matter if you want efficient 
and effective pricing that is designed to 
produce consistent and predictable out-
comes. As I said in Part 6, you cannot 
achieve this through discounting alone.

Part 8: If you want a broad 
lever for your business, then 
yes, list prices do matter …
List prices are the only quick and simple 
across-the-board price lever, and so, they 
become one of the only quick and sim-
ple across-the-board business levers. By 
the way, if an across-the board list price 
move isn’t quick and simple in your busi-
ness, that’s something you need to fix 
asap.

Here are a few applications:

• Mitigating industry-wide, adverse 
cost moves, and X-rate movements;

• Controlling inter-regional price del-
tas;

• Managing your channel pricing 
framework;

• Managing product life cycles;

• Measuring and managing overall 
competitiveness;

• Signaling your intentions to custom-
ers, channel partners, Sales, compet-
itors, industry analysts.

Part 9: List prices are 
the most timely, efficient 
and effective “forcing 
function” to improve sales 
performance.
List prices can be used as a forcing func-
tion to make sales use their discounting 
dollars more efficiently and effectively. 
As the list price is lowered, it forces sales 
to:

• sell more and make sure that de-
mand is elastic,

• get customers to trade up and dis-
count less, or at least more consis-
tently, or

• all at the same time, otherwise they 
will not make their 
numbers.

This is very much the big 
stick approach, but in 
companies which do not 
have end-to-end pric-
ing, this is often the only 
recourse that product 
groups which have con-
trol over the list prices/
list price strategy, but not over the dis-
counting, will have.

Part 10: The real question is 
why do Execs/Sales ask “Do 
List Prices Matter?” in the 
first place?
As is often the case with pricing, the an-
swer to the question is often of second-
ary importance as to why the question 

was being asked in the first place. The 
question is a red flag which should be a 
trigger for you to listen extra carefully 
to find out what is actually the cause of 
the problem. They are probably obliquely 
flagging one or more the following:

• They know that a list price reduction 
will reduce their discounting flex-
ibility.

• They don’t know how to sell price 
increases.

• Their sales target may have been set 
too high, or their revenue and mar-
gin targets may be out-of-balance.

• They are thinking only about this 
quarter, and not even beginning to 
think about trying to set themselves 
up for success in the following quar-
ter.

• They would like you to leave them 
alone mainly because they intend to 
dig themselves out of hole they are 
in by themselves through discount-
ing alone.

• They are negotiating with you.

But while list prices are often not the 
problem, they are definitely part of the 
solution. The broader solution requires 
end-to-end pricing, where pricing can be 
the lead function to bring sales, market-
ing and finance together to create co- 
operative, frictionless and less stressful 
selling. And fewer rhetorical questions 
from Executives and Sales!

List prices do matter if you want 
efficient and effective pricing that is 
designed to produce consistent and 
predictable outcomes.

http://www.pricingsociety.com
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Buy One Get One Free!  
Managing Your Promotional Spend

Trade promotions are a huge part of 

the consumer goods industry, despite 

the fact that the return on investment 

is often slim to none (if there is any 

profit at all). In this article, the author 

presents simple questions and analyses 

anyone can ask and execute to make 

better promotional decisions. Michael 

Stanisz is a Principal at Revenue 

Management Labs, where they help 

companies develop and execute practi-

cal solutions to maximize long-term 

revenue and profitability. Connect 

with Michael at mstanisz@revenueml.

com or learn more at Revenue Man-

agement Labs.

CONTINUED ON NEXT PAGE �

Trade promotions and discounts 
are a huge part of the consum-
er goods industry. Consumer 
goods companies spend hun-

dreds of billions of dollars annually on 
trade programs. Yet, the return on in-
vestment on most trade dollars spent is 
insignificant, if any, thus fuelling a long-
standing debate regarding the effective-
ness of trade promotions. Without try-
ing to add to the debate, there are some 
considerations that practitioners should 
keep in mind to make better promotion-
al decisions. 

Firstly, it is important to understand why 
the consumer goods industry is so drawn 
to trade promotions given their question-
able return. We often hear:

• “I need incremental or deeper activ-
ity to grow volume/share”

• “We did that promotion last year! 
We need lapping activity plus new 
events”

What I call the “salesman perspective” 
most often stems from volume or rev-
enue targets that sales teams are chal-
lenged to exceed. It is easy to see how 
this situation can get out of control and 
inflate the amount of trade dollars being 
spent. This mentality often leads to un-
intentional consumer consequences such 
as “stocking up” on promotion or “wait-
ing” for promotional offers. These reper-
cussions are worsened by price compari-
son technology which compare prices 
across multiple retailers along with brick 
and mortar retailers who offer “price 
matching” services.

Given the traditional sales mentality 
and the mounting pressure of technol-
ogy and competition, the incentive to 
improve the efficiency of promotional 
spend has never been greater. Many 
companies spend millions of dollars on 
trade promotion management and opti-
mization tools, while others engage con-
sultants to build statistical elasticity and 
incrementality sales models in house. 

Both are great options, but before break-
ing out the cheque book or taking an 
advanced multivariate statistics course, 
there are some simple questions and 
analyses anyone can ask and execute to 
make better promotional decisions. 

The questions and analyses are based 
on the following four promotional pil-
lars:

1. Depth
Simply, this is the level of discount that 
is being offered. 

Depth is important because too small 
a discount will not drive customer pur-
chase whilst too much may surrender 
value. For example, Best Buy has a $20 
discount on an Apple iPad priced at 
$789.99. Surely, the number of incre-
mental purchases of this iPad cannot be 
significant given the size of the discount 
in relation to the price and, in most cas-
es, the iPad would have sold at regular 
price anyway. This is the equivalent of 
leaving $20 on the table with every sale.

Conversely, if the offer is too deep it 
can destroy the value that exists in the 
marketplace. An example of this is Ben 
& Jerry’s ice cream; almost everyone is 
familiar with its ooey-gooey flavours 
with fun names. The benefits of the B&J 
brand over private label competitors is 
obvious but when promoted from $4.99 
to $2.50, they are equivalently priced to 
their bland, boring private label counter-
parts. Do they really need to give away 
so much value? 

To help guide the depth decision re-
member to:

• Use competitive benchmarks. 
There are no winners in a price war.

• Check the profitability. There is no 
excuse for negative profit.

• Ensure the brand position. Selling 
premium products at or below the 
price of private label offerings can 
destroy long term value.

2. Frequency
Frequency is how often a promotion oc-
curs.

http://www.pricingsociety.com
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The “salesman perspective” tends to in-
crease the frequency over time, but this 
is a dangerous game to play because 
there is no going back. Promoting too 
often can drive customer behaviour to 
only purchase when there is an offer. A 
classic example is JCPenny’s attempt to 
eliminate their promotional flyers and 
move to an ‘Everyday Price’ structure. 
The company experienced a massive 
backlash from the market when cus-
tomers stopped coming to their stores. 
JCPenny shoppers ingrained behaviour 
was too big an obstacle to adapt to the 
new ‘Everyday Price’ structure. 

Another issue is the “New Price” effect. 
Over time as promotion frequency in-
creases, the effectiveness of individual of-
fers decreases because customers eventu-
ally perceive the promotional price to be 
the regular price. 

To help guide the frequency decision 
remember to:

• Use Competitive Benchmarks. 

• Measure Post Promotion. Drop-
ping volume post promo is a sign of 
loading.

• Track Windows/Weeks. Knowing 
this can help prevent promo escala-
tion.

3. Timing
Promotional timing refers to the period 
in which the promotion occurs.

Almost every industry has peak and 
non-peak sales periods. Ascertaining the 
volume that would have been sold with-
out the promotion and the incremental 
volume because of the promotion is key 
to being successful. But, this is hard to 
determine without a Trade Promotion 
Management System, Trade Promotion 
Optimization System or advanced statisti-
cal modeling. In the end, tempering with 
common sense is a must. 

A light beer brand spent thousands of 
dollars offering a free gym membership 
when buying a case of beer in the month 
of January. What the brand managers 

failed to consider for this promotion was 
the fact that gyms naturally see their 
highest volume in January when beer 
sales are normally the lowest. 

The potential for repeat sales or customer 
retention was slim considering the cor-
relation between fitness and beer con-
sumption. I cannot help but think the 
beer promotion would have been suc-
cessful in another period with a differ-
ent linkage. Maybe one with less resolu-
tions!! 

To help guide the frequency decision 
remember to:

• Understand Key Selling Periods. 
It might make sense to promote or 
hold price in these periods based on 
what is sold regardless of promotion.

• Execute in parallel. When promot-
ing price try and line up to market-
ing spend.

4. Mechanism/
Communication
This is the cool and interesting stuff 
emerging from behavioural economics. 
More companies are starting to test the 
limits of how promotions are communi-
cated to customers.

Is “Buy One Get One Free” more or less 
effective than “50% off” or “$2.50 off”? 
The goal is to increase volume lift with 
less investment. Unfortunately, it is dif-
ficult to understand the best mechanism 
and communication without statistical 
analysis and research tools. Exploring 
these ideas is best when an organization 
already has a good grasp on the basics of 
depth, frequency and timing. 

Some simple things to guide the com-
munication decision are:

• Test and Learn. Try different mech-
anism or communication.

• Use Best Practices. Many compa-
nies are doing this work and invest-
ing heavily. Look in the market and 
find some best practices.

The simple considerations around depth, 
frequency, timing and mechanism above 
are a great starting point to improving 
promotional effectiveness. 

When analyzing results, the typical met-
rics of volume, share and revenue im-
provement are often helpful in identify-
ing success. But, sometimes these metrics 
can be deceiving, so it is important to 
broaden the scope and also consider the 
following three metrics:

• Portfolio Mix Impact: 
This is the normalized impact of 
trading customers up or down with-
in the portfolio. For example, if a 
promotion switches customers from 
$10/unit net revenue to a $5/unit net 
revenue product the mix impact is 
-$5. This is important to watch to 
make sure cannibalization is kept to 
a minimum when promoting.

• Incrementality: 
This is the amount of sales that 
would not have occurred without 
a promotion. Incrementality helps 
identify the cost/benefit of the pro-
motion – incremental contribution 
margin versus incremental promo-
tional spend.

• Margin Pool: 
Margin pool is the percentage of 
the total sale price. For example, if a 
product is sold at $5 but purchased 
from the manufacturer at $2, the 
manufacturers revenue pool is 40%. 
Revenue pool helps identify the level 
of investment from all participants 
to generate incremental sales and 
help guide joint business planning.

Price and trade promotions are compli-
cated. Getting them right is not always 
easy and, almost everyone has a slightly 
different approach. For those who are 
not focusing on improving promotion-
al spend, start now. You do not need a 
fancy system or software. Start with the 
basics, improve and sophisticate over 
time. For those of you who are actively 
working on efficiency and excellence do 
not forget the basics.

http://www.pricingsociety.com
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Nine Must-Haves for a Successful 
Implementation of a Pricing Strategy

Figure 1: Summary – 9 must-haves for successful price strategy implementation

CONTINUED ON NEXT PAGE �

In this article, the authors outline 
nine key success factors for implement-
ing price strategy. Arjen Brasz (arjen.
brasz@simon-kucher.com) is a Di-
rector at Simon-Kucher & Partners, 
The Netherlands. He specializes in 
top line growth and profit optimiza-
tion for manufacturing and wholesale 
clients. Nina Hoette (nina.hoette@
simon-kucher.com) is a Consultant 
at Simon-Kucher & Partners, The 
Netherlands. Nina Specializes in the 
optimization of pricing- and sales 
processes within the global manufac-
turing and wholesale industry.

Successful Price Strategy 
Implementation in B2B
No other lever has more impact on prof-
itability than pricing. We see that pricing 
is increasingly embraced as a capability to 
stimulate growth and drive profitability. 

Often, pricing is historically grown, 
based on gut feeling and cost-plus meth-
ods, and with unclear responsibilities re-
garding pricing strategy and implemen-
tation. Price optimization, on the other 
hand, is a logical and structured ap-
proach based on customer value, which 
typically yields between 2 to 5 percent-
age points of return on sales. Although 
this is a promising business case, we see 
many organizations struggle to make the 
transition towards price optimization 
and implementation and realization. 

How can an organization move from 
strategy to implementation? How do we 
structurally embed this in our organiza-
tion? In our experience, strategy devel-
opment is clean, but implementation is 
dirty and often fails to meet its full po-
tential since crucial ingredients for suc-
cess are lacking. Outlined in Figure 1 

are the nine key success factors you 
need to employ to effectively imple-
ment your price strategy.

1. Make price strategy a top manage-
ment priority
It is crucial to have board-level aware-
ness regarding the importance of price, a 
good pricing strategy and sufficient sup-
port for optimization. Firstly, you need 
management buy-in to regularly empha-
size the importance of pricing towards 
the entire organization. Secondly, man-
agement needs to set direction and de-
fine clarity on positioning and price lev-
els. Moreover, top management needs to 
be involved in the price strategy to create 
a culture where price wars are avoided 
and there is a profit oriented culture. Set 
an example and clearly communicate the 
pricing strategy to the market through 
press releases and interviews. Manage-
ment should show dedication to the pro-
gram by freeing up sufficient resources.

2. Set an ambitious pricing roadmap 
with a phased roll-out
A successful price strategy implementa-
tion needs measureable goals that lead to 
a clear point on the horizon. In order to 
achieve this, take a differentiated view on 
pricing and identify which pricing top-
ics impact the bottom line. A frequently 

used method is the price waterfall, which 
clarifies the different buckets or ‘buttons 
to push’ for profit optimization. Do not 
try to take on all topics at once, but in-
stead prioritize. Critically evaluate each 
bucket on improvement potential and 
define a phased approach. Do not forget 
to adjust the roadmap after each phase 
and reprioritize (see Figure 2).

3. Select an experienced program 
manager to drive change
Executing a pricing strategy will require 
intensive coordination between inter-
nal departments. Therefore, a seasoned 
program manager is needed to oversee 
implementation of the roadmap. This 
program manager should (a) have an an-
alytical mind-set (b) be able to translate 
the numbers to commercial solutions (c) 
have experience with leading large pro-
grams and (d) have the skills to manage 
all stakeholders within the organization. 

4. Embed the new price structure in 
concrete tooling and systems
While pricing is typically based on gut 
feeling, most price optimization projects 
result in a structure or a process to sup-
port decision making. This could in-
clude peer comparison to compare per-
formance within the sales organization 

Price Implementation - Graphs
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Summary: 9 must-haves for successful price strategy implementation
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Figure 2

or price driver analysis to evaluate the 
balance of power in a specific situation. 
Methods or checklists often fade away 
after a certain period, while tools are a 
powerful way to translate a strategy to 
a practical process that can be used for 
daily business. User friendliness and sim-
plicity are key words to enable a success-
ful translation of a new pricing strategy 
into tooling. 

5. Define clear governance and re-
sponsibilities 
Responsibility for pricing is often di-
vided between different functions and 
departments. This leads to limited own-
ership and suboptimal pricing decisions. 
Pricing responsibilities range from sales, 
marketing and product management 
to finance functions, depending on the 
industry. Over the last decade we have 
increasingly seen dedicated pricing teams 
coming up. In more centralized organi-
zations, these teams are responsible for 
pricing. In more decentralized organiza-

tions we typically see more of an adviso-
ry function that creates insights and sup-
ports decision making. Assign clear tasks 
and responsibilities, balancing between 
central guidance and local responsibili-
ties over the different functions. 

6. Train your salesforce and prepare 
customer communication
Pricing projects are often tougher to sell 
internally than they are to sell externally. 
Involving sales at an early stage, training 
them and clearly defining the benefits of 
the new structure is crucial. Your sales 
force needs to believe the pricing struc-
ture and be able to explain it to custom-
ers. Often, a pricing project separates the 
‘price sellers’ from the ‘value sellers’. Sales 
training will be necessary to have a con-
vincing story for each customer. Thor-
ough preparation, practice and role-plays 
are key to ensure the confidence needed 
at the customer table. 

7. Define KPI’s, monitor results, and 

steer accordingly
Even though it is often overlooked, de-
fining KPI’s and measuring results are 
key to tracking implementation progress. 
You will not be able to measure every-
thing from day one. Set-up a simple and 
lean Excel-based monitoring dashboard 
to create first insights. Afterwards, add 
remaining KPI’s and finally embed and 
automate the monitoring dashboard into 
your ERP system (see Figure 3). 

8. Communicate early results to a 
broad audience
Price optimization is complex, imple-
mentation will not happen overnight 
and input from sales will probably be 
required. To gain and sustain sufficient 
buy-in for the new price structure, it is 
critical to signal (positive) results to a 
broad audience within the organization. 
This will ensure that the price strategy is 
carried and supported by the entire orga-
nization. Make people part of the success 
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Figure 2

Project example: Long-term roadmap for pricing excellence
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Figure 3: Project example – KPI dashboard to monitor results

by sharing achievements of milestones 
and by celebrating success.

9. Start small and drive continuous 
improvement
Implementing a new price strategy can 
have a significant impact within the or-
ganization and requires changing exist-
ing processes and a new way of working. 
Change does not happen in one day; 

start small, learn and then roll-out. We 
typically start with smaller pilots, and 
scale-up gradually. This enables you to 
continuously refine and improve your 
solution, based on lessons learned from 
implementation.

What it takes to succeed
Price implementation projects are com-
plex and not always clear-cut. Therefore, 

you should approach a price implementa-
tion project as a marathon, not a sprint. 
To have significant impact on the results, 
like a marathon, preparation is key for 
successful implementation. Applying 
these nine must-haves to your specific 
case will be the right start to successfully 
implement your pricing strategy and will 
enable you to reap the profits of your 
price strategy (see Figure 4).

Price Implementation - Graphs

Figure 3

Project example: KPI dashboard to monitor results

Key success factors to ensure effective monitoring:
Clearly define KPIs for price performance
Design project pricing dashboard
Define clear and uniform data requirements
Prototype project pricing monitoring tool in Excel
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Figure 4

Case study: Price implementation for technical wholesaler

Situation: Historically grown pricing approach that has reached its boundaries in terms of 
manageability 

Challenge: How to go from historically grown and de-centralized pricing to a uniform pricing 
structure to increase sales and margins?

Results:
Solution & deliverables

Assessment and prioritization of 
improvement areas
Development of national discount 
structure
Business case modelling and 
simulation of impact
Phased implementation and go-live of 
discoutn structure at all branches
Developing commercial abilities, incl. 
employing pricing team, sales training, 
skills develop-ment and processes

€3-8mln
profit 

improvement
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Figure 4: Case study – Price implementation for technical wholesaler
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