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Abstract

Many industrial firms pursue digital servitization, but customers often display a low
willingness to pay for digital services, especially in cases where they have been
previously given for free to customers. While prior studies indicate that the
“free-to-fee” transformation of industrial services is a major challenge, there is little
research on this issue. Thus, this study explores what kind of free-to-fee price choice
architecture elements increase industrial buyers’ willingness to pay for digital services
that they previously received for free. We integrate B2B service pricing and behavioral
decision-making research and conduct scenario-based experiments with 409 industrial
buyers. The results show that customers” decision to accept free-to-fee digital services
is not purely driven by economic rationality but also by social and psychological
decision elements. This study offers novel contributions to the theory and practice of
selling and pricing digital B2B services.
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