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Many small business owners 
consider pricing some kind 
of dark voodoo that you 
can only get right with the 

appropriate incantations, or access to a 
pricing consultant who knows the right 
incantations. At risk of hurting my own 
business, I’m going to tell you that pric-
ing doesn’t have to be so hard.  In fact, 
customers will help you optimize prices, 
if you let them.

First, we have to get rid of some assump-
tions. Pricing is not a number that you 
chisel in stone after you have developed 
your product, marketing, and sales. Pric-
ing is a process that evolves over time, 
in concert with your product, the other 
“P’s” of marketing, and your market. 
Next, price is a function of your offer-
ing’s perceived differential value. So un-
derstanding how customers perceive the 

value they receive relative to alternatives 
is essential for good pricing.  Of course, 
most companies go to market without a 
clearly thought-out pricing story.

So now you’re out in the market with 
your price.  Prospective customers– 
those who might actually want the of-
fering, not just the people in the sur-
rounding parts of the market that 
you included in your optimistic sce-
nario– can have 3 responses to your 
price.  Note: we are assuming you have 
already filtered those who don’t really 
want the product.

First, they can say, “OK, I’ll buy.”  This 
is generally a good thing.  Although if 
they never say anything about your pric-
es, chances are you’re leaving money on 
the table.

Or, they might say “sounds good, but it’s 
out of my budget.”  Most savvy buyers 
know that they should say this, even if 
they are willing to pay the price.  Many 
vendors immediately start discounting. 
Sometimes, a buyer doesn’t even have to 
express a problem with the price and the 
vendor will sound defensive and pro-
actively cut prices.  So first, you have 
to understand if 
price is the real 
issue, if the buyer 
is just asking for a 
discount, or if the 
price objection is 
a smoke screen for 
other issues.  

To rule out the 
last scenario, you 
can ask them “if we gave you the price 
you want, would you buy today?”  If 
they say “yes” then you can go on to 
dealing with the pricing issue.  If they 
start talking about other problems, then 
you know you have to deal with those 

issues.  Cutting price will just hurt your 
margin without getting you anywhere.

If it is a price objection, you will of 
course have your value message ready, 
right?  If the buyer has faith in the val-
ue message, you may be all set.  If they 
object to the value message, they may 
not really be in your target market, or 
they may just not care about some part 
of the value. So instead of just lower-
ing the price, you need to take that value 
away.  Then the prospect may be ready 
to buy, or, they may come back and say 
“wait, actually, I want that premium 
service plan.” If enough folks don’t see 
value in the service plan, though, they 
are helping you develop your lower cost 
offering.

Some other prospects may say “sounds 
good, but what I really need is [some 
other high end feature/benefit that you 
don’t provide].”  Now you can ask what 
that would mean, how they would use it, 
what they would be willing to pay to get 
it, and so on.  The customer is helping 
you develop a higher end offering.

Objections to your price and product 
are not necessarily bad.  They’re valu-

able feedback that you can use to refine 
your offerings and your pricing.  Pricing 
does not have to involve a PhD in statis-
tics or a (very expensive) pricing consul-
tant.  Your customers and prospects will 
do a lot of the work for you.

 For small business owners, develop-
ing a successful pricing strategy seems 
to be a daunting task. However, as the 
author explains, the key to optimizing 
your prices actually often lies with your 
customers. Objections to your price and 
product are not necessarily bad.  They’re 
valuable feedback that you can use to 
refine your offerings and your pric-
ing. Author Reuben Swartz is President 
of Mimiran, LLC, a PPS CPP Faculty 
member, and a frequent PPS contribu-
tor and conference presenter. His online 
pricing training courses can be accessed 
at www.PricingSociety.com. He can be 
reached via www.miriman.com or at 
reuben@mimiran.com. 

Let Your Customers Do Your  
Price Optimization For You

Objections to your price and product are 
not necessarily bad.  They’re valuable 
feedback that you can use to refine your 
offerings and your pricing.




