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JUNE 2018 CONTENT CALL: 
RAISE YOUR FEES 

Recording Transcript 

This is one of my favorite topics – and the truth is I have so many favorite topics 
around business and mindset, I don’t even know why I say that – but it definitely 
is high up there on my list. One of the reasons being that raising my fees was an 
absolute game-changer for me in the business. Even the notion that I could be 
charging an awful lot more than what I was originally was a big deal. It is 
something that we have to look at continually through the cycle of our business: 
raising our fees. I get it - especially Karen and Matthew - you’re in a more 
product-based business. We’ve worked with you recently about analyzing those 
numbers and looking at where things lie - but whether it’s products or service-
based business, the very similar principles are going to apply here. I know that 
raising fees is something that we look at a lot with our own clients.  
 
Let’s dive into this subject today, especially for when you get to a place in your 
business where you’re feeling tapped out. “I’m getting frustrated.” “I feel like I’m 
working way to hard.” “Too many hours.” “I’m not really seeing or feeling the fruits 
of my labor and that’s going to be showing up financially.” Those are going to be 
some of the initial indicators it’s time. Not necessarily to think about adding a 
whole new product line or a whole new program. It’s time to look at - Do our fees 
need to be increased? That’s one of the very first things I’m going to look at. 
That’s what I want us to look at today.  
 
Before we even dive in around this subject of how to raise fees, I’m curious for 
you, what are some of the initial questions that come to mind around this 
subject? I want to make sure that I’m answering them very live today. We’ve had 
many, many questions over the years. I’m curious. For you, what are some of the 
questions that spring to mind immediately around the subject of raising your own 
fees and raising the prices?  
 
I’m going to tell you a few of my own stories of raising fees over the years. It has 
always required a lot of courage. It’s not something that I do like, “I’m just going 
to do it randomly today. We just decided that we’re doing this price increase.” No, 
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there’s a lot of different pieces that go into raising our fees. It will always bring up 
a lot of fear. I want to lead with those pieces today because I think it’s some of 
the pieces that stop everybody. I remember going back thinking about when I 
was first coaching: I’d earn probably the equivalent of $50-$75 an hour for 
coaching with me in the very early days when I started out. I remember seeing 
another coach who was charging $300 and she was packaging it. That’s where I 
got my initial idea of packaging my services and not having to do it by the hour. 
She was charging $300 in a package for $1800. For me psychologically to go 
from $50 or $75 to packaging to $1800 just felt like a massive jump. It didn’t feel 
like it was anything small. I remember at the time the fear that came up. A lot of 
the fears when I really dug into them especially in those early days was, “Am I 
good enough? Can I deliver what I perceive to be $300 worth of value at an 
hourly rate?” which is kind of what that translated to back in those days. Am I 
good enough? I’m not talking about good enough as a human being. We’re not 
going to go into that place today. I’m talking my own skill set. People randomly in 
the industry – in my industry, coaches particularly – will flippantly tell people to 
raise their fees but they have no grounding for that conversation. We do have to 
ask ourselves the question: Do I really believe I am delivering enough value and 
my services are really that good to warrant those fees? That brought up a lot of 
internal conversations for me.  
 
At that point, I’d also been getting clients fairly frequently and fairly easily. There 
wasn’t a huge flood of them – but I’ve never, ever been without clients in all my 
time of being in business. Never. There’s been some ups and downs. Have we 
had less clients than we’ve wanted to at certain points? Of course. Never, ever 
have I actually been without clients. Yet, irrationally the fear at times would be 
there. “Oh my gosh! We raise the fees and we will all of the sudden found 
ourselves losing clients.” I worked with somebody once and when we dug into 
why she was really hesitant to raise her fees, it was because she was getting so 
many easy yes’s. It was like, “I’m getting yes. I’m getting 100% conversion rates 
for the people that I speak with. Everybody says yes.” Her bigger fear was 
around hearing no. It wasn’t about losing clients per say. She said, “I just don’t 
want to be in that place of discomfort, of feeling rejected, of hearing the no’s or 
then having to coach people to overcome those objections when they’re starting 
to push back around price.” We’ve also had people – and I’ve experienced this a 
little bit myself and I know we’ve had it with other industries that we work with – 
where people have said “I’m so concerned about increasing my fees that I’ll be 
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subject to judgement.” Judgment from peers – not necessarily from clients. They 
may have been doctors, lawyers or other professionals. They wanted to go 
higher up within their own industry and their fears were around the judgement of 
their peers that would echo something like, “Who do you think you are?” The 
peers are going to push back and criticize and judge them.  
 
Of course, I think everybody has that fear of, “Do we price to a place where we 
actually start to lose clients?” I do want to start today by saying I believe that 
raising fees involves us having to navigate some of those fears. We’ve got to dig 
into that courage. For you, what fears are there around raising your fees? It might 
be some time now or off in the future.  
 
Where I got to earlier on in my business – and this was about seeing somebody 
else that was ahead of me and charging what felt considerably more than me at 
the time – there was a confidence that came with that. I remember the way she 
spoke, the way she held herself, the way she dealt with her clients, the way that 
she conducted herself when it was about having a strategy session or a 
consultation to work with her. Just the whole way that she led her clients gave 
her a level of confidence that she was being paid well for her services. It gave 
that message back to the clients that she knew what she was doing. So, for me, 
this is about being reassuringly expensive. I think in some sense we get so 
concerned that we’ve got to undercut our prices and be the cheaper, we think 
that going lowest in the market is the way to growth and everybody’s going to 
want to come to us. For me, we never know what that business model is like if it’s 
built on volume, if it’s really working. Being the lowest in the market is often a 
recipe – especially in service-based industries– for going out of business, going 
bankrupt or certainly staying in struggle. It’s that confidence that comes not only 
from yourself as a service provider when you’re in that place of reassuringly 
expensive but also from your prospects as well.  
 
Some of you will know that story of when I’d done that big hike in fees. This was 
in my early day of coming in to Phoenix, moving into a new market. Bear in mind 
I was doing this when I didn’t know anybody and I didn’t have any testimonials 
here and we were moving into a new market – so it did require a lot of courage. 
Let me do a caveat to that: I wasn’t doing work that I wasn’t skilled to actually do. 
That’s really important to note in that conversation. I put together a proposal for 
somebody that wanted a business coach to come into the company and do some 
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work with him as the CEO and some of his key team members. The original 
program that was quoted to him had a $54,000 price tag on it. That was for a six-
month coaching program and of course, it required a massive gulp on my part as 
I parted with that. I was speaking to him about the proposal and there’s this 
painful silence on the call when in all honestly, my heart was racing and my 
palms were sweaty. I was going, “Oh, my gosh, oh my gosh, oh my gosh. I priced 
it too high. I’ve really gone and sunk this one.” His next words were, “Wow, you 
must be really good. That’s more expensive than I expected it to be. You must be 
really good. Where do I wire the money?” That reassuringly expensive - I think 
we have to think about that from a brand perception and from a confidence 
perspective as well. There is a perception around, “You get what you pay for.”  
 
Does it always hold true? Of course, it doesn’t – but I want you to think about that 
in terms of your own pricing structure. Where do you fit? I’ve put a little scale for 
you to look at later on as well. This for me particularly as a service provider – and 
if you’ve got products it’s going to be the same thing - when you want to attract 
your champagne clients or your high-grade wine clients to your business, your 
fees and your prices should be a stretch for both of you. If it feels easy like that 
client I was talking about before and you’re getting 100% yes’s and the 
conversations are easy - “Sign me up!” - it’s not a stretch for them and it’s not a 
stretch for you. What do I mean by that stretch? First and foremost, let’s start 
with us. For me, that stretch is about - Where do I have to stretch to in order to 
be very aligned with charging and commanding those higher fees? That might be 
stretching my mindset initially. That it’s possible for me. That there are people 
that are willing to pay. That I’m stretching my mindset around the value that I 
provide.  
 
Each time typically speaking when we’ve had an increase in our fees, we’ve up 
leveled something else. We’ve looked at the value proposition. We’ve said, “This 
is going to stretch us to go to a higher level of service or a higher level of 
support,” or how is it that we start to serve those clients at a level that starts to 
really stretch us as well? Sometimes – in fact I’d even say oftentimes – that 
stretch for me has been about stretching to more sophisticated clients. Those 
clients that perhaps I didn’t feel quite ready for. The clients that I thought were 
going to be slightly more challenging. I don’t mean challenging in a negative way. 
Challenging because they’re going to be bringing a myriad of problems and 
challenges to solve to the table. Perhaps challenging in that case of the client 
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that I signed up here. That was somebody that was already running a $30 million 
business. It was an engineering business. I had never worked with an 
engineering firm before that had a manufacturing plant on site. That felt like a 
massive stretch. It was causing me to stretch, to improve my skills, to improve 
my delivery, the whole conversation around that and stretching how I needed to 
show up.  
 
It’s also about stretching the client and how they need to show up as well. If 
they’ve got to stretch to invest in your services, they show up differently. I’ve 
seen this time and time again. I’m going to use that client as an example. His 
name was Dan – in fact I still see him frequently – even the other day I bumped 
into him. He lives right up here in my neck of the woods, so I still get the updates 
from him today and he and Robert were chatting over a glass of wine one 
evening and he said, “You know what? I still have all of my notes from my 
coaching time with Vanessa and absolutely everything that we put in place: the 
vision we set, the milestones, everything that we put in place happened.” He was 
celebrating that with Robert. What that speaks to around the stretch here is this 
was a person that was incredibly busy. He was never, ever late for a session. Not 
once. He never missed. He never rescheduled. I would turn up in his office. He 
would be completely present. His desk was beautifully clear, and he had his 
notebook and his binder of notes that had “Vanessa-Coach” written all over them. 
He did his homework. He was listening to absolutely everything to the point that 
by the end of the coaching program he would joke and ask a question for help 
and then kind of coach himself by the end. We ended up working together for 
about 15 months.  
 
It stretched him as well. It stretched him to step up and it stretched me. Really 
think about that in terms of your fees because there’s another dynamic that 
happens in terms of how we show up.  
 
The other piece – and I don’t think enough people talk about this – is if we’re 
going to raise our fees, why? We have to get grounded in why we want to do it. 
Not just arbitrarily once a year we’re raising our fees just for the sheer heck of it. 
What really is the reasoning behind it? There can be many different reasons for 
you. You need get clear first and foremost on why it’s important for you to raise 
your fees. If you’re not clear and you don’t understand why it’s important, those 



 
 

 
BE BOLD. PLAY BIGGER.® 

© SIMPLY ZEST LLC • ALL RIGHTS RESERVED • VANESSASHAW.COM • PAGE 6 of 16 

conversations that you have around your new fees or raising your fees are going 
to become really difficult.  
 
Some studies have been shared around behavioral economics, persuasion and 
how we influence other people. Some studies are around somebody needing to 
push in line or jump the line at photocopying machine with a pile of things to 
photocopy. When there’s a long line there – probably in a place like Staples or 
some kind of public place where you’d go and get that done – perhaps this was a 
study from years ago because so many people have these at home – but if they 
just try to jump the line without a reason, nobody would let them in. If they 
jumped the line with just a ‘because’ and a ‘because’ followed by a relatively 
lame reason – like, “Hey, can I jump in front of you? I’ve got this pile of 
photocopies. I really need to do them now,” or “My daughter’s waiting,” or 
“Because I’m running late for my meeting.” Whatever that was that followed the 
‘because’ didn’t matter. It was important that they had presented the ‘why.’ All of 
the sudden, because there was a ‘why’, people would let them in. When there 
wasn’t the ‘why’, they wouldn’t. We have to think about this for you and your fees.  
 
Sometimes you’re not going to be sharing the ‘why’ with your clients depending 
on how you’re working this. Let’s go over a few of those ‘whys’ as to why it might 
be important to you. Being in a program with us and working with us for a long 
time, it is likely that at some point you’re going to realize that you’re 
undercharging, right? That can be your reason: that you get more robust in the 
value that you’ve been providing and the results that you give to be people, your 
whole delivery. You get really clear that you have been undercharging and you 
haven’t been pricing accordingly. That becomes a reason for you raise your fees. 
That could be an internal reason. You’re not going to be sharing that with the 
client. I wouldn’t recommend it. Certainly not that way. 
 
Another reason linked to that is you starting to do some financial analysis on your 
business and you just realize that you can’t stay in business at the prices that 
you’ve been charging. Perhaps you’re subsidizing certain people to work with 
you and that’s another reason. Perhaps you haven’t raised your fees in a long 
time, so they’ve been at the same level and all other costs related to your 
business – none of us are immune to that – are increasing. It’s time for an 
increase.  
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Another reason for why is you might be adding more value to your program or to 
your offers. Perhaps the original offer has now increased, and you’ve got really 
clear on the additional value that you’re bringing to the table or the additional 
resources. If you’re in a product-based business, you would have version 8.0 of 
your product. Just think about the ‘why’ and get grounded in the ‘why’ you’re 
raising your fees so that at least you know that. At times, it will be relevant to 
share and to communicate especially if you’re going to be working with clients 
that you’ve been working with and you’re going to increase their fees. They’re 
going to want to know why and it starts with you.  
 
This is where it starts to get really important to do the math on the numbers. 
You’ve got to know the numbers so it’s not just some arbitrary thing. I would hate 
for you to be going through a price increase and increasing your fees only to do 
the math afterwards and still discover that it’s really not satisfactory. If you start to 
do too many fee increases too regularly, that could cause you a problem. 
Ultimately, we have to start to look at - If I’m increasing my fees, what does that 
mean? Can I afford to lose some clients? Most times, that is one of the biggest 
concerns - that you’re going to lose clients and “Oh my gosh, I’m going to go out 
of business!” This is what happened when I was running packaged programs. 
Let’s go back to an anecdote here: I had taken my services from that $50-$75 
and I was now selling my coaching program back then at $1800 paid in full. That 
was for six sessions, so it was a package. Not a very extensive package but it 
looked like six sessions and it was the equivalent of $1800. I was at a point 
where I had a lot of clients because they realized that I was a really good deal. I 
had to say, “How many can I afford to lose and still be ahead or otherwise break 
even?” Oftentimes, when we do the math, we can start to see if a percentage of 
them are ok with the new pricing. If I can sign up new clients at the new price 
point, I’m ok with possibly losing 30% of my existing clients now. Either I’m going 
to be ahead – sometimes the math shows I can afford to lose 30% but with my 
new price structure I’m actually going to still be ahead – or other times, I start to 
break even on the numbers. It’s like the numbers didn’t change.  
 
What happened for me initially was I freed up 30% of my time. I started to make 
that transition. The numbers were staying pretty constant and I was ok with that. 
That for me was a win because I freed up 30% of my time and time was the 
factor that really needed to change back then. I knew if I couldn’t free up time for 
myself, I was never going to get out of the weeds of my business and focus on 
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business development, building bigger programs and doing more marketing and 
everything that I teach you today that we do a lot better and more consistently 
than I was doing when I was so low. I would have never freed up that time. With 
that shift and the freeing up of time, now my business could go on a different 
trajectory.  
 
We’ve got to look at that and see – does it make sense? Just a few mistakes that 
I do want to go over with this. A lot of people are told to arbitrarily raise their fees 
and raise their prices. If you’re not careful, it can cause some problems. We’ve 
definitely got to think about the timing of it. There’s no hard and fast rules around 
this but timing for example could be, “I’m going to do it at the end of the program” 
depending on the business that you’re in. If you’re under a contract and a 
program agreement you should not be raising fees in the middle unless you’ve 
got that built in somewhere to a clause that says you can. We want to stay in 
integrity with original agreements for what people have actually signed up for. 
That’s the timing piece. Sometimes it is at the beginning of the year that it makes 
sense. Is there some reason for the season? A reason the timing makes sense? 
Perhaps you’re doing your first conversion event. Nancy –– this is a conversation 
that we had where she was going into her first conversion event. We were 
looking at the fees for the new program and we had to transition a lot of old 
clients into a new program - so that was timing. There was a new program being 
launched. There was a reason. The ‘why’ was that there was going to be a lot 
more value in the new program. The offer to those old clients because they’d 
supported her to get her business so far was they were getting a great deal for 
staying with her in the new program as long as they said yes. They had about 48 
hours to say yes. I know that 95% said yes and it was a significant fee increase - 
but it made sense and the value was there.  
 
We’ve definitely got to think about timing. You also want to think about frequency. 
Not just consistently raising prices. This is where I want to come back into the 
math. Does this make sense if we’re raising fees again? Depending on what the 
program is, we’re typically going to be raising them for quite a substantial period 
of time. We don’t want to raise them, go through that and then one month later or 
six weeks later be doing it again. Typically, that isn’t going to make sense. We 
definitely want to think about the frequency of this so that it’s well thought 
through.  
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One of the other questions that starts to come up: Is it too much? It’s Goldilocks 
Pricing. Is it too hot? Is it too cold? Is it just right? Not an easy question to 
answer. We’ve got to test the market. Sometimes we put a price out on 
something and there’s zero takers or we’re getting consistent pricing pushback. 
The price just may be too hot, so you’ve got to rethink that again. We had a client 
recently that was the feedback. It was across the board. It’s going to happen. It 
happens with products. It happens with services – but there’s always a creative 
way to work around it and adjust that. If it’s too hot, one of the symptoms is going 
to be pushback – assuming that you’re speaking to a lot of people and not just 
one to three people and that you’ve got adequate, good sales skills. Sales skills 
definitely come into play as well in these conversations. If you’ve got a lot of 
pushback on price, perhaps it is too hot. If you’ve got too many people saying 
yes and you’re in easily somewhere between 80-100% conversion rates, possibly 
it’s time for the price increase. We’ve always got to be thinking about that and 
navigating.  
 
Look at your value proposition at the time. Not arbitrarily raising fees. Depending 
on where you’re at in business – I want to give you different levels of how to 
experiment with this – sometimes that value is you start to get really clear on the 
value you’re providing, and you realize that there is a ton of value in your 
services. That comes from that more aligned place where you say, “I know I 
deliver. I know I take great care of our clients. I know that we can get them great 
results.” You get aligned within the value. It doesn’t always mean that in order to 
raise fees, you’ve got to add more stuff. I do say that carefully because a lot of 
times - especially earlier on in business - we equate raising fees with, “I’ve got to 
do more for the clients. I’ve got to add in more stuff. I’ve got to be more available 
in order to justify.” Probably in the early days, that’s not the case. These are 
conversations you’re going to want to run through the Facebook group, run 
through with me, run through with your coach, so we get some outside 
perspective on that. Then there does come a point where you have to step back 
and say, “You know what? Yes, I’m aligned and I’m confident with everything that 
I’m providing here. It is time to up our game.” You would know more about the 
clients that you’re working with and you start to think they’ve got other problems 
that you can be solving, or you’ve discovered a better way to help them solve 
problems. Perhaps there’s a new part to the program or there’s new tools that 
you’re bringing in. In our case, I’ve gone from being this solopreneur when it was 
only ever me to having a whole team that supports people that come through our 
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programs now. That’s a massively different value proposition to having a main 
coach, an associate coach, somebody that’s going to do your financial analysis, 
somebody’s that’s going to help you with sales, somebody that can help you with 
opps, somebody that can answer tech and design questions. All of that wasn’t in 
place years ago so that’s increasing the value of how we serve our clients. We’ve 
always got to be looking at that through that lens.  
 
Last mistake – the reason I laugh is I used to make this one so often myself – is 
one of the biggest mistakes we can make around raising fees: apologizing for the 
fee increase. It’s the guarantee to sink your new sales. This shouldn’t be an 
apology. When you start to do the work, you’ve got to be solid in the value 
proposition that you’re offering, the reason for the increase and that the value is 
there, that you’re targeting the right clients. All of those pieces. This becomes a 
conversation more about, “Hey, can you pass me a bottle of water?” as opposed 
to, “I’m so sorry. I’m going to have to ask and inconvenience you.  Could you 
please pass me the water?” We’ve got to be neutral in this conversation and not 
apologize. It’s that energy of apologizing that gets people asking for the 
discounts again and gets people questioning. They start to see that you’re not 
solid in your own pricing structure and now all of the sudden the gateway is open 
for a lot of negotiating and a lot of pushback.  
 
Love to hear from you so far. What’s been valuable to you so far in this training 
today?  
 
How do you deal with imposter syndrome? Be clear about the reason and stand 
strong behind it. Remembering not to apologize. Absolutely. That’s the piece 
where we so give it away. By the way, I do see that as more of a female trait than 
a male trait. This is a lesson that we can look at from guys. They can be very 
matter of fact around their pricing and their fees and I’ve certainly noticed it with a 
lot of the women we work with and certainly something for myself where we tend 
to apologize and discount. Looking at the clients that you can afford to lose and 
upgrade clients.  
 
Love this quote: “If you put a small value on yourself, rest-assured that the world 
will not be raising your prices for you.” That’s one of the things that we have to 
remember when we’re in business for ourselves. Nobody is going to come along. 
You’re the CEO of your business. Nobody’s going to come along and say, “Hey! 
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Today you’re super-qualified. You’re experienced. You’ve been in business 5 
years and now you can raise your fees. Double them!” or whatever it is. Again, 
this is about you and it’s driven from an internal game and a lot of your internal 
self-worth and confidence initially.  
 
I thought it would be logical that we start with fear. I want you to think about that 
for yourself right now. Let’s do a bit of live coaching around this for a couple of 
you. What’s the big fear that you have around raising your fees? Some of you – 
again, I’m going to give you different things – you may say right now, “Listen, I’m 
new in the program. I’ve been doing this for a while. I’m really super confident 
with where my fees are at right now.” That’s going to be valid. It’s not that we’re 
talking about across the board everybody is raising their fees. This might be 
you’re thinking about this through the lens of, “You know what? I’ve raised them. 
I can see where I want to go to next,” and all of the sudden, that’s bringing up 
some fears. Just love to hear from you. When you think about raising your fees, 
raising your prices, what are the initial fears or concerns that just immediately 
bubble up?  
 
I came up with this little fee scale for you just to think about where you feel you’re 
at today on the fee scale. Some of you are going to be at different places. I’ve 
definitely been all of those. Interestingly enough, when I look at that now it’s all 
perception. Other people will of course have a different opinion of this, but this is 
about your internal scale. It’s not about somebody else’s perception. This is 
internally. Where do you feel you’re at today with your fees? You might have 
different price points so some of them you might be saying this one’s 
undercharging and this one’ average. When I look at that, I still put myself in the 
Expensive. That’s where I would say we would sit. I personally wouldn’t go into 
exorbitant right now. That’s to do with solid value proposition as well and having 
done a lot of work. Would other people look from the outside and say some of 
our programs are exorbitant? Of course, they would. That’s perception. I would 
love for you to look at - Where do you think you’re at today? Where do you want 
to be? This isn’t about Vanessa says; it’s about your business model. How is that 
working for you in terms of what you deliver, the time you’ve got, the lifestyle you 
want to lead, the kind of business you want to run? There’s a lot of different 
factors that come into play. I knew that when I had certain prices, I often had in 
my mind another price that I wanted to be at which is why I ask there: Where are 
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you prices today? What would you secretly like to be charging? What is that new 
place?  
 
If you’ve got numerous programs, do them across the board. Look at them 
across the board. From there, when you’ve got that secret place of where you 
want to increase your fees, ask yourself: What top three things must change in 
order for you to be able to charge more? What three things must change?  
 
I love to go super practical on this. It’s not always about, “It’s my mindset. I’ve got 
to own my value.” I think that’s very nebulous. It’s very difficult to get your arms 
around. If you set your mindset, what is it specifically about your mindset and 
what are the indicators that you would need to see that tell you they’ve shifted, 
and you are ready for to increase your fees? It might well be – and this has been 
the same for me – I’ve given you lots of different tips and strategies here. 
Sometimes I’ve actually said things like, “You what? I need to sell another x 
amount at this price point. That’s going to give me the confidence that this is 
working before we increase our fees.” That may have been that we’ve decided 
we’re selling another three of something. Another ten of something. Obviously, 
we’re not in a volume business so some of you may be needing some more than 
that. Sometimes I’ve said there’s a cut off point and I have committed to the date. 
In my mind, I’ve committed to the date when I’m raising those fees on a certain 
product or program. I’ve got the advantage now: the team. I’ve communicated 
that to the team. As the CEO, this is the price point and after this date, it’s 
increasing. I’ll get that accountability with the team. There’s no going back at that 
point.  
 
Other times, it has been we need to improve things. We need to add different 
resources. There’s something else I feel like needs to happen very specifically in 
order for that price increase to happen. I want you to think about what those 
things are very practically. Sometimes when I think about practical things, it’s 
even about the perception. We talk a lot about customer journey and brand 
materials. I believe a lot of the materials that you use and the way that you 
engage with your clients – direct feedback from a client that said you’re highly 
articulate – what wonderful feedback to get straight back at you. Think about our 
brochures, the materials we put together and the order forms and things like that. 
They create a perception of care and quality. We didn’t always have our 
materials looking like that. Do you have a takeaway that you give to your clients? 
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Do you have some sort of binder? Is there something that you really need to up 
level around your brand materials that is going to increase that perception of 
quality?  
 
If you were to raise your prices, any examples of things you would need to 
change in order to charge more? I’d love to hear those in the chat box. Just 
curious if there are any other examples beyond what I’ve said.  
 
A couple of other ideas: Three things to change. First and foremost, could be 
about up leveling your ideal client. Just because they’re champagne now does 
not mean to say that they are champagne forever. What you previously 
considered champagne, now all of the sudden you’re going, “They’re wine. I 
need a new definition of a champagne client.” Up leveling your ideal client.  
 
The other piece is thinking about a premium program. Have you got a premium 
program that positions your other programs? That can be a great pricing 
strategy. In marketing, it doesn’t always mean to say that you’re selling the 
premium program or that you’ve even got a lot of people in it. This is something 
that’s used a lot in marketing and pricing. It’s called anchoring. Sometimes to 
charge more, we need to create a higher-level product. It creates a gap between 
your current offer and another offer. Now, it makes one seem far more palatable 
in price and it can help you to later on drive that price up.  
 
Let’s take an example: Let’s imagine you’ve got a $75,000 program and you’re 
currently selling something else at $15,000. That’s a massive gap and you might 
be saying, “Well, I really want to shift that one to $25,000.” Now by talking about 
that higher-level program, it changes the perception around the one that you’ve 
already been selling that you want to sell for a higher price. I hope that makes 
sense. Some mental, mathematical gymnastics there. Sometimes that can be 
part of the strategy.  
 
Start to run the numbers. Really look at time. There’s classic places in the 
business where this is going to come into play. Around six figures. A place where 
it really hit me was around $180,000-$200,000. It’s getting into that quarter of a 
million-dollar mark. $400,000. $500,000. There’s just a couple of classic places 
on that whole million-dollar path where this comes into play - have to look at that 
time equation as well for wanting to up level and do your marketing.  
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Be making a steady level of income already: Absolutely. Our recommendation 
would always be start to do something for about 90 days. 90 days is consistency. 
It’s not, “I signed up a client. The next time I’m going to hike up my prices.” You 
haven’t done a test. It could be a fluke. It could be so many different things. 
Some level of consistency – it doesn’t have to be perfect – over a 90-day period 
can be a great indicator of then raising your fees. With that, looking at your 
premium experience that you’re providing and that Ritz Carlton delivery.  
 
A little summary and checklist. All of those, we have implemented at different 
points in our business. You don’t have to implement them all at once but steps to 
take to raising fees: Be bold. Let go of draining clients – those beer clients that 
aren’t serving you. It does take courage. You’ve got to know that there are higher 
level clients. If that’s what you’re really setting your intention for, that will be 
there.  
 
Even up leveling the profile of your champagne clients. Don’t think that because 
you’ve designed it and defined it once, that’s it.  
 
This number three is massive – guilty as charged. Even today, still guilty of this at 
times. This is one of the ones that my team will reign me back in on: removing 
stuff from packages where I’m over-delivering. What does that mean? You might 
say that you’re going to raise fees – and you’ve got to put more time with you into 
the package. “I’ve got to have more access to me. I’ve got to teach more 
content.” It’s the do-more and prove myself. It’s often the energy that can be 
underneath that. It does come from under-valuing what we have to offer. 
Sometimes raising fees is about actually doing less. What that can look like is 
your fees may actually stay the same, but you start to reduce the time spent with 
clients. When I was charging that $1800 for the six sessions, I believe that those 
sessions were 90 minutes back then. They weren’t even hour sessions. One of 
the very first moves was I stopped encouraging unlimited email access between 
sessions. It was something I chose not to mention. All of the sudden, I wasn’t 
getting bombarded with lots of emails. Later we put it back in a more strategic 
way in the programs and then I took my sessions from 90 minutes to 45 minutes. 
I went to 60 minutes. It was a time when I went I should have gone further. I 
wasn’t bold enough and I rapidly – the next client we signed up – went to 45. I 
halved the time spent with clients and stopped over-delivering. At the time extra 
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assessments and things that would take me time and - I streamlined things. One 
assessment is plenty. Are there lots of unnecessaries that need to be removed? 
Or highlight: they become bonuses and part of your value proposition. You’re 
keeping them in and they help you raise your fees.  
 
Increase value. We’ve spent quite a bit of time with that. Reducing time spent 
with clients. Creating a new premium offer. You may not have your premium offer 
yet so that’s one of the ways that you can raise your fees – or you’re using 
something as a positioning price. Think about your client experiences. Improve 
client resources. We’re going to have a big membership site online: four years of 
content in a library. All of the tools and everything. That didn’t happen in my very 
early days. I was sending clients a tool or two. Email – as and when was needed. 
That’s about improving those client resources.  
 
I know that you’re in this program so this is something you all can stand fully in 
integrity with: A lot of people don’t see this. If you want to raise your fees and 
command those premium fees, you must be willing to invest at a similar level that 
you expect your clients to invest at. Show up at the level that you expect your 
clients to show up at. That’s just keeping you in integrity.  
 
A couple of other big decisions that we made was using non-refundable deposits. 
Psychologically, I believe that makes a huge change - stretching you and the 
client. This is about a commitment and those non-refundable deposits are non-
negotiable. Putting non-refundable deposits into our program, our attrition 
massively changed and there was never any pushback on fees. It was very 
professional and upfront. Think about increasing your plan fees. You’re still 
having that option. If somebody wants to pay in full, they get full pay savings. We 
don’t call it a discount. It’s that benefit if somebody is prepared to pay in full. It’s 
great for them. It’s great for your business. Make sure you make it attractive. We 
want to incentivize that. Equally so, be bold around a payment plan. If you’re 
taking on a payment plan for your clients, absolutely get it. Not everybody can 
afford to full pay, but you know you should be looking at about 15% on top of 
your prices for a payment plan. Some people charge more. Some people are a 
little bit less, but you do have admin costs. There’s follow-up and all of those 
extra different things that go into play there.  
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Brainstorm some things you might need to say no to around raising your fees. 
Think about what else it is you’re tolerating that’s bringing you down and not 
helping you to be fully in your power and so that you can say yes to some new 
things and/or of course any other wonderful ideas that you have there that are 
going to help you.  
 
Check list: I’d love for you to go through that checklist and highlight not the whole 
lot but 2-3 there that you know you need to be doing next.  
 
How much to charge for non-refundable deposits? It depends. Of course, ours 
are a sizable investment with programs so the deposit needs to look like a big 
chunk of the program. Otherwise, it doesn’t make sense. If we’re expecting 
somebody to make a $15,000 investment, then a $500 non-refundable deposit 
doesn’t look like a good match. I would need to look into that one further to see. 
Some business models it doesn’t work. A lot of you, it does work to do the non-
refundable deposit, but some of you it doesn’t. Some of you have got ethical 
reasons or compliance reasons that you can’t do that. We’ve always got to look 
there just to make sure that everything is aligned and hunky-dory. It might be: Do 
the clients need to pay for the initial meeting upfront? It’s non-refundable if they 
don’t cancel within a certain period of time. That might be another way to use that 
or that there’s that fee upfront. People have taken the initial step. When you’ve 
made that initial investment – not all of it –it’s offset against a future investment. It 
smooths that transition.  
 
Any questions, insights? What would be really valuable: I know we’ve got a 
couple of you who are more veteran on the call today. Share from your own 
perspective when you’ve had a fear around this or a concern and you’ve 
navigated this. Now you’re on the other side of the fear and living a different 
experience. That’s always helpful.  


