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Quick Pricing Solutions in the Crisis

A Sales Crisis, Not a Cost Crisis

T
oday we are facing a sales and revenue crisis, not a 
cost crisis. Sales volumes and revenues have dropped 
to a shocking extent. In many markets customers are 
simply refusing to buy. The reason is not that their pur-

chasing power has suddenly evaporated or that prices and costs 
are too high. Nor are the competition from low-wage countries 
or an unfavorable dollar exchange rate the main problems, as 
has been the case in former crises. Indeed, many factors such as 
dropping prices for oil and raw materials have actually induced 
some relief on the cost and price front. The reason why both pri-
vate and business customers are refusing to buy is that the fear 
of the future has them hoarding their money. “Cash is king” is 
true for companies and consumers alike. 

How should companies respond to a crisis of this kind? One 
thing is clear in any kind of recession: Everything needs to 
be done to reduce costs. But if revenues drop by 20, 30, or 40 
percent, companies face the challenge of survival itself. In such 
an extreme situation cost reductions alone will not suffice. If the 
current recession is a sales and revenue crisis, it has to be fought 
on the sales and revenue front with all means available to a com-
pany. Many companies have realized this. In a recent study among 
2,600 industrial companies, 72 percent of the respondents said 
that they were going to combat the crisis not only on the cost 
side but also on the market front. 

Price Is the Most Important Profit Driver
Each of the three profit drivers—price, sales volume and 
cost—has a significant effect on profit. Therefore, managers 
should focus on all three in a crisis. For a product with a typi-
cal relation of fixed and variable costs, price is the strongest profit 
lever, followed by variable costs. Sales volume is a considerably 
weaker profit lever. Ultimately, revenue growth generated by price 
increases yields higher profits than growth generated by volume 
increases. The opposite applies in a crisis: A decline in sales vol-
ume is less harmful to profit than a decline in price.

At the same time consumers’ price elasticity changes. One might 
expect that it increases in a time of crisis. However, this applies 

only to price increases, not to price cuts. Price elasticity gener-
ally develops unfavorably during a crisis. Compared to more 
stable times, sales respond less positively to price cuts and more 
negatively to price increases. What’s more, thresholds in the price 
demand curve are certain to shift. Prices have to be lowered by 
a considerably larger amount in order to enter the price-elastic 
part of the curve.

Cut Your Volume!
As price is the biggest profit driver, a volume reduction usually 
harms profit less than a price reduction. From a market perspec-
tive, the primary goals of volume reductions are price stabiliza-
tion and the reduction of competitive pressures. However, both 
goals of volume restriction—cost reduction and price stabiliza-
tion—have welcome effects on profit and cash flow. 

The disastrous results of oversupply are illustrated by the au-
tomotive industry. Per 2009 the worldwide annual automotive 
manufacturing capacity is 77 million units. However, in 2008 
only 55 million cars were sold, and for 2009 only 50 million units 
or less are expected to be sold.1 This results in a global overcapac-
ity of at least 50 percent. In the US, total industrial production 
capacity in use was less than 70 percent, resulting in close to 50 
percent overcapacity.2 As long as such imbalances exist, pricing 
will remain volatile. Continued overcapacities and the physical 
presence of an overwhelming number of unsold cars will gen-
erate ever more radical price cuts in the attempt to find buyers. 
Burkhard Weller, CEO of car dealership Autoweller, corroborates 
this view: “The automotive crisis has nothing to do with the fi-
nancial crisis. Quite simply, too many cars have been produced 
for years. Production must be reduced to give prices a chance to 
recover.”3 Similar developments can be observed for consumer 
electronics, hotel rooms, airlines, machinery and many another 
products with excess supply.

The necessity of volume reduction among individual companies 
is evident. But what should a company do if competitors refuse 
to join them and instead try to use the emerging demand/sup-
ply gaps to increase their market shares? This is a perfect analogy 
to pricing in an oligopoly. In an oligopoly, a price increase can 
be the optimal solution for a company. However, if a company’s 
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competitors sustain current prices or even lower prices, a price 
increase by that company is a very risky move. The same is true 
for volume reductions. If the competitors don’t play along or even 
push more volume into the market the plan can easily backfire. 
A company would lose market share and even endanger its long-
term market position. 

It is therefore essential to keep a close eye on the competition 
and to exert all legally allowed influence to get the industry 
as a whole to reduce volume. Direct agreements with competi-
tors regarding volume and price are prohibited by anti-trust laws. 
But it is not illegal to signal one’s own intentions with regard to 
volume reductions. In a crisis, chances are good that the competi-
tors will understand the overall picture and behave in a sensible 
manner. In many sectors, industry-wide reductions of capacities 
can indeed be observed. In addition to the capacity restrictions 
in industrial sectors such as automotive, steel or chemistry, there 
is similar action in tourism, airlines and other service fields.4 

Cut Prices Intelligently!
In a crisis, price management moves to the forefront. “One of the 
most important decisions in this recession is what to do about 
prices. In booms you don’t have to get pricing exactly right. Now 
you do,” says Fortune columnist Geoff Colvin.5 An indispensable 
requirement for intelligent pricing is a precise understanding 
of the relationship between price and sales. This understand-
ing is essential in a crisis because the price-sales curve and 
price thresholds are shifting. 

The most frequent and counterproductive reactions to the crisis 
have been large and premature price cuts, often implemented in 
the form of high discounts. How can this counterproductive be-
havior be explained? In most cases it is an attempt to maintain the 
current level of sales and employment. To discuss this we look at 
Figure 1. Before the crisis the price-sales curve A was valid. One 
million units were sold at the price of $100 dollars. The resulting 
revenue is $100 million. With variable unit costs of $60 dollars 
and fixed costs of $30 million dollars, we get a profit of $10 mil-
lion. How does the crisis affect the price-sales curve? We assume 
that curve B in Figure 1 applies in the crisis. For any price the 
sales volume is 20 percent lower. If we leave the price at $100 sales 
fall to 800,000 units. The massive volume reduction induces a 
strong temptation to lower the price to $90 in order to maintain 
the sales volume at one million units. Employment would be 
guaranteed and layoffs avoided. In terms of profit, however, the 
two alternatives of keeping the price at $100 or cutting it to $90 
are very different. If we keep the price at $100 and accept the 20 
percent drop in volume we still get a profit of $2 million. With 
a reduced price of 90 dollars and an unchanged sales volume of 
1 million units, however, the profit falls to zero. 

The insight that a volume reduction is preferable to a price reduc-
tion is necessary but not sufficient to make a decision. The next 
question asks by how much the volume and/or the price should 
be lowered in order to get the highest achievable profit under the 
new circumstances. This question can be answered precisely and 
reliably only with the help of the price-sales curve. Several modern 
methods are available and applicable even under the time pres-
sure induced by the crisis. For instance, systematic expert judg-
ment can be collected within a company in just a few days. The 
relevance of knowing the exact curve is illustrated by the two 
seemingly similar curves in Figure 2. The left curve shows the 
case from Figure 1. For any price the sales volume is 20 percent 
lower. On the right side the pre-crisis-curve A is identical, but 
the crisis causes sales to go down by 200,000 units for any price, 
which means that curve B is a parallel to curve A. 

For a price of $100 we get the same sales results in both cases. 
To defend the former sales volume of one million units the price 
would have to be lowered to $90 dollars in the left Figure, but 
only to 92 dollars in the right Figure. The differences between 
the two cases seem minimal. However, in the left case, one gets 
the maximum profit by leaving the price on the old level of $100 
dollars and accepting a decline in profit from $10 million to $2 
million. In the right case the maximum profit is achieved when 
the price is lowered to $96 and the company accepts a decline 
in sales volume of 10 percent to 900,000 units.6 The profit falls 
to $2.4 million. Although both curves look very similar at first 
sight there are massive differences in the optimal reactions to 
each, especially with regard to the sales volume. 

Figure 1: Sales reduction or price cuts as a reaction to the crisis
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The following statements from two top managers in the automo-
tive industry show how strongly views regarding price and volume 
in a downturn can diverge. In 2003 Richard Wagoner, CEO of 
General Motors from June 2000 to April 2009, said: “Fixed costs 
are extremely high in our industry. We realized that in a crisis 
we fare better with low prices than by reducing volume. After 
all, in contrast to some competitors, we still make money with 
this strategy.”7 Wendelin Wiedeking, CEO of Porsche until July 
2009, has a very different opinion: “We have a policy of keeping 
prices stable to protect our brand and to prevent a drop in prices 
for used cars. When demand goes down we reduce production 
but don’t lower our prices.”8 Wiedeking made this statement 
several years ago and confirmed it again in the crisis of 2009: 
“One thing is clear to us: We will not flood the markets with 
cars for which there is no demand. We always produce one car 
less than the market demands.”9 The polar positions of Wagoner 
and Wiedeking point to the core of the problem. A crisis inevi-
tably means that sales volume drops if the price is kept at the 
current level. It does not mean, however, that sales remain at 
the current level if the price is cut.

If price reductions are unavoidable they should be made in a 
way that minimizes negative effects and maximizes the posi-
tive impact on sales and profit. It must be understood that the 
interest of the seller is fundamentally different for price cuts and 
for price increases. With a price increase, the seller prefers that the 
customer does not notice the increase, thereby preventing sales 
volume from decreasing. With a price cut, the seller prefers that 
the customer notices the decline in price so that sales volume in-
creases. Thus, in the case of a price cut the supplier should strive 
to increase price elasticity by clearly communicating the lower 
price to customers. 

Empirical studies show that the positive effects on sales of a price 
reduction are considerably higher when the price cut is commu-

nicated through advertising, double placements in stores, special 
displays, etc. While the positive effects on sales are highly wel-
come in the crisis, communication budgets have typically been 
cut. This presents a dilemma: on the one hand, price reductions 
have increased; on the other hand, there is less money to com-
municate these reductions.10

Apart from the general question concerning whether prices should 
be lowered at all, special attention must be paid to the extent of 
price cuts in the crisis. The shape of the price-sales curve deter-
mines the optimal extent of a price reduction. The linear price-
sales curves shown in Figure 2 are good approximations for price 
changes that stay close to the original price. For more drastic price 
cuts or price increases, however, we have to assume the existence 
of price thresholds.11 How does the crisis affect these thresholds? 
We already know that the price-sales curve shifts downward, 
i.e. for any price sales are lower. In addition, we have to assume 
that the price thresholds go down. This new situation has dras-
tic consequences for pricing in the crisis. The new optimal price 
can only be determined if the price-sales curves, and especially 
the price thresholds, are precisely known. If we reduce the price 
within the flat part of the curve the sales volume increases only 
slightly and profit drops sharply. Sales volume increases notice-
ably only when the price drops below the lower price threshold. It 
is only then that the increased sales volume can overcompensate 
for the loss in unit margin. However, this only happens if the left 
branch of the curve is very steep. Before implementing radical 
price cuts, a company must therefore be certain of its products’ 
price elasticity. Reactions of competitors need to be taken into 
account as well. Otherwise the entire maneuver might end in the 
unwarranted combination of prices which are far lower and sales 
volumes which have not increased. 

The “scrapping bonus” for cars in Germany of $3,25012 is a case in 
which the prices moved into the steep lower branch of the price-

Figure 2: Different implications despite similar price-sales curves
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sales curve. The program is geared to subsidize the purchase of 
two million new cars in the course of 2009. Additional direct 
discounts from car manufacturers resulted in price cuts of up to 
40 percent. Most consumers that qualified for the bonus belonged 
to lower income brackets so that these massive price reductions 
broke their resistance to buy a new car. Sales skyrocketed. How-
ever, the extreme price reductions in this case relied on massive 
public subsidies and thus cannot be transferred to other sectors 
which have to operate under normal business conditions. In a 
crisis, we recommend great caution before implementing large 
price cuts. 

Give out Discounts in Kind,  
Not Price Discounts!
Price concessions can be granted as reductions of the nominal 
price or as discounts in kind. In a crisis, discounts in kind have 
several advantages:

• The nominal price level remains unchanged.

• They are generally more advantageous with regard to profit 
than price discounts.

• They generate more volume and therefore protect jobs. 

The case of an all-terrain leisure vehicle with a list price of about 
$10,000 serves as an excellent illustration of these advantages. 
As a reaction to the crisis, the manufacturer offered all dealers 
who ordered five vehicles a sixth unit for free. Since the dealers 
received six vehicles but had to pay only for five the actual price 
discount was 16.7 percent. At a price of $10,000 the results are 
as follows: Revenue $50,000, units sold 6, profit $14,000. If the 
manufacturer had given a direct price discount of 16.7 percent 
the results would have been: Revenue $41,650, units sold 5, profit 
$11,650. Because of the discount in kind both the volume (and 
thus employment) and the profit are higher. Since the discount 
initiative is explicitly defined as a measure confined to the crisis, 
it should be easier to phase out after the crisis than a direct price 
discount, which inevitably weakens the list price. 

Deploy Non-Linear Pricing  
and Price Bundling!
Sophisticated forms of intelligent price reductions well suit-
ed for a crisis are non-linear pricing and price bundling. A 
further variant is multi-person pricing. With non-linear pricing, 
the price per unit is not constant but decreases with the number 
of units bought.

In the crisis, simple non-linear price offers have become very 
popular. Widely used forms are: “buy one, get one free”, “two 
for one”, “pay for two, get three”, “50 percent off the price for a 
second book” etc. Such schemes help increase volume. However, 
the seller should exercise caution with regard to the profit impact. 
Such discounts are often extremely high. While they may move 
volume they can ruin margins. 

One example of a two-dimensional, non-linear price system is the 
BahnCard (BC) of the German Railway Corporation. A second-
class BC costs $300 and a first-class card costs $600.13 With the 
card the customer receives a 50 percent discount on all tickets 
for one year. Thus the average price per mile or kilometer goes 

down as the usage increases. The price is non-linear. Passengers 
who travel a lot (or, more precisely, who travel more than the 
break-even volume) pay a lower total price than he or she would 
pay without the BC. For intensive railway users the BC therefore 
means a price reduction and an incentive to use trains even more 
often. Notice that the incentive structure is very different from 
a frequent flyer plan or similar bonus systems. With the BC the 
customer has to spend money upfront and strives to earn this 
money back through frequent usage. It is a very intelligent system 
of cutting prices and encouraging customers to buy more. 

Multi-dimensional price systems have become very popular in sec-
tors such as telecommunications, utilities, internet and services. 
They are also used in the industrial goods sector. One example is 
industrial gases where the total price consists of the lease for the 
container and the gas price. Depending on the duration of their 
consumption, customers pay a completely different price per gal-
lon or liter of gas. Flat rates are an extreme variant of non-linear 
pricing that have become highly popular in the last few years, es-
pecially in internet and telecommunications services. Non-linear 
pricing schemes are best suited for services. These schemes can be 
implemented quickly and usually impact sales volume without 

much delay. They are particularly effective during a crisis. 

While non-linear pricing is restricted to one product, price bun-
dling includes several products. A customer who buys a predefined 
bundle or package pays a bundle price that is noticeably lower 
than the sum of the individual product prices. Bundling allows 
the seller to make price concessions that would be disadvanta-
geous for individual products. 

The rationale for bundling is to transfer the non-exploited willing-
ness-to-pay for a product to the bundle. The willingness-to-pay 
for the bundle is less heterogeneous than for the single products, 
and thus can be better exploited than if the products were sold 
separately.14 Well-known cases of price bundling are Microsoft’s 
office suite or McDonald’s menus. Norton, a supplier of anti-vi-
rus software, uses bundling heavily for all products. If you by 
three licenses, you will get a license for another product (Norton 
Ghost) for free. 

A variation of bundling is multi-person pricing, which means sell-
ing to several people at a lower price than the sum of the prices 
individuals would have to pay.15 This scheme is common with 
tour operators (a second person or the children travel at a lower 
price or for free), airlines (a second person pays half price) or in 
the catering industry (the meal for the second person is free or 
costs only half price). 

Multi-dimensional price systems 
have become very popular in sectors 
such as telecommunications, utilities, 
internet and services. They are also 
used in the industrial goods sector. 
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Defend Your Prices with Tooth and Nail!
When the pressure on prices mounts, one option is to give 
in, the other is to defend prices. There are numerous ways and 
means to fight against price erosion:

• Better preparation for price negotiations

• Deeper knowledge of the customer’s value chain and business 
processes

• Quantification of customer benefits

• Clear targets and incentives

• Appointment of competent price negotiators

• Intensified monitoring of realized prices

It has been demonstrated again and again that a more professional 
handling of these aspects leads to improved price performance. In 
a recession, the ability to defend prices becomes the decisive 
factor, especially if the competitors defend their own sales 
volumes by massively lowering their prices. 

A recent study of 56 industrial suppliers confirms that fighting 
against price pressure can be effective. All suppliers in the sur-
vey were facing demands from their customers in the automotive 
and the engineering industries to cut their prices by an average 
of about 5 percent. Figure 3 shows that the price cut demands 
of the manufacturers were more or less uniform. The outcomes, 
however, differed markedly. The successful suppliers had to accept 
price reductions of only 1.4 percent, whereas the less successful 
ones had to swallow an average price erosion of 3.8 percent.

Increase Prices Under  
the Customers’ Radar!
Despite the prevailing price pressures, selective price increas-
es can be achieved even during a crisis. There are several reasons 
for this. Many price systems are so complex that customers don’t 
have price transparency. This can be due to a large product range, 
numerous price parameters, or complex terms and conditions. 
The price list of a bank, for instance, comprises several hundred 
positions, many of which the customer is not aware exist. Typi-

cally, customers focus on—and remember—only a few prices. 
Private banking customers tend to look at the monthly rates for 
an account, fees for their investment funds, or money market 
interest rates. Business customers generally know the current in-
terest rates or the prices for transferrals. Other price parameters, 
such as the management fee for funds and or the debit rates for 
checking accounts or credit cards, are largely unknown to cus-
tomers. These intransparencies open opportunities for selective 
price increases. 

Recently a regional bank achieved immediate additional earn-
ings of several hundred thousand dollars by selectively adjusting 
price components below the customers’ radar. The bank received 
no complaints concerning the price changes. The adjustments 
required a careful analysis of all price and product components 
regarding volume (e.g. number of transactions, assets etc.), con-
tribution to earnings, and customer sensitivity to price increases. 
These aspects were analyzed quickly and cost-efficiently by means 
of an internal survey among the sales staff.

Potential for selective price increases often exists when assortments 
are large. Wholesale and retail trade, spare parts, tourism, and 
airline travel are sectors where this condition prevails. Custom-
ers often focus on a few key items but have no idea of the prices 
for the rest of the assortment. This is especially true for products 
that are bought infrequently. 

Spare parts offer numerous opportunities for price increases 
without volume reduction. This requires that spare parts are al-
lotted separately into categories with varying willingness-to-pay 
and price elasticity. Two categories are exclusive parts, which can 
only be bought from the original manufacturer, and commodity 
parts, which can be bought from other manufacturers or from 
dealers. In a recent case, a vehicle manufacturer successfully in-
creased the prices for spare parts by 12 percent and achieved a 
profit improvement of 20 percent – in spite of the crisis. 

A very effective approach is increased price differentiation 
across customers. Through a detailed analysis, past transactions, 
prices and margins can be made transparent and the main price 
drivers can be identified. With the help of intelligent models, the 
prices can be adjusted more precisely to individual customers and 
the full potential of the willingness-to-pay can be tapped. 

Clean Out Your  
Discount Jungle!
Selective price increases and 
margin improvements can be 
achieved by weeding out unnec-
essary or inconsistent discounts 
and by a general clearing up 
of “discount jungles”. In many 
companies, discounts have spread 
wildly, are inconsistent, and are 
often too high. Many discounts 
are granted without a quid pro quo 
from the customer and tend to ac-
cumulate over time. Often nobody 
can remember why and when a cer-
tain discount was accepted. Clean-
ing out the discount jungle can 

Figure 3: Demanded and actual price cuts16
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quickly and significantly improve margins. 

Figure 4 shows discounts given by a software vendor. In spite of 
the clearly defined guidelines for volume discounts indicated by 
the scaled line, no correlation could be detected between cus-
tomers’ sales volumes and the discounts they received. It is no 
exaggeration to call this a “discount jungle”. It is unlikely that 
such a jungle is justified, let alone optimal. Detection of discount 
jungles opens up a variety of ways to establish quick solutions for 
the realization of higher margins. 

Figure 5 reveals a typical pattern for discount negotiations, name-
ly the tendency to round up percentages. The case shown here is 
of an industrial service provider. Almost all discount percentages 
are round numbers, such as 10, 15 or 25 percent. Also, the dis-
counts granted are very widely dispersed. If one goes to discount 
levels that are a few percentage points below the round figures the 
effects on the margin will be dramatic. The same applies to the 
steps between discount levels during the negotiations. Discounts 
are typically increased by steps of 5 or 10 percent. If smaller steps 
are applied the overall discount tends to be smaller as well. 

Charge Separately for Hitherto  
Inclusive Services!
A further quickly implementable method of selective price in-
creases is charging separately for services or components that 
were hitherto included in a package with a single price, often 
called unbundling.17 A well-known case is the low budget airline 
Ryanair which introduced a separate luggage charge of $4.50 in 
2006. The profit increase of 30 percent reported in the follow-
ing quarter was largely attributed mainly to this instance of un-
bundling. Once a service is charged separately the price can be 

repeatedly increased. Checking-in an item of luggage costs $13 
with Ryanair today.18 Additionally, low budget airlines such as 
Ryanair and Easyjet charge a fee for speedy boarding.

Another case is the introduction of a 50 cent fee for toilet use in 
motorway service areas.19 Customers now have to pay now for a 
hitherto free service. If they only use the toilet they contribute 
to the maintenance costs. Customers who make purchases in the 
shop or restaurant can cash in the 50 cent token. The majority of 
customers make use of this possibility which strongly increased 
cross-selling. 

The crisis may not be the ideal time to start charging separately 
for services and products. Everything depends on the customer’s 
reaction. It is necessary to consider and test these reactions be-
forehand. Ryanair, for example, reasoned that the luggage charge 
actually amounted to a price advantage for passengers who don’t 
check in any luggage. If the services can be clearly separated and 
possibly even improved, customer acceptance can be achieved 
even during a crisis. 

However, pricing mistakes can lead to drastic customer reac-
tions. To achieve the delicate balance, profound knowledge of 
price elasticities is required. This kind of information can be ob-
tained through systematic studies, in management workshops, 
or through careful experimentation in the market. 

Even in good times, there is widespread fear of price increases 
and the ensuing volume losses among managers. During a crisis 
such fears multiply. When business is bad, the prospect of further 
revenue declines can cause panicked reactions. These are not the 
ideal conditions to achieve optimal results, to implement price 
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increases, or to fight against price pressure. In a crisis, top man-
agement must back up the sales team and alleviate their fear of 
price negotiations. 

Not a Quick Solution: Price Wars!
Avoiding price wars is not a quick solution, since it’s not about 
doing something but rather about not doing something. However, 
refraining from starting price wars can make the difference be-
tween survival and demise. Everything should be done to avoid 
price wars during a crisis unless a company has the financial 
strength to eliminate a weakened opponent in a short period 
of time. The most important guidelines in this regard are:

• In a crisis, an orientation towards market share and volume 
should be replaced by a rigorous profit and cash flow orienta-
tion.

• Companies should aim at peaceful competition that gives all 
competitors the ability to guard their margins.

• Aggressive price actions should be avoided. Signaling and 
communication should be targeted towards this goal.

• Submarkets which are unattractive and where a company is 
weak should be conceded to competitors. Areas of conflict 
should be avoided.

• It is important to bring the whole organization behind the 
rigorous profit orientation. One way of doing this is to set 
profit-oriented targets and incentives for the management and 
the sales force.

Summary
Since the current crisis is characterized by an imbalance between 
supply and demand, managing offers and prices plays a central 
role in successfully coping with the economic environment. The 
following points should be noted:

• Volume and capacity should be limited to take the pressure 
off the market and stabilize prices.

• Efforts should be made to achieve an industry-wide volume 
reduction. The rules of conduct for oligopolistic markets should 
be observed.

• Supply should be reduced in connection with the price decision 
and taken into account with regard to the price-sales curve.

• It is important to quantify these interrelations as precisely as 
possible. Even small changes in the price-sales curve can lead to 
large differences in the optimal price-volume combination.

• Price reductions are often unavoidable in a crisis. It is impor-
tant to achieve the highest possible positive effect on sales when 
prices are cut. This may require going below price thresholds 
and enhancing price communication. 

• Discounts in kind tend to be superior to direct price dis-
counts.

• More professional preparation, negotiation and monitoring 
can help to stabilize prices.

• Despite the crisis, selective price increases should be considered 
and realized. Chances are best with price components which 
remain below the customers’ radar and with increased price 
differentiation between customers.

• Separately charging for formerly inclusive services can be a 
way to achieve higher profits despite the crisis. 

• Price wars should be avoided in a crisis, unless a company has 
the financial strength to eliminate an opponent in a short pe-
riod of time.

Figure 5: Rounded discount levels that damage margins

Number of contracts 

Discount



The Journal of Professional Pricing 17Third Quarter 2009

The numerous approaches and cases in this article show that, 
despite the crisis, all is not lost. Effective management of offers 
and prices present many opportunities to beat the crisis and to 
save revenue and profit. Solid information and the will to act 
are all it takes. 
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