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When should you show  
your prices?

We have a choice as small business 
owners as to when we want to reveal 
our prices to potential customers. 
Specifically in a service based 
industry (where although you may 
providing a physical product (USB 
drive or gallery) the main ‘product’ 
is your talent/time, you have three 
options for displaying prices.

On your website, a) do not show any 
details at all, only an email address 
to contact for more information. b) 
Reveal a starting rate, “Wedding 
collections start at $4000, please 
contact me for more information.” 
c) Show all available services with 
detailed pricing.

There are pros and cons to all 
options and ultimately, you should 
experiment and find out what works 
best for your business model. With 
a) You may receive an abundance 
of inquiries that are haphazardly 
written just to receive a price quote... 
with a budget of $500 when your 
prices start at $4000. with b) You’ll 
receive less inquiries but hopefully 
more quality inquiries. However, 
a con would be the potential of 
‘scaring’ someone offwith the 
$4000 price tag. If they had a great 

meeting or conversation with you, 
perhaps their $2800 budget could 
be adjusted when they fall in love 
with your work. Finally, with c) 
The complete transparency could 
be ‘too much too soon.’ Perhaps 
allow the client get to know you 
by sending a personal email before 
your share more.

How should you show your prices?

Even if you’ve decided showing all 
of your service pricing right away 
(before clients inquire) you still 
have pricing presentation options 
to consider. For example, on your 
website, prices could be shared as 
simple text or you could link to an 
external document.

I believe it’s important to focus 
on two elements: simplicity and 
creativity. Simplicity is absolutely 
key. If your client can’t understand 
your pricing within a minute of 
skimming your page, you’ll lose 
them. Nobody likes complicated. 
Similarly, few people like ugly 
design! Finding the perfect 
marriage between simple and 
creative is our goal.

TIPS FOR 

PROFITIBILITY

BY @JAMIEDELAINE



If you’re stuck for ideas on 
displaying your pricing, you could 
try designing a pricing guide in 
Adobe Indesign. You can include 
photos of your work, a page for your 
biography and personal photos, 
pricing details, a testimonials page 
and contact information. Keep 
your gorgeous work in front of your 
potential customer’s eyes as they 
view your pricing, side by side.

Another great option could be 
an automated email, in exchange 
for the potential customer’s email 
address. This is easy to set up with 
MailChimp or Leadpages   and if 
you receive a lot of inquiries it’s a 
great way to weed out those that 
may not be a good fit. In your 
automated email, you could provide 
pricing details and more questions 
about what they are looking for.

Finally, a separate page on your 
website is an awesome option. You 
could directly link to the pricing 
page, with full details, if desired   
but you can also keep this as an 
‘unlinked’ page and email clients 

a direct link after correspondence. 
A few benefits, 1) you can access 
a website from anywhere (don’t 
always have to attach a PDF from 
your computer) and 2) any updates 
you make to the pricing guide, 
customers won’t be stuck with ‘old 
copies’ of a PDF... the website will 
always be the most up to date.

“Are your prices flexible?”

Question, “Are your prices 
flexible?” Although I would never 
recommend stating, “Prices are 
flexible” on your website   I don’t 
think it’s necessarily correct to 
always answer “No,” either. It’s your 
business and you are responsible 
for setting accurate prices to make 
a living.

Personally, I’ve put a lot of time 
and energy into determining my 
business costs (both fixed and 
variable), deciding how many 
weddings and portrait sessions 
I will photograph each year and 
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FOR MORE INFO, YOU CAN VISIT JAMIE ONLINE. 

what I need to make per job to 
be profitable. By truly knowing 
my numbers (and not ‘guessing’ 
or choosing numbers/discounts 
out of the air!) it does give me the 
flexibility to compromise pricing 
for clients I’d love to work with.

In addition, sometimes my business 
will receive last minute inquiries. 
Wedding days only a month away   
and I have the Saturday available. 
If it’s the difference between not 
booking that weekend because the 
clients can’t afford the full price 
collection or booking the wedding 
at 75% of my regular rate... I’ll 
usually allow some room for 
flexibility.

You have to value your time 
and talent, so by no means am I 

preaching consistently discounted 
or undervalued rates. But at the end 
of the day, we all have the goal of 
running a profitable business. If you 
need to ‘move product’ (to borrow a 
saying from the retail world) in your 
service based business, knowing 
your business numbers will allow 
you the freedom to do so.

If you’re a photographer interested 
in learning more about how to run 
a financially profitable business, 
I have a free e book called, “5 
Questions to Ask About Your 
Photography Pricing” that you can 
download here.
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Pricing. Bleh. For most small 
business owners, communicating 
with clients about pricing is hardly 
the thing that attracted them to 
entrepreneurship in the first place. 
Most of us wish we could simply 
do the craft that we love, serve our 
clients well, and make money at the 
same time. But, then you get those 
pricing emails. You know, the ones 
that give you a pit in your stomach 
and have you in a panic because you 
simply don’t know how to answer 
them.  

You’re not alone! Every small 
business owner will encounter 
these dreaded pricing questions 
and it really helps to have a solid 
plan for how to answer them ahead 
of time. 

Let’s get started! 

I love your work but it’s over my 
budget. Is there anything you can do 
to lower the price?

This one is tough. After all, you’re 
a growing business and never want 
to turn away revenue. It’s tempting 
to want to slash the price to get 
the contract signed right then 
and there. But not so fast! Make 

sure know exactly how much you 
need to be charging in order to 
operate your business profitably. 
Then establish your pricing from 
there. Once you know that number, 
it will put you in a much stronger 
position to confidently stand your 
ground and charge what you need 
and want to charge.  

Can you sponsor our upcoming event? 
It will be great exposure for your 
business!

While collaborations and 
partnerships are vital to any 
business, you have to be smart 
about which ones you choose and 
how much you end up giving away. 
When approached to sponsor 
an event, make sure you know 
exactly what is expected of you and 
precisely what you’ll be receiving 
in return. Ask yourself whether 
or not the audience is your ideal 
client or not. If not, then it’s wise 
to politely pass and wait for a more 
mutually beneficial opportunity. 
Most importantly, don’t forget 
to negotiate. Consider offering a 
discount in lieu of giving products 
and services away for free.  

 

TOP 5 PRICING Q’S
YOU DREAD RECEIVING FROM CLIENTS  

AND HOW TO ANSWER THEM

BY @MARIGOLDGREY



Why are you so much more expensive 
than others? 

This is your time to shine. Take 
this opportunity to sell yourself 
and educate your client on what 
you bring to the table. Remind 
them of your experience in the 
field along with your dedication to 
your business and your clients. If 
you exude confidence in yourself 
and your abilities, your prospective 
clients will be much more likely to 
begin focusing more on YOU and 
your abilities and less on price.  

I understand that your work is custom 
but can you still give me a ballpark 
price?

Anyone who does custom work 
knows that the sky is the limit 
based on a client’s vision and what 
they’re willing and able to spend. 
This makes it near impossible to 
provide off-the-cuff estimates. In 
these scenarios, I find it helpful to 
clearly communicate your order 
minimums (if any) along with an 
idea of what your average custom 
project usually costs. While this 

doesn’t necessarily give the client 
an exact answer, it offers them a 
decent idea of of their worst case 
scenario which can put a lot of 
prospective clients at ease. 

My sister booked you two years ago. 
Can you honor the same price for me? 

A lot can change in a business in a 
year, let alone in two years! Perhaps 
you hired your first employee 
or invested in your professional 
development by attending several 
creative workshops. Maybe you 
moved the business out of your 
home and into a commercial work 
space. And most importantly, your 
level of service and expertise will 
most definitely expand in the span 
of two years. These changes can 
often lead to price increases. When 
confronted with this scenario from 
a prospective client, use this as an 
opportunity to share how your 
business has grown and all the 
many ways in which you’re better 
able to serve them with two more 
years of experience under your belt! 

FOR MORE INFO, YOU CAN VISIT THE JAMIE ONLINE. 
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“Ashlyn, do you love accounting?” 
My freelance writing mentor 
blinked her big blue eyes at me 
as I considered leaving my job as 
a corporate publicist. I raised my 
eyebrows in response. “Well then,” 
she smiled at my wordless answer. 
“That’s how some people think 
about writing. They’ll rather pay to 
have someone do it.”

Lightbulb moment. 

Jenn wasn’t finished. “There are 
THIS many people (she stretched 
her arms out wide as a yardstick) 
that think they can write. This many 
people (she scooted her hands in 
closer) that actually can write. 
This many people (four-inch wide 
hands) who turn work around on 
a deadline, and this (fingers spread 
one inch across), this is how many 
people are a delight to work with.”

The magic to making money as 
a writer? Be in that last flock of 
writers and you’re golden.

Pricing for solopreneur writers 
-- copywriters, marketing strategy 
writers, editorial journalists, and 
bloggers -- isn’t something that 
floods creative industry airwaves. 

But creative pricing magnates 
like Kristen Kaplan and Shanna 
Skidmore (look ‘em up) shattered 
my fear of charging what I’m worth 
as a writer. I’m proud of my prices, 
feisty about ‘em on a good day, 
protective of them at all measures 
-- after all, this is how I earn a 
living.

After a decade in the industry, I’ve 
learned X actionable things you 
can do to firm-up your pricing as 
a writer.

Don’t look to see how other 
journalists, copywriters, etc. price.

For good reason: you’ll nix a few 
hours off your life combing the 
internet for comparable pricing. 
Truth? Most editorial stories have 
a set rate. Copywriting pricing 
tends to be client-dependent. A 
better bet? Find your number, and 
figure any opportunity into your 
hourly rate.  A writer splits her 
time is split between drafting and 
marketing, which means querying 
and pitching for your next byline or 
communicating your services.

Take your monthly cost of goods 
(which, us lucky-duck writers 

 

 6  S IMPLE PRICING HACKS TO MAKE A LIVING AS A 

COPYWRITER/BLOGGER

BY @ASHLYNSCARTER



tend have a fairly low COG in 
comparison to other creatives), and 
add your desired monthly salary. 
Divide that by four weeks, then 
hours you’ll be working billable.

For example, if your COG and 
salary total is $6K a month, divide 
that by 4, then divide that by 20, 
assuming half of your 40 hour work 
week will be spent researching, 
marketing, and running admin 
tasks. Your hourly rate? A cool $75. 
Don’t take less. Want a free tool 
to find this number for yourself ? 
Click here to download.

Write a business plan. Have sales 
goals. Hit them.

The word “sales” veers toward 
terrifying for most journalists; 
It strips the dignity right out of 
the sooth-saying artistry that 
attracts writers! But … have some 
sales goals. It can be as simple as 
knowing you need no less than 
eight clients a month to keep the 
lights on. Market to hit your goal, 
hit it, write well, rest well. Repeat.

Bank on freelance writing tools like 
Skyword.

Content marketing’s soaring, and 
guess what: someone’s gotta draft 
and swindle all that copywriting. 
Plenty of recruiters that want to 
match talented writers with bespoke 
copy crafting for big brands. Can 
I be honest? I cataloged glossy 
magazines under my bed my entire 
high-school career. We’re talking 
spines flush and alphabetical order: 
I crave magazines. But consider 
joining a program like Skyword, 
where you get paid to draft non-
editorial content for companies 
like MasterCard, New Balance, 
etc.). It’s borderline passive income 
in that I only have to market my 
services once to the recruiting 
team!

Yes, you need a contract.

Or else you’ll end up being asked to 
source imagery for a random item 
you referenced in an editorial story 
… long story. Brush up on Six-
Figure Freelancer by Kelly-James 

Ph
ot

o b
y S

ha
y C

och
ra

ne



Enger, the holy grail of freelance 
writing, for tips.

Bookkeeping software can work for 
you.

Create a template flow, and send 
clients through your software 
as often as possible: this keeps 
bookkeeping tighter than the loose 
check-flurry publications mail your 
way!

Consider the pricing implications 
of the word “freelancer.”

As much as I love the phrase, I 
conjure romanticized visions of 
a Parisian cafe where AP French 
rolls off my tongue and I’m 
elegantly rapping away on my sleek 
Macbook when I think of the words 
“freelance writer.” It’s magical. But 
personally, I shy away from the 
word freelancer. I have processes, 
file as an LLC, and actively seek 
client work. For me, commanding 

respect for my pricing, my studies, 
my years of industry experience, 
and numerous bylines is bolstered 
when I call myself a small business 
owner.

Bottom line? Charge what you’re 
worth, but remember something 
I can’t shake that Kristen Kaplan 
noted on Periscope one time: if 
you’re going to charge BMW or 
Apple prices, give a BMW or Apple 
experience. I’d study journalism all 
over again, but looking back, I’d 
tell 20-year-old me to stay calm, 
steward your craft, and stay nimble: 
Turns out, if you’ve got media 
industry training and a honed 
writer’s voice, it shapes out that 
there’s work to be done, and a buck 
to be made.

Grab your free guide to finding your 
hourly rate to charge for writing or 
blogging here.

FOR MORE INFO, YOU CAN VISIT ASHLYN HERE »  
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Does putting a price tag on your 
time, your craft, your art feel 
draining? Maybe you’re asking the 
question, how should I even decide 
how to price my services! Just tell 
me the formula! There are awesome 
experts on the topic of pricing like 
Kristin Kaplan who is great at topic 
about this subject.

Here, we’re discussing the 
roadblocks you might be 
experiencing (because I’ve been 
there too). If you don’t know me, my 
career as a coach started as a social 
worker. I came into the business 
coaching business and my former 
wedding planning business with 
only the experience of working for 
others and making an hourly wage 
or a salary. My social work training 
was focused on mental health, on 
community engagement, on social 
justice and I entered the business 
world with the mindset of what I 
call, “will work for change,” please 
note the double entendre. 

How on earth was I supposed to 
make a living with the guilt of 
earning money? The mentality that 
capitalism is bad? Perhaps you too 
believe, like I believed, that I would 
be “taking people’s hard earned 

money” if I charged for my services 
appropriately. 

I also believed the things I loved 
to do, like planning events, and 
coaching creatives, helping them 
through their issues, problem 
solving other people’s businesses 
came so easy to me, so I believed 
that others could do the same too 
and it wasn’t really “worth” hiring 
somebody like me.  I was happy to 
do it for other people for free or at 
a very low cost. 

Mindset

Let’s first tackle your money 
mindset. If you’re having trouble 
figuring out your pricing, stating it 
confidently and being sure of what 
your skills and time are worth, 
it’s probably one of two things 
— money mindset or you don’t 
understand what your business 
costs to run.

There are money mindset experts 
like Denise Duffield-Thomas and 
Danetha Doe who speak more 
extensively about how our mindset 
holds us back from being able 
to charge and earn the limitless 

 

THE HEART-CENTERED BIZ BOSSES’  GUIDE  

TO PRICING YOUR SERVICES

 SERVICE BASED PRODUCTS

BY @REINAANDCOMPANY



amount of money. It’s something 
that as I grow in my business, I’m 
constantly working on to up-level.

I watched this video about how men 
sell vs. how women sell when I was 
first introduced to Denise Duffield-
Thomas and kept thinking, “oh 
my gosh, that’s me!” Essentially, 
what she’s saying in the video is 
that stereotypically, men have an 
easier time stating the value of a 
product without a lot of emotional 
attachment, whereas women 
struggle with setting a price and 
stating the price out loud (without 
shortchanging themselves) for 
fear of being rejected. This isn’t 
to say that men don’t have money 
mindset issues, she’s just making 
the point that there are different 
ways of talking about money in 
your business.

Ask yourself these questions:

What hangups do I have around 
making money?

Do I equate money to either “good” 
or “bad”?

What did I learn about  money 
growing up?

Do I believe that I’m not “allowed” 
to make more money than I’ve 
earned before?

What do I believe about money? 
What stories are buried in your 
mind about making money, having 
money, spending money?

Does it feel icky to talk about 
money?

Remember, that your services, 
products, time are valuable. That by 
giving your services to somebody, 
you should be allowing them to 
gain something they didn’t have 
before. Money is the tool that 
allows for there to be an exchange 
with your time/service/product. 

As Kendrick Shope says, “selling 
is helping.” We love to help one 
another, that’s why the “community 
over competition” movement is a 
thing, right? So how can you help 
your clients in exchange for money?



Value of your Work

Whenever you price your service or 
product, think about the ultimate 
value you’re creating for somebody. 
What is the benefit of working with 
you? What does a client gain from 
choosing to be under your care? 
What result does the client gain 
from purchasing your product? 

Think about these scenarios and 
how it might pertain to you:

If you’re a birth photographer, 
you’re able to capture the essence 
of the birth story. In a way that a 
non-pro can’t capture, you tell the 
story unintrusively. At the end, the 
family gets to have beautiful photos 
of a day that changed their lives.

If you’re an educator, your services 
help clients to learn something 
quickly, saving them time, energy 
because they don’t have to fall 
down the rabbit hole of googling 
ALL. THE. THINGS.

Competition

If you’re looking around at “your 
competition” to figure out how 
to price, you could be making a 
horrible mistake. While having 
some market knowledge is helpful, 
your business looks nothing like 
your competition’s and the number 
that they’re displaying on their 
website really shouldn’t dictate 
what you can or can’t charge.

Here are some things to consider 
about your competition. 

They might be full time in their 
business and you might be part 
time.

They might not have the kind 
of training you have (which you 
should definitely use in your brand 
story).

They might be shifting their focus 
to a different project and want to 
take on fewer/more clients than 
you.

They might have other life + biz 
expenses that you don’t have.

The bottom line here is that you 
should try to keep your eyes on 
your own paper when it comes to 
pricing. Knowing a ballpark figure 
is helpful in terms of pricing, but 
it is not the end all be all of how 
you should price your services and 
products.

Making a Living

Have you worked through the 
money to know how much you’d 
need to make in order for you to 
be able to afford all the things 
you are responsible for paying? 
I’d recommend you sit down to 
do the Survive and Thrive Budget 
worksheet. When you have no clue 
what you need to make, pricing and 
charging money can feel extremely 
nebulous and unattainable.

If you’re a service based business, 
you probably only need a handful 
of clients in a month. It’s not 
thousands and thousands of people 
you actually need to get in front 
of in order to make the living you 
want to make!

Cost out all your expenses, figure 
out how much you want/need to 



make and then set your prices. If 
after you do all that math, it feels 
way to scary to charge that number, 
ask yourself the question, go back 
up to the money mindset section 
or skip below to the “giving things 
away” section.

Remember that if you’re in a 
business that is seasonal (you have 
a high season and a slow season), 
you need to price your services 
knowing that you have to be able 
to cover expenses during the times 
when checks aren’t coming into 
your bank account. 

It doesn’t matter if you’re doing 
this on the side of a full time job 
or as your full time gig. If you own 
a business, take it seriously. If you 
don’t nobody else will take your 
business seriously. If you’re not 
making money, you just have a very 
expensive hobby.

Giving Things Away

At the beginning, we get into 
business giving our services away. 
It’s a way to develop our skill set, 
our courage, our system, a more 
robust portfolio. Whether you 
believe that you should start for 
free or whether you should charge 
something, you’re right. There’s no 
“correct” way to do it and I think 
the jury is still out about what the 
“experts” would tell you to do.

I would advocate for being 
confident in your service offering 
and not giving too much away 
for free. I’ve done a few pro bono 
relationships with clients to figure 
out what I liked, how I liked to 

work with people and what I liked 
to coach on. I gained confidence 
by doing those and now feel super 
confident charging premium prices 
on my services. With those initial 
free and low-cost clients I worked 
with, I still offered a tremendous 
amount of value, made raving fans 
of them and made it easy for them 
to refer me!v

Raising Prices

Maybe you did the survive and 
thrive budget worksheet and you’re 
thinking that the “real price” of 
what your services should cost still 
feels so intimidating, I would say, 
that’s okay! 

One method I recommend for 
building confidence and portfolio 
is what I call the stairway method. 
While every business is different 
and this system might not work 
but I’ve helped clients who were 
photographers, calligraphers, 
social media strategists, graphic 
designers, wedding planners, and 
product based businesses do this so, 
I am pretty confident you can make 
it work for you as well!

Stairway method:

You know your current prices (even 
if it’s free). You figure out your ideal 
prices.

You decide how many clients you 
want in a calendar year. 

Start where you are now and after 
a certain number (decide ahead of 
time), you’ll raise your prices.



The tip to raising your prices frequently 
is that you don’t have to announce it 
every time you raise your prices; rather 
it’s like playing a game with yourself. 
People who book sooner will have 
the opportunity to work with you at a 
lower cost. 

As you gain more clients and 
confidence, you can book people at a 
little bit of a higher price. (For example, 
you can book your first 5 clients at a 
little higher price than where you are 
currently. After those 5 slots are taken, 
you can raise your prices $500 for 3 
more clients. Then after those three 
are taken, you can raise your prices 
another $500. So on so forth). It gives 
you incentive to book clients and it 
makes it a fun process.

Know that pricing is a static process. 
Selling is actually helping. There’s not 
an “I’ve arrived” moment, and you’ll 
have to keep adjusting your goals 
to get you to where you want to see 
your business mature. If you have 
questions, feel free to reach out to me 
on instagram at @reinaandcompany.

Know that pricing is a static process. 
Selling is actually helping. There’s not 
an “I’ve arrived” moment, and you’ll 
have to keep adjusting your goals 
to get you to where you want to see 
your business mature. If you have 
questions, feel free to reach out to me 
on instagram at @reinaandcompany.

FOR MORE INFO, YOU CAN VISIT REINA HERE »  



Don’t forget to include every 

single cost of doing business - 

from mileage and gas to postage 

and even packaging costs, it’s 

important to go through your 

expenses with a fine-toothed 

comb and make sure you are 

being profitable AFTER you 

account for everything you 

spend money on to satisfy your 

clients’ expectations! 

@MARIAGRACEPHOTOGRAPHY

When constructing your pricing 

have confidence and don’t lose 

faith if at first your greeted with 

the sound of crickets. The more 

time you put into educating your 

clients about what goes into 

your services, the more excited 

they will grow about working 

with you.

 @THEALEXLASOTA

Don’t copy pricing from your 

competition’s website. It might 

sound like the best thing to 

do in pricing yourself for your 

current market, but you don’t 

know what’s going on BTS in 

their business and home, and 

whether or not they are actually 

profitable. As you start to 

list your costs of producing a 

product or fulfilling a package, 

think of other expenses outside 

of your direct cost; like: 

new equipment, education, 

marketing, accounting, taxes, 

etc. Taking the time to outline 

both your personal finances and 

business expenses, will help you 

to determine how much you need 

to charge, and the bookings/

sales you need, to meet your 

profit goals. 

@ANNBLAKEPHOTO

It really helped me to map out 

my entire process for a client/

product - this way I not only had a 

great checklist, but also allowed 

me to really see every little 

detail from start to finish. I used 

this as a way to be sure I didn’t 

miss a cost, and really looked at 

the time I was investing. 

@ANCHORANDFLOURISH

Know what your time is worth 

- if you don’t respect your own 

time, why should your clients? 

Also, another tip I learned 

early on was to figure out what 

your opportunity cost of being 

away from your family is both 

monetarily and emotionally 

when deciding what to charge.

@JESSICAFREYPHOTOGRAPHY

Know what your CODB is and 

factor in everything from office 

supplies to insurance, travel 

P R I C I N G  T I P S 
f r o m  o u r  Tu e s d a y s To g e t h e r  L e a d e r s



expenses to advertising, do you 

need childcare, then include that 

as well. How many billable units 

do you want to take on a month. 

If you feel you are getting burnt 

out, raise your pricing. If you 

can afford yourself, raise your 

pricing! 

@KATPARKERPHOTOGRAPHY

My advice about pricing is more 

from the client’s perspective 

and not necessarily the business 

owner - one of the most important 

things I’ve learned over the past 

couple of years is to SHOW your 

value! It’s not enough to have a 

number, even if that number is a 

profitable one and derived from 

a very careful breakdown. I’ve 

made it a personal rule to never, 

ever use the word “discount.” If 

a circumstance with my client 

warrants a deviation in pricing, I 

will use the word “gift” and ADD 

to the experience, not detract 

from it! With that said, I do think 

it’s important (in most cases) to 

stick to your guns and believe 

in your pricing! If you don’t, 

it’s likely that nobody else will 

either. 

@TIFFANY_LOERA

Don’t undercut yourself. Putting 

a price on your work can be 

difficult, and new business 

owners often struggle to ask 

for what they’re worth. Set 

your pricing with confidence, 

stand behind your work and 

offer a great product or service. 

Customers are happy to pay for 

quality. 

@OLIVEKNITS

“never do cheap or free (unless 

its a personal project or your 

tithing of time to a non-profit 

org)” When we start we have 

this misconception that because 

we are new or starting we 

deserve less for our time and 

that someday when we get 

better we can raise our prices. 

Unfortunately this never works....

cheap begets cheap, the more 

you give the less value people 

place on your service and the 

day you raise your prices they 

are gone. Cheap prices clients 

will never transition to higher 

paying clients so it will be painful 

to transition and it will mean 

you will have to start over. Its 

better to run a promotion (but 

not often) during slow periods 

of business than to try and raise 

price later. Worth and Value 

(especially perceived value) 

are words that play heavily in 

establishing a service menu that 

will truly support you financially 

and artistically. 

@BLOSSOMBLUEPHOTO

Whether your pricing is done by 

package, a la carte, or another 

method, study what your pricing 

looks like from a potential 

client’s point of view! Is it easy 

to understand? Do the price 

points flow? Does the pricing 

match the value of the products/

services? Would anything about 

your pricing be surprising? 

Thinking about how you’d view 

pricing as a customer can really 

help you see what’s great, along 

with what needs tweaking. Also, 

watch out for typos on pricing 

documents. They are distracting 

and can take away from your 



perceived value! 

@ALEXTHORNTONPHOTO

I love everyone’s tips!! To add 

to what everyone has said... 

Know your target market and 

understand where they find 

value. Is it extra services? Or 

different products? etc. Once 

you get to know your target 

market, you can create products, 

services, and experiences 

tailored for them. And be ok 

with the fact that you may not 

yourself be part of your target 

market. In other words, it’s ok if 

you can’t afford yourself. 

@JENNYQPHOTOS

The best advice I ever got was to 

remember that you are not your 

client. When I talk to creatives 

about pricing, they’ll always 

say “I can’t charge that much! I 

would never pay that in a million 

years!” You need to hone in on 

your ideal client and cater to 

them, especially when it comes 

to pricing. Just because you 

may not pay that high of a price 

for something doesn’t mean 

that someone else won’t. And 

the reason you may not want 

to pay that price is because it’s 

something that comes naturally 

for you, so stepping back and 

realizing that you are not your 

client can be a total game 

changer!

@MICHELLEBONHAM

Don’t undervalue your worth! 

Pricing is one of the hardest 

things to figure out, and can be 

ever changing. Even if you are 

just starting out, it’s important to 

price yourself to be competitive 

with your target market. 

Evaluate your skills, experience, 

decide where you stand in 

relation to others servicing your 

target market. Don’t lowball just 

to “start out”. These clients will 

ultimately be the ones referring 

you to other potential clients, 

which means those referrals 

will most likely be to people in 

the same market. If you want 

to attract certain clients, you 

need to market to those type of 

clients from the get go.

@KELLYJOMAKEUPANDHAIR

Time is precious. Even if you 

absolutely adore what you do 

(and most of us creatives do), the 

time you invest in your business 

is time away from your family, 

your friends, and your social 

life. It’s important to remember 

this & to price your services 

to reflect that you respect the 

awe-inspiringly fast-pace that 

time plays in our short lives. We 

absolutely do not have to be 

starving artists! Being an artist 

passionate about your craft & 

ALSO living a comfortable life 

with money to pay your bills, 

money to bless others with, 

and a cushion to fall back upon 

during possible slow periods 

of business are not mutually 

exclusive. 

@MENNINGPHOTOGRAPHIC



 

TUESDAYSTOGETHER

GROUP DISCUSSION  
QUESTIONS

• How did you decide on your current prices? What 

factored into your decision?

• How do you present your prices to your clients?

• When do you raise prices, and how do you decide how 

much to raise them?

• What happens if no one is booking you/buying your 

services?

• What tips do you have for someone just getting started?

These are just to start the discussion. Feel f ree to include your own and 

encourage group members to do the same! 
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