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Implementing and announcing price 
increases are incredibly stressful tasks 
for organizations. However, this is 
often because price increases are set 
too quickly and without utilizing all 
of the research, market analysis and 
key stakeholder perspectives needed in 
order to make an informed, and ulti-
mately successful, pricing decision. In 
this article, the author outlines the steps 
that need to be taken prior to imple-
menting a price increase and how pric-
ing decisions require using both sides of 
the brain. Author Mark Burton is Co-
Founder and Vice President of Holden 
Advisors, Co-author of  Pricing with 
Confidence: 10 Ways to Stop Leav-
ing Money on the Table, CPP faculty 
member frequent PPS speaker. He can 
be reached at mburton@holdenadvi-
sors.com. 

Price Increases Require Using  
Both Sides of Your Brain

One of the most anxious times 
for many organizations 
comes right after they de-
cide they need to implement 

a price increase. Whatever the internal 
reasons are, there is usually a lot of fear 
that goes along with the decision. What 
will customers do? How much volume 
are we going to lose? Will our competi-
tors make it worse by seizing the oppor-
tunity to undercut us and grab share? 
Will we have to abandon our plans or 
accept a far lower increase than we an-
nounce? These are extraordinarily un-
comfortable questions but the dire con-
sequences that they imply can be avoided 
by using both sides of the organization’s 
“pricing brain.” 

The left side of our brain is the source of 
logic and rational thought. We need to 
use it lay the foundation for the increase. 
This foundation is based on cold logic 
and includes an analysis of the business 
conditions driving the increase, a review 
of key value differentiators, an assess-
ment of how to pre-empt competitive 
opportunism, and analysis of how the 
increase can be best put to use to cre-
ate more value for customers in the near 
future. 

This forward-looking analysis should 
also be supported by a clear-eyed review 
of past increases that documents true 
yield versus target increases across cus-
tomer segments, regions, and 
products and a root cause analy-
sis of any shortcomings. Taken 
together the elements should 
form the basis for defining the 
“what” of the implementation 
plan.

Stopping at this point however, 
will lead to a program that falls 
short of its goals. Ask any sales 
professional how they feel about 
telling customers about a price 
increase and they will tell you 
that these are often very difficult 
conversations. This is where the 
right brain – creative and emo-
tional thinking – comes in. Sur-
facing all possible customer ob-
jections and tactics, developing 
job aids, then really training all customer 
facing staff on how to manage customer 
conversations is critical to success. 

The best organizations begin with a com-
plete analysis of all key stakeholders – 
both internal and external. They review 
the positions, skills, and motivations and 
then develop a comprehensive commu-
nications plan that is often heavy on the 
“soft” skills of conversation management. 
This is the “how” that complements the 

“what” of the implementation plan.

With the “what” and the “how” in place 
there is still one more step and that is 
planning the “when.” This includes a 
complete schedule of what is communi-
cated to who by whom and in what or-
der. The schedule also needs to include a 
“war room” component to analyze mar-
ket feedback and update tactics as need-
ed. Is this a lot of work? Yes, but consider 
what typically happens. 

Firms announce an increase that is much 
higher than target because they know 
smart customers will negotiate aggres-
sively. The announcement is often ac-

companied by some cursory justification 
and little real preparation. All of this 
sends an implicit message to the sales 
organization of “good luck and happy 
hunting.” The sales team of course feels 
neither lucky nor happy. And the in-
crease may generate some short-term 
financial gain but often at the cost of 
badly weakened relationships between 
the organization, customers and the sales 
team.


