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Overview:
Welcome to our bi-weekly Masterclass 
on SaaS pricing and packaging! 

Masterclass Series
Masterclass Norms

Masterclasses are not intended to be 
“webinars” – they are content-facilitated 
discussion groups

• Please be “on camera” if you are able to be 

• Raise your hand to ask a question or raise a 
point

• If you are not able to speak live, send 
questions in the Zoom chat

Today’s Topic

Enhancing B2B Customer 
Acquisition with Product-Led 
Growth (PLG)

Agenda

• Min. 5 – 35 – Review Core Principals & Cases
• Min. 35 – 55 – Q&A
• Min 55 – 60 – News + Wrap Up 
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Agenda

1. Overview of the challenge of B2B PLG 

2. 7 Commandments of B2B PLG

3. Discussion / Q&A
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The Challenge

• The rise of product-led growth (PLG) has gained significant traction in the B2C space, as it aligns well with 
how consumers prefer to engage with and purchase products. 

• However, as this trend extends into the B2B SaaS market, it faces additional complexities. 

• In B2B, there is typically more price differentiation, making the implementation of a straightforward PLG 
model more challenging. 

• Notably, PLG is often more effective in reaching smaller business buyers, rather than enterprise-level 
customers. 

• While the promise of PLG lies in its ability to quickly onboard a high volume of buyers, clearly defining the 
steps to build a successful B2B PLG strategy requires careful consideration of these unique market 
dynamics and buyer behaviors.
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PLG Pricing for SMB sits midway between B2C and Enterprise B2B 
pricing, and shares elements of both

B2B vs B2C Pricing Strategy

B2C Enterprise B2B

Buyers • Individual with personal motivation

• Less logical, susceptible to behavioral economics

• Low tolerance for complexity

• Experienced & trained buyer (often a team)

• Often highly analytical, more rational

• High tolerance for complexity

Sales Process • Cycle = Short (often 1 day-1 week)

• Usually product-led

• “Take it or leave it”

• Cycle = Long (weeks, months depending on size of transaction)

• Often sales led

• Negotiations = key component

Variation in Willingness-
to-Pay

• Some / minor • Potentially large

Most Important Pricing 
Elements

• Snappy value messaging

• List price

• Packages

• Detailed value calculations / ROI

• Net price

• Price architecture (i.e. scaling based on metric)

B2(SM)BAttribute

Selling to SMBs is an interesting middle ground, as SMB buyers tend to behave more like consumers
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The 7 commandments of B2B PLG Pricing

Keep packaging sufficiently simple and clear

Gate packages appropriately

Prioritize freemium over free trial

Scale outside the packages

Choose a growth-oriented, value-based and acceptable metric

Invest in rigorous price optimization

Avoid over-discounting or over-promoting

1.

2.

3.

4.

5.

6.

7.
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7 Commandments of B2B PLG Pricing

1. Keep packaging sufficiently simple 
and clear

2. Gate packages appropriately

3. Prioritize freemium over free trial

4. Scale outside the packages

5. Choose a growth-oriented, value 
based and acceptable metric

6. Invest in rigorous price optimization

7. Avoid over-discounting or over-
promoting

1.
Keep packaging 
sufficiently 
simple and clear
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1. Keep packaging sufficiently simple and clear
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1. Keep packaging sufficiently simple and clear
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7 Commandments of B2B PLG Pricing

1. Keep packaging sufficiently simple 
and clear

2. Gate packages appropriately

3. Prioritize freemium over free trial

4. Scale outside the packages

5. Choose a growth-oriented, value 
based and acceptable metric

6. Invest in rigorous price optimization

7. Avoid over-discounting or over-
promoting

2.
Gate packages 
appropriately
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2. Gate packages appropriately
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2. Gate packages appropriately
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7 Commandments of B2B PLG Pricing

1. Keep packaging sufficiently simple 
and clear

2. Gate packages appropriately

3. Prioritize freemium over free trial

4. Scale outside the packages

5. Choose a growth-oriented, value 
based and acceptable metric

6. Invest in rigorous price optimization

7. Avoid over-discounting or over-
promoting

3.
Prioritize freemium 
over free trial
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3. Prioritize freemium over free trial
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3. Prioritize freemium over free trial
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7 Commandments of B2B PLG Pricing

1. Keep packaging sufficiently simple 
and clear

2. Gate packages appropriately

3. Prioritize freemium over free trial

4. Scale outside the packages

5. Choose a growth-oriented, value 
based and acceptable metric

6. Invest in rigorous price optimization

7. Avoid over-discounting or over-
promoting

4.
Scale outside the 
packages
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4. Scale outside the packages
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7 Commandments of B2B PLG Pricing

1. Keep packaging sufficiently simple 
and clear

2. Gate packages appropriately

3. Prioritize freemium over free trial

4. Scale outside the packages

5. Choose a growth-oriented, value 
based and acceptable metric

6. Invest in rigorous price optimization

7. Avoid over-discounting or over-
promoting

5.
Choose a growth-
oriented, value-
based, and 
acceptable metric
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5. Choose a growth-oriented, value-based, and acceptable metric

Metric:  Monthly Active Users

NRR:  140%+(!!!!)
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7 Commandments of B2B PLG Pricing

1. Keep packaging sufficiently simple 
and clear

2. Gate packages appropriately

3. Prioritize freemium over free trial

4. Scale outside the packages

5. Choose a growth-oriented, value 
based and acceptable metric

6. Invest in rigorous price optimization

7. Avoid over-discounting or over-
promoting

6.
Invest in 
rigorous price 
optimization
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7 Commandments of B2B PLG Pricing

1. Keep packaging sufficiently simple 
and clear

2. Gate packages appropriately

3. Prioritize freemium over free trial

4. Scale outside the packages

5. Choose a growth-oriented, value 
based and acceptable metric

6. Invest in rigorous price optimization

7. Avoid over-discounting or over-
promoting

7.
Avoid over-
discounting or 
over-promoting



Use the QR code to 
RSVP and save your spot!

August 29: Implementing B2B SaaS Pricing & 
Packaging

Discover the blueprint for implementing robust B2B SaaS 
pricing and packaging in this masterclass led by James 
Wilton and Fynn Glover, co-founder and CEO of 
Schematic.

September 12: Discounting

In this masterclass, we'll explore how to leverage 
discounts to drive revenue and expansion, rather than 
allowing them to become profit-draining revenue leaks.

Upcoming Masterclass Topics:

monevate.com/the-cube-rsvp
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