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Welcome to the Power of the Pricing!  

This ebook is the transcript from the webinar sponsored by FedEx where your success, 

delivered, is their first priority. 

What if it was possible to charge a premium for your products or services and actually sell 

more? What if most small business owners underprice their products and services so much that 

they actually give away as much as 10, 20 or 30% profitability? What if that forfeited profit 

could mean the difference between the business thriving or going bankrupt?  

This is part of a four part series on pricing strategy for small business. The series includes:  

Four Sessions  

• The Power and Problem with Pricing 

• Why Most Business Owners Leave Money on the Table    

• The Three Pricing Benchmarks You Need to Know  

• How to Use Them 

• How and When to Raise Prices on Your Products and Services  

• Without Losing Customers and Stay competitive 

• How and When to Discount and Promote Your Products and Services  

• Without Sacrificing Profit   

 

This ebook is designed to help you understand the problem with pricing not just how it affects 

demand for your products or services but how it affects the drivers of profitability.  

Over the twenty years I’ve been equipping small business owners to grow their profit and cash 

flow, it’s clear less than 10% of the thousands of small business owners I’ve met know how 

much more successful their businesses could be if they only understood the basis for pricing 

their products.  
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When I’ve taken surveys, most business owners only use competition as a benchmark for 

determining what they should charge. Maybe competition gets it wrong too! What if even a 

small 5% increase in price could improve profit by 25% without sacrificing unit sales? It can. 

We’ve proven it in the real world.  

But first, let’s understand the power and the problem with pricing and how it affects the 

bottom line of your business.  

Your Profit Goals 

Pricing is only one input, one variable that will directly affect profit. As the great management 

guru Peter Drucker said, profit isn’t the reason why you’re in business, but it is the proof your 

management practices are sound.  

According to Greg Crabtree, CPA, the goal for every business should be a 15% Net Income. That 

means for every dollar the business generates in sales, 15 cents of that needs to become net 

income. That’s hard to achieve, by the way! Most small businesses limp along at around 2-3%. 

This may be one reason why the failure rates of small business is over 50% in the first four years 

of operation. It is possible that by simply changing pricing policy, we could improve profits and 

thus survival rates dramatically, so this is a topic worth exploring.  

According to Mr. Crabtree, if your business is delivering a 5% Net Income, your business 

probably is having problems paying its bills. If your business delivers a 10% Net Income, you’re 

doing better, but in slow sales seasons, you probably have to bridge the gap to cover expenses 

by borrowing more money than you should. It’s only until the business generates 15% that you 

have a viable business with predictable profitability that survival rates improve dramatically. 

Everything we present here regarding pricing strategy will be to help you meet this profit goal.  

Pricing Traps 

“I want to Grow My Business” 

If you did a Google search on “Grow My Business” you would find over 200 million search 

results. It’s a popular subject! Growing a business usually refers to growing your top line or 

sales line. Most business owners think if they’re having trouble paying their bills, attracting 
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more customers or closing more business is their primary way to solve their profit problem. It 

isn’t.  

 Most business owners discount their products or services as a panic response when they’re 

having trouble covering expenses. That’s the same effect as dropping price. Most will succeed 

in closing more sales but not necessarily profitable sales. What would you rather have; lower 

revenues  and higher profit per dollar of revenues or higher revenues and lower profit per 

dollar of revenue?  

Wouldn’t you rather have a smaller and more profitable business? To get there, you have to 

make sure every single time you ring the cash register that sale is profitable. If it’s not, the 

result is you work super hard to attract new customers which increases the amount of work 

needed to service them, but if the sales from these customers are not profitable, you work 

harder with little to show for it in your bank account at the end of the year. Jim Collins, who 

wrote “Good to Great” refers to this dynamic as the Doom Loop. So when you find yourself in a 

cash flow hole, stop digging. Don’t accelerate profit losses.  

Repeat after me, you don’t want more sales, you want more profitable sales. In our webinar on 

how and when to discount your products and services we go into this in detail.  

Takeaway: Don’t discount your prices to sell more! It just hurts your bottom line. We’ll give you 

ways to solve this.  

Pricing Trap- Most Small Businesses Price Too Low 

The bias is to underprice not overprice products or services. That seems hard to believe but it’s 

true. Most business owners also think that closing more sales is the goal. It isn’t. The reason this 

matters is because if you are only driven to grow sales, there is a high likelihood you’re 

attracting customers who are not profitable now and probably never will be in the long term. 

Attracting a price sensitive customer only hurts your bottom line even more. They will never 

buy at regular price.  
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As a small business owner, you will always be resource constrained; you’ll never have enough 

time or cash to do everything you want to do. That means you have to choose your products 

and services and target customers very carefully. This will determine where you should price.  

A rule thumb I like to use is that if you are closing more than 25% of the prospective customers 

you’re pitching, you’re pricing too low! Most people’s eyes get big when I say this.  

Let me give you an example of what this looks like. A good friend has a public relations firm 

here in New York City. He’s great at what he does. I asked him what his closure rates in sales 

were. He proudly announced they were 80%. I told him that was terrible! Yes he was attracting 

tons of new customers but he also wasn’t getting any sleep. He also didn’t have enough cash to 

hire more people to manage the new customers.  

Why? Because he was dropping his price to attract new customers which increased his 

workload. There was also not gross profit in these new customers so he felt compelled to do all 

the work since he couldn’t hire more staff. He was in the doom loop. What’s the solution? Do 

what this one acupuncturist did; she raised her prices, attracted new clients who appreciated 

her skill and experience through word of mouth, she got paid more per client and was able to 

cut back her work hours. She also made more money.  

Takeaway: If you focus only on sales and price too low to close more business, you will put your 

business in the doom loop. Don’t be afraid to walk away from unprofitable sales. You’re 

protecting the future of your business when you do this.  

Pricing Trap- Raising Price Will Send Our Customers to the Competition 

Most business owners are terrified of losing a customer, even if that customer is very difficult to 

service. Often, we’re so afraid to lose a customer we sell our souls (deep discount) to keep 

them. Not a good trade off! 

Maybe you want to send some customers to the competition! Do you have customers who are 

VERY high maintenance?  

Example: When I was in in banking, we had customers who would threaten our customer 

service representatives to the point where we were losing our most experienced 
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representatives. We were thrilled when these customers decided to bank somewhere else. In 

fact, we encouraged them to do so.  

Pricing Trap- “If I Offer Loyal Customers a Discount, They’ll Become More Loyal” 

The single most important thing you can do to create customer loyalty is to be responsive to 

customer question, concerns and desires. Dropping a price makes your business a commodity 

because all your competitors can do the same thing. Did you know that if you answer a 

customer’s question or solve their problem real time, they are 95% more likely to buy from you 

again? It’s true. It takes effort and commitment to do this, but when you and your staff solve 

problems while the customer is on the phone, in front of you or within an hour of their email, 

you communicate they are a priority for you. It is meaningful to the client and your revenues 

and gross margin don’t take a huge hit as they would if you discounted your prices.  

Example: There is a boutique in New York City owned by a very fashionable lady. She not only 

sold really beautiful, elegant women’s clothing, but accessories as well. She had one very loyal 

customer who would shop at the store every month, like clockwork. The boutique owner said 

she wanted to thank her customer by offering her a discount! Don’t do this. If you want to bless 

a customer, provide them free samples, give them special attention, invite them to private 

showings, but if they’re not asking for a discount, don’t give away the store! 

Pricing Trap- We Manage Sales Revenues and Ignore Gross Margin 

There is a line item on your Net Income Statement that everyone ignores, including accounting 

professionals. It’s called Gross Margin or Gross Profit. Gross Margin is simply the premium your 

company receives when it makes a sale over and above what it cost you to make a product or 

deliver a service. This is not exploiting your customers! You are taking risks and offering this 

product or service to the world. You deserve to get compensated for that. To calculate gross 

margin consider this example:  

If an item cost you $10 and you sell it for $15 your Gross Margin or Gross Profit is $5. Every 

business must earn a significant Gross Margin to be able to pay the bills of the business. If 

you’ve ever watched the show Shark Tank, they ask a lot of questions about this because this 
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Gross Margin is even more important than sales, believe it or not. All your expenses are paid 

out of Gross Margin. You run the business on Gross Margin, not just sales.  

If Gross Margin is at least 30% of revenues and you keep expenses in line, you have a much 

higher probability of running a profitable enterprise. If 15% Net Income is the goal, you’ll need 

at least a 40% Gross Margin to cover expenses and deliver a 15% Net Income so remember, 

more Gross Margin is better!  

Most business owners are afraid to lose business so they’re afraid to ask full price for their 

products and services. The interesting thing about this dynamic is that most of them have never 

tested this assumption. Test it. Raise your price on a few items and see if your worst-case 

scenario actually occurs. In most cases when I’ve tried this, it doesn’t. Fear is a liar. Don’t price 

out of fear because if you do, you’ll be making very costly mistakes.  

Additional Resources for You 

My award-winning book, Accounting for the Numberphobic; A Survival Guide for Small Business 

Owners takes you through all the ways you can improve Gross Margin in your business. The 

book is in three languages; English, Chinese and Spanish (Summer 2018). It’s available at Barnes 

and Noble, Amazon, Kindle and Audible.com.  

Takeaway: As a small business owner, you have to learn how to premium price your products 

or services or else you won’t generate adequate profitability to survive. It’s not what you 

charge but what the responsiveness the customer receives that makes what you charge worth 

it.  

The Problem with Pricing 

Most business owners have no benchmarks at all when they determine price. It’s a total “stick 

my finger in the wind” strategy in determining what they will charge.  

Business owners do not know how to assess what their customers will pay, so they have a low-

price bias to manage the risk of not closing more sales.  

Since the focus for most business owners is on sales and not gross margin, they are terrified to 

let a possible sale slip through their fingers. They will discount, cut price and practically sell 
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their souls to make the sale, even if the sale will incur losses for the business. Don’t be afraid 

when prospective customers say you’re too expensive. Don’t be afraid to walk away from a 

sale. But there’s a way to do it that leaves the door open for that prospect to return. I have an 

Aunt Theodora who has always said “cheap is expensive”. It’s always easier to pay a premium 

up front and get it done right the first time than to do it over.”  

When a prospective client says my fees are too high, this is what I tell them:  

“When I price my services, I price based not on what I do, but what I deliver. For every dollar 

my clients invest in my work, I labor to return to them at least 10X. If you choose to hire my 

competitor, just know my door is always open to you. However, if my competitor does a poor 

job and you ask me to fix the problems they leave, the price I quoted you just now will double 

because now my team has to do twice the work; fix the problems, then do the job that should 

have been done in the first place. Always feel free to reach out with any questions you may 

have.” 

Even if the client doesn’t buy, you know they’ll think twice about buying only on price. If they’re 

working on an important project with a lot riding on it, they usually will go the extra mile and 

pay my quoted price. That happened to me when I am facilitating a board meeting. I was 30 

guys and me at The Racquet Club in NYC. After the meeting was over, the board chair who hired 

me said, “you were worth every, single penny. You were our true north. We could never have 

done it without you.” 

Takeaway: Stand your ground on price if you know your true value. Then leave the door open 

for the prospect to come back to you. Create an economic disincentive for them to go to the 

competition. A prospect that says “no” could be a great gift to you. Remember, if 75% of your 

prospects don’t walk away, you’re pricing too low! 

Problem with Pricing- Comparing Your Prices to Competition without Comparing 

Apples to Apples 

When comparing your prices to your competition, remember, looking just at what they charge 

is only half the story. You MUST look at what they’re doing and delivering for what they’re 
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charging. You must look at the entire customer experience including how responsive they are 

when customers have questions or problems. Read the reviews on Amazon for anything; they 

always include if the product or service was received as advertised AND how the company 

responded to them when they had a problem.  

Example: I bought an external drive from a low-cost website that touted it was the lowest price 

online. When it arrived, it was damaged.  I couldn’t reach a human easily to discuss how they 

were going to make good on my purchase. It took days to find someone I could talk to. Her 

response was, “on our website we clearly state if you want to return something, there’s a 40% 

re-stocking fee” even if the product was faulty from the start. I will never buy from them again, 

I don’t care how cheap they are. Just the time and broken trust wasn’t worth it. Think about it; 

none of us always buy the cheapest products out there. Service, quality, reputation all matter. 

They matter for your business too.  

Takeaway: When you compare your pricing to what your competitors are charging, remember 

to compare the entire customer experience and not just the price of the item. It is possible to 

charge more than your competition does if you do a far better job taking care of customers.  

Problem with Pricing- Don’t Price in a Vacuum- Tie Value to Price 

You’ve heard the word “value”, usually in the form of a cheap price, but did you know it has an 

equation? And Value could also mean a premium price? The value equation is simply:  

VALUE= End Benefit/ Price 

If you interpret this the numerator answers “what’s in it for me” or “What benefit will the 

customer get if they purchase this” divided by “What treasure they need to sacrifice to have 

access”.  

End benefit could include physical benefit, financial benefit, and psychic benefit. Remember, 

we all determine if a purchase is worth it based not only on what the item or service does, but 

what it delivers, how it will bless our lives after the purchase. You must always answer the 

question why someone should buy from you instead of the competition.  
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Three Pricing Benchmarks 

According to Philip Kotler of Harvard (check this), there are three benchmarks to consider when 

determining what you’re going to charge for a product or service.  

 The lowest bound is Cost Plus pricing.  

 The middle ground is Competitive Pricing.  

 The highest is True Value Pricing.  

Cost Plus Pricing 

This is the minimum clearing price you should charge to cover your cost to deliver a product or 

service plus a Gross Margin to cover your risk. The Gross Margin in this case is the markup 

above your cost to arrive at price. The customer doesn’t care. They have no idea what your 

internal costs are; but as a business owner you need to care a lot. As a rule of thumb, you 

should mark up your direct costs 43% to generate a 30% Gross Margin at a minimum.  

Competitive Pricing 

This benchmark only acknowledges what your competition is charging. It does not account for 

your direct, internal costs at all. Your competitors might have higher or lower costs. All this 

benchmark does it provide some visibility on pricing from the customer’s perspective. When 

comparing your prices to the competition’s, you’ll look at their product or service line, their 

discounting strategy, their promotional strategy and how it compares to what your company is 

offering. Also look at the testimonials from their customers.  

True Economic Value 

This is the highest and most valuable pricing benchmark. It makes both internal costs and 

competitors completely irrelevant. Customers pay a premium because your reputation is so 

well known and respected. Or they will pay a premium because your subject matter expertise is 

so rare and necessary, they will pay a premium to ensure the job is done right the first time.  
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Example: When someone you love needs open heart surgery, you try to find the most 

experienced, surgeon regardless of the price.  

The single most important question you need to answer for your customers is; “why should 

they buy from you instead of the competition?” If you don’t answer that question for them, 

they will not give you the benefit of the doubt. Prospective customers are by nature suspicious 

(aren’t we all) and will fill in those things that are unclear with negative assumptions and 

default their purchases to a supplier that is familiar, not necessarily the one that best suits their 

needs.  

Think about why we pay premiums. The massage therapist who knows how to take away my 

neck pain. The dry cleaner who takes great care of expensive garments and lengthens their life 

so I can enjoy them for years to come. The dentist who is specially trained to manage pain or 

who is an expert in a particular procedure.  

Takeaway: Every small business needs to find a way to charge more than just a cost plus basis. 

Small businesses are resource constrained by definition and will never be able to offer goods 

and services at a Walmart-like efficiency. Premium pricing means not every customer will buy 

from you which is fine. You only want profitable customers. Remember, you don’t want more 

sales; you want more profitable sales.  
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The Positive Price Multiplier 

Here’s why premium pricing is so powerful.  

 

 

If you raise price by even just 5% and your cost of goods (or cost of sales stays the same- 

remember, that’s an internal number), your Gross Margin, that very important number, 

improves by more than double the price rise. That’s a positive multiplier effect. The same is 

true on the downside; when you lower price by 5%, Gross Margin shrinks 12.5%.  So, think 

about what happens when you lower price by 20%? Gross Margin goes down far more than the 

discount on a percentage basis. How much depends on how high your cost of goods or cost of 

sales are to begin with.  

Takeaway; A price rise or price drop will not affect Gross Margin dollar for dollar. Gross Margin 

will rise or fall significantly more than the change in price.  
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True Economic Value Captures the Essence of What Your Service is Worth 

The Basis for Premium Pricing Includes 

 Quantifying the end benefit you deliver to customers- “for every dollar you invest in X, 

you will save or make 10X” 

 The entire customer experience, including how you handle customers after they buy 

from your company 

 Real value is not just in what you do but how you do it and how make customers feel 

when they interact with your company.  

 Customer testimonials are the cheapest and most powerful evidence of why others 

should buy from your company instead of the competition.  

Example: FedEx 

FedEx is not just another shipper. There are plenty of those. FedEx is a strategic partner for all 

their business owners.  
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Here are the problems FedEx can help your business solve:  

Shipping internationally can be so confusing and complicated. FedEx makes expanding into new 

markets error-free and stress-free.  

If you sell perishable products like food or fresh products that can spoil in transit, FedEx’s 

packaging lab will create a special package just for you to ensure your product arrives in perfect 

condition. Philip Ashley chocolates out of Memphis can ship handmade artisanal chocolates all 

over the world in any kind of weather and they arrive at their destination just like they left the 

shop; perfect and delicious!  

FedEx is also committed to creating a thriving environment for small businesses. It invests in 

entrepreneurs online (like this course!) the Small Business Grant Awards Program, and 

entrepreneurs in the inner city through ICIC.  And that’s not a comprehensive list.  

FedEx is dedicating resources inside the company and partnering with top experts to give you, 

the small business owner and the future of the U.S. economy, the best chance of thriving in any 

economy in any market around the world.  

Several of FedEx’s EAB members provide fantastic examples of value pricing. Manasi Gangan, 

who started Nested Bean, developed something called the Zen Swaddle, which mimics slight 

pressure from the mother’s hand on a newborn’s chest so the baby will sleep through the night. 

How much is your sanity worth? $40 is a cheap price to get a good night’s rest! Here are some 

of the testimonies from Zen Swaddle customers;  

 “This saved my sanity” 

 “This saved my marriage” 

 “In one night, the baby started sleeping through the night. It’s a miracle.” 

Some people think FedEx is too expensive, but in recent years, FedEx has integrated a very 

extensive ground shipping capability that drives down costs for you while giving you the same 

great FedEx service you’ve always known.  
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Hidden Profit Academy 

Our small business made easy course publishes Numberphobic principles in video format. It’s 

me speaking to the business owner. We are absolutely driven to help you double profitability 

and cash flow, not just revenues, in record time. We make it easy, funny, and accelerate the 

process so you can finally get a return for all your blood, sweat and sacrifice. We also leverage 

the trust relationship with the CPA to equip the CPA to take on the role as business advisor, not 

just tax preparer. We’re are the only people who people the accounting professional 

community which includes bookkeepers and ProAdvisors is the single most important leverage 

point to double small business survival rates. One CPA said, “your courses have changed my 

life”. What’s the value of that?  

Your Testimonials 

What have customers said about you and your business? Have you captured their words? Have 

you captured them speaking on video? I recommend to all my business owners and accounting 

professionals, take a short sound bite and include it on the back of your business card. Make 

sure those testimonials are published on your website. Everywhere your brand shows up, these 

testimonials need to be there. Your customers have no vested interest in lying about your 

business, that’s why their word is trusted and so value to others considering buying from you 

and for building your reputation. This is no time to be modest! 

Takeaway: The testimonials answer the key pricing question “Is it worth it?” Provide the 

evidence through objective third parties who chose you over your competition and closing 

profitable business will be far easier.  

The Pricing Gap- Expectation and Reality 

No matter what you paid for something, anything, there’s always a gap in what you expected to 

receive before the purchase and what you actually received after the purchase. Sometimes that 

gap is positive. Hopefully, those who watched this webinar got a whole lot more value than 

they expected.  

http://www.hiddenprofitacademy.com/


Hidden Profit Academy 
www.hiddenprofitacademy.com 

 

Sometimes there’s a negative gap; we were told we’d get great service but when we had a 

question, the responsiveness wasn’t there. We expected the performance to be higher quality 

but on closer inspection, we see the contractor cut corners; or the website doesn’t work 

properly or the leaky pipe wasn’t fixed right the first time.  

We’ve all had those experiences. The takeaway is that we want to build positive expectation 

gaps because this supports higher value and higher prices. We want customers who are so 

excited about buying from us, they tell the world.  

These apostles (a term Scott Cook, founder of Intuit coined many years ago), they become our 

free sales force! They are the most effective and least costly sales force there is.  

On the other hand, those who experience a negative expectation gap post their critical ratings 

on line which never go away. What happens long term is what happened to Mercedes Benz 

after it was sold to Chrysler. The performance of the automobile went down for a few years and 

the expectation gap between what buyers were expecting and how the car performed was 

negative. Buyers got the message that the car wasn’t worth the price. This opened the door to 

so many other premium automobile makers who enticed customers away from Mercedes. 

(Note: Mercedes got the message and the car has re-established its fine reputation.) 

What if it was possible to premium price your product or service AND sell more?  

It is. We’ve proven it in the real world.  
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The intersection of where your greatest strength meets your competition’s greatest weakness 

is where potential customers really need what you do. This enables you to premium price. This 

is the place where you’re better than anyone else, competition can’t match what you do and 

many prospective customers in the market need what you do. Customers will pay the premium 

and believe they received great value because you over delivered on your promise. 

If the only way you can sell any of your products or services is to deep discount, that’s not a 

problem, it’s a symptom of a problem.  

These are the top four reasons why you may experience difficulty premium pricing what you 

do:  

 You don’t know your value 

 You are not communicating your value fully and in a compelling manner 

 You’re speaking to the wrong audience with the right message 

 You’re not speaking to the right audience with the right message on a timely basis. 
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Do Your Homework 

If you’re not sure why customers choose your business over your competition, ask them. You 

may be surprised at what you learn. One of my small business owners found out she was the 

“cheapest by far” which simply meant, she was underpricing significantly and she didn’t have 

to. Her clients would have purchased from her at much higher prices and higher gross margins 

for her business. No wonder she couldn’t pay her bills! When she raised her prices, her 

customers asked why she hadn’t done this sooner! 

Takeaway: Don’t be afraid to ask your top customers why they buy from you instead of the 

competition. They’ll be honest and you’ll learn a whole lot about how you compare to your 

competition. These are often things you had no idea about but were crucial to know.  

Test the Market’s Sensitivity to Change in Price 

 

This simple 2X2 matrix helps you think about which products or services have high gross margin 

potential and are easy to close. Consider raising prices on one or two of these products or 

services only 5%. See how customers react. If you do it after the turn of a new year, most 

customers will accept this small change that will have a big effect on your gross margin.  
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Consider dropping low gross margin products that are difficult to close from your product or 

service line. They may not be worth it. You may not be able to cover your direct expenses plus 

that markup margin we spoke about. Or maybe you don’t have the scale economies your 

competition does in that area. That’s OK. The key takeaway is that you offer products and 

services your customers care about at a price you can make a gross margin of at least 30% or 

more.  

Homework 

Review your pricing on everything that rings the cash register. Which items are STARS- they pay 

the bills, there’s strong demand for them, you do a great job at offering them. Which ones are 

DOGS- they bleed the business dry, they don’t generate enough or any positive gross margin 

and they require expensive support from within your business. Consider dropping these from 

your product or service line. The high gross margin items and those that are easy to close could 

be high potential. Look at your product line. See if you can focus sales efforts more on those 

items that generate high gross margin each time you ring the cash register. Without spending 

one more nickel on marketing, your profitability will go up automatically. It might mean 

focusing on a high potential target audience that’s new to your business. It might mean doing a 

better job quoting customer testimonials to prove your worth.  

Takeaway: STAR products or services keep you in business. DOGS are not lost leaders; they’re 

losers! Offering them means you’re losing money. Consider dropping them from your product 

or service line. POTENTIAL products or services fall into two categories; POTENTIAL 1 generate 

high gross margin and need to generate more in sales revenues. Focus more efforts on clients 

that are most likely to buy this product. Incent your salespeople to sell more of this product (or 

service) more often. POTENTIAL 2 are those products or services that generate a lot in sales 

revenues that need more gross margin.  This is a product or service mix challenge. For these 

high potential products or services, you need to find a way to add value and to raise the price. 

The marketplace might buy the same or a little less of these products or services, but at least 

each time you ring the cash register, your business will be making gross margin, not losing gross 

margin. Remember, it’s always better to have a smaller company that’s profitable.  
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Look at the low gross margin items that are easy to close in a sales conversation. Consider 

raising the price 5-10% and see what happens to closure rates. If you’re within the 25% 

window, you’re probably making more gross margin with less effort. Test it. Then let me know 

what happens to demand. Really. Email me. I’m at dfotopulos@gmail.com. 

Action Plan 

Now build your action plan. Now that you know the Power of Pricing, how will you apply these 

principles to your business?  

 What products or services will you focus on?  

 Which ones will you drop?  

 Which products or services are POTENTIAL 1? POTENTIAL 2? What’s your plan?  

 What pricing strategy will you test?  

 What customers will you reach out to ask the key question “why do you buy from me 

instead of my competition?  

 How will you capture testimonials and how will you use those to build your premium 

priced reputation?  

Survey 

Please fill in. Positive gap? What will you take away? Will you recommend to others? Why or 

why not?  
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