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You can have the best 
change process you 
want, but it is change 
leadership intensity that 
will make this engine run 
at the required speed.

Does Change Management  
in Pricing Matter? 

Pricing projects are hard to imple-

ment. Pricing transformations are 

even harder. If your organization is 

stuck in time or unable to embrace 

large organizational pricing projects, 

you have to think differently and bring 

in change experts, as this article ex-

plains. Stephan Liozu (www.stepha-

nliozu.com) is Assistant Professor in 

Management in Strategy at Chatham 

University in Pittsburgh, PA. He is 

also the Founder of Value Innorup-

tion Advisors and specializes in disrup-

tive approaches in innovation, pricing 

and value management.  He earned 

his PhD in Management from Case 

Western Reserve University and can be 

reached at sliozu@gmail.com.
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The world is changing. Busi-
ness is changing at the speed of 
light. Business complexity in-
creases, environmental dynam-

ics evolve, and competitive strategies are 
continuously reshaped. One thing is for 
sure: change is the only constant! 

“Change is the only constant” - Heraclitus

And the pace of change is accelerat-
ing. The field of pricing is not immune 
to change. New pricing technologies 
emerge every year and disrupt the way 
we price products and services (price op-

timization, dynamic pricing, scientific 
segmentation, CPQ, multi-channel pric-
ing). Pricing and competitive pressure 
have definitely intensified since 2009. 
Pricing professionals are asked to do 
more with less and increase their level of 
productivity by quickly adopting some 
of the latest technologies, methods, and 
strategies available to them. More and 
more, pricing professionals have to act as 
change agents to deploy these pricing in-
novations and to collaborate with project 
managers to ensure deployment success. 
In order to do this, they have to become 
aware of and proficient in change man-
agement techniques as well as under-
stand the importance of change leader-
ship skills. 

Change management represents the 
engine of change. It is composed of 
techniques, methods, and processes 
that are used to deploy new pricing 
resources or to conduct new pricing 
activities in an organization. Change 
management deals with the people side 
of change and ensures that things get 
done within defined process parameters, 
agreed upon budgets, and the required 
timeline. Change leadership is the fuel 
for this change engine. You can have 
the best change process you want, but it 
is change leadership intensity that will 
make this engine run at the required 
speed. That includes drive, conviction, 
and passion so that the organization 
understands why the change needs to 
be made. Not many organizations have 
a dedicated change management team. 
When this is the case, pricing profession-
als have to take over the change manage-
ment responsibilities. 

Here are five more 
considerations that  
are essential for 
organizational change:

1. Change needs to be intentional 

and focused: Change management 
cannot be reactive. It has to be in-
tentionally designed and managed 
across the organization. Change re-
quires a sense of urgency for doing 
things differently. It starts with an 
organizational realization that some 
pricing issues need to be fixed. It is 
easier to do when the organization 
is facing adversity or serious pricing 
problems. It is less easy to do when 
an organization is successful. Why 
should I change when we are doing 
great? How many times have you 
heard that?

2. The vision is critical for success: 
Vision is critical to driving change. 
The vision rallies people around a 
goal and an outcome. This is may 
be one of the most neglected com-
ponents of change initiatives. Yet 
all change management methodolo-
gies include a shared vision in their 
change process. Not many firms 
have a declared pricing vision. In 
fact, a 2012 survey we conducted 
with 557 CEO’s showed that only 
39% of them had such a pricing vi-
sion.

3. Change management is not project 
management: These are two differ-
ent disciplines. They are often mixed 
up. You might hear “yes we do 
change management as part of our 
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Change in pricing is about learning and 
staying on top of the competition.

project” when in fact, business pro-
fessionals focus solely on the techni-
cal aspect of their projects. Project 
management deals with the techni-
cal side of moving from current state 
to future state. Change management 
focuses on the people side of that 
transition. They need equal attention 
and work hand-in-hand in project 
teams.

4. Pay attention to all relevant stake-
holders: A big misconception is that 
pricing changes only concern pric-
ing teams and sales organizations. 
Organizational change 
deals with everyone 
who touches pricing 
(finance, supply chain, 
customer service, etc.) 
and who interacts with 
customers (technical 
support, drivers, sales, 
etc.). That requires dif-
ferent organizational 
road mapping exercises: 
from stakeholder analy-
sis, to what’s in it for 
me analysis, to holistic 
training plans.

5. Change requires lead-
ership support: Our 
survey indicates that 
change without capable 
champions and top leadership sup-
port is difficult. Resistance to change 
might come from the top as well. 
The role of the top leaders is to iden-
tify and make resources available to 
change agents. They remove road-
blocks and tackle bottlenecks.

Pricing projects are hard to imple-
ment. Pricing transformations are 
even harder. If your organization is 
stuck in time or unable to embrace 
large organizational pricing proj-
ects, you have to think differently and 
bring in change experts. 

Change management is a science and 
there are amazing training programs out 
there, providing important insights in-
cluding:

1) Pricing people understand the need 
for change but their organization does 

not offer proper training. In fact, lots of 
certification workshop attendees con-
ducted change management projects in 
the past and accumulated good practical 
experience in the topic.

2) All pricing professionals agree that 
change management in their organiza-

tion remains an informal discipline that 
is not consistently used and deployed.

3) Very often, pricing professionals have 
to act as project managers and change 
managers on top of being in charge of 
pricing content. The reality is that not 
many firms can afford a full time change 
management team!

4) Change in pricing is about learning 
and staying on top of the competition. 
These pricing professionals quickly real-
ize that all pricing tools, systems, and 
methods are readily available to all in-

dustry players. The key com-
petitive advantage is how you 
learn to use them and how 
you embed them into the or-
ganizational fabrics.

5) Organizational change in 
pricing is very different than 
change at the individual level. 
While they are very much re-
lated, organizational change 
requires higher level change 
strategy, more system think-
ing, and strategic change road 
mapping.

Change is about survival. It is 
not optional. As pricing sci-
ence and tools become ad-
opted more frequently, there 

is greater need for change management 
to be included in the overall pricing tool 
box. So ask yourself this question: Why 
should your internal pricing consumers 
adopt your next project or system? What 
is in it for them? Join the change agent 
in pricing revolution!
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