
Become a value detector
Like most married couples, my wife and I have a group of discussions that we
seem to have over and over.

One of those discussions is the importance of service.

Now, my sweet wife gives more service to others than anyone else I know. She
knows a whole lot about serving others (including me). What's more, I listen to
what she says, mostly because she's almost always right.

There is this one little sticking point that she doesn't agree with me on (all right,
there are a number of things where she doesn't agree with me).

Anyway, I believe a person should give at least three times as much value as
they receive in recompense.

Put in monetary terms, we should contribute 3 dollars (or pounds, or yen, or
whatever) for each dollar we receive in return.

If you can do more, you're better off.

My wife thinks I'm dreaming. Of course, she may be right.

Anyhow, think of your own experience. Are you more likely to purchase an item
from an expensive store, or purchase that same item from a discount store, at
50 percent off?

If you're like most people, if you have the same item on sale at two different
stores, you're likely to purchase the less expensive one, because it gives you
more value for your money.

Value becomes the all-important word here, and it's the same in our lives.

We should commit ourselves to giving value to those we interact with -- our
employers, our family, our customers, our co-workers. We should concentrate on
always giving more than we are paid for, always working to increase the value of
each transaction, and committing ourselves to finding the value in each
interaction we make.

We must become "value detectors," determining how to increase the value in
everything we do.
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What causes value?

Essentially, the value of something is determined by what someone is willing to
pay for it, but it goes a little deeper than that.

Let's pull out the "hamburger rule."

If I compare two drive-in restaurants, with comparable size hamburgers, it would
seem to be an easy comparison to take one against the other, and buy the
cheapest one.

If only life were that easy.

Perhaps one restaurant has a more expensive hamburger, but cleaner kitchens.
Another has a more expensive hamburger, but it tastes terrible. A third is open
later at night. A fourth has clean restrooms and toys for the kids. A fifth has great
service, but the food costs a bit more.

We assign the value of each transaction, and make a decision. We may go with
the lowest-priced restaurant, but we could just as easily choose a higher price.
We have made a value judgment -- and invariably choose the one that has the
greater value from our particular point of view.

In our lives, we are constantly making value judgments -- and so are other
people.

One person will buy a car from a dealership with a "no haggle" rule. Another will
buy a car from the closest dealer. A third will buy a car from a dealer with a great
service department. A fourth will drive 300 miles to a different state, because of a
dealer's reputation for honesty. Are they all making value decisions? Yes, but the
values they assign are different.

You may decide to follow my "3 times" rule, but you know you can't work three
times the hours. You may choose to concentrate on building your customer
service skills. You might choose to develop a closer trust relationship with your
customer. You might choose to spend "better" time with your family, turning off
the TV and helping with the kids' homework. You might choose to change the
nature of the time you spend with your spouse, concentrating on areas that
deliver more value to him or her.

You might choose to increase your knowledge, or contribute more in
committee/team meetings. You may choose to orient your time toward more
high-value, high-return customers, rather than splitting your time equally among
both the low-return and high-return customers alike.



You might choose to hire and train assistants, to increase your reach among your
customers. You may choose to totally alter your business approach, turning to a
more high-value product line.

You are the one who must determine how to create value -- but you must
necessarily create that value, whatever way you go.

In this society, we've moved beyond the point where a simple "hour worked for
an hour paid" approach is enough. We must deliver greater value -- and actively
work to increase our value to others around us.

During the uranium boom of the 40s and 50s, people would get rich by selling
what appeared to be common rocks. With the use of a geiger counter -- a
radiation detector -- you could find the value in those rocks.

Years later, a clever entrepreneur packed common rocks into boxes, and labeled
them as "pet rocks." With a lot of marketing savvy, that marketer turned literally
turned rocks into gold -- until people came to their senses and realized they
were, after all, just rocks.

Nowadays, companies make a lot of money sticking water into a bottle, and
selling it. They filter it, flavor it, purify it, put fizz into it, and call it pretty names --
but it's still just water. Through their marketing, they find the value in a common
resource.

Most of us have common resources in our lives that we can turn into uncommon
values, with a bit of work, some skill, and a concentration on squeezing each last
drop of value out of our everyday interactions.

Eventually, we regain the value we give out -- through increased wages, better
families, more stable working environments, better friends, loyal customers.
Eventually, our service pays off handsomely.

But it all starts with having the faith to deliver more value than what you're paid
for.

Remember the rule of three. Become a value detector, and maximize your value
to yourself and others.
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