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You know you’re priced right 
when your customers complain 
- but buy anyway.

John Harrison

More than ever before, companies must keep abreast of developments in 
the field of pricing to be able to offer the best value to their consumers and 
to strategise pricing decisions that increase market share and profit margin.
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Gain Insights into Best Practice Strategies and Techniques 
Including:
•	 Factoring consumer psychology into pricing models and promotional offers
•	 Strengthening customer trust by synergising omnichannel pricing strategies 
•	 Establishing cohesive pricing strategies that are in-line with current 

customer expectations
•	 Optimising product availability and pricing to foster top-line growth 
•	 Differentiating your value proposition through harnessing intelligent 

software that enables greater customer retention 
•	 Analysing pricing metrics through Demand Curve graphs to determine a 

best-fit approach to pricing 
•	 Leading and innovating your organisation’s pricing practices through 

benchmarking and discussion

“The presenters were extremely strong and high quality.”
Viva Energy

“Good representation of different industries showing some invaluable 
knowledge beyond just pricing a product.”
Suntory Coffee

“Presenting a wide variety of industry experience.”
AustralBricks

“Workshop was good, day one was a little genius.”
Caltex

“Good presenters.”
Bunnings

“Very organized event; great networking forums.”
Coca Cola Amatil

“Great workshop - range of topics covered.” 
Newscorp

“Great practical examples.”
Blackmores

“Good mix of external presenters, great combination of content 
and insightful case studies which provide an understanding on 
how other companies work on pricing and what tools they use.” 
Philip Morris 

“This conference provided networking opportunities and great 
group discussions as well as insights of challenges and best 
practice across different industries.” 
Volvo

Testimonials from Past Attendees from Similar Events:



Day One

Thursday 12th September 2019

0815 Registration and Coffee 

0845 Opening and Welcome Remarks from the Chair
Gary Hubber General Manager Pricing and Analytics
Toll Group

0855 Meet & Greet
In this five-minute session, delegates are encouraged to get to know their 
peers and exchange business cards 

0900 Case Study:
Optimising Product Availability and Pricing to Foster Top-Line 
Growth through Best Practices in Revenue Management
•	 Paradox of choice: Grasping the full extent of customer options through 

detailed analysis across different booking channels
•	 Prioritising bookings which encourage top-line growth while integrating 

consumer sentiment 
•	 Selecting external factors such as online reviews and social media 

conversations around your product to keep track of which would impact 
Willingness-To-Pay (WTP)

•	 Right Customer, Right Time, Right Price: Optimising distribution channels for 
increased demand and revenue 

•	 Market Trends: Industry trends and tools that are making a difference in 
revenue management 

Muhammad Zeeshan Director of Revenue Management
Four Seasons Hotel 
Revenue Management Employee of The Year 2017 - Tourism 
Accommodation Australia (Victoria) Accommodation Awards for Excellence

0945 Case Study: 
Influencing Customer Buying Decisions through Behavioural Pricing 
Strategies that Increases Customer Lifetime Value (CLV)
•	 Determining customers’ Willingness-To-Pay (WTP) by differentiating pricing 

based on customer value perception
•	 Leading portfolios with a lean approach and utilising price laddering to 

guide customers to more valuable products
•	 Analysing product combinations from sales data and increasing cross-

selling via bundling 
Sumaiya Ahmed Strategic Revenue Director
Mars

1030  Coffee and Networking Break

1100 Case Study: 
Pricing Bundles in the Digital Age - Harnessing Intelligent Software 
to Customise Bundles for Higher Perceived Value and Rapid 
Inventory Movement  
•	 Examining bundle purchase data in past sales to determine the right pricing 

strategy moving forward
•	 Testing different bundle offers to identify trends and demand patterns
•	 Ensuring your inventory management system is sophisticated enough to 

adapt to different product configurations
•	 Personalising a static homepage with analytics that promotes individualised 

purchasing suggestions
•	 Leveraging the right intelligent software to compete in the digital age
Preet Toki Commercial Pricing Manager
Nufarm 

1145 Case Study:
Mastering the Subscription Economy through Pay-As-You-Go 
Pricing Models 
•	 A seismic shift in growth strategies: Is a subscription-based pricing strategy 

the way forward for your business? 
•	 Moving towards a subscription-based pricing structure while reducing 

customer churn 
•	 Driving specific buying behaviours through applying tiers, discounts or 

metering in your subscription model 
•	 Powering through the initial drop in revenue when switching over to 

subscription-based pricing models for long-term payoffs in customer loyalty
•	 Segmenting customers into transactional and negotiated categories for 

better pricing customisation
Sumit Chakravarty Senior Trading Manager, Digital Commercialisation
Newscorp

1230 Networking Luncheon

1330 Case Study:
Omnichannel Retail Pricing Strategies that Build on Customer Trust 
and Loyalty 
•	 Pros and cons of channel-specific versus omnichannel pricing strategies 
•	 Structuring omnichannel pricing while taking into account the unequal 

operational costs of different channels
•	 Leveraging unique pricing opportunities across different channels i.e. 

seasonal pricing and channel-based promotional pricing  
•	 Boosting sales in specific channels by channel-specific loyalty programmes 
Gary Hubber General Manager Pricing and Analytics
Toll Group

1415 Case Study:
Predicting Customer Behaviour through Data Analytics for Pricing 
Model Innovation
•	 Leveraging the increased connectivity of the digital age to fully understand 

customer motivation 
•	 Applying patterns from behavioural data to enhance personalised 

pricing models
•	 Strategising pricing models for new product launches via data analytics and 

consumer psychology
•	 Re-launching remodelled products: Testing different price points and 

packages for familiar consumer segments
Wayne David National Pricing Manager
Spotless Group
Topic To Be Confirmed

1500 Coffee and Networking Break

1530 Case Study:
Collaborating and Driving Engagement within Sales Teams to 
Strengthen Pricing Negotiations With Clients
•	 Collaborating with sales teams to co-create the right pricing tools which 

increases access to granular consumer data 
•	 Building confidence in your sales team through training and engagement 

with managers 
•	 Holding regular meetings and reviews to benchmark individual team 

member’s progress against revenue and margin objectives 
•	 Mobilising and motivating your sales force through a hybrid approach 

of standard, multi-tiered incentive plans and Performance Improvement 
Plans (PIP) 

Hoang Nguyen Pricing Manager
Winc (Formerly known as Staples) 

1615 Case Study:
A Slice of the Billion-Dollar-Pie – Maximising Revenue on Shopper 
Holidays such as 11.11 and Black Friday 
On 11th November 2018, Alibaba racked up USD 1 Billion in sales in the 
first 85 seconds of the 11.11 shoppers’ holiday. The digital era has increased 
interconnectivity and opened up access to new markets which moves sales 
in ways the industry has never seen before. This session will discuss pricing 
strategies to increase market share and revenue on mega shopper holidays.
•	 Building up to the day: Marketing campaigns that emphasise value and 

returns to customers
•	 Discounting-to-win: Preparing a promotional pricing strategy that doesn’t 

break bank
•	 Identifying opportunities to attract millennials and Gen-Y customers
•	 Funnelling millennials and Gen-Y customers into segment-specific platforms
•	 Establishing time-sensitive pricing promotions to discourage cart-

abandonment 
Speaker To Be Advised

1700 Closing Remarks from Chair and End of Day One



WorkshopW

Friday 13th September 2019

Module One
Innovative Approaches to the Fundamentals of Pricing
•	 Aligning your pricing strategy to your company’s identity
•	 Promotional cycles and bundles – Types and approaches available 
•	 Analysing pricing metrics (i.e. demand curve graphs) to determine best-fit approach 

to pricing 
•	 Forecasting demand and optimising pricing for your products 

Module Two
The Right Value Proposition Could Make or Break Your Business 
•	 Rising above undercutting by presenting unique value propositions to your customers
•	 Honing in on your customer’s needs through data collection and analysis
•	 Segmenting customer markets to determine the right pricing approach and value 

proposition for each market segment
•	 Establishing an intact and high-integrity data pool for analysis and inferencing

Group Exercise
Identifying your Unique Value Proposition
In this breakout session, delegates will be assigned to 3-4 groups and discuss the following 
topics in an interactive group activity.
•	 Reviewing current brand positioning for different product categories and ensuring the 

image and pricing is aligned throughout your marketing process
•	 Identifying possible gaps between brand positioning and overall pricing and 

marketing strategy
•	 Question and Answer session with the trainer 

Module Three
Conducting Competitive Pricing Analysis to Map your Position Against Competitors 
•	 Identifying your competitors based on similar value propositions and price points on 

different channels
•	 Implementing pricing software that empowers your pricing team to identify trends in 

competitor pricing 
•	 Sieving through support threads, reviews and social media to further understand 

consumer motivation for selecting your competitors

Module Four
Innovating E-Commerce Pricing for Increased Profit Capture
•	 Deciding the best approach to pricing on different channels: Omnichannel versus single 

channel pricing strategies
•	 Factoring shipping and logistics into your pricing strategy
•	 E-commerce promotional pricing – Innovative promotional strategies that discourage 

cart abandonment

Group Exercise
Identifying Possible Competitors and Methods to Collect Competitor Pricing Data 
In this breakout session, delegates will be working in groups to identify possible 
competitors for a hypothetical brand. Delegates will be working together to determine 
channels in which competitor data can be collected and analysed over time and prepare a 
short-term pricing strategy to increase market share over the hypothetical competitor. At 
the end of this exercise, a representative from each group will present their findings in a 
five-minute summary.

Facilitator:
Michael Hurwich President
SPMG Global, Canada

marcus evans would like to thank everyone who has helped with the research and 
organisation of this event, particularly the speakers and their staff for their support and 
commitment. 

Why You Cannot Miss This Event: 
Pricing remains a crucial factor in determining profit, margins and sales volume of 
a company. In the current market, digital interconnectivity is making it increasingly 
important to be transparent with your customers and price products in a way that boost 
sales and retains customer loyalty. According to research cited by McKinsey, organisations 
that leverage customer behaviour data to generate behavioural insights outperform 
peers by 85% in sales growth and more than 25% in gross margin. To succeed in today’s 
competitive environment, companies must take advantage of the analytics and data 
platforms available to further hone in on customer needs and expectations.
The marcus evans Pricing Analytics 2019 conference focuses on continuous 
improvement of existing pricing practices as well as increasing your pricing team’s skills 
and competencies through case studies and practical insights from global experts and 
professionals. Delegates will delve deep into operational and digital platforms with a 
specific focus on pricing bundles, omnichannel pricing and interactive exercises which 
builds competency in competitor intelligence and establishing value propositions. 
The conference will discuss current and highly relevant topics in the pricing world such 
as strategising pricing for shopper holidays, dynamic pricing, avant-garde ways of 
establishing pricing bundles and dominating the subscription economy. This event also 
features a full-day pricing workshop facilitated by an internationally renowned pricing 
guru, Michael Hurwich. This is an event not to be missed!

Who Should Attend:
VPs, Directors, Managers, Heads of:
•	 Pricing / Strategic Pricing
•	 Product & Portfolio Management
•	 Category
•	 Revenue / Yield Management
•	 Sales & Marketing
•	 Strategic Planning & Development

•	 Business Strategy & Development
•	 New Products Management
•	 Customer Insights / Analytics
•	 Financial Analysis
•	 Commercial Management

From Industries such as:
•	 FMCG / Consumer Goods
•	 Financial Services
•	 Retail
•	 Telecommunications
•	 Media
•	 Entertainment 

•	 Oil & Gas 
•	 Automobile
•	 Pharmaceuticals
•	 Airlines
•	 Travel & Hospitality
•	 Energy / Utilities

Workshop Schedule: 
0800  Registration and Coffee 
0900  Morning Session
1030  Coffee and Networking Break
1100  Morning Session 
1230  Networking Luncheon 
1330  Afternoon Session
1500  Coffee and Networking Break
1530  Afternoon Session
1700  End of the Workshop

About Your Trainer:
Michael Hurwich President 
SPMG Global, Canada 
A globally known pricing expert and popular speaker, Michael 
Hurwich is founder of a leading consultancy (Strategic Pricing 
Management Group or SPMG that just celebrated its 20th 
anniversary) that works with regional and global companies to 
design and implement value-based pricing strategies to increase 
top-line revenue and profitability. Michael has written numerous 
articles on pricing and marketing strategies including: “Pricing 

in Turbulent Times”, “Managing 100 Basis Points”, “Pricing for Speed”, and “Pricing for 
Channel Management”.  He periodically writes for the Professional Pricing Society and 
the Pricing Institute and in 2014 authored a 300 page book, “The Joy of Pricing.” He is a 
frequent lecturer and has personally conducted over 400 workshops around the globe in 
countries like China, Singapore, Malaysia, Australia, UAE, Saudi Arabia, Europe, the U.S. and 
Canada. Michael has consulted to Major Fortune 500 and mid-sized companies for over 
20 years. He has developed numerous corporate pricing and business unit strategies for 
a broad range of clients across a wide range of industries including: Telecommunications, 
finance and insurance, logistics and distribution, technology solutions, semiconductors, 
oil, gas and chemicals, FMCG, QSR’s, pharmaceuticals and biotech, retail, not-for-profit 
associations and public or private service cloud-based services.

Some of Michael’s clients:
•	 Wells Fargo
•	 Wolters Kluwer
•	 RBC Royal Bank
•	 Scotiabank
•	 Shangri-La Singapore
•	 The Walt Disney Company
•	 Nando’s 
•	 Air Mexico
•	 Air Canada
•	 Marine Atlantic
•	 Verizon
•	 Astro

•	 TM 
•	 Ericsson
•	 Sygenta
•	 3M
•	 Siemens
•	 Michelin Tyres
•	 Sanofi
•	 Schneider Electric
•	 Ford Motors
•	 Bayer
•	 Novartis
•	 Roche

Business Development Opportunities:
Does your company have services, solutions or technologies that the conference delegates 
would benefit from knowing about?
If so, you can find out more about the exhibiting, networking and branding opportunities 
available by contacting:
Sara Delgado, Sponsorship Manager, marcus evans Australia. 
Tel: +61 (2) 8311 6743, E-Mail: SaraDe@marcusevansau.com


	Direct Marketing Button 5: 
	Direct Marketing Button 4: 
	Direct Marketing Button 2: 


