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S
ystem

w
ide pricing decision becom

ing m
ore analytical, 

but further discipline can enhance opportunity

S
ystem

w
ide 2007

•
Q

uick m
eeting w

ith 
P

ricing C
ouncil 

•
C

om
ps from

 one 
location across all 
program

s
•

1/2 day exercise

S
ystem

w
ide 2008 &

 2009
•

C
om

ps from
:

•
E

very m
ajor 

com
petitor, including 

som
e regional

•
S

chool
•

Location
•

N
ew

 program
s (see next 

slide)
•

Frequent, quick turn-
around pricing project 
m

anagem
ent

2010 O
pportunity

•
C

om
ps from

:
•

E
very m

ajor com
petitor, 

including som
e regional

•
E

very S
chool

•
E

very location
•

N
ew

 program
s (see next slide)

•
Frequent, quick turn-around 
pricing

•
P

roject m
anagem

ent
•

D
ifferentiated pricing

•
R

egional 
•

D
egree level

•
G

en E
d vs. C

ore
•

O
nline vs. on-ground

•
Full-tim

e vs. P
art-tim

e
•

E
lasticity

•
S

trategic price-dow
n

•
C

ontinuous project m
anagem

ent
•

System
atic pricing approach 

requires dedicated m
anager

�
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N
ew

 product pricing m
ay be too sim

plistic and 
suboptim

al
2008 -C

onstruction M
anagem

ent in C
A = priced in line w

ith School of B
usiness, no 

discussion, possible m
issed opportunity

2008 &
 2009 -Increm

entality
allow

ed for low
er pricing . . .

–
V

A
 program

 enhancem
ent

•
IT and business bachelor’s program

s launched at low
er pricing ($60,000 tuition in 

V
A

)
•

P
ricing based on com

petitive analysis
•

N
o distinction betw

een S
chools or program

s

–
Texas new

 associate program
s (C

M
, H

R
M

, PL)
•

P
ricing based on com

petitive analysis to put W
estw

ood in the m
iddle tier rather 

than at the top
•

A
ll three program

s priced equally

–
Texas bachelor’s (V

C
 and C

N
M

)
•

P
ricing based on com

petitive analysis to put W
estw

ood in the m
iddle tier rather 

than at the top
•

B
achelor’s pricing low

er than associates = aw
kw

ard and out of step w
ith 

com
petitors

B
ut strategic price-dow

n required to understand the im
pact of bringing W

estw
ood 

dow
n to m

id-tier pricing as an institution
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D
ifferentiated pricing –

system
 is flexible enough to accom

m
odate m

ultiple price 
variations along m

any dim
ensions

–
R

egionally to reflect true com
petitive pricing on the ground and cost of living

–
B

y program
 to account for R

O
I for graduates

–
B

achelor’s vs. associate, G
en E

d vs. core courses, online vs. on-ground, full tim
e vs. part 

tim
e

Strategic price-dow
n, particularly in the face of lim

ited private loan providers
Price elasticity –

use price to gain m
arket share and new

 students
–

U
nderstand true price elasticity 

–
If price elastic, strategically low

er prices to attract students from
 com

petitors as w
ell as 

prospects w
ho traditionally have opted out due to price

Leveraging price as strategic tool –
achieve other objectives, e.g. com

pete on level 
playing field (industry norm

s)
–

R
estructure term

s to 3 trim
esters/year or quarter tim

e (so that w
e can grab m

ore of the 
students’ S

tafford)
–

3 or 4 credit courses, not 3.5
–

D
esign shorter program

 i.e. few
er num

ber of credits or longer tim
e spent i.e. quarter tim

e
–

P
ricing by credit rather than by term

 (in line w
ith m

any com
petitors)

True differentiated pricing w
ill require system

, process and operational changes 
overseen by continuous project m

anagem
ent

Additional considerations
–

M
inim

izing A
P

E
X

–
M

aintaining 90/10 integrity

P
ricing can be done m

ore strategically and 
deliberately to optim

ize results
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