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Price vs. VValue

How to get your rate even in a down economy

/ith new home construction in free fall
" in the 2009 economy, there’s more com-
petition then ever before in the painting industry.
Painting contractors who used to depend primar-
ily on new construction are shifting gears, moving
into residential repaints to fill the void caused by
the slow economy.

In order to compete successfully you may
be tempted to lower your prices, but don’t do it.
Don’t get caught up in low price wars. Stick to
your guns. Instead direct all your attention to what
your potential customers really want: value. In a
recent survey of what homeowners are looking
for when hiring a painting contractor “the lowest
price” didn't even make the top three!

Below is a list of four qualities your ideal cus-
tomers are looking for. The smart money is on re-
assuring customers that you and your company are
the best to meet their needs.

1. Quality. Customers want to know you'll do the
job right, and that you're using the best prod-
ucts available.

2. Honesty. Tell cus-
tomers when you'll
start the job, and
when you’ll be fin-
ished. Then be sure
they know the price
you agreed upon is
the price they will
pay (barring any extras
after starting).

3. Guarantee. Put it in
writing that they will
be satisfied with the
end result, and the job
you did will last for
a specified period of

time.

4. Price. Contractors often expect price to be the
number one concern among customers. In re-
ality it ranks behind the other three. The top
three, when grouped together can be described
in one word: value.

Our painting business is located in a small
city in Ohio — one of the states hardest hit in the
current economic slow down. Yet, 2008 turned
out to be our best year ever. We did about the
same number of jobs, and had the same size crew.
However, we made more money. Why? Because
I took the time to explain the real value my cus-
tomers would receive by doing business with us.
As a result, I was able to increase my prices by
about eight percent.

You will discover most of your customers are
willing to pay more if you provide sufficient value
to warrant a higher price. Be sure to always put
value first in the mind of your customers. Under-
stand that your value determines the price of a
painting job, not the other way around.

Define value

So what is value? It’s what is important to the
customer. It’s what they need, want, and are will-
ing to pay for. Your job is to provide real value
through the services your company supplies that
will satisfy their needs
and wants.

As the economy
tightens, each and every
job counts. Painters and
other business owners
can no longer afford
to just go through the
motions saying what-
ever they think the
customer wants to hear
during a sales call. If
your marketing mes-
sage sounds the same as
your competitors, your

—==q customers will find it
difficult to determine
the true value you pro-
vide. Without any real

uniqueness your painting services become just an-
other commodity.

Stand out by finding a powerful way to differ-
entiate yourself. Otherwise, the only way left to
compete is price. Never let that happen. If your
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