


Why does anyone need another book on pricing?  After all, pricing is fairly simple, right?  Sell stuff for more than it 
costs and keep the difference as profit.  Can there be any more to it?  In a word, YES! 
 
This book was written because most service company owners take a simple minded approach to pricing.  They ignore the 
strategic aspects of price.  They think of pricing in terms of dollars and sense, ignoring the fact that pricing is a market-
ing weapon. 
 
As a result, service company owners leave money on the table.  Sometimes, they leave money on the table by not charg-
ing enough.  Sometimes, they charge too much. 
 
This book addresses pricing from a different perspective than other books you may have read or seminars you may have 
attended.  It looks at pricing as a way to build the bottom line by building the top line. 
 
The book is organized to jump right into service pricing, followed by overtime pricing, response charges, and material 
mark-ups.  This chapter leads based on the recommendations of contractors who reviewed the book.  These are the es-
sential chapters for the service company owner who needs help NOW.  It is the following chapters, the chapters on your 
effective hourly rate, price elasticity, and flex pricing that lay the foundation for you to use price as a marketing weapon. 
 
In truth, the fastest way to a strong bottom line is to build the top line. While the small business owner must always 
watch expenses, no one can save their way to prosperity. 
 
The surest way to build the top line is good marketing, but if all of your marketing is focused on promotion, you are lim-
iting yourself to a single ingredient marketing mix. 
 
The four P’s of the marketing mix are product, price, place, and promotion.  Here, we focus on price. 
 
I am not making a simple call for you to raise your prices, though that might be necessary.  I want you to look at price as 
an element of the marketing mix.  I want you to look at price strategically, with purpose, and with planning.  I want you 
to price positively. 
 
Positive pricing is proactive pricing.  It is pricing with a purpose.  It is pricing for profitability and it is pricing for sales.  
It is pricing to build the top line and the bottom line. 
 
The Power of Positive Pricing is more than simple numbers crunching, though that is part of it.  The Power of Positive 
Pricing includes understanding your true costs and charges, pricing economics, and consumer psychology. 
 
Positive pricing is setting some prices high and others low.  It is using pricing to send signals.  It is using pricing to at-
tract customers and to close sales. 
 
It is discounting with credibility.  It is pricing presentation.  It is pricing to reward customers and influence customer be-
havior. 
 
Positive pricing is optimum pricing.  It is pricing for the maximum return and the maximum future. 
 
It is my hope that you will apply the principles of positive pricing in your business to maximize your future.  As soon as 
you apply these pricing principles to your company, you will see a return on your investment in the book many times the 
small investment. 
 
Matt Michel 

Why You Need This Book  
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SERVICE  
PRICING 
The key to setting the correct service price is 
understanding costs and overhead allocations.  
As a rule, service prices are price inelastic.  Ser-
vice should be the most profitable part of your 
business.   
 
 
 

OVERTIME 
PRICING 

For some reason, service companies feel com-
pelled to “stick it” to their customers for over-
time work.  When overhead is allocated prop-
erly, a company does not need to charge more 
for overtime, despite paying higher labor rates.  
When overhead is allocated as it should, over-
time work at straight time rates is highly profit-
able.  
 
 
 

RESPONSE 
CHARGE 
PRICING 

Your response charge is likely the most visible 
price you offer. There are many response charge 
strategies, yet strategy is absent from most 
companies’ response charge pricing.  They set 
their response charges by happenstance.  They 
are missing opportunities since a good response 
charge strategy can result in more captured 
calls, more repeat business, and customer differ-
entiation. 

 

MATERIAL 
MARK-UP 

Most service companies mark-up material blindly, on 
auto pilot.  They use hand me down mark-up tables that 
have little bearing on their actual costs.  Pricing strat-
egy is absent when mark-up tables are used. 
 
 
 
 
 

YOUR  
EFFECTIVE 
HOURLY RATE 

Many service business owners appear to under 
price their services when, in fact, they are 
charging far more than they believe.  Before you 
can change your pricing, you should first under-
stand your true price, which is your effective 
hourly rate. 
 
 
 
 

PRICE 
ELASTICITY 
Price elasticity is a concept from the dismal sci-
ence, which is the field of economics.  Yet, price 
elasticity is anything but dismal.  If you under-
stand when a price is elastic and when it is not, 
you will know where to boost prices and where 
to reduce them.  You will be able to fine tune 
your pricing to generate more sales and build a 
bigger bottom line. 

What’s Inside This Book  
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FLEX  
PRICING 
Big box retailers give the appearance of offering 
low prices when, in fact, only some prices are 
lower than competitors’ prices.  Others are 
more.  The retailers are engaging in flex pricing, 
reducing the price of visible price elastic mer-
chandise while simultaneously boosting the 
prices of less visible, inelastic wares.  Service 
companies can play this game too.   
 
 
 
 

PRICE 
PRESENTATION 

Why do so many service companies insist on present-
ing prices in a way that consumers abhor?  Consumers 
hate the uncertainty of time and materials pricing.  
Nine out of ten prefer flat rate.  Yet, most service com-
panies continue to bill time and materials.  
 
 
 
 

SERVICE 
AGREEMENT 
PRICING 

The service agreement is a self-funded market-
ing program.  Though service agreements are 
profitable on the margin, their primary purpose 
is not to generate profits directly, but to build 
relationships, tie customers to your company, 
drive higher margin installation work, and fill in 
the valleys of demand. 

INSTALLATION 
PRICING 

The days of “back of the business card” price 
quotes are over.  Homeowners want choices.  
They want a range of solutions.  Give it to them 
or they will get their choices by calling your 
competitors. 
 
 
 

DISCOUNTING 

Sometimes a discount is appropriate.  Yet, 
merely knocking a few dollars or percent off the 
price sends the wrong message.  If you choose to 
discount, discount by addition, subtraction, con-
sideration, or permission. 
 
 
 

PRICING ON 
THE MARGIN 
Your overhead nut exists whether you take work 
or not.  If you have idle capacity or can take a 
job without disrupting your normal workflow, 
even unprofitable work can make sense, so long 
as it helps cover the overhead nut. 
 
 

DUAL  
OVERHEAD 
Pricing mistakes are magnified in commercial 
project work because the scale of business is 
greater.  For commercial, the dual allocation of 
overhead offers more precision than other pric-
ing methods. 

More...  
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THE 1% 
DIFFERENCE 
Making a few minor differences can make a huge 
difference on the bottom line.  If the changes 
are applied in the right places, it is the equiva-
lent of using the proverbial lever that is large 
enough to move the world.  In this case, you are 
not moving the world, but you are moving your 
bottom line.   
 
 
 
 
 
 

SETTING 
FAIR PRICES 

What is a fair price?  A fair price is any price 
agreed to by a willing seller and a willing buyer.  
A fair price is the price needed to take care of 
your customers, employees, family, and your-
self.  

PRICE 
COMPLAINTS 

Unfortunately, price complaints will occur from 
time to time.  You can handle them well or you 
can handle them poorly.  This is one case where 
your instincts are often wrong. 
 

 
THE POWER 
OF POSITIVE 
PRICING 

The Catch 22 of price and service is that low 
price companies are often not worth much more 
than they charge.  They cannot afford to the de-
liver the type of service that could command a 
higher price.  Break the cycle by pricing where 
you need to price to become the company you 
want, and then work like crazy to improve your 
service. 

And More...  
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Bonus...  

Requires Microsoft Excel 

                     PRICING                         
                STRATEGIES  
           TO GROW THE  
        TOP LINE AND  
          BUILD THE  
          BOTTOM  
          LINE 
 

         
  BONUS: 

     Service Roundtable 

        S
ample Content 

Companion CD Containing 
  The Following Pricing  
    Calculators: 
     • Service Rate 
        • Overtime Rate 
           • Material Mark-Up 
              • Labor Price Change Impact 
                  • Service Agreement Price 
                       • Effective Hourly Rate 
                             • Installation Price 
                                    • Dual Overhead 
                                             • Small Changes 
                                                           Impact 

THE POWER OF POSITIVE PRICING CD 
 
Included with The Power of Positive Pricing is a bonus CD containing the following pricing calculators… 
 

• Service Rate 
• Overtime Rate 
• Material Mark-Up 
• Labor Price Change Impact 
• Service Agreement Price 
• Effective Hourly Rate 
• Installation Price 
• Dual Overhead 
• Small Changes Impact 
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COST 
 
The Power of Positive Pricing costs $148, plus $14.50 shipping and handling.   
 
Service Roundtable members receive a $25 discount. 
 
Texas residents must pay 7.25% sales tax ($10.73 or $8.92 for Service Roundtable members). 

THE POWER OF POSITIVE PRICING  

Order Form 
 
Make Check Payable To: 
 
Comanche Marketing Systems 
P.O. Box 270842 
Flower Mound, TX  75027-0842 
 
 

  Standard Price ($148 + $14.50 S&H = $162.50) 
 

  Service Roundtable Member Price ($128 - $25 Discount + $14.50 S&H = $137.50) 
 
 
Texas Residents Price 
 

  Standard Price ($148 + $14.50 S&H + $10.73 Sales Tax = $173.23) 
 

  Service Roundtable Member Price ($148 - $25 Discount + $14.50 S&H + $8.92 Sales Tax = $146.42) 
 
 
Your Name:_______________________________________________________________________________________  
 
Your Company: ____________________________________________________________________________________  
 
Your Shipping Address: _____________________________________________________________________________  
 
City, State, Zip: ____________________________________________________________________________________  

How To Buy This Book  
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