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– Monadic Pricing Evaluations –

If the number of price-points being considered is relatively few and a competitive 

context is not essential, a monadic approach may be best. A monadic design calls 

for testing concept acceptance at specific price-points using matched independent 

samples. 

The monadic approach ensures that responses are unbiased since only one price-

point for the product concept is being shown to each individual respondent, and it 

represents a realistic exposure to the product since the concept can include all 

marketing elements in addition to the price.

Price sensitivity is then assessed by comparing concept acceptance across the 

independent samples, where each sample evaluated a different price-point of 

interest. This ensures unbiased, clean reads on pricing sensitivity for the price-

points of interest to our clients.
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– Gabor-Granger Methodology –

In this method, respondents are presented with a product concept at a specific 

price and asked if they would buy. The price is changed and the consumer is again 

asked if they would buy or not. This continues systematically until the consumer 

indicates they would not buy.

Analysis of these results yields market projection for product demand across price-

points. This demand curve can be used to estimate expected revenue and discern 

profitability at selected price-points in order to arrive at an overall optimal price. 

Gabor-Granger may have limitations in some instances and should be considered 

for one product in isolation, when learning about the competitive context is 

unnecessary.
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– van Westendorp Model –

Also referred to as the Price Sensitivity Meter, this pricing model has been widely 

used to both understand new price positioning for novel products (when no 

benchmark exists) and to gauge optimal pricing with existing products. Developed 

in the 1970s by Dutch economist Peter van Westendorp, the model calls for 

consumers to be asked four specific questions about the price of a product (what 

price is: a good bargain, getting expensive, so cheap you’d doubt its quality, and so 

expensive you would not consider).

Responses to these questions lead to a graphical plotting, then points of 

intersection -- each with particular pricing implications (e.g., Point of Marginal 

Expensiveness and Optimal Price Point). This model can also be extended to 

include two additional questions to assist in projecting revenue, should that be 

desired. These four (or six) questions are very easy to incorporate into any survey.
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– Pricing and Conjoint Analysis –

When price is one of many variables being considered at the product development 

stage (i.e., final make-up of the product is still evolving), a conjoint analysis design

may be best. The key tool resulting from a conjoint model is a simulator, which 

allows for numerous product configurations to be assessed and the ability to 

conduct sensitivity analysis in gauging the impact of differing price levels. 

Additionally, conjoint modeling will identify optimal levels within all features 

evaluated and provide insight as to whether new features or lower prices is more 

compelling to consumers. In using conjoint, price is being assessed in the context 

of developing the overall product. Note that conjoint results are derived from 

consumer ratings of intent as opposed to the more realistic tasks of consumer 

choice offered in a discrete choice design.
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– Pricing and Discrete Choice –

A discrete choice design is ideal for examining price sensitivity when other 

product features are largely decided and the primary need is determination of 

market share in various competitive pricing scenarios.

Discrete choice presents consumers with choice tasks that more closely 

resemble an actual purchase situation. Consumers are presented several sets of 

products (or services) and asked to choose between the offerings in each set, 

where each set differs in term of competitors and price levels offered.

The offerings presented to consumers in each set are determined via 

experimental design to enable development of a choice model representing the 

market, though simplified to a degree since it is not possible to completely 

account for all market forces. Note that variables external to those in the study 

can be built into the model to address some presumed market forces.
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The model and resulting simulator allow for anticipated future market pricing scenarios to be easily 

constructed and evaluated (sensitivity analysis), enabling a better understanding of market 

behavior in response to product and price level decisions.
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