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Numbers may black and white, but when it comes to 
the way we interpret those numbers emotionally, 
there’s a whole lot of gray area. 
Oops, we just lost 1/3 of you by referencing “emotions.”

Wait! Come back! We promise not to get all touchy-feely. 
We’re number crunchers, after all. We might be pleasant 
people, but we’re about as touchy-feely as a refrigerator. 

So what do we mean by emotions? We’re talking about 
the value you personally assign to these numbers.

The trick: Acknowledging the value that you—and 
everyone else— provide. 
You still have to reconcile that emotional value with 
what the market says, because no one is priced right if 
the market disagrees. Let’s repeat that so it really 
sticks: No one is priced right if the market disagrees. 
The market doesn’t care that you skipped a family 

holiday to reconfigure the download speed 
on your Widget. The market doesn’t care 
that this is the 734th iteration of your 
preliminary prototype. The market does not 

care that you took out a second mortgage 
on your house so you could afford two high-caliber 
salespeople. These sacrifices might cause you to place a 

higher value on your own product or service, but if the market 
isn’t buying, either your pricing or your positioning or your 
product is wrong.

But we digress. Our point: Acknowledge that it’s easy to see 
your own value but take others’ value for granted. Especially your 

vendors. And they’re your vendor for a reason. 

Why? If you could have designed an equally excellent logo in-house using fewer 
resources, you would have done it—but that’s not your skill set. 

If you could get your office in tip-top, dust-free shape every night using fewer 
resources, you would do it—but that’s not your skill set. 

Case in point: 
You place a high value on the goods and/or services 
that you provide. That’s because you’re deeply embedded 
in the work that goes into them. You know the COGS (Cost 
Of Goods Sold), of course, but you also know how much BST 
(Blood, Sweat, and Tears) went into those goods and/or services.

To you, that Widget isn’t a Widget. It’s the result of years—or decades—of late 
nights and weekends, scary leaps of faith, business loans, hiring and firing 

employees, product tweaks and re-tweaks and failed pitches 
and successful pitches and crossed fingers and your 
entire legacy. (Oof.)

So if someone dares to question the value that you provide, it’s 
easy to fall into the trap of thinking, of course we’re worth it. 

Even if you’ve done exhaustive market 
research to nail your pricing strategy 
based on market positioning, you’re still 
going to think that the price is a bargain 
based on goods sold or services rendered.

We get it...
It’s okay to think that way, as long as you don’t 
forget about market positioning. But here’s 
the trap: We don’t assign that same value to 
our own vendors. We don’t see the blood, sweat, and tears behind the toner 
you buy for the office copier; the contractor who designed your company’s logo; 
the people who clean your offices at night—you get the idea. But those are all 
someone’s business, too. And they probably place a high value on their work.

The bottom line: Value is quantifiable. 
The market dictates it. The best thing you can do is to 
keep knocking people’s socks off with what you 
can deliver for the price. And maintain high 
expectations for your vendors, but be willing 
to pay accordingly.

The Value Trap

COGS$65

ADDED BST 

  PRICELESS

$259.99

No one is 
priced right 
if the market 

disagrees.

THE 

MARKET

GOOD CHEAP

FAST

SLOW

ugly

impossible

expensive
Need help assessing value (either your value or a 
vendor’s value)? We’re just a phone call away. 
And a few of you might have a sneaking 
suspicion that you’re actually undervaluing your 
product or service. It’s entirely possible. 
We can help with that, too. 
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