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I have had a number of recent con-
versations with organizations that 
are working hard to make pricing 
changes but are struggling.  Quite 

often the biggest roadblock isn’t the 
business value of making the changes; 
putting together a business case for 
pricing change is pretty straightfor-
ward.  

In the abstract, pricing initiatives are 
high ROI activities.  No, the biggest 
challenge that many organizations face 
is that they haven’t set any meaningful 
goals for what they are trying to accom-
plish as businesses.  Quite often they get 
interested in pricing because they see it 
as a powerful means to achieve the ulti-
mate business objective – to make more 
money.

Unfortunately, taking on a pricing im-
provement initiative “because we want 
to make more money” is a recipe for a 
waste of money – and time.  While I 
like simple, clear goals this one is too big 
and broad to be useful.  The problem is 
that pricing needs to be aligned against 
a broader set of objectives.  They don’t 
have to be complicated but they do have 
to be clear and easily understood.  The 
best ones are related to a clear vision for 
how to grow the business:  

• Which customers are being targeted and 
why?  

• Which offerings are being promoted?  

• What position is be-
ing established against 
which competition?

The inability of man-
agement teams to an-
swer these basic ques-
tions is a surprisingly 
common problem.  Yet, 
these are the very types 
of questions that are 
needed to guide an or-
ganization as they help 
to define “success.”  

Without clear answers, 
even the best manag-
ers feel like they are 
lost in the woods with-
out a compass.  Under 
these conditions, pric-
ing becomes a lowest 
common denominator 
activity.  Managers use 
it in the most conser-
vative way possible: to 
close deals and keep 
revenues flowing.  So 
while it may be pos-
sible to cobble together 
enough support to take 

a hard look at pricing, the effort is not 
likely to garner any real support when 
it comes time to do the hard work of 
making changes.  

When you think about it, this makes 
perfect sense.  If managers are not 
sure where they are going but feel like 
they’re making some progress against 
even hazy objectives, without either a 
strong directive from above or a clear 
and compelling statement of business 
objectives and purpose for price, all 
but the most confident managers are 
going to keep their heads down and 
avoid the hard work of taking on pric-
ing change.
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