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Loon Spielmann is the Vice President of Pricing Strategy at Bosch Rexroth, bringing
over 20 years of experience in pricing and competitive intelligence from the medical
device industry to the industrial automation sector. He specializes in developing and implementing
global pricing strategies that drive profitable growth. His focus is on empowering sales teams with
data-driven insights and tools to strengthen value propositions and optimize competitive price
positioning. His proven ability to synthesize pricing strategy with competitive intelligence, honed in
the highly competitive B2B market, is now a key asset in shaping Bosch Rexroth's pricing approach
across its diverse and complex product portfolio.

ABSTRACT

In the complex B2B landscape, competitive pricing intelligence is crucial for winning deals
profitably. This article addresses the challenges B2B pricing teams face in gathering and utilizing
competitive data, offering practical solutions. It explores the difficulties of accessing hidden pricing
information, the legal and ethical considerations, and the challenge of validating data reliability.
The article advocates for a proactive, organization-wide approach to collecting both structured and
unstructured data, emphasizing ethical practices and the importance of combining multiple sources
for a comprehensive view. It highlights the power of imperfect data over no data, urging businesses
to embrace a hands-on approach to competitive intelligence for a significant competitive
advantage.
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WINNING THE PRICING GAME: MASTERING COMPETITIVE
INTELLIGENCE IN B2B

In the opaque world of B2B, where pricing isn't readily transparent and deal structures are complex,
competitive pricing intelligence becomes paramount. Winning deals hinges on understanding the
competitive landscape — securing contracts at prices that ensure profitability, not just market share.
Yet, many B2B pricing teams struggle to integrate this crucial practice. Let's unpack the obstacles
and offer actionable solutions.

THE CHALLENGES OF COMPETITIVE INTELLIGENCE IN B2B

B2B pricing is often hidden within customized proposals and confidential
negotiations, making direct comparison difficult. While ignoring the competition
is not an option, gathering reliable data presents unique challenges.

CHALLENGE #1
THE DATA DESERT: "THERE'S NO DATA AVAILABLE"

Customized deals and confidential offers
make creating a central database of
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competitor pricing challenging. Data is
often scattered, unstructured, and siloed
within the organization. Even when
readily available, valuable information is
frequently dismissed due to perceived
imperfections, such as potential bias in
sales team input or the perceived
unreliability of email communications.

SOLUTION: Implement a collaborative,
organization-wide program to collect
every piece of competitive information
available. This includes structured data
from CRM systems and market reports,
as well as unstructured data from sales
notes, customer feedback, and even
hallway conversations. A dedicated team
(even a small one of 1-2 people) can
curate this data, building a centralized
repository of competitive insights. Don't
let perfection be the enemy of progress
— gather everything that is available and
refine the process over time.
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CHALLENGE #2
THE LEGAL LABYRINTH: "COLLECTING COMPETITOR DATA

IS RISKY™

Directly soliciting competitor offers from customers is unethical and potentially
illegal, as these documents contain confidential, proprietary information.
Instead of pursuing this risky path, focus on building a robust and ethical
competitive intelligence program.

SOLUTION: Focus on ethically gathering competitive intelligence that emerges
naturally during the sales process. Customers often divulge competitor pricing
as a negotiation tactic. This organically acquired knowledge is permissible.
Establish clear guidelines and training for sales teams, emphasizing a strict "no-
contact" policy with competitors. Document thesubstance of the intelligence
(e.g., "Competitor X offered price Y for product Z"), not the source or method
of acquisition.

CHALLENGE #3
THE VALIDATION VOID: "DATA IS UNRELIABLE"

Even when data is collected, verifying s gere o @ e sommepg e
its accuracy and reliability can be /'/ ) = Of
difficult. Sources may be biased, gE'8) " =Wy o @ P,
information might be outdated, and the @ B:5i| @ -

sheer complexity of B2B offerings : DATA
makes direct comparisons challenging.
SOLUTION: Integrate sales team input, =0
market intelligence reports, customer | %
feedback, and internal expertise. /9
Think of it as assembling a puzzle — e
each piece contributes to the bigger (020%0
picture. Leverage statistical models R
(which handle uncertainty better than

analytical models) to analyze the
combined data. The "truth" often
emerges from the convergence of
multiple  sources, despite their
individual biases.
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THE KEY TO SUCCESS: ACTION OVER INACTION

The most crucial step is tostart. Adopt a hands-on approach, building a structured process for
collecting and analyzing competitive intelligence. Don't get bogged down in seeking perfect data —
even imperfect data provides valuable insights. The earlier you begin, the sooner you can refine
your approach and gain a competitive edge.

As Charles Babbage wisely noted, "Errors using inadequate data are much less than those using no

data at all." Embrace this principle and begin building your competitive intelligence program
today. The rewards will be well worth the effort.
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ABOUT EPP

"EPP is dedicated to providing professional guidance, adding value, and co-cre-
ating impactful learning journeys, events, and content to improve top-line reve-
nues and profitability. Our new quarterly publication, EPP Pulse, is designed to
further this mission by gathering actionable insights, monitoring the market, and
collecting success stories and relevant case studies for the benefit of the pricing
and RGM community.

EPP Pulse offers another valuable platform for the Pricing and RGM community
by bringing to light successful practices and strategies, enabling expertise ex-
change, fostering connections among pricing professionals, and engaging the
community in dialogue and content sharing. Furthermore, EPP Pulse serves as a
tool to identify market needs and interests for topics that could be developed in
future EPP forums and events.”

More on www.pricingplatform.com

Everyone wants inspiration. Call us, we help.

Pol Vanaerde, President EPP
m linkedin.com/in/pol-vanaerde-152365

Ani Dungerwal, Senior Digital Marketeer
Ml linkedin.com/in/ani-d-95279550/
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