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A buyer looks at your price and thinks, “That is too expensive.”

Most copywriters respond by piling on more proof. They explain the 
features, calculate the savings, list the bonuses, and repeat the 
guarantee.


This often makes the problem worse.


The buyer is already staring at the number. More calculations keep 
their attention locked on the number.


A strong metaphor changes what the buyer is looking at.


Instead of arguing that the product is affordable, the metaphor places 
the price inside a larger picture: the cost of failure, the value of 
expertise, the consequences of choosing poorly, or the future the 
buyer is trying to create.


The metaphor does not eliminate rational thought. It gives rational 
thought a better frame.


Step 1: Identify the Buyer’s Current Frame 

Before writing a metaphor, determine how the buyer is currently 
interpreting the purchase.


They may see your offer as:


• An expense to minimize

• A commodity they can compare by price




• A collection of hours or deliverables

• A risky purchase they could postpone

• A quick fix that should produce immediate results


Write the buyer’s current frame as a simple sentence:


“They believe they are paying for six consulting calls.”


That sentence reveals the real problem. The buyer is measuring the 
offer by time rather than by the decisions, mistakes, or delays those 
calls may prevent.


You cannot reframe a price until you know what frame you are 
replacing.


Step 2: Choose the Value You Want Them to See 

Decide what the price should represent instead.


A service might represent:


• Insurance against an expensive mistake

• Access to specialized judgment

• A shortcut through years of trial and error

• A structural investment that supports future growth

• A small present cost compared with a large future consequence


Metaphors work because they prepare the buyer to interpret the 
details that follow. They establish a mental lens before the buyer 
begins evaluating your evidence.


Suppose you sell a $5,000 conversion audit. You do not want the 
buyer thinking, “That is a lot of money for a document.”


You want them thinking, “This is a diagnostic examination of the 
machinery producing our revenue.”




The deliverable has not changed. Its meaning has.


Step 3: Find a Familiar Comparison 

Choose a situation the buyer already understands.


The best comparisons usually involve:


• Navigation

• Construction

• Medicine

• Maintenance

• Agriculture

• Transportation

• Insurance

• Tools

• Training


A copy chief could describe positioning as the foundation of a 
building. Weak headlines and emails are then cracks appearing higher 
in the structure. Repainting the walls will not solve a foundation 
problem.


A software consultant might compare technical debt to borrowing 
money at a brutal interest rate. The company gains speed today, but 
every future change becomes more expensive.


A business coach might compare scattered marketing tactics to 
rowing in several directions at once. More effort does not produce 
more progress when the strokes are uncoordinated.


The comparison should clarify the sales argument, not merely 
decorate it.


Step 4: Connect the Metaphor Directly to Price 

Do not assume the reader will make the connection.




Explain it.


For example:


Hiring the cheapest specialist for a critical problem is like buying the 
cheapest compass before crossing an ocean. The initial savings 
disappear quickly when a small error sends you miles off course.


The metaphor reframes the higher fee as protection from costly 
misdirection.


Another approach is to reframe the buyer as paying for knowledge 
rather than visible labor. The familiar plumber story makes this 
distinction: the customer is not paying mainly for tightening a bolt, 
but for knowing which bolt needs to be tightened.


A copywriter could adapt that idea:


You are not paying for the 12 words in the headline. You are paying 
for the judgment required to reject the other 200 headlines that would 
have weakened the campaign.


Now the price represents selection, diagnosis, and expertise.


Step 5: Translate Abstract Numbers into Concrete Consequences 

Large figures often become meaningless.


Turn them into something the buyer can picture.


Do not say:


A weak checkout page may reduce conversions by 0.4%.


Say:


At your current traffic level, that small leak costs roughly one 
employee’s annual salary every year.


Do not say:




The new system will save 400 staff hours.


Say:


That returns ten full workweeks to your team.


Financial figures become more persuasive when they are translated 
into vivid equivalencies rather than left as abstract percentages.


The comparison should remain accurate. Metaphors magnify 
meaning, not numbers.


Step 6: Place the Metaphor Before the Proof 

A metaphor is often most useful near the beginning of the argument.


Open the mental door first. Then bring in the evidence.


Use this sequence:


1. Present the familiar metaphor.

2. Connect it to the buyer’s situation.

3. State the consequence.

4. Introduce the product.

5. Support the argument with proof.


For example:


A neglected roof rarely collapses the first day it begins leaking. The 
damage accumulates quietly behind the walls. Customer churn works 
the same way. By the time the revenue loss becomes obvious, the 
underlying problem may have been spreading for months.


You can now introduce a retention audit, explain its process, and 
present the numbers. The metaphor has primed the buyer to see 
early intervention as prudent rather than optional.




The Takeaway 

Price objections are rarely solved by defending the number more 
aggressively.


The stronger move is to change what the number means.


Find the buyer’s current frame. Decide what value they are 
overlooking. Choose a familiar comparison. Connect it explicitly to 
the purchase. Then support the new frame with evidence.


A good metaphor does not trick the buyer into ignoring the price. 

It helps them see what the price is attached to. 
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