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Pricing seems to take on a mysterious aura. As if there is some great mystery to be solved. There 
are two common methods for discovering a viable price: the formulaic approach and the 
response-to-behaviour approach. 

The formulaic approach considers variable factors such as production and selling costs, operating 
expenses, and desired profit margin. A behaviour-based approach prices to match the competition 
or based on sales volume (where high demand and scarce supply result in higher prices and low 
demand or excess supply generally mean lower prices). 

But there is another, third option, with no rhyme or reason behind it. That is, to simply raise your 
price. 

There’s no formula. There’s no reaction to behaviour. It’s just a business decision made by a 
business owner as a means to increase profit and attract higher quality customers. 

And there are advantages to be had. For example, customers who pay more tend to be less fickle, 
less needy customers. To a business owner wearing all hats, this can be a big time saver. Also, 
the number of sales will usually decrease potentially reducing overall costs and credit card 
processing fees. 

In the above scenario, the business owner does nothing but raise the price of goods and services 
offered. Maintaining profitability when you’ve made an arbitrary decision to raise prices almost 
always requires differentiating yourself as a means of justifying the higher price. 

For example, you can add more value to a product or service by providing a better overall 
customer experience. In a retail environment, you could dress up the store and have staff wear 
matching uniforms, and speak similar scripts. In an online environment, the differentiation might 
be providing a simple checkout process with seamless transaction processing and real-time 
customer support. This extra, value-added effort sets your business apart from the competition. 
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But what if you are selling in a suppressed environment like the iTunes App Store for example? 
How do you compete when everyone’s store front looks the same? All publishers get the same 
gray page, and the same size app icon and font style. It’s very difficult to make your store stand 
out. Publishers can write great copy and make eye-catching app icons, but the landlord has strict 
rules about store appearance. (Thus the suppressed environment.) 

When you’re competing with nearly one million apps, should you get into a low-price bidding 
war or should you… 

Dare To Be Different 

Here’s a real-life story about what happened when I raised the price just for the heck of it. 

I have six iPhone apps in the App Store. On July 21, 2013, I raised our prices without enhancing 
the apps, the copy, or anything else. 

App1 went from $4.99 to $7.99 (60% increase)  
App2 went from $4.99 to $7.99 (60% increase)  
App3 went from $0.99 to $1.99 (200% increase) 

In such a strict environment, you can’t fault anyone for saying that sales would almost certainly 
decrease. But that’s not what happened. In fact, our year-over-year revenue increased 5.5% even 
though units sold decreased by 20%. 

Remember, nothing else was changed – no marketing, no new features, nothing done to the 
existing copy. Raising the price did have a negative impact on sales but not on revenue. 

So what have we learned from testing increased pricing? 

The outcome may be predictable but until it is tried the results are unknown. 

Pricing doesn’t have to be a tricky business. But it is dependent on testing. There are simply too 
many variables in each environment. Trying to fit some generic template to all of them doesn’t 
take into account your unique selling environment and perceived value. 

I’m of the mind that prices can be raised until overall profit goes below the level it was at before 
prices were raised. Many business owners believe sales will suffer if they raise their prices. But 
this is an issue with the business owner and not the customer. It reflects a lack of understanding 
that sales and profit are not the same things. 

Applying an assessment to an outcome that has never been tried is purely speculation. With 
pricing, speculation doesn’t get you too far. At some point, you have to step out and put your 
hypothesis to the test. Then, keep on testing until you hit the wall of reduced profitability. Don’t 
leave money on the table that could be deposited to your bank account. 


