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Step One: Start With Your Base Price 

This is the lowest possible price you could continually sell your treatments and 
services for and still stay in business. 

This will include: 

Product Costs: Not only your professional products, but also your consumable 
costs, laundry costs, supplies etc. 

Wage Costs: Include here not only your (or your staff members) salary, but also 
any additional staff costs associated with delivering a treatment (e.g. 
commissions, insurance, tax, N.I. etc) 

Overheads: Things like rent, rates, electricity, water, insurance, phone, 
broadband . . . typically the things you will pay for monthly whether you perform 
treatments or not! 

Tip: For Wage Costs and Overheads you can simply work all these out on a 
monthly or annual basis and then calculate an hourly cost. You can then simply 
vary this based on the length of your treatment. 

Product Cost  :  

Wage Costs per Hour :  

Overheads per Hour :  

Step Two: Investigation Time 

Talk to your clients or create a survey to find out the answers to some or all of 
the following questions. 

But . . . 

DO  make sure you get this information from your clients  
DON’T  simply assume you know the answers 
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(1) Who do your clients view as your competition; what alternatives do they 
have? 

(2) Why do your clients come to you rather than go to these other businesses; 
what is it about you or your salon that keeps them coming back? 

(3) What else could YOU do to make your offering even better; what do your 
clients really want? 

You will need to phrase these questions in a way that fits with your own 
personality and that of your business. I haven't created sample questions 
because I want you to think about how best to ask your clients for this 
information. Keep the questions ‘open’ so they can elaborate, don’t ask Yes or 
No questions. If you really struggle with this, send me an email with what you 
are struggling to ask and I will see if I can help. 

Tip: People don’t generally enjoy filling in surveys and questionnaires. To boost 
your responses make sure people know it is only a couple of questions, tell 
them how long it will take to complete and if you really want to increase 
responses . . . . offer a prize draw for everyone who completes the survey - 
perhaps a free treatment? 

The more responses (i.e. data) you can get the better so do what you can to 
make sure as many people as possible complete the survey. 

Step Three: The Top and The Bottom 

Once you have a decent number of responses from speaking to you clients or 
your survey . . . you did actually ask your clients right . . . you can now start to dig 
a little deeper with your investigation 
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WANT A HANDY TABLE TO USE? 

Click here to download the Value Pricing Table (Microsoft Excel Document) 

Click here to download a PDF version that you can print off 

http://salonbusinesssecrets.com/wp-content/uploads/2019/05/Value-Pricing-Table.xlsx
http://salonbusinesssecrets.com/wp-content/uploads/2019/05/Value-Pricing-Table-To-Print.pdf
http://salonbusinesssecrets.com/wp-content/uploads/2019/05/Value-Pricing-Table.xlsx
http://salonbusinesssecrets.com/wp-content/uploads/2019/05/Value-Pricing-Table-To-Print.pdf
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Depending on the number or responses, create a table with the names of 
your competitors on it and also include your own business. If you got a lot of 
different competitor names, pick the ones that were mentioned the most 
often. Aim for at least five competitor names, but of course the more you 
investigate the better. 

On the table fill in all the prices (and treatment durations) for similar treatments. 

Next . . . go and visit these other businesses. Maybe even have a treatment. 
Your aim here is to take note of anything that you think they offer more than 
you, anything they don’t offer that you do and any other differentiating factors 
you notice. 

Again make sure this is based on fact after doing the investigation yourself . . . 
don’t just go with what you think or can remember if you have been to these 
businesses before! 

Add any relevant notes to your comparison table. 

Step Four: Bring It All Together 

With all this information you have you can now build up a real picture of what 
your clients value 
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What your clients value… What is this value worth… 
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How to do this . . . . 

Take a look at the competitors you selected to investigate and make a list of 
everything that they do or offer that you don't and everything they don't do our 
offer that you do. 

Remember to include in this anything like their location, ease of parking, other 
shops in their area . . . anything that differentiates your competitors business 
from yours. 
Now look at what they charge in general different to your business using the 
table you created in Step Three. 

Using this information try and place a value on all of the things that 
differentiate you from each of your competitors. Ideally you can use any 
differences in pricing between you and them to come up with this value, but 
this is where Value Based Pricing becomes more of an art than a science. 
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Here is an example . . . 

There is a good quality nail salon with an excellent reputation 
near where a lot of your clients work, they are on a high 
street and they charge about the same as you do on average 
for treatments that you both offer. 

But your clients come to you . . . in your investigations you 
found that your clients like the fact they can park right 
outside your salon so they don't have to walk to the high 
street option or park at the car park across from the high 
street salon which would cost them around £4 (about $6). 

This is clearly a benefit your salon has that the other one 
doesn't . . . and the value of that benefit is easy . . . it is at 
least £4 if not even a little more for 
the convenience of parking without the need for cash. I'd put 
a value on this of at least £5 (or around $8) 
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Use your best judgement here . . . 

Finally . . . who was your most popular competitor? By this I mean which of your 
competitors was mentioned most often by your customers when you asked or 
surveyed them . . . we will call this competitor your customers “next best option.” 

Note: Depending on your services you might have a number of these for different 
services you offer (e.g. body treatments, facials, nails, waxing etc.) 

So to round up here you should now have: 

(1) The prices from your customers “next best option” to your salon or beauty 
business. 

(2) A  list of reasons and amounts for all the ways you offer more than your 
general competition 

(3) A  list of reasons and amounts for all the ways your general competition offer 
more than you do. 

The simple Value Based Pricing formula now is 1 +2 - 3 = Your Ideal Price 

In reality is a lot more complicated than simply 1 + 2 - 3 . . . but this is the 
general idea . . . you can take this as far as you want and get as deep in to the 
differentiators and relative values as you want to, but this is the essence of 
Value Based Pricing. 

You will want to tweak the results to arrive at a nice round number for your 
price lists and you will also want to sense check some of the figures (for example 
to make sure a basic bikini wax doesn’t end up costing more than a Brazilian wax) but 
this will give you the right foundation. 

“Having 100% confidence in your pricing will give you the 
courage to NEVER have to offer discounts again!” 
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Step Five: Shout About Your Values 

You have now taken the time to understand what it is that your customers 
value and more specifically what they value about you and what sets you apart 
from your competition. 

The problem is that not ALL of your customers may be aware of everything that 
you do and everything that you offer that your competition does not . . . so tell 
them! 

Maybe it's the fact that: 

·  you open late on a couple of nights in the week 
·  you open early on a Saturday 
·  you have a loyalty scheme 
·  you have free parking 
·  you have a tube, metro, train or tram stop nearby 
·  you offer a particular package that no one else does 
·  you or one of your team are the most experienced or the most qualified at a 
 particular treatment in your area . . . 

Whatever it is . . . shout about it, put up posters in your salon, on social media 
posts, on your website in your marketing material or on your price lists. 

Help your customers to Value everything you do! The more they value what you 
do the better your prices will seem EVEN if they are the higher than most in 
your area.
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