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LIKE MOST OF YOU…

…THIS IS HOW WE WILL 
TRAVEL TO PARIS



…THIS IS HOW WE WILL BOOK 
OUR FLIGHT
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AND THE PRICE?



EVERYBODY PAYS A 
DIFFERENT PRICE



Why do two people on the same route pay a different price?

Segmentation

Stephanie

100 EUR

Franz

150 EUR



How do airlines segment their customers and what impact does it have?

1) Statically by product

vs

2) Dynamically by booking behavior

▪Late booking

▪High demand flight

▪Early booking

▪Low demand flight

vs

▪Business Class

▪Extra luggage

▪Economy Class

▪1 handbag



Image source: https://pxhere.com/en/photo/619178

Dynamic pricing has spread from airlines to many other industries. Today, demand-based 

pricing is everywhere…

Car Rental Airlines Online Retail

Public Transport Hotels Supermarkets



Museum

Attractions

ZooSport

Opera/Theatre Concert Ski

ParkingMuseum

…Even in industries where you would not expect it



But why are so many industries embarking on a journey towards demand-based 

pricing?

Varying utilization of 

capacity

Grow ticketing 

revenue

Boost online 

sales

Goals &

results

Challenges

1 2 3

❑ Active capacity 
management

❑ Increase demand 
at off-peak times

✓

✓

❑ Ensure growth and 
profitability

❑ Participate on 
willingness-to-pay

✓

✓

❑ Increase online 
sales

❑ Enhance pre-sales✓

✓



Differentiated Pricing

Static Pricing

Dynamic Pricing

PriceTicket sales
Annual ticket sales

Ticket sales Price

1

2

3

The evolution of pricing over time

“Static price differentiation by 
e.g. ticket type, time or POS”

“Automated and intelligent price 
optimization based on actual 

demand”

“One-size fits all”



Source: https://www.zoo-berlin.de/en
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Static Pricing

PriceTicket sales

“One-size fits all”

1

The Neuschwanstein castle in Germany uses static prices for all their tickets whether or 

not demand varies over the year

One-price fits all 

Same price for every 
day, time, POS,…

https://www.zoo-berlin.de/en


Differentiated Pricing

“Static price differentiation by 
e.g. ticket type, time or POS”

Source: https://www.zoo-berlin.de/en
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The Europa Park uses seasonal prices in order to participate on the willingnes to pay in 

summer but also to stimulate demand in winter

Summer vs. Winter

Pricelist for peak- and off-
peak seasons

https://www.zoo-berlin.de/en


Differentiated  Pricing

“Static price differentiation by 
e.g. ticket type, time or POS”

Source: https://www.zoo-berlin.de/en
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The Moco Museum in Amsterdam differentiates its prices by POS but also by time the 

visitors enter the museum

Online vs. Offline 

Price differentiation by 
POS

Off- vs. Peak-time 

Price discount for off-
peak timeslots

https://www.zoo-berlin.de/en


Dynamic  Pricing

“Automated and intelligent price 
optimization based on actual 

demand”

Source: https://www.zoo-berlin.de/en
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The Indianapolis Zoo is optimizing their prices dynamically and automated to always 

match the price with actual demand

Annual ticket sales

Ticket sales Price

Transparency: 

Color coding to differentiate low 
and high demand/price days

Rules to safe money:
Early and only bookers 

benefit 

Choice:
Prices vary based on 

demand – visitors decide 
what they are willing to 

spend 

https://www.zoo-berlin.de/en


The successful introduction of Dynamic Pricing at Chocoversum in 

Hamburg 
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Facts & figures
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• Privately owned museum

• 800 sqm museum 
+ 150 sqm shop

• Opened in November 2011

• 200.000 guests/year
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Our guests
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30 % 

guests in 

groups

70 % 

Individual 

guests

48.000 schoolkids
12.000 company

members

110.000 tourists
30.000 guests from

Hamburg



Why dynamic pricing?
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guest focus
NO exclusion of 

guestgroups

stretch demand

peaks

time sensitive 

guests

price sensitive 

guests

stable prices for 

frequent guests



Why dynamic pricing?
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economic

reasons

planning

method
ensure growth

weather

independent



Steps for the implementation 
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form a project team set your targets talk to experts

win your shareholders

trust

win your ticketing partner

for the idea
data analytics

implementation
Int./ext. communication 

strategy
Go online



External communication
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Online vs. Offline 

Price differentiation 
by POS

Flexibility
“from” pricelist online



External communication
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Transparency: 

Color coding to differentiate low 
and high demand/price days

Choice: 

3 demand/price scenarios –
customer have the choice



External communication
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Timeslots: 

Color coding to differentiate low 
and high demand/price slots



Did we achieve the targets?
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NO exclusion of guest

groups
stretch demand peaks

time sensitive guests

price sensitive guests

stable prices for 

frequent guests

planning method

ensure growth

weather

independent

100%

75%
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1. This pricing strategy needs resources

2. You will NOT receive more complaints about your prices 

and the ones you get you can react more professional

3. It is easy to increase the prices again and again

4. Helps you in the growing market of reseller

5. It is a lot of FUN

Image source : Pixabay.com

1

What we have learnt?

2

3

4

5
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Image source : Pixabay.com

Key Take-aways of today‘s Webinar

1. Segmentation = choice, 

differentiate prices by product and by booking behavior

2. Base your pricing strategy on Data

3. Be transprarent & actively communicate new pricing 

model internally and to your customer

1

2

3



Curious? Now it is your decision
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Contact Franz for an individual 
consultation on Pricing

Contact Stephanie to find out more
about the Chocoversum

Stephanie Schaub

Managing Director at Chocoversum

sschaub@chocoversum.de

www.chocoversum.de

Franz Blechschmidt

Managing Director at Smart Pricer

franz.blechschmidt@smart-pricer.com

www.smart-pricer.com



LEADING

TICKET
PRICING

COMPANY


