
Money Can Make or Break You
How to determine the optimal pricing research 

methodology for your offering

Automating Curiosity



Pricing in Flux
Economic turbulence and challenges 

➔ Labor shortages

➔ Global supply chain disruptions

➔ Inflation

➔ Rising housing costs

➔ Dynamic and chaotic pricing



Cutting Through the Noise
SightX surveyed a US-based sample of 600 respondents, coming from representative age 
groups, gender identities, ethnicities, and income levels. 

➔ Understand consumers current levels of price sensitivity 
and their overall economic outlook.  

➔ Find out how consumers are combating rising prices due 
to supply chain disruptions. 

➔ Test the pricing of a fictional calming supplement using 
conjoint analysis, Gabor-Granger, and Van Westendorp 
methodologies. 



Key Findings
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Key findings

Ways in which consumers are cutting back



Supply chain anxiety
Confirmed with Qualitative data

Respondents most frequently reported feeling anxious, 

fearful about inflation, and a looming sense of 

dread when considering the current price hikes.
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Key findings

Consumer Cost-Cutting by Sector
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Price Testing Methodologies
Which one to use when????



Promotion VS Prevention



Van Westendorp 
Van Westendorp determines a lower threshold, upper threshold, and optimal 
price point for your offering. It accomplishes this by asking 4 simple questions: 

➔ At what price would you begin to consider the product so inexpensive that 
you would question the quality and not purchase it? 

➔ At what point would you think the product to be a bargain? 

➔ At what price would you say this product is starting to become expensive, to 
the point that you’d have to give some thought to buying it? 

➔ At what price point would you consider the product to be so expensive that 
you wouldn’t consider buying it? 



What We Did: 
➔ Using our fictional calming supplement, we asked 

respondents the four questions necessary for a Van 
Westendorp analysis. 
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Gabor-Granger

➔ This method allows you to find the maximum price customers would be 
willing to pay for your offering.

➔ Ask respondents if they would purchase your product at “X” price, 
presenting them with a subsequent higher price every time they say 

yes. 

Monadic Sequential Concept Testing



What We Did: 
➔ Using the same fictional calming supplement and 

sample, we surveyed respondents on whether they 
would consider buying the product at a price point 
of $20, $30, or $35.



Conjoint Analysis
This technique will help you understand the rules that customers 
explicitly (and implicitly) use in their decision-making process. 

➔ Expose consumers to multiple product components shown in various 
combinations, each with different pricing. Once the data is collected, the 
subsequent analysis will show you what features consumers value the most 
and the price(s) they are willing to pay for them. 



What We Did: 
➔ Using the same fictional calming 

supplement and sample, we ran a 
conjoint analysis to find the partworth 
of each feature and price point, along 
with the overall importance of 
features and pricing. 



1. The anxiety about prices is real. So do your research!

2. Price and Messaging are intertwined.

3. Van Westendorp and Gabor-Granger mostly lead to similar 
outcomes, if the price ranges are realistic

4. Conjoint is most powerful when focused on features.

Takeaways:




