
 PRICING
ADVISOR

The

The Pricing Advisor™ is  
published monthly by the 
Professional Pricing Society 
3535 Roswell Road, Suite 59 
Marietta, GA 30062 
770-509-9933 
pricingsociety.com 
Kevin Mitchell, Publisher 
All Rights Reserved © 2017

2017October

A Professional  Pr ic ing Society Publ icat ion

CONTINUED ON NEXT PAGE �

Upcoming Events
13th Annual European Pricing Workshops & Conference – Fairmont Rey Juan 
Carlos I Hotel – Barcelona, Spain / 6-8 December 2017 
 
 • 4 Full-Day Workshops on Wednesday 6 December 
 • 4 More Full-Day Workshops on Thursday 7 December 
 • Conference Keynotes and 3 Breakout Tracks on Friday 8 December

For the most up-to-date information about PPS events and programs, please 
visit our website at pricingsociety.com frequently.
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Ten Soft Pricing Skills to Pay 
Attention to and Develop

Stephan M. Liozu is Chief Value Of-
ficer of the Thales Group and Chief 
Marketing Officer of Thales Inc. 
in the USA. He is also an Adjunct 
Professor & Research Fellow at the 
Case Western Research University. 
Stephan holds a Ph.D. from Case 
Western Reserve University (2013), 
an MS in Innovation Management 
from Toulouse School of Manage-
ment (2005), and an MBA in Mar-
keting from Cleveland State Univer-
sity (1991). He authored four books, 
Value Mindset (2017), Dollarizing 
Differentiation Value (2016), The 
Pricing Journey (2015) and Pricing 
and Human Capital (2015). He also 
co-edited three books, Innovation in 
Pricing – Contemporary Theories 
and Best Practices (2012), The ROI 
of Pricing (2014), and Pricing and 
the Salesforce (2015).

Take any pricing books and you 
will quickly be able to identify 
the Core Pricing Skills that 
are pre-requisites to holding a 

pricing job. In fact, Core Pricing Skills is 
the most popular workshop that is be-
ing selected at every Professional Pricing 
Society conference as part of their CPP® 
certification. While I agree that there 
are skills that are must-haves to manage 
pricing, I also believe that soft pricing 
skills are equally important to success-
fully designing and executing pricing 
programs. Pricing leaders must there-
fore develop both hard and soft pric-
ing skills and make sure that their 
pricing team demonstrates a balance 
of skills when interacting with inter-
nal business people.

I propose that there are 10 critical soft 
pricing skills that pricing and human 
resources (HR) leaders must pay atten-

tion to and intentionally develop. Here 
they are: 

1. Change Leadership
Pricing professionals need to seriously 
consider learning more about the sci-
ence of change management and change 
leadership. Most of them are proficient 
in project management as it is a more 
formally developed and widely accepted 
science. Change management is about 
the management of people during pric-
ing projects. As pricing methods and 
technologies become more complex and 
dynamic, the need for formal educa-
tion in change management is increased. 
Change leadership refers to the energy 
fueling the change management pro-
cess. Pricing professionals need to act as 
change agents with a great dose of en-
ergy, charisma, and drive. They need to 
be inspirational to a certain extent to 

http://www.pricingsociety.com
https://pricingsociety.com/conferences/
http://www.pricingsociety.com
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Figure 1: Do you Speak the Language of your Top Leaders?get people on board with a new 
vision. While some consider 
change management to be a 
hard skill, I consider both di-
mensions of change a necessary 
skill set pricing folks need to ac-
quire and develop. Formal certi-
fications and training programs 
are available. Ask your HR team 
for options. 

2. Learning the  
Language of Business
Pricing is a critical function and 
an integral part of the marketing 
discipline. As such, pricing pro-
fessionals must develop a strong 
business acumen to be able to 
interact and work with sales, 
marketing, innovation, supply 
chain, and finance professionals. 
They must speak the language of 
business but also the language of 
their top leaders (see Figure 1). 
Participating in business meet-
ings and business processes (fore-
casting, budgeting, and marketing plan-
ning) will certainly help.  Reading about 
the sales and marketing discipline can 
also increase the level of awareness about 
what is important for these disciplines 
but also what vocabulary they use. Are 
you reading enough business books? Do 
you spend time on social media learning 
about other functions? Are you participat-
ing in internal training given to the sales 
force or technology groups? 

Do not wait for someone to invite you. 
Contact your training and talent devel-
opment group and ask for a list of train-
ing sessions that are planned over the 
next 90 days. Sit in the back of the room 
and learn. Learn the language of your 
internal customers. Learn what is impor-
tant for top leaders.

3. Mindfulness
Mindfulness in business is not about 
meditating, although it might help too. 
Mindfulness is more about being atten-
tive to your audience, about avoiding 
surprises, about avoiding being compla-
cent when you are successful, about being 
creative and innovative in your job, and 
about learning from failures. It is about 

listening very carefully to what is hap-
pening around you a well as sharing the 
credit when things are going well. Being 
mindful is a state of mind that pricing 
professionals need to adopt to constantly 
learn and improve in their job.

4. Presentation Skills
This might get a bit personal. In general, 
pricing professionals are not great with 
presentation skills. Not only in presenting 
content, insights, and findings, but also in 
designing powerful visuals and compel-
ling presentations. If I was given one dol-
lar for every boring slide full of numbers I 
have read in my career, I would be a rich 
man. Presentation skills include all the 
things that I have mentioned earlier. Not 
only delivering engaging and compel-
ling presentations but also keeping people 
awake during pricing meetings. It also 
means having proper attire and looking 
professional (see Figure 2).

5. Telling Stories &  
Holding Conversations
Obviously, making good presentations 
also means that you can develop good 
stories to tell to your audience. This is a 
very helpful skill if you also interact with 
customers and trade channels. People 

like having good discussions and hear-
ing fun stories. By stories, I also mean 
being able to make strong business cases 
for pricing investments and selling an 
internal vision for pricing. Holding con-
versations with other functions requires 
good listening skills. It is about rephras-
ing their needs and expectations and 
responding by using vocabulary to create 
trust and credibility.

6. Managing Without 
Authority
Getting people to do things for you, get-
ting people on board with projects, and 
getting buy-in for a pricing change are 
very helpful skills. The future of manage-
ment and leadership goes across bound-
aries, hierarchies, and geographies. More 
and more, work environments are vir-
tual, collaborative, and integrative. Si-
los are bound to disappear and because 
of this, pricing folks with a high degree 
of technical skills will have to reach out 
across functional boundaries in order 
to create coalitions and project teams. 
Managing these diverse teams requires 
understanding the motivation of all ac-
tors and speaking in terms of success, 
hope, and great team accomplishments. 
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This is a very critical skill but one that is 
hard to develop. We have a tendency to 
use authority lines to get things going. 
Sometimes, it might work but, most of 
the time, it shuts down people we need 
to bring in to our winning coalition. The 
art of influencing people uses some of 
the skills we have already described: vi-
sioning, reassuring, changing mindsets, 
telling stories, selling projects softly with 
emotional intelligence.

7. Collaboration
The future of pricing is collaborative 
pricing. Pricing is a cross-functional dis-
cipline that can only succeed when it is 
done in alignment and in collaboration 
with other functions. Collaboration skills 
can help assemble winning coalitions, 
troubleshoot difficult pricing projects, 
and establish a strong culture for value 
and pricing. Collaborating means being 
transparent with others, communicating 
well, having no political agenda, focus-
ing on team success, teaching others new 
things, and sharing information widely. 

8. Compassion
Just because you get it does not mean 
that everyone else is going to get it. 
Compassion is about making sure you 

take the time to accept the limitations of 
others. It is about being patient, gentle, 
and taking the time to repeat things over 
and over. Pricing is a complex science. 
Pricing professionals have to be able to 
give feedback, to train other people, and 
to take the time to get to other people’s 
levels of understanding. Engaging other 
functions is not about winning the ar-
gument or impressing others with one’s 
technical skills. It is about taking the 
time to understand other people’s moti-
vations, fears, and reasons for resisting. 
It is about exploring and understanding 
human behaviors and interactions. They 
do not teach that in pricing courses.

9. Charisma
People might say that charisma cannot 
be acquired. You have it or you do not. 
Generally speaking I tend to agree but I 
also think there are ways to develop cha-
risma. These ways include:

• Developing a vision and key messag-
es for each project. 
• Developing a stronger voice prior 
to critical presentations and project 
meetings. 
• Improving body language during 
team and individual interactions. 

• Paying attention to what you say 
and how you say it. 
• Working on presentation skills.

Charisma can be improved over time 
with practice and resilience. Charisma is 
all about being prepared, confident, and 
clear on what you want to communicate. 
Confidence really matters.

10. Hope and Positivity 
Carefully paying attention to the selec-
tion of words being used in pricing com-
munication is a critical skill to develop. 
That is not me saying it. Positive psy-
chology scholars and executive coaches 
will tell you that positive words of hope 
can help persuade and motivate people. 
I often recommend that pricers actu-
ally count the number of positive words 
in their pricing vision, pricing messages, 
and pricing reports. 

Conclusion
Based on my research and experience in 
business and pricing, I have listed the ten 
most critical soft pricing skills as I see 
them. There are others that may be more 
relevant to your business and to your 
industry. The question is not whether 
you are right or wrong. The real chal-

lenge is to recognize that busi-
nesses are run by humans and 
that soft skills are critical. Are 
you getting enough training in 
these skills? My recommendation 
is to get started with one or two 
classes or courses that you need 
the most in the coming years to 
be successful both individually 
and as part of a team. Then you 
select one or two for the follow-
ing years. It means reading more 
about the subject, getting certi-
fication, attending a formal pro-
gram, or just requesting coach-
ing from a leader. What matters 
is that you start working on your 
soft skills every week. These take 
time to build and maintain. You 
could ask for more technical 
training in pricing or you could 
ask for leadership and/or emo-
tional intelligence training. You 
make the decision. Different ef-
forts but different payback.
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