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Much has been written about the rise of pricing roles in law firms over the last few 
years. We are also now beginning to see increased attention being given to the 
other side of the proverbial coin, that of legal procurement within law departments. 
This chapter provides a very short overview on how each of these roles have come 
to have such widespread and increased attention. Stuart J.T. Dobbs, CPP is Director, 
Global Pricing and Legal Project Management at Baker & McKenzie Global Services 
LLC. He can be reached at Stuart.Dodds@bakermckenzie.com. This article is the first 
chapter in a recently published eBook entitled Pricing on the Frontline. Excerpted from 
the book Pricing on the Front Line (ABA Publishing, 2017), used with permission by 
the American Bar Association.

A Short History of Legal Pricing  
and Legal Procurement

CONTINUED ON NEXT PAGE �

Chapter 1
If you are reading this book you are likely to be (a) already involved 
in pricing legal services, (b) developing an interest in pricing le-
gal services, or (c), writing an article or book about pricing, or 
procurement of, legal services.

The last point may seem strange to include but there has been a 
huge volume of articles published about the rise of pricing, the 
demise of the billable hour, and the importance of pricing and 
procurement professionals within the legal sector over the last 
few years. Therefore, no book on this topic would be complete 
without first including a short overview of how we got here. As 
one of the longer serving pricing directors in a law firm (and as 
someone who has been in both roles), it is perhaps fitting that I 
address this topic. 

Many of the articles identified in this chapter’s footnotes will pro-
vide you with much greater context (and I recommend that you 
read at least a few of these), but I would like to highlight a number 
of the key developments below.

One of the very first, if not the first, articles to directly discuss 
the rise of the pricing director in law firms was written by Jim 
Hassett and Jonathan Groner of LegalBizDev in February 2012 
(1). At the start of this article, the authors highlighted a number 
of statistics from the previous December issue of The American 
Lawyer, namely that 81% of law firm leaders said more clients 
were requesting discounts and 55% of those were requesting 
deeper discounts.

The article also quoted a separate survey from Altman Weil, where 
90% of managing partners and chairs concurred that increasing 
price competition was a permanent change in the legal market-
place, not temporary as many had hoped. This, coupled with the 
shift of power from a sellers’ market to a buyers’ market (i.e. one 
more favorable to a law firm client than a law firm) played a key 
role in encouraging a number of law firms to address this chal-
lenge more proactively and visibly.

One key consequence of this was the creation of roles focused 
specifically on pricing, rather than being part of an existing func-
tion (like Business Development, although as we will see later in 
this book this can vary by geography and firm), with these newly 
defined roles typically being at a director or equivalent senior 
management level within the law firm concerned. 

In that same year, Susan Hackett in a short series of articles for 
Corporate Counsel (2), described the pricing director role as the 
“hot new hire of 2012.” By June 2013 the first proper survey of 
(and for) pricing professionals in the legal sector was released 
by ALM Legal Intelligence, entitled “Here For Good - Pricing 
Professionals in Law Firms and Their Impact on Clients and 
Firm Business.” 

On face value, in little under 18 months the role of the pricing 
officer (however defined) had gone from a position which only 
a few firms had to one that was deemed to be integral to the 
fabric within a successful law firm. Although like any survey, re-
spondents were self-selecting (there were 63 firms which par-
ticipated), the main findings of the survey included the fact that 
67% of respondents had pricing officers, another 13% had a 
committee to review pricing, and for those who did not yet have 
a pricing officer, 43% were considering hiring someone within 
the next year, and 14% in the next few years (3).

Fast forward to July 2014, and the figures were even more star-
tling - 76% of big firms now employed some form of pricing role, 
and of these, 44% were created in the last two-year period (4). A 
similar theme was highlighted in an anecdote that it took seven 
years for the first 30 pricing directors (as defined by title) to be 
in place but only seven months for the next ten (5).

On the law department side, we have also seen the parallel rise 
of legal procurement professionals, albeit at a much lesser rate 
as (initially) large pharmaceutical companies, financial institutions 
and selected others sought to manage their legal spend more 
effectively (for example DuPont focused on this areas as early as 
1992, and a number of others started making concerted efforts 

mailto:Stuart.Dodds%40bakermckenzie.com?subject=
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As law firms’ collective client base 
seemed increasingly focused on se-
curing bigger and bigger discounts 
and greater certainty of outcome, it 
often felt a daunting prospect to be a 
practicing lawyer, and even more so, 
to be a profitable practicing lawyer. 

in the early 2000’s).

This raises the key question on what were the main drivers be-
hind each of these developments?

The Rise of the Pricing Officer within Law Firms
The Global Financial Crisis (GFC) in 2008 may have dramatically 
accelerated the pace of change (or indeed been the catalyst), 
but change was going to come.  Given that in the decade prior 
to 2008 law firms in the United States increased their rates be-
tween 6 - 8% per annum on average (often double the prevailing 
rate of inflation), something was going to give - and it did.

The legal market from that point on has remained relatively flat, 
with capacity creeping ahead of demand and overall fee earner 
productivity declining. Given the need for most firms to chase a 
relatively static level of demand and therefore differentiate them-
selves in terms of matter efficiency and client satisfaction it was 
unlikely that companies would want to revert to the more casual 
and costly pricing of earlier days (6).

Whereas previously it was perhaps sufficient in law firms to have 
loose guidelines on how matters could be priced (or even have 
a central group review and ap-
prove, as the focus on pricing 
intensified) it was clear that a 
more dedicated group of re-
sources was required to help 
manage both the increasing 
volume and complexity of these 
demands.

There was therefore a great-
er need for law firms to be 
pragmatic and ‘nimble’ when 
responding to their clients’ 
collective requests, and this 
frequently challenged some 
long held traditions and models 
around firm profitability, the tra-
ditional partnership model, ‘appropriate’ quality of work product, 
hiring and retention, to name a few.

As law firms’ collective client base seemed increasingly focused 
on securing bigger and bigger discounts and greater certainty 
of outcome, it often felt a daunting prospect to be a practicing 
lawyer, and even more so, to be a profitable practicing lawyer. 
Add into this mix clients’ frequent requests to implement agree-
ments which lasted multiple years and for agreements seeking to 
transfer more commercial risk to their selected law firm provid-
ers - the sense of being overwhelmed was felt by many lawyers.

This contributed to the rise in importance of the legal pricing (and 
also legal project management) discipline generally, and ‘alterna-
tive fee arrangements’ specifically, as now essential skills within 
the arsenal of today’s lawyer or as a minimum today’s law firm. 
The logic of having a central source for capturing pricing and fee 
information and standardizing non hourly pricing approaches so 
these could be re-used and improved continued to grow, with 
the realization that very little was likely to actually change unless 
there was a resource in place to drive it. Indeed, as of today (June 

2016) the legal pricing profession has grown rapidly in terms of 
visibility and people are recognizing it not only as a very clear 
career path within a firm’s business support functions but that it 
is also a skill set that not every partner or associate has.

But, as the most recent ALM pricing survey points out, having a 
dedicated pricing officer can often also correlate with the size of 
law firm itself. For example, 82% of those with more than 1000 
attorneys had a dedicated pricing resource, compared to 77% 
of firms with 501 to 999 attorneys, and only 39% of firms with 
500 attorneys or fewer (7).

Of this group, very few have any form of direct engagement with 
the client (an opportunity missed perhaps?). As the ALM survey 
observes “having pricing officers interact with clients is still rela-
tively new territory for law firms” (8). This may also be symptomatic 
of something else (as Aric Press commented in a 2014 article), 
namely the confidence that firms have in their pricing executives. 
(emphasis added) (9). 

Unsurprisingly given the focus on law firm profitability that many 
of these law firm pricing roles directly support, most report via the 
finance reporting line (about 75%) with another 13% in business 

development (which is where 
I have reported through in 
both of my law firm pricing 
roles to date).

Although the legal profession 
typically views the expansion 
of law firm pricing related 
roles through a ‘United States 
lens’ (and to a lesser extent 
‘mature’ legal markets such 
as the United Kingdom and 
Australia) we are also now 
beginning to see increased 
attention on this in a wider 
range of jurisdictions and re-
gions as a number of recent 

articles have highlighted (10) perhaps emphasizing that this is no 
longer a relatively localized phenomenon.

However, one theme that is very likely to be at the forefront in the 
coming months and years will be the scarcity of suitably qualified 
resources for both law firms and law departments alike. This im-
pact to law firms has been very neatly described as the “unicorn 
problem” in the recent ALM survey (11), as a combination of people, 
financial and process skills are sought. To quote directly from the 
survey itself, “firms effectively ask someone to be a salesperson, 
a financial analyst and an operations manager.”

‘Barbarians at the Gate’? – The  
Emergence of Legal Procurement
Looking at this from a law department perspective, and the same 
is probably also true with very few skilled resources in place for 
two or more years. Law firm clients are therefore casting their 
net wider than their own organization, with many now beginning 
to look at recruiting those currently in law firm roles, something 
that is already underway (12), and most likely to continue and ac-
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Indeed, those in legal procurement 
roles are now increasingly coming well-
equipped with either legal qualifications 
or business ones (such as MBAs).

CONTINUED ON NEXT PAGE �

celerate over the next few years.

How did we arrive at this point ? (13)

In its most rudimentary terms, the recognition that the days prior 
to the Global Financial Crisis of demand (lots) and pricing pres-
sure (little), have gone for good. But there was an interesting 
by-product.

With the greater attention being given to an organization’s bal-
ance sheet and external expenditure, the ‘need’ for organizations 
to get a better grip on external costs was paramount, with most 
large companies spending anywhere between 40 - 60% of their 
revenue on external goods or services.

External legal counsel can often be one of the top three of four 
cost items for an organization. Whilst this varies company to com-
pany, it is often near the top, and with that brings an appropri-
ate focus. For many companies seeking to navigate through the 
choppy waters of late 2008 and 2009, a key area to potentially 
reduce external expenditure was therefore legal services. Enter 
(legal) ‘procurement’ stage right.

Although initially there was certainly a mismatch of skills and ex-
pectations in a number of companies as to what procurement 
would be able to deliver (and also a certain degree of reticence 
from those in ‘legal’ to allow procurement to enter their world), 
this has now become less prevalent.

Yes, it was true that initially many procurement resources were 
more familiar with buying office supplies, or other ‘easily defin-
able’ services. Yes, it was true that this meant there was a keen 
focus on cost (often to the detriment of everything else). And 
yes, it was true that there were bumps along the road with legal 
teams often of the view that procurement did not understand the 
complexity of the work they did, nor the importance of ‘relation-
ships’ when using external legal services, and would proclaim 
these facts loudly from the roof tops (the same arguments were 
also voiced by others who traditionally used other professional 
services, such as accountancy or management consultancy).

From procurement’s perspective in the early days, there was also 
frustration. There was limited objective information available to 
help support any buying decision, the ‘services’ required were 
(and often still are in some areas) relatively hard to define, and 
the individuals involved in making these decisions were frequently 
very senior within their respective organizations, making procure-
ment’s job even harder to influence and change behaviour.

The skills required in this type of situation were very clearly differ-
ent from buying pens and pencils. As David Cheyne, at the time, 
the Senior Partner of my previous law firm, Linklaters, observed 
‘’(W)hat we’re not sure about is whether the average purchasing 
manager understands the different services firms provide and 
what differentiates one law firm from another. Some have come 
from buying bulk services or products where you can specify your 
requirements precisely and negotiate a discount without compro-
mising quality. The concept of value for money in a professional 
services context is more complex: you can end up paying over 
the odds for routine work and getting poorer quality advice on 
important transactions” (14).

To add some fuel to the flame, Jack Welch once notoriously said 
that “engineers who can’t add, operators who can’t run their 
equipment, and accountants who can’t do numbers become 
purchasing professionals.”  What General Electric’s legendary 
boss was reflecting was (is?) however perhaps a common per-
ception of the function, regardless of how it is stated: namely, 
that the purchasing/procurement function was little more than a 
necessary evil in business. 

Procurement’s reputation was also not helped by some early 
high profile, unsuccessful interventions. I remember (whilst still 
a procurement consultant working in the UK) watching with lurid 
fascination as one of the major UK banks sought to reverse auc-
tion legal services in 2002, this being conducted for the best of 
intentions. For a number of reasons this effort was doomed to 
failure. It was completely out of left field for many law firms (many 
of which refused to participate), it was seen as a blunt instrument 
to commoditize a high value, relationship-driven service, and 
also there was a lack of defined focus on how both routine and 
high end work were then going to be delivered. For many years 
thereafter (at least in the UK) there was a wariness subsequently 
attached to anyone from the procurement function becoming en-
gaged in sourcing legal services.

Thankfully, today these once valid concerns are less to the fore, 
especially when it comes to legal. Procurement has ‘grown up’ 
when it comes to helping companies procure their legal services, 
and now have a valid seat (for the most part) at the table. Indeed, 
those in legal procurement roles are now increasingly coming 
well-equipped with either legal qualifications or business ones 
(such as MBAs). The time of the ‘widget buyer’ trying their hand 
at the legal category is now fast disappearing.

There is also a more fundamental shift in what legal procurement 
practitioners are getting involved with in terms of legal areas of 
spend, and commensurately, their influence over legal budgets.
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Silvia Hodges Silverstein, one of the very first to identify these 
practitioners as being a key piece in the legal services puzzle 
(and the first to conduct extensive studies of legal procurement 
in 2011, 2012, and 2014 along with a number of related books), 
commented that legal procurement is now moving into “complex, 
high-value, and high stakes legal services” in addition to those 
which are deemed as being more day to day (15).

A key finding when looking across all three surveys conducted 
to date is the increasing influence procurement is now having on 
the category of legal spend. One telling statistic is that between 
2012 and 2014, the estimated influence of those in these roles 
increased, with approximately half the survey respondents saying 
they now influence 28% of the legal budget (note, spend may also 
occur elsewhere in an organization), up 8% from 2012. Similarly, 
more than 25% of respondents were said to influence 90% or 
more of the category budget, up from less than 10% two years 
previously (16). The overall perception of procurement has also 
continued a positive upward trajectory as evidenced in a recent 
Altman Weil ‘Chief Legal Officer Survey’ (2014) when determin-
ing procurement’s level of engagement and authority. I am sure 
each of the trends outlined above will continue to move upwards.

Here to stay
Jordan Furlong observed recently that if “you go back about five 
years you would be hard-pressed to find a pricing officer in the 
US law firm . . . it is not just the use of pricing officers that is new, 
so is the concept of pricing” (17). Parallels now exist from a law 
department perspective with legal procurement.

The benefits of having a pricing function in place within law firms 
are also now beginning to bear fruit, with “75% of firms that 
changed their strategic approach to pricing (reporting increases) 
in profits per equity partner compared to 66% of firms that had 
not made these changes” (18), over and above any positive cli-
ent relationship impacts which may be felt. Similarly, those law 
departments which have legal procurement expertise on hand 
are also reporting stronger financial and relationship benefits.

It has taken a while, but legal pricing and legal procurement are 
very much now here to stay, and it is clear that each respective 
party should now get to know one another and seek to develop 
mutually favorable solutions and approaches not only with regards 
to fees but also in terms of matter delivery. Neither is going away.

Don’t forget (a summary of the key points): 

• The growth in legal pricing resources has been significant 
over the last few years, leading to a potential talent short-
age, although placement may also be driven by law firm size.

• Procurement has shaken off its less favorable reputation of 

the past, witnessed in the increased rise of legal procure-
ment and their respective coverage of legal budget, practice 
area, matter scope and influence.

• It may feel a bit like an awkward first date (at least initially), 
but legal pricing and legal procurement need to get to know 
each other to help continue to make positive strides in the 
‘business of law’.

Sources

(1) - Jim Hassett & Jonathan Groner, Law Firm Management: The Rise of the Pric-
ing Director, Bloomberg Law Reports, 6th February 2012
(2) - Susan Hackett, Connecting Cost and Price to Value – the Rise of the Law 
Firm Pricing Director, Corporate Counsel, (Corporate Counsel Magazine, 25th 
September 2012)
(3) - ALM Legal Intelligence, Here For Good - Pricing Professionals in Law Firms 
and Their Impact on Clients and Firm Business, (ALM Legal Intelligence, 2015), 7
(4) - What the Rise of Pricing Officers Says about Big Law’s Future, The AM Law 
Daily, July 3rd 2014
(5) - In private conversation with Steven Manton/ True Value Partnering Institute 
and author, February 2015, with these numbers being determined by recent new 
hires and analysis of previous roles/ titles
(6) - ALM Legal Intelligence, Thinking Like Your Client: Law Firm Strategic Plan-
ning (Lexis Nexis, October 2012) 13. (available at www.lexisnexis.com/pdf/intel-
ligence/ALM-Report-Strategic-Planning-in-Law-Firms.pdf )
(7) - ALM Legal Intelligence, Pricing Officers: Some Firms Still Wait to Make the 
Jump, (ALM Legal Intelligence, 2015), 7
(8) - Ibid, p17
(9) - What the rise of pricing officers says about big laws future, opcit
(10) - There have been a number of pricing related articles, and growth of the pricing 
function, featured in recent issues of both the Canadian Lawyer and Latin Lawyer. 
For example, Canadian Lawyer Magazine: What is a pricing officer does your firm 
need one? (Marg Bruineman, January 5th 2015) or The Latin Lawyer, The Pricing 
Police, (www.latinlawyer.com)
 (11) - ALM Legal Intelligence, Pricing Officers: Some Firms Still Wait to Make the 
Jump, (ALM Legal Intelligence, 2015), 10
(12) - Shell hires pricing analyst to manage fees ahead of panel review, (The Law-
yer/ Lawyer.com; 22nd May 2015), (available at www.thelawyer.com/exclusive-
shell-hires-pricing-analyst-to-manage-fees-ahead-of-panel-review/3035460.article )
(13) - Some of the following section has been amended from the author’s Smarter 
Pricing, Smarter Profit (ABA, May 2014) chp 10
(14) - Fiona Czerniawska and Peter Smith, Buying Professional Services (London: 
The Economist in Association with Profile Books, 2010), 44
(15) - Silvia Hodges Silverstein, Legal Procurement Handbook, Research Report: 
The State of Legal Procurement, (Buying Legal Counsel), 128
(16) - Silvia Hodges Silverstein, opcit, 126 -127 
(17) - Jordan Furlong quoted in The Canadian Lawyer Magazine: What is a pricing 
officer does your firm need one? (Marg Bruineman, January 5th 2015) ]
(18) - Thomas S. Clay and Eric A. Seeger, Law Firms in Transition 2015: An Alt-
man Weil Flash Survey (Altman Weil, May 2015), v. (available at www.altmanweil.
com/LFiT2015/

http://www.lexisnexis.com/pdf/intelligence/ALM-Report-Strategic-Planning-in-Law-Firms.pdf
http://www.lexisnexis.com/pdf/intelligence/ALM-Report-Strategic-Planning-in-Law-Firms.pdf
http://www.latinlawyer.com
http://www.thelawyer.com/exclusive-shell-hires-pricing-analyst-to-manage-fees-ahead-of-panel-review/3035460.article
http://www.thelawyer.com/exclusive-shell-hires-pricing-analyst-to-manage-fees-ahead-of-panel-review/3035460.article
http://www.altmanweil.com/LFiT2015/
http://www.altmanweil.com/LFiT2015/


www.simon-kucher.com

Simon-Kucher & Partners is a global consulting firm specializing in TopLine Power®, which encompasses 
strategy, marketing, pricing, and sales. Our practice is built on evidence-based, practical strategies for 
profit improvement via the top line. Simon-Kucher & Partners is regarded as the world‘s leading pricing 
advisor and thought leader. 



YOUR BEST DEAL
Price with more precision.

Understand your mix, and make it actionable.
Deliver insights more effectively.

thekinigroup.com

Powerful pricing analytics built for the Fortune 500 
at a price for mid-market businesses.

Stack the deck with your data



First Quarter 2017 The Journal of Professional Pricing16

CONTINUED ON NEXT PAGE �

In this article, the author provides an in-depth analysis on value management in innova-
tion and new product development. Stephan M. Liozu is Chief Value Officer of the Thales 
Group (www.thalesgroup.com). He is also an Adjunct Professor & Research Fellow at the 
Case Western Research University Weatherhead School of Management. Stephan holds a 
Ph.D. in Management from Case Western Reserve University (2013), is a Certified Pricing 
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Pricing Journey (2015) and Pricing and Human Capital (2015). Stephan sits on the Advisory 
Board of LeveragePoint Innovation and of the Professional Pricing Society. He is a Strategic 
Advisor to 360pi, The Kini Group, and PriceSenz. He can be reached at sliozu@gmail.com.

5-Part Series on Value, Pricing  
and New Product Development

Figure 1: New product development (NPD) process

Part 1: Managing Value in the  
New Product Development Process
Are you capturing the value of your innovation? This is a ques-
tion that I ask innovators over and over. Chances are that the 
answer is “not at all” or at least “not fully.” In my experience in 
innovation management, I have seen great levels of sophistica-
tion and process orientation in the new product/service develop-
ment process. Everything is in place: the deliverables are being 
worked on; multi-functional teams are in place; priorities are be-
ing managed; and the process works like clockwork. All is good 
in innovation land!

There is a however a huge piece of the innovation puzzle which 
is missing: value management. Value is 
being discussed for the most part but 
not reviewed and measured in detail. 
Why is that happening? My research 
has shown that value is a very subjec-
tive term that means different things for 
different people. 

Innovators and marketers have a ten-
dency to confuse value-based inno-
vations with value added services or 
added-value product features. This is-
sue of equivocality leads to a difficulty 
in the operationalization of the value 
construct in the new product and ser-
vice development process.

There are three things that are critical 
to consider and integrate in the New 
Product Development (NPD) process.

1. Customer Value Proposition: 
Every innovation should include the 
description of a compelling and dis-
tinctive value proposition (DVP). It 
needs to clearly state what specific 

pains the new product and service will address and solve. This 
is what business model innovation experts call the “job” that the 
innovation is supposed to do for customers. I encourage innova-
tors to research the concept of customer value proposition and 
to study the various value proposition canvasses that are readily 
available to innovators.

2. Value Drivers: Once the value proposition is defined and crys-
tallized, it should focus on one or two critical drivers of customer 
value that are clearly articulated and measured. Value drivers have 
to be crisp, clear, concise, credible, and relevant to customers. 
Being relevant means that they have to adopt the language the 
customer uses, i.e. focus on the outcome of what the benefits 

will be when the customer selects your 
new product or service.

3. Value Messages: The work is not 
done yet. Each value driver should be 
linked to one or two value messages 
that can be used to support the com-
mercial launch of the new product or 
service. Value messages have to be 
written as a short value story that uses 
the customer’s vocabulary. These mes-
sages are used in marketing commu-
nication campaigns, technical training 
manuals, and the selling sheets that 
are given to the salesforce to promote 
the innovation.

If you are using a Stage-Gate process, 
the DVP should be included in the busi-
ness case early on the process. Value 
drivers are quantified in the middle of 
the process and will be used to set val-
ue-based prices. Value messages will 
be used later in the process to support 
the innovation launch. I recommend you 

http://www.thalesgroup.com
mailto:sliozu%40gmail.com?subject=
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Figure 2add these three elements in your 
NPD deliverables and start experi-
menting with them.

Part 2: Modeling Value for  
New Product or Service 
Opportunities
Value modeling is a science that 
cannot be improvised. Because 
pricing decisions are based on val-
ue models and their relevant value 
drivers, marketers and innovators 
need be using the proper tech-
niques, steps and value assess-
ment methods to support these 
important pricing decisions. There 
is no other way around this! The key 
question thus becomes where to 
find the precise and most relevant 
methodological information to 
build a value model and to perform 
Economic Value Estimation (EVE) as shown below.

The information available about value modeling is highly frag-
mented. There are books touching on the process of dollariza-
tion, monetization and other methodologies. They are, however, 
incomplete, too theoretical and for some obsolete. This is why 
Steven Forth and I decided to create an exhaustive eBook listing 
all relevant and modern information about value modeling (Value 
Modeling eBook). This eBook is a theoretical but also practical 
user’s guide providing anyone who is interested with practical 
examples, dos and don’ts of value modeling, relevant vocabu-
lary and a list of resources. It also provides 15 examples of value 
models across several industries and business contexts. Each 
model shows a step-by-step approach to defining the value driv-
ers, calculating the economic value and building the overall model.

The value quantification process is a unique way to connect the 
innovation team with the salesforce and the pricing team. Work-
ing in a tactical team, their goals become:

• Validating the voice of customer in the overall process: 
terms, vocabulary, expressions, perceptions, preferences, 
behaviors.

• Validating the quantified savings or incremental revenues in 
the value driver quantification process.

• Validating the selection of the reference product in the mind 
of the customer.

• Getting access to the customer sites and to the relevant gate 
keepers at the customer locations.

• Conducting value-in-use analysis with the help of marketing, 
engineering and innovation.

• Validating that the right value drivers are selected in the value 
models out of a large potential pool of drivers.

• Validating that the value messages are powerful and relevant 
to the customers.

• Piloting value concepts, value models and value stories in 
the field.

Value modeling is a challenging process that requires skills and 
sweat equity. The role of innovation professionals is critical in the 
identification, measurement and modeling of value drivers work-
ing hand-in-hand with the salesforce and the pricing team. There 
is no doubt that value modeling is a team-based process. So, 
are you getting enough training in the value modeling process? 
Do you really know how to conduct value-in-use analysis? If not, 
ask for the proper tools and training to become an expert in the 

http://stephanliozu.com/a-users-guide-to-value-modeling/
http://stephanliozu.com/a-users-guide-to-value-modeling/
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Figure 4subject. These are powerful skills 
to acquire.

Part 3: Value and Pricing in 
Stage Gate Process
In past writings, I conjectured that 
the Stage-Gate process does not 
pay enough attention to value and 
pricing management. I also pro-
posed that requiring the identifica-
tion of an estimated price level for 
the new product or service in Gate 
2 is a strategic flaw in the process. 
It prevents innovators from conduct-
ing a thorough value investigation 
process and forces pricing deci-
sions that innovators are not ready 
to make yet. In 2010, I conducted 
a benchmark of twelve of the most 
innovative companies in the world. 
Most of them were Fortune 500 
global companies. Most of them 
did not have clear deliverables re-
lated to the value and pricing in their 
Stage-Gate process. One of them 
had one dedicated pricing form ap-
pearing at Gate 3 of their ten-gate process. So clearly, there is 
opportunity for improvement.

So how do you manage value and pricing in a traditional Stage-
Gate process? 

Here are some recommendations:

1. Start with value: the work in Gates 1, 2 and 3 should pri-
marily focus on the customer value proposition and on the 
identification and measurement of value drivers. If the pro-
cess requires initial price estimations in Gate 2, then make 
sure you propose a price range and you call it preliminary in 
nature. Make sure that prices can be changed after all the 
value investigation work is performed. One recommendation 
is to propose price level options in Gate 2 if price estima-
tions are required by the process.

2. ... And finish with price: Once your value work is done 
and in Gate 4, you can start designing your value-based 
pricing strategies. You will have to incorporate results from 
your segmentation analysis and the economic value estima-
tion (EVE) process. Then in Gate 5, you focus on your pric-
ing execution strategy i.e. your tactics. This is also when you 
equip your salesforce with value messages and train them 
on value selling for your new product or service.

3. After product or service launch: It is also critical to con-
duct a post-launch review of all the value and pricing work 
that was done in the process. Value models can be evaluated 
for accuracy and dynamically modified. The responsibility of 
pricing then moves to the pricing team but innovation profes-
sionals need to learn from pricing successes and failures.

So I cannot repeat this enough. Start with value and finish with 

pricing. Make sure your process includes 5 deliverables/docu-
ments related to value and pricing: Distinctive Value Proposition 
(DVP), formal value model, value messaging sheet, documented 
value-based pricing strategy, and pricing dashboard to be used 
post launch. These documents should be added to the project 
plan and should not be optional. Some value experts also recom-
mend running a parallel Stage-Gate process fully dedicated to 
value management. The gates are called “value gates” and the list 
of deliverables is very advanced. A few best-in-class companies 
are known to use value gates and are screening their innovation 
opportunities based on the accuracy and completeness of cus-
tomer value assessments.

Part 4: Screening NPD with  
Differential Economic Value
Traditional methods for screening innovation opportunities include 
effort/benefit analysis, cost/margin analysis, or risk/attractiveness 
matrices. Innovation teams work closely with finance teams to 
create these screening mechanisms that sometimes can include 
a complex screening formula based on a series of critical attri-
butes. I have used these tools in both family-owned businesses 
and Fortune 100 companies. They work well and allow you to 
work on the right opportunity. A different method to screen these 
opportunities is to pay close attention to the expected differen-
tial economic value they generate versus respective competitors. 
Mapping new products and services based on both expected 
gross margins and expected differential value is a novel approach 
and a much more balanced approach especially when consider-
ing the pricing power firms all aim at generating.

In order to be able to plot your innovations in this matrix, you 
have to be able to deploy the Economic Value Estimation (EVE) 
methodology and embed it in your innovation process. EVE is a 
challenging but highly rewarding technique that allows innova-
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tors to focus on the differentiation 
they create in the market place 
and to measure that differentiation 
versus competitors. Measuring 
product advantage and thus dif-
ferentiation is one of the steps of 
the value management chain. That 
chain starts with value creation in 
the innovation process. Then value 
gets measured and quantified us-
ing EVE. Finally value gets cap-
tured through value-based pricing. 

So you might wonder why you 
should focus so much on differ-
entiation and differential value. 
Research has shown a positive 
relationship between product ad-
vantage and the ability to deploy 
value-based pricing. That means 
that if you create innovation solutions with greater differential 
value, chances are you can capture greater pricing power in the 
market place and thus superior profit level. While there is a need 
for more research in the field, it is common sense to think that dif-
ferentiation is a must-have in today’s environment. Thinking about 
differentiation in terms of unique selling propositions (USPs) and 
unique value propositions (UVPs) makes sense. The next step is 
then to measure that differentiation power and to develop a bal-
anced portfolio of innovation opportunities with enough “pearls” 
to compensate for the “copycat” opportunities. Add this matrix in 
the arsenal of screening tools you use to screen your opportuni-
ties. Add Estimated Differential Value (EDV) as a key metric for 
your innovation success.

Part 5: Pricing Breakthrough Ideas and Concepts
Economic Value Estimation EVE is a reference-based method-
ology. That means that you are integrating in the calculation of 
total economic value of your innovation the price of your next best 
competitive alternative (NBCA). This is what is called the refer-
ence value that is being used by buyers to compare your value-
based offering. Through a series of questions, you will have to 
identify which product or service is your NBCA (i.e. in the mind 
of your customer). If you have an incumbent product or service 
you are trying to displace, it is fairly easy to do. If you are the in-
cumbent and trying to gauge your level of differential value, you 
might have to produce several value models based on several 
NBCAs. But what happens when there is no NBCA and you are 
trying to introduce a radical innovation that is truly disruptive and 
that is changing the game? How to calculate economic value 
when there is no NBCA?

If your innovation is not truly disruptive and/or radical, you will 
have to identify the indirect competitive process in place at the 
customer location. Your product or service might replace several 
processes or sub processes. You will have to draw a blueprint 
of what you are replacing and precisely narrow down the scope 
to be able to have an apple-to-apple comparison. Value-in-use 
analysis will help you design that blue print of the indirect pro-
cess and nail your NBCA.

If you do have a truly disruptive or radical innovation, you have 

to bring out the big guns to identify your NBCA and to conduct 
some advanced research.

1. Kano Methodology: The Kano methodology is great to 
identify the true differentiators of your offering. Through cus-
tomer interview techniques, you can separate the must-have’s 
from the need-to-have’s and the true differentiators. This is 
not going to help you in defining your next best competitive 
alternative but it will help conceptualize your differentiated 
offering that can then be used to conduct your value mod-
eling exercise.

2. Concept Testing: Once you have your concept or several 
concepts defined, you can conduct qualitative concept test-
ing with groups of customers in different segments to evalu-
ate various concept designs for your offering. Concept test-
ing is qualitative in nature and can only be used to inform a 
more quantitative research process.

3. Pricing Research: Only 15% of firms conduct formal pric-
ing research as reported by McKinsey. The reason for this 
is that pricing research techniques are advanced, fairly dif-
ficult to interpret and require good customer data. Some of 
the research techniques you can use are conjoint analysis 
and willingness-to-pay research. Both techniques can help 
you identify the necessary value and pricing information to 
inform your new product development process.

If you have a game-changing innovation and are struggling to 
estimate differential value, do not improvise or do not simply give 
up. It is a good problem to have! You can use a combination of 
qualitative and quantitative research methods to estimate your 
NBCA or to derive the differentiation economic value. It is more 
challenging and certainly more costly but the reward of getting 
it done right is priceless. Conducting pricing research early on 
in the new product development process is a worthy investment. 
Ask for help from your pricing team. 

Be bold. Join the value-based revolution!

Figure 5
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Negative price outliers can pull down your overall price performance dramatically. The good 
news is that with a straightforward approach, these negative outliers can be repaired. Even bet-
ter news: outlier repair will have a fast and significant impact on your company’s bottom-line. 
In this article, the authors present a straightforward approach for identifying and improving 
the worst price agreements in your client portfolio. Joris Smits (joris.smitts@simon-kucher.com) 
is Senior Consultant at Simon-Kucher & Partners in Amsterdam. He specializes in strategy and 
commercial & pricing excellence. Juriaan Deumer (juriaan.deumer@simon-kucher.com) is Senior 
Director at Simon-Kucher & Partners in Amsterdam and has extensive experience in commercial 
strategy and revenue model innovation, pricing & discount optimization, sales force effectiveness 
and change management. 

Outlier Repair: The Quickest Win 
in B2B Pricing

I
n the B2B context, too often companies struggle with long-es-
tablished pricing policies that are unstructured, not transparent 
for customers, and unclear for the company itself. Customer 
discount rules and “special customer exceptions” have piled 

up year after year, making it nearly impossible to evaluate price 
performance objectively across customers. Such a homemade 
pricing jungle, in combination with a typical unhealthy obsession 
for market share, is the perfect setting for poor price agreements 
to arise. These poor price agreements tend to be persistent in 
ruining your company’s overall price performance, causing your 
bottom-line to suffer.

There are several key questions that need to be answered in order 
to start improving effectively: “Where in our customer portfolio 
are we satisfied with price performance?”, and more importantly, 
“Where is there significant room for improvement?” Often, due 
to a lack of clear pricing conditions and comparability of clients, 
many attempts to answer these questions will result in endless 
discussions between the commercial and finance departments.

However, with a straightforward, two-phased approach these 
never-ending discussions can be sent to the past. The approach 
provides you with the right equipment for identifying negative 
price outliers in an objective manner, so that the effort can go 
towards repairing. The method provides a short cut for improving 
your company’s pricing strategy without the need to ignite large 
scale pricing programs. However, in most cases the valuable 
quick wins that are obtained taste like more, making outlier repair a 
great first step in more long-term initiatives for price optimization.

Phase 1: Create the foundation  
for a clear price structure 
At first, a foundation of clear pricing conditions has to be defined. 
Disregarding the rules or conditions that have historically grown, 
it is crucial to align on a new set of pricing conditions that can 
be generally applied to all new and existing customers. A crucial 
success factor is that the defining process involves representa-
tive delegations of your commercial and finance departments. 

Ideally, the set of pricing conditions consists of both customer 

specific and deal specific conditions. Straightforward examples 
of customer specific conditions are customer size, share of wal-
let, strategic importance of the customer etc. Volume (of a deal 
or contract), customer switching costs or more internally driven 
conditions such as capacity utilization and inventory levels are 
examples of deal specific conditions. To ensure the overall pro-
cess is targeted and effective, it is advisable to limit conditions 
to five to six in total. In some cases, it can be necessary to de-
velop a weighting plan to incorporate possible differences in the 
importance of the price conditions.

The conditions, and the metrics behind them, have to be formu-
lated in such a way that they are clear and unambiguous. The 
advantage of setting clear pricing rules is that it improves the 
sales team’s ability to steer future customer behavior (for example, 
using price conditions to reward customers for ordering more at 
once and paying on time). When the repairing process starts, 
the new price conditions will support the sales force in guiding 
customers toward an improved “pay for performance” situation.

Once the newly defined set of conditions is in place, deals and 
customers can be evaluated according to these new conditions. 
This leads us to the next key question: “How does every cus-
tomer perform on the newly defined set of price conditions?” 
Typically, more commercial oriented departments are involved 
in the process. 

The interesting part of the process is that commercial functions 
will be evaluating the client portfolio in a different and more struc-
tured way than that they are used to. It is an interesting process 
for the commercial functions to structurally discuss questions 
like: “How strategically important is this client really to us?”, or, 
“What is a realistic estimate of the growth potential of this cli-
ent?” Outcome of these discussions will later in the process ap-
prove (or disapprove) certain price levels in the client portfolio.

Phase 2: Identify and “repair”  
the worst price agreements
In phase 2, extensive preparation starts to generate exciting 

Figure 2 - Value selling playbook
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opportunities. Based on the clas-
sification process from phase 1, 
an objectified relative importance 
score for each customer and/or 
deal can be compared with the net 
price. The comparison results in an 
objective classification of outliers 
as illustrated in Figure 1.

By making the comparison with net 
price, in most cases a trend line 
will appear. The more important 
a customer or deal is, the more a 
competitive price can be justified. 

To recap phase 1: more important 
means for example a larger, stra-
tegically more important customer 
with larger order sizes etc. The 
stronger the trend line (with the 
dots falling closer together), the 
more logical your company’s cur-
rent pricing policy already is.

Irrespective of the strength of the trend line, attention needs to 
focus on the negative outliers (far) beneath the line, which are 
now visible and without discussion identified as unexplainably on 
the low end. The real power of this approach lies in that all price 
agreements can be easily compared alongside each other and 
there can be no more excuses for the lowest performers. There-
fore, there is no other option for the sales force but to improve 
prices or increase client performance.

Where and how to start repairing? 

There is a good chance that in many cases, clients already know 
that they have a superior deal at your company, only now you 
know it for sure as well. 

The information you have gained will help the sales force when 
negotiating price increases. There are numerous strategies and 
methods for repairing outliers. We will discuss three of them 
here in brief:

1. Make prices more conditional

Net price per unit Note

The individual dots in 
the scatter plot 
represent individual 
customer or deal prices

The trend line can be 
seen as the optimal 
price line based on 
current situation

Negative outliers are 
identified

Goal is to increase 
prices towards the trend 
line
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Figure 1: Outlier classification: Net price vs. importance of customer & deal
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In some cases, the price levels can remain where they are, pro-
vided that the customer’s counter-performance can be raised 
instead. For example: the customer is told that if they wish to 
retain their current price levels, they must increase their volume 
with the company, such as upgrading you as a supplier by giving 
you a larger share of their wallet. This is “pay for performance” at 
its finest. Increasing conditionality can be part of a key account 
approach: create detailed insight in potential financial benefits 
per client and develop a structured action plan to reach the de-
sired performance levels.

2. Improve value selling capabilities

As a rule, the more negotiations focus on value, the better the 
price will be. However, all too often, negotiations revolve solely 
round price. We recommend instead focusing on improving value 
selling capabilities. An effective way to achieve this is to develop 
a value selling playbook to provide the sales force with valuable 
ammunition (see Figure 2).

3. Take the revenue management perspective

Particularly in industries with fixed capacity (e.g. manufacturing, 
transportation or lodging), another key question your commer-
cial function needs to answer is: “At what price are we willing to 
lose a customer when we know we can get a better price else-
where?” In this situation, it is easier to employ a “take it or leave 
it” strategy. In some cases, customers will decide to take the offer, 
while at other cases, it can be better to replace the client entirely.

Outlier repair creates lasting results. The most valuable gain from 
the approach is that it lays the foundations for a sound B2B pric-
ing strategy in a fairly simple and pragmatic way. From now on, 

you have the foundation in place when pricing for both existing 
and new customers. 

The prices you set will draw closer and closer to the trend line 
and the chances of new poor price agreements being made will 
be reduced. In our daily practice, we have seen our customers’ 
bottom-lines improve by several percentage points – simply by 
committing fully to the outlier repair strategy. 

Finished repairing? 
As mentioned earlier, the realized quick wins can taste like more. 
Start thinking about the next steps your company can take for 
improving its pricing power, such as implementing value-based 
list prices, price setting and monitoring tools, overall price in-
crease campaigns or strategic price/value repositioning. As 
always when addressing the topic of pricing, it will propel your 
bottom-line instantly.

The most valuable gain from the ap-
proach is that it lays the foundations 
for a sound B2B pricing strategy in a 
fairly simple and pragmatic way.
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PPS December 2016 Survey of 
Today’s Pricing Professional 

The Professional Pricing Society’s December 2016 survey of pricing professionals received 
nearly 900 responses from a cross section of industries across the globe. PPS conducts sur-
veys with the hope that this information provides a good synopsis of where pricing stands as 
a career option while also providing a good demonstration of pricing’s status in the business 
world. For more information please email contactus@pricingsociety.com.

T
he Professional Pricing Society (PPS) has been surveying 
the pricing community regularly since 1998 as a service 
to PPS Members and the pricing community worldwide. 
We use responses to analyze the growth of pricing as a 

profession, and to continue to develop resources and tools to help 
pricers in the areas they identify as catalysts for and obstacles 
to professional development.

In December, 2016 we again surveyed pricers, receiving almost 
900 responses from the business community. Since PPS is the 
center of the pricing discipline worldwide, our survey results are 
widely used as a benchmark for a variety of pricing queries: sala-
ries, reporting structures, career opportunities, pricing software 
usage, and key components of job satisfaction from both posi-
tive and negative standpoints. Our organization acquires survey 
data as a free service to our members and those interested in 
demographic trends for pricing and related functions. We hope 
that this information provides a good synopsis of where pricing 
stands as a career option and a good demonstration of pricing 
and its importance within the business world.

Pricing Demographics
Most survey respondents work for medium-large to very large 
corporations: 42.6% work for companies with annual revenues 
in excess of $5 billion (or equivalent) and 30.6 report that their 
company annual revenues are between $500 
million and $5 billion. A significantly sized, but 
smaller group, 26.8% are from companies with 
less than $500 million in annual revenue. When 
compared to our last survey in 2014, the larg-
est group – over $5 billion revenue – and the 
middle group (between $500 million and $5 
billion) grew by about 2% each. The smaller 
group, under $500 million in annual revenue, 
was less numerous than the previous survey by  
a number of respondents.

The number of employees in the respondents’ 
companies devoted primarily to pricing shows 
a slight downward trend measured in Full-Time 
Equivalent (FTE) employees: 39.9% responded 
that their companies have fewer than 10 pricing 
people or FTEs – this is almost 5% higher than 

our last survey. 34.8% report having between 10 and 49 pricers 
– a significant decrease of almost 4% versus 2014. 10.9% state 
that they have between 50 and 99 pricing FTEs, slightly more 
than our last survey, and 14.4% say that their companies have 
more than 100 employees dedicated to pricing – this is about 
2% less than our December, 2014 survey.

Salaries
Although the news is less than ideal with regards to size of pric-
ing departments, there is good news about pricing salaries: Di-
rectors, Managers, and Analysts are all reporting higher salaries 
versus our last survey with larger increases for those in the initial 
steps of their careers. American Pricing Analysts reported an av-
erage salary of $ 83,799 which is an increase of more than 7% 
versus our last survey. In the USA, Managers reported an aver-
age salary of $ 112,251 (up almost 6%) and Directors earned $ 
152,624 (up 2.5%). Vice Presidents surveyed claimed an aver-
age of $ 207,175 – a very modest increase of 0.6% versus De-
cember, 2014 salaries.

In the Euro Zone, salaries overall also increased with the largest 
increases at the Analyst and Manager level. European Analysts 
earned € 59,622 which was 13% more than our survey from 
two years ago. Managers reported € 83,189 for a 10% increase. 
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Intro:  The Professional Pricing Society’s December 2016 survey of pricing professionals received nearly 
900 responses from a cross section of industries across the globe.  PPS conducts surveys with the hope 
that this information provides a good synopsis of where pricing stands as a career option while also 
providing a good demonstration of pricing’s status in the business world.  For more information please 
email contactus@pricingsociety.com. 

 

 

 

The Professional Pricing Society (PPS) has been surveying the pricing community regularly since 1998 as 
a service to PPS Members and the pricing community worldwide.  We use responses to analyze the 
growth of pricing as a profession, and to continue to develop resources and tools to help pricers in the 
areas they identify as catalysts for and obstacles to professional development. 
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We also asked about salaries plus bonuses and benefits in this year’s survey.  Vice Presidents reported 
average salary plus bonuses and benefits of $ 290,426.  Directors claimed an average of $ 198,999.  
Managers earned $ 135,816 in total while Analysts reported $ 95,380. 

 

Figure 1:  Salary Excluding Bonuses by Pricing Title 

 

Salary Trends by Industry 

There is a rather wide range of reported salaries by industry according to our survey respondents.  
Those in consulting ($ 149,154) and health care / pharmaceuticals ($ 148,944) reported the highest 
average salaries.  High‐Technology closely followed at $ 146,760 with Financial next ($ 142,051), then 
Services at $ 136,567.  Wholesalers earned an average of $ 133,515 and those in B2B earned $ 129,525.  
Distributors, Manufacturers, Utilities, Retailers, Telecommunications, and Transportation were all 
between $ 114,000 and $ 124,000.  The lowest reported salaries were in Industrial ($ 101,091) and 
Logistics ($ 98,549). 
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Toward the top of the organization chart, in-
creases were smaller with Directors averag-
ing € 113,375 (up 1.2%) and Vice Presidents 
earning € 152,626 (up 3.4%).

In Canada, Analysts averaged CAD 77,664 
while Managers earned CAD 100,552 and Di-
rectors claimed CAD 140,531.

Across all categories and regardless of title, 
the average pricer now earns $ 128,258 (up 
7.6% over a two year period) in the USA and € 
87,965 (up 4.7%) in the Euro Zone. In Canada, 
the average salary is CAD 101,213 (up 1.2%) 
and in the UK it is £ 81,812 (up 11.2%).

We also asked about salaries plus bonuses and 
benefits in this year’s survey. Vice Presidents 
reported average salary plus bonuses and ben-
efits of $ 290,426. Directors claimed an average of $ 198,999. 
Managers earned $ 135,816 in total while Analysts reported $ 
95,380 (see Figure 2).

Salary Trends by Industry
There is a rather wide range of reported salaries by industry 
according to our survey respondents. Those in consulting ($ 
149,154) and health care / pharmaceuticals ($ 148,944) reported 
the highest average salaries. High-Technology closely followed 
at $ 146,760 with Financial next ($ 142,051), then Services at $ 
136,567. Wholesalers earned an average of $ 133,515 and those 
in B2B earned $ 129,525. Distributors, Manufacturers, Utilities, 
Retailers, Telecommunications, and Transportation were all be-
tween $ 114,000 and $ 124,000. The lowest reported salaries 
were in Industrial ($ 101,091) and Logistics ($ 98,549).

Job Title Mix
Senior Management (Presidents, Vice Presidents, and General 
Managers) accounts for 10.5% of overall job titles. Managers are 
the largest individual group, followed by Directors and Analysts.

Reporting Structures and Experience in Pricing
Although more pricers report to Marketing (28.0%) than any 

other group, our survey shows an increasing trend for report-
ing structures that lead directly to Senior Management (23.5%) 
and passed the number of those who report to Finance (18.7%). 
10.8% report directly into sales, while 10.4% report to a Product 
Group and 8.6% report to a Business Unit.

Our respondents reported a range of experience within pricing. 
11.9% claimed that they had two years or less experience and 
21.6% stated three to five years of experience. The largest group 
was six to ten years at 32.6%, followed by 11-20 years at 28.1%. 
5.8% reported more than 20 years of experience in pricing.

Overall Job Satisfaction
This is the 7th survey in which we have asked respondents how 
satisfying their jobs are and about unmet wants and needs. On a 
scale of 1 (very dissatisfied) to 10 (very satisfied), pricing profes-
sionals rated their jobs 7.15, which was 0.12 points higher than 
our last survey. There were significant differences in overall sat-
isfaction based on job title, with satisfaction directly correlated 
with position on the organization chart. Vice Presidents were quite 
pleased overall with an average score of 8.04, while Directors 
followed at 7.39 and Managers reported 6.99. Analysts claimed 
the lowest overall job satisfaction at 6.73 points. Analysts self-

reported satisfaction was quite a bit lower than 
our last survey, but Managers, Directors, and 
Vice Presidents were all higher.

Other Elements within Job 
Satisfaction
We asked pricers to rate their feelings about 
certain elements within the profession. 85.4% 
reported satisfaction in knowing that pricing is 
strategically important for their companies (this 
is up from 83.7% in our last survey) and 63.8% 
find their careers challenging (up from 61.3%). 
More than half (58.4%) claimed that their jobs 
were intellectually stimulating (up from 50.4%), 
but almost half (49.1%) felt that they were un-
derappreciated by their firms (up from 45.7%)

Training Options received an average score of 

Figure 2: Salary Excluding Bonuses by Pricing Title
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Job Title Mix 

Senior Management (Presidents, Vice Presidents, and General Managers) accounts for 10.5% of overall 
job titles.  Managers are the largest individual group, followed by Directors and Analysts. 

Reporting Structures and Experience in Pricing 

Although more pricers report to Marketing (28.0%) than any other group, our survey shows an 
increasing trend for reporting structures that lead directly to Senior Management (23.5%) and passed 
the number of those who report to Finance (18.7%).  10.8% report directly into sales, while 10.4% report 
to a Product Group and 8.6% report to a Business Unit. 

Our respondents reported a range of experience within pricing.  11.9% claimed that they had two years 
or less experience and 21.6% stated three to five years of experience.  The largest group was six to ten 
years at 32.6%, followed by 11‐20 years at 28.1%.  5.8% reported more than 20 years of experience in 
pricing. 
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5.89 on a 10-point scale, but this is significantly 
higher than our last survey (5.51) perhaps re-
flecting the greater availability of online training 
available to the business community. “Recog-
nition and Acknowledgement Received from 
Employers” was rated 6.13, but this was lower 
than two years ago (6.21).

The highest–rated elements of job satisfac-
tion were “Communication within the Pricing 
Group” (7.55) and “Amount of Influence” (7.53). 
Communication with other Groups received 
6.68 and Career Advancement Opportunities 
increased versus our last survey (6.37 vs. 6.17 
in 2014).

The most satisfying job aspect for pricers was 
Increasing Company Profitability (61.2% of sur-
vey respondents) and the least satisfying was 
dealing with Corporate Politics, mentioned on 
54.5% of all responses.

When asked for qualitative answers to improve their situations, 
pricers most commonly reflected that they would like more train-
ing, more system resources, better staffing, better teamwork, bet-
ter access to data, better collaboration and execution with sales 
teams, and better communication with management.

Most survey respondents also reported that their company sales 
force is very heavily involved in pricing and very quick to offer 

heavy discounts when pressured, but some respondents state 
that pricing departments make the final call on sales deals.

As the only professional association dedicated to supporting the 
development and expansion of the Pricing profession worldwide, 
we always encourage your feedback regarding your professional 
development needs, career satisfaction, obstacles you are fac-
ing and any other assistance we can provide to help you achieve 
your career and advancement goals. Please feel free to contact 
us at any time with questions, feedback, or any other inquiries.

 

Overall Job Satisfaction 

This is the 7th survey in which we have asked respondents how satisfying their jobs are and about unmet 
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