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Intro

COMATCH is one of the world’s leading 
access points for business expertise. The 
network consists of more than 9’000 
management consultants as well as 
industry experts and covers all 
industries. This report was generated 
based on contributions of consumer 
goods experts that help clients in 
shaping the future of this industry.
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Hot topics and expert statement

In our monthly Hot Topics survey, we 
ask more than 200 experts from our 
network about recent developments 
and rising topics.
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Channel price consistency

Pricing organization build-up

Price monitoring and analytics tools

Dynamic e-commerce pricing based on 
customer’s willingness and ability to pay

Brand portfolio pricing strategy
(e.g. setting the value of each brand according to its role in the portfolio)

(e.g. purchase history or location)

(e.g. for promotion controlling or quick win and leakage identification)

(e.g. central resources for steering and local resources for market analysis)

(e.g. by cutting down complexity and controlling own direct-to-consumer 
channels)
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Pricing becomes a must-have for all who want to be 

competitive in their segments. Consistency in 

omnichannel and dynamic pricing in e-commerce is 

already a challenge but, in my opinion, their role 

will become more important in the future.

Maciej is an experienced consultant and pricing expert in the consumer goods 
industry



Expert interview

We have asked four 
questions to a consumer 
goods expert from our 
network on how to become 
a pricing champion..

How is the role of pricing currently 
changing in consumer goods?

Times are over when a pricing strategy only
meant determining the final price, either cost-
plus or based on gut feeling. Nowadays,
pricing is embedded in a broader strategic
context. Especially, the role and value of the
product in the context of the entire portfolio
are becoming increasingly important. Today,
pricing models are viewed as a key enabler for
customer loyalty. Effective examples are
approaches like “Shop for 100 EUR and get a
coupon for your next checkout” or the famous
razor-and-blades model where a customer is
lured with a low entry price and money is
made over the lifecycle.

Strong consumer goods brands are the ones
that succeed in offering a unique customer
experience. Here too, a well-chosen pricing is
a key factor for success. This means
acknowledging that most customer journeys
are omni-channel, e.g. the buying decision is
made offline and the actual purchase happens
online. Those brands need to make sure that
prices are consistent across channels – but not
necessarily the same. In this case, offline shops
de facto support online sales. Until recently,
the effectiveness of the sales network was
assessed in isolation. Some companies have
cut down on the offline sales network, which
very often turned out to be a mistake.

What are the basics for successful
pricing?

It must be clearly said that there is no one-fits-
all solution for successful pricing. Some things
that work well in one segment, may destroy
value in others. This is because competition or
consumer behavior follow a different logic or
simply change over time.

As a consequence, pricing has to be part of
strategic management. It’s key to focus on
how the market will look in the future. This
includes products and substitutes that already
exist or may appear going forward. Things are
changing much faster than 10, 15 years ago.

A crucial basis to achieve this is a dedicated
pricing unit. It should be independently
located in the company's structure – and have
full support from the board. Pricing should
definitely not be part of product marketing or
business controlling – a situation I
unfortunately experience quite often. A close
exchange between those two departments
and pricing is however crucial.

A prerequisite for good pricing is the smart
usage of data. Although it exists in all
organizations, it is often not properly used for
pricing decisions. The pricing team is
responsible for regular number crunching to
identify leakages and monetization potentials.

What differentiates pricing 
champions in consumer goods from 
less successful players?

First of all, pricing champions fully
acknowledge the power of this lever.
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Expert interview

They have a consistent pricing strategy. This
needs to be aligned with the portfolio
architecture and the brand positioning, also on
an emotional level. In the next step, pricing
approaches have to be determined across
sales channels, allowing them to remain
effective, avoiding cannibalization and
frustration of customers. As customer behavior
gets and more difficult to predict, this needs
careful analysis.

The only way to make these decisions are big
data tools. They allow quick reactions when
market conditions are changing. As almost all
customer feedback is nowadays tracked, price
perception can be assessed in a much more
detailed way than a few years ago. Pricing
champions search and find opportunities on
this basis to increase the overall profitability.
Of course, pricing changes need careful
testing, either in small market segments or lab
experiments.

What are the basics for successful
pricing?

The rise of data-based decision-making also
means the rise of pricing. Pricing will no longer
be a "nice to have", it will become a key
priority. This also includes non-global
organizations with a rather small portfolio and
straightforward channel mix.

Artificial intelligence and smart decision-
support tools will help pricing professionals to
manage smallest customer segments, and even
create microsegmentation. This may result in
creating dedicated offers or promotions to a
small group of people, combined with tailored
smart up-sell and cross-sell opportunities.

This will eventually enhance the customer
experience and build brand loyalty.

Maciej is an experienced consultant and
pricing expert in the consumer goods and
telco industry
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Tone from the markets
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Over the past 5 years, COMATCH has conducted projects in 
more than 50 countries. In the following, our regional senior 
management comments on the state of the industry.

What are the pricing trends in your region?

Will Jones

Senior Manager 
Business Development

w.jones@comatch.com
+44 (0) 7951119488

Sven Merten

Managing Director US

s.merten@comatch.com
+1 (917) 767 7630

Céline Darmont

Manager 
Business Development

c.darmont@comatch.com
+33 6 61 98 78 13

Daniel Brusch 

Senior Manager 
Business Development

d.brusch@comatch.com
+49 (0) 162 2683 076

Customized pricing allows 
brands to better capture the 
value of products.

More and more clients are 
recognizing the top line 
impact of good pricing.

Consumers want fair prices 
no matter where they shop: 
this is why consistency is key.

The monetization 
opportunities have increased 
massively through 
digitization.

Germany

France

UK

US



COMATCH consultant profiles
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COMATCH is globally one of the leading marketplace for 
independent consultants and industry experts. The network 
consists of more than 10,000 hand-picked professionals that 
are covering a wide range of expertise.

COMATCH’s experts in pricing for consumer goods

Keshia Fredua-Mensah

Manager Consultant 
Relations 

COMATCH pricing projects go beyond 
a concept. Our consultants work 
closely with client teams until go-live.

FOCUS BACKGROUND
• Strategy & Operations

• Pricing 

• Supply Chain Management

• A. T. Kearney

• Accenture

• BearingPointDavid

Monica

Ryan

FOCUS BACKGROUND
• Pricing

• Competitive Analysis 

• Go-to-Market Strategy

• Accenture

• L'Oreal

• Victoria's Secret

FOCUS BACKGROUND
• Dynamic Pricing

• Digital Transformation

• Competitive Positioning

• Mastercard

• American Airlines

• Dozens of Startups & small Businesses



How to work with us
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Do you want to talk to
a COMATCH expert? Schedule a call

Fill in project briefing
Complete the project briefing online or call us. Your 
account manager will gladly discuss project details 
with you. (duration approx. 15 minutes)

Receive candidate proposals
You will receive two to three suitable candidate 
profiles within 48 hours. In addition, you can get to 
know the candidates personally in an interview.

Complete contract online
Once you have chosen one or more consultants, we will 
prepare the contracts. Everything is done online.

Focus on project work
You can focus on the content and we will handle the 
administrative tasks, such as time recording, invoicing, 
and feedback.
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SATISFIED CLIENTS

https://meetings.hubspot.com/w-jones



