
Sopheva’s Decoy Pricing Strategy: Analysis
and Recommendations

Psychological Impact of the Decoy Option

Decoy effect illustrated: adding a third, pricy option (a $50 “decoy” wine bottle, rightmost) makes the

$30 option appear more reasonable, whereas without the decoy it seemed expensive. Sellers use

this bias to steer customers toward a preferred option by making it look like the best value​

.

Sopheva’s pricing uses a decoy effect to influence customer perception. The Annual Plan

($500/year) is positioned as amuch better deal relative to theMonthly Plan, especially in the

version where monthly is $89. This disparity is intentional: decoy pricing (an asymmetrically high

monthly price) makes the annual option look like a bargain in comparison​

. Psychologically, customers feel they are choosing the “smart” option by grabbing

a 50% discount, not realizing the choice was pre-shaped by the pricing setup .

In essence, the expensive monthly plan serves as a reference point that skews value perception – an

example of the attraction effect where one price option makes another look more attractive by

contrast​ . Sopheva’s enterprise license at $5,000/month likely also acts as an anchor:

seeing such a high price upfront sets a reference that makes the $500/year plan seem relatively

small, amplifying its perceived value . This anchoring leverages our tendency to judge

prices relative to the first figure we see, effectively framing $500/year as trivial next to

$5,000/month . Overall, the decoy option’s psychological impact is to nudge

customers toward the intended plan (annual subscription) by triggering cognitive biases – they

believe they’re maximizing value (getting a “deal”) when in fact their decision has been strategically

influenced by the pricing layout​ . This can increase upfront commitment and revenue per

customer, as buyers convince themselves the pricier annual plan is the optimal choice given the

artificially high monthly alternative.

Comparative Analysis of Sopheva’s Decoy Pricing

Sopheva experimented with two pricing structures for its standard plans: one with ~50% savings on

annual (Monthly $89 vs. Annual $500) and one with a more modest ~17% savings (Monthly $50 vs.

Annual $500). The drastic decoy scenario (inflated $89 monthly) creates a very strong incentive to

choose annual – a textbook decoy effect where the monthly option is deliberately less attractive so

the yearly looks like an obvious win​

. This likely drives a higher portion of customers to pay $500 upfront, boosting cash

flow and reducing churn (since annual commit users stick around longer). However, such a steep

discount can backfire. Research warns that “offering significant annual discounts may inadvertently

affect the perceived value” of the product​ . Customers might question why the yearly

price is so low relative to monthly – does $89/month mean the product is overpriced, or $500/year

mean quality issues? An overly extreme decoy can erode trust or make savvy customers feel

manipulated, which could deter sign-ups instead of encouraging them​ .
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By contrast, themilder discount version ($50/month, ~2 months free with annual) aligns with

common SaaS practice (typically 10–20% off annually). This still employs a decoy effect but in a

more subtle way – annual is cheaper per month, yet $50 monthly is reasonable enough not to scare

off price-sensitive buyers. It respects the compromise that many users expect (a bit of savings for

commitment without an absurd markup on monthly). Likely, this version lowers the barrier for those

unable or unwilling to pay $500 upfront, potentially increasing overall user acquisition at the cost of

some not taking the annual deal. The trade-off is fewer immediate annual conversions compared to

the 50% scenario, but possiblymore total subscribers and a healthier perceived value for the

service. Notably, psychology shows many consumers gravitate to amiddle option when available

(the compromise effect) – if Sopheva’s choices are framed as “expensive monthly” vs. “cheap

annual,” customers pick annual; if framed as “affordable monthly” vs. “even more affordable annual,”

more might still start monthly and upgrade later​

. The optimal approach likely lies in between these tested extremes.

In terms of better decoy implementation, Sopheva might draw inspiration from multi-tier pricing

examples. Effective decoy pricing often involves three options, where a decoy is priced close to a

higher-tier plan but with clearly fewer benefits, steering customers to that higher tier​

. For instance, Spotify’s plans use a “Duo” option priced only slightly below “Family” but with

far fewer accounts, so nearly everyone upsells to Family for just a bit more​ . Sopheva’s current

setup only differs by payment interval, not feature set, so the decoy is less nuanced. A potentially

better approach could be introducing a feature-limited mid-tier plan as a decoy. Imagine a

“Standard” monthly plan at $50 with limited features, an “Pro” plan at, say, $60 with full features

(target option), and the enterprise at $5000 as an anchor. If the Standard (decoy) is priced close to

Pro but with restrictions, customers would flock to Pro, perceiving it as far better value for only a bit

more. In absence of adding tiers, Sopheva can still refine its decoy by adjusting the price gap. The

$89 vs $500 scenario may be too extreme (users may see the monthly as a non-choice), whereas

$50 vs $500 might be too small a nudge. A middle-ground like ~$70/month vs $500/year (around

20–30% savings) could harness the decoy effectwithout raising red flags . In summary,

Sopheva’s decoy strategy is psychologically sound in concept – it leverages relative comparison to

favor the annual plan – but fine-tuning the execution (pricing differences and option structure) is

crucial. Implemented thoughtfully, decoy pricing should make the preferred option shine as the

obvious best value withoutmaking alternatives seem outrageously bad or undermining credibility​

.

Potential Adjustments to Improve Conversions & Revenue

To optimize this pricing strategy, Sopheva can make several refinements:

Moderate the Annual Discount: Avoid an overly steep annual discount that screams “decoy.” As

noted, very large discounts (50%+) can lower perceived value and breed skepticism

. Testing amore modest discount (e.g. ~20% off)might strike a better balance –

enough savings to entice annual commitmentswithout devaluing the product. For example,

pricing monthly at $69–$75 (instead of $89) would still highlight annual as a deal ($500/year),

but the monthly option remains palatable for newcomers. This aligns with SaaS norms (one or

two months free on annual) and avoids making the monthly plan look like an obvious gouge.

Clearly Communicate the Value: Small presentation tweaks can amplify conversions. Sopheva

should explicitly label the savings on the annual plan (“Save 20% with Annual”) to ensure

customers immediately see the value of the preferred option. This taps into loss aversion – users

feel they’d be losing out on a discount if they choose monthly. By making the cost difference

transparent and framed as a potential loss (“don’t miss out on $X savings”), customers are

psychologically more inclined to opt for the annual plan​

. It’s a subtle nudge that reinforces the decoy effect already at work.
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Leverage the Enterprise Anchor (Carefully): The $5,000 Enterprise tier is likely targeted at a

different segment, but it can still serve as a powerful anchor on the pricing page. Highlighting the

enterprise option (e.g. listing it first or visually separate with its high price) can prime customers’

expectations higher

. After seeing a $5k/month offering, paying a few hundred dollars a year for the standard

plan feels far more reasonable. However, make sure to clarify that Enterprise is for large

organizations (so individual users don’t feel the product is generally “worth” $5k/mo). The goal is

to use it as an anchor reference point to elevate perceived value of the lower tiers, without

confusing the target audience of those tiers​ .

Introduce a Free Trial or Money-Back Guarantee: One barrier to choosing an annual plan is the

fear of commitment. If Sopheva isn’t ready to adopt a freemium model (discussed below), a time-

limited free trial for paid plans or a 30-day refund guarantee can boost conversions. This gives

users a risk-free taste of the product’s value. Once they’ve invested time in the platform, many

will opt to continue on a paid plan (loss aversion again – they don’t want to lose access after

experiencing the benefits). A free trial can work hand-in-hand with the decoy pricing: users trial

the full product, then see the pricing options where the annual (with savings) is presented as the

logical choice. This approach can increase initial sign-ups (since $0 trial is an easy decision) and

subsequently increase annual plan adoption when the trial ends, thereby improving

overall conversion to paid and upfront revenue.

Optimize the Scholarship Tier: The scholarship tier (for students and non-profits) is a smart

inclusion to drive adoption in those segments and build goodwill. To maximize its benefit,

Sopheva should keep the qualification process clear and accessible – e.g. simple verification for

students/NGOs. While not a revenue driver directly, this tier can seed word-of-mouth growth and

future paid conversions (today’s students might become paying professionals tomorrow). One

adjustment could be to impose some limits on the free tier’s usage or features, ensuring

organizations with ability to pay will see value in upgrading. Essentially, treat the scholarship tier

as a freemium funnel for a specific demographic. Track how many scholarship users convert to

paid plans over time and consider nurturing them (e.g., sending upgrade offers when they

graduate or as their needs grow).

Experiment and Iterate: Finally, Sopheva should view pricing as an iterative process. The two

versions (50% vs 17% off) were a good test; continuing to A/B test pricing points and option

configurations will yield data on conversion rates, revenue per user, and customer feedback.

Monitor metrics like annual plan uptake, overall sign-up rate, and churn under each scheme. If

the $89 decoy drove high annual sales but lower sign-ups, and $50 drove higher sign-ups but

lower annual uptake, try a middle-ground price or add a third option to see how behavior shifts.

Regularly gather feedback – do customers find the pricing fair and clear? Optimizing pricing is an

ongoing effort, and even small tweaks (like changing a headline, or moving the order of plans)

can meaningfully impact buyer behavior

. By iterating, Sopheva can hone in on a pricing presentation thatmaximizes both

adoption and revenue over time.

Alternative Pricing Strategies to Consider

Beyond the decoy tactic, Sopheva can employ other behavioral pricing strategies to strengthen its

market positioning. Here are some approaches to consider, often used in combination for SaaS

products:
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Anchoring: As touched on earlier, anchoring is a powerful psychological tool in pricing. It involves

presenting a high-priced option first (or in a prominent way) to set a reference point in the

buyer’s mind​

. Consumers then evaluate all other prices relative to that anchor. Sopheva already

has a natural anchor with its Enterprise plan. To leverage price anchoring fully, the pricing page

could list the Enterprise or highest-tier option prominently (even if most users won’t choose it).

For example, many SaaS companies place the enterprise or top-tier plan on the left or at the top

of comparison tables, so all subsequent prices feelmore affordable​ . The

perceived gap highlights the “great deal” of the lower tiers. In Sopheva’s case, showcasing the

$5,000/month plan and its extensive features (for big clients) can subliminally enhance the value

perception of the $50–$89/month offerings for smaller customers​ . The key is to ensure

the anchor is relevant enough to influence perception (e.g., a mid-market “Team plan” could also

serve as an anchor if $5k feels too out of reach for most visitors). When done right, anchoring

makes customers more comfortable spending money because they’ve been shown

amuch higher price as context. This can be complemented with strike-through pricing or

“original price” displays if applicable (for instance, if Sopheva ever runs a promotion, showing the

higher regular price anchors the discount).

Price Bundling: Bundling means offering multiple products or services together at a single price,

often at a slight discount versus buying each separately. This strategy can increase the

customer’s perceived value and encourage higher spending by framing the bundle as a better

deal. Even if Sopheva has a single core product, there may be opportunities to bundle value-

adds. For example, an annual subscription could be bundled with exclusive benefits – bonus

content, additional analytics, or dedicated support hours – at no extra charge. This would

make the annual plan not only cheaper per month, but also objectivelymore valuable than

paying monthly and buying those extras à la carte. Bundling can also be used in a decoy context:

one can position a stand-alone offering as a decoy against a package deal. (For instance, one

Shopify study gave this example: a cycling jersey for $75 vs. a bundle of the jersey plus gloves

for $85 – the single jersey became a decoy, making nearly everyone choose the bundle for just

$10 more​

.) Sopheva could analogously bundle, say, 2 user licenses or 2 years of subscription at

a favorable rate to make the one-year plan look like the smarter choice in comparison. Another

bundling angle is to partner with complementary services – e.g., include a third-party integration

or training module free with Sopheva’s subscription. This not only boosts the perceived

value (getting more for the money) but can also differentiate Sopheva’s offering from

competitors’. In summary, thoughtful bundling can drive customers to higher-priced options and

increase overall revenue while letting them feel they’re getting a deal.
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Premium vs. Freemium Model: Sopheva currently uses a traditional paid model (with a special

free/discount tier for students and non-profits). It might explore a more general freemium

strategy if broad adoption is a primary goal. In a freemium model, you offer a basic version of

the product free to all users, and charge for premium features or higher usage tiers​

. The psychological benefit is zero barrier to entry – anyone can start using Sopheva,

which can rapidly grow the user base and product awareness. Over time, some percentage of

those free users will upgrade to paid after experiencing the value, as long as the premium

features are compelling​ . In fact, converting freemium users can be easier than cold-

selling, because “they have experienced the product’s value” first-hand​ . However, the

challenge is that many free users never convert, so Sopheva would need to carefully design

limitations on the free tier to encourage upgrades (for example, limit the number of projects, the

AI capacity, or advanced features in the free version). It’s a delicate balance: give enough free

value to hook users, but not so much that they can forever stick on free​ . If a full

freemium model is too drastic a shift, Sopheva could consider a free trial (premium model) as

mentioned, or a time-limited free access period for new users. The premium (paid-only)

model that Sopheva has now ensures all paying users are generating revenue immediately, which

is good for short-term finances, but it relies on convincing people to pay without a test run. A

hybrid could be offering a $0 “Basic” plan with very limited functionality (or usage credits per

month) – effectively a taste of Sopheva – and then using in-app prompts and email marketing to

convert those users to the $50–$89/month plan. The scholarship tier already acts as a kind of

freemium for certain groups; extending a similar concept (with reasonable limits) to all users

could significantly expand adoption. The decision here should weigh the cost of supporting

free users (in infrastructure and support) against the potential boost in paid conversions and

network effects of a larger user base.

Usage-Based Pricing: Another strategy is shifting to a usage-based (pay-as-you-go) pricing

model. Instead of a fixed monthly fee for unlimited use, customers pay in proportion to how much

they use the service. This model aligns price directly with value received – customers with light

usage pay less, heavy users pay more

. Many modern SaaS and API-based services (like cloud platforms) succeed with this

approach because it feels fair and scalable: as the customer’s business grows or their usage of

Sopheva increases, Sopheva’s revenue from that customer grows accordingly. If Sopheva’s

product has measurable usage metrics (e.g., number of documents processed, data storage,

user seats, etc.), a usage-based model or a hybrid tiered model could be attractive. For example,

Sopheva might charge a base fee and then $X per additional unit of usage beyond a threshold.

This lowers the entry cost for new customers – they can start at a lower price if their needs are

small, removing the hurdle of a relatively high flat fee. It also captures more value from power

users or larger clients who can significantly exceed the typical usage. The downside is

complexity: both in predicting revenue and in customers understanding their bills​ .

Usage-based pricing can lead to unpredictable monthly charges, which some customers dislike,

and it requires transparency (clear reporting of usage) to maintain trust​ . To mitigate

this, Sopheva could implement usage tiers (banded pricing) – e.g., up to 100 units for $50, up to

200 for $89, etc., or simply cap the max charge at the flat fee so it behaves like a safety net.

Another option is a per-user pricing model, common in B2B SaaS: charging per seat or per

account. If Sopheva is used by teams, a per-user fee can make pricing proportional to team size

(though this can discourage spreading the tool to more team members if priced too high per

head). In any case, moving toward usage-based or per-user pricing should be done only if it

aligns with how customers derive value from Sopheva. When aligned, it can increase

revenue fairly – customers pay more as they get more value – and make the product appealing to

a wider range of budgets. It’s worth noting Sopheva could combine models (e.g., have a base

subscription plus usage fees for certain premium features or API calls), blending predictability

and flexibility.
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In exploring these alternative strategies, Sopheva doesn’t need to abandon its current model entirely.

Often the best approach is hybrid – for instance, a tiered model (Basic, Pro, Enterprise) that uses

anchoring and decoys within it, offers a freemium entry point, and maybe incorporates usage add-

ons for high-end features. The ultimate goal is to maximize both adoption and revenue while keeping

customers happy with what they’re paying.

Recommendations and Conclusion

Sopheva has a strong product and a thoughtful approach to pricing; with some tweaks, it can

optimize both uptake and earnings while reinforcing its value. Here are actionable

recommendations based on the analysis:

1. 
Refine Decoy Pricing: Adjust the monthly vs. annual pricing gap to a reasonable discount

(≈20%). For example, consider pricing around $60–$75/month with $500/year, rather than an

extreme $89. This will continue to nudge users toward annual plans without undermining the

product’s perceived value​

. Clearly highlight the savings on the annual plan (e.g., “Save 2 Months”) to make the

value gap obvious and compelling.

2. 
Maintain Trust and Clarity: Be transparent about what each plan offers. If using a decoy, ensure

customers don’t feel tricked – frame the monthly plan’s higher cost as the price of flexibility

(“pay-as-you-go convenience”), while the annual is “value for commitment.” This honesty helps

maintain trust even as you influence choice. Also, utilize the enterprise price as an anchor on

the pricing page to subliminally raise value perception, but clarify its target audience so it doesn’t

confuse individual buyers​

.

3. 
Leverage Trials and Limited Free Plans: Implement a free trial period (e.g., 14 or 30 days of full

access) to reduce friction in onboarding new customers. This allows users to experience

Sopheva’s value firsthand, making them more amenable to investing in a paid plan afterward. In

parallel, consider expanding on the scholarship idea by offering a limited freemium tier for all –

for instance, a free plan with very basic usage limits. This can act as a pipeline for new users who

can later upgrade once they outgrow the free capabilities​

. Monitor conversion rates from trial/free to paid to ensure it’s driving revenue.

4. 
Add Value to Annual and Higher Tiers: To further encourage upgrades, bundle extra value into

longer-term or higher-tier plans. For example, include priority support, additional integrations, or

exclusive features with the annual subscription (or a hypothetical “Pro” tier) at no extra cost. This

makes the higher-priced option not just cheaper per month, but objectively a better deal in terms

of features/benefits – sweetening the pot for customers to go big. If Sopheva ever has

complementary services or content, bundle them into packages to increase average deal size

and make standalone options look less attractive​

.

5. 
Consider Tiering by Usage or Users: Evaluate if a usage-based or per-user element could

enhance the pricing strategy. If smaller customers find $50/month too steep for minimal use,

introducing a usage-scaled plan (pay for what you use) or a lower entry tier could capture those

users instead of losing them. Conversely, if some customers would happily pay more for higher

usage or additional seats, make sure there’s a pricing option to capture that revenue (short of the

giant leap to $5,000 Enterprise). Even a simple tier structure (e.g., Standard vs. Team vs.

Enterprise) could address different segments and use anchoring/decoy effects within those tiers.

Just ensure the pricing remains understandable and predictable to avoid overwhelming buyers​

.
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6. 
Test and Iterate Continuously: Treat your pricing page as a living experiment. Continuously A/B

test messaging, pricing points, and configurations. For example, test highlighting the annual plan

as “Most Popular” vs. not, or test a 3-tier layout (Monthly, Annual, Enterprise shown together) vs.

separating enterprise on a different page. Use data – conversion rates, churn, feedback – to

guide adjustments. Small changes can yield significant improvements in conversion. Regular

reviews (quarterly, for instance) of pricing performance will ensure Sopheva stays optimized for

market conditions and customer preferences​

.

By implementing these recommendations, Sopheva canmaximize adoption and revenue in tandem.

A savvy pricing strategy will attract price-sensitive newcomers (through trials or modest entry

options), convert them into valuable long-term customers (through decoy effects and clear value in

annual plans), and scale with them (through tiered/usage options) as they grow. Throughout, it’s vital

to maintain a strong perceived value – customers should feel that whichever plan they choose,

Sopheva is worth every dollar. By using psychological pricing tactics ethically and pairing them with

genuine value delivery, Sopheva will build trust and loyalty, not just higher short-term sales. In

conclusion, optimize the decoy to be persuasive but fair, explore complementary pricing tactics like

anchoring, bundling, and freemium, and remain adaptable. This will position Sopheva’s pricing as a

strategic asset for growth, helping the company capture market share while sustaining the premium

image of its product. With the right pricing mix, Sopheva can accelerate user acquisition and revenue

uplift, all while users feel they are getting a great deal – a win-win scenario for both the business and

its customers.

Sources: The analysis draws on pricing psychology principles and SaaS best practices, including

the decoy (asymmetric dominance) effect

, anchoring bias in price presentation , and insights

on subscription discounting and perceived value . For further reading, see

Shopify’s and Simon-Kucher’s discussions on psychological pricing​ , as well

as SaaS pricing model guides​ that informed the recommendations above.
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Please suggest 5 alternative pricing strategies based on this

analysis and product launch plan.  the main goal here is to test

ads & pricing.   Please also consider doing a price per simulation.

(X board simulations).   I like the idea of doing a 30 day money

back guarantee but I do not want a free plan.   

Please suggest them in the order in which you would recommend

them and have a sentence about why you would recommend

each one. 

Thanks for the clarification! Before finalizing the five alternative pricing strategies, could you confirm:

1. Price per Simulation – Should this be a flat rate per board simulation, or should it be tiered (e.g.,

bulk pricing where buying more simulations reduces per-unit cost)?

2. Subscription vs. One-Time Pricing – Would you like a mix of both models in these alternatives,

or should all be based on a subscription structure?

3. Target Test Budget – Are you aiming for high-velocity testing with low-cost options first, or is

there room to test premium price points as well?

This will help prioritize the pricing strategies for the best market validation results!

1 - You decide what might be best based on the history of this

conversation, target customer, etc.  We're trying to optimize for

conversion as well as comfortable pricing, but not cheap.  I'm

leaning towards pricing that feels expensive, but you'd be willing

to try it. 

2 -  You decide. 
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https://www.potio.cc/blog/pricing-strategies-compromise-anchoring-decoy#:~:text=Shopify%E2%80%99s%20pricing%20prominently%20features%20the,more%20accessible%20to%20smaller%20businesses
https://www.wingback.com/blog/should-you-offer-discounts-for-yearly-subscribers#:~:text=Reduced%20Perceived%20Value%20Offering%20significant,quality%2C%20reliability%2C%20or%20expected%20longevity
https://www.wingback.com/blog/should-you-offer-discounts-for-yearly-subscribers#:~:text=The%20optimal%20discount%20amount%20or,SaaS%20product%20holds%20less%20value
https://www.shopify.com/enterprise/blog/108418950-decoy-pricing-the-strategies-your-competitors-use-to-get-customers-to-buy-more#:~:text=3
https://www.simon-kucher.com/en/insights/positioning-decoy-pricing-shape-how-customers-perceive-value#:~:text=For%20example%2C%20a%20business%20might,value%20ratio%20than%20the%20decoy
https://www.netguru.com/blog/software-pricing-models#:~:text=Freemium%20pricing%20aims%20to%20hook,never%20convert%20to%20paying%20customers
https://www.netguru.com/blog/software-pricing-models#:~:text=Usage,storage%2C%20and%20outbound%20data%20transfer


3  - This is a premium product.  I don't want low cost options

other than for students or non profits. 

I will develop five alternative pricing strategies based on your launch plan, targeting a premium

customer base and balancing conversion with perceived value. These strategies will include:

1. A Tiered Subscription Model with Per-Simulation Add-Ons – A premium subscription model

with a set number of board simulations included, plus an option for additional pay-per-use

simulations. This balances predictable recurring revenue with flexibility for power users.

2. High-Touch, Pay-Per-Simulation Model – A pricing structure focused on selling individual board

simulations, possibly with bulk discounts for higher volume buyers. This optimizes for immediate

revenue per user and premium positioning.

3. Anchored Premium Pricing with a Decoy Effect – A three-tiered approach where the mid-tier

(the preferred option) is presented as the best value relative to a high-priced premium tier and a

restricted entry-level tier. This influences purchasing behavior and ensures high perceived value.

4. 30-Day Money-Back Guarantee with Hybrid Pricing – A pricing strategy that integrates a full

satisfaction guarantee, encouraging hesitant customers to commit while maintaining premium

price positioning. Includes subscription and one-time purchase options.

5. Enterprise + Exclusive Access Model – An invite-only or high-touch sales model that targets

executive customers with white-glove service, personal advisory consultations, and other

exclusivity perks.

I will rank these strategies based on feasibility, revenue optimization, and conversion potential,

providing a brief rationale for each recommendation.

Recommended Premium Pricing Strategies
for Sopheva

Sopheva can employ several premium pricing approaches to support its launch goals and target

market. Each strategy below is ranked by how feasible it is to implement, its potential revenue impact,

and its likelihood of converting CEOs and executives. All options maintain a high perceived value

by avoiding low-cost commoditization, since a higher price point itself signals higher quality​

. Each strategy also includes tactics (like a 30-day money-back guarantee) to encourage

conversions despite the premium positioning.

1. Tiered Subscription Model with Per-Use Add-Ons (Hybrid
Premium Pricing)

Offer a multi-tier subscription (e.g. Silver, Gold, Platinum plans) that caters to different usage levels,

with each tier priced premium. Higher tiers include greater allowances of simulations and exclusive

features, while still feeling worth the cost. To capture additional revenue from heavy users without

cheapening the base plans, include pay-per-use overage add-ons for simulations beyond the plan

limits. This hybrid of tiered + usage-based pricing appeals to a wide range of customers and budgets​

– executives can start at a lower tier and scale up, and power-users generate more

revenue via add-ons. It’s a feasiblemodel (common in SaaS) and provides predictable recurring

income from subscriptions plus upside from extra usage. To leverage pricing psychology, make the

middle tier the “recommended” option (with a decoy basic tier or a high-priced top tier as contrast)

so most customers gravitate toward it as a safe middle-ground​ . All plans would come

with a 30-day money-back guarantee to reduce risk, so CEOs feel confident trying a subscription.

This strategy balances premium positioning with conversion: the tiers signal a high-value service,

while the guarantee and flexible add-ons remove adoption barriers. Overall, it is likely to drive strong

revenue and sign-ups, as it canmonetize heavy usage (users who need more simulations simply pay

a bit extra rather than perceiving an absolute limit)​ and simultaneously lower the entry

hurdle for new customers with a lower-tier option.
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2. Pay-Per-Simulation Pricing with Volume Discounts (Usage-
Based Model)

Charge customers per simulation run (pay-as-you-go), optionally selling simulation credits in

bundles for a slight discount. This pure consumption model feels premium by assigning a high value

to each simulation (e.g. a significant price per run), yet it’s enticing because it requires no long-term

commitment upfront. The low initial cost of just buying one or a few simulations lowers the barrier

and can prompt faster conversion – customers can try Sopheva’s full capabilities by paying only for

immediate needs​

. For example, Sopheva might sell packs like 10 simulations for $X (at a lower unit price

than single runs) to encourage bigger purchases in advance. This bulk-discount approach is similar to

how some services offer pay-as-you-go credits (e.g. email platforms selling blocks of email sends)​

. It ensures that occasional or skeptical users can dip their toes in without feeling over-

committed, which is useful for busy executives who want to test value on a per-use basis. To maintain

a premium feel, the per-simulation rate would be priced high (reflecting the significant value of each

business simulation), and larger bundles yield value savings — anchoring the idea that buying more

simulations up front is a better deal. A 30-day money-back guarantee can apply here too (for

instance, refund the first simulation or first bundle if not satisfied) to further eliminate risk. This model

is feasible to implement and aligns pricing with actual usage, though revenue can be less predictable

month-to-month. It’s ranked slightly lower than a subscription because while it can attract

conversions quickly with its flexibility, it may not drive as much long-term value per customer unless

users consistently buy more credits. Still, it avoids any notion of “unlimited cheap use” by making

each simulation a paid, valuable event, preserving Sopheva’s high-value image.

3. Decoy & Anchored Tier Pricing (Psychological Premium
Positioning)

Design Sopheva’s pricing page to take full advantage of pricing psychology – using an expensive

anchor and a decoy option to guide customer choice. This strategy still involves tiered plans, but the

emphasis is on how they are presented rather than the mechanics of usage. For example, introduce

a high-priced “Executive Platinum” plan first to act as an anchor; seeing a very expensive option

sets a reference point that makes the next options appear more reasonable by comparison​

. Then offer amid-tier plan (e.g. “Professional”) with robust features as the ideal choice

for most, and a lower-tier plan (e.g. “Basic”) as a decoy or entry option. The decoy effect works by

having one option that’s close in price to a better-value option but with obviously fewer benefits​

– for instance, a “Basic” plan priced only slightly less than the “Professional” plan but with

significantly reduced features/capacity. This nudges customers to upgrade to the Professional tier

since it looks like a much better deal for not much more cost​ . The top-tier (Executive

Platinum) can be extremely pricey and feature-rich, which both reinforces a premium brand

image and serves the small segment of customers willing to pay top dollar for maximum value

(anchoring high, yet a few may choose it regardless​ ). All tiers would prominently include the

30-day refund guarantee to ease decision-making (when a guarantee is offered, conversion rates

jump as hesitation drops​ ). This psychologically-optimized pricing layout is highly feasible

and can be combined with any subscription model: it doesn’t change the underlying prices or costs,

only how choices are framed. When done correctly, it can increase average revenue per

customer by steering more buyers to higher-priced tiers without feeling “pushy,” and improve

conversion by offering a clearly superior “sweet spot” option. It ranks high in recommendation

because it enhances whatever base pricing model Sopheva chooses – making the product feel

premium yet pushing customers toward lucrative middle or top tiers through smart positioning.

4. “Risk-Free” Premium Membership (Annual Upfront with 30-
Day Money-Back Guarantee)

CHARGEBEE.COM

WITHORB.COM

SURFERSEO.COM

POTIO.CC

POTIO.CC

POTIO.CC

PITCHDRIVE.COM

https://www.chargebee.com/resources/glossaries/pay-as-you-go-pricing/#:~:text=1,Users
https://www.withorb.com/blog/saas-usage-based-pricing-examples#:~:text=%2A%20Pay,set%20number%20of%20monthly%20sends
https://surferseo.com/blog/high-ticket-sales/#:~:text=Introduce%20your%20highest
https://www.potio.cc/blog/pricing-strategies-compromise-anchoring-decoy#:~:text=Example%3A%20Spotify%E2%80%99s%20Duo%20PlanImage%3A%20Spotify%27s,pricing%20plans
https://www.potio.cc/blog/pricing-strategies-compromise-anchoring-decoy#:~:text=,Family%3A%20%2419.99%2Fmonth
https://www.potio.cc/blog/pricing-strategies-compromise-anchoring-decoy#:~:text=%2A%20Place%20your%20most%20feature,to%20your%20anchor%20pricing%20point
https://www.pitchdrive.com/stories/use-the-power-guarantee-to-tackle-all-naysayers-and-boost-your-sales#:~:text=,that%20you%20are%20confident%20in


Position Sopheva as a high-trust, high-value service by selling an upfront premium

membership (e.g. an annual subscription or expensive monthly plan) that comes with a full 30-day

money-back guarantee. In this model, instead of offering a cheap introductory price, Sopheva

actually charges a substantial amount upfront – reinforcing that the product is worth a serious

investment – but completely removes the risk for the first month. For example, an executive could

sign up for the year (or a high-cost month-to-month plan) at a premium rate, and if by day 30 they're

not convinced of the value, they get a no-questions refund. This “try it because you have nothing to

lose” approach leverages risk reversal to encourage conversions: knowing there’s a safety net makes

potential buyers far more likely to say yes​

. Importantly, requiring the upfront payment (as opposed to a free trial) maintains a

premium positioning – it conveys that the service is so confident in its value that it charges full price

but promises satisfaction. This strategy is quite feasible (it’s mainly a policy and messaging choice)

and can significantly boost initial sales – one case showed adding a 30-day guarantee increased

sales by 21%, with only a portion of customers claiming refunds​ . For Sopheva, that

means more executives will give the product a chance, leading to more paid users, while the refund

option keeps them comfortable. The revenue impact of those who stick is high (since they’ve paid

for a large commitment), and even if some refund, those who don’t will have demonstrated strong

product-market fit. Over time, a percentage of users are likely to forget or decide to continue past the

guarantee period, yielding solid customer retention and revenue. This “premium membership with

money-back assurance” strategy ranks slightly lower than the more flexible models above, only

because it demands a bigger leap of faith from the customer initially. However, it’s a powerful way

tomaximize revenue per conversion (especially if most users keep the service) while still offering

an enticing, risk-free trial period that preserves Sopheva’s high-value aura (no need for bargain

introductory pricing).

5. Enterprise or Invite-Only Exclusive Plan (High-Ticket Tier)

Create an ultra-premium offering targeted at enterprise clients or elite users, sold via invitation or a

“Contact Us” sales process rather than published pricing. This could be a bespoke Enterprise

Tier or a limited “Sopheva Executive Circle” program that includes the highest level of service – for

example, unlimited simulations, dedicated support/consulting, custom integrations, and any other

white-glove features that matter to CEOs. The price point for this plan would be significantly higher

than other tiers (potentially a five- or six-figure annual contract), and by making it available only

through application or personal outreach, it establishes exclusivity. Many SaaS companies hide their

top-tier pricing and ask interested parties to reach out, which allows flexible negotiation and signals

that it’s a custom, premium solution​

. An invite-only model heightens the allure: when a product is exclusive, it signals high

quality and status, making it more desirable to be part of the “elite group” of customers who have

access​ . This strategy might involve offering the first few enterprise customers an invite-

only beta or pilot at a high price, essentially testing the ceiling of willingness-to-pay in the market.

It’s ranked last not because it lacks revenue impact – on the contrary, a single enterprise deal could

dwarf many individual subscriptions – but because it targets a narrower segment and is less

immediately scalable. The feasibility is moderate, as it requires a tailored sales approach and

possibly custom contract terms, but it aligns well with Sopheva’s focus on CEOs and business leaders

by giving them an exclusive VIP option. In practice, this high-end tier can also serve as a pricing

anchor (even if a prospect doesn’t opt for it, knowing a ultra-premium version exists boosts the

brand’s premium perception). Including a money-back guarantee or pilot clause here can further

reduce corporate procurement concerns (e.g. “if our solution doesn’t meet agreed results in 30 days,

you can opt out”), though often enterprise buyers will expect thorough pre-sale evaluation anyway.

Overall, offering an invite-only high-ticket plan lets Sopheva capture maximal value from clients who

need top-tier service, without diluting the core pricing for other users. It’s an excellent way

tomaintain a high-end brand image and potentially land very lucrative contracts, albeit with a lower

volume of customers. Each closed enterprise sale would have a significant revenue impact, and the

exclusivity can create buzz that elevates Sopheva’s perceived value for all customers.
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Deploy your 5 suggestions in the format of a chart for me to

compare. Pleases suggest actual dollar amounts.  Monthly

pricing needs to be more than $50 a month because that's too

cheap.  It needs to be less than $1,500 a month because that's

what people pay for Vistage.   But it should be a premium price

because this is a premium product and people are using this to

make $100,000 decisions. 

To finalize the pricing recommendations, could you specify the ideal pricing range within the

$50-$1,500/month boundary? Should it lean closer to Vistage pricing (e.g., $1,000/month) or slightly

below for accessibility (e.g., $250-$750/month)? Also, do you have a preference for how pricing

scales for additional simulations (e.g., $X per extra simulation beyond the included amount)?

I don't have a preference on price.  I just need to make a decision

to test this launch strategy. 

I'll generate a comparison chart outlining five pricing strategies with specific dollar amounts, keeping

the pricing premium while maintaining accessibility within the $50-$1,500/month range. The pricing

will reflect the product’s high value, ensuring it aligns with executives making $100,000+ decisions.

The chart will also include per-simulation add-ons where applicable.

Comparison of Five Premium Pricing
Strategies for Sopheva

1. Tiered Subscription Model with Per-Simulation Add-Ons

Structure: Offer multiple subscription tiers (e.g., Basic, Professional, Premium), each including a

set number of simulations per month.

Basic – $100/month: Includes 5 simulations; additional simulations $20 each.

Professional – $300/month: Includes 20 simulations; additional simulations $15 each.

Premium – $1,000/month: Includes 50 simulations (high limit); additional simulations $10

each.

Additional Usage Pricing: If a customer exceeds their tier’s included simulations, they can

purchase extra simulations at the per-simulation add-on rate above.

Brand Positioning: All tiers are priced at a premium level (no low-cost plans), reinforcing

Sopheva’s high-end image while allowing scalability for different needs.

2. Pay-Per-Simulation Model with Bulk Discounts

Structure: No monthly subscription fee – clients pay for each simulation usage, with volume

discounts for buying in bulk.

Single Simulation – $100 per simulation (pay-as-you-go).

Bulk Packages – Pre-pay bundles with discounted rates:

5 simulations for $450 (10% savings, effectively $90 each).

10 simulations for $800 (20% savings, $80 each).

20 simulations for $1,500 (25% savings, $75 each).

Pricing Flexibility: Customers can control costs by purchasing simulations as needed, and are

incentivized to commit to larger packs for better value.

Brand Positioning: A high per-use price underscores Sopheva’s premium value per simulation,

while bulk discounts reward commitment and convey a high-end, customer-friendly approach.



3. Decoy & Anchored Tier Pricing (Psychological Premium
Positioning)

Structure: Implement a three-tier pricing lineup with a very high-priced anchor plan and a decoy

plan, to make a middle option most appealing:

Anchor Tier (Ultra Premium) – $1,500/month: A fully loaded plan (e.g., unlimited

simulations, concierge support). This extremely high-priced option sets an anchor for

premium value.

Decoy Tier (Premium) – $1,200/month: Priced slightly below the anchor but with

significantly reduced features or value. This option is intentionally less attractive for its price.

Optimal Tier (Professional) – $1,000/month: A well-balanced plan with ample simulations

and key features. It’s positioned as the "best value" relative to the above two.

Psychological Effect: The $1,500 anchor creates a reference point that makes all other plans

seem more affordable. The $1,200 decoy (with lower value) nudges customers toward the $1,000

Professional plan, which feels like a bargain in comparison.

Brand Positioning: Even the “best value” choice is a high-end plan, maintaining Sopheva’s

premium brand image and leveraging pricing psychology to maximize perceived value.

4. 30-Day Money-Back Guarantee with Upfront Annual
Pricing

Structure: Encourage an upfront annual subscription by offering a significant value advantage

and a risk-free trial period.

Annual Plan – $1,200/year (equivalent to $100/month): Customers pay for a year upfront at a

discounted rate.

Monthly Plan – $120/month: A month-to-month option at a higher price (for flexibility).

Guarantee: A 30-day money-back guarantee on the annual plan allows customers to get a

full refund in the first month if not satisfied.

Conversion Incentive: The money-back guarantee reduces risk, encouraging more users to

commit to the annual plan (higher upfront revenue). Those not ready for annual commitment can

still start monthly, knowing they can upgrade later.

Revenue Impact: Upfront annual payments boost cash flow and customer lifetime value, while

the guarantee minimizes the fear of making a large commitment.

Brand Positioning: The guarantee signals confidence in Sopheva’s quality. This customer-

friendly premium policy enhances trust and aligns with a high-end service image.

5. Enterprise or Invite-Only High-Ticket Plan

Structure: An exclusive top-tier plan for enterprise clients, available on an invite-only or

application basis.

Pricing: Approximately $1,500/month (base), potentially with custom quotes for large-scale

solutions. This tier sits at the top of Sopheva’s pricing range.

Premium Services: Includes white-glove services such as:

Personalized onboarding and training.

A dedicated account manager for support.

Custom simulation features or integrations upon request.

Priority 24/7 support and consulting.

High usage limits or unlimited simulations.

Exclusivity: Marketed as a “Contact Us for Pricing” plan, emphasizing that it’s not open to

everyone. This invite-only mystique enhances its perceived prestige.

Brand Positioning: Showcases Sopheva as an ultra-premium solution. Catering to an exclusive

clientele reinforces the brand’s high-end status and justifies the premium price through



exceptional service.

Comparison of Pricing Models – Advantages

Pricing Model

Revenue Potential (Avg.

Spend per Customer)

Conversion

Likelihood (Ease of

Signup)

Psychological

Impact (Customer

Perception)

Tiered

Subscription +

Add-Ons

- Steady recurring

revenue from

subscriptions, plus

upside from per-

simulation fees if users

exceed limits.

- Opportunity to upsell

customers to higher tiers

as their needs grow

(increasing lifetime

value).

- Multiple entry points (e.g.,

Basic vs. Premium) appeal

to different budgets,

improving overall sign-up

rates.

- Low risk of overpaying:

customers can start small

and scale up, making initial

conversion easier.

- Clear value differentiation

between tiers gives

customers confidence

they’re choosing the right

plan.

- Knowing they can pay-as-

they-go for extra usage

prevents fear of committing

to too high a plan, fostering

trust.

Pay-Per-

Simulation +

Bulk Discounts

- High revenue per use;

heavy users generate

significant revenue,

especially when buying

large packages upfront.

- Bulk sales provide

immediate cash and lock

in future usage (revenue)

in advance.

- Very low barrier to start:

customers pay only $100 to

try one simulation,

encouraging trial

conversions.

- Bulk discount options can

convert satisfied users into

larger commitments

without forcing a

subscription.

- “Only pay for what you

need” pricing feels fair (no

paying for unused capacity).

- Getting a discount for

bigger purchases creates a

sense of receiving VIP value,

reinforcing a positive view of

the high price.

Decoy &

Anchored Tier

Pricing

- Many customers

gravitate to the high-

middle tier (~$1,000) due

to the anchor effect,

raising average revenue

per user.

- A few clients may opt

for the $1,500 anchor tier,

which maximizes revenue

on those sales.

- By design, most

customers are funneled to

the target middle tier,

which has strong value but

still a high price, improving

conversion at that tier.

- The decoy discourages

customers from choosing a

lower-value or less

profitable option, gently

pushing them upward.

- High anchor price sets a

luxury tone, enhancing

perceived value of all plans.

- Customers feel they are

making a savvy choice by

selecting the “best value”

$1,000 plan, increasing

satisfaction with the

purchase.

Money-Back

Annual

Commitment

- Annual upfront

payments yield large

immediate revenue and

ensure at least 12 months

of customer value.

- Reduces churn in the

first year; committed

users are more likely to

fully adopt the product

(increasing retention and

upsell opportunities).

- The 30-day refund

guarantee significantly

boosts buyer confidence,

leading to more sign-ups

(especially for the annual

plan).

- Offering a monthly

alternative captures those

who won’t commit long-

term, keeping the door

open to convert them later.

- A money-back guarantee

is reassuring, painting

Sopheva as a customer-

centric premium brand.

- Annual commitment

implies the product is worth

a long-term investment,

enhancing perceived

reliability and value.

Enterprise

Invite-Only

- Extremely high revenue

per account; one

enterprise client at

$1,500/month provides as

much revenue as many

smaller customers

combined.

- Custom contracts can

include additional

services or volume,

maximizing revenue from

each enterprise deal.

- Conversion is highly

selective: fewer clients

overall, but each

conversion is a big win in

revenue.

- Invite-only format may

deter casual sign-ups,

focusing sales efforts on

serious, qualified leads

(higher close rate among

those who engage).

- Exclusivity creates allure —

the product is perceived as

top-tier if not everyone can

buy it directly.

- Enterprise clients receive

bespoke treatment, which

strengthens loyalty and

underscores the premium

brand narrative.



What do you think about this? 

Scholarship - You decide the price.  Tell us why you need a

discount, how much you can pay and a few links to validate your

story. 

Basic – $75/month: Includes 5 advisory board meetings with

unlimited length.  Additional meetings $20 each

Pro - $300 unlimited meetings

Enterprise  - $5,000 per month. Unlimited users, Unlimited

meetings 

30% annual discount 

30 day month back guarantee

Your proposed pricing structure is well-aligned with a premium positioning strategy while offering

flexibility. A few clarifications and suggestions to refine it further:

1. Scholarship Pricing: This is a great approach to make the product accessible while preventing

abuse. Would you like to set aminimum threshold (e.g., no less than $10/month) to prevent

users from gaming the system with $0 bids?

2. Basic Plan at $75: This price is reasonable and premium enough to maintain product value.

Would you like to include an option to purchase bulk add-ons (e.g., 5 additional meetings for a

slight discount instead of $20 per meeting)?

3. Pro at $300 (Unlimited Meetings): This is a strong mid-tier plan. Would you consider a cap on

simultaneous meetings (e.g., cannot run two concurrent meetings) to ensure fair use without

abuse?

4. Enterprise at $5,000: This price aligns well with competitors like Vistage. Do you want to offer

additional white-glove features or services (e.g., dedicated support, onboarding assistance,

integrations) to justify the high cost?

5. 30% Annual Discount: This discount is attractive. Would you like to A/B test between 20-

30% to see what drives the highest conversions while maintaining revenue?

6. 30-Day Money-Back Guarantee: This is great for reducing hesitation. Would you like to specify

that it applies only to the first payment (to prevent refund abuse by annual subscribers who use

the service and then request a refund months later)?

Let me know if you'd like to refine these areas further or stick with the current model!

Just for clarification, the pro version will be unlimited meeting for

one user. 

The enterprise would be 1/yr minimum and have the ability to run

on prem on an air gapped network. 

Got it! Your pricing structure is well thought out with a strong premium positioning while allowing

flexibility for different user needs. I'll refine it based on your clarifications and ensure it maximizes

conversion potential while maintaining a premium feel.

I'll analyze:

How the Scholarship 'Name Your Price'model might impact conversions and revenue.

Whether the Basic Plan at $75/month with per-meeting pricing is optimal.

If the Pro plan at $300/month (unlimited for one user) is well positioned.

How to reinforce the Enterprise plan ($5,000/month, minimum 1-year, air-gapped option) with

added features and perceived value.

The effectiveness of 30% annual discount and 30-day money-back guarantee in improving

conversion and customer confidence.

I'll provide insights on potential tweaks and A/B testing options to optimize for both adoption and

revenue.



Analysis and Recommendations for
Sopheva’s Pricing Strategy

Scholarship Model Feasibility

Offering a “Scholarship” pay-what-you-can option can broaden accessibility, but it needs guardrails

to prevent abuse. Requiring users to explain their need with validation is a good first step – it deters

casual underpayers. However, without a price floor, some may offer token amounts (e.g. $1) which

attracts users who aren’t truly engaged​

. In Creately’s pricing experiment, customers who paid the minimum ($1) often didn’t stick

around or use the product much​ . This suggests Sopheva should set aminimum

acceptable price (or a max % discount) for scholarships to ensure users have some “skin in the

game.” For example, you might require at least 20–30% of the Basic plan price – high enough to

signal commitment, yet significantly discounted. This balances inclusivity with sustainability; it keeps

the platform premium (not essentially free) while helping those in genuine need.

It’s also important to clearly define scholarship criteria (students, nonprofits, hardship cases, etc.)

and verify claims via the provided links. Manual review of applications can filter out abuse but adds

overhead. Sopheva could periodically audit scholarship users’ activity and require re-validation after

some time, ensuring the program serves its intended audience. Not everyone will be “fair” if purely

left to honor system​

, so maintaining control is key. To refine this model, consider:

Set a Floor Price: Establish a minimum monthly rate (e.g. 50% of Basic plan) for scholarship

subscriptions to avoid unsustainably low payments​ . This ensures even discounted

users contribute some revenue and value the service.

Strict Eligibility & Term Limits: Clearly state who qualifies (e.g. early-stage founders, students)

and perhaps limit the duration (e.g. a 6-month scholarship, renewable upon review). This

prevents long-term abuse and encourages users to “graduate” to paid plans if their situation

improves.

A/B Test Application Process: If feasible, test different scholarship application forms or

messaging. For instance, one version could mention a suggested minimum donation vs. another

with no mention, measuring if conversion quality or average price differs. The goal is to see if

gently guiding applicants to pay a bit more yields higher revenue without deterring truly needy

users.

Overall, a scholarship model is feasible for accessibility – many companies successfully offer need-

based discounts​

. Just ensure it’s positioned as an exception (for special cases) so it doesn’t dilute the

premium brand. By maintaining a floor and a vetting process, Sopheva can gain goodwill and users

who otherwise couldn’t afford it, while minimizing free-riders.

Basic Plan Pricing & Value
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The Basic plan at $75/month for 5 advisory board meetings (unlimited length) with $20 per additional

meeting positions Sopheva as a premium service. At ~$15 per included meeting, the pricing signals

high value, especially if these meetings are critical (e.g. sessions with valuable advisors). We should

assess if this pricing maximizes revenue without turning away too many potential customers.

For users with modest needs (up to weekly meetings), $75/month may be acceptable. But if they

occasionally need more than 5 meetings, the $20 overage fee could feel steep. Charging a flat $20

for every extra meetingmeans a user who has, say, 8 meetings in a month pays $75 + $60 = $135.

Some users may react by capping their usage (to avoid fees) or by feeling “nickel-and-dimed.” To

encourage usage (and thus derive more value), Sopheva could introduce bulk meeting packages or

tiered overage pricing. For example, offer an add-on pack of 5 meetings for a discounted rate (e.g.

$80 for 5, instead of $100) or automatically reduce the per-meeting cost once a certain number of

extras are purchased​

. Usage-based pricing best practices show that volume discounts incentivize heavier

use and increase customer satisfaction​ . This way, power users on Basic get a slight

break that makes them less hesitant to hold additional meetings, while still paying more as they use

more.

Another angle is to evaluate if 5 meetings for $75 hits the sweet spot. Is it generous or restrictive? If

many target customers (e.g. startups, consultants) typically need only 4–6 meetings, the Basic plan is

well-aligned. But if feedback shows users regularly bump against the 5-meeting limit early, it could

hurt conversion (they might opt for a competitor or simply not sign up). Sopheva could consider

offering slightly more value in Basic to improve its attractiveness – for instance, 6 meetings for $75,

or keep it at 5 meetings but include one or two free extra meetings for new customers as a gesture.

Any adjustment should maintain a clear gap to the Pro plan’s value, though, so Basic users still feel

the pinch if they consistently need many more meetings.

Recommendations for Basic Plan:

Introduce Bulk Discounts: Allow Basic subscribers to pre-purchase additional meetings at a lower

per-meeting price (e.g. bundle of 5 for $80). This rewards higher usage and feels more fair than a

flat $20 every time​ .

Monitor Overage Patterns: Use analytics to see how often Basic users incur extra-meeting fees

and at what point they tend to churn or upgrade. If many are hitting 8–10 meetings and

expressing frustration, it might indicate the need for a higher meeting allowance or a mid-tier

plan.

A/B Test Price Sensitivity: You could test the Basic plan at, say, $69/month vs. $75, or 5 meetings

vs. 6 meetings included, to gauge impact on sign-ups and upgrades. One variant might offer

a slightly lower overage fee (e.g. $15) to see if users hold more meetings (increasing overall

usage revenue) or if more Basic users stick around. The results would inform if the current

$75/5+$20 model is truly optimal or if a tweak yields better conversion without sacrificing much

revenue.

Overall, $75 for robust meeting capabilities is on the higher side for entry, which supports a premium

image. As long as Basic users feel they’re getting solid value (roughly one meeting per week

included) and are not unduly punished for occasional extra use, this pricing can work. Fine-tuning the

overage policy with discounts or packages can improve satisfaction and revenue per user.

Pro Plan Optimization

The Pro plan is $300/month for unlimited meetings (for one user). This is 4× the price of the Basic

plan, which clearly positions Pro as the premium “all you can eat” option. In a tiered pricing

framework, Basic is the “good” tier and Pro is the “better/best” tier for individual power users​

. The key is ensuring the value difference justifies that jump: a Pro subscriber never has

to worry about meeting counts, which is a significant benefit for anyone running many sessions. We

need to evaluate if $300 feels like the right price point relative to Basic’s limits, and whether it

maximizes willingness to pay.
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At the current prices, a Basic user would start to consider upgrading to Pro as they approach ~15–16

meetings/month (since five included + ten extra at $20 is $275, nearly $300). This threshold seems

reasonable – truly heavy users (multiple meetings per week) will find Pro cost-effective, while lighter

users save money on Basic. The 4x ratio also serves a strategic purpose: it makes some prospects

anchor on Basic as “maybe I’ll start there,” but it also signals that Pro is an exclusive, top-tier offering

for serious users only. This supports Sopheva’s premium positioning. However, we should consider if

$300 is optimally tuned: if it’s too high, some users who need lots of meetings might try to constrain

themselves on Basic (reducing the value they get and potentially their satisfaction). If it’s too low,

Sopheva could be leaving money on the table by capping revenue from heavy users and possibly

even encouraging misuse (though meetings are presumably self-service, so “overuse” isn’t a direct

cost concern beyond support or infrastructure).

Optimizing the Pro Plan: It might be worthwhile to test market response to slightly different pricing or

packaging of Pro. For instance:

Value Communication: First, ensure that the marketing for Pro highlights the freedom and peace

of mind it offers. It’s not just “unlimited meetings,” it’s unlimited potential to engage advisors

without counting hours. Reinforcing the value (perhaps calculating “if you hold 15+ meetings, Pro

pays for itself”) can justify the $300 tag.

Price Testing: Consider an A/B test or segmented offer at $250/month for Pro to a subset of

prospects, to see if sign-up rates increase significantly. If dropping the price 17% yields a wave

of conversions from Basic (or new customers choosing Pro outright), the increased volume might

outweigh the lower ARPU. Conversely, if demand is relatively inelastic (few extra conversions),

then $300 is appropriate or could even inch higher. Any price test must be done carefully to

avoid alienating customers with different prices, but perhaps a limited-time promotion for Pro

could serve as a proxy (e.g. “Upgrade now for $250 for the first 3 months”).

Enhance Pro’s Perceived Value: Currently, Pro’s main difference from Basic is unlimited meeting

count for one user. To further bolster its premium status, Sopheva could consider adding small

perks: for example, priority email support for Pro users (faster responses), or exclusive access to

new features first. These don’t add much cost but make Pro users feel VIP. Such additions can

justify the price gap beyond just usage limits.

As it stands, $300/month for unlimited meetings signals a high-end product, which is likely

intentional. It ensures that if an individual user is deriving massive value (dozens of meetings, perhaps

coordinating many advisors or clients), Sopheva captures a fair share of that value. The ratio of 4:1 vs

Basic is within a normal range for “good-better-best” tiered pricing​

, albeit on the higher side. The recommendation is to monitor customer feedback

closely: if many Basic users who clearly could benefit from unlimited aren’t upgrading, they may be

price-sensitive – that’s a cue to revisit Pro’s pricing or enhance its value proposition. Conversely, if

Pro uptake is strong and those users are happy, $300 might even be low relative to the ROI they get

(in which case, Sopheva’s premium positioning is validated). Regularly reviewing this plan’s

performance and perhaps surveying Pro prospects (“Would you subscribe at $300? If not, what price

or addition would change your mind?”) will inform future adjustments.

Enterprise Plan Enhancements

The Enterprise plan at $5,000/month (with a minimum 1-year commitment) is clearly aimed at large

organizations that need unlimited users, unlimited meetings, and on-premises deployment on an air-

gapped network. At $60,000+ per year, enterprise clients will expect white-glove service and

advanced capabilities beyond just the core software. Sopheva has already included the major

technical feature (on-prem deployment option for high security). To solidify the premium positioning

here and to justify this cost to procurement departments, it’s wise to bundle in additional enterprise-

grade benefits:
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Priority Support and SLAs: Enterprise customers should receive priority technical support – e.g.

a guaranteed response time (within an hour or two) and 24/7 availability. They are paying 16× the

annual cost of a Pro user, so they’ll expect any issues to be handled with urgency. Offering an

uptime guarantee or even a financially backed SLA could be appropriate. Many SaaS enterprise

plans include dedicated support personnel as part of the package​

. For Sopheva, assigning a dedicated account manager or customer success

manager to each Enterprise client adds a personal touch. This person can assist with onboarding

their team, scheduling advisory board trainings, and ensuring the client is getting full value. Such

high-touch service is often bundled “for free” in enterprise plans (the cost is built into that high

flat fee)​ .

Customized Onboarding & Integration: Enterprise clients might need Sopheva integrated with

their internal tools (calendars, SSO/identity providers, project management, etc.).

Including custom integration support will make the $5k/month fee more palatable. For example,

Sopheva could offer API access or even build connectors for popular enterprise software (or at

least provide engineering support to help the client do so). Additionally, hands-on onboarding

and training sessions for all their users (executives, board members, IT admins) should be part of

the deal​

. These services ensure the client’s team actually adopts the platform (reducing the

chance of churn at renewal) and feel taken care of.

Advanced Security & Control: Given enterprise clients’ focus on security (especially if they

require air-gapped on-prem deployment), Sopheva can include features like role-based access

controls, audit logs, and compliance certifications. Perhaps the Enterprise plan could promise

that Sopheva will support any security reviews or even offer on-prem updates and

maintenance as part of the contract. Essentially, make the enterprise customer feel that this plan

is tailored to their stringent needs – which it should be, at this price.

Value-Add Services: To further sweeten the deal, consider including periodic strategy or review

meetings (ironic as it sounds, an “advisory board meeting about their use of the advisory board

software”). For instance, a quarterly success review with Sopheva’s team to discuss new features

or best practices. Enterprise customers appreciate a partnership approach. Also, offering things

like data export assistance, a sandbox/testing environment, or custom reporting dashboards can

add to the package. These might not even exist in lower plans.

By adding the above premium features, the Enterprise plan becomes more than just “unlimited usage

for a lot of money.” It becomes a full solution for large organizations, complete with support and

customization. This is critical because enterprise buyers often care less about the sticker price than

about getting sufficient value and risk mitigation for that price​

. In fact, higher-priced enterprise software tends to come with lower relative discounts

because the focus is on features and support over cost​ . Sopheva should make sure

to highlight these features on the Enterprise plan in marketing materials. For example, the pricing

page could list “✅  Unlimited users ✅  Unlimited meetings ✅  On-prem deployment ✅  Dedicated

Success Manager ✅  Priority 24/7 Support ✅  Custom integrations & onboarding.” This justifies the

cost and reinforces that it’s a different class of offering.
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Testing & Sales Strategy: It’s hard to A/B test enterprise pricing on a website since these deals often

involve sales conversations. However, Sopheva can experiment with how it markets the Enterprise

tier. One approach is to make it “Contact Us for pricing” (implying a custom quote) rather than

stating $5,000 outright, then see if that increases inquiries. Alternatively, keeping the price visible can

pre-qualify leads. Sopheva’s team could also trial offering a slightly lower-cost “Team plan” between

Pro and Enterprise (say, $500–$1,000/month for 5-10 users, no on-prem) to capture mid-sized

clients who feel $5k is too steep. If there’s demand at that level, it prevents losing those customers; if

not, the focus remains on big-ticket accounts. Any such moves should be informed by talking to

prospects in the target market: do they balk at $60k/year? Do they request certain features in the

sales process? Use that feedback to refine the Enterprise package continuously.

In summary, yes, additional premium features should be bundled into the Enterprise plan. Enterprise

customers expect a comprehensive, VIP experience​

. By delivering that, Sopheva not only justifies the high price but also reinforces its image as

a top-tier solution for serious organizations. This can increase conversion of enterprise deals (clients

feel they’re getting their money’s worth) and improve retention via excellent service.

Discount & Guarantee Effectiveness

30% Annual Discount: Offering a 30% discount for annual prepayment is a strong incentive and

signals confidence in long-term value. In SaaS, it’s common to give a discount for annual plans, but

the typical range is around 10–20% (with 16.7% being a very popular choice, equivalent to “2 months

free”)​

. Sopheva’s 30% is notably higher than average, which has pros and cons. On

one hand, it definitely sweetens the deal – a user on Basic would save $270/year, and on Pro would

save $1,080/year, which can meaningfully sway budgeting decisions. It could substantially boost

the conversion to annual plans, securing upfront revenue and reducing monthly churn volatility. In

fact, larger discounts are often used for lower-priced or higher-churn products to lock customers in​

. On the other hand, such a deep discount might undermine premium positioning slightly if

customers perceive the monthly price as inflated (since you’re willing to knock almost a third off for

commitment). It also means Sopheva foregoes more potential revenue per user compared to a

smaller discount.

The question is: Does 30% create enough incentive, or is it too much? It likely is very compelling –

more than the standard “two months free.” For a premium service, Sopheva might not need to give

that much away to convince serious buyers to go annual. Many B2B customers prefer annual

contracts for procurement reasons anyway (simpler invoicing, known budgets), even at 10–20% off​

. However, if Sopheva’s target market has any hesitancy about long commitments (perhaps

startups who are cash-strapped), the hefty discount could tip the scales in favor of annual, improving

customer lifetime value.

Recommendation – Test the Annual Discount: Sopheva should monitor the uptake of the annual

plans closely. If a large majority are opting for annual, it might indicate the discount is larger than

necessary (some of those would have taken the deal at 20%). Conversely, if few are choosing annual

even with 30% off, that could signal either the absolute prices are too high or those customers prefer

month-to-month flexibility no matter the savings. An A/B test can be done by offering a 20% annual

discount to a subset of new users (or during a different quarter) and comparing annual plan

adoption rates. If conversion stays strong at 20% off, Sopheva could consider standardizing at a

lower discount to reclaim margin. Another angle to test is framing: 30% off vs. “4 Months Free!”

(though 30% is roughly 3.6 months free). Sometimes certain phrasing resonates better. The key is to

find the smallest discount that still meaningfully drives annual prepayments​

. As a premium service, Sopheva might ultimately choose to settle around 20%

(which is still a good incentive) if 30% is not needed. But until data shows otherwise, 30% is a strong

offer that should encourage commitment.
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30-Day Money-Back Guarantee: The 30-day money-back guarantee reduces the risk for new users

and can significantly boost conversions by building trust. Customers are more likely to try a service if

they know they can get a refund if it doesn’t meet expectations. Case studies have shown that adding

a clear guarantee can increase sales – for example, one digital product saw a 21% sales increase after

adding a 30-day guarantee, even though ~12% of buyers ended up claiming refunds, netting an

overall revenue lift​

. Sopheva’s guarantee likely serves a similar role: it assures potential customers that if

the service isn’t as valuable as hoped, they won’t be out the money. This is important for a premium-

priced offering, because skepticism can be higher when pricing is high. The guarantee effectively

acts as a free trial in hindsight – the user pays upfront but can get it back if dissatisfied.

The question to address is scope: Should the 30-day refund apply only to the first payment? Yes,

absolutely. To prevent abuse, the guarantee should be explicitly limited to the initial subscription

period for new customers. From Sopheva’s description, it sounds like it is intended that way (a one-

time “doesn’t meet expectations” refund). This needs to be clearly stated in the terms. Otherwise, a

malicious user could theoretically use the service for 29 days, claim a refund, then re-subscribe and

repeat – or simply expect that any cancellation gets a prorated refund. Industry practice backs this

up: many SaaS companies have policies where the 30-day money-back guarantee applies only to

the first month or first purchase and no refunds are given beyond that​

. For instance, FlowMapp explicitly offers a 30-day guarantee from the first payment

and no refunds thereafter​ . Sopheva should enforce the same. After the initial 30

days, all sales are final for that billing period (whether monthly or annual), which protects against

extended abuse. Annual subscribers would only be refunded if they cancel within the first 30 days of

the term – after that, they’ve committed for the year. Monthly subscribers effectively can use the

guarantee once (their first month). This one-and-done approach is fair and standard.

To optimize the effectiveness of the guarantee, Sopheva should ensure the guarantee is prominently

communicated but not too easy to exploit. Some tips:

Highlight it in Marketing: Make sure the website and checkout process mentions the “30-Day

Money-Back Guarantee” clearly. This can increase conversion by reducing fear of wasted money.

It’s a selling point – essentially a promise of satisfaction. If A/B testing, one variant could

emphasize the guarantee more (e.g. on the pricing page, add “Try it risk-free for 30 days”) to see

if sign-ups improve compared to a version where the guarantee is less pronounced. If sign-ups

jump with the prominent guarantee, that’s a cue to keep it front and center (and that the cost of

occasional refunds is worth the trade-off).

Guardrails in Policy: In the terms of service, explicitly state it’s for first-time customers and first

subscription only​ . Also, consider requiring a brief explanation for the refund

request (“What didn’t meet your expectations?”). Not to deny the refund, but to gather feedback

and discourage frivolous claims. Most genuinely unsatisfied users will be happy to explain, while

scammers might be dissuaded by any extra step.

Monitor Refund Rates: Keep an eye on how many users are actually utilizing the guarantee. A

low refund rate means it’s mostly serving as a reassurance and not being abused – great. If the

refund rate is higher than expected, dig into why (e.g. is something about the product causing

disappointment, or did it attract some users looking for a free ride?). Industry data like the earlier

example (12% refund requests in a 30-day window after purchase​ ) can be a

benchmark; if Sopheva sees, say, 30%+ of new users asking for money back, that’s a red flag to

investigate product-market fit or messaging.

In summary, the 30% annual discount and 30-day guarantee are powerful tools for conversion.

The annual discount is likely generous enough – possibly more than needed – so Sopheva can

experiment with dialing it in to find the optimal incentive that balances conversion vs. revenue​

. The 30-day money-back guarantee should remain in place (it signals confidence in the

product), but it must be limited to prevent abuse – only the first payment is refundable, which is a

best practice​ . When implemented with these considerations, the discount and

guarantee together help present Sopheva as premium yet customer-friendly: you’re asking

customers to commit significant funds, but also showing flexibility and assurance that they’ll get
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value or their money back. This balance can strongly support both premium

positioning and conversion optimization.

A/B Testing & Continuous Optimization: Across all the above recommendations, iterative testing is

crucial. Sopheva should treat its pricing like a product feature – experiment and refine. For example,

test the impact of introducing bulk meeting packs on Basic plan uptake, or run a limited promotion to

gauge elasticity on the Pro plan price. Evaluate if emphasizing different messaging (e.g. “Save 30%

annually” vs “2 Months Free”) affects annual plan selection rates. Even the presentation of the

scholarship option could be tested (a prominent call-out vs. a discreet link, to see if it’s attracting the

right amount of interest). Each change can be measured in terms of conversion, upgrade rates,

revenue per user, and customer satisfaction.

By analyzing results from these tests, Sopheva can hone a pricing structure that feels premium – via

robust features and service at each tier – while also maximizing conversion and revenue. Pricing is

not static; the company should remain open to adjusting details (with plenty of notice to existing

users) as they learn what the market is willing to pay and how different segments of customers

behave. In doing so, Sopheva will ensure its pricing not only projects a high-value image but also

effectively converts interested prospects into happy paying customers, fueling long-term growth.


