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What’s the difference? To charge 5 x 

£50 one-day tickets to an amusement 
park or 1 x £250 for a 5-day ticket? 

In this Vlog, Grant explains that it all 

depends on the results you want… 
 

When thinking about pricing, 

people get obsessed with what 

they charge, but that’s not the 

only thing that matters. 

 

When they charge also counts. 

Professors, John Gourville and 

Dilip Soman, discovered that the 

closer to when someone pays, the 

more likely they are to use your 

products or services. 

 

Let me give you an example. A 

company may charge £1200 a year 

for gym membership. Often, what 

businesses do, is they’ll charge the 

money up front with a discount 

because it’s great for cash flow. 

 

However, here’s the problem. 

Someone that spends £1200 at 

the beginning of the year on gym 

membership is very lightly – by 

about halfway through – to stop 

using the gym or not use it as 

much. 

 

Whereas someone that is paying 

£100 a month; because they are 

paying every month and, 

therefore, that purchase is coming 

out their account, they’re much 

more likely to use the gym on a 

regular basis. 

 

Of course, this matters for 

renewals. Someone that hasn’t 

used the gym for quite a few 

months is less likely to renew 

than someone that goes 

frequently. That isn’t to say that 

companies should never charge 

money upfront. It really depends 

on the outcome that you want. 

 

Think of a family theme park. It 

costs £50 a day to go. Now the 

theme park could charge £50 per 

day for five one day passes, or 

they could charge £250 up front 

for a five day pass. 

 

However, if someone pays £50 a 

day for five one day passes, 

they’re less likely to skip a day 

than if they paid £250 up front for 

a five-day pass. 

 

Now the theme park may very 

much like people to skip a day, 

because they’re not always at full 

capacity, so really you have to 

think about the outcome that you 

want from the usage, about how 

you charge. 

 

So, it isn’t just the amount, but 

you also want to think about 

outcomes, when you think about 

the way that you’re going to 

charge. 

 

© Copyright, Grant Leboff 

 

About the Author 
Grant Leboff is one of the UK's 

leading Sales and Marketing 

experts.  His fourth book, ‘Digital 

Selling’, debuted at #1 on the 

Amazon charts.  

 

This follows the success of Leboff’s 

previous titles.  ‘Stickier Marketing’ 

(2014) went straight to #1 in the 

Amazon Sales & Marketing Chart, 

and was in the top 10 overall 

Business Chart, on publication. 

‘Sales Therapy’ (2007) and ‘Sticky 

Marketing’ (2011) were both in 

Amazon’s top 10 Business Books, 

and #1 in the Sales & Marketing 

bestsellers chart. 

 

Sticky Marketing Club® Ltd., is a 

sales and marketing consultancy 

providing companies with the 

strategies to thrive in an 

increasingly competitive world. 

Leboff’s Sales and Marketing portal, 

stickymarketing.com produces a 

wealth of resources and 

information on effective Sales and 

Marketing for organisations in an 

ever-changing business 

environment.  He is a highly 

sought-after consultant and 

speaker, and constantly makes 

presentations at conferences and 

events all over the world. 

 

Co-ordinates 
Sticky Marketing Club® Ltd. 

Unit 45, Harriet Way, 

Bushey, WD23 4JH 

Get in Touch: 

www.stickymarketing.com/contact-us 
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Price isn’t just what you charge 
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Important Notice 
© Copyright 2019, Martin Pollins, 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  
 

Some images in this publication are taken 

from Creative Commons – such images may 

be subject to copyright. Creative Commons is 

a non-profit organisation that enables the 

sharing and use of creativity and knowledge 

through free legal tools. 

 
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 within the United 

Kingdom. These disclaimers and exclusions 

are governed by and construed in accordance 

with English Law. 
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