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ABSTRACT 

 
Based on a survey within technology-intensive industries in Germany, this study empirically investigates how 220 
technology-based new ventures select their pricing strategies. The impact of 9 different antecedents to the selection of pricing 
strategy is disclosed and discussed. For practitioners, this insight reveals a direct opportunity to increase business 
performance. 
 
Academic research in the field of marketing and innovation management has often neglected pricing theory and practice, 
particularly in the field of new ventures. Even though consumer-related pricing issues have found growing attention on 
research agendas, it has been claimed that research neglects enterprise-related issues, such as thoughts on optimizing pricing 
strategies. Even though exhibiting a different pricing behavior, there are only a few studies focusing on SMEs, but without a 
focus on new ventures. Past empirical studies of pricing involved only a limited validity of results due to their 
methodological shortcomings concerning conceptualization, sampling, pre-testing, and analyzing. Most of the studies used a 
case study approach applying descriptive statistics with sometimes contradictory results: Regarding pricing strategy, some 
scholars find competition-matching is predominant, some find skimming. 
 
First and foremost, we address the need of more empirical research into the impact of different determinants on pricing 
strategy. We identify the major characteristics of ventures, offers, customers, and competition that influence the pricing 
strategy, being a core activity in entrepreneurial pricing. Our analysis includes 9 major antecedents rather than the 
substantially lower number of antecedents studied by prior researchers in other contexts. This allows a comparison between 
the effect sizes of different determinants being not possible in earlier examinations. Therewith, we also contribute to the 
ongoing discussions on the most common pricing strategies. Our second contribution is the transfer of up-to-date research 
design and methods to the field of managerial pricing decisions of innovative new SMEs. 
 
In 2008, we sent out questionnaires to 3.378 technology-based companies randomly drawn from the German Chamber for 
Industry and Commerce. These questionnaires were addressed to the general or marketing management on executive level. 
420 responses were gathered yielding a response rate of 12 % which is typical for pricing surveys. 220 of the responses stem 
from new ventures. We drew on established measures and additionally conducted expert interviews with managers of new 
ventures, SMEs, and entrepreneurship scholars to validate our measures, predominantly from a big-business origin. To 
evaluate the determinants of pricing strategy, we chose structural equation modeling and, specifically, partial least squares. 
 
We advance the literature by identifying the major characteristics of ventures, offers, customers, and competition that 
influence technology-based new ventures' pricing strategy for their new products and services. The exceptionally broad 
analysis of 9 antecedents for pricing strategy helps to focus further research on the most important determinants. The study 
enriches the very small body of empirical research on entrepreneurial pricing that uses cutting-edge methodologies with 
regard to theoretical foundation, measurement, and analysis. For practitioners, our study creates greater transparency about 
how technology-based new ventures select their pricing strategy. Thereby, it allows the individual entrepreneur to predict 
what pricing strategy their competitors most probably choose based on characteristics regarding their venture, their offer, 
their customers, and the competitive environment. If applied, this knowledge enables the entrepreneur to arrange with the 
competitive situation or to actively steer the competitive development.  
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