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There are many things Pricing can do 

to shape prices that Sales will actually 

use.  In this article, the author outlines 

four things that Pricing can influence 

and fix. Nelson Hyde is the Director of 

Sales Effectiveness at Holden Advisors. 

Nelson is an expert in sales negotiations, 

deal pricing and field execution. He has 

25 years’ experience in marketing, sales, 

pricing, new product introductions and 

business strategy. He leads sales effec-

tiveness workshops around the world, 

has been a frequent speaker at Philips 

Healthcare sales conventions, and is a 

sought-after speaker at the Professional 

Pricing Society. He can be reached at 

nhyde@holdenadvisors.com. 

4 Action Steps to Champion Value

A s pricing professionals up their 
game and use increasingly so-
phisticated techniques to de-
velop the right price, why is 

it so common for Sales to never actually 
use those prices? 

Even when Pricing does all the right 
things to set the price – competitive 
benchmarking, identification of dif-
ferentiators, quantification of value 
and impact – and proudly rolls out the 
results, Sales often pushes back and 
claims that Pricing doesn’t understand 
the market and that the prices are na-
ive.

It doesn’t have to be that way.  There are 
many things Pricing can do to shape 
prices that Sales will actually use.  

Here are four things that 
Pricing can influence and fix:

• Sales is not involved in the price 
setting.  When I walked into my 
first meeting to begin setting prices 
for a new medical imaging product, 
I met everyone and then had to ask, 
“So where is Sales?”  Sales was absent.  
Pricing needs Sales’ seasoned input 
into value and competition; and it 
needs Sales’ buy-in.  You can’t get ei-
ther if Sales is not at the table.

• Sales is not given tools to commu-
nicate value.  Even if Pricing knows 
the value propositions and can defend 
and quantify them – can Sales?  The 
field needs tools to defend the price 
when customers push back.  Sales 
needs to be confident in the rationale 
for the price and the value the offer-
ing creates, and that means it needs 
tools that can quantify the offering’s 
impacts.  So that when 
pressed, rather than 
caving on price Sales 
can say to the custom-
er – look at all the val-
ue we create for you, 
that’s why this price is 
what it is.

• Sales is outflanked 
in negotiations.  It is 
the easiest thing in the 
world to use price to 
close a deal.  It’s harder 
to know how to hold 
the line and defend the 
price and value.  Sales 
needs to understand 
the negotiations game 
and begin to catch up 
with Procurement’s 
huge lead in negotia-

tions training.  Sales needs practice 
in how to spot when the customer is 
bluffing, when Sales is just being used 
as a foil for business it will never get, 
and when to walk away.  Sales doesn’t 
just need confidence in the price and 
the value, but also in how to play the 
negotiations game.

• Sales management cannot see the 
impacts of discounting.  At one 
company, the simple fact of creating 
dashboards to track price performance 
on deals – even down to the sales rep 
level - increased revenues in various 
regions around the world by 2-5%.  
That was just from shining a light on 
the opportunity.  And that’s just the 
start - there are even more gains to be 
had by institutionalizing a strong sys-
tem to manage deal pricing.

Sales can be on board with well-thought 
pricing, and it can defend those prices, 
but only if it is given the opportunity 
and tools to influence and communicate 
them.

Sales needs to understand the 
negotiations game and begin to 
catch up with Procurement’s huge 
lead in negotiations training.




