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Literature on pricing has proposed pricing processes of a normative nature. With these
representations implicitly come necessary and sufficient sets of information for pricing decisions
(Diller, 2008; Diller & Kossmann, 2007; Homburg & Totzek, 2011; Iyer, Xiao, & Nicholson, 2015;
Kotler, Keller, & Opresnik, 2017; Lancioni, 2005; Simon & Fassnacht, 2016). However, they seem
to be a misfit with realities in B2B business. Firstly, the concepts partly miss B2B distinctive
elements, such as price negotiations and close long-term customer relationship management.
Secondly, pricing competences are often spread across functions and roles within the company.
This renders pricing a companywide task and makes a fully integrated pricing process difficult
(Belz et al., 2011; Wiltinger, 1998). This research-practice gap has been established in pricing
literature (Carricano, 2014; Estalami, Maxwell, & Ingenbleek, 2007; Iyer et al., 2015; Simon &
Fassnacht, 2016). In order to contribute to the understanding of B2B-pricing practice and to further
close the research-practice-gap, we aim to identify and describe pricing managers® deviations from
normative pricing processes. We found that price-related information deficits might cause strong
deviations from normative pricing processes. This paper analyses pricing managers’ compensation
mechanisms, in cases of price-related information deficits. Furthermore, we aim to identify which
complementary or substitutional information pricing managers target instead. We approached this
explorative research subject with a qualitative method and analyzed it with Grounded Theory. The
interviewees are seventeen pricing managers from various industrial sectors, who all operate on
innovative and international markets. As results we describe reactions to price-related information

deficits and propose a typology of approaches chosen by pricing managers. The typology
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differentiates pricing managers’ reaction to price-related information deficits along market
information situations and individual strategic reasoning. The results of our study contribute to an
in-depth understanding of pricing practices and provide a conception of pricing reality in B2B

companies.

10 LITERATURE

Backhaus, K., & Voeth, M. (2015a). (Noch) ein Handbuch zu B-to-B-Marketing? In K. Backhaus
& M. Voeth (Eds.), Handbuch Business-to-Business-Marketing (2nd ed., pp. 3-16).
Wiesbaden: Springer Gabler.

Backhaus, K., & Voeth, M. (2015b). Besonderheiten des Industriegiitermarketing. In K.
Backhaus & M. Voeth (Eds.), Handbuch Business-to-Business-Marketing (2nd ed., pp. 17—
29). Wiesbaden: Springer Gabler.

Belz, C., Bucheli, A., Frei, F., Good, D., Hiusler, E., Kiinzler, H.-P., & Roéthlisberger, M. (2011).
Mehr Zeit fiir Kunden - Kundenkontaktpersonen entlasten und im Dialogmarketing
flankieren. In C. Belz (Ed.), Innovationen im Kundendialog (1st ed.). Wiesbaden: Gabler
Verlag.

Bright, K., Kiewell, D., & Kincheloe, A. (2006). Pricing in a proliferating world. The McKinsey
Quarterly.

Carricano, M. (2014). Pricing myopia: Do leading companies capture the full value of their
pricing strategies? Management Decision, 52(1), 159-178. https://doi.org/10.1108/MD-03-
2013-0184

Diller, H. (2008). Preispolitik (4th ed.; H. Diller & R. Kohler, eds.). Stuttgart: Verlag W.
Kohlhammer.

Diller, H., & Kossmann, J. (2007). Prozessorientiertes Pricing im Business-to-Business-Geschift.
In H. Diller (Ed.), Innovatives Industriegiitermarketing (pp. 67-92). Niirnberg.

Dolan, R. J., & Simon, H. (1996). Power pricing. how managing price transforms the bottom
line. Robert J. Dolan, Hermann Simon. Retrieved from
https://search.ebscohost.com/login.aspx?direct=true&db=cat00327a& AN=stgal.000136869
&lang=de&site=eds-live&authtype=ip,uid

Dutta, S., Zbaracki, M. J., & Bergen, M. (2003). Pricing process as a capability: A resource-based
perspective. Strategic Management Journal, 24(7), 615-630.
https://doi.org/10.1002/smj.323

Estalami, H., Maxwell, S., & Ingenbleek, P. (2007). Value-informed pricing in its organizational
context: Literature review, conceptual framework, and directions for future research.
Journal of Product & Brand Management, 16(7), 441-458.
https://doi.org/10.1108/10610420710834904

Florissen, A. (2008a). Preiscontrolling — Rationalitétssicherung im Preismanagement.
Controlling & Management, 52(2), 85-90. https://doi.org/10.1007/s12176-008-0027-2

Florissen, A. (2008b). Preiscontrolling — Rationalitdtssicherung im Preismanagement.
Controlling & Management, 52, 85-90. https://doi.org/10.1007/s12176-008-0027-2

Homburg, C., Jensen, O., & Hahn, A. (2012). How to organize pricing? Vertical delegation and
horizontal dispersion of pricing authority. Journal of Marketing, 76(5), 49-69.

[Typology][Typology] 2



https://doi.org/10.1509/jm.11.0251

Homburg, C., & Pflesser, C. (2000). A Multiple-Layer Model of Market-Oriented Organizational
Culture: Measurement Issues and Performance Outcomes. Journal of Marketing Research,
37,449-462.

Homburg, C., & Totzek, D. (2011). Preismanagement auf Business-to-Business-Mdrkten (1st ed.;
C. Homburg & D. Totzek, eds.). Wiesbaden: Gabler Verlag.

Iyer, G. R., Xiao, S., & Nicholson, M. (2015). Behavioral Issues in Price Setting in Business-to-
Business Marketing : A Framework for Analysis Cite as : Iyer, G . R . et al ., Behavioral
issues in price setting in business-to-business marketing : A framework for analysis ,
Industrial Marketing Manage. 47, 1-48. https://doi.org/10.1016/j.indmarman.2015.02.001

Kossmann, J. (2008). Die Implementierung der Preispolitik in Business-to-Business-
Unternehmen: eine prozessorientierte Konzeption. Retrieved from
https://books.google.ch/books?id=6k4uqcnaBcgC

Kotler, P., Keller, K., & Opresnik, M. (2017). Marketing-Management (15th ed.). Pearson.

Kunold, R., & Antolin, D. (2011). Systematisches Preismanagement im Maschinenbau. In C.
Homburg & D. Totzek (Eds.), Preismanagement auf Business-to-Business-Mdrkten (1st ed.,
pp. 265-282). Wiesbaden: Gabler Verlag.

Lancioni, R. A. (2005). A strategic approach to industrial product pricing: The pricing plan.
Industrial Marketing Management, 34(2 SPEC. ISS.), 177-183.
https://doi.org/10.1016/j.indmarman.2004.07.015

Narver, J. C., & Slater, S. F. (2012). The Effect of Market Orientation on Business Profitability.
Developing a Market Orientation, 54(4), 45—78. https://doi.org/10.4135/9781452231426.n3

Pepels, W. (2006). Pricing leicht gemacht. Heidelberg: Redline Wirtschaft.

Rullkétter, L. (2008). Preismanagement — Ein Sorgenkind? Controlling & Management, 52(2),
92-98. https://doi.org/10.1007/s12176-008-0028-1

Schmutz, 1., & Reinecke, S. (2019). About the missing value(s) - Re-inventing B2B pricing
processes. Marketing on Fire: Burning Questions, Hot New Methods and Practical Ideas
Worth Spreading (2019 AMA Summer Academic Conference). Chicago, IL: 2019 AMA
Summer Academic Conference.

Scholl, M., & Totzek, D. (2010). Die Preispolitik professionalisieren. Harvard-Business-
Manager, 32, 42-50.

Simon, H., & Fassnacht, M. (2016). Preismanagement (4th ed.). Wiesbaden: Springer Gabler.

Totzek, D. (2011). Preisverhalten im Wettbewerb (1st ed.). Wiesbaden: Gabler Verlag.

Totzek, D., & Alavi, S. (2010a). Professionalisierung des Preismanagements auf Business-to-
Business-Mérkten: Die Rolle der Marktorientierung und der Unternehmenskultur.
Schmalenbachs Zeitschrift Fiir Betriebswirtschaftliche Forschung, 62(5), 533-562.
https://doi.org/10.1007/BF03372835

Totzek, D., & Alavi, S. (2010b). Professionalisierung des Preismanagements auf Business-to-
Business-Mérkten: Die Rolle der Marktorientierung und der Unternehmenskultur.
Schmalenbachs Zeitschrift Fiir Betriebswirtschaftliche Forschung, 62(5), 533-562.
https://doi.org/10.1007/bf03372835

Wiltinger, K. (1998). Preismanagement in der unternehmerischen Praxis. In Springer Gabler
Verlag.

[Typology][Typology] 3



