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By: Michelle R. Brown-Business Menotor and Non-profit Strategist



1. Put your focus where it belongs: on the value of the transformation you create for   
 others.

2. Your fees represent your PAST thinking, beliefs, actions and mindset. To IN   
           CREASE this number you need to transform your mindset to match the NEW fee   
 you want to receive.

3. Clients WANT a price they can justify. It’s up to YOU to help your clients clarify the   
 VALUE of the results you deliver.

4. If you doubt your price, then you are likely focused on features.  If you switch your   
           focus to the VALUE of the results your service delivers, you will automatically feel                                    
 more confident about what you charge.

5. Value is perceived by your clients. Pricing is perceived by you. Offer different    
 packages to give your prospective clients a choice of “Yeses”

6. Be careful not to give away so much in your lowest level package that you have   
 nothing left to give at your higher levels. That is a sure-fire recipe for overwork and        
           overwhelm!

7. Always include at least one bonus that people can’t get anywhere else (can’t be    
 purchased separately).

8. If you want to make more money then you MUST stop undervaluing your time by   
 spending it in ways that are far below your skill level and your new fee level.

9. Instead of giving clients a discount, give them extraordinary service, a shorter time   
 frame, or a stronger guarantee—something that will increase value, not decrease                 
           your fee.

10. How do you answer the question, “What do you charge?”  First, do NOT answer the  
 question by quoting a price.  Here is what I always say instead:
 “I’d be happy to answer that question for you. I’m going to need to gather some     
            information first. May I ask you a few questions?”

So you can charge what you’re worth...
without apology!
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