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Twelve Questions to Ask Before Accepting 
that Big Pricing Job

O
n paper, every big job opportunity looks attractive, es-
pecially with a big title and more money at stake. Job 
descriptions often carry a lot of valuable information 
about the scope of the job, the responsibilities, and 

the required skills. For pricing positions, recruiters and human 
resource professionals often use the standard pricing job de-
scriptions that they have access to on Monster or on LinkedIn, 
and then post these fantastic and attractive job profiles on the 
same sites. Most of the time though, in reality, these job profiles 
do not truly represent what the job is all about. 

In fact, I posit that the grass is not always greener on the other 
side. And that reality hopefully hits during the interview when 
there is still time to decline and walk away. After that point, it is 
too late to turn around. I propose that there are key questions 
pricing professionals should be asking prospective employers 
before making the jump or taking the plunge. 

So here is a list of twelve intelligent questions you need to ask 
your prospective hiring manager before you decide to take that 
big pricing job. These questions will help you go through the buzz 
words and your wish list of expectations from the job description. 
These questions are best discussed with the hiring manager as 
human resources professionals might not be able to respond to 
them. There might be more questions than these twelve, but this 
is a good starting point.

1. What does pricing mean in your organization?

Pricing means different things for different people in differ-
ent organizations, so it is critical to understand the defini-
tion of pricing and the scope of the pricing function in the 
organization you are interviewing with. Is pricing more on 
the transactional and tactical sides? Is pricing considered 
a clerical function as part of customer service? One clue to 
pay attention to is where the pricing function reports. Un-
der marketing and finance, it will tend to be a full-fledged 
position. Under sales and IT, it will be limited to tactics and 
strategy might be done by marketing or innovation. These 

clarifications in the definition and scope of the pricing func-
tion are important and need to be included in a revised job 
description considering the relevant scope. 

2. How engaged in your CEO in the pricing projects?

It is important to ask this question to see how high up in 
the organization the change agenda in pricing and value 
management has been communicated. People listen to two 
voices in organizations: the CEO and their direct supervisor. 
Asking the degree of involvement of the CEO is a sign that 
you understand the critical role of champions in deploying 
challenging and transformational pricing projects. Ask for the 
last time the CEO sat in a pricing council or a pricing com-
mittee. Ask if pricing is mentioned in the CEO’s speeches 
and annual reports. Is the CEO personally tracking a couple 
of pricing key performance indicators?

3. How critical is pricing in the strategic agenda of 
the organization?

Is pricing listed as a top strategic priority for the company? 
Can you ask to see the strategic roadmap and to discuss 
the strategic initiatives included in this roadmap? Is pricing 
in this roadmap? Or is pricing a sub project among several 
priorities? This is going to be in indication of whether pric-
ing resources and budgets might be available or not. It will 
tell you where you might stand in the food chain.

4. How far is this pricing role from the CEO and the C-
suite? What is the pricing connection to the C-suite?

Pricing needs a direct connection into the C-suite. The more 
difficult the pricing transformation, the more support is need-
ed in the C-suite. I always recommend that pricing executives 
find support and secure “air cover” when it is needed. Typi-
cally, the Chief Financial Officer or Chief Marketing Officer 
might act as relays for the pricing team in the C-suite. If the 
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pricing function reports into IT, sales or administration, do 
not count on too much support. I may be wrong by making 
a generalization, but my experience working with dozens of 
companies leads me to this conclusion. This is why report-
ing lines can make a tremendous difference on how the job 
may really transpire.

5. What was the pricing budget last year and how 
much is it going to grow next year?

If the answer is “zero” or “we are building one,” run for your 
life. It takes money to spend money. The great news is that 
this prospective employer 
is recruiting for a profes-
sional pricing executive. 
The bad news is that there 
is not budget in place 
in the current system. If 
the answer is “you will 
have a small budget” or 
“budgets are tight these 
days,” ask for clarifica-
tions about what “small” 
means. Times are tough 
and functions fight inter-
nally for funds. As the new 
hire, you will be asked to 
listen and keep quiet. It 
may get boring and frus-
trating very quickly.

6. How would you de-
fine the pricing culture 
in your organization?

This is the key question, 
and you might be faced 
with a “deer in the head-
lights” look. What is a 
pricing culture? You can define it for your prospective em-
ployer. You might get a half-way response. Pay attention to 
key words and to body language. You might here things like 
“we have a long way to go” or “we are making progress” or 
“we are not there yet.” Ask them if they ever considered mea-
suring their pricing culture. You will look like a million bucks.

7. Do you have a pricing council or a pricing commit-
tee currently in place?

The presence of a pricing council or a pricing committee 
will tell you that the company has already potentially moved 
from working in silos to working in teams. That also tells you 
that they have gone through the growing pains of deploying 
multi-functional pricing projects. This is a good sign. If there 
is nothing in place, ask then how do teams interact? In what 
forum? Pay attention to the responses, and especially to the 
interactions between sales, marketing, and pricing teams.

8. Have the pricing pains and opportunities been 
clearly identified? If yes, how and by whom?

You need to know who recommended the creation of the 
pricing position you are interviewing for. Is it an internal stim-
ulus or is it the recommendation of a consulting project? Is 
it a new position or a replacement? Along the same lines, 
ask your prospective employer why they do not have inter-
nal people to fill this position? If they have a pricing team in 
place, do they manage succession and talent? Is there is a 
specific reason why they are going outside. But first and fore-
most, find the trigger that led to the creation of this position. 
Beware of situations where a consulting project led to the 
creation of an executive position. Is this the first action the 
company has taken? You might be faced with lots of internal 

resistance and doubt about the 
outcome of the strategy that 
was proposed by the pricing 
consultants. Ask more ques-
tions about the content of this 
project and the its outcome. 

9. What is the state of your 
IT infrastructure and sys-
tems? What ERP and BI 
tools are you running?

The answer to these questions 
will tell you how much time you 
will spend cleaning up bad 
data and assembling data files 
from multiple sources. Working 
with legacy or “home-grown” 
systems from the 80’s and 90’s 
can be challenging. It will also 
create a black hole of costs for 
your budget. I conjecture that 
the state of current systems 
and infrastructure is a tell all 
about the level of technologi-
cal sophistication of the com-
pany you are thinking of joining. 

Managing a team of Excel geeks is not the same as manag-
ing business intelligence experts. No offense.

10. What is the typical salesforce compensation plan? 

This is another indication of how much pricing sophistication 
this future employer possesses. A company that has started 
touching the sore subject of salesforce compensation is 
well on the way towards pricing transformation and pricing 
excellence. Companies that have not will inevitably suffer 
from lack of alignment and some level of resistance from the 
sales force with respect to the pricing agenda. At least, you 
know what you are getting into without asking for it directly.

11. How much time do we have to show significant 
bottom line impact?

What is expected from this position in the next 90, 120 and 
180 days is another key question. Are top executives pa-
tient or impatient? Are they driven by short term results? You 
should also ask about the financial health of the company or 
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division you are interviewing for. Is the new assignment part 
of a turnaround or realignment process? How successful is 
the business currently? All this will change the short term 
agenda for your new job.

12. How is your change culture? Have your assessed 
it in the past?

Last but not least, it is important to ask about the change 
culture and the capacity of the specific organization to take 
on new challenges and to embrace innovation. Then you 
can tie this to the type of tools and innovations you will be 
asked to design, deploy, and integrate. This will also help 
put question 11 into prospective. If the bosses are in a hurry 
or just waking up to the impact of pricing and the organiza-
tion is not good at change, then it is a deadly combination.

Conclusion
The responses to these questions should guide you in making 
an informed decision. It will also help you fully evaluate what you 

are getting into. You might not get answers from the HR people 
in front of you, but the recruiting manager might know more. If 
she or he cannot answer any of these questions, ask to meet with 
a few pricing people already in the organization. This will give 
a real sense of what is happening in the organization and what 
you might be facing.

For example, accepting a newly created Vice President of Pric-
ing or Director of Pricing position in an organization that does 
not have a pricing process is place and no pricing sophistication 
might get very frustrating very quickly, especially if you come from 
an established pricing team with a greater level of pricing sophis-
tication. This will also help you discuss your compensation and 
the objectives of the variable portion. For your own protection, 
you need to evaluate if the pressure you might be facing is rational 
or delusional. Sometimes, top executives have a very short term 
view of pricing impact. They think things can be done in a few 
months. So, do your homework. Prepare these questions. You will 
look very good in the end versus other unprepared candidates.


