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T
he Professional Pricing Society has been surveying the 
pricing community periodically since 1998.

In December, 2009 we again surveyed pricers and 
received 917 responses – slightly more than our Year 

End 2006 survey and significantly more than previous surveys. 
For the first time, we have considerable data in currencies other 
than the US Dollar, as many responses referenced Euro or Ca-
nadian dollar amounts.

The survey results are widely used as benchmarks for a variety of 
pricing queries: salaries, reporting structures, career opportuni-
ties, and key components of job satisfaction from both positive 
and negative standpoints. Our organization acquires survey data 
as a service to our members and the pricing space at large. We 
hope that this information provides a good synopsis of where 
pricing stands as a career option.

Pricing 
Demographics
Most survey respondents 
are from medium-large to 
very large companies: 33% 
work for companies with 
annual revenues over $5 
billion and 42% have reve-
nues between $500 million 
and $5 billion. Only 9% of 
pricers are from companies 
with revenue of $50 mil-
lion or less.

The number of employees 
in the respondents’ com-
panies devoted primarily 
to pricing is rather similar 
to previous surveys, but 
there is a trend toward 
larger numbers of pricing 
professionals: 37% of re-
spondents have fewer than 
10 pricing people, 35% 
have 10 to 50 pricers, 11% 

are in the 50-100 employee range and 17% employee more than 
100 who are primarily pricing people.

Salaries
All categories of pricers’ salaries increased since our last survey, but 
the Analyst and Vice President levels had much higher increases 
than the Manager and Director levels (see Figure 1).

American Pricing Analysts reported an average salary of $72,536 
for a 4.5% increase per year since our last survey. For European 
Pricing Analysts, the average was €48,867 and for Canadian 
Pricing Analysts, the average was C$65,440.

Pricing Managers’ average annual salaries increased to $97,726 
for a 1.8% increase per year. European Managers claimed 
annual compensation of €68,979 and for Canadian Man-
agers it was C$82,552. Directors reported the smallest an-
nual salary gains – their average of $135,831 represents only 

PPS Year End 2009 Survey of Today’s 

The Professional Pricing Society’s December 2009 survey of pric-
ing professionals reveals some surprises and also demonstrates 
that some other trends are continuing as the pricing discipline 
evolves. According to the survey, pricing salaries are increasing 
overall, but some titles and certain industries have much greater 
gains than others. For more information about this and other 
surveys, contact PPS at info@pricingsociety.com.

Figure 1: Salary Excluding Bonuses by Title
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a 1.0% increase per year. 
European Directors aver-
aged €106,166 and Cana-
dian Directors averaged 
C$131,333.

The largest salary increases 
went to those at the high-
est levels. Vice Presidents 
reported an average salary 
of $196,459 – a 5.3% in-
crease per year since our 
last survey.

Across all categories and 
regardless of title, the av-
erage pricer now earns 
$113,028 – ref lecting a 
growth rate of 3.8% per 
year versus previous find-
ings.

Salary Trends by 
Industry
There is a wide range of 
salary changes by industry 
according to our survey 
respondents. Healthcare / 
Pharma reported the high-
est average salaries across all 
job titles at $131,623 for a 
6.8% annual increase ver-
sus the most recent survey. 
The largest salary gain was 
a 9.7% increase per year to 
$124,040 for those in Ser-
vices. Transportation, B2B, 
and High-Tech firms all re-
ported less than 1% salary 
growth per year (please see 
Figure 2).

Changes in Job 
Title Mix
As Pricing continues to 
grow in importance and 
visibility, there has been a significant increase in pricers with 
more senior titles. Vice Presidents, General Managers, and Di-
rectors have increased to 35% of all pricers, 6 percentage points 
higher than the previous survey. Managers represent 41% and 
Analysts represent 21% of all pricers – both titles show a slight 
decrease (please see Figure 3).

Reporting Structures and Experience in 
Pricing
Additional survey data also shows that Pricing is gathering more 
attention from those at the top of the corporate ladder. Of all 
pricing professionals, 24.9% report directly to senior manage-
ment – almost 4 points higher than 3 years ago. The most com-
mon reporting structure is still within Marketing departments, 

Pricing Professional

Figure 2: Average Pricer Salary by Industry

Figure 3: Job Title Distribution amongst Pricing Professionals



30 The Journal of Professional PricingFirst Quarter 2010

but the 34.1% who report to Marketing is two points lower than 
the previous survey. Finance departments are the third largest 
reporting structure – 19.4% reflects a slight decrease. 10.8% state 
that they report to Sales departments – a less than 1% increase 
(please see Figure 4).

When it comes to experience, 6% claim that they are relatively 
new to pricing or have less than 2 years’ experience; 41% have 
two years to five years experience; 28% have six to ten years’ ex-
perience and 25% report 11 years or more in pricing.

Overall Job Satisfaction
This is the 3rd time we have surveyed how satisfied pricing pro-
fessionals are and asked about their unmet wants and needs. On 
a scale of 1 (very dissatisfied) to 5 (very satisfied), pricing profes-
sionals rated their jobs 3.63 – this is a slight decrease to the 3.69 
overall average reported in the previous survey. General Man-
agers had the highest overall satisfaction (3.76) closely followed 
by Vice Presidents (3.71) and Directors (3.69). Managers rated 
their satisfaction 3.66 on average and Analysts had the lowest 

job satisfaction rating at 
3.39, therefore there was 
almost a direct correlation 
between more senior job 
titles and higher job satis-
faction.

Other Elements 
within Job 
Satisfaction
We asked pricers to rate 
their feelings about certain 
elements within the pricing 
profession. 87% (a 3% in-
crease) reported satisfaction 
in knowing that pricing is 
vitally important to their 
company; 70% find their 
careers challenging; 61% 
claimed that their jobs were 
intellectually stimulating, 
but 45% felt that they were 
underappreciated by their 
firms.

39% are either dissatisfied or very dissatisfied with the training 
options provided by their company and 27% are dissatisfied or 
very dissatisfied with the recognition and acknowledgement that 
they receive from employers.

The highest rated elements of job satisfaction were the effective-
ness of communication within your immediate pricing group 
(3.92 out of 5) and the amount of influence you have in deter-
mining how you carry out your job (3.77).

The most satisfying job aspect for pricers was increasing the 
company bottom line and the least satisfying was dealing with 
corporate politics.

When asked how to improve their situation, many pricers re-
flected on the need for more training, higher levels of staffing, 
effective communications, and stronger leadership to increase 
performance and satisfaction.

Figure 4: Which Area Does the Pricing Function Report To?




