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THE TWO MOST POWERFUL PRICING DECISIONS
FOR ANY PRODUCT

Mark Stiving, Ph.D.
Chief Pricing Educator, Impact Pricing
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MOST PROFITABLE

Charge what a customer 
is willing to pay (WTP)

PRICING DECISION:

ADOPT VALUE
BASED PRICING
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Cost = $20

Cost = $50

Cost = $75

Cost = $150

WTP = $100

WTP = $100

WTP = $100

WTP = $100

Price = ???

Price = ???

Price = ???

Price = ???
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VALUE BASED PRICING IS THE MOST 
PROFITABLE PRICING DECISION YOU CAN 
MAKE

IMPACTFUL 
INSIGHT
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EXERCISE WHAT IS VALUE? 

Pick a buyer and one of your products  
Write down the value to that buyer.  
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EXERCISE DEBRIEF

VALUE OF SOLVING THE 
PROBLEM?

VALUE RELATIVE TO A 
COMPETITOR?

DID YOU PUT IT IN 
DOLLARS?
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FEW PEOPLE UNDERSTAND THEIR OWN VALUE 
AND THEY HAD TO WORK HARD TO LEARN IT.

IMPACTFUL 
INSIGHT
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WHAT IS VALUE?

VALUE MEANS WILLINGNESS TO PAY

VALUE IN USE VALUE IN CHOICE
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TYPICAL BUYERS VALUE JOURNEY

Value in use
Solve the problem

In the budget?

WILL I?

Value in choice
Compare alternatives
Best bang for the buck

WHICH ONE? PURCHASE

Most purchases 
go through 

both decisions
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WILL I AND WHICH ONE
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BUYERS VALUE JOURNEY

Less price sensitive

WILL I?

Very price sensitive

WHICH ONE? PURCHASE

Buyers usually
make both decisions
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Add a picture of a new 
iPhone.

WHEN BUYERS ONLY MAKE WILL I DECISIONS

WILL I? PURCHASE

Buyers are much less 
price sensitive

A competitive 
alternative was 
not considered
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RECOGNIZING  WILL I OR WHICH ONE?

WAS A COMPETITIVE ALTERNATIVE CONSIDERED?

Coke at 
McDonald’s

Apple 
watch

Garmin 
Smart watch

Podcasting 
microphone Tattoo
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VALUE IS WHAT A BUYER IS WILLING TO PAY.  
IT IS EITHER VALUE IN USE OR VALUE IN 
CHOICE.

IMPACTFUL 
INSIGHT
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THE SECOND
MOST PROFITABLE

Charge different prices to different 
customers based on their WTP

PRICING DECISION:

ADOPT
PRICE SEGMENTATION
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PRICE SEGMENTATION
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DIFFERENT WILLINGNESS TO PAY
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PRICE SEGMENTATION
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Transaction informationCustomer 
characteristics

Behaviors

HOW TO SEGMENT BY PRICE
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PRICE SEGMENTATION USING PRODUCTS

Versions across market 
segments

GBB within market 
segments
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PRICE SEGMENTATION IS THE SECOND MOST 
PROFITABLE PRICING DECISION YOU CAN MAKE

IMPACTFUL 
INSIGHT
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TRANSFORMING COMPANIES AND CAREERS

CAREERSCOMPANIES

We offer Guidance for Pricing Success 
programs to help your people master 

value at three levels: 

Products

Team

Culture

We offer education and coaching on 
value and pricing leadership to help 

you get promoted.

Online courses

Office hours

Community

www.ImpactPricing.com www.ChampionsofValue.com
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SPECIAL Until August 31

FIRST MONTH
$20

Use promo code: 20today

OFFER
Insider.ChampionsofValue.com

$100 per month (cancel anytime)
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