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The Professional Pricing Society’s December 2012 survey of pricing 
professionals received over 1,000 responses and reflects signifi-
cant feedback from growing pricing communities outside of North 
America. The survey reports that, in addition to growth of the pric-
ing profession in large and multinational corporations, some of 
the growth in pricing career opportunities has shifted to smaller 
and medium-sized companies. Furthermore, this year’s survey 
shows a growth in the size of pricing departments, demonstrat-
ing growing career opportunities for pricers at multiple levels of 
proficiency, as well as significant increases in average salaries for 
non-C-level pricing positions, such as Analysts and Pricing Man-

agers. For more information about this and other surveys, contact PPS at info@pricingsociety.com.

PPS Year End 2012 Survey of Today’s Pricing Professional  

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

In December, 2012 we again surveyed pricers and re-
ceived over 1,000 responses. As pricing’s importance 

is spreading worldwide, we also have an increased number of re-
sponses from outside of North 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.

Pricing Demographics
Most survey respondents work for medium-large to very large 
corporations: 36.1% work for companies with annual revenues 
in excess of $5 billion and 42.1% report that their company rev-
enues are between $500 
million and $5 billion. 
A smaller group, 21.8% 
are from companies with 
less than $500 million in 
annual revenue, but this 
number is higher than in 
previous surveys. Some 
of the growth in pricing 
career opportunities has 
shifted to smaller and 
medium-sized compa-
nies.

The number of employ-
ees in the respondents’ 
companies devoted pri-
marily to pricing shows a 
trend toward larger pric-

ing departments: 32.5% responded that their companies have 
fewer than 10 pricing people or full-time equivalents – this is 
down from 38.8% in last year’s survey, 39.6% have between 10 
and 49 pricers, 10.7% report having between 50 and 99 pricers, 
and 17.3% state that their companies have more than 100 em-
ployees devoted to pricing – versus only 15.2% in the 2011 survey.

Salaries
There is an interesting trend in reported salaries by job title: Signif-
icant increases occurred at the Analyst and Manager levels versus 
last year’s survey, but there were decreases at the higher Director 
and Vice President levels in comparison with the 2011 survey. 

American Pricing Analysts reported an average salary of $78,319 
for an annual increase of 6.0% since our last survey. For European 
Pricing Analysts, the average was €54,500. Canadian counter-
parts earned CAD 89,833 on average.

Pricing Managers’ average annual salaries increased to $111,602 
for an 11.8% increase per year. Euro Zone managers claimed 
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American Pricing Analysts reported an average salary of $78,319 for an annual increase of 6.0% since 
our last survey.  For European Pricing Analysts, the average was €54,500. Canadian counterparts earned 
CAD 89,833 on average. 

Pricing Managers’ average annual salaries increased to $111,602 for an 11.8% increase per year.  Euro 
Zone managers claimed annual compensation of €72,892 and for Canadian Managers it was CAD 
101,342.  British Managers reported an average of £54,320. 

Pricing Directors reported smaller salaries than in 2011, but slightly larger salaries than in 2009 – their 
average of $138,859 represents a 4.9% annual decrease since our last survey.  Euro Zone Directors 
salaries were basically flat compared to last year at €112,615 and Canadian Directors earned CAD 
145,105 for a 5.5 increase. 

Vice Presidents reported significant less salary than last year – a 7.1% annual decrease to $186,705. 

Across all categories and regardless of title, the average pricer now earns $121,086 in the USA, €85,053 
in the Euro Zone, CAD 103,518 in Canada and £62,521 in Great Britain. 

Per a member’s recommendation, we added a question for salaries plus bonuses and benefits in this 
year’s survey.  Vice Presidents reported average salary plus bonuses and benefits of $272,382.  Directors 
claimed an average of $185,005.  Managers earned $135,637 in total while Analysts reported $93,523. 
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There has been a slight percentage growth at the Analyst and Manager levels since our last survey.  
Senior Management (Presidents, Vice Presidents, General Managers, and Directors) accounts for 38.3% 
of survey respondents, which is a large increase from our last survey.  

Reporting Structures and Experience in Pricing 

 

Additional survey data also shows that Pricing can report in many different areas of the organization 
depending on the company.  Marketing (29.8%), Senior Management (20.5%), and Finance (17.2%) are 
the most likely functions that Pricing reports to.  One in eight says that they report to Sales and about 
one in nine report to either Product Management or a Business Unit. 

When it comes to experience, 9.3% claim they are relatively new to pricing or have less than 3 years’ 
experience; 17.5% have two to five years experience; 32.6% have six to ten years of experience, 29.4% 
have eleven to twenty years’ experience and 11.2% report 21 or more years in pricing. 

Overall Job Satisfaction 

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 dissatisfied) to 5 (very satisfied), pricing professionals 
rated their jobs 3.69 – the same as in last year’s survey.  However, there were some differences in 
overall satisfaction based on job title.  Vice Presidents reported the highest overall job satisfaction by 
quite a large amount with a 3.95 average.  Directors followed behind with 3.72.  Analysts (3.63) and 
Managers (3.61) reported lower job satisfaction than those higher up the organization chart. 

Other Elements within Job Satisfaction 

We asked pricers to rate their feelings about certain elements within the profession.  88.0% reported 
satisfaction in knowing that pricing is strategically important for their companies; 65.7% find their 
careers challenging; 55.0% claimed that their jobs were intellectually stimulating, but 42.1% still felt that 
they were underappreciated by their firms. 
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103,518 in Canada and £62,521 in Great Britain.

Per a member’s recommendation, we added a question for salaries 
plus bonuses and benefits in this year’s survey. Vice Presidents 
reported average salary plus bonuses and benefits of $272,382. 
Directors claimed an average of $185,005. Managers earned 
$135,637 in total while Analysts reported $93,523.

Salary Trends by Industry 
There is a very wide range of reported salaries by industry ac-
cording to our survey respondents. Those in Services reported the 
highest average salaries at $172,743. Utility company employees 
reported the next highest salaries at an average of $154,457. 

Health Care / Pharmaceuticals, Financial, B2B, and High-
Tech groups all reported average salaries between $125,000 and 
$137,000 on average. 

Consulting, Manufacturing, Telecommunications, Wholesale, 
and Retail reported earnings of $107,000 to $119,000. Trans-
portation, Industrial, and Distribution reported salaries between 
$101,000 and $106,000 on average. The lowest reported salaries 
were in Logistics with an average of $85,192.

Job Title Mix
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 38.3% of survey respondents, which is a large increase 
from our last survey. 
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and Finance (17.2%) are the most likely functions that Pricing 
reports to. One in eight says that they report to Sales and 
about one in nine report to either Product Management or a 
Business Unit.

When it comes to experience, 9.3% claim they are relatively new 
to pricing or have less than 3 years’ experience; 17.5% have two 
to five years experience; 32.6% have six to ten years of experi-
ence, 29.4% have eleven to twenty years’ experience and 11.2% 
report 21 or more years in pricing.

Overall Job Satisfaction
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 dissatisfied) to 5 (very satisfied), pricing 
professionals rated their jobs 3.69 – the same as in last year’s sur-
vey. However, there were some differences in overall satisfaction 
based on job title. Vice Presidents reported the highest overall job 
satisfaction by quite a large amount with a 3.95 average. Direc-
tors followed behind with 3.72. Analysts (3.63) and Managers 
(3.61) reported lower job satisfaction than those higher up the 
organization chart.

Other Elements within Job Satisfaction
We asked pricers to rate their feelings about certain elements 
within the profession. 88.0% reported satisfaction in knowing 
that pricing is strategically important for their companies; 65.7% 
find their careers challenging; 55.0% claimed that their jobs were 
intellectually stimulating, but 42.1% still felt that they were un-
derappreciated by their firms.

Training Options received a lower than the midpoint overall 
rating of 2.68 on a 1-to-5 scale and “Recognition and Acknowl-
edgement Received from Employers” rated basically right at the 
scale’s midpoint at 2.98.

The highest-rated elements of job satisfaction were the effective-
ness of communication within your immediate pricing group 
(3.78 out of 5) and the amount of influence you have in deter-
mining how you carry out your job (3.51).

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

When asked for qualitative answers to improve their situations, 
pricers most commonly reflected that they were overworked and 

underappreciated, they need for additional qualified staffing, bet-
ter systems and technology and better access to data.

Summary
The purpose of this survey is to measure the annual growth of 
the pricing profession, its importance and its impact worldwide 
and to provide our membership and potential new pricers with 
current industry data regarding career growth and opportunities. 

This year’s survey points to continued growth for the pricing pro-
fession worldwide, with increasing pricing communities outside 
of North America. In addition to growth of the pricing profession 
in large and multinational corporations, some of the growth in 
pricing career opportunities has shifted to smaller and medium-
sized companies. 

Pricing departments are growing in size, creating new positions 
for entry level pricers, analysts and managers. Pricing salaries 
for these positions have also increased in 2012, and overall job 
satisfaction for pricers remain high as the majority of pricers sur-
veyed find their careers challenging and know that their work is 
strategically important for their companies.

The Professional Pricing Society is dedicated to supporting the 
growth and development of the pricing community and provides 
resources and research to enable pricers to expand their knowl-
edge and advance their careers. For more information on this 
survey or to access additional pricing research and educational 
resources, please visit www.PricingSociety.com. 
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