
“Value added” Doesn’t Cost, It Pays
 

Recently one of my SCORE mentor colleagues and I were meeting with a small business 
CEO who was wanting to focus on growing her business and the question came up about 
“adding value” to the services and products that was being offered and how to use that in 
her marketing and everyday operation.

 

I related a story that I had read several months ago by Steve Stauss, a senior columnist at 
USA Today.  He said that for the past year or so, he and his family have been enjoying 
the occasional meal at 5 Guys Burgers and Fries.  “While everything is delicious, it is 
that fries thing that they do that is such an amazing thing, such a cool little business 
trick, that I didn’t catch on until I really thought about it recently. And once I thought 
about it, I saw what a great idea it is for the rest of us.”  Customers appreciate getting 
extra value for the same price.

 

Strauss says “Here’s what they do: When you order some fries from the counter, the 
server dutifully takes their little paper fries bucket, fills it up, and then puts it in a paper 
bag. Then they take an even bigger scoop of fries and dump it into the bag, on top of the 
regular order. I always think, and my kids always say, “I can’t believe how many extra 
fries we get!”

 

Now think about this.  We don’t really get any extra fries at all, do we?  Strauss 
concluded that “The genius of this little show is that for all intents and purposes, it looks 
and feels like we get extra fries, that the guys and gals at 5 Guys are being cool and 
generous, but upon a little post-carb reflection the truth is that they planned on giving 
that amount of fries out anyway, and budget for that. But they package it in such a clever 
way that you think you are getting this great deal, this something for nothing.”

 

I think the message in this is that people love getting a deal. We love saving money. And 
we like to think we are that special customer worthy of the extra fries. Does it cost 5 
Guys anything extra? No way. Does it build goodwill? You bet.

It’s a great lesson for all of us. Here is an example, I have some business friends who 
routinely offer  “free consultation.” And it is free. If the consultant didn’t’ get the new 
business, the potential client got a free half hour of advice. And for the consultant, it 
was, either way, a marketing write-off. But it sure does bring in business.



Each business is different, but maybe you can offer something for sale and throw in 
something extra at the end; just be sure you take into account that extra something when 
you price it in the first place.

 

And even beyond that, it behooves us to simply remember the psychology of the extra 
fries trick: Customers appreciate getting extra value for the same price.  How can you 
incorporate this into your business?

 

Remember “Value added”: It doesn’t cost, it pays.
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