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Demographics & Methodology 
Business Demographics 
 
Business Organization & Number of Workers 
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Business Demographics 
 

The sample included mostly large to very large companies… 
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…with a high proportion of European respondents. 
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Results & Insights 
Pricing Organization 
 
Pricing Within the Organization 
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Results & Insights 
Increasingly, a pricing function takes on responsibility for pricing 
management. 
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Results & Insights 
There are significant differences in organization for list price setting versus 
discounts and rebates. 
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Results & Insights 
List price setting is mostly driven by marketing and product functions 
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List price setting is most often driven by marketing and product functions. 
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Results & Insights 
The setting of client discounts is most often driven by sales functions. 
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Results & Insights 
The setting of client discounts is most often driven by sales functions. 
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Results & Insights 
How good are you? The Price-Value Self Assessment: 
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Performance is not always aligned with lever effectiveness. 
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Results & Insights 
Pricing Strategies 
 

Pricing Strategies within the Organization 
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Numerous Initiatives to help improve pricing performance 
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Results & Insights 
Numerous Initiatives to help improve pricing performance 
 
Pricing Performance 
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Results & Insights 
Performance Management Process Maturity levels 



31 SPMG Strategic Marketing Pricing Group 

Results & Insights 
The majority of respondents operate at levels 2 or 3 of pricing excellence. 
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Results & Insights 
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Steps to Pricing Performance 
 
Feedback: 

 
 

 

“10 Years ago, Pricing was not even on the radar screen, not it was considered a major contributor 

to performance and competitiveness”  

“We put customer value at the center of our strategy & our competitive strategy – Our major 

strategic thrust is to better understand & measure what creates value for customers and to better 

reflect it in our service offering."  

“The economic crisis has, if anything, reinforced the importance given to pricing. Through effective 

pricing discipline, organization & execution, we defended margins during the recession & avoided a 

costly price war .” 
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Steps to Pricing Performance 
 
Feedback: 

Price based competition & the development of Generics is our main threat today. Pricing & Value 

strategies are the keys to our strategy & future success.”  

“Honestly, our company has not put much focus on pricing in the past. But now we realize its key 

impact on performance & bottom line and we intend to rapidly improve our pricing performance. It 

has become a key company initiative.” 

Based on the success of pilot projects, we intend to roll out our pricing approach globally & to make 

Pricing a key competitive weapon for this company 

 



36 SPMG Strategic Marketing Pricing Group 

Steps to Pricing Performance 
The visibility of pricing within the company is on the increase. 
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Steps to Pricing Performance 

 
Feedback: 

 
 

"80% of Pricing is driven by organizational discipline and clear responsibilities. Prices drives 

volumes and volumes drives prices. By having a clear business process in place which starts at 

price administration and extends all the way to supporting Value Based Selling, you can 

significantly impact competitiveness & bottom line”. 

A lot of theories of value pricing are truly right but I have installed a best practice starting bottom up 

and understand where and why we are not selling and track why new business” 

“The biggest organizational threat is customer intimacy of marketing & sales for any price activity 

so I am pleased to be a part of Finance to be the final decision maker of 900MM$ turnover.“ 
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Steps to Pricing Performance 

 
Feedback: 

 
 

“I have found it helpful to ask people ""Who is responsible for managing the value that your 

customer's receive from your solutions?"" and ""Who is responsible for optimizing the profitability of 

the solutions you provide to your customers?"" When these are not part of the same organization, 

I go on to ask ""How are customer value creation and customer profitability management 

reconciled?"“ 

“Peer pricing tools are currently of main interest for our Business Unit” 

“When we talk about pricing, we should not miss the other equation: cost elements” 
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Steps to Pricing Performance 
Performance is not always aligned with lever effectiveness. 
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Steps to Pricing Performance 
Pricing Organization – Influence vs Focus 
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Steps to Pricing Performance 
During improvement implementation, pricing scope & influence is still 
limited. 
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Steps to Pricing Performance 
Key drivers of discounts & rebates performance: working together. 
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Steps to Pricing Performance 
Key drivers of discounts & rebates performance: visibility & pricing 
infrastructure. 
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Michael is an internationally renowned 

Pricing Consultant who has helped 

companies is multiple industries around 

the world develop their Pricing Strategy 

and find extra revenue and profit. 

Michael Hurwich, 
M.B.A., President SPMG 

One of the foremost Pricing Consultants around the world, Michael has consulted to major Fortune 

500 firms for the past 18 years. He started his consulting career at Braxton Associates, the strategic 

arm of Deloitte & Touche Consulting Group. During his consulting career, Michael has developed 

numerous corporate pricing and business unit strategies for a broad range of Key Accounts in a 

broad range of industries including telecommunications, finance and insurance, software, logistics 

and distribution, pharmaceuticals, Medical Equipment OEM's, retail and not-for-profits. 

 

Michael has written numerous articles on pricing and marketing strategies including, “Pricing in 

Turbulent Times”, “Managing 100 Basis Points”, “Pricing for Speed: A Pharmaceutical Case”, and 

“Pricing in Channel Management”. He has recently published a 285 page book (March 2013) called 

the “Joy of Pricing”. He is also a frequent lecturer in China, India, Singapore, Dubai, Malaysia, the 

U.S., Europe and Canada to name a few. Some of Michael’s Key Accounts and past relevant 

engagements include, Tyco Security Systems, Tenaga Switchgear, California Power Exchange, 

Verizon, IBM, CWS Industries, Orthofix Italy, too name a few. 

 

Michael has an M.B.A. in Corporate Finance & International Marketing from the Olin School of 

Business, Babson College, Boston and an Honors BA, Managerial Economics/Marketing. 

 

Industry Specialization: 

Services Driven Businesses 

Telephone Companies 

Financial Services 

Fast-Moving Consumer Goods 

Manufacturing & Distribution 

 


