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Who is your 
pricing 

champion?



KPIs
- Accountability check-ins
- Number of goals achieved



How much?



Your pricing 
processYour price Client 

experience





Pricing elements:

•Your client experience

•Your pricing process

•Your price



Your CHALLENGES

1. How do we improve our internal processes so that we maintain our profit margins?

2. Systematically ensuring a price / service review every year with every client.

3. I really get confused between value pricing and then the more traditional approach of time based - My 
thoughts are we should aim for 33% profit as a guide.

4. Initial pricing is normal – not bad. The issue is when it comes to raising prices.

5. We should maybe repackage all services as we move proposals onto Socket but this takes time to do 1 
by 1 and we will lose out on income compared with doing a blanket increase sooner? 

6. We need to look at all Bookkeeping clients separately where we are over on time budgets and increase 
these separately preferably before other emails so we can sort all in one go.  

7. Pricing bookkeeping 

8. Team buy-in with implementing price increases

9. Pricing up jobs when clients not on software and we do not have access to records



Your CHALLENGES

10.Deciding on, or finding the right “3 tiers”

11.Consistency and scope creep! 

12.Not stopping and re-pricing if job is not what we expected when quoted

13.effectively quote for jobs at the outset 

14.better articulate the value 

15. too nice to clients 

16.we don’t pass on costs to avoid confrontation. 

17.have difficulty passing on the correct costs/”correct the fee” for clients that we’ve had for years 
where we’re not recovering, as they are usually surprised.

18.Lack of confidence in communicating value to clients



Your KPIs

• turnaround time 

• EWOs - amount of special work 

• fees raised

• wins/losses price increases - price 
decreases

• Our fee as a % of clients turnover

• loosely based on time - book 
keeping time 

• competitors pricing 

• monthly FFP

• minimum 5% increase 

• invoicing targets 

• write offs 

• Value billed each week 

• pricing reviews carried out each 
week

• Pricing conversations 

• Dext Precision activity

• Number of transactions





How do you increase your 
firm’s fees per full time 
employee equivalent?



Financial 
results

Team 
engagement

Client 
quality

FFTEE





5 levers of FFTEE growth 

– what one KPI has the biggest impact on 
your firm’s FFTEE growth?



1. Price/value

2. Efficiency

3. Client selection/deselection

4. Service offering

5. Team engagement
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5 levers of FFTEE growth – over 5 years



Your questions
1.  How do we prevent scope-creep?

2.  How do we capture special work orders / ensure we bill this to clients?

3.  What’s the best way to price year end accounts?  We have fixed prices 
for a number of services, then man accs are a function from the year 
end accounts, but how does that get set in other firms?

4.  How do firms overcome client/team concerns about increasing too 
much?  Easy to say that client doesn’t value what you are doing so 
better off without them, but you still need some of those clients to 
cover bills etc.

5.  What is the best KPI to use for pricing?  Is it Transaction levels, Time 
taken or turnover of the client?



Your questions
6. Should we do a blanket increase for anyone who hasn't had a fee 

increase in last 2 years, and following budget and extra 
Employers NI and how high a % we go to, should it be 10%, more 
or less on all our monthly FFP clients? 

7. Timing - Do we do this in Jan/Feb or wait till April? 

8.  What’s the best timing to communicate price increases in 
different situations?

9.How do other firms price up jobs when they do not use 
timesheets and do not track WIP, scope creep etc.?

10. How do we build value into compliance, and convince new 
clients of the value when they don’t want the advisory piece in its 
own right?



Your questions
11. How do we increase prices consistently better?

12. Where do you start with the 10 principles, ie could you rank 
them in importance or impact or to say, start here?

13. How do we better cross sell additional services to existing 
clients?

14.How do you get the team and other partner(s) to follow the 
system and price scientifically? Not sure if it’s a lack of trust in 
Goproposal or a lack of discipline or lack of leadership on my part?

15. How should we price project work? Do other firms low ball on 
project work to win clients? E.g. Xero and software projects



Your question...

Where do you start with the 10 principles, 
ie could you rank them in importance or 
impact or to say, start here?



Thomas Hobson 
(1544–1631)



A row of colorful computer monitors

Description automatically generated

https://www.apple.com/uk/mac/


Pricing principles

1. 3 options – price is relative

2. Conversation (categories)

3. Minimum fee – standards

4. Menu – pricelist

5. Cross sell – WOO helps

6. Bundle

7. Price the client

8. They opt out – you take away

9. Loss aversion – status quo bias

10.  Anchoring – top down

11.  Pain drives decisions

12.  Timing - go early

13.  TWR value clarity – EFFing value 

14.  >1% >2% >3% 3%< client status

15.  Measuring to manage (KPIs)

16.  Never discount
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10. Anchoring

Scope of Work 
The reputation and financial strength of the firm reflects the changes the 
leaders have made in recent years. 

Progress towards a more functional equity partner group, the office 
improvements and a values commitment to ‘core purpose' provide strength 
and stability. 

Your leaders now wish to bring more certainty, confidence and enthusiasm 
for the vision of the firm. It’s vital you maintain an independent firm with a 
highly engaged team and grow fees from €19m to €32m. Up to a maximum 
of 150 audit reports, in one location whilst improving the strength-in-depth 
across the leadership and management groups. 
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How 
much?

EFF value

EFF value EFF value



How much?

Minimum fee
- Partner – manager

Describe the client

3-options
- TQR

EFF value

EFF value EFF value
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Pricing KPIs – in use now

• turnaround time 

• EWOs - amount of special work 

• fees raised

• wins/losses price increases - price 
decreases

• Our fee as a % of clients turnover

• loosely based on time - book keeping 
time 

• competitors pricing 

• monthly FFP

• minimum 5% increase 

• invoicing targets 

• write offs 

• Value billed each week 

• pricing reviews carried out each week

• Pricing conversations 

• Dext Precision activity

• Number of transactions



YOUR FIRM’S 

FUTURE?





ChatGPT view – who?

What ChatGPT thinks about your firm from analysing 
your website
This is an accountancy firm focused on supporting SMEs 
with financial management, business growth, and 
achieving long-term goals. They emphasize a relationship-
based approach, offering not just financial expertise but 
also strategic guidance to help clients reach their 
ambitions. Their recent work includes a focus on digital 
transformations and compliance with evolving tax 
regulations.



2025 Growth Academy Sessions

•13th February - 

•12th June

•23rd October
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