
About Marketing Management Analytics (MMA)
Since 1989, MMA has helped decision makers from some of the worldôs largest 
companies, overcome the latest marketing challenges and improve the impact of 
their working dollars through quantitatively-based consulting services. MMA has 
advised businesses in more than 20 countries. 

For more information about MMA, visit http://www.mma.com or call 203-834-3300

Pricing Analytics
òIncrease Revenue and Profits Through Improved 
Pricing and Promotional Cadence ó
While marketers are jumping on the marketing accountability bandwagon 
and using ROI to determine where it is best to spend their marketing dollars, 
they still need to keep an eye focused on pricing. This may seem obvious, 
but developing a pricing strategy is far from easy.

MMAõs Pricing Analytics Benefits Clients By:
Å Defining the optimal pricing strategy and promotional cadence.
Å Understanding the impact of price changes by competitors. 
Å Understanding variances in the impact of price changes by response 
  channel, market and segment.

The MMA Approach
MMAôs pricing analysis is comprised of four key components:

Å Base Price Elasticity: Base Price Elasticity is a measure of price 
  sensitivity that is defined as the percent change in volume resulting 
  from a change in everyday selling price. As part of this analysis, MMA 
  will also provide Base Price Elasticity curves that show the non-linear 
  changes in sales that occur due to a change in price.

Å Promoted Price Elasticity: Promoted Price Elasticity estimates the 
  change in sales that occurs due to a corresponding advertised price 
  reduction. MMA provides Promoted Price Elasticity insight at the store, 
  chain, or national level.

Å Promotional Vehicle Lift: As a part of this analysis, MMA quantifies the 
  lift in sales from promotions such as circulars, fixtures, features, displays 
  and others. Since these activities are typically accompanied by a 
  corresponding price reduction, MMA provides lift matrices to isolate the 
  rise in sales that results from each of these activities.

Å Baselining: Baselining enables companies to measure the positive and 
  negative changes in base and incremental sales across its portfolio. 
  This may be done across various geographies and retailers. MMAôs 
  analysis estimates non-price promoted (óbaseô) volume on a continuing 
  basis and, consequently, identifies incremental sales arising from 
  promotion.

MMA Answers the 
Critical Questions:
 
Å Has my brandôs price 
  sensitivity changed over 
  the past year?

Å What is my optimal price to 
optimize revenue and profit?

Å What is the sales impact of 
a change in price?

Å What is the optimal 
promotional cadence?

Å Should I follow a price 
increase by my competitor?

Å What is the impact of a 
temporary price reduction?

Å What is the lift in sales from 
certain promotions?

Å In which accounts does price 
promotion work most 

effectively?  


