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“Every conference has  
its own personality.  

This one is about change.  
How to create change  

and how to lead it.” 
- attendee -

Chilly Chicago weather met PPS’s 
return to in-person pricing conferences, 
yet attendees quickly found an 
overwhelming level of positive, warm 
energy inside the conference hall. 
We’re back. In person. Learning and 
networking - together. The excitement  
was palpable. 

The subsequent pricing conversations  
across industries seemed to center on 
value often and quickly, specifically,  
we need to deliver value and price to 
that end. 

How we do research to understand 
value? And how can we execute price 
optimization using value selling and 
value stories? And in the new normal?

HERE ARE A FEW TAKEAWAYS 
TO BEGIN TO ANSWER THOSE 
QUESTIONS AND MORE...
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1.  Pricing is about more than putting a number 
on a price tag. It is organizational, social, 
and above all, a very human activity. Keynote 
addresses from pricing transformation leaders 
such as Ozge “Oz” Saritosun Kurtoglu from 
Tenneco took us on their journey to value-
based pricing that called out the emotional 
dimension of this work (referring us to 
Maslow’s hierarchy of human needs). Products 
and services meet needs, and some are more 
important (and valuable) than others.

2.  Pricing models and pricing organizations 
need to be resilient and adaptive. DeAnn 
Hammer from 3M shared the importance of 
building resilience during transformation. 
Resilient means being able to flex under 
pressure without crumbling. Adaptive 
organizations are those able to reconfigure 
to reflect the new environment. Be resilient. 
Then adapt. You can’t have one without the 
other. 

3.  Pricing needs to be communicated rapidly 
and consistently across multiple channels. 
Pricing needs to be agile and respond to 
buyers on the channel they want to use. 
Pricing conversations don’t take place on one 
channel alone.  And speed is of the essence. 
Price for both now and future ready in order 
to be relevant on ‘machine time’. 

4.  Value quantifications matter in negotiations. 
Before you begin pricing conversations, 
P.A.U.S.E.:

 Prepare for the negotiation
 Acknowledge the other party’s concerns
 Understand their business
 Sell the value of your solution
 Embrace patience

5.  Pricing excellence requires a broad 
knowledge base. Connect with people across 
many different backgrounds and disciplines, 
and read a broad array of books. Ask your 
mentors, friends, colleagues, and more what 
they’ve found inspirational lately. It’s worth 
the investment. 

6.  When in doubt, remember the 4Cs of 
pricing. During times of change, continuity is 
important. These C’s help keep us grounded 
and on the same page:

 • Costs – We can’t ignore them. 
 •  Customer Value – Consider both  

economic and the emotional value.
 •  Customer Willingness to Pay – ‘Value’  

and ‘WTP’ are not the same thing.
 •  Competition – We don’t get to price  

in a vacuum. 

7.  Pricing to handle volatility. Inflation, supply 
chain challenges, the shift to eCommerce, and 
the overall operating environment are throwing 
up a lot of hard-to-predict challenges. How 
does pricing need to respond? There are many 
facets to the answer. One is speed. We must 
consider omnichannel pricing, and pricing 
needs to be responsive (fast) enough to be part 
of the conversation and not be left behind.

8.  Think through the two key questions buyers 
ask themselves before a purchase. When 
considering our value, we must begin at 
the beginning with the customer journey. 
Customers first answer these two questions 
that require different thinking processes for 
each and have two different answers: ‘Will I 
buy?’ and ‘Which one will I buy?

9.  People buy a story not a product. Most of us do 
not want to be led through a set of equations—
that’s not how we buy. We buy because we 
want to be part of a story, or more specifically, 
we want to take part in ‘the hero’s journey.’ You 
and your solution are NOT the hero in the hero 
journey. The hero is your customer.

10.  Grow your network and find thinking partners. 
Attendees were clearly hungry to meet and 
connect with other pricers with so many of us 
new to our roles and/or new to the discipline. 
Let’s face it. Pricing can be isolating. We shared 
common challenges and brainstormed solutions 
that just can’t be mimicked in the virtual 
environment. We benchmarked, shared pain 
points, and grew our network which benefit us 
all well beyond the 2 or 4 days we spent together.

I plan to keep nurturing the connections I made in Chicago. 
Next up, The PPS Fall Conference in San Francisco - October 2022.

See you then. 


