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What should you say
when a caller asks,
“How much is it?”

B y  K a t h y  K i r k l a n d

Click!
That click on the other end of the

line signals your need to brush up

on answering the question, “How

much...?” Since this question comes

mostly from prospective clients,

your response can make the differ-

ence between a new booking and

hearing that dreaded dial tone.

There are three basics in reply-

ing to financial questions: Find out

why the caller is ringing you up ask-

ing, educate her thoroughly—but

quickly—on what your salon has to

offer, and know in advance what

you’re going to say to her.

Hello. 
How much are your 

full sets?

$60.



Why Are They Asking?
Once the question is asked, it’s to your
advantage to ascertain why the caller is
asking in the first place. Marti Preuss,
Hooked on Nails, Rosenberg, Texas,
admits, “I’ve always hated this type of
call. I feel that if she’s asking price right
up front, she’s a budget client—but,
then again, I’ve been fooled!” 

Mindy Borrego of Mindyfingers in
Granby, Connecticut, says, “I agree, in
theory, that we ought to hesitate when
giving prices and instead encourage
the customer to come in for a consulta-
tion. However, the reality is that bar-
gain hunters are simply that—they’re
looking for a deal.”

Planning for payment. Certainly
some potential clients call around for
the cheapest price, but that doesn’t
mean you can’t still book them.
Borrego confides in her callers. “I tell
them I totally understand their wallet
concerns, because I have to watch my
wallet too! But I’ll also do everything to
convince them that they’ll be much
happier spending the few extra bucks
with me than going to a tech whose pol-
ish doesn’t stay on as well!” If a caller
remains tentative about the price,
Borrego will offer a lesser service—such
as a polish change instead of a mani-
cure—to get the caller into the salon
where she can judge Borrego’s services
for herself. 

Amy Becker of Masterworks in
Mequon, Wisconsin, has discovered
that “some women have to do creative
financing in order to have a service.
I’ve had more than one client pay part-
ly by check and partly in cash for that
very reason.”  

Leesa Myers, Advanced Nail & Skin
Care, Midvale, Utah, gives her first-time
callers an incentive. “Our service pric-
ing is based on our great performance,
and the caller hasn’t seen that yet. So I

try to draw her into the salon with a
$10 discount on her first visit.”

John Hauk, owner of Belle-A-Rever
in Dayton, Ohio, says, “Most callers ask
the price so they know how much
money to bring.”

“Nothing is more embarrassing
than showing up at a salon and not
being able to afford the service—
and having that fact bared in public,”

says Nancy King, Nail Care, Mesa,
Arizona. “Blindsiding someone isn’t
going to win clients or nurture long-
term relationships.”

Competition calling. While the
majority of callers are probably poten-
tial clients, you may get an occasional
call from a competitor who’s checking
neighborhood prices. Becker says,
“Some people don’t want to give phone
quotes because the caller could be a
competitor. So what? This has no
impact on our business. Our individual
success is based on our own business
practices, not those of our peers.” Even
if a competitor lowers her prices to
match yours, can she provide the same
level of service and quality? 

Changing salons. Most callers phone
you because of quality concerns, and if
a caller has been unhappy with her pre-
vious salon, you can use this fact to
your advantage. King recommends ask-
ing how the caller heard about your
salon. If the caller reveals that
she’s previously been to
another salon, King says,
“She’s leaving for a reason.
Try to ascertain why she wasn’t
happy with those services.
Based on her responses, you
can stress your superior serv-
ices, place emphasis on
what she’s seeking
and fill the need that
her old salon didn’t.”

Millie Haynam, owner
of Natural Beauty Salon in Twinsburg,

Ohio, is also eager to differentiate her
quality from that of other salons. “I’ll
give a range of prices over the phone,
but then I immediately say, ‘If you give
me your name and address, I will send
you a brochure of our services and
prices.’ This usually stops questions
about pricing, and when she sees our
menu, she begins to understand our
salon culture and mission. Of course,
she can also book over the phone,
which is fine with me, even if she choos-
es the basic service. Once she comes in,
we often upgrade for her next service,”
Haynam states.

Express Value
“You have about 30 seconds to let the
caller know what she’ll get for her
money,” says Diana Bonn from Salon
Eclipxe in Muncie, Indiana. “It’s not the
price—big mistake—it’s what she’ll get
for the price.” Bonn estimates that, using
the examples that follow, she obtains a
booking 90% of the time. “Other salons
don’t give callers information, so it’s the
way the phone call is handled, not the
dollar amount,” she says. 

How much are full sets?
Other salon: “$35.”
Bonn: “We use FDA-approved 

products, offer a 10-day guarantee, 
personal sanitation packets and a
choice of more than 300 polishes 
or a French manicure for $35.”

How much are manicures?
Other salon: “$20.”
Bonn: “Our manicures include 

filing, cuticle care, exfoliation, buffing,
massage, a personal sanitation packet,
choice of 300 polishes and a paraffin
treatment for $20.”
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“You have about 30 seconds
to let the caller know what she ll get

for her money.”



King is also in favor of giving the
value first, then the price, because oth-
erwise you might achieve the opposite
effect. “If someone asks, ‘How much is a
fill?’ and you answer, ‘$35,’ her natural
reaction is going to be, ‘What? I pay only
$15!’ You’ve just validated her old salon
because, compared to your prices, she’s
really getting a deal where she’s going
now. Tell her the benefits of the service,
then the price.” 

Linda Champion, spa/educational
director of 800 West Salon & Day Spa in
Marlton, New Jersey, uses what she calls
the “wear-down method” to discover
which callers are serious about booking
while still giving them a sense of what
800 West offers. “I confuse the heck out
of them,” she says. “I start by asking,
‘What type of enhancement are you
looking for?’ and quickly run down the
list—overlays with gel, acrylic, colored
acrylic, pink and whites, fiberglass and
dip system. The manicures are even
more complicated! Then I recommend
that they come in and ‘let a qualified
professional analyze your nails, skin and
lifestyle.’ There are too many prices to
give over the phone.” Champion’s tech-
nique quickly weeds out lookie-loos. 

Larry Oskin, president of Marketing
Solutions in Fairfax, Virginia, agrees
that giving prices isn’t always easy. “If
you have senior or master nail techni-
cians who have prices or services that
differ from those of apprentice techs, I
suggest an approach that goes beyond
just stating a price. I would answer,
‘Mrs. Jones, we offer a wide variety of
customized salon and spa manicures.
Our price for a basic manicure begins
at only $20. However, if you’re interest-
ed in a wonderful spa manicure that
includes X, Y and Z, then it will be only
$30. We have other options as well.” 

Oskin also believes in inviting the
caller to your salon. “For our first-time
guests, we recommend a free nailcare
consultation so that we can present
the complete range of nailcare
options to you. When would you like
to make an appointment?” Oskin rec-
ommends suggesting both your top
and bottom prices while giving an
explanation of the key benefits for the
better services. “Whether you start at

the top and work down or start at the
bottom and work up is up to you,” he
says. “I prefer to close with the best
service package option, personally rec-
ommending it to them.”

Running Lines
To pull off these phone calls smoothly
and with confidence, you should have
a script to follow. Oskin adds, “Role-
playing helps! It’s too bad that most
salons don’t use this effective manage-
ment and training tool. Scripts are
great as a guideline, but you must teach
your staff to put everything in their own
words and have them practice aloud.”
The result should sound like a person-
alized conversation, not like someone is
reading from a piece of paper. 

Belle-A-Rever’s Hauk has heard too
many canned speeches. “If it sounds
phony and cheesy, callers will see
through your speech. I know I do.”

If scripting and role-playing sound
like a lot of work, that’s because they
are. But Mary Metscaviz of Awesome
Nails in Grayslake, Illinois, admits,
“There are times when we’re just too
exhausted at the end of the day. We’ve
just said the price and ‘Thanks for call-
ing.’ But I hate to think about how
many new clients we’ve lost due to not
following the script.” 

The majority of the time Awesome
Nails employees refer to a price list
with a full explanation of services that
Metscaviz has posted next to every
phone. For example, if a caller asks for
the price of a manicure, her script is,

“Our basic manicure includes an aro-
matherapy soak, an excellent hand
massage, cleaning up cuticles and a
perfect polish for $17, but we also offer
a spa manicure, which includes hand
exfoliation plus a paraffin treatment
for $23. Which can I schedule for you?”
She knows that a $25 full set from a
nonstandard salon is going to be differ-
ent from a $65 pink-and-white sculp-
tured set from an award-winning salon.
“If we don’t inform the caller, she’ll
never know why we’re so expensive for
the same service,” she explains.

“Saying prices out loud is hard for a
lot of us,” says Nanci Soltani of her
eight Fandango employees in Santa
Rosa, California. “Most new callers are
aware of our quality and pricing
already because they’ve been referred
by someone—which helps the staff.
For those callers who aren’t familiar
with our salon, we’ve learned that
scripting works best. We had a salon
meeting and decided that we’d all fol-
low the same general dialog and prac-
tice it with someone. This has made it
more comfortable to speak with new
clients about prices.”

Preuss stresses the importance of
role-playing and even recording
yourself. “Role-playing is a way of
gauging how someone reacts to what
you’re saying and being sure you’re
saying it correctly. You should prac-
tice until the words come out natu-
rally,” she continues. “I’ve even tape-
recorded myself and, believe me, I
sounded l ike ‘Annie from the
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“I recommend that 

they come in and ‘let a

qualified professional

analyze your nails, skin

and lifestyle.’ There are

too many prices to give
over the phone.” 
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Country’ the first time! I practiced
all  my speeches after that  f irst
recording.”

You Get What You Pay For
A self-assured answer to pricing ques-
tions should convince most callers
that your salon is well worth the cost.
Borrego states, “If we’ve explained
exactly what our service entails—the
quality of products, sanitation, any
advanced education we have—a
potential customer will realize that
the extra money is worth it. I’m con-
stantly amazed at the number of new
customers who say to me, ‘Oh, that
didn’t hurt.’ I usually say, ‘It’s not sup-
posed to hurt,’ but what I don’t say is
that you get what you pay for! If you
want a high-quality, pain-free service,
you’re going to have to pay for it.”

Natural Beauty Salon’s Haynam
stands her ground when a caller
balks at the expense. “I never apolo-
gize for pricing! We’re worth it,
period! We take great care to service
our clients well, to keep up on our
training and to use the newest in
professional products.” 

Scripting and practice will give you
the confidence to answer pricing ques-
tions with no apology necessary—
and no clicks on the other end of 
the line. 

Kathy Kirkland is a Nailpro contributing
editor based in Ephraim, Wisconsin.


