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Market vs. Executives: I Know an Old Company 
That Let the Market the Price Decide… 

Pricing is a decision under executive control. Sometimes the 
price is not what the market will want, but it is still a decision 
executives must make even if the decision is to let the market 
go. In this article, the author examines what an executive’s role 
should be in the pricing process. Author Tim J. Smith, PhD is 
the founder and CEO of Wiglaf Pricing, adjunct professor at 
DePaul University, and Academic Advisor for the Certified 
Pricing Professional designation. His most recent book is Pric-
ing Done Right: The Pricing Framework Proven Successful by 
the World’s Most Profitable Companies (Bloomberg Finan-
cial, 2016). He can be reached at tsmith@wiglafpricing.com. by Tim J.  

Smith, PhD

I know an old company that let the 
market the price decide…
I know an old company that let the mar-

ket the price decide.
The market decision wiggled and zig-

gled but decided it did.
I don’t know why the company let the 

market decide.
I propose it will die.
I know an old company that let sales-

people the price decide.
They let the salespeople price to let the 

market price.
The market decision wiggled and zig-

gled but decided it did.
I don’t know why the company let the 

market decide.
I propose it will die.
I know an old company that let the fleet-

ing competitor’s price decide.
They let the fleeting competitor’s price 

decide to let the salespeople price.
They let the salespeople price to let the 

market price.
The market decision wiggled and zig-

gled but decided it did.
I don’t know why the company let the 

market decide.
I propose it will die.
I know an old company that let a single 

data point decide.
They let the data point decide to counter 

the fleeting competitor’s price.
They let the fleeting competitor’s price 

decide to let the salespeople price.
They let the salespeople price to let the 

market price.
The market decision wiggled and zig-

gled but decided it did.

I don’t know why the company let the 
market decide.

I propose it will die.
I know an old company that let ephemer-

al pressures price decide.
They let the ephemeral pressures price 

decide to counter the single data 
point.

They let the data point decide to counter 
the fleeting competitor’s price.

They let the fleeting competitor’s price 
decide to let the salespeople price.

They let the salespeople price to let the 
market price.

The market decision wiggled and zig-
gled but decided it did.

I don’t know why the company let the 
market decide.

I propose it will die.
I know an old company that let the mar-

ket price decide.
Ziggles and zaggles, wiggles and tig-

gles, the market decided.
Decided to let it die it did.

Market vs. Executives
Executives are responsible for pricing.  

This should be an uncontroversial claim, 
yet the implications of this claim appear 
to be lost on some.

I often hear from executives that the 
market determines the price. If a compa-
ny is producing a commodity traded in fi-
nancial exchanges, I might accept such a 
claim. But in all other situations, this claim 
marks a dereliction of duty.

Since executives are responsible for 
pricing, they should determine price ex-
pectations. This includes an expected tar-

get price and range of acceptable prices.  
I generally observe the first, but the latter 
appears illusive to many executives.

Since executives are responsible for 
pricing, they decide on a periodic basis 
(annually at a minimum) the price target 
and decide to adjust the price targets as 
exigencies demand. Notice the word “de-
cide.” If prices are being adjusted, this is 
an executive decision. As an executive de-
cision, it needs the input and agreement 
of sales, marketing and finance.  Unfortu-
nately, I generally observe unilateral deci-
sions by sales when it comes to price ad-
justments.

Since executives are responsible for 
pricing, they should dynamically adjust 
prices in response to strategic actions 
of peer competitors. This implies that 
executives identify a distinct set of peer 
competitors to monitor and identify which 
competitor’s price moves can generally 
be ignored.  It also implies that executives 
distinguish between spot or short-term 
competitive price promotions from strate-
gic price changes. I generally see prices 
change in response to market moves, but 
too often the rumor of the flap of a butter-
fly’s wing is enough to drop prices.

Since executives are responsible for 
pricing decisions, they should have ac-
cess to thick business intelligence to 
inform their decisions. By thick I am re-
ferring to the use of multiple pieces of in-
formation, not a single data point. This in-
cludes multiple forms of market research, 
a deep understanding of competitive offer-
ings, observations from machine learning, 
internal beliefs and tribal knowledge, com-
petitive and customer intelligence, costing 
and cost drivers, and many other pieces 
of information.

These multiple information sources are 
needed precisely because none of them 
are like to agree with any other perfectly.  
In the absence of a singular measurement 
that accurately predicts the future behavior 
of customers (a chimera at best), execu-
tive decision making must be made in the 
context of multiple competing sets of in-
formation. Yet too often I hear executives 
demand a specific form of information be 
gathered, then they apply that singular in-
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formation point to drive a decision which 
may override all other evidence to the con-
trary, followed by a complaint that the in-
formation was bad.

While executives are responsible for 
pricing decisions, they should delegate the 
task of collecting and disseminating the 
needed thick business intelligence. I often 
hear an executive call for information but 
less often observe the people, process-
es, and tools that are necessary to gath-
er, maintain, and refresh said information.

And, since executives are responsible 
for pricing, they should define the orga-
nizational structure through which they 
make pricing decisions, the routines they 
use to alert them of decision opportunities 
and inform said decisions, and the cul-
ture they wish to foster regarding pric-
ing decisions, be it about revenue gain or 
profit gain.

Yet too often, I hear that pricing is just a 
function of the market. Oh, what a squan-

dered opportunity for executive leadership.  
Pricing is a decision under executive con-
trol. Sometimes the price is not what the 
market will want, but it is still a decision ex-

ecutives must make even if the decision is 
to let the market go. v
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I know an old company that let the market the price decide… 

I know an old company that let the market the price decide. 
The market decision wiggled and ziggled but decided it did. 
I don’t know why the company let the market decide. 
I propose it will die. 

I know an old company that let salespeople the price decide. 
They let the salespeople price to let the market price. 
The market decision wiggled and ziggled but decided it did. 




