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Pricing is a STAR in Brussels 2008
I am pleased to be your host at the Professional Pricing Society’s Annual Conference 
on European and Global Pricing at the Sheraton Brussels Hotel. Once again, we’ve 
assembled the European and global leading experts to provide you with the pricing 
information you need to stay on top of your field and take your pricing practice to the 
next level.

This European and Global Pricing Conference is designed to help pricing 
professionals gain the best practices, industry trends and strategic pricing skills 
to advance career-wise while providing the foundation to improve your company’s 
competitive position and increase profitability.

Professional Pricing Society — a world recognised resource
PPS is widely recognised as the most trusted resource in the pricing field. 

We connect you to professionals and experts in the European and global pricing 
community so you can interact with peers who face the same experiences and challenges as you. At PPS 
Pricing Conferences you will see the pricing community come together - peers, consulting experts and pricing 
software providers—a “One stop shopping destination for all things in Pricing.”

Only in Brussels this year will you get the opportunity to tap directly into the collective experience and 
knowledge of your pricing peers – sharing ideas, experiences and best practices.

Two days packed with unparalleled pricing knowledge and networking…
The first day in Brussels on 13 November includes a selection of highly educational Certified Pricing 

Professional (CPP) workshops. Regardless of your level of experience with pricing, PPS offers the only 
opportunity to step outside your organisation and learn pricing from leading experts in the field. Pricing 
professionals seeking the prestigious CPP designation benefit from a multi-stage training curriculum designed 
to support, educate and elevate their pricing practice. 

Then, on 14 November, we continue with a full day of exciting and interactive general sessions and 
breakouts presented by your European peer practitioners as well as Europe’s finest experts in pricing. Don’t 
miss your opportunity to connect with leading pricing technology providers and experts from around the world 
in our Sponsor Hall and network with your pricing peers in our Gala Reception on Thursday night. 

Pricing’s a Star in Europe! And pricing will make you a star in your company! Only here in Brussels will you 
learn the most cutting-edge pricing tools and tactics to help your company increase profitability and beat the 
competition. If pricing is key to your success, you don’t want to miss out this stellar event in the vast universe 
of European and global pricing strategy, tactics and management.

See you in Brussels!

       Sincerely,

       Eric Mitchell, President, Professional Pricing Society

Eric Mitchell  
PPS President
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WHAT’S IN IT FOR ME?
•	Regardless of your level of experience in pricing, the PPS European and Global 

Pricing Conference is designed to give you the best practices, industry trends and 
strategic pricing skills to stay ahead of the competition. Not only will you learn 
practical tools to leverage back at the office, you will attain lifelong learning to help 
you advance your career.

• The Professional Pricing Society Sponsor Hall will be packed with the world’s 
leading pricing technology providers and experts from around the world — ready to 
share the latest developments in the pricing field.

• By attending one of the four CPP (Certified Pricing Professional) workshops on 13 
November, you’ll return to your office armed with the latest in pricing innovations 
and best practices. You’ll also earn credit towards the prestigious CPP designation, 
which identifies you as an accomplished pricing professional.

• More than 200 executives from Europe and other key regions of the world will 
attend the European and Global Pricing Conference in Brussels. Only here will 
you be able to network with pricing experts and your peers, forging valuable 
connections within the pricing community. 

WHAT’S IN IT FOR MY COMPANY?
• At the PPS European and Global Pricing Conference, you will learn proven methods 

and best practices to help your company increase profitability and beat the 
competition. 

• We make it easy to share what you’ve learned after the conference with others 
in your organisation. PPS provides attendees with a full manual and companion 
CD containing of all of our valuable speaker presentations. You can immediately 
demonstrate your new ideas on how to price your products and services back at 
the office! The Conference CD is available only for attendees.

• PPS conferences are always an exceptional value. At the PPS member price of 
€2,095, you can attend the world’s leading pricing conference and feel confident 
that you are learning from the most trusted resource in the field of pricing.

GET YOUR COMPANY BUY-IN
Review this brochure to identify which workshops and conference topics best 

address your specific needs and those of your organisation. Below is a list of benefits 
that recent attendees told us they received from their conference experience. Be sure 
to describe the benefits to your organisation and how your attendance will help you 
make an impact when you return to the office.

Here are just some of the benefits of your attendance:

• Get practical solutions to complex 
pricing problems

• Analyse best practices and 
management trends

• Adopt world-class pricing tactics  
and strategies

• Network with other pricing 
professionals for insights

• Learn from the very best in the  
field of pricing

The Professional Pricing 
Society (PPS) Story

For over 25 years, The Professional 
Pricing Society (PPS) has been the 
voice of the pricing profession, providing 
valuable pricing strategies, publications, 
professional networking, numerous free 
community services and a wide array 
of pricing resources. PPS is a global 
membership organisation dedicated 
to the advancement of best pricing 
practices across major industries. Our 
network includes nearly 3,500 active 
members worldwide from more than 
500 leading companies in 50 countries.

PPS is also recognised as the most 
trusted resource in the pricing field. 
We connect you to professionals and 
experts in the pricing community so 
you can exchange ideas with peers who 
face the same challenges as you. PPS 
events are the place where the pricing 
community comes together. 

Commitment to Pricing
PPS is committed to the 

advancement of pricing around the 
world and delivers world-class training, 
events and resources in the field of 
pricing. Currently, we produce three 
major annual pricing conferences 
in Europe and North America. Each 
conference assembles the finest 
experts in the world. PPS also offers 
more than two dozen, full-day training 
workshops every year, taught by leading 
pricing consultants and academics. 
These workshops also serve as the 
foundation for the PPS Certified Pricing 
Professional (CPP) designation, a multi-
stage training curriculum designed to 
support, educate and elevate the global 
pricing professional. 

Publications and Web Resources
PPS also provides access to the most 

valuable print and online resources in 
the pricing field. We publish the monthly 
Pricing Advisor Newsletter and the 
quarterly Journal of Professional Pricing, 
covering the latest topics and expert 
advice in the field. Our website, www.
pricingsociety.com continues to serve as 
the leading source for online resources, 
articles, whitepapers, and on-demand 
webinar recordings.

To learn more about PPS, its mission, 
services and events; please visit our 
website at: 

www.pricingsociety.com 

Why Attendance is Vital

“Its always great to know that there are other pricers out there 
experiencing the same issues and opportunities that you do! 
Congratulations to the PPS for making it over to Europe.”

Matthew Moody, RCI Europe



PRESENTER:

Paul S. Hunt
President, 
Pricing Solutions 

Paul Hunt is a leading 
consultant in the field of pricing 
strategy. Over the past 18 years 

Paul has focused on pricing and has conducted 
over 500 engagements that have delivered more 
than 1 billion dollars worth of value. 

Paul works extensively in both B2B and B2C 
and has cross pollinated best practices across 
the two business models that have lead to 
significant returns for his clients. 

PRESENTER:

Tony Hodson
Managing Director,  
Pricing Solutions UK

Tony leads the UK division 
of Pricing Solutions. In that 
capacity he is responsible 

for the growth of Pricing Solutions in the 
UK. Tony has consulted for many leading 
organisations, including: Royal Mail, Siemens, 
Reuters, Pfizer, Barclays Bank, Parcelforce, 
Thomas Cook, Experian and the NHS. His 
experience includes developing Pricing strategy, 
improving pricing processes and controls, and 
developing segmented pricing approaches. 
Prior to becoming a consultant, Tony spent 
several years as the global pricing manager for a 
Fortune 500 company. In that capacity he was 
responsible for creating the pricing department 
and managing pricing across multiple markets. 
Tony is a member of the Chartered Institute of 
Management Accountants.

The Pricing STraTegy Playbook
About This Workshop

This workshop will be focused on helping pricers become more effective strategists. Strategy is 
the first stage of the pricing process and arguably the most critical, but most pricers do not have 
effective frameworks and tools for engaging their organisation in this process. 

Module 1 – Overview
 The four C’s of a good pricing strategy •	
(Customer, Cost, Capacity, Competition)

 Necessary conditions to developing an •	
effective pricing strategy

 Diagnosis of organisational gaps•	

Module 2 – Customer
 High-impact pricing strategies for •	
customers

 Frameworks for understanding, measuring •	
and quantifying value

 Segmentation and price structures•	

Module 3 – Competition
 How to deploy effective competitive pricing •	
strategies

 How to assess the likelihood of a price war •	
erupting within your business

 Groups will compete in an experimental •	
“Price Wars” game

Module 4 – Costs
 How to connect costs to pricing strategies•	

 Cost structures (high fixed, low variable, •	
low fixed, high variable, etc.) in developing 
strategy

 How to gather better costing information•	

Module 5 – Capacity Utilisation
 How to measure the impact of industry •	
capacity utilisation on pricing

 Group exercise on capacity and pricing•	
This workshop includes exercises, simulations 

and case studies that allow pricers to see the 
impact of their decisions. In particular, we will 
focus on the Pricing Strategy Playbook as the 
key tool for driving organisational change and 
bringing clarity to the pricing strategy process.

For those working 
toward the full 

Certified Pricing 
Professional 

designation, this 
course counts as 

ONE CREdiT.

“Excellent platform 
to hear pricing 
experiences from 
other industries 
and gain insight 
into new pricing 
techniques.” 

John Burdass,  
Head of Pricing 
Colt Telecom. 
London UK
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13 NovEmBEr 2008 • Day 1 (Select 1 of 4 WorkShopS)

AGENdA
Thursday,  
13 November 2008

9:00 •	
Registration

10:00 – 12:00  •	
Morning Session

12:00 – 13:30 •	
Luncheon

13:30 – 17:00  •	
Afternoon Session

18:30 •	
Gala Networking 
Reception, 
Sponsored by Zilliant



PRESENTER:

Andreas Hinterhuber
Partner of Hinterhuber & Partners

Andreas Hinterhuber is a Partner of HINTERHUBER & PARTNERS, a consultancy 
specialised in strategy, pricing, and leadership. He is also a visiting professor at 
Bocconi (Milan, Italy) and at Tsinghua University (Beijing, China). Previously he was a 
Marketing Executive with Bayer AG where he was responsible for the Group’s largest 

product group with worldwide responsibilities. 
He has worked in the US, Japan, China, and Germany. He is currently consulting with leading 

companies in Europe, China, and the US. He has an M.A. from Bocconi University (Milan, Italy) and a 
Ph.D. from the University of Vienna (Austria). He lives in Innsbruck, Austria and has published thought 
leading articles on pricing strategies in Industrial Marketing Management, Journal of Business 
Strategy and other journals.

Pricing Excellence in B2B: A Case Study in 
Basic Materials

Like many other companies in the 90s, a 
producer of basic materials faces pressure 
from low price rivals from India and China, and 
revenues start to decline. Should the company 
lower prices and erode margins, or should the 
company maintain prices and risk losing even 
more customers? 

Attendees of this workshop will learn how this 
company implements a radically different option 
resulting in a dramatic success. Cannibalisation 
is minimal, margins of the company’s 
mainstream brand stabilise, and new markets 
are tapped. 

Pricing Excellence in B2B and B2C: A Case 
Study in Chemicals

Attendees of this workshop will learn how a 

company operating in a heavily commoditizing 
industry uses with success a combination 
of aggressive and creative pricing strategies 
to defend volumes in low end markets and, 
contemporarily, to achieve premium prices in 
segmented niche markets. 

Pricing Blunders in B2B: The Case of the 
New Product Launch in the Food Category

Attendees of this workshop will learn which 
mistakes pricing and marketing managers must 
avoid when launching a new product in the 
consumer goods industry. 

Summary and Key Takeaways
The session concludes with a summary of 

main points for increasing the effectiveness of 
the pricing function. 

For those working 
toward the full 

Certified Pricing 
Professional 

designation, this 
course counts as 

ONE CREdiT.

“I particularly 
enjoyed the 
networking 
opportunities 
with “colleagues” 
fighting for the 
same goals and 
learning much 
about  possibilities 
to tackle these 
challenges.”

Gabriele 
Brambach 
Manager 
Robert-Bosch 
GmbH 
Germany
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caSe STudieS in STraTegic Pricing 
About This Workshop

Pricing professionals are well familiar with general principles of pricing. What many pricing 
professionals lack are examples of successful and less successful case studies against which to 
benchmark their own pricing strategies and tactics. In this workshop Andreas Hinterhuber presents 
case studies illustrating excellence and mediocrity in B2B and B2C pricing. 

The case studies illustrate which mechanisms (i.e. value creation, value communication, market 
segmentation, tactical pricing) pricing managers can use to implement profitable pricing strategies 
despite internal and external resistance. 

Key Topics include:

13 NovEmBEr 2008 • Day 1 (Select 1 of 4 WorkShopS)

AGENdA
Thursday,  
13 November 2008

9:00 •	
Registration

10:00 – 12:00  •	
Morning Session

12:00 – 13:30 •	
Luncheon

13:30 – 17:00  •	
Afternoon Session

18:30 •	
Gala Networking 
Reception, 
Sponsored by Zilliant

“The workshop were very interesting; the possibility to ask questions at  
any moment during the course made it possible to further discuss topics of 
particular interest.”

    Laura Kooijman, Pricing Manager,  
    Akzo Nobel Powder Coatings, The Netherlands



For those working 
toward the full 

Certified Pricing 
Professional 

designation, this 
course counts as 

ONE CREdiT.

“The opportunity 
to network with 
people in the 
same field was 
invaluable, as was 
being able to talk 
to consultants 
in the field of 
pricing.” 

Nigel Bourke, 
Hogg Robinson 
Ltd. (UK)
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PRESENTER:

Mark Billige
Senior Consultant, SIMON-KUCHER & PARTNERS 
Strategy & Marketing Consultants

Mark is a Senior Consultant with Simon-Kucher 
& Partners in London where he specialises in 
developing pricing and commercial strategies for a 

range of client industries but with particular experience within the 
telecoms and media sector. 

Mark has over seven years experience in this field both as a 
pricing and practitioner and is often a speaker or chairman at 
conferences on the subject of pricing.

core Pricing SkillS
About This Workshop

This comprehensive pricing workshop will review all the essentials of price optimisation using 
dozens of cases from a variety of industries to support the theory. The working format is “full 
interactivity” giving all participants the opportunity to ask questions and add from their own 
experience. Participants can, if they wish, indicate the industry they represent when they sign up for 
the conference so that cases can be selected accordingly.

Session 1: Pricing - THE Profit Lever
The importance of price in the profit •	
equation 

Why pricing now has boardroom attention•	

How a 2% price increase can double •	
profits 

Developing an optimal pricing process for •	
the organisation — setting the framework

The key variables for price optimisation •	
(e.g. Price elasticity, value-to-customer, 
willingness to-pay, relative value)

Session 2: Value Pricing — 
Optimising Price Structure And 
Price Level

Understanding and quantifying value-to-•	
customer

Measuring and understanding price •	
elasticities — how volume is linked to price

Quantifying the customers’ willingness- •	
to-pay 

Tools and methodologies for value •	
measurement and price optimisation (i.e. 
Conjoint analysis, direct pricing questioning 
techniques, decision support modeling)

Innovative pricing strategies, i.e. Bundling, •	
non—linear pricing, optimal promotional 
design

In this session we will include demos 
and interactive use of selected tools and 
methodologies to measure value and to 
determine the optimal price level.

Session 3: Price differentiation 
— Optimal Pricing For different 
Customer Segments

Segmentation - concept and profit impact •	

Using customer value for segmentation•	

Segmentation as the foundation for price •	
and product differentiation

Channel-based differentiation•	

Differentiation strategies to increase •	
profits and customer loyalty

Innovative differentiation cases•	

Session 4: Price implementation
How to implement price increases •	

How to avoid price wars•	

Understanding the real net-net price•	

Designing discount systems for growth•	

Creating win-win situations for supplier & •	
retailers 

European price harmonisation •	

Price organisation•	

Cases from wide range of industries•	

“My team got a lot out 
of the certification 
training. Thanks to 
the PPS team for a 
great job of setting it 
all up.”

Tom Schwartz, 
RadioShack



PRESENTER:

Marc Abels
Senior Manager, Deloitte Consulting Belgium

Marc Abels is a Senior Manager at Deloitte Consulting Belgium and works primarily 
in the Customer and Markets Strategy service line. 

Marc has over 8 years of experience in the discrete manufacturing industry and is 
an active member of Deloitte’s Global Pricing Practice and one of the driving forces 
behind Deloitte’s European Pricing Centre of Excellence. Marc is a subject matter 
expert on pricing, revenue and margin improvement and sales effectiveness. 

how To build an oPTimal Pricing and 
diScounT STrucTure ThaT SuPPorTS buSineSS 
STraTegy acroSS differenT markeTS
About This Workshop

Increased product and service variety, diverse local market circumstances, increased power of 
customers and merger & acquisitions result in complex pricing and discounting systems for many 
companies. Such systems are not only difficult to maintain but also subject to costly errors and 
inconsistencies. Missing internal coordination across and within markets can only worsen profits. 
Increased exposure to international price differences can lead to parallel trade and price erosion. 

In this workshop, you will learn how to create a more efficient pricing and discounting structure that 
makes your business less susceptible to international price differences. You will learn how to design 
and implement a highly performing framework that helps drive your company’s growth strategy. 
Several cases will be used throughout the workshop to provide you with direct applicable tips and 
tricks and insightful lessons learned.

Key Topics include:

Assessing the performance of your current 
pricing and discounting structure

How to structure the complex and diverse •	
set of price and discounting options

Draw definitive insights from a detailed •	
usage analysis

How to compare compliance to the •	
established rules

How to assess consistency across your •	
portfolio of products and customers

design a new and more effective pricing and 
discounting structure

Align your business strategy in terms of •	
profitability by growing certain markets 
and products and evaluate the exposure 
risk to parallel trade

How to determine the optimal mix •	
between “On Invoice” and “Off Invoice” 
discounts

How to make your type of discounts more •	
conditional and explicit 

How to take into account the value of •	
customers and the value for customers

Key steps to implement your new pricing and 
discounting structure

How to successfully implement new •	
processes and organisational structures 

How to direct the appropriate execution by •	
your sales force

How to rollout across different markets•	

How to gain acceptance from highly •	
sensitive customers

Monitoring your performance after 
implementation

How to make the new structure •	
sustainable

How to select and monitor the right key •	
performance indicators

Which corrective measures exist for which •	
deviations

For those working 
toward the full 

Certified Pricing 
Professional 

designation, this 
course counts as 

ONE CREdiT.

“Coming from the 
airline business, 
it was, just as 
I had hoped, a 
good experience to 
learn how other 
business’ apply 
and work with 
pricing. Even if 
I am based in 
Europe I could 
take with me quite 
a lot.”

Lars Sandstrom, 
SAS Group, 
Sweden 
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8:30   welcome
Eric Mitchell, President, Professional Pricing Society 

9:00   SucceSSful imPlemenTaTion of Pricing STraTegieS 
Speaker: Nicolai Broby Eckert, Partner, Implement A/S 

Many companies are investing considerable resources in complex price analysis and price 
strategy development, but few are investing the needed resources in securing effective imple-
mentation of these strategies. Pricing is not an exact science and the ability to implement and 
adjust pricing initiatives is therefore crucial for the success of any pricing strategy.

Based on a case from one of his Scandinavian clients, Nicolai will go through the typical 
challenges that arise when implementing pricing strategies: He will also demonstrate the key 
role that the sales & marketing organisation plays in the implementation of pricing strategies. 

This presentation will help attendees implement pricing strategies successfully by introducing:
A step by step guide to price strategy implementation•	

A list of the key challenges of price strategy implementation•	

A better understanding of the key role that the sales and marketing organisations play •	

9:45   break / ViSiT SPonSorS

10:15   linking Value baSed Pricing To cuSTomer exPerience 
Francois Delvaux, Managing Consultant, The House of Marketing

Véronique Vergeynst, Senior Consultant, The House of Marketing
Customer experience is everything that contributes to making the brand and the business 

strategy tangible for the customer. Great customer experience and optimal results are achieved 
when the operational reality is aligned with the brand value promise and business objectives. 

This session will share common practices and learnings to having pricing aligned with driving 
desired customer experiences.

in this session, attendees will:

Get an overview of customer experience management and role of pricing•	

Discover pitfalls and opportunities during customer’s moment of truth•	

Learn how companies applied pricing as part of customer experience•	

Walk away will tips to implement pricing strategy as part of enhanced customer •	
experiences

14 NovEmBEr 2008 • Day 2 Morning • general SeSSion

“When you meet at industry conferences people within 
the same industry tend to have the same problems and 
solutions. It’s great to attend conferences with people from 
different industries, as maybe another is doing something 
that works really well and you can adapt that for  
your own.”

  Amana Ahmad, Pricing Strategy Manager EMEA 
  International Hotel Group, United Kingdom
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11:00   hidden chamPionS of The 21ST cenTury — 
Value and Price STraTegieS of The world’S  
beST unknown comPanieS
Speaker: Professor Hermann Simon is the founder and chairman of Simon-Kucher & 
Partners Strategy and Marketing Consultants, the world’s largest pricing consulting 
practice with 17 offices in 12 countries. He is a leading strategy, marketing, and pricing 
expert who consults with corporations worldwide.

Hidden Champions are little known world market leaders with less than 3 billion Euros 
(approximately US $5 billion) in revenue. What are the secrets behind these Hidden Champions’ 
strategies that enable them to consistently outgrow their markets, to be able to retain their 
leadership position despite increasing competition, and to achieve above average profitability? 

An in-depth analysis of over 500 Hidden Champions has revealed a host of superb 
management strategies that can serve as benchmarks for other organisations. Delivering value 
and extracting value through smart pricing are only some aspects that these Hidden Champions 
do superbly well.

11:45   luncheon

14 NovEmBEr 2008 • Day 2 Morning • general SeSSion

Pricing 
      is a
   Star!

“The Professional Pricing 
Conference is consistently 
the best quality conference 
I attend. There is always a 
return on investment for me 
and my firm.”

Brian Sharp,  
Director of Marketing & 
Sales, Lord Corporation
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14 NovEmBEr 2008 • Day 2 afternoon • Breakout SeSSionS

13:00  

13:00  

13:00  

PRACTiTiONER TRACK

making Price changeS STick

Speaker: uriah smith,  
Speedy Hire Plc

Following an acquisition, Uriah Smith was charged 
with the role of combining the two company 
catalogues and making the most appropriate pricing 
recommendation for the products on offer. 

In an extremely fierce and competitive marketplace, 
he provided recommended price points as well as 
minimum/maximum price points amongst competitors, 
for the key SKUs. As a result, Uriah delivered £18.5m in 

benefits to the business.
Now the challenge was with the sales team to make 

it stick ...!!

Attendees will learn:

Key steps to price harmonisation •	

How to educate and motivate the sales force to •	
retain margin

The client side realities to pricing management•	

CONSULTANT TRACK

whaT’S nexT for SerViceS Pricing?  
moVing from confronTaTion To alignmenT

Speaker: Kevin J Doolan,  
Eversheds LLP

How do you move from debates 
over rates per hour (is cheaper really 
better?) and the high risk of fixed 
fees for a project to a collaborative 
approach matching deliverable results 

for the buyer and profit for the seller? How can you 
structure an offer that even procurement will welcome? 
Drawing on real life experience negotiating global 
services agreements with some of the world’s biggest 
multinationals, learn how to move the argument away 

from price per unit to pricing based on real measures of 
the benefits given to the buyer.

Attendees will learn:

How buyers’ behaviors may differ when buying •	
specialist, mainstream and routine services and 
why offers must vary 

Problems of charging by the hour and the bigger •	
problems of agreeing to a fixed or capped fee

How to structure services offers that protect both •	
seller and buyer enabling both to benefit from 
metrics-driven pricing

PRiCiNG STRATEGy TRACK

how To PuT Pricing STraTegy ahead of  
Pricing SofTware SySTemS

Speaker: Chethan sharma, 
Director, Simon-Kucher & 
Partners 

Pricing is now on top of the list of 
the C-suite agenda. Businesses are 
heavily investing in implementing 
pricing system software as evidenced 

by the growth in the number of players and revenues 
in this sector. However, businesses may not be reaping 
the full benefits of getting their pricing strategy right 
as system implementation is typically focused on 
operationalising current pricing practices as opposed to 
getting the foundations of the pricing strategy right. 

This session will focus on how to put strategy ahead 
of systems and discuss:

Pricing system software - a “hot” growth area•	

Pricing strategy and its elements •	

Strategy elements to focus on •	

Pricing psychology elements and difficulty in •	
automation 

Benefits and pitfalls •	

Best practice and takeaways•	

Attendees are free to select between tracks.

“It is very interesting to see the  
growing importance of price in a  
profitable organisation.” 

 Theo Geurts, 
 Revenue Management Supervisor 
 Caterpillar, Switzerland



13:45  

13:45  

13:45  

PRACTiTiONER TRACK

The road To Pricing excellence iS ScaTTered wiTh blockS 
To SucceSS — learning from PracTical exPerience

Speaker: Dr. Matthias 
Hofmann-Kamensky,  
Project Leader Pricing, Ciba, Inc.

When a company starts a pricing 
improvement program it can encounter 
numerous blocks to success (i.e. 
attitudes and missing skills at sales, 

inability to measure price improvements). They develop 
as the program grows bigger and gains momentum. We 
have encountered many blocks and drawing from these 

experiences, have learned how to approach them and 
find ways around them. Come learn how developing 
an argumentation for managers to get their people 
around the blocks to success in price setting and 
implementation. 

Attendees will learn:

How to detect blocks to success•	

What are the most relevant blocks•	

Why managers need to tackle them•	

CONSULTANT TRACK

naVigaTing The daTa black hole: how To obTain, clean and 
communicaTe meaningful Pricing daTa

Speaker: Jan Krasnodebski, 
Director, Seld

Decision makers require good 
data and analysis for taking actions. 
However, it is rare for pricing 
departments that are relatively new 
to have good data as corporate 

systems are rarely structured for pricing. Rather, data 
are used from sales reporting, supply chain or financial 
control databases. In terms of analysis, the infamous 
scatter price-volume plot is often generated, but what 
actionable insight does it bring?

The presentation focuses on the needs of a pricer, 
and shows how he can relatively quickly implement 
price-monitoring systems and reports and improve the 
quality of the data and insight they bring.

Attendees will:

Learn to uncover sources and approaches for •	
obtaining, filtering and cleaning data for pricing

Understand the pitfalls and strengths of various •	
pricing presentation formats

Develop key pricing reports and dashboards •	
for multiple stakeholders: marketing, sales, 
management

PRiCiNG STRATEGy TRACK

SuSTaining Pricing excellence Through effecTiVely 
organiSing your Pricing funcTion

Speakers: larry Montan, 
Director Sales Effectiveness, 
Deloitte Consulting LLP and 
geert Vercaeren, Director, 
Deloitte Consulting LLP

Organising your pricing function 
is a challenge, especially in a global 
company where you must ensure 
global consistency and still allow for 
local freedom regarding your pricing 
organisation. It is also a challenge 
to organise and manage your pricing 
function in multiple countries where 

you need cultural alignment and need to have global 
consistency as well. How can you organise and manage 
your pricing function to sustain pricing excellence by 
optimising the effectiveness of individuals involved 
in your pricing function? How can you optimise your 
human capital of pricing function to achieve sustainable 
growth? Learn from real-world examples how to set up 
and successfully manage your pricing organisation. 

Attendees will learn: 

Current challenges in global EMEA•	

How to organise your pricing function•	

How to manage your pricing function•	
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14:30  afTernoon break / ViSiT SPonSorS

14 NovEmBEr 2008 • Day 2 afternoon • Breakout SeSSionS
Attendees are free to select between tracks.
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14 NovEmBEr 2008 • Day 2 afternoon • Breakout SeSSionS

15:00  

15:00  

15:00  

PRACTiTiONER TRACK

an oVerView of The STraTegic Pricing ProceSS: deVeloPing 
a STraTegy and making iT haPPen

Speaker: roberto Bedotto,  
Global Pricing Director,  
CARRIER RLCI

Tackling the strategic side of pricing 
is one of the most difficult sides of the 
pricing function.

Lack or high cost of hard data from 
one side, and level and power of the 

stakeholders involved from the other, make it so that 
the strategic dimension of pricing is not really touched. 

The outcome is a strategy, which is more a 
stratification of past pricing practices, rather than an 

active support to the overall strategy of the company. 
Even if a pricing strategy is developed, the issue 
becomes how to have the organisation buy into it and 
implement it.

Attendees will learn:

The steps and tools used to develop a hands-on •	
approach to the pricing strategy process

Ways to insure the pricing strategy is aligned with •	
the company’s overall strategy

How to effectively communicate the pricing strategy •	
internally and prepare for implementation 

CONSULTANT TRACK

inTernaTional key accounTS: managing PriceS  
acroSS borderS

Speaker: finn H. Hansen, CEO,  
Stratinis 

Suppliers in many industries, sell the 
same product in different countries 
to different subsidiaries of the same 
international key account - often with 
very discount levels and net prices. 

These key accounts become increasingly professional 
and compare price levels across borders, asking for the 
lowest common denominator to be applied around the 
globe, with damaging effects to the suppliers’ margins. 
Learn through actual cases how to defend and manage 

net price differences with international key accounts 
while maintaining or growing the business with them.

Attendees will learn: 

What to look for when comparing prices in different •	
countries, currencies, cultures and accounting 
standards;

How to engage proactively with international key •	
accounts when it comes to pricing; and

How to maintain international price differences •	
and avoid the lowest common denominator being 
applied across all countries

PRiCiNG STRATEGy TRACK

building a Pricing STraTegy wiTh ShorT-Term ProfiT 
imProVemenTS

Speaker: per Högberg,  
Senior Partner & Founder, 
PriceGain

Many companies manage their 
pricing on a deal-to-deal basis without 
a clear pricing strategy. Often, this 
results in prices that will win the 

deal but leave profit on the table. The need to move 
towards a strategic approach to pricing is acknowledged 
but is constantly challenged by short-term business 

improvement goals. This presentation will discuss ways 
to develop a coherent pricing strategy whilst delivering 
tactical profit improvements.

Attendees will learn: 

How to balance between strategic and tactical •	
goals when developing the pricing

How to ensure support from top management •	
through quick return on investment

How to get the needed support from sales•	

Attendees are free to select between tracks.



Speaker: John Burdass, Head of 
Pricing, COLT Telecommunications 

It is simply not enough to have a 
great pricing strategy, market prices 
pitched at just the right level and 
pricing tools that on the surface 
look to deliver just what you want. 

Multinational companies are complex by nature and 
require pricing managers to both carefully plan and 
execute the pricing function within their company to 
ensure it delivers real and tangible business benefits. 
What are the common pitfalls in implementing effective 
pricing in a business and what should you do to 
avoid them? What are the things that you must do to 

ensure your pricing efforts deliver on their promises? 
Learn from real case studies and see what critical 
components are required to ensure effective end to end 
pricing in your company and how you should go about 
implementing them. 

Attendees will learn: 

The common pitfalls of implementing end to end •	
pricing and how to avoid them 

What you can do to ensure pricing is an integral •	
part of your business

The key elements required for an effective pricing •	
framework
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15:45  

15:45  

15:45  

PRACTiTiONER TRACK

making Pricing work in mulTinaTional comPanieS

CONSULTANT TRACK

daTa rich, inSighT Poor

Speaker: Chris Mee,  
Pricing Data Analytics Expert, Accenture

With customers becoming increasingly price sensitive, 
and with a large majority of brand choice decisions 
being made in front of the shelf, pricing smartly has 
never been as important to companies. Whether 
it is every day regular price decisions, mark down 
management or promotional planning, companies are 
increasingly sweating their data to gain competitive 
advantages. Yet while many companies are “data rich,” 

few are fully exploiting data to optimise their pricing 
strategies. Accenture will share examples of effective 
pricing strategies including how companies:

Estimate the net profitability of pricing decisions •	
incorporating sophisticated supplier funding 

Grow private label while maintaining sales of •	
destination brands

Maximise on-shelf availability at the right price at •	
the right time 

PRiCiNG STRATEGy TRACK

SucceSSful imPlemenTaTion — how To make iT haPPen

Speaker: göran olsson,  
Partner, Zitha Consulting

It is a challenge to develop a good 
pricing strategy for any organisation. 
Unfortunately even the best strategy 
does not help if it is not implemented. 
Experience shows that many good 

strategies are never implemented and the business 
potential is not captured. Successful implementation 
means that we change how we work and requires much 
more time and effort than the strategy development. 

Will your great pricing strategy go from words and 
power points to real action? What should you do to 
manage and drive the change? Learn how to pro-
actively manage and drive successful implementation 
of your own pricing strategy from other companies’ 
experiences.

Attendees will learn:

Challenges in implementation of a pricing strategy•	

Fundamentals of successful Change Management•	

Best practices for pricing strategy implementation•	

16:30  conference Summary / cloSe

14 NovEmBEr 2008 • Day 2 afternoon • Breakout SeSSionS
Attendees are free to select between tracks.
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global SPonSor:

Zilliant drives measurable profitability improvement for industrial 
manufacturers, distributors and service companies through 
superior price setting and execution. Zilliant Precision Pricing 
Suite (ZPPS) combines advanced pricing science, including 
our proprietary Precision Price Segmentation™ and Price 
Band Optimisation™ technologies, with easy-to-use business 
applications to deliver an end-to-end solution for data-driven 
price management. Enhanced price differentiation and sales 
execution help Zilliant’s customers achieve the best pricing on 
every transaction, increasing margins by 15% and more.  
Website: www.zilliant.com

corPoraTe SPonSorS:
deloitte is an organisation 
of member firms devoted 
to excellence in providing 
professional services 
and advice. We are 
focused on client service 

through a global strategy executed locally in nearly 150 countries. 
With access to the deep intellectual capital of 120,000 people 
worldwide, our member firms (including their affiliates) deliver 
services in four professional areas: audit, tax, consulting, and 
financial advisory services. Our member firms serve over one-
half of the world’s largest companies, as well as large national 
enterprises, public institutions, and successful, fast-growing global 
growth companies. Website: www.deloitte.com

The SAP Price and Margin 
Management application provides 
a unique extension to the price 
execution functionality of SAP 
software. The application helps 
companies to add $10 million 
to $20 million annually to the 
bottom line for every $1 billion in sales. Website: www.sap.com

Simon-Kucher & Partners (SKP) has the worlds largest 
consulting practice dedicated to pricing. Business Week magazine 
described SKP in January 2004 as “world leader in giving advice 
to companies on how to price their products.” SKP has over 
425 employees in our North American offices in Boston, San 
Francisco and New York, in Tokyo and in twelve offices in Europe. 
More than 80 of the global Fortune 500 firms, as well as for 
many small and medium-sized companies are clients of SKP. 
Website: www.simon-kucher.com 

Pricing Solutions Ltd. 
(Associated with The 
Advantage Group) specialises 
in 4 core services: 
pricing research, pricing 
management, pricing training and advisory services. Under the 
leadership of President Paul Hunt, Pricing Solutions has grown 
exponentially since its inception in 1994 with offices located 
in North America and Europe. Our pricing expertise is based on 
more than 15 years of in-depth work on pricing optimisation in 
B2C and B2B markets. Website: www.pricingsolutions.com

Syncron maximises global 
supply chain performance, easily. 
Our groundbreaking IT solution, 
leveraging existing IT infrastructure, 
is rapidly implemented. Within six 

to twelve months, it yields performance improvements of 20-30% 
in three major areas: customer service levels, supply chain process 
efficiencies and stock level reductions. Website: www.syncron.com

PriceGain develops 
strategies, processes 
and tools for successful 
Pricing and Revenue 
Management. PriceGain operates globally from its headquarters 
in Stockholm and through strong partnerships world-wide. 
We offer our pricing services to both established and start-up 
companies selling products and/or services in the B2C and 
B2B markets and through channels. PriceGain offers price 
optimisation services to a number of global companies, improving 
their profits significantly, often by well over 100% and with project 
pay-off times in a few weeks. Website: www.pricegain.com

Lixto helps customers to gain 
a better market picture by 
accessing market and product 
data from online channels. 
This market information is 

used to drive near-time optimisation in pricing and analysis 
scenarios or to create mash-up applications. Lixto Software 
is a global technology leader in data and process integration 
for enterprise mash-up applications. Lixto focuses on end-to-
end solutions for business applications such as online market 
intelligence, Web process integration, and metasearch. Website: 
www.lixto.com

Vendavo is a leading 
provider of price 
management and 
optimisation software 
for business-to-business 
companies worldwide. Vendavo Enterprise Pricing Suite solves 
pricing problems by giving businesses true enterprise-wide control 
of their entire pricing process. It combines pricing science, 
pricing best practices, and enterprise-class software to drive 
small improvements in average prices at every stage of the 
pricing process, from segmentation to deal close. Together, these 
improvements deliver big increases in profits – from 10% to 30%. 
Website: www.vendavo.com

Our Sponsors



Registration Fee
Registration, if you are currently not a member, 
is €2295 for the PPS Conference on 13 November 
and 14 November and includes a 6 month PPS 
membership, a CD of all presentations, Luncheon both 
days, refreshments and our PPS Gala Reception on 13 
November. (VAT is not applicable)

4th Attendee Free – When three people register from 
the same firm at the same time, a 4th person may 
register for the conference free of charge.

PPS Member discount – For Professional Pricing 
Society members, the registration is €2095 each, a 
discount of €200. (VAT is not applicable)

you may join PPS and register for the conference 
as a member all at one time! If your firm has a single 
membership then any one person from that firm can 
register at the member rate. If your firm has a corporate 
5 member plan (up to 5 people on the membership 
plan) then any 5 people from your firm can register at 
the member rate. The same holds for Corporate 10 and 
Corporate 20 memberships.

If you wish to register several people at the member 
rate, then you should ensure you have one of the 
corporate membership plans to receive discounts for 
everyone. 

Annual Memberships:

Single membership in PPS is €250; Corporate 5 
plan is €625; Corporate 10 plan is €950 and the 
Corporate 20 is €1560.

Housing information
Hotel Reservations:  
The Sheraton Brussels 
Hotel is the host 
for housing the PPS 
European Conference. 

For reservations and 
group discounts please 
contact the Hotel at:

Sheraton Brussels 
Hotel 
Place Rogier 3 
B-1210 Brussels 
Belgium

www.sheraton.com/brussels

To receive your group discount, you must mention 
that you are attending the PPS Annual Conference on 
European & Global Pricing. (Registration discount rate is 
valid from 12-15 November 2008). Hotel discount cut 
off date is 13 October 2008.

If you have problems making your reservations, please 
contact Isabelle Deniaud at +32-2-743 44 32 or e-mail 
her at PPS2008@mci-group.com or contact Wynetta 
Jones, PPS Registrar at 770.509.9933 (office), 
770.509.1963 (fax) or email her at  
wynetta@pricingsociety.com.  

Three Ways To Register
1. Register and Pay 

You can register and pay with your credit card on our 
secured online shopping cart at:  
http://www.pricingsociety.com/Purchases.asp#2

2. Register and Request Wire Transfer  
Payment details 
Wynetta Jones, PPS Registrar:  
wynetta@pricingsociety.com or  
FAX: 770.509.1963 

 We will then send you our banking information for 
Wire Transfer Payment. 

3. Register and Pay Via Check 
Please make all checks payable to Professional 
Pricing Society in Euro Funds or US dollars ONLy. 

 Mail to: 

   Professional Pricing Society 
  3535 Roswell Rd., Suite 59 
  Marietta, GA 30062 USA

Substitutions and Cancellations
You may substitute attendees, at any time prior to 
the start of the conference, with no penalty. You may 
cancel by 13 October 2008, and receive a refund, less 
a 20% administration fee.
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Hotel & Registration Information

the sheraton Brussels Hotel 

“The conference was a valuable professional 
development experience for me. I enjoyed the 
knowledge sharing among participants.” 

  Alain Carbonnel, Iveco



you may fax this form to our PPS Headquarters in the USA: +1 770 509 1963  
or register at http://www.pricingsociety.com/Purchases.asp#2

1st Registrant Name _________________________________________________________Title____________________________________

Organisation______________________________________________ Address _______________________________________________

City _________________________________ Province _________________ Country ____________________ iPC/Zip _______________

Phone _______________________________ E-mail ______________________________Workshop Choice _______________________

2nd Registrant Name ________________________________________________________Title____________________________________

Phone _______________________________ E-mail ______________________________Workshop Choice _______________________

3rd Registrant Name _________________________________________________________Title____________________________________

Phone _______________________________ E-mail ______________________________Workshop Choice _______________________

4th Registrant (FREE) ________________________________________________________Title____________________________________

Phone _______________________________ E-mail ______________________________Workshop Choice _______________________

PPS 2008 Brussels Conference 
Registration, 13-14 November 2008:

 i am NOT currently a member,  
but understand i will receive  
a free 6-month PPS membership  . . . . . . . . . . . . . . €2295 

 i am a current PPS member or 
i am signing up below with the  
€200 member discount . . . . . . . . . . . . . . . . . . . . . .€2095

Three Ways To Register:
1. REGiSTER & PAy

you can register and pay with your credit card on our secured online shopping cart at: 
http://www.pricingsociety.com/Purchases.asp#2 or or fax this form to +1 770 509 1963 

Credit Card:            AMEX            Visa            MasterCard

Credit Card # ___________________________________________ Expiration date (MM/YY) ________________CVC _______________

2. REGiSTER ANd REQUEST WiRE TRANSFER PAyMENT dETAiLS:
LaTonia dugger, PPS Registrar: latonia@pricingsociety.com or fax: +1 770 509 1963 
We will then send you our banking information for Wire Transfer Payment. 

3. REGiSTER ANd PAy ViA CHECK: Please make all checks payable to  
Professional Pricing Society in Euro Funds or US dollars ONLy.
Mail to:  Professional Pricing Society 
  3535 Roswell Rd., Suite 59 
  Marietta, GA 30062 USA

PPS Membership
 PLEASE SiGN ME UP for my 12 months PPS membership.  

By signing up, i know i will receive the member discount  
price for the above Europe Conference.

 individual  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . €250

 Corporate (5 people) . . . . . . . . . . . . . . . . . . . . . . €625

 Corporate (10 people) . . . . . . . . . . . . . . . . . . . . . €950

 Corporate (20 people) . . . . . . . . . . . . . . . . . . . . €1560

Please Specify Workshop: Enter your Thursday, 13 November, 
Full-Day Workshop choice in the Registration Form above:

1. “Pricing Strategy Playbook”  
with Paul Hunt and Tony Hodson

2. “Case Studies in Strategic Pricing”  
with Andreas Hinterhuber

3. “Core Pricing Skills” with Mark Billige

4. “How to Build an Optimal Pricing and  
discount Structure” with Marc Abels

2008 Brussels Conference Registration

“The most valuable aspect of the 
(PPS) conference was the ability 
to network with like minded 
individuals, despite being in 
many different sectors on the 
subject of Pricing.”

Michael Wong 
Europe Pricing Manager, 
Motorola United Kingdom


