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Agenda

A Why tier?

A Who tiers?

A Some approaches to introducing tiering
A Agents and tiering

A Discussion
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Why tier?

A Readership = Citation

A Readership = Article submission
A Pricing affordably = Readership
A More revenue

A Lower attrition

el



Tiered Pricing T Market Size
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Who tiers?

AAnyone who does B
AAnyone that sell s 0
AAnyone that does fiC
A Anyone who ever agrees to discount

9
B
Or

A Creating a tiered pricing strategy just
formalises it T makes pricing reproducible

I very useful in negotiation! -



Market understanding

A Where content fits in pricing scale
compared with competitors

I Price / Impact Factor
I Price / Articles
I Price / (Impact Factor x Articles)

A Client perception of price
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How do you rate?

A Too expensive and need lower tiers to
make your content more affordable

A Too inexpensive and need to move some
libraries onto higher fees

A Somewhere in the middle, with the
opportunity to take additional revenue from
the larger institutions and new, lower-
priced subscriptions from the smaller ones
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Analysis

A Categorise sample of clients into common
tiers

A Model pricing
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Projecting sales

%H3 %H2 %H1 %03 %02 %0l %A3 %AZ %Al %pers
5.0% 10.7% 4.5% 0.5% 3.1% 3.3% 22.1%15.0%7.9% 8.1%
21 45 19 2 13 14 93 63 33 34 sample

H3 H2 H1I O3 02 01 A3 A2 Al Pers

228 489 206 22 141 152 101.0 684 358 36.9
33.3 714 301 32 206 222 1475 99.9 523 53.9
350 750 31.7 33 21.7 23.3 155.0 105.0 55.0 56.7
120 256 108 11 774 80 529 359 188 193
150 321 136 14 93 100 66.4 450 236 243
23.3 498 21.0 22 144 155 103.0 69.8 36.5 37.6
59 126 53 06 37 39 261 17.7 9.3 9.6
23.0 493 208 22 142 153 1019 69.0 36.1 37.2




Example projection
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Pricing Roll-out

A Tier by tier or all at once?
A Gradual adoption within tiers?
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How Complex?

A Easiest is simple tiered pricing, with
perhaps five tiers

A But multi-title discounts?

A Multi-institution discounts (e.g. consortia,
or multi-national organisations)?

A And perhaps regional discounts.
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Multi-institution discounts

Discount Given

50%

45%

40%

35%

30%

25%

20%

15%

10%

5%

0%

———

9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30

Number of Organisations




Multi-title discounts with threshold




Both!
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Sales & Marketing

A Promote to the lower tiers
A Allow agents to manage lower tiers
A Sell to the higher tiers

A Sales person manages sales, but agents
manage the orders
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Sales Methods

A Depends on how much money can be
made

A Usually warrants in-house sales person
who potentially manages all negotiations
and any sales agents

A Sales agents can be very effective in other
territories

I Language barriers

- | Cultural barriers —



Projected cash flow change on introduction of tiered pricing
(including all costs)




Can it work for every publisher?

A Probably not 1

I Is the cost of iImplementation more than the
potential financial reward?

ABut maybe improving reach is a strong enough
goal.
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Discussion ideas

A Current economic conditions

A Where will most new sales come from?

A ls it fair to ask larger libraries to pay more?
A How price rises are perceived

A How price cuts are perceived

A Market message

A Sales staff
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Thank you

Simon Inger
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