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Have you ever had a prospect tell you that your product is “too 
expensive” or say, “I can’t afford it?" or "I can find it cheaper elsewhere" 
It's frustrating, I know! 

The first solution many business owners think of in an attempt to 
eliminate these pricing objections is ... "Why don't we just target more affluent 
prospects. Certainly, if they have plenty of money, they won't complain about price, 
right?" 
Unfortunately, that's not necessarily the case. 

While targeting more affluent prospects can potentially help, it’s not 
necessarily the best (and certainly not the only) solution, and here’s why... 

 
People buy things they can’t afford all the time 
When a person's desire and/or belief levels are high enough, they will 
often justify their decision to purchase things they "can't afford". 

In fact, here are just 4 examples that I can think of off the top of my head: 



1. I know a lot of middle-class families who take out loans and go into 
debt so they can purchase something like a boat (That's obviously just 
one example.  I'm sure you can think of others). 

2. I know people who don’t have enough money in their bank account to 
cover the cost of a new television, but they have one in their house 
anyway because they justified the decision to put in on a credit card. 

3. My wife used to be a social worker for Division of Family Services and 
she would go into homes of people where the state was considering 
taking their children away because they "couldn't afford" to provide 
basic necessities for their children (such as food and clothing), but 
these same people refused to give things like cigarettes and cable tv. 

4.  When it comes to the cost of a college education, I don't personally 
know any 18-year old who graduated high school and had enough 
money in his own bank account to "afford" the cost of a college 
education.  And yet, every year, millions of college students justify their 
decision to get student loans anyway and go into massive debt to 
acquire a "higher education". 

Every one of these examples shares a common theme ... even though the 
buyer technically “couldn’t afford it”, they justified the decision anyway 
because their desire and/or belief were high enough. 

 
Understanding How Your Prospects Rationalize 
Buying Decisions 
In order for you to overcome pricing objections in your own business, it's 
important for you to understand the thought process going on in the 
minds of your prospects.  This thought process is what makes them 
choose to purchase and justify their decision despite "not being able to 
afford it" 

For example, when desire is driving the buying decision, here's basically 
what's going on in the mind of the buyer: 



“That shiny new TV would look so good on my wall, and my friends will be so 
envious when they see it ... and Best Buy is holding a sale ... I really WANT IT so I'm 
gonna find a way to come up with the money even though I don't have it in my bank 
account right this moment (i.e. I’ll put it on my credit card)” 
 
Let's do one more example. 
 
This time I'll show you what’s going on in the mind of your buyer when 
belief (combined with logic) is driving their buying decision: 

“Getting a college degree will allow me to get a higher paying job and make more 
money after I graduate, so it makes sense to go into debt and get student loans for 
my college education because I believe I’ll make more money in the long run with a 
college degree than if I didn’t have one.  Certainly, this buying decision is smart and 
justified because I believe college is an investment into my future” 
 
In both of these examples, VISION is driving their decision. I want you to 
write this phrase down (“Vision Drives Decision”) and I want you to post it 
somewhere in your home or office where you’ll see it and be reminded of 
it every day. That’s how important this concept is. 
 

• Vision is why car dealerships let you test drive a car when you’re 
shopping ... they want you to envision yourself owning that car. 

• It’s why many companies offer free trials. 
• It’s why good real estate agents paint scenarios of how the property 

can be used (“I can just imagine your family having a BBQ with friends 
right in that corner of the yard”). 

• It’s why, when my prospects attend my webinars, I tell them 
to “Imagine what it would feel like if people started chasing you for 
information on your products and services. Imagine if you no longer had to 
deal with rejection from friends, family and dead-beat leads. Imagine what it 
would feel like to fire your boss and quit your job” 

• It’s also why I give examples on my webinar showing how my 
strategies will work in their business. I want them to be able to see 
themselves using my methods before I ask for the sale because that 
vision of how it will work for their business is what will drive the sale. 



So, if your prospects aren’t ready to buy yet, ask yourself, “How can I get 
them to envision themselves using the product and/or how can I get them to 
imagine a better life once they’ve started getting results with my product?” 
 
I hope you’re starting to see that most business owners should spend way 
more time crafting messages that build the prospects’ desire, vision and 
belief so they’ll justify the buying decision even if the product seems “too 
expensive” or even if they “don’t have the money” 

Which, by the way, as you may have already realized from the examples 
above, when a prospect says "I don't have the money", that's usually not the 
whole truth (and often, it's a flat out lie). 
 
"It's too expensive" is usually just a smokescreen hiding the real reason 
they're not buying yet (I've underlined that word to remind you that a "No" 
from your prospect today doesn't necessarily mean "NO" forever) 

 
Why Targeting Affluent People Can Backfire 
I'll tell you in a moment what "I don't have the money" ACTUALLY means (it's 
code for something else entirely), but first, let me give you another real-
world example from one of my own businesses why targeting affluent 
people could backfire on you. 
In my photography business, our average portrait client spends $1,500 - 
$2,000, and sometimes upwards of $3,000-$4,000 or more. 

I used to make the mistake of pre-judging people based on what I thought 
they "could afford". 

For example, some of our clients would pull up in a junky looking car, and 
I would think, "well this is gonna be a terrible sale”, but they would surprise 
me by spending thousands on their portraits. 
The opposite would often occur as well ... 

Many families that I knew, for a fact, had plenty of money and were very 
well off would be some of the lowest spending (dare I say “cheap”) clients 
to walk through the door of our studio. 



Why? Again, it all comes down to desire. 

The people who spent thousands on portraits for their home did so 
because they saw value in high quality custom artwork for their home, 
and they wanted it badly enough to justify that buying decision. 

Economic status and bank account size had very little to do with it (even 
on a luxury purchase that was setting them back a few thousand dollars 
or more). 

If I had only targeted affluent people who I thought “could afford” my 
photography, I never would have found some of my very best clients. 

 
How to Overcome Pricing Objections 
Perhaps you're thinking, "that's great for you and your business, Tyson, but 
what's the answer for me?  What should I do to in my business to deal with all of 
these pricing objections?" 
 
I'm going to give you a 5-step plan in just a moment, but first, it's 
important that your expectations are managed properly. 

I'm sure you already know what I'm about to tell you, but it never hurts to 
re-state the obvious ... 

Not everyone is going to buy from you, and some people are still going to 
complain that “it’s too expensive” even if you implement every single 
suggestion I give you in this article. 

It is impossible to convince everyone that your price is justified and that's 
OK because that’s the point of having a funnel ... 

A funnel has a wide opening where many people enter at the top, but only 
a small percentage of them come out at the bottom as converted 
customers because the funnel does the job of filtering certain people out 
during the process. 



I still get people today who tell me “I wish I could buy it, but I can’t afford your 
product”  

But even when my prospects tell me they can’t afford it, I don’t sweat it. I 
just recognize that it’s part of the filtering and self-selection process that 
I've built into my funnel, and I remind myself that only a small percentage 
of my leads are actually going to convert into customers and I don't freak 
out about it because I go into the process with the proper expectations. 

So instead of looking for people who are financially able to afford your 
product, do these 5 Things instead: 

#1 - Look for Desire over Affluence 
Target People who are likely to already have (at least a seed of) desire for 
your product because I can tell you from experience, you will be fighting 
an uphill battle if you try to create desire from scratch.  It's SO much 
easier to take an existing spark of desire, and turn it into a raging fire. 

As a general rule, here are 3 of the best groups I've discovered for finding 
prospects who already have some desire for what I'm offering: 

• People who are actively looking for your thing (just recognize this is 
typically a very small and not a very scalable audience). 

• People who have problems your thing can solve and 
• People who have a history of buying similar products to yours 

Of course, these aren't the only 3 groups, but it should give you some 
ideas on how to get started. 

If you need more help with figuring out which audiences you should 
target, I would recommend that you go through the target audience fast start 

here  
 
 
 
 
 
 
 

IMPORTANT - if you’re not a member of my inner circle, the link 
above won’t give you access to that training, but you can Try it out 
here for the next 30 Days.  For only $97 you’ll gain instant access to 
the training mentioned above along with 2 LIVE video group coaching 
calls with me, plus a treasure trove of additional training to help you 
get more leads, close more sales, get your ads working and more 

https://members.ultimatemarketingformula.com/online-marketing-fast-start/
https://members.ultimatemarketingformula.com/online-marketing-fast-start/
https://wa203.infusionsoft.com/app/orderForms/TZIC---97month-order-form
https://wa203.infusionsoft.com/app/orderForms/TZIC---97month-order-form


#2 - Craft Polarizing Messages that Do the Filtering 
For You 
When you execute step #1 properly by targeting people who already have 
a seed of desire for what you're offering, you can now put your focus on 
building that desire further with your messaging and then you let them 
self-select as a part of the "filtering process" you've built into your funnel. 

What I try to do is craft messages that appeal to my perfect customer 
while simultaneously repelling the people I don't want. 

(if you want to see an example of one of my own polarizing 
messages, check out this video on my Facebook page) 
 
Let me give you another great example I saw recently ... 

When Frank Kern (who I think is an excellent marketer and someone I've 
learned a lot from over the years) started his podcast, he titled it 
something along the lines of “Your Next Million” ... 
 
Think about that for a moment .... 

Who is that message going to attract? 

The message alone is designed to attract someone who’s already made at 
least $1 million in their business and is looking to scale (and it’s designed 
to repel everyone else that he doesn’t want as customers) 

This is a subtle filter he's put in place so the people he doesn't want as 
customers will automatically weed themselves out (it's a self-de-selection 
strategy for the people he doesn't want while it's a self-selection strategy 
for the ones he does want) 

On the flip side, consider if he had called his podcast, “How to start a 
business from scratch even if you're brand new, have no experience and you’re on a 
tight budget” ... 
 

https://www.facebook.com/tysonzahnerpage/videos/1481939535169713/


That message would’ve obviously attracted a completely different caliber 
of customer. 

So, you need to realize that if you want to attract whales, you have to use 
whale bait (not minnows). 

 
#3 - Understand what "I Can't Afford it" Really 
means 
"I can't afford it" is usually nothing more than code for one of these 3 
REAL reasons your prospects aren't buying yet. 

What they're really saying is: 

• “I just don’t want it badly enough” 
• "I don't believe it will work for me" 
• "I don't yet see the value for my specific situation (or for my life at this time)" 

 
#4 - Address the Real Reason they're not ready to 
buy: 
Once you've cracked "this code", it's no longer about trying to find 
prospects with more money. 

It's about: 

• making your existing prospects want it badly enough (creating more 
desire) 

• creating more belief that your thing works and that they can actually 
do it 

• overcoming their objections and answering their questions 
• giving them a reason to buy right now instead of waiting until later 
• differentiating your product from the competition so they 

understand WHY the higher price is justified 



By the way, if you want some ideas on how to accomplish those 5 things, 
you might want to check out this document titled: "My Leads Aren't Buying - 

How to Get more Sales Conversions" 
 
 
 
 

 
#5 - Eliminate All Neediness! 
Nothing will kill your sales faster than your prospects sensing neediness 
and desperation from you. Take a moment to picture an insecure 
boyfriend texting his girlfriend every 10 minutes, “Where are you? Why aren’t 
you responding to me?” ... that’s obviously incredibly unattractive and 
repulsive behavior, right? And so it is in business as well. 
Your prospects need to feel like they need you way more than you need 
them. Not only will this help you to close more sales, it can also help you 
to command higher prices. When your prospects know that you don’t just 
work with anyone and everyone, it creates an instant boost in your 
perceived value. 

But Beware! You can’t just do this as a tactic otherwise people will see 
right through you. You genuinely have to be willing to let them go and you 
must believe deep down: “if this person tells me NO, it’s their loss, not mine. 
There are plenty of other prospects out there who would benefit from my 
product/service ... I know how valuable my offer is” 
 
Unfortunately, that’s not how most people think or behave. Most people 
respond to objections with defensiveness ... trying to prove themselves 
right and the other person wrong. That’s neediness, insecurity and 
desperation and it has no place in your business if you want to close more 
sales and fetch higher prices. 

For example, our photography studio is one of the most expensive ones in 
our area. If someone says about my photography, “your fees are just too 
high” ... Instead of being defensive and trying to convince them to hire me, 

IMPORTANT - if you’re not a member of my inner circle, the link 
above won’t give you access to that training, but you can Try it out 
here for the next 30 Days.  For only $97 you’ll gain instant access to 
the training mentioned above along with 2 LIVE video group coaching 
calls with me, plus a treasure trove of additional training to help you 
get more leads, close more sales, get your ads working and more 

https://members.ultimatemarketingformula.com/faqs/my-leads-arent-buying-how-to-get-more-sales-conversions/
https://members.ultimatemarketingformula.com/faqs/my-leads-arent-buying-how-to-get-more-sales-conversions/
https://wa203.infusionsoft.com/app/orderForms/TZIC---97month-order-form
https://wa203.infusionsoft.com/app/orderForms/TZIC---97month-order-form


I do the opposite. I agree with them and then try to convince them to go 
elsewhere (because if they’re complaining already before they’ve become 
a client, chances are high that they’ll only become a bigger pain in the 
neck down the road). 
 
So I say something like: “You’re absolutely right, our fees are high and my clients 
are happy to pay them because we provide customized products, exceptional 
service, attention to creative detail and peace of mind that you’re not going to look 
back at these photos in 10 to 20 years with regret from having hired a mediocre, 
cookie-cutter photographer. If those things aren’t necessarily important to you, 
then our studio probably isn’t a good fit.” 
 
Do you see how that response has ZERO neediness? I agree that we’re 
expensive. I explain how we’re DIFFERENT from our competitors and I 
explain that if those differences aren’t important to them, they can find 
another photographer, and I’m more than willing to watch them walk 
away. I suggest you adopt the same attitude and you’ll be amazed at what 
happens to your sales and your ability to command higher prices. 

 
Proof That Price Isn't the Barrier You Think it is ... 
In closing, I want to show you several examples that not only prove people 
don't buy on price alone, but hopefully this section will give you several 
ideas of how to differentiate your product from some of the cheaper 
options your prospects might be inclined to compare you to. 

You have to remember that people make most buying decisions based on 
emotion, and then they justify their decision with logic. 

That's why most of what I've talked about in this article has been about 
building DESIRE, VISION and BELIEF. 

But you can't ignore logic or you'll lose the sale. 

So after you've 1) built their desire to a frenzied level, 2) helped them 
create a vision of themselves using the product and/or experiencing the 
results/new life it can provide and 3) you've helped them believe your 



thing will work for them, the final goal is to help them justify their buying 
decision (even if your prices are considerably higher than your 
competitors) 

 
13 Ways to Get People to Pay MORE: 
1. Convenience: Have you ever ordered a pizza and paid more to have it 

delivered to your door? Have you ever paid $10 or more for a 
beverage at a sporting event when you could have saved money by 
bringing your own cooler? I bet you've done both of those things! Why? 
One word: Convenience. People will pay more if it makes their lives 
easier or less complicated. So ask yourself, "How can I show that my 
product will provide more convenience than other options" 
 

2. Quality: When I was a kid, my parents bought me a cheap bike to "save 
money" while my buddy's parents spent at least 2x on his bike. My 
bike was constantly breaking down. We were frequently spending 
money on repairs from taking it in the shop and I even think my safety 
was at risk on a lower quality bike. How can you show that spending 
more on your product will result in a higher quality product which 
inevitably means less headaches, less money spent over the long term, 
faster results, more safety, etc.  And the way I would do this is with a 
cautionary tale (a story about someone who had bad results because 
they went for the "cheap" option) followed by some flattery telling 
your prospect you see him as the kind of person who values 
quality.  For example, if you're selling a health and wellness product 
like a supplement or a weight loss shake, you can tell the true story of 
how the New York attorney general raided GNC, Target, Walgreens 
and Walmart and found that 4 out of 5 herbal supplement products 
didn't contain the ingredients listed on the label.  And then say 
something like "Sure, you can find just about anything cheaper if you look 
hard enough, but to be honest, you've always struck me as a quality type of 
person. And, I don’t know about you, but a lot of times I’ve bought cheaper 
things in my life and then I regretted going low on the price. You seem to me 
like a quality type person that would want something of high quality, which is 



what this is.” 
 

3. Speed: When I was starting to do YouTube ads, I had a choice between 
buying a $500 home study product from a guy or getting on the phone 
with him a few times for $2,000. I paid 4x the price for the same 
information because I knew that it would speed up my ability to get 
results. Can you deliver your product faster than your competitors? 
Can you help people achieve the results they want faster? If so, this is 
an excellent way to get your prospects to pay more 
 

4. Comfort: I'm going to go out on a limb and bet that you don't have 
lawn chairs in your living room. Why not? Lawn chairs would certainly 
be MUCH cheaper than the furniture I'm sure you spent thousands on 
(and ultimately, it serves the same purpose, right?). Well in addition to 
the fact that your friends might look down on your (we'll get to 
"Status" in a moment), I bet your big cushy couch is more comfortable 
than some cheap, rickety lawn chair. In fact, I'm typing this right now 
from a 1st class airplane seat that I spent twice as much on vs. flying 
coach (again, status might play into that some), but ultimately, I 
wanted more leg room, a bigger seat, more room to pull out my laptop 
and work.  In other words, I paid more for additional COMFORT. So 
consider if there are ways that your product/service can add more 
comfort to the lives of your customers and many of them will pay 
more for it. 
 

5. Help/Coaching: A moment ago, I told you that I paid $2,000 to get on 
the phone with a guy so that I could speed up my results with YouTube 
ads. Speed was a big part of that decision, but so was the fact that I 
could get on the phone with him and get personalized help and 
coaching throughout the process.  Hiring a personal fitness trainer is a 
much more expensive path to getting in shape compared to most 
other options ... but again, people are willing to pay more for personal 
help and coaching. So if you can offer some sort of "I'm here to help 
you" component to your offer, it can go a long way to getting your 
prospects to pay more. 
 



6. Done-For-You: This is the next level after "help and coaching" so if you 
really want to jack up your price, figure out a way to offer "Done-For-
You". I discovered long ago a sort of hierarchy that reveals how much 
people will pay based on how much work is required of them 
throughout the process. Obviously, people will pay the least for "DIY - 
do it yourself". They'll pay more for some help and coaching (this is still 
DIY, but with some added help along the way) and then they'll pay the 
highest premium for "Done-For-You". Here's a quick example. I used to 
run all of my own Facebook ads.  I have the knowledge. I have the 
skills. So I could have saved a ton of money if I had just kept doing it all 
myself, but I was tired of messing with it and I needed to direct my 
attention to other areas of my business. So I found somebody to Do-it-
For-Me and today I pay that lady $10,000 per month to take it off my 
plate and manage all of my ads for me. 
 

7. Status: I hinted at this a moment ago when I talked about comfort. The 
number one reason Rolex watches and Gucci bags and Rolls Royce 
cars have a market of buyers is the status that goes along with the 
ownership of that product. Do NOT underestimate what people will do 
to impress the people around them and gain respect in their own little 
world. When I started my photography studio, I worked very hard to 
position our studio as "the best", "most exclusive" place in town to get 
photos and that allowed us to charge a premium (of course we had an 
incredibly high-quality product and excellent customer support to back 
all of that up). So consider whether the ownership of your product can 
boost your customers' status in any way and if so, use that to your 
advantage in your marketing (paint a picture of how their friends will 
be jealous and their family/acquaintances will respect them) 
 

8. Positioning - Another word for "positioning" is "Status", but this is 
different from the kind of "Status" we talked about in item #7 above. 
What we're talking about here is YOUR perceived status (or the status 
of your brand) ... as opposed to your prospect's desire for status. 
Essentially “positioning” is how your prospects perceive you before you 
even introduce the product. If you have strong positioning (i.e. "high 
status") in the mind of your prospect, that status transfers over to the 
sales process when you make a product recommendation which 



usually results in people buying more readily along with a willingness 
to spend more money.  
 
For example, a handbag from Chanel can fetch thousands of dollars 
even though a $10 bag from Walmart essentially serves the exact 
same function. This is where you have to understand the difference 
between intrinsic value vs. perceived value. Both bags serve the same 
purpose/function so arguably, they have similar values intrinsically. 
(yes, I realize you could argue that a Chanel bag is made of higher 
quality materials so perhaps it has a slightly higher intrinsic value, but 
does a Chanel bag really have a 10x or 20x higher intrinsic value over 
the Wal-Mart bag? Of course not!) Chanel bags can fetch hundreds or 
even thousands of dollars because of their perceived value (which all 
comes from Chanel's positioning in the marketplace).  
 
Let me give you a few more examples of how businesses attach 
"strong positioning" to their products. Have you ever watched an 
informercial for a health product where they used actors dressed up 
as a doctor wearing white lab coats? The goal is to transfer the 
"doctor's" expert/authority positioning over to the product being 
promoted. Here's another example ... celebrities and social media 
influencers like Kim Kardashian can make a tweet recommending a 
product, and because of her "status/positioning" with her followers, 
the product will sell more easily and often fetch a higher price than 
what the product is "worth" intrinsically. Kim Kardashian's status 
transfers over to that product which then usually results in a higher 
asking price compared to similar products that have the same intrinsic 
value.  
 
So I know what you’re probably asking yourself ... “That’s great, but what 
can I do to increase my positioning if I don't have a budget for 
influencers/celebrities and if I don't have doctors and/or other authorities at 
my disposal?”   
 
The way I've done it is by manufacturing my own high status by 
positioning myself as an expert, authority and celebrity in my niche 
(and before you think this can't work for you, be patient ... I’m certain 



that it can work for you even if you don't have a huge following or 
online presence).  
 
Remember "positioning" is nothing more than what your prospects 
think of you before you pitch your product. So here are some of the 
ways I do it (and that you can easily do it too).   
 
I always provide genuinely helpful information in my marketing which 
makes my audience perceive me as an expert and authority on the 
subject that they’re interested in (this is why I try to put out lots of free 
content such as YouTube and Facebook LIVE videos).   
 
Next, I try to position myself as a celebrity in my market. One way that 
I do this is by showing footage of myself speaking on stages or winning 
awards at prominent events.  If you've been featured in an industry 
publication or website or if you're a published author, this is another 
way to establish celebrity positioning. But if you haven't achieved any 
of those things yet, don't worry, there are several other things you can 
do.  
 
You can attend events and take pictures of yourself with the celebrities 
in your market (their “status” and credibility can transfer over to you 
by association).  
 
You can reach out to prominent figures in your market and see if they 
will allow you to interview them ... again, your own celebrity status can 
be increased through this association (NOTE - you may have to have a 
following large enough to warrant their time before they’ll say yes, but 
you can always start with smaller celebrities and work your way up to 
the bigger ones).  
 
And finally, the easiest way to manufacture celebrity status (that 
anyone can do) is to be everywhere through retargeting ads. When I 
put out lots of content and then use some simple retargeting ads so 
that just my perfect audience is seeing me all over the internet, I'm 
perceived as a celebrity (my prospects think, "Wow, that guy is 
everywhere! He must be really important"). And because I’m only 



retargeting the people who’ve actually interacted with my brand and 
shown some level of interest, this is NOT a particularly expensive 
strategy to implement.  
 
Finally, in addition to the positioning strategies above, I like to further 
increase my positioning by sharing testimonials (BEFORE a prospect is 
ever introduced to my product) showing some of the results I've 
helped clients achieve.  
 
When you combine all of those things with the fact that my pre-pitch 
content was genuinely helpful and valuable (which adds trust and 
likability to the mix), they show up to the pitch already primed and 
ready to buy (regardless of what I'm promoting) just because of how 
they perceive me ... all of which was done purposefully and very 
methodically. 
 

9. Specialization - Ask yourself this simple question ... between a brain 
surgeon and a general practician, which doctor commands more 
money?  Clearly the brain surgeon because that's his specialty and 
people are willing to pay a premium when they know they're getting 
the best from someone who specializes in that one area.  In my 
photography studio, we made high school senior portraits our 
specialty ... it's what we were known for and as a result, we were able 
to charge more than any other photographer in town because parents 
who wanted the best senior portraits for their kids were willing to pay 
a premium for someone who specializes in that area. So if you 
specialize in one specific area of expertise, let your perfect prospects 
know that and many of them will be willing to pay more for your 
specialty. 
 

10. Expertise & Reliability:  I'm grouping these two together under one 
category because they usually go together, hand in hand.  Allow me to 
give you an example.  In the wedding photography industry, there 
exists a wide range of fees and prices.  You can find hobbyists and 
weekend warriors who are willing to shoot a wedding for just a couple 
hundred dollars and there are professionals who charge $5,000 and 
up.  My photography studio was in that top tier of compensation.  Why 



would someone pay 10x or 20x for an experienced professional when 
they could get a hobbyist to do it for a fraction of the price?  I'm sure 
you can see where I'm going here ... right?   
 
Many people want the peace of mind and lack of stress that comes 
from knowing it's going to be done right the first time by an 
experienced professional who's provided this service hundreds of 
times before.  With that expertise usually comes reliability as 
well.  Reliability that he's going to show up on time, not miss any 
important details, not flake out and cancel at the last moment, not 
make amateur mistakes, etc.  
 
Of course, there will always be people who will search for the lowest 
price no matter what, but clearly it comes at a cost.  Your best 
customers are the ones who recognize and value this cost savings (in 
the form of less frustration, time savings, less money in the long run, 
speed of results, etc.) and aren't willing to trade-off that certainty of 
knowing the job will be done right the first time by an experienced 
professional who has a reliable track record of producing results.  So if 
you have this kind of experience on your résumé, don't be afraid to 
share it with your prospects.   
 
Furthermore, don't be afraid to share a cautionary tale that makes this 
point for you.  I often tell the true story about a bride who came to me 
in tears after her wedding day was over.  She had hired an 
inexperienced photographer in our area because he was "cheap" but 
when she got her photos back she was devastated.  The lighting was 
all wrong.  They posing was awkward.  He failed to capture several 
important details throughout the wedding day, etc.  This poor young 
girl pleaded with us wondering if we could photoshop her wedding 
pictures to "fix" them and provide a reshoot trying to recreate some of 
their most important moments.   
 
This kind of story perfectly illustrates that the cheaper price ended up 
costing her a lot more in the long run.   Your best prospects will "get 
it".  They'll understand that price and cost are not the same 
thing.  That paying a higher PRICE up front often results in way less 



COSTS down the road (and vice versa).  If you point these kind of non-
monetary cost savings out to your prospects, the ones who value such 
things will absolutely be willing to pay exponentially more. 
 

11. Customer Service: The obvious example that comes to my mind here 
is Nordstrom’s. I've read stories of sales reps at Nordstrom’s that 
ironed a new shirt for a customer who needed it for a meeting that 
same afternoon. Another Nordie made a last-minute delivery of party 
clothes to a frantic hostess. Yet another Nordie cheerfully gift-wrapped 
products that a customer bought at Macy's. Even though Nordstrom’s 
can be an expensive place to shop, many people are willing to pay 
higher prices precisely because Nordstrom’s makes shopping so much 
more pleasant.   
 
On a related note, if you have a moment to look up Season 3 of "The 
Office" (the US version of the TV show with Steve Carell) on Netflix, 
watch episode #12: "Traveling Salesman". There's a scene where Jim 
and Dwight are trying to sell to a prospect who's balking at the price of 
their paper products because he can "get it cheaper" from one of the 
big box retailers. So Jim picks up the phone and calls the customer 
service department of one of "the big guys" and he sits there on hold 
forever. Then, right after the guy says, "it makes more fiscal sense to go 
with one of the big guys", Jim says, "that's true, we can't compete with their 
prices, but let me ask you something ... how important to you is customer 
service?"  The prospect naturally responds, "Very", and just then, a 
female voice from "the big guys" automated customer support system 
is heard over the speakerphone saying "Please keep holding, your call is 
very important to us". At that point, Dwight looks at the speakerphone 
and says, "Hmm, that's one of 'the big guys' we've been on hold this whole 
time."  Jim responds by dialing Dunder-Mifflin's customer support and 
immediately gets right through to a real human being.  A moment later 
the prospect says, "Ok, I get it .. we got a deal!".   
 
So if you have the ability to offer superior customer service, use that 
as a way of differentiating yourself from your competitors. 
 



12. Cheaper in the long run: Anytime you can get your prospects to see 
the money they're spending with you as an investment that will pay for 
itself over the long term (either in terms of savings or a direct return of 
their capital), it's an excellent way to get them to justify their buying 
decision. I'll give you several examples.  I have smart thermostats in 
my home. I paid a lot more for those smart thermostats than if I had 
purchased a regular run-of-the-mill thermostat from Wal-Mart. I told 
myself, "I'm paying more today, but this thermostat will pay for itself in terms 
of the energy savings that I'll experience over the years". I did the same thing 
when I decided to purchase a timeshare. Without owning a timeshare, 
I might pay $4,000 or more per vacation.  With a timeshare, I might 
spend $20,000 today, but within 5 or 6 years, it's paid for itself in terms 
of savings. The final example is one that I actually used to get you to 
purchase my home study course. I showed you how the knowledge 
you acquire from my course will give you a skillset that will allow you 
to earn that investment back PLUS an exponential return. By showing 
you how my product was an investment and not an expense, I was 
able to help you justify the decision to purchase. How can you do the 
same thing with your product? 
 

13. More Value for the money: This is another one that I used in the 
webinar for my own home study course. Instead of saying "here's my 
product, here's how much it costs", I broke down everything that you were 
getting and I gave each element an individual price showing how much 
you would spend if you were to purchase each included item all by 
itself. Then I stacked it all together and said, "when you see 
EVERYTHING that you're getting here, the value adds up to well over 
$4,000 if you were to purchase all of these items and bonuses 
separately, but when you purchase today, you're getting over $4,000 
of value for a massive discount of $XXX instead. 

 
Final Thoughts 
I know I've already given you a lot to chew on in this article (hopefully 
you've found it valuable), but I'll leave you with three final thoughts. 



• Be careful not to push your own views about money/price onto your 
prospects. What may seem expensive to you may not seem expensive to 
your prospects. What your prospects value (and are willing to pay for) may 
be drastically different than what you value. You have to get out of your 
own way, and I know this from first-hand experience.  For example, there 
was a time in my photography business when I thought $1,000 for 
pictures seemed ridiculous (I literally told my wife, "I can't imagine anyone in 
this area spending that much for pictures"), and as a result, I was 
subconsciously pushing that belief onto my prospects and sabotaging my 
sales.  Until you believe in paying more for your product (and you can 
articulate why you're willing to pay more), don't expect your prospects to 
see the value either. 
 

• Recognize that you're never going to completely eliminate pricing 
objections.  Some people are going to search for the lowest price no 
matter what.  Some people are going to complain that "it's too expensive" 
no matter what.  Some people will haggle on price just because they like 
sport of it.  So don't expect to turn every prospect into a sale.  What you 
should do instead is use the information from this article to increase your 
current closing rate knowing that you won't close everyone. 
 

• Different is better than better. Apple charges considerably more for a Mac 
computer compared to a Windows PC.   One of the biggest reasons they 
can charge a premium is that they've positioned themselves as being 
different (not necessarily better) than Windows.  Do you remember those 
Mac vs. PC commercials back in 2006 where John Hodgman represented 
the PC as a stuffy, bumbling, uncool business guy and Justin Long 
represented the hip, unflappable Mac?  Those commercials were all about 
showing how a Mac is different from a PC (not necessarily trying to show 
how a Mac was "better").  For example, those commercials drove home 
such differences as: 
 

• Windows is good at business stuff like spreadsheets while a Mac is 
great for life stuff like photos, music and movies 
 



• Macs come pre-loaded with a ton of cool and useful software while 
Windows doesn't 
 

• PCs catch viruses easily while Macs don't. 
 

• Macs effortlessly connect to 3rd party devices while PCs require you 
to install drivers 
 

• Macs are easy to setup and start using immediately right out of the 
box while Windows can be tedious and take forever to setup and 
startup. 

Unfortunately, most business owners are trying to convince prospects of 
why their product is better than the competitors (usually with boring facts 
and figures) instead of pointing out how they're different.  Not only does 
"we're better" rarely work, it's incredibly difficult because "better" is so 
subjective. A feature that you think makes something "better" could be 
the same feature that I might think makes it worse. It's much more 
effective to figure out what makes you different from your competitors 
(HINT: look through the list of 13 items above for ideas) and focus on 
differentiating yourself instead of trying to convince people that your 
product is "better" 
 
 
 
 
 
 
 
 
 
 
 

IMPORTANT – if you enjoyed this article and you want access to 
more training just like it (to help you get more leads, close more 
sales, get your ads working and more, Click Here to Try Out My Inner 
Circle Coaching Mastermind over the next 30 days just $97.  
 

1. You’ll gain instant access to the supplemental training 
documents that were linked in this article. 
 

2. And you’ll get 2 LIVE video group coaching calls with me 
 

3. Plus, you’ll get full 30-days access to a treasure trove of 
additional training that will help you get more leads, close more 
sales, get your ads working and more 

https://wa203.infusionsoft.app/app/orderForms/TZIC---97month-Free-Trial-from-Attract-100-in-30-extended
https://wa203.infusionsoft.app/app/orderForms/TZIC---97month-Free-Trial-from-Attract-100-in-30-extended
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