START BUILDING:

 Market research - current & recent customers,
planners and venues
* Look at previous contracts & final invoices

 What items are they adding on later?

 Where are your clients struggling the most?
 Be Innovative!

« Subcontracting from other pros ﬁ
* Venue specific packages




***STOP RIGHT NOW***

Write down 3 venues that

refer you often and you
work there all the time!




3. PRICING MODEL -

GOOD, BETTER, BEST




GOOD PACKAGE:

What do they all NEED from you

Makes your company more accessible to a wider
range of budget conscious customers

This package sets the tone

Focus this on the clients you don’t want to lose
Increase the price of your low-end package
relative to the middle- and high-end ones *shows
better value on the bigger packages @









BETTER PACKAGE:

This should be just above your average spend
client
What they NEED + some WANTS
Plants the seed for ideas to upgrade the good
Bundle the pricing - discounts for more
Think of out-of-the-box problems you can solve
to start adding more items

»*Cough Cough VENUE SPECIFIC*** @



BLOWN AWAY




BEST (the ridiculous) PACKAGE:

Serious boost In sales

Boosts the entire brand perception

Bundle price discounts is KEY

Helps to shift from binary (buy / don’t buy) to
iIncremental value and spending

“Experience Enhancements” is key term

NOT UPGRADES

Attracts a high-end customer @




it's the beeessstt




Tips to Make This Work:

1. Never more than 3 options
2. Make It feel like organic progression
3. Focus on increase In value along with
the progression of price
4. Have different payment plan options
for higher tiers
iS5



“Buying isn’t logical, 1t's emotional!
If you build your packages in a way
that emotionally satisfies your
clients’ need to stop researching
and make a decision, you'll close

more at higher prices!”

-Curt Kempton, ResponsiBid @






**STOP RIGHT NOW***

Write down a HIGH
price point for your
mack-daddy package

(Something your biggest spend customers have
already spent in the past) @



4. NAME YOUR OFFERINGS

i






BEST PRACTICES

Brainstorm with your team

Should be consistent with your overall brand
Resonate with your ideal client

Remember the package names should relate

to each other

What are the benefits that people get from
working with you? Go find synonyms

BE CREATIVE! @






5. REVIEW, EVALUATE &
UPDATE

o



SEND THEM OUT FOR
REVIEW!

Friendors In the Industry
Current Clients

Recent Past Clients
Venue Partners

****IN THIS ORDER!@




WAITING FOR EEEDBACKS
FROM CLIENT




EVALUATE & UPDATE

Keep a running doc of ideas and requests
Add In your new inventory / items

Survey your past clients after their event

2X per year

Before each main selling season - ie. holiday party
packages should be reviewed in June, wedding packages

reviewed and finalized in Oct / Nov before engagement season

Put it on your calendar NOW @




***STOP RIGHT NOW***

Write down the date on the

calendar for your yearly
package review!




UPSELL & CROSS-SELL






BOW DOWN
TO THE MASTER!






DID YOU KNOW?
Amazon credits upselling and
cross-selling sales technique to at
least 35% of its sales.



THEY ASKED
FOR CHAIRS:

Cross-Sell
the whole look



BEST PRACTICES

Better value & bundle discounts the higher the
price goes

Introduce new inventory ideas

Combine services to create a brand new
offering

Still have personalized upgrades outside of the
packages

Use comparison charts






GET THE WORD OUT









YOUR WEBSITE

Build an entire page ‘packages’
Put it In the menu bar

Page link easy ie. www.company.com/packages
Make it downloadable pdf put in emall address
Focus on keywords & SEO

Create a comparison chart (screenshot-able)
Contact form - which one interested in or I'm not
sure @




Link to the Package Page:

* Your online directories (ie. Knot,
WeddingWire)
* Your emaill sighature
e Soclal media
* Posts - Facebook / IG Stories
e Link In bio
e LinkedIn @
e Blog Posts - detalled with examples
e Guest post on referral websites






Other ldeas:

 Emalil marketing

 Open House / Demonstrations

e Tradeshow Displays

e Social Media - Organic Posts & Ad Strategy
 Reviews - Ask & Reply specific package info

* Print Materials - B2C & B2B

 Webinar about the differences @
 Website quiz that guides them






***STOP RIGHT NOW***

Write down the ONE thing
from this session your are
going to go and DQO!



Don’t find customers for
your products, find

PRODUCTS for your
customers!

- Seth Godin









Download Pain Point Worksheet

m7m

weddingvenuemap.com/painpoint



NEED HELP?

Webinars or training your team
Package review

Honest feedback with fresh eyes
Pick my brain

Shannon@WeddingVenueMap.com
407-917-6714

@shannontarrant


mailto:shannon@WeddingVenueMap.com

