Once again I'll point to the union 'base' or "scale" as it's referred to, as the best objective pricing model out there. It's accepted as the norm in most places *worth working for*.
 

Without getting into the complexities of conditions of contract etc, it's still possible to price your product sensibly, while not cutting the knees out from under the industry even as a non-union member. Please note that I completely understand the need to be non-union in many jurisdictions - I'm just saying that you have a model you can use without the attendant complexities of contracts, adherence letters and all the other stuff that sometimes makes clients go screaming in the other direction.
 

An example:
 

Recently I was asked to quote for two 30 second TV spots for the Canadian Coast Guard. The project originated from Ottawa, but was being produced in Calgary. The client wanted to use the spots nationally for 26 weeks (two cycles of use in union parlance - through September anyway).
 

After checking with ACTRA Calgary, and my Toronto agent, the scale price of $3500 per 30 second spot was quoted to the client.
 

Anyone reading this who reacts with a "what the ***k? That's OUTRAGEOUS". Think about WHY that price not only makes sense, it's a little on the *low* side.
 

The client wants to tie you up nationally - virtually guaranteeing that you will be excluded from any other potential gigs at that level. Most clients automatically ask if you're on other high profile stuff before even auditioning you and often eliminate you from contention for other commercial gigs before you even walk in the door. So suddenly you start to think...that's $7000 for 26 weeks (6 months and a bit), that's a little over $1000 a month. Nice work if you can get it huh?
 

Let's say that the timing sucks and you miss the start of the Christmas ad season, and now you're not doing anything else at that revenue level for longer than that - although the initial fee was great, it really is designed as a fee to cover the actor for the time the production airs.
 

Unless you have a lot of local work, or non-broadcast narration as a fall-back, you're screwed.
 

So now the fun part - when I quoted the price to the client, he stammered a reply that went something like: "...uh...oh. I only had $900 in the budget for both languages".
 

If it weren't so sadly indicative of how many people out there don't have a clue what they and their product are worth, it would be comical. As it is, it's almost criminal.
 

My unrelenting advice to talent is: KNOW WHAT YOU'RE WORTH. Understand that you may have to turn down a gig or two from clients who just don't get it, but if you play fairly, you'll find it's a lot easier to make transitions to bigger projects that are worth more money because clients will already perceive you as a high quality and high value talent.
 

Perception does play into this (are you a Kia or a Mercedes, or something in between?), but it's not the most important thing. Understand that by playing into an uninformed client's budget, you are cutting not only your own revenue into a fraction of what it might be, but that every time you do it, you contribute to the eroding of budgets everywhere for everyone in the business.
 

The information you need to be a positive force for both yourself and the industry is publicly available and not that hard to understand.  You really, sincerely, owe it not only to yourself, but the community of performers at large to educate yourself to what your skill is worth.
 

You are responsible if not accountable. 
 

If you've got a day gig and you're freelancing on the side and charging cheaper rates 'cause you're happy to have beer money, you could be making more - a LOT more. 
 

If you're one of the people contributing to clients continuing to pay $25 to $75 a spot (no matter where that is), you're messing up a good industry with your laziness and ignorance. 
 

As far as narration goes - straight ahead corporate narration is a useful model to follow for an intranet, and even the internet. The way the larger industry has gone about pricing for this is to change the term of use. 
 

For example, for many uses, a corporate narration structure that looks like this buys the rights to a performance for 2 to 3 years and is applicable for both broadcast, and non-broadcast narration if not commercial in nature or a documentary. This includes internet and intranet use:
 

$260 (minimum fee and covers up to the first 10 minutes of narration)
$575 for anything between 10 and 20 minutes
$705 for between 20 and 30 minutes of narration
$785 for between 30 and 40 minutes of narration
Add an additional $75 for every subsequent 10 minute segment of narration or portion thereof.
 

If your client is proposing to use a combination of mediums - for example to use internally to staff, and then at a trade show, or say, for both internal inTRAnet use, but also for demo purposes on the IntERnet, then you add a premium for the use of the second medium - typically double the price. Also know that typically in the industry at large, the term of use for the Internet is 1 year as opposed to longer use elsewhere because of the size of the potential audience and distribution.
 

Don't be afraid of asking for what the product is worth - and if at all possible, get their number before you cough up yours. That's a basic negotiation strategy, but always good advice to keep in mind.
 

If your narration is part of a product for sale, for example, I was the "help guy on QuickTax again this year, price accordingly - it's safe to triple the regular price for something like that.
 

This information will gladly be shared with you even as a non-union member by most of the ACTRA branches across the country. Get to know them; create a solid relationship with them - even you never plan on joining the union. Play ball they way they play it (minus the onerous paperwork), and you'll have a sustainable business that supports the best interests of both you and yours and your community.
 

One note on the paperwork. Although it is undeniably the ugly part of the union world, one of the reasons that clients hate it is that it makes them commit, in writing. That's protection for you, legal recourse for you, and much more. It's not *all* bad by any stretch. I just sometimes wish that stuff would come out of the dark ages and into the digital realm.
 

That's me mouthing off on a favourite subject. I hope it was useful to some.
 

Good luck to everyone trying to sort through the morass.
 

Paul Boucher
