
One of the most interesting things, I think, about being a creative and being a 
small business owner is that we get to set our own prices. We get to just decide 
this is what I'm going to put out into the world. And of course, the world then 
tells us whether or not they're willing to pay for that. But this is fascinating.


And this is why we need to be having more pricing conversations, more pricing 
strategy conversations as independent business owners, because we are setting 
our own prices. So That's exactly what I want to do today. I want to talk about 
pricing your services as a creative. So whether you're wondering if your pricing 
is right, if it's too high or it's too low, or you're looking to raise your prices, but 
you're wondering if people will continue to book your services, this episode is 
going to be a good one for you.


I'm going to be sharing some pricing strategies. As well as three ways to make 
sure that it is going to be smooth sailing as you move your prices up, you're 
listening to call to both the podcast for ambitious women, chasing both business 
dreams and little ones. I'm your host, joy, Michelle. I'm a wedding photographer 
turned business coach and founder of photo boss.


I have helped thousands of photographers and creatives grow their businesses 
here on the show. I teach about topics like visibility, marketing mindset. 
Productivity and going after your dream life. So if you're a photographer or an 
entrepreneur, there is something here for you. This is not another business and 
marketing podcast telling you to do more, but rather how you can build your 
business and your income in less time and with greater ease.


Join me here each week for bite sized and actionable episodes that will 
encourage you On your call to both journey.


Okay. I hope you have a fresh cup of coffee. I hope you're excited for this 
episode because I have a feeling that this is going to resonate with me. A lot of 
you because I've probably never gotten through a business coaching experience 
with any of my clients without the topic of pricing coming up in some form or 
fashion.


And that makes so much sense because it's important. and how we are pricing 
ourselves and our services. We're constantly thinking about it as creatives 
wondering if it's appropriate for our market and for our brand. And this is 
something that at any point in your business, you could be a very established 
business owner and still wonder if your prices are right because they need to be 
addressed and adjusted as your business grows, as your brand grows, and your 
visibility grows, those, those Prices probably do need to be addressed.




So the topic doesn't really go away. This isn't something that like we figure out 
we set and then we just move on, right? Like this is an ever evolving thing. And 
I know that when I started out in my wedding photography business, I was 
thrilled to just be making 2, 000 on a wedding. I was just so happy to be 
shooting for money.


I was so happy to be getting experience and that somebody trusted me. Those 
first couple of clients, you know, who those people are in your business. you 
still remember them because they took a risk on you. They went out and said, 
okay, I believe you. I'm gonna hire you and I'm gonna, you know, let you 
expand your portfolio.


And yeah, it's just amazing. But then eventually I started thinking, I think I want 
to get above that 3000 mark. And eventually I thought, Ooh, I think 5000 
sounds really good for a wedding and then 7000 and so on and so forth. And so 
I think that one thing that needs to be said right off the top is that.


Someone's number doesn't necessarily have to be your number. Like your 
pricing and what is exciting for you in your journey with where you are right 
now does not need to be reflective of someone else. In fact, it really shouldn't 
be. It needs to be personal to you. And this is a very multifaceted thing.


So I do want to talk about the different layers of this, the different strategies that 
I employ in my business, and that I encourage my coaching clients to employ. 
And I just, I love a good layered business conversation. So first, I want to share 
some things, almost like reminders that you need to keep in mind when it comes 
to your pricing.


So four reminders here for you. And then we'll jump into the next section. So 
the first reminder is always be testing and increasing your prices as you become 
booked. So this is basic supply and demand. But if you're finding that your 
capacity is completely capped and you've reached it, that is a great indicator that 
you should probably be adjusting your prices and maybe even the delivery of 
that service.


The actual thing that's in the offer, the details of that might need to be adjusted, 
especially as you are becoming booked out. But the other thing about this is like 
to be testing your pricing. And this is something that I don't see creatives do as 
often as other types of businesses and industries.


Like you will see Amazon does this all the time. The prices are changing on like 
a near daily basis. I have put things in my cart or in my like save for later and 



it'll say, Oh, the price of this item has changed. It's gone up or it's gone down 
and they're testing. They're testing to see what people, what price compels you 
to buy.


But the prices are also changing based on capacity and the limited amount that 
is left So when they're down to those like final few items of something So like if 
there's like two small sweaters left that can affect the price now I'm sure it 
doesn't always make the price go up But I have seen this on a day to day basis 
on amazon and other sites just basic retail pricing is that They're testing it.


They're playing around with it. And so this is something that I have started to do 
in my own business is just be like less precious about the pricing. Try, try 
different offers. Try different price points. Add different things to the package 
itself to see what actually compels your buyer to buy. And then making sure that 
like as you are becoming booked, you are increasing your prices as you go.


So that's the first thing. The second thing is that your prices. should be 
supportive of the life that you are building. So like what the lifestyle is that you 
need to support and really looking at your capacity to do this, but it also needs 
to pass a gut check. Okay. It has to pass the gut check. So let me break this 
down.


So let's say for example, you are looking at like the next year and you're like, 
how am I going to set my prices to make a certain amount of money? So let's 
say for example, you want to make 120, 000 in your creative business. You're 
like, okay, I can only take on maximum 30 clients. Other than that, it's like, I'm 
not going to have the work life balance that I want.


30 seems like a good, a good number. Okay, so like if you're a photographer, if 
you're a wedding photographer, if you're a designer, if you do custom 
commissions of any kind, maybe that number is 30. So that's your capacity. 
Now you could play around with your numbers at this point. Maybe you say, 
okay, 4, 000 per client at 30 clients a year does give you 120, 000 a year.


But this is where the gut check comes in. So like if you come in and you look at 
that and you're like, yes, but I'm a luxury service provider. And for what I do for 
the packages that I've built 4, 000 way undercuts me. It doesn't. It does not 
support the actual type of client that I want to be serving and the level of 
support that I give them.


So you could even play around from this point and be like, okay, based on the 
gut check, then even though that would support your lifestyle, you don't actually 



need to take on 30 clients. What if you just did 20 clients at 6, 000 a year and 
that gets you to the 120 point. So I think like, Your numbers are going to be so 
interesting to play with, and this is where you really do need to sit down, look at 
your business, look at your sustainability by saying, can I maintain this 
capacity?


Do I have the work life balance that I'm looking for? And I think this is where 
so many of my clients are like, no. I don't, I need to raise my prices. And then 
they need to go through the check that I'm going to get into in the second half of 
this episode. The three things to check before you're raising your prices.


So stay tuned for that. So looking at your capacity, looking at your lifestyle 
goal, but always with the gut check, always with the gut check. And the other 
thing that I will say about the gut check is I want my prices to stretch me a little 
bit. Like if I'm really comfortable with a price, it's probably too low.


And I think that's, that's just a creative thing. Sometimes that's even. You know, 
just limiting ourselves, not believing in the transformation that we're, we're 
creating for people, not believing in the art that we've created as a, as a creative 
service provider. So really sitting there and saying like, Hey, are my prices 
really where they should be, or do I kind of know that I'm undercutting myself 
and I'm operating in that, in that fear and not operating in like, Oh, I, I feel 
really good about this.


Actually. I'm like a little nervous. Like. I think your prices should make you a 
little bit nervous, not because they're, you haven't been booked in like six 
months, but because you've stretched yourself to truly reflect your true talent. 
So the gut check is really important and I think that should be noted. Okay, 
number three, another thing to remember around pricing is constantly be 
watching your hourly rate.


Make sure that you are not inadvertently undercharging because when you 
actually hash this all out and you track your time and you've tracked, okay, 
here's all the business expenses and the taxes, when you really spread out like 
the profit over those hours, It's a lot of times very underwhelming and a little 
too late When we figure this out because we're not tracking our hourly rate of 
what we're actually making in our business and really keeping in mind too that 
like your hourly rate should not only be reflective of like Here's what I'm, when 
I'm actually out shooting or here's when I'm designing or here's when I'm doing 
my, my art.




That's not the only time that goes into your business to make it run the admin, 
the marketing, the visibility, the there's back end work that goes into your 
business. And so we really need to be accounting for all of the elements that go 
into you being the service provider that you are and tracking your hourly rate 
and making sure that you're not undercharging.


In the long run, a lot of times, like when you sit down with your CPA or you file 
your taxes, this is where you have that aha moment of like, Oh, I didn't make as 
much as I thought I was, or I'm not as profitable when I actually look at how 
much time this business took. So that kind of thing. So that's a really important 
one to keep in mind.


And this is also super, super relevant for understanding your hourly rate of like 
what your. when you work an hour in your business, that brings in, like what 
you're making on average in an hour helps because when you are hiring your 
team members and deciding how much you can pay a team member to do 
something in your business and take that off your plate, your hourly rate, that 
they cannot make more than your hourly rate because it just won't make sense.


So they need to be paid under that hourly rate. Or you need to get your hourly 
rate up so that you can afford to pay someone what they are charging because a 
lot of times they're independent contractors too and they've decided what they're 
going to be worth. Okay, reminder number four is that your pricing is an 
element of your branding and This means if you're telling me that you are a 
boutique business owner, you are a luxury business owner, you are any of those 
words, but your pricing does not reflect that, that creates a discrepancy in your 
buyer's mind.


And just in the same way, uh, you might have a product that you're, you're like, 
I want this to be really accessible. I want this to be an inter, introductory offer. 
So while it may be worth in your mind, more, you might intentionally have that 
price at a lower price point so that it's accessible. So that it's an introductory 
offer as a strategic business move to support your brand.


So really thinking about your branding as an experience for your client, like 
they are coming and they are seeing your visual brand. They are also seeing 
What people are saying about your brand and then they're seeing your pricing 
you really want to make sure there's congruency between all of these things.


So someone that has made a huge impact on me in the way that I think about 
freelance pricing is Austin L. Church. And he wrote the book Free Money, 



which has been one of my favorite reads of 2024. So at the end of this year, I'm 
probably going to do a podcast episode on the best books I read this year.


And there are Quite a few hit. His book has been just one of my favorite books 
on freelance pricing as a whole And I think there are not very many books on 
freelance pricing out there on the market There's a lot of books on like pricing 
pricing as a business, but it's like over arching concepts whereas Austin's book 
really is focusing on being a service provider being an income provider. earner 
in your home and having capacity and very limited capacity as a person, as an 
artist, or a writer, or whatever it is that you are.


I think it's very worth reading. Unfortunately, it's not on audible, which was uh, 
frustrating for me 'cause I'm a big audible listener, but I got the physical copy. I 
read this and I'm gonna be reading it again. You will finish this book with a 
much better understanding of your hourly rate, your lifestyle number of what 
you actually need to survive and your capacity.


So I'll have the Amazon link for this book in the show It's definitely worth 
reading. And I just, I, love a book that's very specific to writing to those who 
actually do have the ability to change all of their own pricing and how they're 
getting clients and how they're generating leads versus just pricing information 
at large.


Okay, so those are some thoughts just to get you moving and thinking about 
pricing and strategy. Now I want to share three things that you're going to need 
to actually audit and do in your business before you raise your rates. So the first 
is I want you to do an experience audit and go through your business as the 
client themselves.


This is something that I love to do with my clients because this often uncovers 
all sorts of gaps. Things that have been set up years prior that they had no idea 
were still happening. Just little uh, hiccups in the system. Things where you're 
like, I thought I was giving them better. you know, information. I thought I 
wasn't leaving them hanging in terms of a follow up, in terms of getting on a 
call, in terms of having that conversation and consultation.


Like, there are so many little details in the experience, both in before you book 
the client and after, that we really want to make sure that's like, Locked in like it 
is dialed in. It is so good. And that is going to increase your confidence as well, 
which is a big piece of raising your prices. So these things, these three things 
are also going to raise your confidence, which is awesome.




So go back, do an experience audit, or have someone else do an experience 
audit for you who can be honest with you, who has brand experience and 
messaging experience and can look at your emails, look at your content and say 
like, This is not resonating with me or this is not, this is a gap for me. So look 
for the gaps in your own business.


The next thing that you want to do is do an authority audit. So look at the 
authority that your brand has built over the past six months, I would say, and 
you just really want to make sure that you are building consistent layers, like 
adding those layers of brand authority to your business.


So two ways to do this is to get press, get published, get interviewed somewhere 
in terms of press, and to get new testimonials. So the first one, getting press, 
getting published, that is going to be a time consuming process, right? Like you, 
you're going to have to go through and decide like who, what publications can I 
submit to?


Where can I submit as a guest expert? Where can I send my images to? Who 
could publish my work? But it is so important for the authority of your brand to 
have these things be recent and consistent so that people are reminded that you 
have grown. Your, your experience has grown and your business can reflect that 
in the prices, but also there's evidence for them to see that all of this has 
improved. Also, your testimonials, I mean, always be gathering those 
testimonials.


We talked about this in the Google Business Profile episode just a couple of 
episodes back where this just needs to be a regular practice of like slowly and 
consistently gathering those testimonials, but making sure that those 
testimonials are showcased more than just on your Google Business Profile.


Also is really important too. making sure that that's on your website where 
relevant, making sure that you've featured that on like your social media. Those 
are easy social media posts, great social proof and authority building posts, are 
just sharing the testimonials that you get in your business. The third thing to do 
before you raise your rates is to do some visibility building.


So ultimately this, is the whole concept of pricing and booking is a numbers 
game. This is about getting in front of new people, consistently building brand 
authority, and then making sure that it is compelling when you are in front of 
people. So you have that experience, you have your brand authority. but you 
also need to be getting visibility for your business.




So if you are missing some of these pieces, you might have a really beautiful 
brand. You might have really happy customers in the past, but raising your rates, 
lowering your rates, it all becomes obsolete. If you don't have leads and fresh, 
like visibility happening consistently in your business. Okay. So let's recap the 
three things to do before you raise your rates.


Do an experience audit of what your clients experience when they're working 
with you in your service. Authority build through press and testimonials. And 
then the third one is visibility build. So creating visibility in your business has 
to be a consistent ongoing process, but especially when you're raising your 
prices, moving into a new brand level, if you will, it's going to be ultra, ultra 
important because as soon as you start booking at that higher rate, you're going 
to be so pumped.


You're going to be so confident. And I think a lot of times there's that gap 
between like the time we raise our prices and then we haven't booked at those 
new prices. So we're feeling kind of vulnerable. This is what I want. You could 
get all that extra visibility into your business so that you can get booked at that 
higher price and know like, okay, we've got it.


We can do this. And then that confidence will return. I hope this conversation 
around pricing and pricing strategy and some of my thoughts behind it has been 
helpful. If you would like me to review your pricing or you have questions 
about pricing, Send me a DM on Instagram. I would love to chat with you and I 
will be back next week with another episode and I will see you then.


Thank you so much for listening to the show. If you enjoyed this episode, please 
help me get the word out about the call to both podcast by taking a screenshot of 
this episode right now and sharing it on your social media. I would also 
appreciate it if you would subscribe and leave me a five star review.


Thanks again, and I'll see you in the next episode.


