Pricing Model: Personal Care Product
Business goal: Determine Optimal Pricing For A Product
Research objectives:

« What price will generate the highest dollar volume?

» How elastic is the price?

Analytical Approach:

» Van Westendorp and penetration/revenue modeling
Sample of Results:

Podhurst Associates
Marketing Research Consulting

Van Westendorp Price Elasticity Model: Product 1

100
B - - $
-~
80 N Puc | 2,10
o RN Marginat
% ~ Cheapness)
g BN PME
8 60 w,\ (Point of 3.25
2 Marginal
& \IDP Expan;ig\‘r;:essl
N OPP
40 AJ (Optimum Price 2.50
A\ Point)
LD oP | 2.90
= == =g (Indifference
20 e = Price Point)
~ Tt RAP | 115
-~ (Range of
g Acceptable
0 Pricing)
$2 $2.25 $2.50 $2.75 $3.00 >$3.25 $3.50 $3.75 $4.00

|—D— Cheap —— Expensive — — Doubt Quality —— Too expensive to consider

Penetration

70%

60%

50%

40%

Penetration/Revenue Model: Product 1
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