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Price is very obviously a fundamental component of your
marketing efforts. How we look at it is an issue with
which researchers are constantly wrestling. Our evalua-

tion of pricing and price reactions often plays a critical role in
how results are analyzed and understood. In brand or satisfac-
tion tracking we often incorporate pricing questions directed at
the affect on consumer purchase decisions or perceptions of
value. Our analysis pays deference to the intimate connection
of price to brand equity.

Understanding price elasticity by itself or in the context of
configuring a full product offering is truly where pricing
research becomes much more involved and intricate. The goal
of these kinds of research efforts is typically to identify a price
point, or range of price points, that allows us to maximize
demand while being sensitive to profitability and the related
costs-of-doing-business. The context can be a new category, a
new product within an established category, or a reconfigura-
tion of an existing offering. There's a point where we must
understand the impact price has in driving consumer interest.
While there is an open range of options for evaluating pricing,
in our experience Choice Modeling presents the most effective
and meaningful approach to actionable results. Since this is
both an interviewing and an analytic methodology, it offers
levels of rigor not readily captured in other ways.

Among the issues we've explored, those that come readily
to mind include…
� The role price plays in a consumer brand choice?
� Price differentiation by brand related elasticities?
� The optimal combination(s) of price and benefits?
� Price elasticities as they affect demand?
� The extent to which price affects brand migration?
Choice is a versatile tool for dealing with any of the many
issues surrounding price. By allowing consumers to be
exposed to realistic choice sets and adjusting for changes to
price/brand/benefit/packaging combinations in a fluid manner
we can test many different scenarios across your brand or
competitive offerings. We can achieve a highly accurate
picture of demand and thresholds of selection as we evolve
pricing structures, exclusively, or in conjunction with modifi-
cations to theproduct offering.
Choice Modeling is a tool and, as you'd expect, by itself rep-
resents only part of the equation. We see it as more critical
that there be a linkage with the ability to build a meaningful
and actionable analysis. The way we design the exercise is
paramount. To ensure that we answer all of your vital

business questions we consider such things as:
� Are we optimizing a full offering with price as one

element or is price the only changing factor,
� The price range we'll be using (we tend to recommend

a range broader than you might currently have in mind,
so as to extend the value of the research),

� If we should include a competitive set,
� The extent to which other variables should change

with different price points,
� If certain combinations must be excluded because they

are not market-viable, and
� How much education is required to allow for informed

choices (are we dealing with a newer, or a more estab-
lished category).

By factoring each of these into the design, we can achieve an
analysis that is both actionable and easily understood. Over
time we've approached the reporting of both pricing and more
robust choice models from a variety of angles. In doing this,
we've arrived at a technique that has proven to be effective at
balancing the need to get the greatest insight possible from
the research with the need to present an often complex and
intricate set of data in a way that is accessible to all of the
stakeholders, regardless of their experience with choice
modeling.
These efforts have ultimately led us to an analytic approach
that we call "layering" which evolved based on the following
point-of-view:
� Our analysis needs to be based first on the variables

that are most critical to your targets' decision process-
es and the elasticities around each of those variables,

� That existing scenarios should serve as a benchmark
for how we approach hypothetical market situations,

� That building a more appealing product requires we
explore scenarios guided by a hierarchy of drivers and
elasticities

� Our final recommendation(s) should be built around a
balance of anticipated market response, coupled to
your costs-of-doing-business.

We have worked diligently at achieving this balance because
it’s our experience that having the most appropriate tool for
the job is only half of the battle. With that it is critical that we
ensure results can be properly communicated and readily inte-
grated into your business.
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