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Could it be that we as lumber and hardware dealers are 
getting the cart before the horse? Is it possible that we 
are so steeped in tradition that we fail to see a clear-cut 
error in operational “business as usual”?

I don’t know for certain, but it has occurred to me. 
Here’s what I’m thinking. We price our merchandise 
in the same manner in which we’ve always priced our 
merchandise. At year’s end we deduct our operational 
expenses and settle for what’s left. What’s left, hope-
fully, is a profit. But does that profit consistently 
measure up to what is fair and reasonable given your 
investment?

What if we replaced this “procedure to results” meth-
odology with one of “results to procedure”? In other 
words, what if we used historic volume figures, calcu-
lated the margins that we need to reach our profit 
goals, and then used those margins to determine our 
pricing?

First thought out of the mind, of course, is “but I have 
to maintain a “pricing-image””! Hold on there captain, 
I think even that thought may be flawed. Wait now, 
before you throw every article at me that you’ve saved 
and read about pricing image over the years, hear me 
out. 

How do we set a pricing image? To even think in terms 
of setting a pricing image implies that there is a 
“collective consciousness”. In other words, it implies 
that a good pricing image is a good pricing image in 
all of your customer’s minds. Nothing could be further 
from the truth. 

Joe is extremely price sensitive. Mary, Bill and Ter-
rance Whitaker III, on the other hand, are much less 
so. If we set a pricing image that Joe deems accept-
able, Mary, Bill, and TWIII, pay less than they would 
have paid. Our margin suffers and our “what’s left at 
the end of the year profit” is less than it would have, 
could have, and should have been. 

Wow, this is really weird, I can hear you crying out 
even while I’m writing this “But I have more Joes than 
I have Marys, Bills and TWIIIs. 

Do you? Are you sure? Is it possible that you just hear 
Joe more? The Joes are always more vocal. There’s no 
question you’ll hear from them. After all, they ascribe 
to the old axiom that “the squeaky wheel gets the 
grease”! Often we set prices according to what the 
Joes find acceptable in order to foster a “pricing im-
age”. Perhaps this is the mentality that leaves us with 
anemic profits at the end of the year.

If you put a “results to procedure” pricing system in 
place, do you lose Joe’s business? Maybe so, but on 
the other hand the additional profits might just allow 
you to do the updates, expansions and face-lifts that 
attract more Marys, Bills and TWIIIs. 

Gosh, I sure would miss Joe wouldn’t you?
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Anthony Robbins
Awaken the Giant Within

Book Update!

The publisher has as-
sured me that the final 
edit of my book, 
“Discovery-Based Re-
tail”, is scheduled to be 
completed by January 
10th.

I will keep you posted!
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If you could have another salesman for only 
$50 per month, would you? You can! Stay 
tuned for details!

Question worth pondering!

Please visit my  website at www.discoverdbr.com
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