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t h e  p r i c k l y  b u s i n e s s  o f 

price increases
You’re in a pickle. 

You need to increase your prices so you can stay profitable. But it’s a sensitive subject to bring up to 
your customers.

Even before the pandemic took hold, price increases were already a delicate conversation. But now, 
you’re caught in a vicious cycle: Supply chain disruptions are creating logistical bottlenecks, and, with 
ongoing staffing shortages, service failures are not only inevitable—they’re happening with alarming 
regularity. 

In other words, this is the worst possible scenario for a price increase discussion. The wrong 
message, delivered the wrong way, could send your formerly loyal customers right into the 
arms of your competition.

You can’t risk any further disruption to the health and longevity of your customer relationships. So how 
can you persuade existing customers to pay more for a solution they already have? 

A behavioral research study from B2B DecisionLabs found the answer. And, in this e-book, you’ll learn 
about the winning price increase message framework based on that study. 

You’ll also discover the Decision Science principles that underpin that message, why it appeals to your 
customer’s buying psychology, and how, when you apply those principles, you can improve your chances 
at winning this challenging yet critical conversation.
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f e e l i n g

insecure?
Nearly 70 percent of companies describe their price increase 
conversations as “50-50 or worse” in terms of how well they go 
over with customers. And less than half feel confident in their approach 
to communicating price increases.

Clearly, companies are feeling shaky at best. And it’s easy to see why. 
The consequences of a poorly-handled conversation aren’t hard to 
imagine. At worst, it could mean concerning levels of churn. At best, it 
means you’re forced to negotiate a much lower increase than the one 
you requested—or no increase at all—just to keep your customers. 

It’s also not surprising that most price increases aren’t received too 
well. No one enjoys spending more money just to stay with the same 
solution. But for companies that need to stay profitable while mitigating 
churn, this is an essential conversation to win. 

How do you persuade customers to pay more without disrupting 
the relationship? You need to use, what we call, the Why Pay More 
message.

When you communicate price increases to your 
customers, how well does it go?

How confident are you that the way you 
structure and deliver price increase messages 
is the most effective way?

69%

55%

69 percent of companies describe their price 
increase conversations as “50-50 or worse.”

Most companies don’t feel confident in 
their price increase messages.

Excellent - 5. 

Very Confident - 5. 

4.

4.

It’s 50-50 - 3.

3.

2.

2.

Terrible - 1.

Not at All - 1.
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t h e

Why Pay More
m e s s a g e

The Why Pay More message follows a research-backed sequence of steps 
that appeals to your customer’s psychology and motivations during price 
increase conversations.

Why Pay More

1. Highlight points 
of progress toward 
their strategic goals 
as a result of your 
partnership. 

2. Review how 
much effort went 
into their decision 
and validate the 
success of that 
decision. 

3. Underscore 
the risks of losing 
momentum in the 
event of a change.

4. Mention the 
potential costs of 
bringing in another 
vendor—costs they 
avoid by staying 
with your solution. 

5. Show how 
you’ve kept their 
solution up to date 
with any advances 
in the market. 

6. Provide a high 
anchor for the 
price increase 
before offering a 
justification-based 
loyalty discount. 

See an example of the message in this Why Pay More research brief.

Anchored 
price increase 
with justification

Detail 
competitive 

advances
Document
results

Review 
prior 

decision 
process Mention 

risk of 
change

Highlight 
cost of 
change

https://win.corporatevisions.com/rs/413-YED-439/images/Research-Brief-Communicating-Price-Increases.pdf
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with con idence
You’re up against one of the most challenging  
conversations you’ll have with your customers. 
But when you understand how your customers 
frame value and make buying decisions, you can 
confidently raise prices without losing their loyalty. 

c o m m u n i c a t e  
p r i c e  i n c r e a s e s 

DEFEND, DON’T DISRUPT

SHOW YOU’RE KEEPING PACE

ANCHOR THE INCREASE

FOSTER GREATER LOYALTY
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c o m m u n i c a t e  p r i c e  
i n c r e a s e s  w i t h  c o n f i d e n c e

d o n ’ t  d i s r u p t

de end,



status quo bias
You can’t use the same messages for your existing customers that you use for 
new prospects.

Why? Because the psychology of a prospect (with an incumbent vendor you’re 
trying to displace) is fundamentally different from the psychology of a customer 
(when you are the incumbent trying to protect or expand your status). 

It’s all because of a psychological concept called “Status Quo Bias.”

Psychological studies have shown that, when faced with a decision, most people 
tend to stick with their status quo.

People naturally view change as costly and risky. If the perceived benefits of a 
new solution don’t outweigh the perceived costs of changing their status quo, 
people tend to resist taking action. They prefer instead to continue on the path 
they’re already on—even if the alternative is objectively better.

What does that mean for your price increase conversations? 

Notice how the first five steps in the Why Pay More message framework reinforce 

one or more of the four causes of Status Quo Bias. That’s because, to your 
existing customers, you are the status quo. And your primary objective is to 
make them feel safe and secure in their choice to stay with you—even if they’ll 
have to pay more to do so.

In his study “The Psychology of Doing Nothing,” research 
psychologist Christopher Anderson details four causes of 
Status Quo Bias. 

t h e  f o u r  c a u s e s  
o f  s t a t u s  q u o  b i a s

1. Preference Stability – If a buyer’s preferences change 
less often, or remain static, they’re more likely to stick with 
what they’re doing today. Conversely, if you destabilize 
their preferences, you increase their openness to change. 

2. Anticipated Regret/Blame – Humans chafe at 
the possibility of regret. It elicits all sorts of negative 
anticipatory emotions, such as fear and anxiety. While the 
consequences of actual regret will play out in the future, 
the emotional experience of regret takes place in the 
present.

3. Cost of Action/Change – Changing the status quo 
often involves a cost of some kind—the transactional costs 
associated with the change, or the transitional resourcing 
costs of changing to something new. Change seems costly, 
while sticking with the status quo registers as either neutral 
or even beneficial—even in the face of contrary evidence. 

4. Selection Difficulty – When prospects and customers 
are overwhelmed with too many options and too little 
contrast, everything seems to look alike. This amplifies their 
tendency to view change as too complex and cumbersome.

7Why  Pay  Mo re



5.00

7.00

5.50

7.50

8.00

6.00

6.50

s t i c k  t o

what they know
Behavioral research from B2B DecisionLabs found that the most 
effective approach for acquiring new customers is to disrupt their 
Status Quo Bias by introducing “Unconsidered Needs”—challenges, 
shortcomings, or missed opportunities that the prospect doesn’t yet 
know about but are holding them back from their most important 
business goals.

But, when researchers tested that same disruptive approach in a price 
increase conversation, the results were disastrous.

In fact, existing customers who heard Unconsidered Needs:

 • Had 19 percent less favorable attitudes about the message.

 • Were 15.5 percent less likely to renew with their current vendor.

 • Were 16 percent more likely to switch to another vendor.

Now that you know about Status Quo Bias, you can probably guess 
why. When you introduce new insights to your customers, they’re more 
likely to consider all their options before choosing to stay with you. It 
opens up the possibility of change, which could inadvertently open the 
door for your competitors to compete.

So, don’t introduce Unconsidered Needs to your existing customers. 
Instead, reinforce your value and defend your current position as your 
customer’s status quo.

Likely to renew

Unconsidered 
needs 

Why Pay 
More

5.00

7.00

5.50

7.50

8.00

6.00

6.50

- 1 5 . 5 % 

Participant attitudes

Unconsidered 
needs

Why Pay 
More

Participants who heard Unconsidered Needs had 19% less 
favorable attitudes about the message.

Participants who heard Unconsidered Needs were 15.5% less 
likely to renew.

- 1 9 %
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p r o v e  y o u r value
Showing the results you’ve helped your customer achieve is the best way to kick off a price 
increase discussion. It reinforces your value as their vendor and sets the tone for the rest 
of the conversation. 

But how do you effectively document results?

First and foremost, you need to know your customer’s goals and how they measure their 
progress against them. You need to show how your solution helps your customers get 
closer to (or achieve) those goals. It sounds obvious, but it’s easier said than done.

Sometimes customers don’t track their progress consistently. Sometimes they won’t share 
it with you. And too often, they simply don’t know which metrics to track or where to go in 
their organizations to find them.

People buy millions of dollars’ worth of products without ever knowing if they make a 
positive business impact. You don’t want to fall into that trap.

Your customer decision makers invested in your solution because they believed you would 
make a meaningful contribution toward their strategic business goals. So you need to 
document and measure results toward those goals using, what we call, the Triple Metric.

h o w  s h o u l d  y o u 
d o c u m e n t  r e s u l t s ?

The Triple Metric is a useful framework to 
connect your project-level metrics to strategic 
outcomes that decision makers care about. 

Learn more in this video

Nicci Nesmith Hammerel 
EVP of Customer Success  
and Chief of Staff

https://cvi.to/triple-metric-price-increases
https://cvi.to/triple-metric-price-increases
https://cvi.to/triple-metric-price-increases
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s h o w  y o u ’ r e 

keeping
pace

c o m m u n i c a t e  p r i c e  
i n c r e a s e s  w i t h  c o n f i d e n c e
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j u s t  t r y  t o blend in
The fifth step in the Why Pay More framework is when you get to talk about your 
solution’s competitive advances.

But this isn’t the time to dazzle your customer with all the new shiny things they might 
not have known were possible—that approach does more harm than good.

The goal in this step is to demonstrate that your capabilities are keeping pace with the 
market. That’s it. The last thing you want to do is disrupt the status quo by introducing a 
lot of new features and benefits. 

Consider Selection Difficulty, one of the four causes of Status Quo Bias. 

When buyers don’t see enough contrast between their options, it naturally negates any 
perception of value in their minds. So, if your customers don’t see enough of a difference 
between your solution and the competition, their natural inclination is to stick with the 
status quo (that’s you!). This is one way you can lean into your “incumbent advantage.” 

Your competitive advances don’t need to be differentiated. They don’t even need to be 
better. They just need to prove that you’re advancing your solution just like everyone 
else, so there’s really no reason to change. It’s too risky to change just to get more or 
less of the same.

l e a n  i n t o  y o u r 
i n c u m b e n t  a d v a n t a g e

Just like in politics, it can be very challenging 
to displace an incumbent because of all the 
advantages they have.

Because you’re the customer’s status quo, you 
can leverage your incumbent status in your 
conversations with existing customers. 

Learn more in this video

Doug Hutton
SVP of Products

https://cvi.to/lean-on-incumbent-advantage
https://cvi.to/lean-on-incumbent-advantage
https://cvi.to/lean-on-incumbent-advantage
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t h e  i n c r e a s e
anchor

c o m m u n i c a t e  p r i c e  
i n c r e a s e s  w i t h  c o n f i d e n c e
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t h e

Your customers will anchor on the first number they hear during price increase 
conversations. 

Where does that anchor come from? If you’re messaging it right—you. By making the 
first offer and setting the reference point for your customers, you’re better able to 
influence their perception of your price increase.

This happens because of a cognitive bias known as the “Anchoring Effect,” which 
causes you to rely heavily on the first piece of information you receive. When you’re 
faced with a decision that involves some type of uncertainty, you’ll naturally anchor on 
a reference point and ascribe value based on that.

Anchoring works even when you know you’re being anchored. People’s brains can’t 
help but take that mental shortcut.

Of course, there are limits to what your customer will believe is reasonable and 
credible. The distance between an unreasonably high price and an unreasonably low 
price is called the “Range of Reason.”

In any price increase conversation, you want to start with the highest reasonable, 
credible offer within the Range of Reason. Doing so will set a high anchor that you can 
reasonably defend to your customer—even before you introduce a loyalty discount.

anchoring e  ect
m a k e  t h e  f i r s t  o f f e r

By making the first offer and setting the reference 
point for the customers, you’re better able to 
influence their perception of your price increase.

Learn more in this video

Catherine Alexander
VP of Training Services

https://cvi.to/make-first-offers
https://cvi.to/make-first-offers
https://cvi.to/make-first-offers
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f o s t e r  g r e a t e r

loyalty

c o m m u n i c a t e  p r i c e  
i n c r e a s e s  w i t h  c o n f i d e n c e
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r e w a r d  t h e i r loyalty

i t ’ s  a l l  a b o u t  l o y a l t y

Why should you wait until the last step in the 
Why Pay More message to introduce pricing?

Because without all the preamble to reinforce 
your customer’s Status Quo Bias, the pricing 
conversation won’t land nearly as well.

Remember the Anchoring Effect? From the 
very first step of this conversation—when 
you document the results you’ve helped your 
customer achieve—you’re setting mental anchors 
that address each of the four causes of Status 
Quo Bias.

As you lead your customers through the 
choreography of the message, you’re supporting 
your customer’s Preference Stability. You’re 
highlighting the Cost of Change. And you’re 
reinforcing Selection Difficulty. 

So when it comes time to finally break the news 
about the increase, they’re already convinced 
that you’re still the best vendor to meet their 
needs—now, and in the future.

Tim Riesterer
Chief Strategy Officer

When you offer a loyalty discount, you give your customer more reason to justify their 
decision to stick with you. It’s too much value to give up, and it’s worth the relatively 
small price increase.

Say, for example, that you want to win a three percent price increase.

You could just ask for that three percent directly, but be prepared to give up a percent or 
two when they try and negotiate. Neither you nor the customer would feel good about it 
because they would have to talk you down and you would get less than expected.

But if you set a high anchor with justification—competitive advances that will help your 
customer continue to meet their stated objectives—you can stretch your customer’s 
Range of Reason to as high as six percent. Then, when you provide a loyalty discount, it 
takes the price increase down to four percent.

Now you’ve obtained the price increase that’s higher than your minimum and at the 
same time helped your customer feel better about getting a good discount.
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Time

Customer 
loyalty

Service fai lure

Service recovery

Customer with  
service fai lure and 
successful  recovery

Customer without  
service fai lure

Service Recovery Paradox

rebound w h e n  t h i n g s  g o  w r o n g

You’ve gained your customer’s trust and they’ve agreed 
to pay more. But how can you preserve their loyalty if 
something goes wrong?  

No matter how you phrase it, apologizing for a service 
failure is never easy.  

If you don’t phrase an apology the right way, you not 
only risk losing the customer you’ve wronged, but 
you also risk all future revenue from that relationship. 
Losing that customer also means losing the opportunity 
to grow or expand within their account.

No matter what went wrong, both the way you handle 
that failure and the conversations you have along the 
way are vital to managing your customer’s feelings 
about you later in the relationship. 

In fact, handling a customer crisis the right way 
will not only rescue the relationship; it can 
advance it to an even higher level. 

Researchers call this phenomenon the Service Recovery Paradox: a situation in which 
your customer thinks more highly of you after you’ve corrected a problem than if they’d 
never had the problem to begin with.

In other words, a service failure is actually an opportunity to increase customer loyalty!



17Why  Pay  Mo re

t h e  r e s e a r c h  
b e h i n d  t h e  m e s s a g e

Read the full research study here

The Why Forgive message measurably improves your ability to increase customer satisfaction and loyalty, 
even after a service failure.

As with the Why Pay More framework, it’s not just what you say—it’s how and when you say it. The 
research shows that the order in which you present these components makes a big difference in 
how your message is received.

right waya p o l o g i z e  t h e 

According to a B2B DecisionLabs study led by 
behavioral scientist Dr. Nick Lee, decision makers who 
received this Why Forgive message were more likely 
to recommend the vendor and even buy more after a 
service recovery.

Dr. Nick Lee
Behavioral Scientist

Likely to buy more

6.50

5.50

4.50

6.25

5.25

6.00

5.00

5.75

4.75

+ 1 6 % 

Message 
#1

Message 
#2

Message 
#5

Message 
#4

Why 
Forgive

1. Describe how 
you’re going to 
make the customer 
whole again and 
work toward 
rebuilding trust.

The Why Forgive message

2. Demonstrate 
that you 
understand 
your part in the 
service failure.

3. Promise 
to not repeat 
the problem.

4. Explain the 
reasons for 
the failure.

5. Express how 
sorry you are 
for the problem.

Offer of 
repair

Acknowledgement 
of responsibility

Declaration of 
repentance

Explanation of 
problem

Expression of 
regret

https://win.corporatevisions.com/rs/413-YED-439/images/Apology_SOTC.pdf
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There’s a lot at stake in the price increase conversation. 

Succeed, and you win more profitability and more loyal customers. 
Fail, and your customers could walk out the door. It’s no wonder 
most companies don’t feel confident in these situations. 

Then again, those companies don’t have what you now know:  
the Why Pay More message framework. 

By applying Decision Science principles and following the steps in 
the Why Pay More message framework, you’ll not only increase 
your chances at winning the increase—you’ll also strengthen your 
customer’s loyalty and the relationship overall. 

c o m m u n i c a t e  
p r i c e  i n c r e a s e s 

DEFEND, DON’T DISRUPT

SHOW YOU’RE KEEPING PACE

ANCHOR THE INCREASE

FOSTER GREATER LOYALTY

with con idence



Corporate Visions is the leading provider of science-backed sales, marketing, and 
customer success training and consulting services. Global B2B companies work with 
Corporate Visions to articulate value and promote growth in three ways:

•  Make Value Situational by distinguishing your commercial programs between 
customer acquisition, retention, and expansion.

•  Make Value Specific by creating and delivering customer conversations that 
communicate concrete value, change behavior, and motivate buying decisions.

•  Make Value Systematic by equipping your commercial engine to deliver 
consistent and persistent touches across the entire Customer Deciding Journey.

a b o u t  C o r p o r a t e  V i s i o n s

c o n t r i b u t o r s

a u t h o r

Doug Hutton
SVP, Products 
Corporate Visions

Nicci Nesmith Hammerel
EVP, Customer Success  
and Chief of Staff 
Corporate Visions

Catherine Alexander
VP, Training Services
Corporate Visions

Tim Riesterer, Chief Strategy Officer at Corporate 
Visions, is dedicated to helping companies improve their 
conversations with prospects and customers to win more 
business. A visionary researcher, thought leader, keynote 
speaker, and practitioner with more than 20 years of 
experience in marketing and sales management, Riesterer 
is co-author of four books, including Customer Message 

Management, Conversations that Win the Complex Sale,  

The Three Value Conversations, and The Expansion Sale.
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