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Aboriginal and Torres Strait Islander peoples today. 

We are privileged to learn from them in the way we care for and share Australia’s diverse 
nature and culture, and we strive to walk humbly in the footsteps of those who have 
walked these paths before us. 



Brand, Marketing &
Campaigns

Digital

We’re DS. A team of destination specialists setting
new standards for destination branding, marketing
and management. We’re all about transforming
places, destinations and experiences so they thrive.

Strategy & Impact



TODAY’S SESSION

01
Outline of best-
practice pricing 
principles & factors 
to consider

02
Simple guide to 
setting your price - 
navigating the 
spreadsheet to help 
set your price

03
An example to get 
you started

04
Questions & 
Discussion

05
References and 
Support



PRICING strategy PRINCIPLES
CORE PRINCIPLES
1. Profit-Driven
The ultimate goal of any pricing strategy is to 
ensure profitability and achieve financial 
viability and success for the business.
2. Value-Based
Pricing should be set based on the perceived 
value of the product, service or experience to 
the target customer, not just its cost.
3. Proactive
Strategies should be developed in anticipation 
of market changes and customer needs rather 
than reacting to them.

FACTORS TO CONSIDER
Costs: The expenses involved in producing and delivering 
the product, service or experience are a fundamental 
factor in setting a baseline price.
Competitor Pricing: Understanding competitor prices 
provides a benchmark for your own pricing decisions and 
helps maintain market position.
Customer Demand & Perceived Value: Knowing what 
customers are willing to pay and how much value they 
place on the offering is crucial for value-based pricing.
Market Conditions: External factors like supply, demand, 
and overall economic conditions influence pricing 
strategies.
Business & Marketing Goals: The overall objectives of 
the business, such as market entry, premium positioning, 
or profitability, should guide pricing choices.



SIMPLE GUIDE TO SETTING YOUR PRICE
SIMPLE GUIDE TO HELP DETERMINE YOUR PROFITABLE 
SELLING PRICE

We have created a simple Excel spreadsheet or workbook 
to help determine a profitable selling price for your product, 
service or experience. 

It complements the DNCO Insights to Action Toolkit (2025), 
which provides a detailed explanation of what you need to 
consider when pricing your product, service or experience. 

While we have taken care to highlight many factors or costs 
that need to be considered when determining your price 
point, as you work through the workbook, you may identify 
other costs or expenses directly relevant to your product or 
experience. It will be important to only use this as a guide. 
We recommend you seek professional financial advice to 
determine the full costs to include and to determine a 
profitable selling price. 

OUR STARTING POINT
Costs: The expenses involved in producing and delivering 
the product, service or experience are a fundamental 
factor in setting a baseline price.

HOWEVER, REMEMBER TO CONSIDER:

Competitor Pricing: Understanding competitor prices 
provides a benchmark for your own pricing decisions and 
helps maintain market position.

Customer Demand & Perceived Value: Knowing what 
customers are willing to pay and how much value they 
place on the offering is crucial for value-based pricing.

Market Conditions: External factors like supply, demand, 
and overall economic conditions influence pricing 
strategies.

Business & Marketing Goals: The overall objectives of the 
business, such as market entry, premium positioning, or 
profitability, should guide pricing choices.



SIMPLE GUIDE TO SETTING YOUR PRICE

Fixed costs: The costs of running your business, 
regardless of the number of customers. This includes 
expenses such as insurance, rent, interest, plant and 
equipment.

Examples:

HOW DO I ALLOCATE THE FIXED COSTS?

Based on an estimated proportion of business 
generated by the experience - for example, if the 
experience generates 10% of total/gross revenue, 
then it may be appropriate to allocate 10% of fixed 
costs to the cost base.• Rent or rates

• Insurance
• Bank fees or interest expense on borrowed funds
• Utilities - energy, water, telecommunications, etc - any specific 

increases in utility-related expenses can also be recorded as a variable 
cost (direct)

• Technology & systems, including online booking and other annual 
software subscriptions

• Plant & equipment, eg vehicles etc
• Salaries (not those that are variable costs incurred to deliver an 

experience)
• Depreciation

BEFORE WE GET STARTED, SOME IMPORTANT DEFINITIONS …



SIMPLE GUIDE TO SETTING YOUR PRICE
Variable costs: Costs that fluctuate based on the 
number of customers or sales in the business. This 
includes expenses such as wages, marketing, 
commissions, utilities (including gas/water/ 
electricity), cleaning, maintenance, repairs, materials, 
and stock used for delivery of your experience.

Examples: Direct Variable Costs

HOW DO I ALLOCATE THE VARIABLE COSTS?
• Direct costs relating to the planning and delivery of 

the experience 
AND/OR
• Allocation based on the proportion of costs 

attributable to planning, delivering and promoting 
the experience

• Labour - only wage costs that are variable eg casual labour hire 
incurred to deliver an experience

• Raw materials and costs of supplies
• Marketing - direct marketing expenses related to promoting this 

experience
• Fees to third-party providers relating directly to this experience eg 

catering, venue hire, property access fees, etc
• Fees to First Nations suppliers - for example, costs of providing a 

welcome to country or smoking ceremony or speaking fees
• Stationery, printing and postage
• Fuel
• Others?

Examples: Allocation for Variable Costs
• Equipment - apply an allocation based on an estimate of the total number 

of times the experience will be conducted annually or over the expected 
(depreciation) life of the equipment

• Maintenance and repairs - apply an allocation based on an estimate of the 
total number of times the experience will be conducted annually or over 
the expected annual of repairs and maintenance for that specific piece of 
equipment

• Fees and subscriptions required specifically for the delivery or sales of this 
experience

• Marketing costs at the broader business level eg attendance at trade 
shows, membership fees to a marketing organisation or industry 
association

• Others?



SIMPLE GUIDE TO SETTING YOUR PRICE
BEFORE YOU START, KNOW YOUR 
PRODUCT OR EXPERIENCE …
• Briefly describe the product, service or experience – 

how is it positioned in the marketplace to attract 
your target market? What is your target market’s 
capacity or willingness to pay?
o Create personas for your target markets to help 

answer these questions ….
• What proportion is the offering as part of your 

overall business? For example:
o New experience for an existing business?
o New experience or experiences for a new 

business?
o Existing experience with a new price point 

(review), change in frequency or volume?

• Is it your core activity, complementary activity or additional 
offering? How does this impact the overall customer experience 
eg optional add-on or a separately priced activity, experience 
etc?

• What are the elements of the experience? From safety & 
transport to catering & equipment needs. 

• Will you need to involve other suppliers, businesses or sub-
contractors? What are the costs involved?

• Do you have competitors offering similar products, services or 
experiences? What is their price point? Do you offer a point of 
difference?

• Will you offer it year-round or is it a seasonal offering? Or just on 
weekends? etc

• Have you considered how you will promote the experience? 
What are the costs?

• Do you need to pay commission to an online booking platform 
or is it for direct bookings only?

• REMEMBER TO CONSIDER A REASONABLE AVERAGE 
OCCUPANY RATE



DNCO INSIGHTS TO ACTION 2025 
TOOLKIT – PRICING WORKBOOK

AN EXCEL PRICING WORKBOOK IS ATTACHED 

SAMPLE BUSINESS: WILDERQUEST TOURS
An example to guide the use of the Pricing Workbook is also attached.



Questions & discussion 



REFERENCES & SUPPORT
BUSINESS CONNECT – SERVICE NSW

Business Connect provides a wide range of resources, 
accessible for free, to support businesses to do 
business.
One of the resources explains the basics to setting your 
Pricing Strategy (it’s a short, 9 minute video).
‘Setting the right price for your products and services is 
critical to your business success. A well-planned pricing 
strategy will help you understand your costs, 
competition, market conditions, and your customer 
needs.’
See: https://mybusiness.service.nsw.gov.au/business-
connect/resource/vwx96e8g  

DNCO INSIGHTS TO ACTION: ONLINE 
BOOKING SYSTEMS MASTERCLASS

This masterclass unpacks all you need to know about 
online booking systems, including commissions.
Online booking systems have become critical 
infrastructure for tourism operators. In a market driven 
by mobile convenience and global reach, travellers 
expect to find, book, and pay for experiences online - 
instantly.
Booking systems are no longer just optional add-ons - 
they’re essential tools that: 

• streamline operations, 
• improve the customer experience, and 
• unlock powerful data insights.

A must-have resource available from DNCO.

https://mybusiness.service.nsw.gov.au/business-connect/resource/vwx96e8g
https://mybusiness.service.nsw.gov.au/business-connect/resource/vwx96e8g
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