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A
lthough you want your busi-
ness to excel in all things, it 
has been proven time and 
time again that specializa-

tion is the key to success. In this ar-
ticle, we discuss how such indus-
try leaders as Amazon, Apple and 
3M, use differentiation strategies to 
achieve profitability and customer 
loyalty.

What are 3 Value Disciplines?
Many businesses believe that in or-

der to maximize profits, they must be 
all things to all types of customers. 
However, this approach could have 
a detrimental impact on business. In 
fact, companies that have a weak dif-
ferentiation strategy are relegated to a 
commodity status, leaving little room 
for expansion and growth.

Being a master of everything 
makes you a master of none.

So, how can a business avoid this 
trap and stand out in the marketplace? 
In order to differentiate your business, 

your whole corporate strategy should 
focus on enhancing your organiza-
tion’s performance in its targeted val-
ue disciplines.

According to the Harvard Business 
Review, there are three core value dis-
ciplines that differentiate a business 
from the competition:
• Operational excellence
• Customer intimacy
• Product leadership

Rather than trying to excel in all 
three, major industry leaders typical-
ly focus their differentiation strategies 
on one value discipline, while meeting 
industry standards in the other two. 

In other words, it is important that 
your company remains competitive in 
all three value disciplines, while placing 
more emphasis on one. The old adage 
rings true here – being a master of ev-
erything makes you a master of nothing. 
Let’s take a closer look at what mas-
tery looks like in each value discipline:

™
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Figure 1: MBLM’s Top Ranked Companies of 2019  
Brand Intimacy Study. Resource: MBLM

Operational Excellence
To be a leader in operational excel-

lence, a company must provide reliable 
products or services at competitive prices. 
Delivery to customers must be streamlined 
and the company must meet or exceed in-
dustry lead times. Organizations that have 
adopted a strategy of operational excel-
lence boast highly efficient processes built 
around sophisticated information systems.

The Leaders: Walmart and Amazon
Walmart’s foremost trait is cost effi-

ciency. If a price war were to break out 
tomorrow, this retail giant could outlast all 
its competitors. It can, therefore, maintain 
the lowest prices and attract those cus-
tomers who base their buying decisions 
primarily on price. Walmart delivers the 
most value to their customers by offering 
rock bottom prices.

Timing Matters
Another example of operational excel-

lence is illustrated by one of Walmart’s 
major competitors - Amazon. This e-com-
merce giant combines high-powered soft-
ware with logistics to provide a timely ex-
perience to customers.

How did Amazon achieve such disrup-
tive efficiency? According to Quartz, the 
answer lies in Amazon’s inventory system 
that organizes products randomly, rather 
than in order, while meticulously keeping 
track of every item in the warehouse. This 
system allows each item to be simultane-
ously in several locations across the ware-
house, making the product pick-up faster, 
which, in turn, speeds up the whole ship-
ping process. As a result of their on-de-
mand efficiency, Amazon customers with 
a Prime Membership can receive a pack-
age within two days.

Competitive Edge: Cost- and time-ef-
ficient supply chains

Customer Intimacy
Companies that excel at operational 

excellence run their businesses as lean, 
mean corporate machines. Those pursu-
ing a strategy of customer intimacy must 
provide superior value by tailoring prod-
ucts and services to fit unique custom-
er needs. Value-added services like fo-
cused marketing and responsive/flexible 
processes are the hallmarks of this value 
discipline. The marketing and advertising 
agency MBLM defines customer intima-
cy as “a new paradigm that leverages and 

strengthens the emotional bonds between 
a person and a brand.”

The Leaders: Apple  
and Ritz-Carlton Hotels

Each year, MBLM conducts a Brand In-
timacy Study that determines the top-rank-
ing brands in this area. To do this, MBLM 
conducts 6,200 qualitative interviews with 
consumers across three countries.

The 2019 Report ranked Apple as sec-
ond on the overall list and number one 
among tech companies. The key to Ap-
ple’s customer loyalty lies in their creation 
of intimacy and emotional attachment to 
the brand. According to David Weinberg-
er, “everything from opening up the box of 
an iPhone to holding it in your hand is a 
sensory pleasure. From its weight to the 
texture of its parts to the brilliance of its 
screen – it’s a multi-sensory pleasure ma-
chine engineered to make you bodily happy 
when you interact with it.” Apple is a great 
example of why paying attention to prod-

uct design and user experience is crucial 
from the early stages of product develop-
ment, see Figure 1.

Personalization is Key
Ritz-Carlton Hotels was identified as a 

customer intimacy leader. The hotel chain 
has emerged as the industry standard for 
personalization in hospitality. Ritz-Carl-
ton has built a database of customers and 
every time a customer stays at the hotel, 
that information is accessed to establish 
their needs. The hotel then responds ac-
cordingly, whether by leaving fruit instead 
of chocolates in the room, or placing the 
telephone on the other side of the bed for 
left-handed guests. The hotel is aware and 
attentive to client needs.

Relationship vs. Account Managers
Another example is a large bank that has 

“relationship managers” instead of account 
managers. They are in the customers’ op-

 

Above: MBLM’s Top Ranked Companies of 2019 Brand Intimacy Study. Resource: MBLM 

Personalization is Key 

Ritz-Carlton Hotels was identified as a customer intimacy leader. The hotel chain has emerged as the 
industry standard for personalization in hospitality. Ritz-Carlton has built a database of customers and 
every time a customer stays at the hotel, that information is accessed to establish their needs. The hotel 
then responds accordingly, whether by leaving fruit instead of chocolates in the room, or placing the 
telephone on the other side of the bed for left-handed guests. The hotel is aware and attentive to client 
needs. 

Relationship vs. Account Managers 

Another example is a large bank that has “relationship managers” instead of account managers. They 
are in the customers’ operations all the time, making sure the bank responds to customer needs, and 
almost function as advocates for the customer. The payoff is long-term customer relationships and low 
employee turnover. The differentiation strategy for the business is to focus on creating an intimate, 
long-lasting, profitable relationship. 

Competitive Edge: Customer Retention and Loyalty 

Product Leadership 

This is arguably the hardest value discipline in which to excel. Companies in this category lead the pack 
when it comes to introducing new products, even at the expense of cannibalizing their own offerings. 
They are fearless innovators who are always first to market. 

https://mblm.com/lab/ranking-tool/
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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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erations all the time, making sure the bank 
responds to customer needs, and almost 
function as advocates for the customer. 
The payoff is long-term customer relation-
ships and low employee turnover. The dif-
ferentiation strategy for the business is to 
focus on creating an intimate, long-lasting, 
profitable relationship.

Competitive Edge: Customer Reten-
tion and Loyalty

Product Leadership
This is arguably the hardest value disci-

pline in which to excel. Companies in this 
category lead the pack when it comes to 
introducing new products, even at the ex-
pense of cannibalizing their own offerings. 
They are fearless innovators who are al-
ways first to market.

The differentiation strategy of prod-
uct leaders is to deliver superior val-
ue through leading-edge products that 
enhance customer benefits. Product 
leaders do not have the lowest-cost oper-
ations because their customers are not as 
price-sensitive. Their priority is to deliver 
the best new product, at any cost.

The differentiation strategy of product 
leaders is to deliver superior value through 

leading-edge products that enhance cus-
tomer benefit.

The Leaders: 3M and Vistakon
A global leader in innovation, 3M started 

out as a modest mining company that now 
produces more than 55,000 products. In 
times of rising AI, big data, IoT and oth-
er industry disruption, the company stays 
ahead by prioritizing investment in R&D. 
According to Forbes, the company has 
R&D laboratories with 8,300 researchers 
in 36 countries. The previous CEO of 3M, 
Inge Thulin, said that the third of the prod-
ucts they sold in 2013 came from products 
created in the previous five years.

Seize the Moment
Product leaders are not averse to risk. 

Johnson & Johnson’s Vistakon Inc. dem-
onstrated the value of taking risks when it 
took a chance on unproven optical tech-
nology. When company executives were 
led to an inexpensive method of manu-
facturing contact lenses, they seized the 
opportunity. They immediately bought the 
rights to the technology from a Danish oph-
thalmologist. A team was assembled, and 
a facility was set up quickly. Manufacturing 

of the lens, called Acuvue, started imme-
diately. This speed to market is Vistakon’s 
differentiation strategy. It has pushed the 
company to continue pursuing new tech-
nologies that might even render their own 
current lenses obsolete.

Competitive Edge: Customers with 
Less Price Tolerance

Find your Niche
Identifying the value discipline your 

company should pursue takes strategic 
planning and sometimes a great deal of 
introspection. One client of ours thought 
they should be a product leader, however, 
through the planning process, it was de-
termined that their real strength was cus-
tomer intimacy. While its products had to 
be competitive, their differentiation strate-
gy needed to focus on customer intimacy.

In whatever value discipline your orga-
nization pursues, you must continually re-
evaluate, refine, and even reinvent your dif-
ferentiation strategy. As Harvard Business 
Review pointed out, the operating model 
that elevates a company to value leader-
ship is superior and worth exploiting only 
until a better one comes along. v
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Bait-and-surcharge pricing 
is becoming the norm in 
many industries.

It’s Time to Ban Hidden Fees 
Bait-and-surcharge pricing, marketing an attractive price to 
gain consumer interest and adding mandatory fees at the time 
of purchase, is becoming the norm in many industries. In this 
article, the author explores this tactic and why it is unethical, 
but also why it is difficult for companies to abandon due to 
the effects it has on market competition and customer percep-
tion. Rafi Mohammed is the founder of Culture of Profit LLC, 
and author of The 1% Windfall: How Successful Companies 
Use Profit to Profit and Grow. He can be reached at rafi@cul-
tureofprofit.com. This article originally appeared on the Har-
vard Business Review (HBR.org). by Rafi  

Mohammed

I
n the classic shell game of three-card 
Monte, marks are rewarded if they are 
able to identify the “money card” among 
three face-down cards that are being 

shuffled. In this sleight-of-hand scam, the 
mark is never able to choose the right card.

An increasing number of businesses 
are playing a version of three-card Monte 
with how they set their prices. “Bait-and-
surcharge” involves marketing an attractive 
price to gain consumer interest. However, 
when it comes time to purchase, manda-
tory surcharges are tacked on. Through 
this sleight-of-hand, the advertised price 
is never the final price. This is an unethi-
cal business practice.

Bait-and-surcharge pricing is becom-
ing the norm in many industries. Ever try to 
book a hotel room in a resort area? Don’t 
forget the hidden fees. A $25 advertised 
room rate at the Circus Circus hotel in Las 
Vegas appears to be a bargain. However, 
click to purchase and you are hit with an 
additional $36.28 nightly resort fee. An 
advertised $49.50 ticket price to attend a 
Billy Joel concert in Phoenix comes teth-
ered with a 50% premium slapped on at 
checkout for service, facility, and ordering 
fees. Sprint has decided to add an ines-
capable “administrative charge” to its ad-
vertised prices, which for me adds anoth-
er $5 to my monthly bill.

An emerging trend at restaurants is to 
have a footnoted asterisk at the bottom of 
menus levying an unavoidable 3% “kitch-
en appreciation” fee. This fee is typical-
ly accompanied with verbiage indicating 

that the surcharge is dedicated to provid-
ing a living wage to kitchen staff. To avoid 
infringing on servers, restaurants make it 
clear that this line item charge is not the 
tip. This is a sketchy practice. I’m all in fa-
vor of paying the kitchen staff living wag-
es, but restaurants should muster the cour-
age to be transparent and simply raise their 
menu prices.

Why do businesses employ bait-and-
surcharge pricing? Let’s be clear: this is 
a blatantly deceptive tactic designed to 
mask the real price. This practice also 
makes price comparisons challenging, 
which restricts competition. It’s inefficient 
for travelers to evaluate a listing of hotel 
prices on online travel sites. Each hotel’s 

net price is revealed only after clicking ad-
ditional pages to calculate its unique re-
sort fee.

Even though customers chafe over bait-
and-surcharge practices, it’s often chal-
lenging for companies to ditch the prac-
tice. Many are stuck in what I call a resort 
fee prisoner’s dilemma. Trying to do the 
right thing – being transparent and better 
serving customers – puts a company at a 
competitive disadvantage. 

Loading all of the mandatory fees into 
an advertised price makes it look expensive 
relative to competitors that opt to sock it to 
customers later in the purchasing process.

In response to customers’ frustrations 
over additional service fees, the ticket re-
seller StubHub started listing “all-in” pric-
es on its site in 2014. Company executives 
thought that competitors would follow their 
lead to make prices more transparent. They 
didn’t, and StubHub’s market share de-
clined significantly. A year and a half later, 
the ticket reseller tested different pricing 
strategies with customers. Some saw an 
all-in price while others were offered a low 
price with surcharges added at checkout. 
Within the first hour of testing, it became 
clear that the low-list-price option gener-
ated higher revenue. To remain competi-
tive, StubHub reverted back to bait-and-
surcharge pricing (though users can opt 
to have all-in prices presented).

Sometimes companies try to justify their 
bait-and-surcharge practices by pointing 
out that airlines charge extra fees. This 
comparison is erroneous: unlike resort 
fees, extra airline charges are not man-
datory. Strictly for convenience reasons, I 
avoid additional charges by travelling with 
carry-on luggage and booking via the web. 

Even auto advertisements that offer “as 
low as” prices theoretically allow custom-
ers to pay the marketed price if they meet 
all of the requirements. What negatively 
distinguishes bait and surcharge is the 
additional fees are unavoidable.

There’s a fine line between overprotect-
ing consumers and holding them respon-
sible for the due diligence required by our 
caveat emptor economy. For free markets 
to prosper, good information is needed on 
products and prices. 

There’s no redeeming value to bait-
and-surcharge pricing – its key intent is to 
mislead which restrains competition. For 
companies trapped in a resort fee prison-
er’s dilemma, there’s little incentive to fight 
the trend and be more price transparent. 
The remedy is straightforward: companies 
should be upfront with their all-in prices.

It’s time that laws are enacted to stop 
consumers from being marks of this pric-
ing shell game. v
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By offering a loss-leader you can probably 
safely assume that most of your customers 
will make additional purchases, increasing 
their total shopping cart value.

Six eCommerce Pricing  
Experiments That You Can Run Today

Ø CONTINUED, next page Ø

Bryan Eisenberg recently published the book Be Like Amazon: 
Even a Lemonade Stand Can Do It (co-authored by Jeffrey Eisen-
berg and Roy H. Williams) outlining some of the eCommerce 
giant’s most successful strategies. In this article, author Moira 
McCormick explores some of Amazon’s pricing strategies out-
lined in the book, and provides tips for how eCommerce pricers 
can implement these strategies in their own pricing tests. Moira 
McCormick is a Researcher & Pricing Specialist at BlackCurve. 
She can be reached at moira.mccormick@blackcurve.com. 

A
ccording to eMarketer.com, 
global eCommerce retail sales 
are expected to top $27 trillion 
in 2020 and the biggest eCom-

merce retailer by a mile is Amazon. Bryan 
Eisenberg recently published the book “Be 
Like Amazon: Even a Lemonade Stand Can 
Do It” (co-authored by Jeffrey Eisenberg 
and Roy H. Williams). Perhaps you could 
experiment with some of Amazon’s most 
successful strategies?

Improve & Optimise
Amazon is always computing the num-

bers, and uses data in every aspect of the 
business including pricing. 

The best eCommerce companies fo-
cus on building a pricing infrastructure 
that helps them analyze potential pricing 
strategies and gauge their performance 
over time.

Developing a rigorous, data-based pric-
ing strategy has a quantifiable ROI. McK-
insey suggests that strategically increas-
ing a price by 2-4% could increase profits 
by 15-25%.

Whatever your business, knowing how 
best to optimize prices is intrinsically linked 
to a deep understanding of your product 
and its ever-changing value. 

Be Creative
A price-lining strategy introduces dif-

ferent levels of pricing for products of dif-
ferent quality. A three-tiered pricing mod-
el is often the most effective, the product 
priced in the middle aimed at the average 
consumer, lowest priced items aimed at 

the most price sensitive and higher priced 
items aimed at the least price sensitive.

You could try bundling to create a com-
petitive advantage and if the bundle in-
cludes products or features that are unique 
to your company your competitors will be 
unable to offer an identical bundle or com-
pete on price.

A cumulative discount is an effective 
strategy for delivering additional value to 
your most loyal customers, whilst increas-
ing revenue. You could offer a 5% dis-
count, for example, after a customer has 
bought 8 items in a month. After purchas-
ing 15 items your customer may get a 10% 
discount, rising to a 15% discount for 20+ 
items. If you have surplus products, you 
could profitably offer 2 for 1 or “Buy one, 
get 50% off”.

By offering a loss-leader you can prob-
ably safely assume that most of your 
customers will make 
additional purchases, in-
creasing their total shop-
ping cart value. 

Create Urgency 
Most eCommerce 

stores have daily promo-
tions or discounts of one 
kind or another for spe-
cific products; the most usual way to dis-
play the discount is to reveal the original 
price crossed through and followed by the 
new lower price.

Hopefully this price visualization has 
the desired effect and your customer feels 
they are getting a bargain. However, what 

you really want to indicate is that this of-
fer will not last forever, so they should get 
a move-on with their purchase. If you add 
something like “Today’s special offer”, 
“Limited time offer”, “This week’s deal”, 
etc. the customer will know the price is a 
short-term offer and will be persuaded to 
buy now rather than delay.

Incentives often motivate your custom-
ers to buy. Even if you can’t sustain low 
prices in the long term, limited time pric-
ing can reach out to those potential cus-
tomers who are hesitating. For example, 
“Purchase in the next hour and receive 
20% off!”

Price Testing
Amazon is constantly using algorithms 

to try to find the “right” price. You could 
experiment with the following:
• Use discounts and offers to measure 

the impact of lower prices
• Show different prices to different us-

ers and measure relative performances
• Adjust your prices daily, weekly or 

monthly and monitor the impact on sales
• Create different versions of your prod-

ucts at different prices to reveal the 
best performer

• Use email marketing to sell at different 
prices and measure conversion rates 

Focus On Customer Experience
Research by American Express found 

that 60% of customers are willing to pay 
more for a better experience.

Companies which focus on improving 
their customers’ experience should real-
ize a positive impact on customer loyalty 
and retention, plus increased revenues. 
According to Eisenberg, “Amazon will do 
everything possible to have people talking 

by Moira  
McCormick
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about what an amazing experience it was 
to shop or return items through their store.”

Your company should focus not only 
on winning new customers but, vitally, re-
taining existing customers. A Bloomberg 
Businessweek survey found that “deliv-
ering a great customer experience” has 
become a top strategic objective. Under-
stand your customers’ needs and be able 
to empathize with their circumstances. Ex-
periment with creating customer personas 
to aid your customer support team.

According to a Harvard Business Re-
view study entitled “The New Science of 
Customer Emotions,” emotionally engaged 
customers are:
• At least three times more likely to rec-

ommend your product or service
• Three times more likely to re-purchase
• Less likely to shop around
• Much less price sensitive

Be Customer-Centric 
“Amazon is not trying to force custom-

ers to fit the way they want to sell to them,” 
Bryan Eisenberg says.

The whole customer experience should 
be easy, enjoyable, personal and conve-
nient. You do not have to stock the widest 
selection of products but they need to be 
the ones your customers want and, per-
haps most importantly, at the fairest pric-
es. These “in demand” products are the 
ones that should be promoted. v
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Digitalization in Sales: Better  
Prices With Digital Pricing Tools

Digitalization is as much as of an opportunity as it is a chal-
lenge for corporate sales, but it can create competitive advan-
tage for companies that successfully harness it. How can digi-
tal pricing tools support pricing in B2B sales? In the following 
interview, Dr. Kajetan Zwirglmaier, Partner at Simon-Kucher & 
Partners, explains. He also highlights the role machine learn-
ing and artificial intelligence play in this context. Dr. Kajetan 
Zwirglmaier is a Partner in Simon-Kucher’s Munich office. He 
is part of the company’s Global Telco and Energy Practice and 
an expert in pricing, marketing and sales. He can be reached 
at kajetan.zwirglmaier@simon-kucher.com. 

D
igitalization is as much of an op-
portunity as it is a challenge for 
corporate sales. Products in the 
telecommunications world have 

become more diverse, particularly in rela-
tion to the Internet of Things. 

Price pressure in the market is rising, 
and it is becoming increasingly difficult for 
companies to stand out from their competi-
tors. At the same time, digitalized process-
es, CRM systems, mobile devices, and ev-
er-growing quantities of data are opening 
up new opportunities to reduce costs, in-
crease efficiency, and optimize revenue. 

How do opportunities to increase 
sales fit together with growing  
price pressure? 

In our projects, we have made 
three observations that can be ap-
plied to all sales teams. 

First, if you ask two sales agents 
to give you a price for an identical 
deal, you’ll get two different answers 
or more. All the deal analyses we’ve 
conducted in our project work dem-
onstrate this. 

Second, companies already 
have all the information they need 
to find the best price for a success-
ful, revenue-optimized deal, but the 
fragments of this knowledge re-
side across multiple people, which 
means it’s no use for everyday busi-
ness. 

And third, it’s people, not algo-
rithms, who are the only ones that 
can make the ultimate pricing deci-

sions in B2B business. 

What insight can we take from this? 
Making the collective intelligence of a 

company available to sales agents via de-
cision-making support tools will result in 
more deals at better prices. If systems an-
alyze historical sales data and create peer 
groups using relevant price drivers, then 
target prices can be recommended based 
on specific criteria, such as the prices 
achieved in the top ten percent of com-
parable sales. 

The benefits of machine-based learn-
ing and artificial intelligence can also help 
improve price recommendations. With this 
approach, more revenue can even be gen-
erated in difficult market environments be-

cause target price recommendations are 
based on actual deals closed.

How can sales teams increase  
their sales numbers?

The first step is to set prices that are 
ambitious but achievable, so the sale isn’t 
jeopardized by excessive price expecta-
tions on the part of sales reps. 

Companies should also analyze lost 
deals to calculate the probability of com-
pleting sales with current price recom-
mendations. Digital support makes this 
process even more effective, and machine 
learning and artificial intelligence can sig-
nificantly increase success rates. 

How exactly can machine  
learning and artificial  
intelligence improve pricing?

Machine learning and artificial intelli-
gence provide sales with even better and 
more precise target price recommenda-
tions. Two aspects offer particular advan-
tages in this context. 

Systems based on this technology not 
only use historical data to provide future-
oriented price recommendations, they also 
incorporate the probability of success 
when setting target prices. 

In addition, dynamic models can adapt 
to market developments and take into ac-
count factors that may have not been con-

sidered before. This not only means 
the effect of individual drivers but 
also the way these drivers interact 
with each other.

How can a company help its 
sales team accept and trust dig-
ital pricing tools? 

Sales agents, especially “alpha” 
sellers who are experienced and 
well respected in the team, must 
be involved in the project right from 
the start. They have to believe the 
tool offers important added value. 
This way, they become ambassa-
dors for it within the sales team. In 
addition, running a pilot phase with 
a large group of sales reps is an ef-
fective method for getting sales to 
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trust and accept the tool. 
It has also proven effective to display 

the impact of each sale on the sales rep’s 
incentives, particularly if it’s shown next to 
the suggested target price. If sales have 
transparency on how the price quality of 
the deal affects their personal bonus, the 
result improves significantly. Reps aren’t 
only motivated to close the sale but also 
to keep price quality high. The final result 
is that the sales team wants to use the tool 
even more. 

Are there any numbers that  
show how digital tools affect  
sales performance? 

In my experience, introducing digital 
pricing support tools for sales leads to a 
two to eight percent increase in sales for 
the company. 

The effect on EBITDA is usually in the 
double-digit percentage range. Above all, 
it’s important to note this isn’t a one-time 
thing – implementing these tools consis-
tently has a recurring impact on sales and 
EBITDA. 

When should a company equip its 
sales team with a tool like this? 

Can any company afford not to do this? 
But in all seriousness, implementing an ef-
fective sales tool is particularly worthwhile 
for companies that are about to digitalize 
their sales processes, such as those plan-
ning to introduce a new CRM system. 

It’s important to consider the big picture 
early on and integrate pricing support for 
sales right from the start of any digitaliza-
tion project. v


