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Our Approach

Assess pricing operations for 
organizational readiness

Assess quality of revenues with 
statistical analysis

Train stakeholders to gain shared 
understanding of pricing actions

Recommend changes to align 
pricing strategies and processes 
with business objectives

Support change management with 
scorecards and price reviews

²Ŝ ŘƻƴΩǘ Ƨǳǎǘ ƭŜŀǾŜ ȅƻǳ ǿƛǘƘ άŀŘǾƛŎŜέ ōǳǘ ŎƻƭƭŀōƻǊŀǘŜ ǘƻ ƘŜƭǇ ƳŜŜǘ ȅƻǳǊ Ǝƻŀƭǎ

Evidence-based process redesign for executing pricing strategy to full potential
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Relevant Past Projects
Cost inflation severely affected margins and cash flows of two industrial manufacturers
Realizing price increases was critical but internal confidence was low.

How to improve price realization and cash flows?

ÅRaw Material Cost Inflation:  
Unplanned cost increases made it 
necessary to pass along customers
ÅRegulatory changes:  Needed rapid 
product development and to 
reposition existing products
ÅCompetitive Pressures: seemed to 
always undercut prices

ÅMultiple functions: Multiple 
functions involved but roles unclear
ÅMultiple Channels: Channel 
conflict caused emotion internally
ÅAd-hoc processes and 
requirements: No standardized 
ά{ǇŜŎέ ƻǊ ǇǊƛŎƛƴƎ ƎǳƛŘŜƭƛƴŜǎ
ÅCustomer responsiveness: Pricing 
decisions sidestepped analysis and 
internal consensus to respond to 
customers
ÅIncentive structures: Different 
incentives for different functions
ÅContinual  Internal changes: 
Product promotions to stimulate 
sales never seemed to end; turnover 
in stakeholder teams
ÅPricing oversight difficult: Difficulty 
in deciding how to fix problems and 
where to start

ÅCommodity Pricing : Natural 
segmentation in marketplace but 
difficulty differentiating products
ÅNew Product Pricing:  Priced by 
gut feel at or below existing level
ÅLow quality revenues: Pricing 
guidelines did not separate 
profitable customers from others
ÅCompetitive behavior: 
Competitive actions seemed 
irrational and unexplainable

ÅMargin Erosion: Had difficulty 
passing through the full extent of 
commodity price increases 
ÅCash flow slowdown:  Loss of 
pricing power with customers
ÅLack of confidence: Sales reps 
cannot or do not to comply with 
policy guidelines
ÅOrganizational noise:Lack of 
transparency in policy,  
salespeople spend more time 
negotiating internally than selling 
value externally
ÅWeak pricing execution: Lack of 
compliance - Under-pricing or 
over-pricing in existing contracts

ASSESSMENT RESULTSRECOMMENDATIONSANALYSIS

Evidence-based process 
redesign for executing strategy 
to full potential

ÅDefine project scope (with 
stakeholder consensus)

ÅAnalyze process and data with 
process mapping and analysis 
to  identify opportunities
ÅPrioritize which opportunities 
to tap first for best returns 
(with stakeholder consensus)

ÅImplement improvement 
actions

ÅTrack success of 
improvements in multi-
functional and multi-level 
reviews
ÅPursue continuous 
improvement with ongoing 
failure mode analysis

Company A 
Å$9.6 MM added to bottom 
line
Å

ÅQuick ROI: Short 
implementation time ςthree 
months including project, 
with minimal systems 
investment. Initial goal met 
within first quarter of 
implementation
ÅConfidence re: price 
increase: Having the ability to 
actually realize the list price 
increase
ÅSenior management decided 
to invest in building pricing 
capabilities

Company B 
Å$40 MM in price realization 
ςalmost 100% realization of 
price increase globally

ÅΧŀƴŘ ƳƻǊŜ

Å

Both Companies
ÅPrice discipline without use 
of onerous controls
ÅValidated sales practices 
previously suspect 
ÅEmotion replaced by data-
based reasoning 
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Six Sigma PricingTM Thought Leadership

Articles
In addition to academic articles, we have published in Harvard Business 
Review, MIT Sloan Review, The Wall Street Journal, Financial Times and 
other leading business publications. We contribute regularly to  Journal of 
Professional Pricing, INFORMs, Business Marketing Association publications 
and the Quality Digest among others.

Books
We published the first book on improving pricing processes, Six Sigma 
Pricing: Improving Pricing Operations to Improve Profits (FT Press/ Prentice 
Hall, 2008).  Our  HBR article , Six Sigma Pricing  (June 2005),  was selected for 
the book, Harvard Business Review on Pricing (2008).

We have contributed a chapter to the Handbook of Pricing Management 
(Oxford University Press, expected 2009). 

Conferences and Executive Coaching
We speak regularly at conferences hosted by the Professional Pricing Society, 
PRICEX (IIR), Marcus Evans, and the European Pricing Platform. We deliver 
guest lectures and talks at leading universities (e.g., Carnegie Mellon, 
University of Pittsburgh, University of Minnesota, City University (London) 
and more.

We provide executive training at universities as well as tailored coaching at 
companies to improve pricing operations.

4



Global Pricing Experience

Many Industries

Multiple Channels ςMany 
Customer Types 

Close-looped approach to Pricing

Thought Leadership

Book, Articles

Conferences, Executive Training and 
Tailored Coaching

What makes us unique?

Our expertise stems from applied thought leadership and global work experience

Direct 
Sales Indirect 

Manufact
uring

Tooling
Medical 
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Airlines Chemical
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Experience
ωKennametal Inc.,Director of Global Pricing and Contracts,  Pittsburgh, Jan 2005 ςFeb 2008
ωAmerican Standard Companies, Manager Pricing Strategy, Saint Paul, MN
ωMedtronic Inc, Manager Pricing Strategy, Fridley, MN
ωNorthwest Airlines, Specialist International Pricing, Eagan, MN
ωKotler Marketing Group, Project Manager, Washington DC
ωEverest Building Products, Sales Officer, New Delhi, India

Selected Publications
ω  Weathering the Downturn: Improving your Realized Price, MinnesotaBusinessMagazine, Feb 2009
ω  Book: Six Sigma Pricing: Improving Pricing Operations to Increase Profits, FT Press/Prentice Hall, 2008
ω  Six Sigma Pricing, Harvard Business Review, May 2005
ω  Improve Pricing Quality With Six Sigma MethodsέΣ Quality Digest, Mar 2008
ω  How to Increase List Prices in Industrial EnvironmentsέΣ Journal of Professional Pricing, Q3 2004

Awards and Recognition
ω  CƻǊƳŜǊ ±t tǊƛŎƛƴƎ ¢ƘƻǳƎƘǘ [ŜŀŘŜǊǎƘƛǇ ƻƴ ǘƘŜ ōƻŀǊŘ ƻŦ Business Marketing Association (BMA)
ω  Kennametal AwardŦƻǊ άCreatingbŜǿ {ƻǳǊŎŜǎ ƻŦ tǊƻŦƛǘŀōƭŜ DǊƻǿǘƘέ
ω  /ƻ-teaching Strategic Pricing course University of Minnesota; frequent speaker at pricing conferences 

and business schools
ω  LƴǘŜǊǾƛŜǿŜŘ ōȅ Information WeekΣέ Top Line ImpactέΣ aŀȅ нллр
ω  Professional Pricing Society Excellence AwardΣ άImpacting the Bottom-line through PricingΣέ нллп
ω  {ŜǊǾŜŘ ƻƴ .ƻŀǊŘΣ Community Emergency Assistance Program(CEAP), a non-profit, 2001-2003.

Education
Georgetown University, Washington DC
MBA  Marketing
Anderson School, University of California, Los Angeles
Coursework in Statistics, international business, finance, micro and macroeconomics 
University of Delhi
BSc. (Hon) Chemistry

Navdeep Sodhi

Pricing consultant with 
over twelve years of work 
experience in 
manufacturing, medical 
device, airlines, building 
and chemical industries in 
North America, Europe, 
and Asia. 
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Mohan Sodhi

Experience
ωCass Business School, City University London: Professor in Operations Management and Head of 

Operations Research (2002-present)
ωGandiva: Vice PresidentςSan-Jose-based start-up
ωScient: Director of e-Business Strategy, Chicago and London
ωAccenture: Manager, Supply Chain Practice, Chicago 
ωAmerican Airlines: Senior Consultant, Cargo and Logistics
ωRoss School of Business, University of Michigan: Visiting Asst. Professor in Operations Management

Selected Publications
ω  Rethinking Links in the Supply Chain, with Christopher Tang, Financial Times, Jan 2009
ω  Book: Six Sigma Pricing: Improving Pricing Operations to Increase Profits, FT Press/ Prentice Hall, 2008 
ω  An analysis of sources of supply chain risk in the consumer electronics industry, with S. Lee, Journal of 

the OR Society, 2007.
ωRFID Benefits for retailers and their suppliers, May 2007. Wall Street Journal(co-branded with Sloan 

Mgmt Review) with S. Chopra
ωManaging risk to avoid supply-chain breakdown(with S. Chopra) Sloan Management Review, Fall 2004
ωSix Sigma Pricing, Harvard Business Review, 2005
ω  Managing demand risk in tactical supply chain planning for a global consumer electronics company, 

Production and Operations Management, 2005
ω  How to do strategic supply chain planning, Sloan Management Review,Fall 2003

Education
UCLA  - Anderson School  of Business , Los Angeles
PhD ςManagement Science
Indian Institute of Technology-Delhi, New Delhi, India
B Tech ςMechanical Engineering

Over ten years full-time 
consulting experience in 
electronics, chemicals, 
airlines, and other 
industries in the US, 
Japan and Europe. 
Interviewed frequently 
on BBC, CNN, CNBC and 
Sky TV.


