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136,820 
 Employees 

€35.20 
Billion Sales 

40+ 
             Countries 

€2.00 
Billion R&D spending 

Company Profile 
ZF Friedrichshafen AG 
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Learning by Experience 
Go or No Go 

FEB 2018 | Domain Market | Pricing 

•  Volume over Value Sales culture  

•  Market intelligence via Sales Channels 

•  No pricing awareness 

•  No management buy-in 

•  Spreadsheet lovers 

•  Don’t walk the talk 

•  Instable Internal Environment and organisation changes 

•  “Don’t change something that is not broken” 

•  “We are a Different Business, We are a B2B Business”  
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Systems 

Organisation 

Culture 

Processes 

Key Ingredients  
Successful Pricing Roadmap 
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Create THE Winner Team 
 

Dynamic and Empowered with 
Pricing Skills, Commercial acumen, 

System management, 
Internationally minded. Celebrate 

Wins. 
 

ó Build a Pricing Culture for 
sustainable results with key targets 

 

Pricing Truths 
3 Fundamentals 

Make the complex simple 
 

Select your sample (low / high 
complexity), a product line, a 

country and replicate across the 
multiple business units globally. 

Monitor 
 

ó Demonstrate Value to the 
management team and replicate 

Gain Control 
 

Establish a Pricing Approval 
Matrix. 

Secure investments in BI Tools 
starting with Analytics, Sales 

Guidance and Quotation  
 

ó Trigger changes through the 
use of systems and tools 

The Kini Group 
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Pricing as a business Transformation 
Enable the change 

Leadership 
engagement 

Build a strong governance 
body. Educate. Engage with 

key Stakeholders starting with 
Finance and Compliance. 

Be a Go-To Function 
Build trust with the Sales  

team. Ease quotation. Pricing 
responsiveness. Bring proposal 

and alternative 

Don’t settle for 
mediocre margin 

Assess pricing opportunities 
(tangibles and none tangibles 

results from Pricing) 

 Be Process driven  
Pin point where they are 

broken (scorecard).  Improve 
underperformance. 

Standardise before to 
differentiate.  

Share your Vision 
Define a Pricing roadmap and 
milestones with your team and 

aligned with business 
objectives. 

Communicate the change 
around Pricing (media plan) 

Be data driven 
Influence business intelligence 

data enhancement with 
automated integrated flow as 

a key lever for fact base 
decisions. Trust your data 

Your are not alone 
Leverage internal resources 

OR  External. Pragmatic 
approach for diagnostic – 

roadmap – ROI and scalability 

Think Pricing for 
Others 

Gain engagement by 
understanding internal 

stakeholders needs. Build  
user-business oriented tools 
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Thank You & Get in Touch 


