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When presented with premium-midrange-economy pricing, 80 percent of clients
will select either the premium or midrange option versus only 40 percent
choosing those options when presented with good-better-best pricing.
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If you offer six options—two premium, two midrange, and two economy—the
conversion rate is 77 percent higher than it is when clients are offered just three
options.



THE CONFLICT

Between Clients and High-Level Service Pros

The Uninformed Client’s Buying System
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The Pure Motive Service system was designed to overcome the eternal conflict
that occurs between a poorly informed client and a high-level service
professional. This graphic shows you the (big) difference between an uninformed
client’s buying system and the Pure Motive Service provider’s system.

THE DANGER LINE

Competition Compliments
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The Danger Line is a way to test each opportunity to see if a third party lurks in
the background who could mess with a client call before you create a solution. It’s
also a way to make sure clients can see a clear difference between your company
and your competitors.



