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0 How to price: In a Recession (47
TR F BRI

® Introduce Lower-Priced Versions (¥ » < h& &3] £ )

= To defend the price of existing offerings while attracting budget shoppers, create
bargain versions. For its 2011 lineup, Harley-Davidson Is introducing the

SuperLow. The aim: to allow “even the most budget conscious rider to own a
Harley-Davidson.”

® Use Promotions to Avoid Price Drops (4% &4 m 2% § )

= Instead of reducing nightly rates, Disney resorts offered promotions such as “Buy
4 Nights, Get 3 Free.” This type of deal lowers the effective cost without

changing the advertised nightly rate—a form of discounting that avoids devaluing
the brand in consumers’ minds.

® Adapt Products to Maintain Affordability (# &2 &p % & 3%E )

= Companies in many categories, including peanut butter, juice, cereal, and soap,
faced higher costs and so decreased product size or volume. This strategy

increases the price per unit but maintains the overall sticker price—the one
consumers are more apt to notice.

® Unbundle Services and Add Extra Fees (#-& 537 )

= As travel demand dropped, airlines added fees for telephone reservations, luggage,
meals, and preferred seats. This allowed them to advertise low prices and attract

price-sensitive customers while earning higher profits from travelers willing to
pay a premium.
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ow to price: In a Recovery (/7
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® Withdraw Recession-Pricing Tactics (#t¥ & § T iFrde i i &)
= Tide Basic, launched in 2009, cost 20% less than regular Tide. P&G withdrew it in
2010 as regular Tide began regaining market share in the U.S. Similarly,
restaurants like Ruby Tuesday have begun cutting back on price promotions and are
maintaining growth.
® Introduce New Premium Products (& 4! { B Féeh g &)

= As the economy picks up, take advantage of consumers’ willingness to splurge.
Panera recently sold a lobster roll for $16.99. Concert promoters are offering VIP

gackages with more features; for example, last year one Bon Jovi package sold for
1,875.

® Increase the Price of Regular Products (& 8 2 &% & > & 3P i F])

= When you raise prices, it’s important to tell customers why. Some common reasons:
“Our costs are rising” and “During the recession, we lowered margins to help
customers.” Last fall Kraft, General Mills, and McDonald’s all announced price

increases.
® Offer New Ways to Experience Luxury (# #&#72 &/> ;N BAE Z %)

= JetSuite customers can now take a four-person private plane from Van Nuys,
California, to Las Vegas for $999. Ritz-Carlton has a “Resort Reconnect”

promotion targeted at couples who are feeing flush enough to resume vacationing at
upscale resorts.
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