
 
 

Give to AgEcon Search 

 
 

 

The World’s Largest Open Access Agricultural & Applied Economics Digital Library 
 

 
 

This document is discoverable and free to researchers across the 
globe due to the work of AgEcon Search. 

 
 
 

Help ensure our sustainability. 
 

 
 
 
 
 
 
 

AgEcon Search 
http://ageconsearch.umn.edu 

aesearch@umn.edu 
 
 
 

 
 
 
 
 
 
Papers downloaded from AgEcon Search may be used for non-commercial purposes and personal study only. 
No other use, including posting to another Internet site, is permitted without permission from the copyright 
owner (not AgEcon Search), or as allowed under the provisions of Fair Use, U.S. Copyright Act, Title 17 U.S.C. 

https://makingagift.umn.edu/give/yourgift.html?&cart=2313
https://makingagift.umn.edu/give/yourgift.html?&cart=2313
https://makingagift.umn.edu/give/yourgift.html?&cart=2313
http://ageconsearch.umn.edu/
mailto:aesearch@umn.edu


Perspectives in Pricing 
How the Retail Grocery Industry Views Pricing 

 
Jon Hauptman, Partner 

February 19, 2015 

Copyright © Willard Bishop, 2015. All rights reserved. Any logos, design marks, company names or 
product names contained herein are the sole property of their respective owners. 



Pricing Today 
 

Future Trends 
 

Risk Mitigation 



EDLP              Hybrid-EDLP              Hi-Lo       Hi-Lo/Personalized 
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The Pricing Continuum 



Shopper perceptions of Total Store Differentials  
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IMPERCEPTIBLE                                    PERCEPTIBLE 

TIPPING 
POINT 

Shoppers develop their price image of you: 

• Largely at a basket-level 

• Over time and different shopping trips 

Understand Pricing “Tipping Points” 

Tipping Points vary based on value delivered 
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Everyday  
Shelf Prices 

Promotional 
Offerings 

Known-Value 
Item Prices 

Per Unit/ 
Value Prices 

Merchandising 
Price  

Communication 

SIX DIMENSIONS OF PRICE IMAGE 

1 2 3 

4 5 6 

Pricing Strategy Based on Perceptions and 6 Dimension Framework 
Price Strategy and Communication  

A strong offering in each of the six dimensions maintains a favorable price image, which encourages the 
consumer to shop the store more intensely and spend more on each store visit. 



Price Communication is as Important as  
Actual Prices 
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Price Transparency 
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• Faster Competitive Insight 

• Easier Price-Matching   

• Accelerated Impact   

• Forced Differentiation 

• Empowered Retailers 

• Polished Prices 

• Empowered Shoppers 

• Richer Insights 

 

Ubiquitous pricing means retailers will have to better align their price 
offerings in order to engage the digitally-connected shopper 



Connecting Price with Branding 
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Offers & Promos 
Engagement & 
Social Selling 

Branding/Image 
& Recipes 

Experiential 

SEO (Future Uses) 



Price Candidate List 

Retailer Priorities/Strategy  

(Revenue, Profit, etc.) 

Elasticity Models 

Advanced Analytic  

Promotion Engine 

Recommendations 

for Cover and Inside Pages 

Merchandising 

Management 
CM Team 

Review and 

Approve 

Recommendations 

Vendor Contracts 

? 
What-Ifs 

$ 

WITH and WITHOUT LOYALTY DATA 

Relevancy Scores 

Big Dig Data Meets Promotion Optimization 
Predictive and Prescriptive Analytics 

9 



Pricing Today 
 

Future Trends 
 

Risk Mitigation 



Limited Assortment Stores  Cost-Plus Stores 
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1. New Formats 



2. Offer Value Choices 
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3. Smooth-Out Rough Edges 
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Are Your Prices Upside-Down? 

Avoid Peaks and Valleys 



4. Craft Message 
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5. Define Ways to Save 
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6. Tell a Quality, Value-Oriented Story 
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7. Start with the End in Mind 
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8. Wow Your Shoppers 
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Low Price and High Value 



9. Simplify Your Values 
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10. Guarantee It 
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11. Deliver Unique Values 

21 

Two Buck Chuck Bob 



12. Clip It 
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13. Cross Pollinate 
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Leveraging website to 
highlight Twitter and 

Facebook feeds 



Additional Sources 
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• LinkedIn (follow us for continual updates) 

• Willard Bishop Blog (willardbishop.com) 

• Competitive Edge (monthly thought-leadership publication) 

 


