
Chapter I — Flat rate pricing (2010) 

In June 2010 Hubspot offered a flat rate for 
its plans.  

While there were some usage limits for lead 
nurturing and users, they didn’t have a true 
usage-based pricing component. 

This made sense with Hubspot’s value prop. 
At this point, their focus was on helping 
SMBs grasp inbound marketing, so a simple 
and predictable price model made a ton of 
sense.



Chapter II — Usage Tiers (2011) 

In 2011, Hubspot pushed into Marketing 
Automation, making email and lead nurturing 
a bigger product focus.  

This led to their first foray into usage-based 
pricing, charging by number of contacts. 

Hubspot still appealed to the SMB/Mid-
Market customer.  

At the time, Marketo’s pricing started at 
$2,400/mo — which falls at the upper end of 
Hubspot’s range. 



Chapter III — 2-Part Tariff (2012) 

In 2012, Hubspot shifted to a 2-Part Tariff 
model. This meant charging a base platform 
fee along with a variable fee based on 
usage. 

This change added some complexity, a sign 
of Hubspot’s journey to the midmarket. 

Alongside this change, Hubspot deprioritized 
the ‘Demo’ CTA on the pricing page, pushing 
visitors to get in touch with sales — who 
could help them figure out which plan and 
contact level would make the most sense.



Chapter IV — 3-Part Tariff (2013) 

In 2013, Hubspot moved to a 3-Part Tariff 
model. This model is like a 2-Part Tariff, but 
includes a base usage level in the platform 
fee. 

This model allowed Hubspot to capture 
more value from customers because they 
would often buy larger plans than they 
might immediately need. 

The model also aligned Hubspot’s pricing 
with its product. Since the price for 
additional contacts decreased with more 
contacts, larger customers were 
incentivized to purchase larger plans. 



Chapter V — Freemium (2014) 

While Hubspot offered a free trial of its 
marketing software, they had never offered 
a free version of Hubspot’s platform.  

That changed in 2014, when Hubspot 
launched Hubspot CRM for free. 

Learning from pioneers like Dropbox and 
Slack, Hubspot used a freemium strategy 
to expand into a new category — giving 
potential customers a frictionless way to try 
it out to see how it compared to existing 
CRMs.  
 



Chapter VI — Multi-Product (2016) 

By 2016, Hubspot had added a full suite of 
sales products, becoming a truly multi-
product company. 

Impressively, Hubspot managed 3 pricing 
models at this point: 

•  3 Part Tariff for marketing software 
•  Freemium for CRM and Sales 
•  Linear pricing for Sales Pro ($50/user) 

This gave them multiple ways to drive 
acquisition and increase expansionary 
revenue among existing customers. 

 



Chapter VII — Platform (2018) 

In 2018, Hubspot added another product to 
the mix — Service Hub.  

This made the end game more clear — 
Hubspot was building an all-in-one 
platform to support customers across 
marketing, sales, and services. 

This opened the doors to a bundling 
strategy across all 3 hubs.  

Hubspot offered a flat 25% discount off its 
growth suite (all 3 Hubs) and also let 
customers build their own bundle.



Chapter VIII — Platform+ (Present) 

From there, Hubspot’s pricing strategy hasn’t 
changed much.  

In 2021, they released Operations Hub, a set 
of operations tools that allow customers to 
automate business processes across the rest 
of Hubspot’s suite. 

Operations Hub is priced as a flat rate. 
However, one of the features of Operations 
Hub is Hubspot Payments, which collects a 
small percentage of every transaction.



Epilogue  

As the Hubspot product evolved, innovative pricing strategies helped the company 
push into new categories. With this in mind, it’s not surprising that Founder and 
Chairman Brian Halligan said the team spend “thousands of hours” on pricing. Those 
hours paid off: 

• Offering the CRM for free allowed Hubspot to quickly become a real player in CRM. 
• Bundle discounts incentivize customers to expand their Hubspot product usage. 

As mentioned at the top, pricing is where product meets strategy. In the case of 
Hubspot, it’s been a busy decade across all three.


