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Remembering Dan Nimer 
By Gerald Smith

Dear Friends, I am sad to re-
port that good friend and 
pricing pioneer Dan Nimer 
passed away January 9, 2015. 

He was 93. He is survived by his wife 
Clare, two children, two grandchildren, 
and seven great-grand children. Dan was 
pricing’s first pioneering thought leader 
and influenced some of our earliest think-
ing in the field of pricing, spawning ideas 
that have grown into today’s broad field 
of managerial pricing theory and prac-
tice: value-based pricing, financial analy-
sis of pricing, costing for pricing, and 
price sensitivity, among others. Dan was 
trained in economic theory, learned pric-
ing in the trenches of the real world of the 
1950s and 1960s, and then embarked on 
a long career of pricing thought leadership 
through his involvement in pricing educa-
tion at universities and public and private 
pricing seminars throughout the world for 
the latter half of the 20th century and the 
first decade of the 21st. 

Regarding value he taught early in his 
career: “The purpose of price is not to re-
cover cost, but to capture the value of the 
‘product’ in the mind of the customer.” 
Regarding costing he said: “Nothing af-
fects price unless it affects demand or sup-
ply. The factors that influence either shift 
the curve or change its slope; if they don’t 
do either, they have no relevance to the 
pricing decision.” Regarding price sensi-
tivity he said: “This situation might lead 
to the assumption that ‘we’re overpriced.’ 
This is not necessarily true – it may be that 
you are undervalued, or under-promoted, 
under-differentiated, or you have failed 
to properly segment the market or commu-
nicate your value. Try correcting all these 
things before you lower the price.”

Dan was founder and President of The 
DNA Group, Inc., a consulting firm 
specializing in the development of value-
driven pricing, marketing and planning 
strategies. He developed a systematic and 

logical approach to the formulation of 
pricing objectives, strategies and tactics 
that was presented to most of the For-
tune 500 companies in the United States 
and to more than 2,000 senior manage-
ment executives of some of the largest 
companies in Canada, Europe and Mex-
ico. He delivered speeches and seminars 
in a variety of companies and industries, 
along with private or-
ganizations such as 
the YPO, The Execu-
tive Committee and a 
number of international 
symposiums. The U.S. 
State Department spon-
sored a conference in 
Sweden conducted by 
Mr. Nimer on the sub-
jects of international 
marketing and corpo-
rate planning.

For his lifetime con-
tribution to pricing he 
was given the Pricer of 
the Year award in 1996 
by the Institute for In-
ternational Research at 
its annual Pricex Con-
ference; it was then re-
named the Dan Nimer 
Award and presented 
annually to pricing leaders for their re-
spective contributions to pricing.

Author Englebert Kirchner wrote of 
Dan: “There must have been a time 
when Dan Nimer was not interested in 
prices, but obviously that was long ago. 
He was already well into his favorite sub-
ject in 1959, when as manager of budgets 
and sales forecasting for Zenith Sales 
Corp. (a division of Zenith Radio) he got 
his first chance to act on his conviction 
that pricing offers far more opportuni-
ties for managerial ingenuity than most 
businessmen realize. His move in 1963 
to Canteen Corp., which is in the food 
service business, may seem surprising 
at first glance but fits in perfectly with 

another principle in the Nimer canon: 
that the rules of intelligent pricing, as of 
intelligent management in general, are 
sufficiently basic to apply with equal va-
lidity to radios and to hot dogs (which is 
what Canteen sells at Yankee Stadium).

“In retrospect, it seems inevitable that 
Nimer’s zeal in the cause of better pric-

ing should have brought 
him to the lecture plat-
form, but actually it 
happened by accident, 
he says. In 1963, he had 
put his name down for 
an Industrial Education 
Institute seminar on sales 
forecasting but at the last 
moment discovered he 
couldn’t go. He wrote 
to IEI that he wanted 
at least the background 
material that had been 
offered as a feature of the 
seminar. When it didn’t 
come, he called up and 
somehow got connected 
with IEI’s president. By 
the time he had hung 
up, he had been asked to 
lecture on pricing un-
der IEI’s auspices. [Later 
he] added the American 

Management Association, the American 
Marketing Association, the Bank Market-
ing Association, and a number of Europe-
an organizations to the list of sponsors of 
his seminars on pricing, budgeting, mar-
keting, and corporate planning.

“In 2012 twenty-one of pricing’s fore-
most thought-leaders from around the 
world produced an edited book volume 
of papers designed to assess the present 
and future destiny of pricing, pricing 
innovation, and pricing paradigms that 
are influencing the evolution of pricing 
throughout the world. The book’s title: 
Visionary Pricing: Reflections and Advanc-
es in Honor of Dan Nimer. We will miss 
Dan, the father of modern-day pricing.”

Use this link (http://amzn.
to/1BhnzX6) to order your 
copy of Visionary Pricing: 
Reflections and Advances 
in Honor of Dan Nimer. 
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