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Is Subscription Pricing  

Right for B2B Business? 

The growth of the subscription economy has become 
incredibly evident in B2C markets. However, the move 
to subscription based pricing models is also beginning 
to grow rapidly in B2B industries. When done right, 
subscription pricing drives recurring monthly revenue 
and increases customer intimacy. In this article, the au-
thor explores factors to consider before moving to a 
subscription model and best practices for implement-
ing this change successfully. Author Paul Hunt is the 
president of Pricing Solutions and a frequent PPS pre-
senter, instructor, and contributor. He can be reached 
at phunt@pricingsolutions.com.
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S
ubscription pricing – it’s 
trending across industries, 
slowly taking over legacy 
pricing models of the past 50 

years. Before we explore that mindset, 
let’s look at what’s driving the trend.

Why Subscription Pricing  
Models are Popular?

Today, many customers, even in the 
B2B sector, are seeing the advantages 
of low upfront costs. As PC World ex-
plains, “consumers are today less will-
ing to pay large amounts for products 
or services upfront. Instead, we now 
prefer to use a car or bike for a day, 
rather than commit to the full cost of 
owning one forever…all for low month-
ly fees.” Referred to as the subscrip-
tion economy, it’s a booming way to 
do business.

The fundamental driving force be-
hind the subscription economy is the 
preference to try before committing 
with use-as-you-need services. One 
of the reasons that new cars pur-

chased by millennials fell almost 50 
percent between 2007 and 2011, ac-
cording to Business Insider, is the rise 
of ride-sharing businesses like Uber 
and Lyft. Millennials aged 18 – 25 are 
more likely to have participated in rent-
ing rather than buying a car.

While ridesharing has shaken the 
auto industry revenue model, success-
ful subscription pricing models are not 
industry specific or limited to B2C. Al-
though it may be more widely 
known in the B2C market, subscrip-
tion pricing is being adopted by B2B 
as well. In fact, all goods sold off the 
shelf that become customers’ acqui-
sition are potential targets for disrup-
tion by subscription pricing models.

The question is whether it’s a right 
pricing model for a specific business 
and that really comes down to two 
factors:

1. The company’s mindset
2. The customer’s behavior
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Company Mindset – Short  
or Long-Term Gain?

With the most common purchase/pric-
ing models, customers pay an upfront fee 
and then pay extra for maintenance, sup-
port, and upgrades as needed. But, with 
subscription pricing, customers get ac-
cess to the product/service plus these fea-
tures for one single, annual expense which 
is less than the perpetual licensing fee (i.e. 
outright purchase). In SaaS (Software-As-
A-Service) pricing, a type of subscription 
pricing specific to the software industry, 
an annual fee is usually 40 – 60 percent 
less. That also means that software com-
panies that are switching from a perpetual 
license model to a SaaS pricing model are 
expected to make less up front.

Let’s do the math. Say that a SaaS so-
lution has a single annual fee that’s 40 
percent of the perpetual licensing cost 
(which is $100). With this SaaS pricing 
model, customers will pay $40 per year 
forever and get everything offered – ac-
cess to software or hardware, plus sup-
port, new functionality, maintenance, ser-
vicing, and upgrades.

With perpetual pricing, the software 
business charges $100 in the first year, 
which means with SaaS they’ll give up $60 
in revenue that first year (plus the $20 per 
year for maintenance and support) and it 
will take 5 years to break even* and make 
the $200 ($100 purchase plus 5x$20/
year). However, every year after that – for 
the sixth year, seventh year, eighth year, 
and so on they’ll make more from each 
client – (in this case $20 more each year 
based on a $40 subscription vs the $20 
maintenance payment under the purchase 
model).

Tip: *The breakeven point is the point 
when a subscription pricing model begins 
to bring in more money than the perpetual 
pricing model.

Subscription revenue has the add-
ed advantage of remaining stable and 
predictable without having to sell new 
units, which means financials won’t be er-
ratic from year to year based solely on new 
unit sales and how well the organization’s 
sales team does. This “sell once” financial 
stability is a huge draw for many.

The benefits go beyond stable cash 
flow, though. From an accounting perspec-
tive, a subscription pricing model has huge 
value, especially regarding revenue rec-
ognition. Since revenues are recognized 
when realized and earned, not necessarily 

when received, it’s critical to look at how a 
move to subscription pricing could poten-
tially change the valuation of a company. 
The move can also change how and when 
the company reports revenue; consider the 
impact to revenue recognition with a sub-
scription pricing model compared to a per-
petual model and you can see the potential 
for change to accounting practices within 
the company. Some B2B companies find 
that a move to subscription pricing has 
positive benefits in these areas, while for 
others the move may be too complex for 
the company’s existing structure.

The institutional knowledge and reve-
nue mix of current pricing models versus 
challenging that mode with subscription 
pricing often come down to a business 
decision about risk tolerance. Is a com-
pany willing to absorb the negative reve-
nue and cash impact in the short term for 
the long-term benefit? Some companies 
are comfortable doing this, others are not.

Other Benefits of Subscription Pricing
For most businesses, subscription pric-

ing is one of the best ways to build a re-
curring revenue stream, but there are also 
other benefits.

Subscription pricing is often associat-
ed with lower operating expenses. If a 
company has cash on hand (or a strong 
cash flow) then it will be in a better posi-
tion to weather the first few years where 
it’s making less. Once the business hits 
its break-even point, it will be in a much 
stronger position.

There’s a potential for greater profits 

over time with subscription pricing, too. 
In a legacy model, a B2B company might 
sell one million dollars’ worth of licenses 
in year one, but with a subscription sys-
tem, although it will make less than one 
million dollars in year one, the company 
will get paid again year after year for each 
subscription.

For the IT industry, SaaS companies 
can often add functionality and upgrades 
without going through the long and painful 
process of implementation, which makes 
meeting client needs easier, faster and 
more performance-centered.

Another reason for businesses to move 
to subscription pricing is the breadth of 
customer usage and behavior data avail-
able for capture. Knowing your customer 
better also means knowing their mindset 
about your products and subscriptions.

Is Subscription Pricing the Right B2B 
Model? Some Considerations
1. Migrating Customers

New companies usually don’t need to 
worry about migrating existing customers 
from a perpetual pricing model to a sub-
scription structure, which makes subscrip-
tion pricing a simpler option for new com-
panies to implement.

But what if a B2B business already of-
fers perpetual pricing? Many companies 
successfully migrate a segmented custom-
er base from a perpetual pricing model to 
subscription pricing, while simultaneous-
ly making the subscription model the only 
choice for new customers. This approach 
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Figure 1: Example - Adobe market share  
after moving to a subscription model. 

 

Example: Adobe market share after moving to a subscription model. Source: MarketWatch 

The institutional knowledge and revenue mix of current pricing models versus challenging that mode 
with subscription pricing often come down to a business decision about risk tolerance. Is a company 
willing to absorb the negative revenue and cash impact in the short term for the long-term benefit? 
Some companies are comfortable doing this, others are not. 

Other Benefits of Subscription Pricing 

For most businesses, subscription pricing is one of the best ways to build a recurring revenue stream, 
but there are also other benefits. 

Subscription pricing is often associated with lower operating expenses. If a company has cash on hand 
(or a strong cash flow) then it will be in a better position to weather the first few years where it’s making 
less. Once the business hits its break-even point, it will be in a much stronger position. 

There’s a potential for greater profits over time with subscription pricing, too. In a legacy model, a B2B 
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although it will make less than one million dollars in year one, the company will get paid again year after 
year for each subscription. 

For the IT industry, SaaS companies can often add functionality and upgrades without going through the 
long and painful process of implementation, which makes meeting client needs easier, faster and more 
performance-centered. 
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Figure 2

has been quite successful.
2. Customer Relationships and Churn

Most businesses are unfamiliar with the 
dynamic of churn that comes with sub-
scriptions, but it’s critical to factor churn 
when considering a subscription pricing 
model. Companies sometimes get hung-
up over the concern that customers will 
withdraw from their subscription before 
they hit the break-even point. It’s important 
to remember that churn is a function of 
the value that’s delivered through the 
product or service. Subscriptions, as with 
any product or service, must provide val-
ue to the customer. They should always be 
viewed as relationships, and when this re-
lationship provides value for the customer, 
the impact is significant.
3. Customer’s Mindset

How a customer values and uses a 
product or service is an important con-
sideration when determining whether sub-
scription pricing is the right pricing model 
for a business and is critical when setting 
the price and the subscription structure.

Is security important to them? Do cus-
tomers want automatic updates? Do they 
want optional upgrades? Instant access to 
new features? To create the right value 
proposition for these types of questions 
companies need to segment custom-
ers. For example, a B2B’s small business 
clientele will have different needs than 
larger companies.

Building the Offer Structure
Aligning the price metric with value 

is crucial. To determine value, consider 
what’s important to your customers – that 
might be:

• Pay per use
• Performance
• Simplicity
• Accessing content
• Getting personalized services that 

are customized to their needs
• The ability to change their subscrip-

tion as their needs change
• Having behind-the-scenes access 

to new features
Keep in mind that people who prefer 

subscription pricing don’t want to pay for 
things they don’t need, so value really 
comes down to meeting the needs of 
customers. If only 20 percent of a com-
pany’s services are used by most custom-
ers (think of Microsoft’s large suite of soft-
ware programs), then most won’t want to 
pay for a subscription that provides access 
to everything.

Instead, create a subscription structure 
where customers can choose the servic-
es they’d like to use or can choose from 
a selection of pre-packaged options that 
offer different levels of services for differ-
ent prices. We call these trade-off deci-
sion criteria “Gives and Gets.” Cell phone 
plans are a familiar example – they allow 
consumers to choose the package that 
has the amount of data, long-distance, and 
other features that best meet their usage 
at different subscription rates.

To design subscription packages that 
offer the right services at the right prices 

to similar customer segments, companies 
really need to understand what’s valuable 
to customers as well as their behavior (how 
they use the product or service) and then 
align price metrics accordingly.

Market research with interviews or 
quantitative studies of customer groups 
along with analysis of historical usage and 
billing data identifies the needs of each 
customer segment and key inputs to de-
sign subscription structures that will meet 
those needs.

Crunch the Numbers
Ultimately, the only way to determine 

whether subscription pricing is a good 
pricing model for a B2B company is to cal-
culate the break-even and consider wheth-
er cash on hand will get the business to 
that break-even moment and produce a 
more optimal price realization.

To do this, B2B companies must con-
sider the up-front costs and what they will 
charge per year. How many years will it 
take to get to the break-even point (when 
up-front costs are covered, and the com-
pany is making a return on investment)? At 
what trigger point, if any, should the move 
be made to subscription only?

The break-even point is a numerical 
calculation, but there is a strategic de-
cision involved as well. A balance be-
tween what’s good for the business and 
what’s good for the customer; this is es-
pecially true if migrating customers from a 
purchase/pricing model to a subscription 
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Another reason for businesses to move to subscription pricing is the breadth of customer usage and 
behavior data available for capture. Knowing your customer better also means knowing their mindset 
about your products and subscriptions. 

Is Subscription Pricing the Right B2B Model? Some Considerations 

1. Migrating Customers 

New companies usually don’t need to worry about migrating existing customers from a perpetual pricing 
model to a subscription structure, which makes subscription pricing a simpler option for new companies 
to implement. 

But what if a B2B business already offers perpetual pricing? Many companies successfully migrate a 
segmented customer base from a perpetual pricing model to subscription pricing, while simultaneously 
making the subscription model the only choice for new customers. This approach has been quite 
successful. 

2. Customer Relationships and Churn 

Most businesses are unfamiliar with the dynamic of churn that comes with subscriptions, but it’s critical 
to factor churn when considering a subscription pricing model. Companies sometimes get hung-up over 
the concern that customers will withdraw from their subscription before they hit the break-even point. 
It’s important to remember that churn is a function of the value that’s delivered through the product 
or service. Subscriptions, as with any product or service, must provide value to the customer. They 
should always be viewed as relationships, and when this relationship provides value for the customer, 
the impact is significant. 

 

Source: Recurly 

3. Customer’s Mindset 
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pricing model (there must be an incentive 
for them to move over). In addition to de-
termining the pricing of goods or servic-
es, there is a need to carefully determine 
the subscription structure (new segmenta-
tion strategy, customer lifetime value, data 
capture, usage metrics, is there a commit-
ment for the subscription, are there early 
cancellation fees, etc.).

While break-even 
is a key consideration, 
sometimes it’s not the 
driving force behind a 
move. Sometimes the 
competition forces the 
transition to subscrip-
tion pricing. If custom-
ers truly prefer the flexibility and benefits 
offered by subscription models and you’re 
not able to offer them these perks, then 
your competition will fill that need instead.

Only when you’ve considered all these 
factors are you are ready to conduct fi-

nancial modeling to see the impact on 
the business that’s created by this pric-
ing change.

Planning and Strategy Key to  
Successful Subscription Pricing

For most companies, a big revenue 
dip will cause CFOs who want the bene-

fits of subscription pricing to take pause. 
To move forward with subscription pric-
ing, a business needs a way to manage 
the change. To do this it’ll need to first as-
sign a price to each subscription structure 
and model the pricing to see the effect of 

the change on the business performance.
B2B companies also need to under-

stand and be ready to capture, analyze 
and adjust for new buying behavior and 
purchasing environment.

Ultimately the goal with subscription 
pricing is to monetize long-term rela-
tionships with clients, rather than focus 

on shipping products; 
keeping customers 
on services is criti-
cal. When done right, 
subscription pric-
ing drives recurring 
monthly revenue and 
increases customer 
intimacy. The path to 

successfully adopting a subscription pric-
ing mindset is simple. Follow these guide-
lines to make a thoughtful and strategic de-
cision and you’ll ensure a smooth, positive 
transition for your customers, employees, 
and stakeholders. v
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Pricing Transformation: 

Decision Making Required, 

Software Optional

Pricing transformations are a big topic in the business 

world, but many companies do not understand how to 

bring such a transformation into fruition. In this article, 

the author explores the key cultural and organization-

al changes required to implement meaningful pricing 

change. Tim J. Smith, PhD is the founder and CEO of 

Wiglaf Pricing, adjunct professor at DePaul Universi-

ty, and Academic Advisor for the Certified Pricing Pro-

fessional designation. His most recent book is Pricing 

Done Right:  The Pricing Framework Proven Success-

ful by the World’s Most Profitable Companies (Bloom-

berg Financial, 2016). He can be reached at tsmith@

wiglafpricing.com.
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P
ricing transformations are a 

hot topic. People have been 

preaching to CEOs, CFOs, 

CMOs, and CCOs for years 

that a 1% improvement in price can 

lead to 8 to 13% improvement in prof-

its. Even better, experience has shown 

that 1% improvement is a low-estimate 

of the expected outcome of a pricing 

transformation. Pricing transforma-

tion efforts routinely deliver two ad-

ditional margin points, and have been 

observed to deliver an additional 9% 

to margins. But where is the origin of 

these improvements, and how do com-

panies get this improvement?

Pricing Transformation is a Trans-

formation in Decision Making

At its core, pricing transformations 

is about transforming how organiza-

tions make decisions regarding pric-

ing. It is a transformation of the pro-

cesses used in pricing, the people 

engaged in pricing decisions, the in-

formation applied to pricing decisions, 

and the goals of those pricing deci-

sions. It is an organizational structur-

al change to align with the corporate 

strategy and goals.

A wide variety of coordinated profit-

focused decisions are required to drive 

a strong pricing transformation. These 

profit-oriented decisions will coordi-

nate list prices, target prices, commer-

cial policy, tactical price management, 

and sales-incentives towards more ac-

curate pricing.
It isn’t a single decision nor single 

process that delivers the improve-

ment, but rather the coordinated ef-

fort across many decision points, pro-

cesses, and routines to ensure pricing 
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When And How to Automate 
Pricing automation systems and software tools are gaining 
more attention daily, as AI and machine learning are expand-
ing the scope of what jobs can be done and what processes 
can be automated. These types of software systems can save 
time, effort and money, but not without demanding a fair share 
of resources first. In this article, the author explores several 
factors – such as current processes and resources, and data 
availability and quality – that should be considered before 
moving to a new automation system. Kyle Thompson-Westra is 
a Consultant at Wiglaf Pricing. He can be reached at kthomp-
sonwestra@wiglafpricing.com. by Kyle Thompson-

Westra

S
oftware can save time, effort, and 
money, but not without demand-
ing its fair share of resources first.

Business software systems 
such as CRM (customer relationship 
management) and CPQ (configure, price, 
quote) help companies manage their com-
mercial and pricing activities. Many more 
software companies focus on only one as-
pect of such activities, such as price ana-
lytics or data visualization.

For some large companies, their daily 
activities would be nearly impossible with-
out such assistance. For others, such soft-
ware may address a real problem, but is 
purchasing and implementing worth the 
cost?

Here are some factors to consider be-
forehand.

Where Automation Is Best
Software that helps to perform certain 

business tasks is getting better all of the 
time. AI and machine learning are expand-
ing the scope of what jobs can be done.

However, software and automation is 
still primarily best in the presence of three 
factors:
• Lots of data: In order to find statisti-

cal patterns in data, you need a lot of it. 
Machines are much better at handling 
large datasets than humans are. Com-
panies that produce and/or consume 
large quantities of data are particularly 
positioned to benefit from software that 
can help to manage and dissect all of it.

• Standardized data: Lots of data isn’t 
helpful if it isn’t in a format that is easily 
read and compared. Companies with 
different data systems and formats of-

tentimes will need to find a way to clean 
and prepare it (on their own or with ad-
ditional software) in a way that is even 
usable by other programs.

• Repeatable processes: Sometimes 
the nature of a business means that 
processes and activities are rarely con-
sistent. The flexibility of a human to un-
derstand, adapt, and adjust is there-
fore more important than the presence 
of automation.
Let’s say your company passes these 

three factors. Software can help in theo-
ry, but what else is important to consider?

Relatively Stable and Effective Policy
Software is good at automating repeat-

able processes, but that doesn’t make 
them the right processes. Doing the wrong 
thing efficiently isn’t the same as doing 
the right thing. There’s a reason that Pe-
ter Drucker wrote about the effective, not 
the efficient, executive.

Automating existing processes and 
policy runs the risk of building a house 
on a weak foundation. That is you should 
first complete a comprehensive review of 
the strategy and methodology behind the 
tasks with which software will assist. This 
will create a strong foundation upon which 
to automate.

Efficiency should come after effective-
ness. Stable and effective policy ensures 
that software makes the right things more 
efficient. It also lessens the risk of requiring 
substantial re-development in the future.

Vendor vs. In-House
Once a need for software has been 

identified, a critical choice for companies 

with more sophisticated IT teams is wheth-
er to develop such software in-house or 
look to external vendors. Many consid-
er both, having internal developers “bid” 
to some degree against outside vendors.

The benefits of using an external ven-
dor include:

1. Faster project: Since the vendor 
already has a developed product, it 
should be able to begin implemen-
tation sooner.

2. Best practices: Companies can 
lean on the expertise of a ven-
dor that has worked in their field, 
adapting to an existing framework 
or methodology.

3. Cost: Depending on the situation, 
the cost of an external vendor may 
be less than the overall cost of de-
veloping, maintaining, and updat-
ing one’s own tool.

On the other hand, using internal re-
sources can have its own advantages:

1. Unique business: If your compa-
ny doesn’t operate like many oth-
ers and wants to stay that way, it 
may prefer to build a tool to its own 
situation.

2. Iterative approach: If company re-
quirements and processes are in 
flux but the software need is not, it 
may be more valuable to utilize an 
agile methodology and accomplish 
quick hits rather than look to solve 
everything at once.

3. Cost: Needless to say, external 
software can be expensive. Even 
software-as-a-service (SaaS) pric-
ing models can be a substantial ex-
penditure. At times, internal IT may 
be more cost-effective.

There isn’t a simple answer that fits all 
companies and situations, of course. But 
it is important to have a realistic under-
standing of the tradeoffs between the two.

Is Software the Only Answer?
Sometimes after identifying a problem 

that could be ameliorated by software and 
going through a vendor selection process, 
the numbers just don’t add up. Perhaps the 
cost is an insurmountable burden, or the 
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rollout timeline leaves you without a solu-
tion for too long.

Remember: doing nothing is also an op-
tion. And a perfectly acceptable one, if the 
costs outweigh the benefits.

“Do nothing” in terms of software may 
not be the same thing as “do nothing about 
the problem”. Shifting an employee’s re-
sponsibilities, or hiring someone new, to 
cover at least a portion of the problem 
area could be a much better option. This 
is especially true if the company situation 
doesn’t match many of the criteria under 
which software is most appropriate.

Pilot for Testing
Assuming that you go the software 

route, there is the question of how best to 
roll out. Even if the software solution you’re 
considering can handle large problems at 
the company level, it is still beneficial to fig-
ure out a way to have a pilot rollout.

Piloting is a way to demonstrate a quick 
win for your change management. For ex-

ample, piloting a solution with one busi-
ness unit returns quantifiable results fast-
er. If such results are in line with or better 
than expectation, they represent great am-
munition for expanding the scope to oth-
er areas of the company. If the results are 

poor, then the company has the opportu-
nity to adjust from learnings or abandon a 
larger rollout.

Pilots are an opportunity to test imple-
mentation as much as software results. 
Implementation is time-intensive for the 

vendor and the customer. Any estimates 
for timeline are contingent at best. Using a 
pilot enables the vendor to familiarize itself 
more with the customer’s systems while al-
lowing the customer to get more realistic 
estimates for a larger rollout.

And Onward
Implementation, training, and user ac-

ceptance are time consuming. Schedul-
ing is hard. Things break. The role of the 
project manager and the need for contin-
ued change management won’t decrease 
for many months, if not years.

This short piece barely scratches the 
surface of what it takes to make a large 
software decision. But by putting care-
ful thought in at the beginning of the pro-

cess, at the recognition of an issue, a com-
pany can increase the odds that a large 
software implementation will have a posi-
tive ROI—and not cause more problems 
than it purports to solve. v

Even if the software solution 
you’re considering can 
handle large problems at 
the company level, it is still 
beneficial to figure out a 
way to have a pilot rollout.
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The Golden Rules for Managing  
Price Increases in Construction 

Amidst rising costs, it is important for building materials suppli-
ers to consider the best way to position their products to buyers, 
so that they can increase prices without losing market share. In 
this article, the author explores best practices for implementing 
price-increases and value-based pricing in construction relat-
ed industries. This industry specific example provides pricing 
considerations and best practices that can be applied across 
industries. Dr. Jochen Krauss is a Partner at Simon-Kucher & 
Partners and heads the company’s operations in Singapore. He 
can be reached at Jochen.Krauss@simon-kucher.com. The article 
was first published on constructionplusasia.com in June 2018.

I
n Latin, the words for price and value 
were more or less the same thing, be-
cause nothing should be given a price 
without considering its value to the buy-

er. However, many companies today still 
think of price in basic terms by defaulting 
to a cost-plus-profit mentality. This often 
leads to price wars and difficulty in in-
creasing prices, because sellers haven’t 
considered the value of their products and 
what buyers are willing to pay for them.

This applies to the building and con-
struction industry. Global construction 
costs continue to rise due to the increas-
ing price of raw materials. According to 
research from Source International in Jan-
uary 2018, in the fourth quarter of 2017, 
most raw materials in Asia saw a continued 
increase in price. These materials include 
essentials such as plastics, rubber, steel, 
other metals, wood, paper and ceramic.

Amidst rising costs, it is important for 
building materials suppliers to critical-
ly consider the best way to position their 
products to buyers, so that they can in-
crease prices without losing market share 
when needed.  

Suppliers are often afraid to increase 
prices more than once a year for fear of 
losing customers—research shows that 
three out of five suppliers only increase 
prices once a year. The first rule of suc-
cessful price increases is to be more flex-
ible with price increases to avoid market 
erosion. It might be a habit to cling to old 
industry practices of annual increases, but 
adapting to more frequent increases, such 
as every six months, permits more respon-
sive pricing as the market fluctuates. It also 

supports flexibility in price alterations, al-
lows price risks to be shared and sup-
ports mutual contract responsibilities. As 
one industry CEO noted, “What the indus-
try needs are healthier margin levels. We 
counter increased volatility of raw material 
prices with contract terms of six months.”

The next step is to determine how much 
to increase prices. According to recent re-
search, fewer than 10 percent of suppli-
ers dare to increase prices by more than 
5 percent, and a third increase by under 
2 percent, leaving no real difference after 
the implementation. This is happening even 
under increased pressure due to rising 
raw material costs. Suppliers need to get 
comfortable with speaking up and keep-
ing customers informed of these challeng-
es. Open lines of communication about 
what is happen-
ing will make price 
increments eas-
ier if customers 
can understand 
the market drivers.

The next rule of 
successful price 
increments is to 
make sure to fully communicate product 
value, instead of just price. Beyond the 
rationale of passing on increasing costs 
to customers, suppliers can better justify 
price increases if they are able to explain 
or remind customers of the value of their 
products. Suppliers can also consider al-
ternative price metrics to justify price in-
creases and value. For example, a supplier 
might explain that a product such as gas 
concrete might appear too expensive to 

some builders. However, it can be high-
lighted that it is easier and faster to handle 
than alternative building materials, such as 
bricks, and requires less insulation, there-
fore saving time and overall resources.

Oftentimes, suppliers revert to blam-
ing price increases on market forces, 
and face both internal and external fac-
tors that prevent them from successfully 
implementing a price increase. Internally, 
sales people are too nervous to stand firm 
about changes in price, as they are afraid 
of losing customers. At the same time, too 
many exceptions are made for custom-
ers (i.e. not inflicting price increases on 
loyal, long-standing customers), leading 
to more exceptions than rules. Externally, 
suppliers are keeping an eye on the com-
petition, who may not be increasing pric-
es, discouraging suppliers from increas-
ing theirs. There is also often a belief that 
the market is not able to accept price in-
creases to their fullest extent.

So how can suppliers combat these 
factors and reap the benefits of top line 
growth? First, it is critical to encourage 
and train salespeople to build confidence 
when it comes to communicating price in-
creases. Monitor any customer exemptions 
closely through price-effect reporting and 
push back if clients don’t meet the crite-
ria for an exception. Regarding external 
factors, to counter hearsay on competitor 

price increases, provide clients with mar-
ket price intelligence. Finally, when de-
termining what the market can or cannot 
handle when it comes to price increases, 
suppliers need to take to lead in moving out 
of the past and into the present. Instead 
of basing future decisions on reactions of 
the past, suppliers can change the game 
by setting new standards.

As with most successful business de-

by Jochen Krauss

Oftentimes, suppliers revert to blaming price 
increases on market forces, and face both 
internal and external factors that prevent them 
from successfully implementing a price increase.
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An inspired sales team will continue 
to build their confidence to speak to 
customers about price increases on a 
regular basis, allowing the business to 
ultimately keep up with volatile market 
movements.

cisions, thorough preparation is key. Fail-
ure to prepare reinforces all the perceived 
negativity that comes with a price in-
crease. Thorough preparation is not just 
about sales training or communication 
through the media, but also about person-
alized outreach to customers. In doing this, 
those conducting outreach will be ready 
with clear answers to anticipated ques-
tions—such as why prices are increasing 
if at the time, the cost of raw materials is 
going down—and ready to reiterate value 
beyond cost by highlighting product qual-
ity and reliability.

Another rule is to ensure that suppliers 
differentiate price increases at both the 
customer and product level. To do this, 
suppliers need to identify products with 
relatively low attention and sensitivity to-
wards price. For example, commodities 
and products with unique selling points 
get high attention and lead to more sen-
sitivity around price. Spare parts and ser-
vice charges/surcharges are on the op-
posite end of this scale, with accessories 
just about in the middle.

On the topic of service charges and 
surcharges, these can be used as addi-
tional price elements and can prove to be 
useful tools. Surcharges are tied directly 
to raw material costs and allow for price to 

be increased in a timely 
and efficient way. They 
also tend to be ques-
tioned less often and are 
regularly accepted with 
no discussion. Service 
charges make the value 
of services transparent 
and tangible and help to 
justify product prices. It 
is helpful for suppliers to 
make sure that they have 
a service manifest to set 
the benchmark, and then 
make it clear that any de-
viation from the standard 
will be charged for, such 
as express delivery ver-
sus standard delivery.

The last golden rule of 
effective price increases 
is to make sure that sales 
is involved in the process 
and is recognized as 
part of success. Once 
the sales force has been trained, contin-
ue to incentivize the team to implement its 
new skills, and be sure to recognize and 
reward their achievements to continue to 
encourage them. An inspired sales team 
will continue to build their confidence to 

speak to customers about price increases 
on a regular basis, allowing the business 
to ultimately keep up with volatile market 
movements. v


