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Basics

Pricing is viewed as
administrative, rather than
strategic

Many ‘owners’ of pricing, but no clear
capabilities, responsibilities or
accountabilities

No formal pricing strategy has been
developed, although a generic annual
product plan exists

Not defined & largely ad-hoc

The same products are offered to all
customers across all channels

No formal pricing communications
strategy, or it is focused entirely on
price

All customers are treated the same, but
the best negotiators get the best price

Limited data analysis, unreliable &
difficult-to-access sources of data

Very manual & elementary tools used
in pricing decision making process

No formal discounting policy, tracking
&/or accountability

No formal control processes in place

Management actions reflect a focus on
pricing and profit

Alink between pricing, incentives &
rewards has been established

More formalised pricing roles and
responsibilities exist, with continuous
stakeholder interaction

Clear accountability and responsibility
around pricing have been established

Product & market segment level pricing
strategies exist, based on integrated
stakeholder input & socialisation. Routine
performance tracking occurs

Ahigh level pricing strategy is developed
at the product level, with periodic
tracking of performance

Relevant processes established, with
stakeholders working inside them, rather
than outside them

Disciplined process that adapts to
changing market (customer, competitor)
conditions

Products are differentiated by segment,
based on consumption history and price
sensitivity studies

Some minor product & price differentiation
occurs, based on competitive actions

Pricing communications strategy designed
to sensitise customers to value and de-
sensitise them to price

Firmly entrenched use of value
equations, calculators & case studies,
and value-based advertising

Customers have been segmented, with
prices based on the value of the segment
to the company

In-depth knowledge & understanding of
key accounts, including cost-to-serve

PIR’s and externally-sourced case studies
provide a continuous learning and
innovation environment

Consistent, reliable & centralised sources
of historical data, information and forecasts

More sophisticated, late-stage and market
driven tools in use, incorporating external
data

Early-stage pricing tools and models
become stable & reliable

Poorly performing discounts are
eliminated, & discount performance is
regularly reviewed (Cost-Benefit Analysis)

Formal discounting policy and authority
levels established and adhered to

Formal process in place to manage

transactional pricing High degree of price and discount

automation minimises revenue leaks

C-level pricing champion exists within the
organisation; Pricing linked to strategic,
corporate objectives
ompany-wide culture of pricing and profi
exist; Pricing design matches market
dynamics (centralised, centre-led or
decentralised)

Clearly articulated product & segment-based
pricing strategy; desired end state & actions
to get there; core set of pricing principles;
routine analysis of trends, customer data and
regular performance review

Streamlined, fact-based and punctual
decision making

Products differentiated by segment or
customers, based on a comprehensive
understanding of needs, value & price
sensitivity

Clearly articulated & value-based to achieve
desired customer & competitor perceptions,
which is continually fine-tuned

Profit & pocket price waterfall by account (or
segment) is known; segments frequently re-
calibrated for highly targeted offerings

Direct access to depth & breadth of info on
products, customers & competitors

Automated revenue management, price
optimisation systems and value calculators
in place and functioning

Discounting based on established principles
(“gives & gets’, customer lifetime value), and
clearly defined ‘walk-away” prices exist
egular pricing audits reveal little, if any,
under and over —pricing; performance of
discounting schema regularly reviewed and
fine-tuned
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