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Case Study Series: Why CPP?

Before CPP:

Stu Schlachter, CPP is the Man-
ager of Pricing Programs and 
Competencies for Rockwell Au-
tomation.

Before entering the Certified Pricing Pro-
fessional program, Schlachter had been 
involved with pricing and pricing man-
agement in varying degrees throughout 
his career. 

“Before taking my CPP certification, 
I was already a pricing manager in the 
projects and pricing group of Rockwell 
automation,” Schlachter says. “I joined 
the Professional Pricing Society and later 
the CPP program because I just wanted 
to continue learning more about the pric-
ing discipline. I still want to learn more.”

A certified Project Management Profes-
sional (PMP) and Professional Engineer 
(PE) in the field of Electrical Engineer-
ing, Schlachter has long been familiar 
with professional certification programs 
and has been a strong supporter of cer-
tifications and continuing education as 
part of professional development.

“I have always believed that certifica-
tions and continuing education pro-

grams are good to have both for profes-
sional recognition and development, as 
well as for recognition within one’s com-
pany,” Schlachter says. “I also strongly 
believe that pricing is a profession and 
discipline that needs to be recognized 
within an organization as more than just 
a function of another position, which is 
one of the main reasons I was excited to 
take part in the CPP certification.”

CPP Experience:
Before gaining his CPP certification, 
Schlachter was facing difficulties in 
structuring the pricing functions within 
his organization. Pricing was seen as an 
element of sales rather than a business 
critical operation.

“I think like a lot of companies, our strat-
egies were really sales directed and fo-
cused,” Schlachter says. “Pricing was not 
seen as a center of excellence, but as more 
a marketing function to be determined 
after a product had launched and custom-
er reaction had been judged. Prices were 
an afterthought to many account manag-
ers. We needed to change that practice.”

Schlachter describes the CPP instructors as 
successful people who both provided valu-
able insight and opinions and who also en-
joyed being challenged with new ideas and 
applications of their theories. 

In particular, Schlachter found the value 
estimation courses to be incredibly help-
ful and applicable to his company’s pric-
ing needs. 

“We are delivering a higher quality prod-
uct than our competition, and by ex-
tension we want our customers to pay 
for the added value of our products,” he 
explains. “The value estimation courses 
demonstrated very good techniques on 
how to persuade the customer that the 
total value to him is much more than 
just the price. We are not low price so-
lution. We are high quality, high price. 
We don’t control competitor prices, only 
relative value of our product to theirs. 
Our pricing structure now is changing 

the mindset of our account managers so 
that they know how to ask for and re-
ceive that added value.”

According to Schlachter, the most impor-
tant thing he took away from the CPP 
program was how to justify and organize a 
pricing function within his organization.

“The real opportunity of pricing is stra-
tegic sourcing,” Schlachter says. “Pur-
chasing agents perfected the art a while 
ago of getting companies they work for 
to value their services. That has not been 
true in the past for pricing. One of the 
nice things about the CPP courses is that 
it included courses on how to promote 
pricing as a profession and required com-
petency within our organization. Pricing 
was seen as afterthought and function of 
cost or competitor cost. Pricing can be 
the single largest profit lever and source 
of revenue within an organization.”

Results:
Schlachter was the first person in his 
company to achieve his CPP certi-
fication, and he has already recom-
mended the program to employees and 
colleagues. He has used many of his 
experiences and the techniques pre-
sented in the CPP courses to grow and 
strengthen the pricing organization 
within his company.

“I would have taken the courses anyway 
even if there wasn’t a CPP certification,” 
Schlachter says. “The topics are just in-
teresting, and I think PPS and the train-
ing it provides are very much needed 
resources for corporate America. There 
are opposing forces out there to price 
realization. Price realization is tough to 
achieve and important to achieve, es-
pecially in down economy. PPS and its 
tools give pricers the ability to achieve 
those goals. We are going to continue 
promoting pricing within our company 
and making focused pricing training a 
priority because, at the end of the day, it 
will make us more money. Competent 
pricing will make you a lot more money 
than incompetent pricing.”

The PPS Certified Pricing Profession-
al (CPP) designation sets the industry 
standard for advanced pricing knowl-
edge in the business community. Re-
cently, many of our CPP graduates 
took the time to give us their feedback 
concerning the benefits of achieving 
the CPP designation and to explain 
how pursuing professional develop-
ment and continuing education has 
helped them to develop the pricing 
discipline within their organizations. 
This first case study focuses on Stu 
Schlachter, CPP, Manager of Pric-
ing Programs and Competencies for 
Rockwell Automation.




