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Prices are currently under searching 
scrutiny.  Consumers, governments, 

regulatory authorities, suppliers and 

trading entities are reviewing pricing 

policies, as evidence of consumer and 
public back-lash becomes more 

conspicuous. 
  

Proposed and pending pricing 

revolutions are being subjected to 

forensic audits, based on market 

acceptance, fairness and perceived 

value. 

  

It is a complex issue, with profound 

consequences. 

  

POSTCODE PRICING 

Big Data, the cloud and social media 

are progressively producing greater, 

more enhanced and detailed access 

to information on customers, 

clients, prices, cost-structures and 

logistic distribution networks. 

  

The concept of air travel pricing 

being determined by the postcode 

of the inquiring and intending 

traveller was introduced at a recent 

international travel industry forum, 

which was held in Miami, the United 

States of America (USA). 

  

Such discriminatory pricing is 

possible, given the profiles retained 

of existing, prospective and past 

customers.  Intimate knowledge of 

travel patterns, frequencies, time of 

travel, destinations, periods of 

absence and the usual classes of air 

travel is a powerful variable in the 

relationship with these consumers. 

Much of such information is derived 

from loyalty program data. 

  

STREETS AHEAD OR BEHIND 

It is a false, or questionable premise, 

to believe that persons living in 

“leafy” high-price suburban locations 

are happy to pay more for travel 

and other merchandise. 

  

These are typically discerning, 

informed and demanding 

customers.  Ability-to-pay is not a 

sole determinant of consumer 

buying behaviours and purchase 

patterns. 

  

Pursuit of value, and the number of 

value-purchasers are increasing 

market characteristics. 

  

LOYALTY BEGETS LOYALTY 

It seems ironic and contradictory for 

airlines to declare an intention to 

utilise data retained on and 

retrieved from information 

generated by loyalty programs for 

the purpose of selectively 

discriminating price offers, 

determined or influenced by their 

personal information. 

  

Inevitably, rightly or wrongly, some, 

many or all consumers will perceive 

or believe they personally are being 

disadvantaged in their relationships 

with airlines. 

  

Anonymity may have many values. 

Thus, pricing propositions warrant 

review, refinement or rejection. 

 

FUELLED 

The 7-day retail petrol price 

discounting-cycle is widely 

recognised to be artificial and 

difficult to justify. 

  

It has had little impact on customer 

satisfaction, brand loyalty or outlet 

preference.  Overall, the practice 

and process have educated many 

consumers when to buy. 

  

In the first instance, “Cheap 

Tuesday” entered the street-talk 

lexicon.  That morphed into “Cheap 

Wednesday”.  One persistent 

perception among members of the 

public is that the nadir of the retail 

price cycle is primarily influenced by 

the distribution-dates for the weekly 

catalogues of the major retailers. 

  

This is complemented with 

recognition of the quieter trading 

days for the national chains, typically 

Tuesdays and Wednesdays. 

  

A recent unannounced policy to 

break the predictability of the 7-day 

discounting cycle created 

annoyance, frustration, and even 

outrage among consumers who 

were unexpectedly confronted with 

the reality of having to pay an up to 

14 cents a litre premium when they 

drove onto their chosen service 

station forecourt on a Wednesday. 

  

There had been no advance notice, 

no justification provided or 

information given about what pricing 

policy would now be applied then - 

or henceforth. 

Barry Urquhart 

Postcode-Discriminatory pricing 

 
                                  

“Ability-to-pay is not a sole 

determinant of consumer buying 

behaviours and purchase patterns. 
Pursuit of value, and the number of 

value-purchasers are increasing market 
characteristics.” 
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Important Notice 
© Copyright 2015, Bizezia Limited, All 

Rights Reserved 
 

This article appeared in Better 

Business Focus, published by Bizezia 

Limited ("the publisher"). It is 

protected by copyright law and 

reproduction in whole or in part 

without the publisher’s written 

permission is strictly prohibited. The 

publisher may be contacted at 

info@bizezia.com (+44 (0)1444 

884220). 

 

The article is published without 

responsibility by the publisher or any 

contributing author for any loss 

howsoever occurring as a 

consequence of any action which you 

take, or action which you choose not 

to take, as a result of this article or any 

view expressed herein.  

 

Whilst it is believed that the 

information contained in this 

publication is correct at the time of 

publication, it is not a substitute for 

obtaining specific professional advice 

and no representation or warranty, 

expressed or implied, is made as to its 

accuracy or completeness. Any 

hyperlinks in the article were correct 

at the time this article was published 

but may have changed since then. 

Likewise, later technology may 

supersede any which are specified in 

the article. 

  

The information is relevant primarily 

within the United Kingdom but may 

have application in other locations. 

 

These disclaimers and exclusions are 

governed by and construed in 

accordance with English Law. 

 

Publication issued on 1 August 2015 

  

  

 

Emotional negative reactions were 

promptly evident in all mass-media 

channels. 

  

The brand-damage for petrol retail 

networks and individual outlets will 

be substantial and long-lasting. 

  

Pricing policies need to be 

consistent with and a projection of 

corporate cultures, many of which 

enunciate the commendable values 

of transparency, accountability, 

fairness and responsiveness. 

  

AN UBER ISSUE 

The word über is German.  It means 

“above”, “beyond” and “upward”.  

Common-language use has extended 

the understanding to include “large” 

and “extreme”. 

  

For example, “uber-rich” is limited 

to “seriously” wealthy individuals 

and families. 

  

For taxi-plate owners and taxi-

drivers throughout the world the 

word Uber has a different meaning ... 

intense competition.  That could 

include, “thief”. 

  

Some incumbent taxi-industry 

operators contend that the new 

entrant to the marketplace is 

winning business on a price-

discounting policy.  Wrong. 

  

In the selection criteria for public 

transport, price is ranked relatively 

low. 

  

Access to an easy-to-use mobile 

application, nomination of specific 

pick-up times, pre-determined (and 

set) fares, the ability to nominate an 

individual preferred driver and 

prepayment all contribute to an 

enjoyable positive experience, and 

represent value. 

  

Add-on value now includes the 

ability for the patron of Uber to 

nominate their Spotify code, so that 

on arrival, and during the course of 

the journey, the vehicle sound-

system will be broadcasting their 

personal music selection.  How 

good is that? 

  

Uber has removed the anxiety 

which arises with taxi metres, by 

providing the service of specifying a 

set fare at the time of booking and 

accepting credit card payment at 

that time.  That is incomparable 

value... and transparent as well. 

  

The bottom line - it’s always the 

bottom line - is that one should be 

careful in determining a pricing 

policy, because if you choose poorly, 

you can and will pay the price. 

 

© Copyright, Barry Urquhart 
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