
Price Deflation







1994                 2022
£1.00                      £2.17

£200                        £99  - 1 area toxin

75% decrease in real terms  - should be £400 today just to keep pace 
with inflation!

Inflation



Hours worked/week/practitioner
X

Average profit/hour 

Ceiling in capacity & hence profit



Research Market place

Take average (or slightly below) price

Provide what competitors provide, but with a little more?

“Come to us because we provide you with more for less”

How most small businesses set prices



If everyone does this we end up with…

• Poor quality products/equipment/training and -
****ty results/experience

• AND - Can’t make any money





What is Value?

When choosing a product/service we generally believe that what 
we’re getting (VALUE) is worth more than what we are giving in 
exchange (PRICE)

When perceived VALUE dips below what we pay – stop buying



NOT EASY – BUT……..

Those that understand VALUE (from a customers 
perspective) best will charge the highest price – rather 
than those that think that lowering prices = value!



There is one other important factor!

Many clinics focus more 
attention on Media than 
market or message!



Your “MARKET” Matters!

Need DEMAND! ….Not trying to create demand, trying to channel it!



Pain/frustration – (problem)

Purchasing Power

Easy to Target

Growing

4 characteristics of a “GOOD” Market





Toxin - After 27 years 
• 3%

• DERBY – 270,000

• 8100

• 25 “providers”

• 324   x £600/annum = £194K turnover
At 50% margin = £97K Gross profit



Uncovering real hidden value that you can 
communicate in a way that will support 

premium pricing?

COMPELLING MESSAGE



Your ability to accurately and honestly think 
like your customers



Value Equation

Dream Outcome X Perceived Likelihood 
_________________________________ = VALUE

Time Delay X Effort and Sacrifice



If there are 2 products that produce a “Dream 
Outcome” for an aesthetic concern – it will be 
product that with the most certainty, in fastest

time, with the least effort that should command a 
higher price



So what do your customers really want?

Don’t want Botox, lasers, fillers, peels, and inconvenience 
of coming to see you, they just want their problem to go 

away



PRICE is always going to be a consideration 
…but what other problems do your customers 
encounter when buying aesthetic treatments?



TRUST Issue



Value Equation

Dream Outcome X Perceived Likelihood
_________________________________ = VALUE

Time Delay X Effort and Sacrifice



Consumer Dream Outcome

Complete solution to their problem

Perceived Likelihood

Experience/Equipment/Training
Guarantee? – will it work for me?



FILLERS – how much more would you pay?

• Experience
• Artistry
• Communication and agreement on outcome
• Morphing software/guarantee
• Product selection
• How much product?
• Evidence
• Longevity



Perceived likelihood of achievement

Goal is to increase this in your marketing communication to 
charge more!

This is where clinics/salons can struggle with either 
ability/equipment in terms of being confident themselves in 
delivering outcomes



Value Equation

Dream Outcome X Perceived Likelihood 
_________________________________ = VALUE

Time Delay X Effort and Sacrifice







“Instant gratification” important to millennials



Time Delay  - Goal = Decrease

Broadly speaking, shorter time between purchase 
decision and desired outcome – more valuable product 
or service is



Time Delay

Superior technology/ability – 3 sessions vs 12?

Protocols aimed at delivering initial results more 
quickly (i.e. combination treatments!)

FASTRACK/PRIORITY booking slots?



Effort and Sacrifice – Goal = Decrease
Pain

Downtime

Treatment frequency (toxin)

Recovery time

Travel



Obvious consumer “problem” that 
the majority in our industry hadn’t 
addressed?



Dream Outcome X Perceived Likelihood 
_________________________________ = VALUE

Time Delay X Effort and Sacrifice

What value can you uncover?



If you want to charge the highest prices and deliver 
most value AND make most profit in your area –

you have to spend time on crafting the most 
compelling message that really resonates with your 

ideal customer! 

This takes time & deep thought – but 
steers all your marketing messages towards 

a better “VALUE” proposition
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