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Your costs
(financial objectives)

value-based  
pricing

Value 
SOUGHT

Value 

OFFERED

Competition /

marketplace







D
em

an
d

Price

80

120

Income = price x demand

£10 x 100 tickets = £1,000

100

£10 £12.50£7.50

Extra demand (also 
generates more income) 
£7.50 x 20 tickets = £200

Additional 
income 

from those 
willing to 
pay more

£2.50 x 80 
tickets = 

£200



Price 
break

Price

/Difference
+%

I £50

£10 25%

II £40

£8 25%

III £32

£7 28%

IV £25

£10 67%

V £15

£5 50%

VI £10

- -

Price 
break

Price

/Difference

I £50

£10

II £40

£8

III £32

£7

IV £25

£10

V £15

£5

VI £10

-

Price 
break

Price

I £50

II £40

III £32

IV £25

V £15

VI £10



Value is an exchange of money, time and emotional commitment 

for utility, or satisfaction of needs, wants, desires



Inventory

(Admissions)
Product

Date / Day / Time
Seat Location

Customer Behaviour
Frequency
Party size

Sales Channel
Time of Booking

Conditional Purchase

Added Value
(Ancillary)
Priority Access
F&B packages

Bundled merchandise

Demographics
Youth/Senior/Student

Unwaged
Disability/Carer
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$15

$25

$35

$45

$ Drink Deal

$ Seat Upgrade

$ Free Program













Consider Price Thresholds and the Psychology of Round Numbers



Sutherland, S. ‘Irrationality’, Pinter & Martin, 2009, p.18
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