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Books
Baker, Ronald. 2006. Pricing on purpose: creating and 
capturing value. New York: John Wiley & Sons 

Baker, Ronald J. 2005. Professional’s guide to value pricing. 
6th ed. Chicago: CCH Incorporated

Coulson-Thomas, Colin. Bartram, Peter (ed.) 2002. Pricing for 
profit: the critical success factors. Bedford: Policy. (A 
Chartered Institute of Marketing Report)

Cram, Tony. 2006. Smarter pricing: how to capture more 
value in your market. Harlow: FT Prentice Hall 

Daly, John L. 2002. Pricing for profitability: activity-based 
pricing for competitive advantage. New York; Chichester: 
Wiley 

Dolan, Robert J. & Simon, Hermann. 1997. Power pricing.  
New York: Free Press

Doyle, Peter. 2000. Value-based marketing: marketing 
strategies for corporate growth and shareholder value.     
New York; Chichester: John Wiley & Sons 

Engelson, Morris. 1995. Pricing strategy: an interdisciplinary 
approach. Portland, OR: Joint Management Strategy 

Fletcher, Tony & Russell-Jones, Neil. 1997. Value pricing: how 
to maximise profits through effective pricing policies. London: 
Kogan Page 

Hanan, Mack & Karp, Peter. 1991. Competing on value.   
New York: Amacom

Kotler, Philip & Armstrong, Gary [‘et al …’]. 2008. Principles 
of marketing. 12th ed. Harlow: Pearson/ Prentice Hall

Lanning, Michael J. 1998. Delivering profitable value: a 
revolutionary framework to accelerate growth, generate 
wealth and rediscover the heart of business. Oxford: 
Capstone

Marn, Michael V.; Roegner, Eric V. & Zawada, Craig C. 2004. 
The price advantage. Hoboken, NJ: John Wiley & Sons

Articles
CIMA members can obtain articles on this topic from the 
Business Source Corporate database which can be found in 
the Professional Development section of the CIMA website.

Hinterhuber, Andreas. Towards value-based pricing: an 
integrative framework for decision making.                  
Industrial Marketing Management, November 2004,      
Volume 33, Issue 8, pp 765-778, 14 p.

Hogan, John & Lucke, Tom. Driving growth with new products: 
common pricing traps to avoid. Journal of Business Strategy, 
2006, Volume 27, Issue 2, pp 54-58, 5 p.

Indounas, Kostis. Making effective pricing decisions. Business
Horizons, September / October 2006, Volume 49, Issue 5,      
pp 415-424, 10 p.

Krishnakumar, Davey; Markowitz, Paul & Nagi, Jonnalagadda. 
The pricing opportunity: discovering what customers actually 
value. Strategy & Leadership, 2006, Volume 34, Issue 3,        
pp 23-30, 8 p.

Lawrence, Barry F. Calculating pricing optimization. Industrial 
Distribution, August 2006, Volume 95, Issue 8, pp 26-27, 2 p.

Romani, Simona. Price misleading advertising: effects on 
trustworthiness toward the source of information and 
willingness to buy. Journal of Product & Brand Management, 
2006, Volume 15, Issue 2/3, pp 130-138, 9 p.

Shipley, D.D. & Jobber, D. Integrative pricing via the pricing 
wheel. Industrial Marketing Management, April 2001,     
Volume 30, Issue 3, pp 301-314, 14 p.

Sodhi, ManMohan S. & Sodhi, Navdeep S. Six Sigma pricing. 
Harvard Business Review, May2005, Volume 83, Issue 5,        
pp 135-142, 8 p.

Stamer, Hans & Diller, Hermann. Price segment stability in 
consumer goods categories. Journal of Product & Brand 
Management, 2006, Volume 15, Issue 1, pp 62-72, 10 p.
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Monroe, Kent B. 2003. Pricing: making profitable 
decisions. 3rd ed. Boston; London: McGraw Hill/Irwin 

Nagle, Thomas & Hogan John E. 2006. The strategy and 
tactics of pricing: a guide to growing more profitably.    
4th ed. Upper Saddle River, NJ: Pearson/Prentice Hall

Nagle, Thomas. 2002. The strategy and tactics of pricing: 
a guide to profitable decision making. Upper Saddle River, 
NJ: Prentice Hall. (The Prentice Hall International Series in 
Marketing)

Phillips, Robert. 2005. Pricing and revenue optimization. 
Stanford, CA: Stanford University Press 

Renneboog, L. (ed.) 2006. Advances in corporate finance 
and pricing. Oxford: Elsevier

Reynolds, Paul & Lancaster, Geoff. 2005. Management of 
marketing. Amsterdam; Oxford: Butterworth Heinemann

Winninger, Thomas J. 2000. Full price: competing on 
value in the new economy.  Chicago: Dearborn Financial 
Publishing 

Zeithaml, Valarie A.; Bitner, Mary J. & Wilson, Alan. 2005. 
Services marketing: integrating customer focus across the 
firm. New York: Mcgraw-Hill Education

McKinsey & Company. 2004. The price advantage. 
Hoboken, NJ: John Wiley & Sons

Websites
Businesslink

Offers practical advice for business. 

www.businesslink.gov.uk
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