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PART 6

SERVICES AND P IONA
FEES PRICING

Hourly, Fixed-Fee, Retainer, and Value-Based Structures

Six services pricing structures with risk profiles, rate card cost foundation
and minimum billing rate calculation, leverage model by professional
level, fixed-fee risk adjustment and scope creep financial impact, change
order protocol, retainer types and financial model, value-based fee EVC
calculation showing 5.9x premium over hourly equivalent, success fee
Lehman formula, competitive positioning through pricing, anchor-high
pilot discount strategy for new services, services bundling financial
architecture, and the complete services pricing metrics framework.
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FINANCIAL ARCHITECTURE OF DIFFERENT BUSINESS MODELS

SECTION 1

THE UNIQUE ECONOMICS OF SERVICES PRICING

Services and Professional Fees Pricing: Selling
Time, Expertise, and Outcomes

Services pricing is the most relationship-dependent and the most judgment-intensive form of pricing in
commerce. Unlike physical goods — where the product is identical regardless of buyer — or SaaS — where
the software delivers the same functionality to every user — professional services are co-created between
the provider and the client. The value delivered varies by the quality of the relationship, the specificity of the
expertise applied, the quality of the deliverable, and the client's ability to absorb and implement
recommendations. This co-creation dynamic means that WTP for services is extraordinarily heterogeneous
— two clients receiving nominally identical engagements may receive radically different value, and their
willingness to pay should reflect that difference.

This part covers the complete financial architecture of services pricing: the four primary engagement
structures (hourly, fixed-fee, retainer, value-based), rate card design and the leverage model, fixed-fee risk
adjustment, scope creep financial management, outcome-based and success fees, competitive positioning
through pricing, services bundling, and the distinctive financial dynamics of pricing new services versus
established offerings. Every concept is grounded in the practice of professional services finance, with
formulas and examples that a CFO can apply immediately to their own services pricing decisions.

1.1 The Services Pricing Spectrum

Revenue
. Pay only for work .
Hourly / Time & Rate x hours done: scope unpredictable; Early-stage engagements; unclear
Materials worked L P ceiling on scope; discovery
flexibility .
earnings

Budget certainty; Scope creep;
Agreed total fee g y P P

Fixed-Fee for defined aligned cost overrun Well-defined projects; repeat
(defined scope) deliverable incentives for absorbed by engagement types
efficiency provider
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Pricing Structure Revenue Model Client Benefit Provider Risk

. . Variable
Fixed monthly Budget certainty;

. . . workload month ) . .
Retainer fee for defined a ongoing 10 month: Ongoing advisory; marketing; legal;
(monthly) vailability/deliver relationship; ' fractional CFO

o under/over
able priority access .
service

Fee tied to value ROI Value must be
Value-Based delivered or {ransparency- measurable; High-impact strategic work; EVC >
Fee outcomes . P . v: negotiations cost substantially

. aligned interests
achieved complex
. Provider may not

% of transaction, No upfront cost; . . o .

Success / get paid despite M&A;, litigation, collections,

Contingency Fee

savings, or other

provider shares

effort; working

recruitment, fundraising

outcome risk .
capital

Base fee +
bonus/penalty

based on KPI
achievement

Accountability
with upside
incentive

Requires clear
measurement;
execution risk

Technology implementation,
managed services, operations

Outcome-Based
SLA

SECTION 2

RATE CARD DESIGN AND THE LEVERAGE MODEL

Rate Card Design: Building Profitable Billing
Rates

The rate card — the schedule of billing rates by professional level — is the foundational pricing architecture
of a professional services firm. It determines the revenue generated per hour of billable work, the gross
margin structure of the business, and the competitive positioning relative to other firms in the market. A rate
card that is too low relative to market rates leaves significant value on the table. A rate card that is too high
prices the firm out of engagements where clients have ready alternatives. Getting the rate card right requires
understanding both the firm's own cost structure (what rates are needed to cover professional compensation
and generate target margin) and the market's willingness to pay for each level of expertise.

2.1 Rate Card Cost Foundation
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RATE CARD MINIMUM BILLING RATE CALCULATION

Target: Each professional nust cover their fully-Iloaded cost + target margin

Seni or Consul tant —Ful | y-Loaded Cost Buil d:

Base Sal ary: $140, 000
Bonus (target 20%: $28, 000
Payrol | Taxes (8% : $13, 440
Benefits (health, 401k, etc.): $22, 000
Training and Certification: $4, 000
Technol ogy and Tool s: $3, 500
Al | ocated Overhead (of fice/ &A): $35, 000
Total Fully-Loaded Cost: $245, 940

Bill abl e Hours (at 75%utilization of 1,880 available hrs): 1,410 hrs/yr
Break-Even Billing Rate = $245,940 / 1,410 = $174. 43/ hr
At 30% target operating margin (pre-partner draw):

Target Revenue per SC. $245,940 / (1 - 0.30) = $351, 343

Required Billing Rate: $351,343 / 1,410 = $249. 18/ hr
M ni mum Rate Card for Senior Consultant: $250/ hr

2.2 Rate Card by Level and Leverage Economics

The leverage model of professional services — using the rate card spread between senior and junior
professionals to generate firm-level profitability — is the fundamental economic mechanism of consulting,
law, accounting, and advisory firms. Senior professionals (partners, principals, managing directors)
command high billing rates but spend significant time on non-billable activities (business development, firm
management, mentoring). Junior professionals (analysts, associates, consultants) have lower rates but high
utilization. The mix of these levels on each engagement determines the engagement's profitability.

. S Revenue per Contributio
Typical Rate Card Target Utilization | Fully-Loaded Cost FTE bl per|ETE
$210K-$45
Partner / MD $600-$1,200/hr 50%—-60% $450K-$700K $660K—-$900K OK before
draw
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. e Revenue per Contributio
Level Typical Rate Card Target Utilization Fully-Loaded Cost

180K-$31
Director / VP $400-$650/hr 65%—-70% $320K-$450K $540K-$720K ?);K $
$145K-$24
Manager $275-%$425/hr 70%—-78% $220K-$320K $385K-$525K 5K
. $85K-$145
Senior Consultant ~ $200-$300/hr 75%—-80% $200K-$270K $285K-$385K K
60K-$115
Consultant $140-%$210/hr 80%—-85% $140K-$190K $210K-$285K i $
Analyst /
. $100-$160/hr 83%—-88% $100K-$145K $165K-$225K $50K-$90K
Associate

The leverage model works financially because junior professionals are billed at rates that significantly exceed
their cost — the spread between billing rate and fully-loaded cost per hour is highest at the junior levels. A
Consultant billed at $175/hr with a fully-loaded cost of $100/hr generates a 43% contribution margin per hour.
A Partner billed at $800/hr with a fully-loaded cost of $350/hr generates a 56% contribution margin per hour
— but the Partner has far fewer billable hours. The leverage engine extracts contribution margin from every
level simultaneously. When staffing engagements, always push toward the most junior professional who can
deliver quality work at the required level — not to underserve the client, but because the firm's profitability per
engagement hour is highest at the junior levels.

SECTION 3

FIXED-FEE PRICING AND SCOPE MANAGEMENT

Fixed-Fee Pricing: Certainty for Clients, Risk
Management for Providers

Fixed-fee pricing — a single agreed fee for a defined scope of work — is the dominant structure for
project-based professional services. Clients prefer it because it provides budget certainty and aligns the
provider's incentives toward efficiency. Providers who execute well on fixed-fee engagements can earn
significantly above their hourly equivalent if they complete the work in fewer hours than priced. Providers
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who scope poorly, encounter unexpected complexity, or allow client-driven scope expansion will complete

the engagement at a loss. Fixed-fee pricing is therefore the structure that most separates well-run

professional services firms from poorly-run ones.

3.1 Fixed-Fee Pricing with Risk Adjustment

FIXED-FEE PRICE CONSTRUCTION

Step 1: Estimate base hours by |eve
Partner oversight: 20 hours
Manager project managenent: 45 hours
Seni or Consul tant delivery: 120 hours
Consul tant delivery: 80 hours
Total base hours: 265 hours

Step 2: Apply rate card to base hours
Partner: 20 x $700 = $14, 000
Manager: 45 x $400 = $18, 000
Seni or Consul tant: 120 x $260 = $31, 200
Consultant: 80 x $175 = $14, 000
Base Fee: $77, 200

Step 3: Apply risk adjustment (conplexity and uncertainty prem um
Low conpl exity (well-defined scope; repeat type): +5%-10%
Medi um conpl exity (sone anbiguity; newclient): +15%-20%
Hi gh conplexity (novel work; senior judgnment needed):

Thi s engagenent: +15%ri sk prem um = $77,200 x 1.15

Step 4: Round to conmercial price point: $89, 000

I nplied hourly equival ent: $89,000 / 265 hrs = $335. 85/ hr bl ended

3.2 Scope Creep: The Silent Destroyer of Fixed-Fee Margins

Scope creep — the gradual expansion of client requests beyond the originally agreed scope — is the

primary financial risk in fixed-fee professional services. It manifests as additional deliverables the client

‘assumed were included,' requirements that emerge during the engagement that were not anticipated at

proposal, and client requests for revisions or expanded analysis beyond what was discussed. Each instance

of uncompensated scope creep reduces the effective hourly rate on the engagement and, if not managed,
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can transform a profitable project into a loss.

SCOPE CREEP FINANCIAL IMPACT

Fi xed- Fee Engagenent: $89,000 | Budgeted hours: 265 hrs
Inplied target blended rate: $335.85/hr

Actual hours incurred (scope creep not managed): 340 hours
Actual bl ended effective rate: $89,000 / 340 = $261. 76/ hr
Margi n erosion from scope creep: ($335.85 - $261.76) / $335.85 = 22%

Cost of 75 unbudgeted hours (at $250/hr fully-|oaded avg cost):
Addi tional cost: 75 x $250 = $18, 750
Original contribution: $89,000 - (265 x $250) = $23,250 (26.1% margin)
Actual contribution: $89,000 - (340 x $250) = $4,000 (4.5% nargin)

The 75 hours of unmanaged scope creep destroyed 83% of engagenent nargin.

Prevention: Change Order Protocol —any work beyond defined scope

requires a witten change order approved before the work begins.

The change order protocol is the single most important financial discipline in a fixed-fee professional services
business. Every partner and project manager must be trained to identify when a client request falls outside
the agreed scope, to document it as a scope change request rather than absorbing it into the base
engagement, and to price the change order at the appropriate rate before commencing the additional work.
The cultural barrier is real: professionals feel awkward stopping a conversation with a valued client to say
'that is outside our scope." The CFO who builds the change order protocol into the firm's systems,
compensation model (bonuses tied to realization rate including change orders), and culture is eliminating the
most preventable margin destroyer in professional services.

SECTION 4

RETAINER PRICING

Retainer Pricing: Recurring Revenue for
Professional Services
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The retainer — a fixed monthly fee in exchange for ongoing access to the provider's time, expertise, or
deliverables — is the professional services equivalent of the SaaS subscription. It converts the lumpy,
project-by-project revenue of engagement-based services into a predictable monthly revenue stream that is
easier to forecast, less sensitive to sales cycle length, and more valuable as a business asset because
recurring retainer revenue commands a higher multiple than project revenue.

4.1 Retainer Design and Pricing

Retainers can be structured in three ways: hours-based retainers (a defined number of hours per month at a
discounted rate, with overflow charged at a standard rate); deliverable-based retainers (a defined set of
monthly deliverables — a certain number of reports, calls, or reviews — at a fixed monthly fee); and
availability retainers (a fixed fee for the client's right to access the provider for ad hoc needs, with no defined
deliverable commitment). Each structure has different margin dynamics and different client value

propositions.

Retainer Type

Hours-Based

Deliverable-Based

Availability /
Advisory

Managed Service

4.2 Retainer Financial Model

eFuturesCFO

Client Gets

Defined hours/month
(e.g., 20 hrs); unused

hours may roll or expire

Defined outputs each
month (report,
dashboard, advisory
call)

Priority access for ad
hoc questions and
advice

Ongoing delivery of an
operational function

Provider
Commitment

Capacity
reservation; cannot
sell those hours
elsewhere

Time to produce
deliverables; no hour
commitment

Time availability; not
assigned to other
clients during hours

Full operational
accountability

Pricing Logic

Discounted rate vs.
project (10%—20%) for
commitment

Value of deliverables to

client; not cost-based

Value of having senior
expertise on call

FTE equivalent x
1.2-1.5x for overhead
and profit

The Systems CFO | efuturescfo.com

Risk

Variable workload;
idle capacity in
light months

Scope creep in
deliverable
definition

Underutilization
(client doesn't
call); over-call risk

Performance
accountability;
quality standards
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RETAINER REVENUE AND MARGIN MODEL

Del i ver abl e-Based Retainer: Mnthly Strategy & Anal ytics Advisory
Mont hly Deliverables: 1 executive dashboard, 2 advisory calls (2hrs each),
1 nonthly strategic brief, ad hoc enmil responses

Tine estimate per nonth:
Dashboard preparation: 8 hrs (Senior Analyst)
Advi sory calls: 4 hrs (Partner/Director)
Strategic brief: 6 hrs (Manager + Director review
Email / ad hoc: 3 hrs (Manager)
Total : ~21 hours/nonth

Cost at blended teamrate ($275/hr avg fully-loaded): 21 x $275 = $5, 775
Ret ai ner Pricing Options:

Cost-plus 25% margin: $5,775 / 0.75 = $7, 700/ nont h ($92, 400/ yr)

Val ue-based (client uses analysis to make $500K+ deci sions/yr): $9, 500/ nonth
Recommendat i on: $8, 500/ nont h ($102, 000/ yr)

Margin: ($8,500 - $5,775) / $8,500 = 32%
6- nont h payback on rel ati onshi p devel opment cost

SECTION 5

VALUE-BASED AND OUTCOME-BASED FEES

Value-Based Fees: The Professional Services
Prize

Value-based fees — pricing professional services based on the value created for the client rather than the
time invested by the provider — represent the highest expression of the Part 3 pricing framework applied to
services. They are achievable in professional services when the value created is measurable, when the
service is clearly causal to the outcome, and when the client's financial sophistication is sufficient to evaluate
value arguments rather than defaulting to cost-based comparisons.
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5.1 Value-Based Fee Structuring

Value-based fees require the same EVC analysis as product pricing, applied to the service context. The
provider must quantify: what problem is being solved, what is the financial cost of the problem to the client,
what improvement will the service produce, and what is the financial value of that improvement. The fee is
then set as a share of that financial value — typically between 10% and 25% for advisory services, higher for
implementation and execution services where the provider takes more operational risk.

VALUE-BASED FEE CALCULATION — M&A ADVISORY

Engagenent: Financial due diligence for a $45M acqui sition target

Client's Probl em Wthout Thorough Due Diligence:
Ri sk of material misstatenment in target's financials: 20% probability
If msstatement materializes: average |oss = $8M (renegoti ati on + integration)
Ri sk-wei ght ed expected | oss: 20% x $8M = $1, 600, 000

Addi ti onal Val ue from Conprehensive DD:
Identification of earn-out structure that reduces risk: $800,000 val ue
Wor ki ng capital peg negotiation: $350, 000 recovered
Total quantified val ue beyond risk reduction: $1, 150, 000

Total EVC. $1,600,000 + $1, 150,000 = $2, 750, 000

Hour s- based fee at $350/ hr x 200 hours = $70, 000
Val ue- based fee at 15% of EVC = $412, 500

Val ue-based fee is 5.9x the hours-based equival ent.
Even at 8% of EVC = $220, 000 (3.1x hourly), provider captures nore val ue
and client retains $2,530,000 of the $2, 750,000 EVC.

5.2 Success Fee Architecture

Success fees — contingent fees paid only upon achievement of a specific outcome — are a subset of
value-based pricing where the provider bears the risk of non-achievement. They are common in M&A;
(Lehman formula: a percentage of transaction value), legal contingency arrangements (typically 33%-40%
of recovery), debt restructuring (percentage of debt reduced), and executive search (percentage of first-year
salary). The financial structure of a success fee arrangement requires the provider to fund the engagement
cost from their own working capital and only recover it — plus profit — if the outcome is achieved.
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The Lehman formula — originally structured as 5% on the first million of transaction value, 4% on the
second, 3% on the third, 2% on the fourth, and 1% above — has largely been replaced by modified Lehman
formulas that reflect modern deal economics. For mid-market M&A; ($10M—$250M transactions), fee
structures typically range from 1.5% to 5% of deal value, with higher percentages for smaller deals. The
CFO evaluating investment banking or M&A; advisory fee structures should compare the fee to the EVC of
the transaction advisory and assess whether the fee is proportionate to the value created.

SECTION 6

COMPETITIVE POSITIONING THROUGH PRICING

Pricing as Competitive Positioning: Signals, Tiers,
and Market Segmentation

In professional services, price is not merely a revenue mechanism — it is a powerful signal of quality,
expertise level, and market positioning. Clients who are evaluating multiple service providers use price as
one of the signals that informs their quality assessment: a firm that charges significantly less than its peers
may be perceived as less qualified, less specialized, or less capable of attracting and retaining senior talent.
Conversely, a firm that commands a significant premium must consistently deliver premium value or the
premium becomes unsustainable.

6.1 Price-Positioning Matrix for Professional Services

Market Signal Client Profile Sustainability Condition

. Top expertise; Price-insensitive; . .
Premium (>30% P .p Must consistently deliver
exclusive access; outcome-focused; )
above market) . measurably superior outcomes
proven outcomes sophisticated buyers

. L Value-conscious but . o
Above Market Strong differentiation; . . Must demonstrate differentiation in
quality-focused; mid-market

10%—-30% specialized expertise roposals and deliver
(10% ) P P enterprise prop y
Market Parit Competitive quality at Procurement-driven; Efficient operations; strong
y competitive price price-competitive evaluation  execution; clear scope definition

eFuturesCFO The Systems CFO | efuturescfo.com 11/ 16



FINANCIAL ARCHITECTURE OF DIFFERENT BUSINESS MODELS

Market Signal Client Profile Sustainability Condition

Competitive

Below Market . Price-sensitive buyers; Must have structural cost
penetration; market - .

(<10%) commoditizing segments advantage or accept lower margin
entry; volume strategy

Significantly Below Distress signal; quality Bargain hunters; clients who  Rarely sustainable; attracts wrong

Market (>20%) skepticism risk will be difficult to serve client type

6.2 Pricing New Services

The pricing of new service offerings — capabilities the firm has not previously offered, or existing capabilities
offered to new market segments — presents a specific challenge because the firm lacks the historical data
to anchor the price to prior engagements and lacks the track record that validates a premium price. The risk
of underpricing is significant: the initial price for a new service type anchors client expectations, and price
increases after the initial engagement are resisted even if the value has been clearly demonstrated. The risk
of overpricing is equally real: a price that exceeds the client's perceived value of an unproven service will
generate rejection that damages the firm's reputation in that new area.

The recommended approach for new service pricing is the ‘anchor high, discount for pilot' strategy: establish
the target value-based price publicly (on proposals, website, and in conversations) to set market
expectations at the right level, then offer the first several engagements at a 25% to 35% 'pilot discount' in
exchange for client commitment to a case study, a reference, and detailed feedback. This approach
establishes the anchor price — the number clients remember and that subsequent engagements will be
judged against — while making the first engagement financially accessible enough to build the track record
that justifies the full price.

SECTION 7

SERVICES BUNDLING AND PACKAGING

Services Bundling: Packaging Expertise for
Maximum Value

Services bundling — combining multiple service offerings into a single packaged solution at a combined
price — serves different strategic and financial purposes in professional services than product bundling. The
primary financial goal is revenue expansion within existing clients, reducing the cost of cross-selling new
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service lines by presenting a coherent solution rather than a series of individual service pitches. The
secondary goal is competitive differentiation — a bundled solution that solves a complete business problem
is more defensible than a single-service engagement that a competitor can replicate.

7.1 Bundle Design Principles for Services

Effective services bundles combine complementary capabilities that address different stages of the same
client problem. An ERP advisory firm might bundle strategy (which system to select), implementation (how to
configure and deploy it), and optimization (how to improve adoption and ROI post-deployment) into a single
multi-phase engagement. Each phase is valuable independently, but the bundle creates continuity of
institutional knowledge and relationship — advantages the client loses if they switch providers between
phases.

SERVICES BUNDLE FINANCIAL ARCHITECTURE

I ndi vi dual Service Pricing (separate engagenents):
Phase 1 —ERP Sel ection Advisory: $85, 000
Phase 2 —I npl enent ati on Managenent: $320, 000
Phase 3 —Post-Go-Live Optimzation (12 nonths): $180, 000
Total if sold separately: $585, 000

Bundl e Price: $510, 000 (13% bundl e di scount)
Cient saves: $75,000 (conpelling value for 3-year relationship conmmtnent)
Provider gains: nulti-year revenue certainty; lower selling cost per $ ARR

Provi der Financial |npact of Bundle vs. Unbundl ed:
Revenue sacrifice: $75,000 (the discount)
Avoi ded selling cost (Phase 2 and 3 need no reselling): $55, 000
Net margin inpact of bundle: -$75,000 + $55, 000 = -$20, 000
Revenue certainty value (3-yr contract vs. 3 separate decisions): High
Wn probability inmprovenment (bundled vs. conpetitive re-pitch): Significant
Conclusion: Bundle is financially justified despite revenue sacrifice

SECTION 8

PRICING GOVERNANCE AND CFO CHECKLIST FOR SERVICES
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Services Pricing Metrics and CFO Checklist

8.1 Services Pricing Metrics

Realization Rate

Effective Hourly Rate
(Realized)

Engagement Profit
Margin

Scope Creep Rate

Change Order Capture
Rate

Retainer Revenue %

Average Engagement
Value

Value-Based Fee
Premium

Client NPS vs. Rate Tier

Revenue per Partner

Collected fees / Billed fees

Net fees collected / Actual hours worked

(Engagement Revenue - Direct
Engagement Cost) / Revenue

Uncompensated hours / Budgeted hours

Change order revenue / Total
out-of-scope work identified

Recurring retainer ARR / Total firm
revenue

Total revenue / Number of engagements

VBF revenue / Hours-equivalent
revenue

NPS scores by rate tier

Total revenue / Partner headcount

8.2 CFO Operating Checklist

* Rate card reviewed and updated annually: fully-loaded cost per level calculated; target margin applied;
market rate benchmark confirmed through competitive intelligence.

>92% excellent; <85% signals billing or scope
problem

Track vs. rate card target; should be >85% of
rate card

>25% per engagement; <10% warrants
investigation

<5% healthy; >15% = change order discipline
failure

>75% target; <50% = leaving scope creep
margin on table

>30% target; rising = business quality
improvement

Track trend; rising = moving upmarket

>1.5x means value pricing working; <1.0 =
cost-based pricing

Higher-priced clients should have equal or
better NPS

>$1.5M/partner healthy; <$800K suggests
capacity issue

* Fixed-fee proposals include explicit scope definition and change order protocol: all proposals list what
is included and what is explicitly excluded; change order process documented in the engagement letter.

» Engagement profitability tracked at the project level: hours budgeted vs. actual tracked weekly by

engagement manager; margin at risk alerts triggered when budget utilization exceeds 80% with >30% of
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deliverables remaining.

« Realization rate calculated monthly by engagement and by professional: below-threshold realizations
reviewed with engagement manager; root causes identified (scope creep, write-offs, pricing errors).

* Retainer pricing reviewed at each annual renewal: scope of work confirmed; hours consumed vs.
retainer value assessed; rate adjustment proposed when cost structure has changed materially.

* Value-based fee opportunities identified in proposal review: any engagement where EVC exceeds 5x
fee is a value-based pricing candidate; partner responsible for value case presentation before proposal
submission.

* Success fee contracts reviewed by CFO before signing: payment trigger defined precisely; working
capital requirement for contingency period modeled; downside scenario (no success) financially
manageable.

* New service pricing anchored high with documented pilot discount policy: pilot discount approved by
CFO; client commitment to case study formalized in engagement letter; pilot pricing expires after 3-5
engagements.

Closing Perspective: Services Pricing as a
Confidence Statement

Pricing in professional services is ultimately a statement of confidence — confidence in the value the firm
creates, confidence in the expertise it brings, and confidence that the fee is a rational investment for the
client rather than a cost to be minimized. The firm that prices from cost — calculating hours and applying a
markup — is implicitly saying that its value is proportional to its time. The firm that prices from value —
estimating what the engagement is worth to the client and setting the fee accordingly — is saying that its
expertise and judgment create value that transcends the hours invested.

The financial consequences of this distinction are profound. Two consulting firms of equal quality, with
identical cost structures and identical client outcomes, will have dramatically different financial performance
if one prices from cost and the other prices from value. The cost-pricing firm earns 25% to 35% margin on
every engagement. The value-pricing firm earns 50% to 70% on the same engagements — not because it is
more efficient, but because it has the analytical discipline and the commercial confidence to price what it is
worth.

Part 7 covers Platform and Marketplace Pricing — take rate architecture and optimization, tiered take rates,
listing fees vs. transaction fees vs. subscription fees, dynamic pricing on platforms, freemium vs. premium
for marketplace sides, API pricing tiers, and ecosystem pricing for multi-sided models.
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End of Part 6: Services and Professional Fees Pricing | Pricing Strategy — A 14-Part Series
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