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MOST PROFITABLE

PRICING DECISION:

ADOPT VALUE
BASED PRICING

Charge what a customer
is willing to pay (WTP)

Cost=$20

WTP =$100

Price=27?

Cost=$50

WTP =$100

Price=27?

Cost=$75

WTP =$100

Price=27?

Cost=$150

WTP =$100
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IMPACTFUL
INSIGHT

VALUE BASED PRICING IS THE MOST
PROFITABLE PRICING DECISION YOU CAN
MAKE

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 VALUE RELATIVETO A DIDYOUPUTITIN
PROBLEM? COMPETITOR? DOLLARS?

IMPACTFUL
INSIGHT

FEW PEOPLE UNDERSTAND THEIR OWN VALUE
AND THEY HAD TO WORK HARD TO LEARN IT.
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WHAT IS VALUE?

€ Back 1o home page | Listed in category:  Collectibes > Souvenirs & Travel Memorabiia > United States > New York

Jar of Air from Williamsburg, Brooklyn
A 6 viewed per hour

ltem  New
condition:

Timo left: 3 21h Suurcy 1220M

Staring bis: US $69.00 [Obids ]

pree US$190.00 [N

© Addtowatch list

Shipping: $3.54 Standard Shipping | see details
ftom ocation. Brookiyn, New York, United States
s to: Workdwide

VALUE IN USE VALUE IN CHOICE

VALUE MEANS WILLINGNESS TO PAY

9

TYPICAL BUYERS VALUE JOURNEY ©

WILL I? WHICH ONE? PURCHASE
L
b

&
Value in use Value in choice Most purchases
Solve the problem Compare alternatives go through
In the budget? Best bang for the buck both decisions
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WILL 1 AND WHICH ONE

11
BUYERS VALUE JOURNEY
WILL I? WHICH ONE? PURCHASE
%"
o
Less price sensitive Very price sensitive mail:eyt?gi h";:;:’éns
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WILL I? Qj

1S PURCHASE
A competitive ) W

alternative was

not considered & )

Buyers are much less
price sensitive

WHEN BUYERS ONLY MAKE WILL | DECISIONS

o
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RECOGNIZING WILL 1 OR WHICH ONE?

Coke at
McDonald’s

Apple Garmin

Podcasting
watch Smart watch

microphone Tattoo

WAS A COMPETITIVE ALTERNATIVE CONSIDERED?
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IMPACTFUL
INSIGHT

VALUE IS WHAT A BUYER IS WILLING TO PAY.
ITIS EITHER VALUE IN USE OR VALUE IN
CHOICE.
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THE SECOND

MOST PROFITABLE
PRICING DECISION:

ADOPT
PRICE SEGMENTATION

Charge different prices to different
customers based on their WTP
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PRICE SEGMENTATION

PIC[.,’ p ‘M‘-\
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DIFFERENT WILLINGNESS TO PAY
g
W Di h
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PRICE SEGMENTATION
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HOW TO SEGMENT BY PRICE ¢
o ©
2
Customer Transaction information Behaviors
characteristics
20
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PRICE SEGMENTATION USING PRODUCTS ©

Versions across market
segments

GBB within market
segments
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IMPACTFUL
INSIGHT

PRICE SEGMENTATION IS THE SECOND MOST
PROFITABLE PRICING DECISION YOU CAN MAKE

22
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TRANSFORMING COMPANIES AND CAREERS

COMPANIES CAREERS

We offer Guidance for Pricing Success We offer education and coaching on
programs to help your people master value and pricing leadership to help
value at three levels: you get promoted.

Products Online courses

Team Office hours

Culture Community

www.IlmpactPricing.com www.ChampionsofValue.com
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SPECIAL
OFFER

$ 2 0 - Insider.ChampionsofValue.com

FIRST MONTH

Until August 31

- $100 per month (cancel anytime)

Use promo code: 20today
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