
Pricing Your Work for the Gallery

The Vermont MapleWood Gallery is run primarily for the benefit of WoodNet’s members. While it’s
designed to encourage sustainable forestry and to a limited degree support the organization itself, if
members aren’t profitably selling their work, the gallery will fail.

Pricing your work for sale in any gallery (at least those that aren’t run for commercial profit) requires
thought, consideration, and research. The idea that you simply mark-up an item to cover the gallery’s
commission can result in overpricing an item and therefore keep it from selling. Under pricing can result in
a flood of sales without real profits that will leave you with a money losing hobby. Under priced items can
lack a perceived value in buyers eyes, also reducing sales.

Common Methods for Pricing There are two basic methods for pricing things in any marketplace. “Cost
plus” is a pricing method often used in contracts and the pricing of commodity items. In this instance, you
take all the costs associated in producing an item and add a reasonable profit to determine the sales price.
This works well for pencils, especially if you can reduce the cost of production and undersell your
competition. Sales will soar!

Market pricing is the second method of determining a sales price. It’s not just a matter of determining the
price that the market will bear, but also staying within the range of prices for which similar items are
selling. Pricing for the gallery should be market pricing, but with a knowledge of your cost of production.

The sale of an item in the gallery is an agreement between a buyer and a seller (without any negotiation). If
a buyer wants a piece and the price is agreeable, a sale can be made.

Wholesale Pricing If you have a successful wholesale business, marking your wholesale price up by
66.66% (multiply by 1.6666) would give you your wholesale price back from the gallery after the sale (a
$100 wholesale item is sold for $166.66 and after the 40% commission to the gallery, you’re left with
$100). Retailers normally “keystone” which means they double the wholesale price to get the retail price
(that’s multiplying by 2.0 or a 100% mark-up), so even doubling your wholesale pricing isn’t unreasonable.

If you have a successful wholesale pricing system, you’ve already figured things out. The correct market
pricing is demonstrated by the sales of your products by a retailer.

Many WoodNet members haven’t developed wholesale pricing and simply rely on “what I need to get for”
an item or what I think I can get for it. Ultimately the market always determines what you’ll “get” for the
item; regardless of your feelings or needs.

Why Should the Gallery Get 40%? Some folks think that 40% is a big chuck of change. It certainly can
be! But remember that retailers normally get a larger percentage of the sale price (as do many galleries).

With The Vermont MapleWood Gallery you need to make no investment in a sale since it’s done on
consignment. The Gallery introduces you and your work to some of the highest profile buyers in this part of
the world. This is an opportunity to show your work in a venue that is populated with qualified buyers. This
is Stowe!

The gallery is responsible for all the normal costs of sales. It pays rent, heat, electricity, phone, and staff
salaries. The gallery covers credit card merchant fees, sales taxes, and advertising expenses. The gallery
inventories your work, often times accessorizes it’s display and actively sells to customers. If you’re selling
on your own you need to realize that you’re paying all these costs, and your “showroom” probably doesn’t
generate the volume and quality of buyers that are found in Stowe.

When you place work in the gallery you’ll have more time to produce more work. You don’t have to clean-
up the shop (or showroom, if you have one) for an occasional visitor. You don’t have to negotiate and
spend time on the phone .You don’t have to arrange for delivery, you don’t have to spend your weekends at
craft shows and pay for gas and travel expenses. If you don’t feel that 40% is a reasonable amount to
attribute to the cost of a sale; you’re probably failing to consider all the expenses and effort that you
actually make to complete a sale. Remember the normal retail mark-up exists for a reason…to keep a
retailer in business, which keeps it’s suppliers in business!



The gallery also happily and generously makes referrals. Any number of projects have come to WoodNet
members via this route. For each referral that turns into an order for a member the Gallery gets a 12%
commission up to a maximum commission of $500.

Determining the Selling Price Research is necessary. You really need to have some idea of the price that
similar items are selling for. Check other galleries, look on the web, ask our gallery staff for feedback.
There will always be a normal market range. Some factors that set the price within the range are quality,
reputation of the artist, and location of the gallery. A table made by a nationally known craftsman (seen on
the Today Show last week) and for sale in a New York Gallery will bring more than one made by me,
shown in my shop.

Try to determine (honestly) where your work fits within the market range of retail prices. The Gallery will
promote your work and sell your skills to a upscale group of people. If you feel that you must get a higher
than market price, you may consider ways of reducing either cost of materials or labor to bring your prices
into the market range. Would it make sense to have someone else do the basic mill work or perhaps use
automated equipment to rough a chair seat, thereby reducing your expensive labor costs?

My Work’s not Selling Since a sale is contingent on a buyer wanting a piece and the price being
acceptable, let’s consider the desire factor first. Our Gallery is in the right place for upscale buyers. If your
work’s in the gallery, a jury has determined that it’s is appropriate and meets quality standards. As a
craftsperson, it’s helpful to know what’s selling. If you love to make mahogany chairs, but the trend is for
oak, perhaps you should try oak. You need to be sensitive to what’s selling. Ask others, check in with the
gallery, see what people are buying and adapt your work..

Promotion is also critical in making a sale. “Made in Vermont” is a powerful sales point, but of course, all
of our gallery items are made in Vermont. Is it all hand made, or made with traditional tools? Is the wood
FSC certified, harvested from your land, or recycled wood from a well known structure? Was it made by a
naked monk, in a cave, by candlelight? The story always helps to sell, particularly with upscale products.
But it’s necessary to communicate the story to the customer. Some info can be presented on the gallery’s
price card, but you should consider including your own story, presented in a professional manner.

Gallery sales aren’t instant. Since we’re not selling a commodity, we need to bring the right buyer and
seller together. Unfortunately this may take some time and perhaps the right customer has not yet seen your
work.

Price is the other big factor. Too low a price and you’re hurt by not maximizing profits. Too high a price
and you’re hurt by a lack of sales and the gallery will be mortally wounded, changing from being a retail
establishment to functioning as a museum. The gallery doesn’t charge admission like a museum and will
soon be forced out of business. Make your pricing reasonable and within the market range. The object of all
of this is to actually sell your work.

The Gallery as Your Showroom Having your work presented by the Vermont MapleWood Gallery can
only enlarge your customer base. Not every gallery customer can be your customer, but at least the right
folks will see your work, which will increase your opportunities for sales. Offering a variety of your work
in different price ranges will allow you to sell to a larger group of customers.

While it’s possible to use the gallery as your showroom and sell privately at a reduced price, this at best,
can be considered dishonest. The gallery rules require that the same or similar work be sold for a retail
price not lower than the gallery’s price. To do so unfairly undermines the work and expense of gallery,
which is borne by all participants. Uneven pricing can also lead to unpleasant bidding wars and a reduction
in everyone’s profits.

Not many of us have the opportunity to show our work in such a prestigious locale. We’re coming into the
best retail season of the year and everyone is hoping to see sales soar. If you’d like to adjust prices, now is
the time. The reason for after holiday sales is clear out merchandise (sometimes at a loss) to make way for
profitable merchandise. It’s not a method for finding the market price of an item. Although they’ll be plenty
of well-heeled skiers and tourists in Stowe after the holidays, the best opportunity for sales will be through
the end of the year. Make the most of it!


