DesignWithValue

Saas Pricing Cheatsheet

Oskar Bader - www.designwithvalue.com

SaaS Pricing - Cheatsheet

SaaS Pricing Models

www.designwithvalue.com/saas-pricing

SaaS Pricing Strategies

Oskar Bader

Per User Pricing

Price is based on the number of
users who access the software.

Per Feature pricing

Price is based on the features
and functionality of the software.

Flat-Rate Pricing

Single product with a fixed set
of features offered at a fixed price.

Freemium Pricing

The basic software is free, customers can

upgrade to a paid version with more features.

Per Usage Pricing

Price is based on the amount
of data or usage of the software.
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Value-Based Pricing

Value-based pricing is a strategy that determines the price of a
product based on the perceived value it creates for the customer.

Tiered based

Offering different pricing plans with
varying levels of features and functionalities.

Pay-As-You-Go Pricing

Charging customers based on their actual usage of the software.

Cost-Plus Pricing

Calculating all the costs associated with producing and delivering
a product, adding a markup, and setting prices accordingly.

Competitor-Based Pricing

Analyzing the prices of products offered by
your competitors and setting your own prices accordingly.
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Resources To Bring
Your Business on Track
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Marketing Channels
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helped Startups & SaaS companies to get traffic and

reach customers. This however does not mean that each
P channel works for you as well. Start by brainstorming

ideas (for each marketing channel) that can help you

reach your goal. Make sure to not judge your ideas

upfront, but rather write down each possible idea,

no matter how unlikely they might sound.

6. Select the best ideas from each channel

Pick 1-3 top ideas from each marketing channel and
write them down in the ‘Most promising’ section.
You can do this ranking based on previous learnings
or based on your experience.

7. Rank your ideas

Rank the ‘Most promising’ ideas based on success
probability from 1-10. 10 means very probable (in the
specific timeframe you want to achieve your defined
goal) and 1 means that the idea is unlikely to bring the
results you want.

For example, despite SEO is a great way to get website
traffic, if you want to see results fast, other channels
are more suitable.
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The best Go To Market Strategy for your SaaS company
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The Marketing
Channel Bundle

Find the best marketing
channels for your business
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The six parts of an excellent
go-to-market strategy

A go-to-market strategy is like a business plan, but much narrower.
In a business plan, you have factors like funding, investments,

and 5-year forecasts. All these things are unnecessary for a
go-to-market strategy. There is no one-size-fits-all solution, but in
general, a go-to-market plan includes these six factors:

- Product-market fit
- Market definition

- Target audience

- Distribution

- Messaging

- Price
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