
Marketing Guide
STRATEGIC PLAN
Strategy involves your future vision for 
your business.

TACTICAL PLAN
tactics involve the actual steps you 
need to take to achieve that vision.
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Strategic Plan

Customer Feedback

Business Analysis

Strategic planning is one of the most 
important aspects of your business. It 
ensures that you are still in business 
when your competitors may not be.

You must get information from your 
current or potential customers. No 
amount of discussing with professionals, 
friends or colleagues will ever replace 
the information from a real customer.

If you are in business then this informa-
tion comes from your existing records. 
If you are starting a new business then 
you need to find this information from 
a an accountant, bank manager or 
business adviser who will provide some 
rules of thumb.

Evolution Accelerator’s excels at 
delivering high-caliber expertise to 
startups ranging from the application of 
mass production techniques to startup 
funding. 

Our Sacramento program mentors all 
posses talents, skills, & experience that 
are complimentary and are thoughtfully 
curated to help achieve growth at a 
more rapid pace. Subject matter ex-
perts and service providers are chosen 
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Market Analysis

Tactical Plan

Competitive Advantage

What is happening in the market place that 
is beyond your control? There will always 
be activity and change in a small business; 
it is something that you must learn to live 
with and not waste too much time worrying 
about.

The tactical plan covers only 12 months and 
it focuses on what you are actually going to 
do in your business during that period. It 
usually concentrates on promotional tactics, 
and is a short-term action plan aimed at 
providing specific results.

Finally, it is crucial that you emphasis your 
competitive advantage at an early stage in 
your business plan, this way the reader will 
understand the concept of your enterpri-
se as they continue to work through your 
information.

#MakeItWork

based on a particular cohort’s needs.
We have put together this document to 
help walk entrepreneurs through the pro-
cess of building their marketing strategy 
while implementing real-life application.

The marketing section of your business plan 
is made up of two separate components: A 
strategic plan and a tactical plan.

A strategic plan is long-term look at your 
business and the surrounding business 
environment. 

A tactical plan is an action plan for the next 
twelve months.

Let’s get started.

This text was adapted by Wikibooks under a Creative Commons Attribution-NonCommercial-ShareAlike 3.0 License without 
attribution as requested by the work’s original creator or licensor. For more information visit www.evolutionacceleration.com.
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Strategic Plan#Teamwork

Strategic planning is one of the 
most important aspects of your 
business. It helps ensure that 
you will remain in business when 
your competitors may not. Stra-
tegic planning allows the visua-
lization of future profit streams 
and allows you to negotiate in a 
fluctuating, unreliable and unsta-
ble market.

However, few small busines-
ses plan strategically. Strategic 
planning is sometimes difficult 
to explain and hard to imple-

THE KEY TO A SUCCESSFUL 
ONGOING MARKETING 
STRATEGY IS TWOFOLD: 

ment, which is why it is often not 
completed. Also, the marketpla-
ce changes so fast that what you 
thought was a good idea two 
years ago is now out of date. It 
is all too easy to say to yourself, 
“Long-term strategic thinking is 
not going to improve my profit 
next year, so why bother?”

But consider the fact that on-
going change creates oppor-
tunities can be used by you as 
a small business operator. The 
most successful business people 

• Understanding causality
• Good marketing plan 

execution.

Causality is the relationship be-

tween two variables whereby one 

variable is a direct consequence 

of the other.



Mar keting guide /  5 

#Teamwork
Strategy vs Tactics

Tactics are the practical steps you need to take now 
to implement the strategy. For example, the tactics 
for the travel agents’ strategy might be to:

Creating a marketing strategy is not a single event, nor is the 
implementation of marketing strategy something only the marke-

ting department has to worry about. 

are those that sense or foresee 
future trends and adapt their bu-
sinesses to exploit these coming 
changes.

There are many definitions of stra-
tegic planning. Our definition is: 
“strategic planning is concerned 
with what to change in your busi-
ness to survive the future market 
changes beyond your control.”

People often ask, “What’s the 
difference between a strategy and 
a tactic?”
Strategy involves your future vision 
for your business. Tactics involve 
the actual steps you need to take 
to achieve that vision.  The strate-
gy always comes first, followed by 
the tactics.

For example, if you run a motel 
a marketing strategy might be to 
target travel agents, and develop 
a business package for them inclu-
ding an e-commerce solution.

Check that your planned strategy 
and tactics are consistent with 
your business values. For example, 
a value based commitment to en-
vironmentally responsible hospita-
lity could be reflected strategically 
by working towards Green Globe 
certification, and tactically, incor-
porating energy efficient applian-
ces in the motel fit-out.

 • BUILD A LIST OF LOCAL TRAVEL AGENTS

 • PREPARE A BUSINESS INCENTIVE SCHEME

 • OUTLINE HOW THEY CAN USE YOUR WEBSITE TO ORDER FROM YOU 

 • PERSONALLY VISIT THE AGENTS AND FOLLOW UP

 • MONITOR THE RESPONSE TO DETERMINE IF THE SALES TARGET IS MET

 • BUILD A COMPANY LINKEDIN PROFILE TO RAISE AWARENESS

 • START A PETITION - SUPPORT A CAUSE

 • FIND STRATEGIC PARTNERS YOU CAN CROSS-NETWORK WITH

 • ATTEND TRADE SHOWS

 • HOST A MEETUP DISCUSSING A TOPIC OF INTEREST

 • START A PODCAST

 • CREATE A BLOG OF TOP DESTINATION PLACES

 • KEYWORD RESEARCH AND COMPETITOR ANALYSIS

 • START AN EMAIL CAMPAIGN

 •  CUSTOMER FEEDBACK SURVEYS

This text was adapted by Wikibooks under a Creative Commons Attribution-NonCommercial-ShareAlike 3.0 License without 
attribution as requested by the work’s original creator or licensor. For more information visit www.evolutionacceleration.com.
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A strategic plan looks at the overall via-
bility of the business. The plan answers 
questions like:

• Who will buy or use my products or 
services?

• What price should I charge?
• Is there any demand for my pro-

ducts or services?
• What may happen or change in the 

future that will affect my business?
• What should I sell or provide?
• What is the best way to distribute 

our products or services?
• Are we in the right location?
• Can we make and sell sufficient 

products to produce a profit?

Even if you are already in business 
these topics still need to be addressed 
to ensure you stay competitive. The 
biggest threat to existing business is 
‘change’. Luckily the biggest oppor-
tunity for existing businesses is also 
change!

Any business that does not think long 
term runs risks. The market or the 
industry may change to such a degree 
that the business becomes no longer 
competitive. Therefore, it is advisable 
to revisit the strategic issues of your 
business at least once every year (more 
often if you are in a rapidly changing 
industry).

The first step is to collect customer 
feedback.

It is essential to obtain information from 
your current or potential customers. 
No amount of discussing with profes-

sionals, friends or colleagues will ever 
replace the information from a real 
customer. Market research using your 
customers is one of the most important 
aspects of being in a small business—
and probably one of the least likely 
things ever to be completed!

What do they like, what do they dislike? 
How can things be improved? How 
much will they pay for something? Is 
convenience important? Should items 
be packaged together? Do you need 
EFTPOS? Is after-sales service critical? 
If you cannot answer any of these ques-
tions, then you will not be in business 
very long. The easiest methods to get 
this information are:

Ask them
When you are dealing with existing 
or potential customers, strike up a 
conversation with them and informally 
ask them.

Focus groups
This involves you gathering a number 
of customers, sitting them down and 
discussing a range of issues relevant to 
your business. The advantage of using 
this method over a questionnaire is that 
you will get more detailed information 
and feedback, rather than ‘tick the box’ 
style responses from a questionnaire..

Telephone
Call your customers and ask a couple of 
questions over the phone.

The point is, never assume anything—
especially how your customers feel 
about your business

Customer 
Feedback

Questionnaires
You might distribute one-page question-
naires that ask some key questions and 
encourage customers to fill them out.

Questionnaires are used to survey 
customers and potential customers, and 
are the most common form of gathering 
business feedback. Because collecting 
market research is crucial but often 
overlooked by small businesses, we have 
included a section on how to design an 
effective questionnaire.

Questionnaires can be used to answer 
questions such as:

• Would your customers use a toll-free 
phone service?

• Do customers find it easy to park in 
your area?

• Would customers mind if you were 
closed on Mondays?

• How many times a year do your 
customers take a holiday?

• What do the customers like about 
your business?

• What do customers think could be 
improved?

• Would your customers shop via your 
website if you had one?

• Are they more likely to buy a pro-
duct or service that is environmenta-
lly preferable than one that is not?

• Are they more likely to buy from 
a business that is socially and/
or environmentally responsible? 
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Business 
Analysis

Through 2019, 90% of large organiza-
tions will have hired a CDO.

But only 50% will be considered a 
success90% 50%

Critical Success Factors
What must happen in your business to 
make it work? Get right down to the ba-
sics. For example, a business may have 
only four critical success factors:

• Customers are aware of your busi-
ness and contact you

• Customers see your products or 
services as having value for the 
expended money

• Customers are happy to pay the 
price you are asking

• Customers remain happy after 
they have given you money to 
the extent that they are likely to 
repurchase.

Make a plan by listing what you will 
do to ensure each of these scenarios 
happen.

Alternative critical success factors can 
take the form of specific actions, such 
as calculating the amount the average 
customer spends and then attempting 

You certainly know some of the fundamentals of your particular industry. If you are in busi-
ness then this information comes from your existing records. If you are starting a new busi-
ness then you need to find this information from government statistics, an accountant, bank 
manager, or business adviser who will provide some rules of thumb.

to increase it. For example, if the avera-
ge sum spent per person is $10, then an 
increase to $11 does not seem so hard, 
yet it has the same effect as increasing 
sales by 10 percent, which may seem 
more difficult.

Key Ratios
Do you know the key financial ratios 
for your business area or industry? For 
example, you should know the average 
net profit percentages and gross profit 
percentages for your business.

If there are gaps in your knowledge 
then you can’t make good decisions. 
Perhaps you decide to spend $1,000 on 
advertising. How much do you need in 
sales to cover the cost of this $1,000? 
If you do not know your gross profit 
percentage then you are wasting your 
money.

Let’s assume you know your gross profit 
percentage is forty percent. Now you 
can work out that $1,000 divided by for-

ty percent = $2,500. So you would need 
an extra $2,500 in sales just to recover 
the cost of the advertisement.

Who are your best customers?
The well-tested 80/20 rule will always 
The well-tested 20/80 rule will always 
apply. This states that twenty percent of 
your customers provide eighty percent 
of your sales. Make sure you concen-
trate on delighting this twenty percent, 
and then find more people like them. 
Can you describe your ideal twenty 
percent customer? Make sure you know 
who they are, and target your promo-
tions to them.

Other Influences
There are many other influences on a 
business that should also be taken into 
account. Location, lease, staff turnover, 
prices, relationships, and morale are all 
likely to impact the business seriously. 
These factors must be identified and 
discussed.

This text was adapted by Wikibooks under a Creative Commons Attribution-NonCommercial-ShareAlike 3.0 License without 
attribution as requested by the work’s original creator or licensor. For more information visit www.evolutionacceleration.com.



The final, but probably most important market analy-
sis question to ask is this: What is the competition 
doing? You should not be spending too much time 
on the competition, as you need to focus on your 
own destiny. However, a quick look over your shoul-
der can be beneficial. 

Are there any new entrants waiting to start up? If you 
compete more aggressively with the competition how 
will they react? What do your competitors do better 
than you? Should you leave them to this or tackle 
them head on?

All customers will compare you to the competition at 
some stage, so as a minimum you should be aware 
of competitors’ prices, positioning in the market, 
location and who owns the business.

Much of your competitor analysis can be completed 
by observation, so remember to:

• read trade magazines
• search competitors websites and subscribe to 

their email newsletters and mailing lists
• attend conferences or trade shows
• read other companies’ annual reports
• visit competitors’ businesses
• listen to customers and suppliers
• listen to business associates and friends
• listen to your own sales people.

And lastly, remember the power of the internet!
An increasing amount of market research and collec-
ting data can be completed over the internet. For 
example, competitors tend to place much of their 
information on their websites, including products 
and services offered and pricing. Additionally, by 
surfing the websites of overseas companies and their 
products you can collect some great ideas that you 
can adapt for your own business. Be up to date with 
trends and new initiatives that may impact on your 
industry.

Once you have gathered all this information, you can 
then see which direction you should be taking. Ques-
tions you should be able to answer include

• How can you sell more to your existing custo-
mers?

• Should you be aiming at new markets?
• Who else can you sell your products or services 

to?
• Are there any other products or services that you 

can provide to complement what you already 
do?
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Market Analysis
Once these three steps have been taken (cus-
tomer feedback, business analysis and market 
analysis) you will have an excellent idea of how 
you are strategically placed in the market.

What is happening in the marketplace that is beyond your 
control? There will always be activity and change in a small 
business; it is something that you must learn to live with and 
not waste too much time worrying about. People who constant-
ly react to the competition are not really concentrating on their 
own business. You should, however, keep tabs on the following:

Threats
Try to identify potential threats early. For example, new tech-
nology that you cannot afford may be changing the industry. 
A large competitor is rumored to be considering diversifying 
into your market. Environmental concerns could impact sales. 
Or, perhaps the local city council is introducing new regulations 
that might stop you from operating. Pay attention to what is 
going on around you.

Opportunities
Identify the factors that keep your enthusiasm, drive and excite-
ment levels high, like being able to sell in other markets, or rea-
lizing you have the potential to export. Work to your strengths, 
and you will see positive results.

Trends 10
You must be aware of what is happening locally and internatio-
nally in your business area. What is the latest trend? Will it last? 
Are buying habits or methods in your industry changing? Will 
the Internet and other technology impact those buying habits? 

What about the growing importance of international economic 
and environmental issues? Consider how these changes might 
affect your business and how you can gain from them.

A “PEST” analysis can be useful when you’re trying to identify 
what might possibly happen. This is where you analyze your 
external environment based on:

• political
• economic
• social
• technological impacts.

How will any changes in these areas affect your business?

Customer base
What is happening within your customer base? Groups of 
people do not remain static: average age, ethnic mixes, tastes 
and preferences, educational levels and mobility all vary over 
time. Never assume your customers are the same as they were 
two years ago. You need regular market research to ensure you 
know your predominant type of customer.
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Position Your Business
Defined simply, positioning is how your business fits into the market compared to the competi-
tion. Positioning is very important because the message you give out to consumers will impact on 
their decision to use your business rather than a different one.

It is the customer (not you) who usually deci-
des your position in the marketplace. Further-
more, once an opinion is set it is extremely 
difficult to change the perception people 
have of your products or services.

Once a customer decides that your goods or 
services are expensive, then this is the posi-
tion your business has, regardless of any other 
evidence you may offer to defend yourself.

It is likely that this customer will now believe 
that everything you provide and sell is over 
the average price. Hence the danger of posi-
tioning: a certain position on one product can 
spread to other products and services that 
may, in fact, be cheaper than the competition.

Every consumer “positions” a business wi-
thout even thinking about it.

So once you have decided where you want to 
be positioned in comparison to the competi-
tion, you must:

• If necessary, change any aspect of the bu-
siness so that you fulfil the promise of your 
positioning statements.

• Constantly remind staff and customers 
about each of your competitive advantages 
and publicise each differentiation point.

Remember that your brand must also convey 
a sense of market position. A piece of jewelry 
from Tiffany’s will command a premium price 
because of the brand, where a similar piece 
from a local jewelry store will not sell at that 
price point. 

This text was adapted by Wikibooks under a Creative Commons Attribution-NonCommercial-ShareAlike 3.0 License without 
attribution as requested by the work’s original creator or licensor. For more information visit www.evolutionacceleration.com.
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Tactical Plan#Action

Typically, the tactical plan covers only 
twelve months and focuses on specific 
activities you will do for your business 
during that period. The usual focus is a 
short-term promotional action plan aimed 
at providing specific results. Before you 
launch your plan, however, you will need 
to select your target markets.

Select targets for the coming year
It is crucial that you select the right 
targets. The first target is always your exis-
ting customers. You should split existing 
customers into a number of subgroups, for 
example:

• Gold’ customers: your best custo-
mers, or those who could potentially 

THE TACTICAL PLAN 
ANSWERS QUESTIONS 
LIKE:

grow into best customers
• Key people who create word-of-

mouth business for you
• People who refer business to you.

The next step is to focus on other 
targets such as potential or new custo-
mers. For example:

• Potential customers you have not 
yet approached in your region that 
are similar to the above list of exis-
ting customers

• Potential customers of a similar 
profile in other regions

• New targets such as hospitals, 
kindergartens

• Do you need a direct mail 
campaign?

• How do you get existing 
customers to come back?

• Which is the best type of 
advertising?

• How do you approach 
people for referrals?
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#Action
How to complete a tactical plan
Splitting your market into subgroups is more cost effective than broad coverage. For example, if your main target is large companies 
in your local region, then broad newspaper or radio advertising would probably be irrelevant. The best tactic would be to obtain a list 
of such companies and personally visit them.

Target only the biggest or most viable groups first, and remember your business limitations. Do not target large corporates and then 
find you cannot deliver what you promised. You only get one chance to impress.
Once you have selected your targets (you could have between three and five groups) the next step is to develop specific tactics for 
each.

The key point to note is that you should not approach your promotional planning by thinking vaguely: “we must do some promotion, 
so how about some newspaper and radio advertisements, a couple of flyers, a few visits, and business card circulation?”
You need to be a lot more specific. A better approach is to say: “we want to target existing customers, so we’ll start a newsletter, send 
them all a discount card, and run a special sales evening just for them.”

There are a number of steps to take before you launch into your promotional brainstorming.

1. Select one target from your list
For example, let us assume you want to target students as a specific group. Address that one target before you move on to your 
other groups.

2. Consider adjustments
Do you need to adjust any parts of your business for this target market? Namely:

The price? In this example you might give a student discount.
The product or service? In this example you might want to repackage.
How you deliver or distribute? In this example you might offer free delivery.
Adjust these three variables of price, product and place (distribution or location) only if appropriate.

3. Promotions 
Do you need to adjust any parts of your business for this target market? Namely:

• The price? In this example you might give a student discount.
• The product or service? In this example you might want to repackage.
• How you deliver or distribute? In this example you might offer free delivery.

Adjust these three variables of price, product and place (distribution or location) only if appropriate.

4. Develop Talented Promotions
In our example, promotional tactics for the student target market might include:

• Contacting clubs the target group might belong to (such as sports clubs) and offering their members a discount
• Promoting your business on a website that students are likely to view (such as those promoting music or local events).
• Offering to contribute towards postage costs if you can include some promotional material in the club newsletter.

5. Repeat the steps for other targets
When you have completed this exercise you may end up with a total promotional cost larger than your planned budget. In this case 
you will have to set priorities. Separate the “must do” from the “would be nice” and the “not crucial to success” ideas.

The most important task is to select the 
right targets. The first target is always 

existing customers.

This text was adapted by Wikibooks under a Creative Commons Attribution-NonCommercial-ShareAlike 3.0 License without 
attribution as requested by the work’s original creator or licensor. For more information visit www.evolutionacceleration.com.
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Did the tactical plan work?
Did the plan work, or did only certain parts of it work? To answer this question you need to analyze 
your results without wasting time collecting too much data. 

Continually measure and fine-tune your marketing tactics, deleting any idea that performs poorly. 
Some ideas you may keep even if minimal results are seen, for example, your business web page. 
Although the page may not yet be providing new customers, it might be fundamental in keeping 
the ones you have and helping to implement your future plans.

Break-even calculation
Another way of deciding if the tactic worked is to calculate a simple break-even point. Let us take 
advertising as an example:

If you spend $1,000 on an advertisement and your gross profit is around fifty percent, you will 
need $2,000 in sales just to cover the cost of the ad.

The gross profit may be lower, however, because advertising often promotes a sale or special, re-
ducing the margin. So if the $1,000 ad promotes products where the gross profit is only thirty five 
percent, for example, suddenly you now need $2,858 in sales to cover the cost.
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Building your credibility
It is difficult to convince people to do business with 
you when you have little or no established credibility. 
This does not mean that you have poor credibility, 
but rather that those customers who have never 
heard of, or dealt with, you will perceive you as 
having limited credibility. New businesses face this 
problem all the time.

People are naturally apprehensive about switching to 
any new company. They perceive that there is a risk 
associated with the change. The customer may fear 
being overcharged, or encountering rudeness, or of 
experiencing poor work habits. Only a few customers 
will switch to your company simply because they are 
looking for a change.

So assuming this, you must be prepared to convince 
them or be the next best choice.

The need for a credibility strategy
Before seeking new customers, a proactive step is to 
develop a credibility strategy. The strategy attempts 
to offset and address as many of the customer’s 
apprehensions as possible. If this strategy is imple-
mented properly, it will give the customer confidence 
in dealing with you and consequently it should be 
much easier to gain new customers.

Remember that customers will do business with 
a company or person who is credible, expert and 
trustworthy.

Therefore when developing your credibility strategy, 
your aim is always to provide the best service you 
possibly can. Doing so will:

• increase your credibility
• reduce the level of risk and apprehension the 

customer may have about dealing with your 
business.

Get these elements right and you will find it much 
easier to promote to new customers and retain the 
ones you already have.

Marketing Budgets

When it comes to marketing budgets, often there’s never 
enough money to cover all that you want to do. The biggest 
problem is over-capitalizing. Be careful. Spending $5,000 on 
marketing might bring in the same amount of business as spen-
ding $20,000.

Most businesses spend from zero to six percent on marketing. 
Zero percent may apply if you are clever enough and word of 
mouth has built to such an extent that you have the luxury of 
not needing to promote. A six percent budget is likely to apply 
if you have just started your business and need some aware-
ness, or you are in a very competitive industry.

How should the promotional budget be split among the diffe-
rent methods of promotion? Here’s our guideline for a retailer 
in a good location:

% Promotional budget split
     5% Personal selling
     20% Direct mail/e-commerce
     5% Publicity
     5% Public relations
    10% Word of mouth
    35% Sales promotions/merchandising
    5% Advertising
    5% Monitoring impact of results
    10% Contingency
    100% TOTAL

Always have some contingency funds available. There will be times 
when even the best planning will not foresee unexpected advantageous 
events: a competitor going bust, or your local sports team winning a 
major competition.

This text was adapted by Wikibooks under a Creative Commons Attribution-NonCommercial-ShareAlike 3.0 License without 
attribution as requested by the work’s original creator or licensor. For more information visit www.evolutionacceleration.com.
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You and your image
Yes, believe it or not, you, as an individual, are also a com-
petitive advantage. No one else has your particular mix of 
skills.

Knowledge
You must have better knowledge than the other businesses 
around you. Information is power. You need to gain the 
advantage over your competition by keeping abreast of 
trends and news.

Speed
The quicker you can deliver the product or service at a 
consistent quality, the better.

Technology
Owning unique technology that no one can access, or will 
have difficulty copying, can be a great advantage.

Finally, it is crucial that you emphasis your competitive advantage at an early stage in your business plan. A competitive advantage is 
what you are better at doing than anyone else. Strong advantages will allow you to stay in business against the competition.

• ask yourself: Can you list your key advantages? Can your staff do the same? Can your customers?
• a competitive advantage is only relevant when a customer (not you) thinks it is an advantage.

Remember that your rivals include businesses outside your industry competing for the consumer’s discretionary spending dollars. To survi-
ve, you need as many advantages as possible. If you are lacking some, then go and get them.

Competitive advantages include the following:

Your Competitive
#Innovation
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Unique or exclusive product
You can gain an advantage if you are able to source pro-
ducts or deliver services that the competition cannot. From 
your strategic thinking you will have highlighted services 
that customers may need, but no one else is currently 
offering.

Better supplier relationships
Being on good terms with your suppliers is sometimes 
an overlooked competitive advantage. Work on building 
strategic alliances or contracts that the competition cannot 
match. A contract where you have exclusivity of supply is 
highly desirable.

Large supplier backup
Being linked to a large well-known supplier will help. 
Suppliers conduct market research, develop new products 
and services, undertake customer analysis and provide 
nationwide branding and advertising. All of these things 
help to enhance your credibility. 

Price
Offering the lowest price seems to be the easiest tactic to 
implement, but be careful as long-term survival in business 
often requires high margins. Generally businesses that 
compete on a low price basis do so because they have a 
cost advantage: they can get stock or materials cheaper. 
They still might have high margins! Being cheapest is the 
hardest point of difference to defend, even with a lower 
buying price advantage.

Strategic alliances
Building strategic alliances with customers, suppliers or 
a business that sells complementary products or services 
can be advantageous. You might even consider an alliance 
with a direct competitor, preferably through a formal con-
tract or agreement that locks in work for a period of time.

E-commerce
E-commerce is becoming more and more of a competitive 
advantage for many small businesses. You must carefully 
strategize how you intend to use e-commerce within your 
business. For example, perhaps e-commerce can enable 
you to lower costs, improve customer relations, speed up 
delivery, communicate more easily with customers—or 
maybe even provide you with a new business model which 
has created new income streams.

Customer service
How you and your team deliver your product or service is 
a key factor in customer satisfaction. Never underestimate 
the value of excellent service, starting with the first point of 
contact – how does your phone get answered? Regularly 
phone (or ask a friend to call) your business to check on 
the telephone welcome.

Sustainability
Environmental and social issues offer a number of opportu-
nities for you to gain a competitive advantage. For exam-
ple, the way you design, manufacture and package your 
product using environmentally responsible, sustainable or 
recyclable materials may be superior to your competitors’ 
products. Let people know that you sell responsibly produ-
ced goods. If you can add an environmental endorsement 
or fair trade label to your product, so much the better.

Quality
Having a quality product involves conforming to customer 
requirements: the right product at the right time at the 
right price. Meeting the competitive advantages above will 
give you a quality product and a quality service.

Your Competitive Advantage

Assurance
From time to time it is important to briefly outline key 
achievements to date—you may be pleasantly surprised at 
how well you are doing! 
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