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The Professional Pricing Society’s December 2011 survey of pricing 
professionals received the most responses of any PPS pricing sur-
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communities in Latin America and Asia. According to the survey, 
pricing salaries are increasing overall, but some titles and certain 
industries have much greater gains than others. Furthermore, the 
survey demonstrates that the pricing community is continuing to 
grow worldwide and that Pricing is gathering more attention from 
those at the top of the corporate ladder. For more information about 
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PPS Year End 2011 Survey of Today’s 

The Professional Pricing Society has been surveying the 
pricing community regularly since 1998.

In December, 2011 we again surveyed pricers and re-
ceived over 1,000 responses – the most of any PPS sur-

vey and 9.1% more than our Year End 2009 survey. As pricing’s 
importance is spreading worldwide, we also have an increased 
number of responses from Asia and Latin America.

The survey results are widely used as a benchmark 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 discipline at large. 
We hope that this information provides a good synopsis of where 
pricing stands as a career option.
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Most survey respondents work for medium-large to very large 

corporations: 40.7% work for companies with annual revenues 
in excess of $5 billion and 38.3% report that their company rev-
enues are between $500 million and $5 billion. Only 10% are 
from companies with less than $50 million in annual revenue.

The number of employees in the respondents’ companies devoted 
primarily to pricing is similar to previous surveys: 38.8% re-
sponded that their companies have fewer than 10 pricing people 
or full-time equivalents, 36.3% have between 10 and 49 pricers, 
9.8% report having between 50 and 99 pricers, and 15.2% state 
that their companies have more than 100 employees devoted to 
pricing.
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All categories of pricers’ salaries increased since our last survey, but 
only Pricing Directors reported a substantial increase since 2009.

American Pricing Analysts reported an average salary of $73,863 
for an annual increase of 0.9% since our last survey. For Eu-
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Pricing Professional
ropean Pricing Analysts, the average was €46,400. Canadian 
counterparts earned CAD 64,266 and British Analysts earned 
£ 44,786 on average.

Pricing Managers’ average annual salaries increased to $99,795 
for a 1.1% increase per year. Euro Zone managers claimed an-
nual compensation of €69,495 and for Canadian Managers it was 
CAD 91,325. British Managers reported an average of £59,501 
and the best paid managers by geography were in Switzerland 
at CHF 152,300

Pricing Directors reported the largest annual salary gains – their 
average of $146,084 represents a 4.0% annual increase since our 
last survey. Euro Zone Directors also showed a strong increase to 
€113,400 (3.4% annual increase) and Canadian Directors earned 
CAD 137,400 for a 2.3% increase. British Directors had an aver-
age salary of £109,429.

Vice Presidents reported modest salary gains – only a 1.1% an-
nual increase to $200,870

Across all categories and regardless of title, the average pricer now 
earns $112,872 in the USA, €74,636 in the Euro Zone, CAD 
99,846 in Canada and £70,396 in Great Britain.
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There is a wide range of salary changes by industry according to 
our survey respondents. The High Technology group reported 
the highest average salaries at $134,264 – a 9.2% annual increase 
since our last survey. Telecommunications, Health Care/Phar-
maceuticals, Financial, Consulting, and B2B all reported average 
salaries between $120,000 and $130,000 on average. 

Wholesalers had the smallest salaries on average with $83,698 
and Logistics reported $84,042. Distributors averaged $90,428 
and Utility companies averaged $92,093. Transportation, Re-
tail, Manufacturing, and Industrial reported salaries around the 
mean for the pricing discipline at large and Services were higher 
than the average.
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There has been a slight percentage growth at the Analyst and 
Manager levels since our last survey. Senior Management (Pres-
idents, Vice Presidents, General Managers, and Directors) ac-
counts for 30.1% of survey respondents, which is a slight decrease 
from our last survey. Much of the growth within the pricing dis-
cipline has been within entry and middle level positions.

 

60,000 70,000 80,000 90,000 100,000 110,000 120,000 130,000 140,000

B2B
Consulting

Distribution
Financial

Health	Care	/	Pharma
High$Tech
Industrial
Logistics

Manufacturing
Retail

Services
Telecommunications

Transportation
Utilities

Wholesale

Salary�Excluding�Bonuses�in�$�Thousands



30 The Journal of Professional PricingFirst Quarter 2012

5����	����������������� 
)4��	���	����	�	��
Additional survey data also shows that Pricing is 
gathering more attention from those at the top of the 
corporate ladder. Of all pricing professionals, 26.2% 
report directly to senior management – a 1.3% in-
crease since our last survey. The most common report-
ing structure is still within Marketing departments 
and one-fifth report into Finance.

When it comes to experience, 7.1% claim they are 
relatively new to pricing or have less than 2 years’ 
experience; 38.2% have two to five years experience; 
28.9% have six to ten years of experience and 25.8% 
report 11 or more years in pricing.
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This is the 4th survey in which we have 
asked respondents how satisfying their 
jobs are and about their unmet wants 
and needs. On a scale of 1 (very dissat-
isfied) to 5 (very satisfied), pricing pro-
fessionals rated their jobs 3.69 – a slight 
increase to the 3.63 overall average in 
our 2009 survey. As opposed to previ-
ous surveys, there was little variation 
in overall job satisfaction depending 
on job title. In fact, Pricing Analysts 
reported the highest overall job satis-
faction (3.75), closely followed by Vice 
Presidents (3.72), Managers (3.70), and 
General Managers (3.68). Directors 
had the lowest overall job satisfaction 
(3.65) but the differences were very 
small between titles.
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We asked pricers to rate their feelings about certain elements 
within the profession. 87% reported satisfaction in knowing 
that pricing is strategically important for their companies; 71% 
find their careers challenging; 60% claimed that their jobs were 
intellectually stimulating, but 48% still felt that they were un-
derappreciated by their firms.

37% were either dissatisfied or very dissatisfied with the train-
ing options provided by their companies and 27% reported dis-
satisfaction with the recognition and acknowledgement received 
from employers.

The highest-rated elements of job satisfaction were the effective-

ness of communication within your immediate pricing group 
(3.93 out of 5) and the amount of influence you have in deter-
mining how you carry out your job (3.76).

The most satisfying job aspects for pricers were increasing the 
company bottom line and insuring company success. The least 
satisfying was dealing with corporate politics.

When asked for qualitative answers to improve their situations, 
pricers most commonly reflected on the need for additional quali-
fied staffing, additional training, and better systems and technol-
ogy to help focus on tasks at hand.
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