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How much does that cost?

Building Structure
1.  How will your pricing tie into your story, 
or mission statement?

2.  What are your costs per sale?
3.  List three tiers for your pricing:
1 cheap, 1 mid-range, and 1 high

4.  Are you going to have add-ons, or an 
all inclusive price?

5.  High volume and/or high margins?5.  High volume and/or high margins?
6.  Will you list your price publicly, or make 
them ask for a quote/price list?

7.  Are you going to accept alternative 
forms of payment?

Not Shooting Your Own Foot
1.  What are some signs that your pricing 
isn’t functioning properly?

2.  How disastrous will it be if your pricing 
isn’t right to start?  The more pressing it 
is to get it right 1st (as with a big media 
launch) the more important small tests 
are beforehand.

3.  Write out as detailed a plan as 3.  Write out as detailed a plan as 
possible for how you’re going to raise 
your prices if you need to.  Plan on 
doing this sooner, rather than later.

Anchors, Decoys, & Snares
1.  What high priced package or option 
will you offer?  This will anchor the 
other prices in people’s minds to seem 
cheaper.

2.  What option can you add an upgrade 
onto without raising the price consid-
erably?  
This will encourage upgrading.

3.  Will you use any loss leaders to bring 
people to you initially?

4.  Will you offer anything for free?
5.  What will you do to encourage 
people to take immediate action? 

Stabilizing Income
     Brainstorm at least 4 or 5 ways that you 
can get guaranteed, recurring 
payments from people.
(for some businesses this is harder than 
others, but is crucial to a stable 
income sheet)

     Some ideas are:
-Memberships-Memberships
-________ of the month club
-regular maintenance
-software as a service
-’Club’ discounts
-Regular events 

Room for Discounts
1.  Is your product targeted towards deal 
seekers or penny-pinchers?  If so, deals 
should be significant in your strategy.

2.  What kinds of behavior do you want 
to encourage in your customers?

3.  Can you add benefit or value any 
other way than reducing prices?

4.  What size discount do you think is 4.  What size discount do you think is 
good to track ads w/ coupons?

5.  How are you going to justify your dis-
counts so that your customers don’t  
devalue what you’re offering?


