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The Professional Pricing Society 
has been surveying the pricing 
community every two years
since 1998.

In late 2006, we again surveyed pricers
and received a record 886 survey responses.
This is up dramatically from 630 responses
in 2004 and 258 responses in 2002.

The survey results are widely used to
benchmark salaries and salary trends, as
well as job satisfaction and pain points
among pricing professionals. PPS sincerely 
hopes you find useful nuggets for your situ-
ation in this latest survey.

Respondents primarily are from very large
companies: 36% work for companies with
annual revenues of $5+ billion; another
26% have revenues from $1 billion to
$5 billion. Only 7% of pricers are from
companies with revenue of $50 million
or less.

The number of employees in the respon-
dents’ companies devoted primarily to
pricing is remarkably similar to previ-
ous surveys: 38% of respondents have
one to 10 pricing people, 37% have 11 to
50 professionals, 10% are in the 50-100
employee range and 15% employ 101 or
more pricers.

Most categories of pricers’ salaries surged
in recent years for all levels of professionals
— Managers, Directors and Analysts.

Pricing Managers’ average annual salaries
jumped from $88,000 in 2004 to $93,400
in our 2006 survey, up 6%. Directors
reported their salaries rocketed from
$121,000 to $132,000, up 9%. Pricing 
Analysts reported their compensation rose
to $64,000, up 5%.

However, at the more senior levels, com-
pensation was largely flat; Vice presidents
saw their average salary decline 0.8% to
$168,000, compared with two years ago.

The overall average pricer (all categories),
regardless of title, now earns $101,000
per year compared to $95,000 in the last
survey — an overall growth rate of 5.9%
over the two-year period.

See figure 1.

Several industry salaries have surged in
2006. Distribution pricers earn 30%
more than they did in 2004 (2006 average
$107,000); B2B rose 18%, and industrial
pricers earn 15.5% more than two years
ago.

However, average salaries differ by in-
dustry. Financial services pricers reported
their salaries average $110,000 in 2006;
startlingly, this represents a huge decline
from the 2004 results, which averaged
$123,000. Pricers in high-tech fields earn

The Professional Pricing Society’s 2006 survey of pric-
ing professionals yields some surprising results. While
most pricers’ salaries have surged in recent years, that
is not true for all positions, particularly for pricing ex-

how your salary and job experience compare to industry
norms. This article was written by Eric Mitchell, President
of the Professional Pricing Society. Eric can be reached 
at mitchell@pricingsociety.com.
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Figure 1: Salary by Title
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$110,000, $2,000 less than two years
ago.

See figure 2.

Senior managers (Vice Presidents, General
Managers and Directors) represent 29%
of all pricers, similar to previous years;
Managers represent 42% of all pricers,
2% more than in 2004. Analysts represent
22% of all pricers, the same as in the
previous survey.

See figure 3.

Of all pricing professionals, 21% report
directly to senior management, 3% points

more than two years ago; 36% report to
marketing executives, compared with 41%
in 2004. Currently, 10% report to sales
(the same in 2004); 21% of pricers report
to Finance, up from 18% in 2004.

When it comes to experience, 11% of 
pricers are newcomers to the pricing field;
almost 42% have two to five years’ experi-
ence, 27% have six to 10 years’ experience
and 21% have 11+ years of experience.

Professional

Figure 2: Average Pricer Salary by Industry
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Figure 3: Job Title Distribution Amongst Pricing Professionals
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See figure 4.

This is the second time we have surveyed
how satisfied pricing professionals are
and identified their unmet wants and
needs. On a scale of 1 to 5, where 5 is very 
satisfied and 1 is very dissatisfied, pricing 
professionals rated their job a 3.69 overall.
Vice Presidents and Directors labeled their
happiness as 3.79, Managers as 3.73 and
Analysts as 3.58.

We asked pricers to rate their level of job
satisfaction in a number of categories: 84%
are satisfied knowing that pricing is vitally 
important to their company; 74% find
their career challenging and 72% said they 
are satisfied with the respect they receive
from their peers.

However, 37% are either dissatisfied or
very dissatisfied with the training oppor-rr
tunities provided by their company, and
34% are dissatisfied with the recognition

and acknowledgement they receive from
the company.

When asked how to improve their situa-
tion, the majority of comments plead for
better communication and support from
upper management. They also mention
wanting more training and better working 
tools. More staff and better compensation
also are mentioned.

We asked respondents to identify the most
critical skills needed to be an effective
pricing professional. They rank problem
solving as the most important, followed
by communicative skills, quantitative
program knowledge, achieving established
goals, performing as a team player and
having organized work habits.
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Figure 4: Which Area Does the Pricing Function Report To?


