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 1 ½ hours including my presentation and Q&A 
submitted before call…we’ve had about 100 
comments and questions so far!

 Recorded

 Transcribed

 We’ll send out the recording & transcription 
this week

 Top 10 Biggest Mistakes Interior Designers 
Make With Fees is included in this transcript



 I’ll share details about our Value Based Fees class

 Stay on the call…one person will be selected to receive 
a scholarship

 Meanwhile, please FOCUS and remove all 
distractions…turn off phones, instant messaging, close 
the doors, get ready to take lots of notes!



 One of our first graduates used our Value 
Based Fees questionsé"Gail's questions to 
qualify clients are excellent.I used them when 
interviewing a prospective client on the 
phone.Her response to the questions....'the 
other designers I interviewed didn't ask me 
these questions...I can tell from this alone that 
you are the designer we should 
hire...' Apparently, just the questions 
themselves gave her the confidence to hire us.It 
is very apparent that Gail spends a lot of time 
putting together these classes.I have learned A 
LOT, and this after being in the business for 
over 30 years!!Thanks Gail!" Susan J. Moss, 
ASID, LEED AP, Trans-Pacific DESIGN, 
Kamuela, HIéand got 2 contracts $20,000 
and $30,000.



 ASID professional – completed 
NCIDQ

 Interior Designer for 23 years
 Interior Design Degree
 Finance & Banking Degree
 Fortune 500 Company – Armstrong 

World Industries – sales & 
marketing

 Built residential design firm –
almost $900K in 2000

 Love mentoring…started DSU 
March 2008



1. Forcing clients to do business our way

2. Consumers are more cost conscious 

3. Wealthy clients feeling uncomfortable spending because it appears selfish & ostentatious

4. Consumers worried you’ll take advantage of them

5. Stereotypes of Designers

6. Internet makes price shopping easy

7. Consumers don’t like mark-up

8. Trust

9. Fear that you are making money vs. giving them what they want

10. Clients can post negative reviews

11. HVTV has skewed consumer’s opinions 

12. Consumers don’t understand what you do

13. Consumers are your biggest competitors

14. Consumers can purchase online services

15. Recession and Internet have changed consumers…Interior Designer’s business weaknesses 
and lack of marketing & sales skills or work is showing

16. Self esteem and confidence lacking

17. Poor communication skills



 Not basing fees on value – 70% of consumers want fixed fees, 
and only 5.6% of our surveyed designers offer fees this way –
disconnect.  

 Fears: Clients – runaway bills; Designers - having clients take 
advantage. 

 Strategy: Better qualifying questions. 

 Not tracking your time accurately: Can’t manage your business 
& be profitable unless you know how long things take and 
where you’re spending your time. 

 Fears: Clients – you billing for time unfairly (trust); Designers –
not being paid 

 Strategy: Keeping track no matter how you bill – Google 
calendar – Studio Webware; tracking tips – phases of projects, 
meetings, job administration, business administration, 
marketing.



 Not interviewing clients well enough before going to contract – take the wrong 
clients, believe what they say when they’re on their best behavior and not trusting 
your gut 

 Fears: Clients – fears mentioned above must be surfaced before going to contract 
– you’ll have a higher closing percentage if you do and you’ll earn their trust; 
Designers – fear of being nosy – must get over this – this is like a marriage, and it 
can break up over lost trust and money issues. 

 Strategy: you must develop better questions and anticipate problems and surface 
them early before you make your proposal.  Explain that it is to protect the client 
as much as you – educate your client.



 Not being transparent and direct 
with your prospects and clients –
ask and you will receive. You must 
get commitment from client before 
starting work. 

 Fears: Clients – that you’ll take 
advantage of them; Designers –
that you’ll lose a prospective client 
and revenue.  

 Strategies: Hourly billing, if you 
continue to work this way, be 
prepared to estimate your time and 
set caps, take a retainer, sign a 
contract, bill on time and every two 
weeks.



 Not offering tiered pricing and services ðyou 
could be leaving money on the table by not 
offering low, medium and high options.  Each 
of your businesses are different, so you have to 
decide what that could be for your business, 
client and each individual offer.  Think of a car 
with the basic stripped down version, mid price 
and luxury cars.  More options…more profit. 
Fears: Clients ðonly offering one option 
doesn’t give them choice and with choice comes 
the feeling of control; Designers: losing control 
of client or not making enough because they 
select the least expensive option. 

 Strategy: offer basic services that meet less 
criteria of prospect – example would be design 
only; second tier – construction documents and 
product specifications; third option with job 
oversight and a killer premium offer – perhaps 
a concierge level.



 Not knowing how to present your unique difference in 
such a way that your prospects choose you over your 
competitors – if you only express yourself as an “interior 
designer charging $100 per hour,” why would a client hire 
you over someone that charges $80 per hour?

 Fears: Clients – picking the wrong person, or if they pay 
you more per hour, are they just paying more for the same 
service and therefore not being wise with their investment; 
Designers – that you don’t have a unique difference and 
that it is about getting the job to pay the bills.  

 Strategy: establish your true value and the emotional 
reason they want to deal with you over someone else –
and that may be related to experience which translates to 
trust which is a powerful motivator for clients.  Also, 
assuming all things are equal and you do the same job as 
Sally Designer across town, it is the personality and 
relationship skills you bring that create that instant 
rapport and connection.  If you are too business-like, it 
will appeal to the men, but not the women.  



 Not WOWing your clients with an 
unexpected service during your 
engagement – this bonds you with your 
clients  when they know you care about 
them more than you care about the 
business you are doing with them. 

 Fears: Clients – that you are doing the job 
for your ego over their wants, needs and 
desires: Designer – that the client won’t or 
doesn’t appreciate your skills, expertise 
and commitment to service. 

 Strategy: evaluate the real emotional 
reasons that clients hire you in the first 
place…they don’t have the skills, time or 
talent to do what you do…they care about 
what people think about their taste and 
their expression of their personal style.  
Make your services WOW them and feel 
secure, supported and appreciated for 
themselves.  Clients make decisions 
emotionally, and justify them rationally.



 Not establishing a PIB price for difficult clients – this 
includes prospects that can’t make a decision, have 
conflicts between each other, huge ego, nit picky, low 
self esteem, demanding, unreasonable or powerful are a 
few of mine.  I also avoid engineers, doctors and 
accountants.  Fears: Clients – lack of control or fear of 
making a wrong decision – looking to make someone 
else wrong or responsible; Designers – that the client is 
right and the need for a job outweighs the stress and 
emotional cost of a bad job.  Strategy: develop your 
Ideal Client Profile so well that you can visualize the 
person/couple you want to deal with down to the 
demographics, psychographics and technographics. 
Also identify who you don’t want to deal with in terms 
of traits and values.  Once you do this, you’ll have a 
better understanding about selecting the right clients in 
the first place.  Finally, I’d avoid the PIB clients.  It’s not 
worth it to me to deal with difficult people.



 Not getting paid for your fees long before the 
project is over – this is a problem, and especially 
with time billing, the clients start getting upset if 
the bills continue to mount and you’re just 
charging for your time.  Many designers face bill 
negotiations during or at the end of projects.  You 
don’t want this to happen because this is your 
profit and livelihood.  

 Fears: Clients – they are worried that you are 
racking up the bills and you’re not really doing 
what you’re getting billed for, and they HATE 
getting nickeled and dimed; Designers – you’re 
afraid of not getting paid fairly and getting your 
last bill, and you’re worried about how the clients 
will react as they get the series of bills especially at 
the beginning of the project.  

 Strategy: structure the payments so you get paid 
early in the design process for your design work 
through a retainer and progressive billing.  DO 
NOT TAKE CLIENTS WHO NEGOTIATE YOUR 
FEE!  This is a huge red flag.



 Not educating your clients well enough – I hear (and I’ve been guilty of this, too) that some of you get 
frustrated that your clients don’t understand how hard you work for them and that you should be paid 
more/better.  Well…guess what…if the only information a consumer gets about designers is television 
shows like HGTV and regular television, how will the client know what it is really like in our shoes?  
They won’t.  You have to educate them and that is part of your job.  Never assume they understand. 

 Fears: Clients – that interior designers are flaky, not business –like and they are entrusting us with a lot 
of money that they’ve worked hard to earn, and that we’ll spend it frivolously; Designers – that clients 
won’t pay us for what we’re worth and that they have a poor image of us as an artist over a professional.  

 Strategy: educate your clients before they ever meet you.  Start with your website, and even your blog.  
Provide white papers (informational reports) with information about working with you and why  and 
how you help them.  Feature/Advantage/Benefit.  Big pet peeve of mine with designer’s websites:  
writing about what you do and the services you provide like it’s a shopping list.  UNLESS YOU 
CONNECT WITH WHAT YOUR CLIENT WANTS AND WHY THEY WANT IT EMOTIONALLY, 
YOU ARE WASTING VALUABLE MARKETING SPACE!!!  OK...off my soap box.  Ask yourself 
questions about what you really do for your clients…you are a trusted advisor…why does that matter to 
them?  What’s in it for me (WIFM) should be the question you ask yourself when writing copy for your 
marketing materials and when thinking about your positioning as an interior designer.  



 "How to Determine Your Value Based 
Fees" - with Kathy Alexander – designer 
for 20 years who started her first project 
with a $5,000 fixed fee.

 "Setting Fixed Fees" - with Valentina
Cirasola – designer for 20 years that uses 
this approach on construction projects.

 "Fixed Fees For Happier Clients"- with 
Kristi Dinner – Kristi asks some amazing 
questions to help you avoid client disasters.

 òControlling Your Clients For Profit” -
with celebrity designer Vicente Wolf – he 
has an entirely different approach, and one 
of the most important lessons you’ll learn 
is how he manages his clients



 òCustomize Your Value Based Fee 
Offer"- this is a two hour nuts and bolts 
session with me. You’ll learn how to 
successfully manage the client interview 
process, the mindset and practice 
required, what specific questions to ask 
before you meet the client in person, what 
questions to ask during the interview, how 
to create a three-tiered offer, pricing 
options and how to handle questions from 
your prospect that you’re not ready to 
answer. You’ll want to listen to this 
session a few times to get all of the juicy 
nuggets of information. I’ll share all of the 
secrets and process with you so you are 
ready to get your first Value Based Fee 
Project the next time the phone rings.



 Interview with Sharon Drew 
Morgen "Buying Facilitation® -
It's Different From Sales"- MP3 
Recording ($79 Value)

 "Interior Designer's Top 
Challenges & Solutions" with 
Gail Doby, ASID - MP3 Recording 
& Notes- ($49 Value)

 Design Success University's 
Testimonial Template by Gail 
Doby, ASID - ($29 Value)

 Pricing Strategies Worksheet –
so you can easily figure your 
pricing for each project -($99 
Value)



 Client Interview Questionnaire – just 
print this and have it in your 
notebook during the client interview, 
and better yet, use it in your initial 
phone interview…you might just get 
the job without an in-person 
interview** - ($99 Value)

 Value Based Fees Proposal 
Template – just fill in the blanks and 
print on your stationery with your 
normal contract - ($149 Value)

 This is all valued at $1,049, and today 
and through March 7th, weõre 
offering this for $199 for the entire 
system without group coaching. Our 
regular price is $299.



 The reason we have this deadline is that we are 
offering an upgrade for group coaching so you can 
customize your offer and get answers to your 
specific questions.  It is priced separately for $149 
and we wanted to make this combination as 
affordable as possible.  The next group coaching 
session is starting on March 22nd.  Youõll be able to 
get the Value Based Fee System without coaching 
any time for $299, but not with the group coaching 
offer and not at this price.  If you’re ready to learn a 
new way to run your business more profitably and 
with less stress, this is it.  We’ve worked hard and 
we’ve added more content and benefits than the 
previous two times we’ve offered it.  It is our best 
series and it will help you – you have a full 
guarantee for thirty days, so you can listen to this 
great content.  I’m really proud of this series and 
what it can do for you.  Truly, this is a great value 
and one that you’d be crazy not to consider.  If 
you’re billing by the hour, this is the equivalent of 
2 or 3 billable hours for more than 10 hours of jam 
packed content with the hard work done for you.



 I’ll answer some of the more than 
100 questions we received until 
we run out of time, and then I’ll 
select a winner of our Value 
Based Fee Scholarship that does 
include Group Coaching.  $448 
valueé

 Any questions I don’t answer on 
this call including the live 
questions from today will be 
answered in the transcript of the 
call that you will receive this 
week.  




