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BHTA Note - Pricing Practices and Price Transparency
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1. Introduction

This note summarises the key requirements for pricing practices under UK consumer law. This note has been
prepared in line with relevant law and industry guidance, including but not limited to:

o Digital Markets, Competition and Consumers Act 2024 (DMCCA);

e “Guidance forTraders on Pricing Practices” [2025] produced by the Chartered Trading Standards Institute
(the CTSI guidance); and

e “Price transparency” guidance [2025] (CMA209), produced by the Competition & Markets Authority, or
CMA; NB, this guidance updates CMA’s broader “Unfair commercial practices” guidance [2025]
(CMA207).

This BHTA note, produced in association with Addleshaw Goddard LLP, is designhed to help industry members
ensure their pricing is clear, fair, and compliant. This note is for any member who advertises, markets, sells or
otherwise promotes products to consumers at any point in a purchase process, from early-stage advertising to
final purchase.

2. The Legal Framework — The DMCCA and Fair Pricing Obligations

The most important piece of legislation in this area is the DMCCA which came into force in April 2025. The
DMCCA introduces new and updated consumer protection provisions to prohibit traders (both online and offline)
from engaging in unfair commercial practices (including pricing practices) with consumers.

Pricing practices fall within the scope of unfair commercial practices, as showing or misrepresenting price
information is often a key part of a consumer’s decision to purchase a product. A practice may be unfair even if
it is factually correct, if the way it is presented misleads consumers. Under the DMCCA, unfair commercial
practices are prohibited if they would likely cause the average consumer to make a different transactional
decision than they would otherwise have done.

Wherever possible, consumers should be presented with the total price of the product at the outset. Traders
must not show consumers an initial or headline price for a product and introduce additional mandatory charges
as a consumer proceeds with their purchase. This practice is known as “drip pricing”. “Partitioned pricing” (i.e.
where component parts of a price are provided without giving an overall total) is also prohibited.

Key concepts in the DMCCA include:

e Transactional Decision —a choice by the consumer related to whether to buy, when to buy, what to buy,
and on what terms.

e Average Consumer — a hypothetical, reasonably observant and circumspect consumer. The average
consumer is to be treated as not knowing information in relation to a commercial practice where such
information has been concealed by the trader. The test also takes account of vulnerability and traders
must take special care if they are targeting a price promotion at particular groups of consumers who may
be vulnerable.

e |nvitation to Purchase - the provision of information to a consumer that indicates the characteristics of
a product and its price, and enables, or purports to enable, the consumer to decide whether to purchase
the product or take another transactional decision in relation to the product.
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3. Price Transparency Guidance

The CMA published CMA209 to help traders understand how to comply with the DMCCA’s pricing requirements,
with a particular focus on price transparency. The guidance is particularly relevant in digital and online sales
contexts.

Core principles

The guidance emphasises that:

All mandatory charges, fees, taxes, and unavoidable costs that a consumer must pay should be included
in the headline price presented in an invitation to purchase.

Consumers should be able to compare like-for-like prices easily without having to go through mutltiple
steps.

Practices that add unavoidable costs later in the purchase process are generally considered unfair.

Detailed breakdowns are useful, but the total payable price must also be clearly shown where possible.

Drip pricing

Drip pricing refers to showing a low initial price that does not include mandatory fees, only for compulsory
costs to be added during checkout.

The CMA209 guidance highlights that this practice is a common transparency problem and risks
misleading consumers about the true cost of the product they intend to purchase.

The correct approach is to show the total price upfront, including unavoidable charges, so that a
consumer is not surprised by additional costs late in the purchase process.

Partitioned pricing

Partitioned pricing is where the price is shown as separate components (e.g., base price + various fees)
but without a clear total price.

This is acceptable only where it is genuinely impossible to calculate the total in advance (e.g., some
bespoke services), as long as the consumer is not misled about what they will pay.

Subscriptions

Consumers must be given clear information about: (i) the initial price (including any introductory or
discounted rates); (ii) the full recurring price that will apply after any trial or promotional period; (iii) the
billing frequency; and (iv) any minimum commitment period, where applicable.

The above information must be provided before the consumer enters into the subscription, so they can
make an informed decision.

Whilst the specific subscription provisions in the DMCCA do not come into force until Autumn 2026,
businesses should prepare for the upcoming changes and ensure they are compliant ahead of the
changes being implemented.
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4. Misleading use of Recommended Retail Prices (RRPs)

Example

Aretailer advertises a product as: “Now £79.99 - RRP £129.99 - Save £50!” However, the product has never been
sold by the retailer as £129.99 and the so-called RRP is not a genuine, established selling price in the market (e.g.
the manufacturer’s suggested price is rarely or never used by retailers in practice).

Why it’s unfair

e Using an RRP as a reference price creates a price comparison in the consumer’s mind. If that RRP does
not reflect a genuine and realistic price at which the product is normally sold, the comparison is
misleading.

e Theuse of a non-genuine RRP may also cause the average consumer to believe they are receiving better
value or a significant discount, which could influence their transactional decision (for example, deciding
to buy immediately rather than shopping around).

e Traders must be able to substantiate price claims. If a trader cannot demonstrate that the RRP: (i) is
widely used in the market; or (ii) reflects a genuine selling price for a reasonable period, then relying on
that RRP is likely to be considered deceptive. The DMCCA places the burden on traders to ensure pricing
information is truthful, accurate, and not misleading.

o Where an RRP is used to claim a saving that does not exist in reality, this may amount to a false price
reduction claim, which can fall within practices that are unfair in all circumstances if they involve
knowingly false information about price advantages.

5. Examples of Unfair or Banned Pricing Practices

Set out below are specific examples that reflect the kinds of pricing practices that are considered unfair under
the DMCCA and are further illustrated in the CTSI guidance and CMA209.

Hidden mandatory charges and drip pricing

Example

An online ticket seller advertises event tickets for £30 but does not disclose booking fees of £10 until late in the
checkout process.

Why it’s unfair

This practice fails to disclose the total amount a consumer will necessarily incur for the product in the invitation
to purchase, making the price comparison and decision difficult and misleading.

Misleading time-limited deals
Example

|

A retailer advertises a “limited time offer — ends today
continues beyond the deadline.

with a countdown clock to induce urgency, but the offer
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Why it’s unfair

Claiming a time limit that doesn’t genuinely exist is one of the practices that is unfair in all circumstances under
the DMCCA'’s banned list, as it is designed to create artificial urgency and distort a consumer’s decision-making.

Missing mandatory fees or taxes
Example

A broadband provider advertises “from £28/month” without stating that VAT is excluded (and that UK consumers
cannot recover VAT). The final billed price is significantly higher.

Why it’s unfair

Omitting mandatory taxes in the price presentation can mislead consumers, especially where they have no legal
ability to avoid those charges, distorting comparison and the transactional decision.

Bait advertising (price availability misrepresentation)
Example

A store advertises products at a very low price but knows it does not have sufficient stock at that price, or
dissuades purchase of that product in order to sell more expensive items instead.

Why it’s unfair

Promoting a price without reasonable availability, or discouraging purchase of the advertised product, is unfair
under the DMCCA’s list of banned practices.

False reference or “fake” price comparisons

Example

A product is shown as “Was £50, now £25,” when in fact it has never been sold at £50 in any meaningful way.
Why it’s unfair

Reference prices must be genuine and meaningful; exaggerated or fictitious “original” prices make a savings
claim misleading and distort the consumer’s view of value.

Pre-ticked optional extras
Example

A website automatically has additional services (insurance, premium delivery) selected by default, adding cost
unless the consumer actively deselects them.

Why it’s unfair

Default opt-ins that add charges without clear disclosure can be seen as misleading and fail the transparency
requirement; their use may also undermine consumer consent.

6. General Principles of Fair Pricing

To ensure compliance with the DMCCA and associated pricing guidance, traders should ensure that:
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1. The total headline price is clear and includes all mandatory costs.
2. Additional charges that are optional are clearly identified and not deceptive in presentation.

3. Price comparisons and promotional claims are factually accurate and supported by evidence.
Promotions should not mislead, deceive or take advantage of consumers.

4. Time limits are genuine and clearly substantiated.
5. Terms and conditions are transparent and easy to understand before purchase.

Failure to adhere to these principles may mislead consumers and expose traders to regulatory action by Trading
Standards, the CMA and/or other enforcement bodies.

7. Examples of Fair Pricing Practices

To ensure compliance with the DMCCA and associated pricing guidance, traders should transform fair pricing
principles into the following practices:

1. Total price: Indicate the total price of the product, inclusive of taxes and mandatory charges such as
delivery or freight costs. If those charges cannot be reasonably calculated in advance, tell customers
that they may be payable.

2. Genuine discounts: Show clearly the previous price and ensure it was charged for a meaningful period.

3. “From” prices: Offeronlyif a significant proportion of products/services are available at the stated price,
and this is made clear.

4. Optional extras: Can be excluded from the headline price, but must be enumerated clearly, and
described as optional.

5. Price comparisons: Must be accurate, up-to-date, and based on genuine, previous and/or competitor
prices.

8. Enforcement Risk and Penalties

The DMCCA is enforced by Trading Standards services in England, Scotland and Wales and other bodies
including the CMA. The CMA can take direct action in relation to potential breaches of consumer law and impose
financial penalties in relation to consumer law breaches of up to 10% of the offending party’s worldwide turnover.

In November 2025, the CMA launched investigations into eight companies to examine online pricing and sales
tactics. Whilst these investigations remain ongoing, they highlight that the CMA intends to exercise its new
powers to protect consumers. The CMA has written advisory letters to 100 businesses across a range of sectors,
outlining concerns in relation to the use of certain online sales practices, particularly drip pricing.

Enforcement action may also lead to negative media exposure and criticism in the press, which carries
reputational risk, both to individual businesses but also the wider healthcare industry, as the public may lose
confidence in the way in which the industry prices its products. In light of these recent enforcement trends, all
consumer-facing businesses should ensure they are committed to compliance with the DMCCA and fair pricing
practices.
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9. Further Information
For more detail, see:

e Business Companion: Pricing Practices Guidance

e CMA Price Transparency Guidance

If in doubt, seek legal advice before launching new pricing promotions.
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https://www.businesscompanion.info/en/guidance-for-traders-on-pricing-practices#bannedpractices
https://assets.publishing.service.gov.uk/media/691b10065a253e2c40d705d9/Price_transparency_-_CMA209_.pdf

