Selling would be so nice, if there was no question about the price. One of the biggest
challenges in sales is communicating your prizes so that you get them through.

You give discount if your product doesn’t count and by the way every percent discount
greatly reduces your gross proceeds. Here are 24 techniques and tips to help you earn
the price your product or service deserves:

It all starts in your head. If you get into a "price defensive" you can see that the
negotiating partner immediately notices: "That’s like a sitting duck ".

Even if you yourself would not buy at that price, it doesn’t matter. After all, you should
not buy the product, but rather your customer. Conversely, there are a lot of things that
others would not buy, but you do.

There is no expensive or cheap. Prices are based solely on the market and there are
relatively high and relatively low prices on the market. For example, there are shoes for
50 Dollar and 5000 Dollar. Are the latter really 100 times better?

If anything, there is a discount only for a customer's accommodation. This could be, for
example, a larger purchase quantity, a faster payment or a framework agreement.
Anyone who gives discounts without return communicates that his price is worth
nothing.

You are significantly more convincing when talking about a price limit that you have
fixed in your mind. If you do not think about it beforehand you will be knocked down as
if there was no tomorrow.
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Do not make it too easy for your customer. The larger the discounts, the more scope the
customer suspects here.

Ask the customer for his budget than he has the jackass. You do not have to accept it.
So what do you have to lose?

You cannot really compare prices unless all the parameters are the same. Different
packaging size, different color or even different brands, makes it difficult to compare.

If your customer submits a written offer from the competitor, it is easier to accept this
price than to continue to negotiate. Often it’s not necessary to go too far down the
price.

Price seems much friendlier if you use the conversion from the price per year to the
price per day or from the price per company to a price per employee. Likewise, you can
calculate the competitors' prices bigger or a financial benefit for the customer bigger.

The price will look much more valuable. In addition, the free goods seem to be more
valuable, because it also includes your profit margin.

Always communicate your price embedded in product benefits. For example: "This
special machine with the latest lithium technology costs 1980 Dollar and increases
productivity by 32 percent.”

Losing some profit with a product is easier if you make a profit elsewhere.
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At gas pumps, you can read percentage the tax share of the product price is for
gasoline. This communicates: “High prices our not our fault.” Maybe you can also find
one or the other "person responsible" for your prices and show the customer that you
don’t earn as much as he thinks.

Every year, your energy costs, packaging, staff, and many other costs increase.
Nevertheless, your prices may remain stable. If you tell that your customers, then at
least the value of your constant price will increase.

Day’s price means, that the customer has to contact you more frequently and you can
react more flexible to price changes.

An excellent tool to reward customers for always buying from you. Only at the end of
the year he gets his payout. A little tip: Add steps to the refund.

Commit your customer to yourself and give him a good price as a reward.

By calculating extras separately, you can keep prices stable or lower. In addition, you
provide more transparency.

New customer groups are not yet too much sensitive about the price. For example, sell
your products in other industries. In which industries can your products solve problems.

An impending price increase usually blocks price discussions on current prices. The
customer is satisfied if he can still get the "old" price.
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If, for example, a customer buys a product "because he wants to belong to it", the price
is less important. Emphasize this reason for purchase to avoid price discussions.

What would customers give (and pay for) when you can solve their problem? The
bigger the problem you can solve, the higher the price you can charge for it.

Compare the meaningful investment in your product or service with the investment
that the customer may make in less important and less meaningful projects. For
example, newspaper ads which are of no value.
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