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Freemium models (free + premium) 
are pricing strategies that combine 
a basic free version of a service with 
a more functional, robust premium 
(paid) version. The goal of freemium 
models is to use the free price to at-
tract the largest number of potential 
customers in the hopes that they will 
become comfortable enough with the 
basic functionality and develop a de-
sire for the more powerful premium 
version. In this article, the author 
explores freemium models and how 
they can be successful. Hermann Si-
mon is Founder and Chairman of 
Simon, Kucher & Partners Strategy 
& Marketing Consultants. He can be 
reached at hermann.simon@simon-
kucher.com.

Freemium is a combination of the 
words “free” and “premium.” 
It describes a price strategy un-
der which a customer can either 

get a basic version of a service for free or 
can purchase a premium version of the 
service. On the internet, the number 
of freemium business models has risen 
sharply. The marginal costs for many 
internet services are zero (or close to it), 
which means that the free offer does not 
cause incremental costs. “Freemium-like” 
models also existed in the offline world. 
Banks lured customers in with free 
checking accounts, but if the customer 
wanted anything beyond basic services, 
they had to pay. 

Admittedly, the free offers for the ba-
sic bank account often came with con-
ditions, such as a minimum balance 
requirement.i But such offers only look 
like freemium models. The customer 
pays because they earn little or no inter-
est on their deposits. A similar hidden 
payment occurs with “zero-percent” fi-
nancing offers from retailers or car deal-
ers.ii The financing costs are hidden in 
the purchase price. 

The goal of a freemium models is to 
use the free price to attract the largest 
number of potential customers. The 
company hopes that if the user becomes 
comfortable with the basic functionality, 
he or she will have a growing interest in 
paying for a version which is more pow-
erful, more advanced, or offers additional 
functionality. 

Freemium fits very well with experience 
goods, whose full value only becomes 
apparent when customers have had a 
chance to use the good. One could inter-
pret freemium as a specific form of pen-
etration strategy. Freemium is becoming 
more and more popular. Typical indus-
tries include software (e.g. Skype), media 
(e.g. Pandora), games (e.g. Farmville), 
apps (e.g. Angry Birds), and social net-
works (e.g. LinkedIn).

The key success factors for 
a freemium model are: 

1. An attractive basic offer: which can 
attract a lot of users

2. The right fencing: between the ba-
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According to one expert this is the first pricing book 
which is not boring. Who is the confessing Pricing 
Man? Hermann Simon is the founder and chairman of 
Simon-Kucher & Partners, the global leader in price 
consulting now present in 25 countries. In his new 
book, Confessions of the Pricing Man, he tells his story 
from student to professor to global pricing guru. In 
anecdotes and engaging real-life case studies Simon’s 
book shows how innovative pricing strategies, tactics 
and tricks work and that they are ultimately the most 
effective way to generate higher profits. 

“As a young boy I got angry when my father, a small farmer, had to accept 
very low prices when he delivered his hogs to the market. Price has become 
my lifelong companion, my passion,” Simon remarks. “The more I explored 
prices, the more questions and conundrums emerged.” He debunks popu-
lar myths, decodes mysterious price phenomena and digs deep into the 
strange psychology of pricing. All this is seasoned with innumerable cases 
of best and worst practices from his more than 40 years of experience as a 
pricing specialist working for companies around the world. Apple, Honda, 
Ryanair and the mysterious “Hidden Champions” offer telling illustrations of 
how pricing influences a company’s whole business. 

“My mission is to support companies in optimizing their prices to achieve 
sustainable long-term profitability,” Simon states. He challenges CEOs 
(“What is the role of the CEO in pricing?”), the finance department and, 
last but not least, the sales force. He postulates that pricing processes must 
permeate the whole organization along the value chain. Simon explains 
how the Internet and e-commerce change the world of pricing and debunks 
many popular beliefs. “The biggest impact is not price transparency, but 
value transparency. And value-to-customer is the most important aspect of 
price,” he states. 

Confessions of the Pricing Man – How Price Affects 
Everything, New York: Springer, November 22, 2015

sic and the premium offer, in order 
to convert first-time buyers 

3. A customer loyalty concept: to 
turn the first-time buyers into repeat 
customers, who have the highest life-
time value

There is a trade-off relationship between 
the first two factors. If the basic offer is 
too attractive, it will be hard to develop 
a clearly differentiated premium prod-
uct and encourage customers to trade 
up to it. The company will definitely 
attract a large number of free users, but 
will struggle to convert them to paid us-
ers. On the other hand, if the basic ver-
sion offers too little value, it may not 
attract enough free users at all. One may 
achieve a high conversion rate to the pre-
mium model in that case, but the abso-
lute number of users remains small. The 
fencing between the basic and the premi-
um versions is achieved through features, 
product versions, or differences in usage 
intensity. 

In contrast, the communications soft-
ware Skype offers a complete array of 
functionality, but restricts free calls to 
within its own network. It also offers in-
stant messaging and file sharing free of 
charge within its network. If Skype us-
ers grow accustomed to the intuitive user 
interface, they are more likely to want 
to make calls to landline networks or 
cell networks, and also be willing to pay 
for those calls. When it began, Skype 
primarily sold individual talk minutes. 
Later on, it structured its service portfo-
lio to resemble a classic telecommunica-
tions offering. The current paid offerings 
include bundles of minutes or flat rates 
for selected domestic phone networks. 

Newspapers have introduced freemium 
models, after years of enduring the “free” 
culture for digital content. Newspaper 
websites used to earn their money on-
line solely with advertising. In order to 
get money directly from readers as well, 
many publishers erected paywalls. The 
main fencing instrument here is not a 
better version of the product, but rather 
the reader’s usage intensity. The New 
York Times, for example, allows a reader 

to access 20 articles in a month free of 
charge. Whoever clicks through more 
often needs to pay. But print subscrib-
ers receive free access to the online ver-
sion. The German newspaper Die Welt 
is also experimenting with paywalls.iii 
Each of those newspapers offers digital 
subscriptions for 99 cents per month, 
even though the list prices are between 
4.49 and 14.99 Euros for Die Welt and 
between $15 and $35 for the New York 
Times. The Kindle version of the New 
York Times costs $29.99 per month. The 
offers of 99 cents for a monthly sub-
scription are not too far from being tru-
ly “free”, but the fact that these small 
amounts create a paid relationship makes 

a fundamental difference for the cus-
tomer as well as the publisher. The larg-
est hurdle in freemium models is getting 
customers over this initial price bar-
rier, or getting them to cross the “penny 
gap.” The challenge for the publishers is 
to draw customers away from the “free” 
culture and to establish their digital con-
tent as a paid experience. IBM manager 
Saul Berman has called this “the chal-
lenge of the decade.”iv Stephan Scherzer, 
the head of Germany’s newspaper pub-
lisher trade association, says that this is 
the “question which decides our future: 
How do the publishers get readers to pay 
for content online?”v Right now there are 
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In online gaming, the freemium model has become so 
popular that even classic game manufacturers have 
started to offer many games online for free, with the 
goal of earning money with individual features.

few media companies that make their 
money entirely from content. One exam-
ple is the French investigative and opin-
ion portal Mediapart, led by former Le 
Monde editor-in-chief Edwy Plenel. The 
portal charges a monthly subscription fee 
of 9 Euros, has 65,000 subscribers, and 
generates revenue of 6 million Euros. 
This is a small amount, but the company 

is profitable and achieves a margin of 
over 10 percent.vi Mediapart accepts no 
advertising at all. 

At the beginning of a recent pricing en-
gagement for a social network, only 8 
percent of its users were premium cus-
tomers. Using online price tests, they 
found out that price changes would bare-
ly affect revenue. Because the company 
faced many comparable competitors – 
some with completely free offers – the 
number of premium users fell quickly 
in the tests after a price increase. Price 
cuts, in contrast, did not attract many 
new customers. The price elasticities were 
roughly 1. That means that price changes 
would be more or less revenue-neutral, 
as volume changes tended to balance 
them out. What did have an effect, how-
ever, were changes to the portfolio and 
to the offers themselves. On the strength 
of better, more content-rich offers, the 
share of premium customers rose from 8 
percent to 10 percent. That represents a 
growth of 25 percent and corresponded 
exactly to the increase in revenue. It was 
the network’s most successful project 
ever, and it confirms the central role that 

usage plays. The usage difference be-
tween “free” and “paid” must be large 
enough to get customers across the 
penny gap. 

In online gaming, the freemium model 
has become so popular that even classic 
game manufacturers have started to of-
fer many games online for free, with the 

goal of earning money with individual 
features. Based on its popular Need for 
Speed racing game, Electronic Arts has 
developed a freemium product called 
Need for Speed World. The player can 
use real money to purchase play money, 
which he or she can then use to buy ad-
ditional cars or optional equipment to 
improve their cars’ performance. 

From a company’s perspective, whether a 
freemium model is better than a conven-
tional price structure or scheme depends 
on the competition, the target custom-
ers, and the product features.vii The key 
metrics are conversion and the customer 
lifetime value of the premium customers. 
A company can get several hundred dol-
lars from such customers, whereas users 
of the basic product generate no revenue 
at all. A systematic optimization of price 
and product using a freemium model 
typically increases revenues by about 20 
percent, according to industry experi-
ence. 

Media companies, however, can do very 
well without pursuing a freemium mod-
el. A leading magazine in the US recent-

ly tested a hypothesis, which ultimately 
found that equal but slightly increased 
annual prices of $118 for its digital and 
online editions would increase revenue. 
The price for the bundle of digital and 
online was $148, a discount of 37 per-
cent against the combined price of $236, 
which is the sum of the two individual 
prices. After implementation, the average 

revenue per subscriber rose by 15 per-
cent, with no relevant loss of subscrib-
ers. One must note here, however, that 
this magazine enjoyed a very strong 
reputation. Customers are obviously 
willing to pay for it, and they perceive 
the combined access to the print and 
online versions as true added value. 
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What America’s Best BBQ  Joint  
Can Teach You About Pricing

When business is good and demand 
is high, it is tempting for businesses 
to raise prices. However, customers 
have long memories and emotional 
responses to prices, and short-term 
increases can affect long-term busi-
ness. In this article, the author ex-
plores the emotional responses that 
customers have regarding prices and 
outlines steps that businesses can take 
to squelch the emotions brought on 
by high prices. 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@cultureofprofit.
com. This article originally appeared 
on the Harvard Business Review web 
site at HBR.org.

Aaron Franklin, proprietor of 
the Franklin Barbecue in Aus-
tin, Texas, has been lauded for 
his pit master skills, specifi-

cally in smoking beef brisket. Bon Appe-
tit anointed his fare the best barbecue in 
America, and he was awarded Best Chef: 
Southwest by the James Beard Founda-
tion. Barbecue lovers line up hours in ad-
vance of the restaurant’s 11 AM opening, 
and the limited supply of brisket, ribs, 
chicken, pulled pork, and sausage usu-
ally sells out by 2 PM.

Franklin’s prized brisket is priced at $20 
a pound, in line with local rivals Coun-
ty Line ($20.58), Ruby’s ($21.95), and 
Rudy’s ($17.58). Given the high demand 
for his cuisine, it’s fair to wonder, “Why 
doesn’t Mr. Franklin raise prices?”

Economists are typically incredulous 
about sellouts — events such as rock 
concerts and sporting events, as well as 
in-demand products like Mr. Franklin’s 
barbecue. Their standard advice: “Raise 
prices — set the market clearing price 
where demand equals supply.” But in 

most cases, I believe this armchair advice 
can be detrimental to a business. Why? 
Because customers have long memories.

What economists often fail to under-
stand is price creates an emotional 
response within customers that affects 
their loyalty. Getting a good deal gener-
ates euphoria, while high prices provoke 
feelings of anger over getting ripped off. 
As an extreme example of that, a phar-
maceutical company recently raised pric-
es by 5,000% and was met with nation-
al outrage. Conversely, it’s common to 
experience elation over finding a bargain 
– consider the excitement as stores open 
their doors on Black Friday.

Emotions generated by a price formu-
late a perception of a business – “low,” 
“reasonable,” or “high” – which affects 
future purchase decisions. Before we, as 
consumers, make a purchase, we search 
to find the best price. Often times, it’s 
easy to rely on memories of past pricing 
experiences with a business. We revisit 
stores we recall as offering “fair” prices 
and avoid ones where we felt the sting of 
being taken advantage of. Due to con-
sumers’ long memories, the price a 
business sets today directly affects fu-
ture purchase decisions.

When business is strong, it’s often best 
to resist the urge to boost prices. Think 
of tempering price increases as a form of 
“insurance” against a future drop in de-
mand. In Mr. Franklin’s case, Bon Appe-
tit may decide another restaurant serves 
the best barbecue in America (or even 
in Austin). It’s also possible that cheaper 
competitors may pop up close by that are 
“good enough,” or overall demand may 
drop (due to recent health scares from 
processed meat, for instance). If high 
prices were set during a moment of good 
times, it will be challenging to commu-
nicate lower prices to customers. Banners 
declaring “new low prices” can damage a 
brand, by coming off as desperate. Alter-
natively, a low price embedded in con-

sumers’ minds will help keep the lights 
on during slow periods.

There are steps that businesses can take 
to squelch the emotions brought on by 
high prices. Restaurants, for instance, of-
fer premium-priced set menus on popular 
holidays such as New Year’s Eve and Val-
entine’s Day. Since the product is different 
(set vs. a la carte menus), this minimizes 
diners associating the higher price with 
the restaurant’s everyday fare. For a ser-
vice business, keeping price-related emo-
tions intact can be as simple as explain-
ing, “We are super-busy right now – as a 
result, we’ve had to raise prices temporar-
ily to cover overtime. You can buy right 
now or I can contact you when we are less 
swamped and our prices are lower.”

A handful of industries have heavily in-
vested to educate customers that prices 
will vary over time. We’ve come to expect 
fluctuating prices from airlines and ho-
tels. The goal of educating customers is so 
they understand and accept prices will be 
high at times, but that they also realize 
there are “off-peak” options available at 
a discount. As a result, most of us aren’t 
offended that prices at fancy resorts are 
astronomical during Christmas-to-New 
Year’s week compared to other time peri-
ods. Training customers to expect vary-
ing prices can be a significant undertak-
ing though. Despite its best efforts, for 
instance, Uber has faced strong backlash 
over its surge pricing strategy, which can 
often be seven times the normal price.

There are two key issues to consider be-
fore boosting prices during a period of 
strong demand. First, how confident are 
you that the good times will last? Sec-
ond, what initiatives should be taken to-
day so if need be, price can be gracefully 
rolled back? For many businesses, it may 
make sense to forego a few extra dollars 
of momentary profit and instead follow 
what Aaron Franklin practices in both 
setting prices as well as smoking meat…
go low and slow.
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Why Price Transparency Benefits Your Business

CONTINUED ON NEXT PAGE �

In today’s internet driven markets, price 

transparency is an important topic for 

pricers. Many fear pricing transparency 

and see it as a threat to pricing power 

and margins. However, as this ar-

ticle explains, if you treat greater price 

transparency as a resource rather than 

a risk, you can find new opportunities 

to sharpen your value proposition and 

your segmentation. Author Paul Hunt 

is the president of Pricing Solutions 

and a frequent PPS presenter, instruc-

tor, and contributor. He will deliver a 

keynote address entitled “Using Pricing 

Psychology to Grow Profits” at the PPS 

Spring Conference in Chicago. Paul 

can be reached at phunt@pricingsolu-

tions.com.

Price transparency is a topic which 
comes up frequently in our dis-
cussions with companies and in 
the media. Regardless of your in-

dustry, it is easy to see price transparency 
as a dire threat. We can imagine dooms-
day scenarios of a “race to the bottom,” 
commoditization of otherwise high-value 
products and a market driven by “price, 
price, price.” At the forefront of that 
scary scenario is Amazon, a tidal wave 
that is changing the game for many B2C 
and B2B companies.

Comparing prices used to be a resource 
intensive treasure hunt, as customers 
perused catalogues, made tedious phone 
calls, and drove from place to place. In 
the Amazon era, making meaningful 
price comparisons is a real-time, click-

and-look exercise which any consumer or 
professional buyer can do with a smart 
device and a Wi-Fi connection.

The ability to obtain real-time prices 
with little to no effort or added cost 
is at the heart of the supposed price 
transparency threat. But as a recent 
case study with a global electronics com-
pany showed, price transparency is a 
double-edged sword. Here are a few of 
the benefits which you can take advan-
tage of to improve your pricing strategy 
and effectiveness.

Price Transparency Builds 
Knowledge and Reduces 
Uncertainty
Anyone who negotiates knows that a 
big uncertainty factor is what the op-
ponents are bidding. In B2B markets, 
many of which are information-poor, 
the next-best alternative is the great mys-
tery. Salespeople and managers tradition-
ally rely on educated guesswork to get 
competitors’ prices or infer them from 
win-loss analyses of previous 
deals.

Price transparency mitigates 
all of that. By making com-
petitive prices accessible, 
competitors themselves can 
make their own price com-
parisons and get a clearer 
understanding of their rela-
tive market value. You know 
where you need to be, so to 
speak, and this can reduce uncertainty 
and inspire confidence.

Price Transparency 
Emphasizes Value,  
not Prices
When prices become clearer to ev-
eryone in a market, the value of each 
competitor also comes into sharper 
focus. You can define the value you add 
specifically, and quantify it in terms of 
prices more precisely, because you know 
where you stand price-wise versus your 
competitors.

You have a more solid basis for defining 
and quantifying what makes you an at-
tractive, trusted, valuable business part-
ner and what differentiates your products 
and services. This applies even in a high-
ly competitive market where price trans-
parency has driven price levels down to 
more uniform levels.

Price transparency can also help a premi-
um business filter out its most price-sen-
sitive customers, the ones who are least 
loyal and more likely to churn.

Price Transparency Forces 
You to Up Your Pricing Game
Knowledge is power, as the saying goes, 
but it is useless in business unless you 
wield it. Having insight into competitive 
price levels takes some of the art of pric-
ing and injects more science. It is a Mon-
eyball effect which demands different 
skills. Data-driven analyses increasingly 
displace gut feeling, and ad hoc pricing 
processes can become more structured 
and focused.

Price transparency may expose weak-
nesses in your value proposition. By defi-
nition, not everyone can be superior. 
In those situations, however, you can 
quantify your disadvantage and use that 
knowledge to find a solution. Do you 
need a better product or a different suite 
of services to provide a bigger benefit to 
customers? Or do you need to recalibrate 
your expectations for that market? That 
may sound negative, but price transpar-
ency has at least exposed the problem 
and given you a more solid basis for deci-
sion-making.

Price transparency can also help 
a premium business filter out its 
most price-sensitive customers, 
the ones who are least loyal and 
more likely to churn.
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As they moved into implementation, 
the company devoted fewer resources 
to divining what their competitors were 
charging and more time to quantifying 
their own relative value and setting 
prices accordingly.

Example: Using 
Price Transparency 
to Power Value-
Based Pricing
A global electronics firm re-
cently capitalized successfully 
on the positive effects of price 
transparency. Knowledge of 
its relative price position both 
helped and motivated the 
team’s progress toward Level 
3 (“Value-Based Pricing”) of 
the five levels of World Class 
Pricing Excellence.

The company sells its prod-
ucts in numerous channels, 
but its biggest resellers are 
Amazon and specialty retail. 
Its customer base is also var-
ied, ranging from the individ-
ual garage hobbyist to instal-
lations at small businesses, all 
the way up to large municipal 
and commercial buildings.

The company developed a strategy to 
align pricing and value communica-
tion across channels, and map list prices 
across multiple product lines, regions, 
and segments. They also developed an 
approach to manage the complexity 
which results globally when you take 

foreign exchange, freight, and duties into 
account.

As they moved into implementation, 
the company devoted fewer resources 
to divining what their competitors were 
charging and more time to quantifying 
their own relative value and setting pric-

es accordingly. They also set 
prices with greater confidence. 
Price transparency neutralized 
uncertainty, which is often the 
biggest barrier to sustainable, 
confident price management.

To secure these advantages, 
they also developed a roadmap 
to help them define their lon-
ger-term pricing opportunities, 
quantify them using a model, 
and support them through ca-
pabilities’ building.

Price transparency is indeed 
double-edged sword. It is a 
game changer, but it is a dire 
threat only when viewed un-
der the old rules of the game. 
If you treat greater price 
transparency as a resource 
rather than a risk, you can 
find new opportunities to 
sharpen your value proposi-
tion and your segmentation. 

It demands more discipline around price 
management, and puts a premium on 
pricing “scientists” versus pricing “art-
ists.” But the reward is greater confidence 
in both the precision and the effective-
ness of the prices you set.

http://www.pricingsociety.com
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Six Traits of High Performing 
 Pricing Managers 

What does it take to be a successful 

Pricing Manager? This critical role in 

the pricing organization is constantly 

evolving and changing, and didn’t 

even exist in many companies ten years 

ago. In this article, the author explains 

the main duties of a pricing manager 

and outlines the critical traits and skills 

needed to be successful in this role in 

today’s global pricing industry. Moira 

McCormick is a research professional 

at Innoware, a UK-based provider of 

pricing management and quote gen-

eration software. She blogs weekly on 

the world of pricing, and regularly 

publishes more detailed whitepaper 

content. She can be reached at info@

innoware.co.uk.

CONTINUED ON NEXT PAGE �

To make it as a successful Pric-
ing Manager, there are many 
desirable skills and traits that 
you need to have in your arse-

nal. Pricing Managers today are very dif-
ferent from those of ten years ago (if the 
role even existed in many companies).

While having the capability to ensure 
that your team delivers the right pricing 
strategy, it is also equally as imperative 
to keep up to date with the latest in mar-
keting techniques, changes in economic 
and political environments, and to have 
an ability to work closely in partnership 
with the sales team – an ‘all-rounder’ 
perhaps? If the Pricing Manager gets 
the right pricing strategy they will 

help their company drive sales, in-
crease profits, meet productivity stan-
dards and remain competitive – so a 
lot rests on his or her shoulders.

Let’s look firstly at what are the main 
duties of a successful Pricing Manager 
– he or she needs to:

• Lead and direct pricing strategy for-
mulation and ensure pricing actions 
that enhance profitability

• Manage total pricing procedure, en-
hance processes to make the most of 
efficiencies and ensure timely response 
to market conditions

• Review business accounts to ensure 
accurate pricing

• Establish criteria to achieve the best 
customer pricing. Evaluate new prod-
ucts and price them accordingly. 
These include the base price as well 
as discounts that may be extended to 
specific retail partners and dealers.

• Help a company’s sales force with 
pricing negotiations

• Analyze contracts for under perfor-
mance

• Eliminate waste or overspending

• Ensure integrity and accurate costings 
as well as related financial informa-
tion

• Prepare clearly BAFO (Best and Final 
Offer)

• Conduct oral presentation as well as 
cost revisions

• Prepare cost support packages

• Maintain and update regularly pricing 
history database

• Stimulate market-based segmentation 
to collaborate with purchasing, prod-
uct managers as well as the sales de-
partment to ensure integrated profit 
maximizing approach to market

• Perform financial evaluation to assess 
pricing action effectiveness

• Define new business procedures and 
evaluate resource requirements

• Manage and supervise pricing analysts 
to support activities inclusive of new 
price generation and discrepancy reso-
lution etc.

• Analyze financial impact of price in 
view of overall history as well as prof-
itability of customer

It’s fairly obvious from the list above that 
this can be a demanding job requiring 
some strong personality traits that take 
you in the role of Pricing Manager from 
mediocre to high performing.

Some of the traits required 
for successful Pricing 
Managers are:

1. Vision

A strong vision for what you want to ac-
complish for the company in the short 
and long term and an ability to articulate 
this vision across multiple platforms and 
communications channels.

2. Strategic Thinking

With the marketing manager, be able 
to develop a marketing strategy that is 
in line with the overall business strategy 
and ‘think’ strategically in all aspects 
of marketing. A Pricing Manager needs 
to have a firm understanding of market 
trends and be able to develop a targeted 
pricing strategy to meet company goals. 
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Pricing specialists should also employ 
pricing strategies that meet their compa-
ny’s standards, policies and procedures. 
They must also ensure that all salespeo-
ple and marketing employees comply 
with any pricing changes.

3. Business Acumen

The Pricing Manager must understand 
and deliver on the overall company busi-
ness plan. This means understanding the 
fundamentals and influencers of busi-
ness, knowing the market, what makes 
it tick, and how it is going to develop, 
change and evolve. If you get the pricing 
right you can drive business and improve 
growth through innovative business so-
lutions.

4. Be Customer Centric

A successful Pricing Manager needs to 
understand the customer, their traits, 
likes, dislikes and drivers. All high level 
pricing experts walk in their customers’ 
shoes regularly to understand how it feels 
to be the customer. They take on board 
feedback from the marketing department 
and adapt product prices accordingly. 
They should be aware of just who the 
target customer is and how much money 
the customer generally has to spend.

5. Personality

You don’t have to be larger than life in 
this role but you should be straight-for-
ward and a strategic planner. Be on top 
of your game, innovative and confident. 
Remember also, you need to be flexible 
in your approach. Be confident and com-
petent – but leave your ego behind the 
moment you enter the office!

6. Leadership And Communication

Pricing specialists may be responsible for 
ensuring the productivity and efficiency 
of a team, as well as enforcing policies 
and procedures. It also helps if you are a 
good communicator with excellent inter-
personal skills, and comfortable work-
ing both in a team and independently. If 
you work in a team you have to be a role 
model for your team members. Like any 
other manager, a Pricing Manager is suc-
cessful only when he is a strong source of 
inspiration and motivation for his team 

members. You must frequently commu-
nicate with senior management to ac-
knowledge successes, solve problems and 
move forward.

Pricing Managers should have the abil-
ity to see problems in the wider context. 

This is known as the ‘helicopter factor’. 
Ask yourself:

i. Where are we now? This helps to 
answer questions about the competi-
tion, product or service ranges, mar-
ket share and financial position.

ii. Where do we want to be? This 
question helps senior management in 
formulating strategies and setting fi-
nancial targets for the company.

iii. How do we get there? This ques-
tion helps senior man-
agement in evaluating 
different routes to over-
come difficulties while 
trying to go all out to-
wards success.

iv. Which way is the 
best? This question 
helps senior manage-
ment underline one or 
two routes that are most 
suitable for achieving 
goals. It does require ad-
equate financial back-up 
as well.

As demonstrated here, 
to be a high performing 
Pricing Manager can be 
challenging – but you 
will achieve excellent 
results if you are a clear 

thinker, remain decisive, are good at ne-
gotiation and problem solving. Be asser-
tive without being overbearing – and re-
member the key is to communicate well 
at all levels.  

Like any other manager, a Pricing 
Manager is successful only when he 
is a strong source of inspiration and 
motivation for his team members.
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