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Study Results 
Our recent study with around 40 pricing decision makers on the introduction of new pricing 
software implies the following 3 main results: 

30% of companies want to implement within the next 24 months 
The usage and implementation of pricing software is a relevant topic for many 
companies: Almost half of the participating companies already use pricing software and 
another 30% of them plan the implementation within the next two years (see figure 1). 

Figure 1: Software used and software implementation planned 
 
Selecting the right software solution is challenging 
Companies expect significant positive impacts on profitability and process efficiency 
from the introduction of a pricing software. As companies want to evaluate software 
offers against various commercial and functional aspects, keeping the selection process 
effective and efficient becomes a challenge (see figure 2).  
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Satisfaction results from support 
Companies that have already implemented a pricing software show generally high 
levels of satisfaction with the solution and the implementation. They underscore the 
importance of a clear understanding of their own requirements and a structured 
change management for the overall success – even if that may require additional 
external support for some time (see figure 3). 
 
 

 
Figure 3: Satisfaction and proceeding of implementation 
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What to do now, if you are planning to implement a new pricing 
software? 
Following the results of the study, three main steps should be taken in order make your pricing 
software implementation a success story: 

 

1. Rethink your pricing first 
In many cases, it is not enough to simply buy a pricing software and hope that it will 
solve all your problems in pricing. Some of our software vendor colleagues exactly 
describe this phenomenon. Often the question of an optimal pricing system is asked, 
to which the answer can only remain vague: "It depends" - and that is exactly what it is 
all about: You need to define first what your optimal pricing should look like and which 
rules should hence be followed. 
This is a selection of typical questions that would have to answered first: 
 Should a distinction be made between fast movers and slow movers? 
 What role do regional differences play? 
 Should prices be (internationally) harmonised? 
 How should prices be differentiated across customers? 
 What dynamics should my pricing have?  
 How should prices be differentiated across channels? 
 etc. 

For each of these questions, you will have different options to opt for. This can make 
designing your future pricing very complex and bewildering. A great tool to structure                           
and visualize the options and choices is a morphological box, outlining key dimensions 
of your price model and the options for each dimension (see table 1). 

 

Figure 4: Morphological box 
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2. Select the right pricing software provider 
The aim is to obtain a detailed overview of potential pricing system providers that 
reflects the strategic requirements of the stakeholders involved. Therefore, the 
potential providers have to be evaluated based on the requirements analysis and with 
the support of the pricing experts. 
 
The requirements for the new pricing software are defined in workshops with all 
relevant stakeholders. System providers are reduced to the top providers by a 
systematic evaluation scheme. These are then evaluated in more detail using a scoring 
model and a recommendation is derived. The scoring model should take into 
consideration experiences of reference customers of the TOP3 pricing software 
providers. The recommendation is discussed and a decision is made (see figure 4). 
 

Figure 5: Assessment process / funnel 
 

3. Manage the change 
By this stage, you are likely to plan significant changes to your pricing practice and to 
the working environment of your sales, marketing and pricing team. In order to ensure 
acceptance and real operational implementation, you will need a structured change 
management process focusing on the key tasks in the change process (see figure 5): 
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Figure 6: Change Management and Software Implementation Streams 

 
        Conclusion: 
The one-time costs and license fees of pricing software mean significant investments for 
companies. In order to implement the software successfully and not to turn it into a million-
dollar grave, it is recommended to update the pricing logic first, to then select the right 
software vendor, to finally use the time needed for the technical implementation of the 
software to systematically manage the required change within the organization.  
 
EbelHofer Consultants support their clients on their way to market and customer orientation 
in sales and pricing. We are happy to assist you along the entire software implementation 
process – from rethinking your pricing, over selecting the right solution to managing the 
change. 
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