
 
 

 

 

The Simple Price Tweak That Will Get You 
More Clients Right Now 

 

Let’s think about the story of the bread machine before we move on.  

Do you remember that people were avoiding the new, more expensive 
bread machine ($429) and buying the original bread machine ($275) 
instead? And it was killing Williams Sonoma’s average price per 
transaction. 

So, what did Williams Sonoma need to do to become more profitable? 

Very simple: they needed a THIRD option. 

For example, they could build another bread machine.  

Or if they didn’t want to do that, they could offer bread machine #2 with 
extra options, such as extremely high quality service or a life-long 
guarantee.  

Now, let’s say they decided to build another bread machine. It might look 
something like this: 

Bread Machine 1: $275 

Bread Machine 2: $429 

Bread Machine 3: $779  

What’s the effect of this extra option? 

One of the effects is that there are always people who prefer to take the 
most expensive option, no matter what. 



 
 

There’s another benefit: 

People will trade off the $779 bread machine for the $429 machine instead 
of trying to trade off the $429 machine for the $275 machine. 

And there’s another benefit: 

People will stop trying to haggle prices down.  

What happens here is that people find it difficult to compute the value of 
different options. I mean, who really knows if bread machine #1 is a better 
deal than #3? 

And because of that – given these 3 choices – most people will take the 
middle option.  

So guess which bread machine Williams Sonoma priced at the middle 
option? 

That’s right – the one they WANTed to sell. 

Now, let’s bring this back to you. How are you pricing your services? 

Are you offering multiple levels of service? 

Are you offering three separate packages? 

If you’re not, you should test three packages as soon as possible to help 
prevent the “trade off effect” for minimizing the amount of revenue you pull 
in per customer.  

You can even take this a bit further… 

You see, many business have three types of customers: customers who 

want discounts, regular customers, and customers who want the red carpet 

treatment. 

And while the advice I shared in the article and in this doc might seem like a 

“trick” to get your customers to spend more money, in reality, all you’re 

really doing is ensuring that your pricing caters to each customer segment. 



 
 

But what I’d like to now elaborate on is this: When you add a red carpet 

option, you’ll find that most people will avoid it. You’ll also find that people 

will avoid your cheapest option, too. 

Why? 

When people buy your service they avoid the extremes (the cheapest and 

most expensive) and settle for the middle ground. 

Hope this helps you. 

Let’s make financial planning matter, 

Ronald 

   


