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Promote Your Differences &
Price Becomes Secondary

Who says you
have to compete
on price, espe-
cially in a tight
economy?

Think again.
Price is only one
part of the
“marketing
mix,” and cus-
tomers buy the
whole thing, not
just one part of
it. Sure there are some products or ser-
vices that are more price sensitive than
others, however, in the service indus-
try, relying more on the other elements
of the marketing mix will take the em-
phasis off price.

By Carolyn West Price

Specifically, the marketing mix in-
cludes the “4Ps” of marketing—price,
place, product, and promotion.

If your product is unique, you will
likely be able to charge more than if
you are in a market with a lot of com-
petition—direct and indirect. If, how-
ever, you are in a competitive market
(especially for non-essential services,
such as tanning sessions or manicures),
you must work harder to differentiate
your product from your competition.
That’s right—differentiate your prod-
uct.

Remember, the product is a “bundle of
tangible and intangible attributes.”
Simply put, what you provide to your
customers is your product—the entire
experience of doing business with you.
They are buying the experience of
working with you. So, how do you
rate? Is it a good experience or a less-

than-pleasant one? From the greeting
on the phone, email, or in-person to the
delivery, you have a chance to differen-
tiate yourself.

Maybe you offer free delivery and your
competitors do not. How about early
or late hours to accommodate the nor-
mal 9 to 5 work schedule of your cus-
tomers? How do you “package” your
service or product. Are you bare bones
or frilly with lots of bells and whistles?

Do you offer a guarantee? How about
extending your warranty or providing
free phone support?

In tweaking your product for the pur-
poses of providing added value and dif-
ferentiating yourself from the competi-
tion, remember your “revisions” should
still be in keeping with presenting a
consistent image to the market place.

The next “P” to look at in terms of tak-
ing the emphasis off price is “place.”
How do customers receive your service
or product? Do they come to you or do
you go to their place of business? Do
you offer free delivery? Do you pro-
vide customer services differently than
your competition? Look at this “p”
from the customer’s perspective and see
how you can provide added value in
just the way you deliver the benefits of
your service or product to them.

Then look at promotion. That is, how
do you let people know you not only
exist, but what makes you better or
more suited for them than your compe-
tition. This is where promoting bene-
fits (not features or a list of services)
can make you stand out. Sure, you and
your competition may provide similar
services or products, but how you ex-

press them in terms of what the cus-
tomer is actually buying will be differ-
ent.

I could say, “I am a marketing consult-
ant.” Or, I could say, “I create visibility
and credibility for clients through crea-
tive, cost-effective marketing communi-
cations.” You get two very different
impressions of what I do, although
functionally they are the same.

The tools of promotions are the vehi-
cles you use to tell the world two
things: you exist, and what you can do
for them better than the next guy can.
These ‘tools” include: public relations,
customer relations/referral source rela-
tions, advertising, direct selling, collat-
eral (your marketing/corporate identity
materials) and promotional events. By
carefully planning who you want to
reach with your message and what
your message is, you can determine the
best vehicles for doing so.

Is it press releases and articles in the
paper? Billboards on 1-95? Full-page
phone book ads and direct mailers?
Client appreciation parties? You get
the idea. You need to identify the most
efficient ways to reach your target mar-
kets, including current and past cus-
tomer and employees. Then, make
sure you are consistent, consistent,
consistent—promoting what makes you
different and better. Then, your pros-
pects are less able to assume they’re
comparing apples and apples; you’ve
done the homework for them to high-
light why you are, in fact, a better
choice for their hard-earned dollar.
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