
 

 
       Where’s the Competition Right Now?  
 
Much is being said these days about both paying very close attention to 
your competition and about not paying such close attention.  It seems like 
every other day some marketing guru gets up and makes some bold 
proclamation either way and the average business person who just wants 
to stay competitive in the first place is left in a quandary as to “what to 
do.”  Let’s take a look at each point of view: 

 
The first point of view is that the more time you spend on your competition, the less time 
you are spending on your company. While it is important to know who your competitors are 
and what they are doing, it is more important for you to constantly improve on what your 
customers want and need and that data can be gathered only from your customers, not from 
your competition’s.  The idea is simple:  
 
      1) create/define the market  2) be first  3) be the best  4) never look back   
  
The second point of view is that you have to evaluate your competitors for several important 
reasons. We genuinely take issue with those who strictly say you don't because you can’t 
anymore than you can drive by ignoring other drivers. You may reach your destination with 
your own route and your own map, but you're aware or hopefully you should be aware of ways 
in which your competitors' plans can interfere with you...that is to say, get in your way...and 
cut you off. You don't win races by being the fastest car or fastest runner. You drive a smart 
race. You take advantage of your tactical opportunities. You win baseball games not by being 
the best hitter or the fastest pitcher, but by finding ways to neutralize your opponent's 
advantages, and get the most from your own skills and opportunities.  
 
We suggest prescribing to both theories, but importantly, not to forgo the latter.  It forces you 
to ask yourself DEEPER questions and think strategically: How can my competitor change the 
game on me? How can I change the game on them? How can I have better market insight 
than my competitor? What does he see that I'm missing? What is he missing that I can use? 
What difference will it make if he does THIS? Are there market developments I need to be 
prepared for?  
 
In many ways, it's exactly like defensive driving. You make sure THEIR actions don't cause 
YOU to miss your exit or have an accident. The good way to describe it is to say it’s like 
driving with your eyes wide open and your mind fully active. So let’s be careful out there and 
have a safe drive to high achievement in our businesses. 
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Are you tired?  Frustrated?  

Driven to succeed, but stalled?   

   Do you ever feel like youõre in business by yourself? 

Do you want to take your business to the next level?  

Could you use a fresh perspective, new ideas or some  

guidance in making the hard decisions?  

 

ARE YOU LOOKING FOR A SPARK ? 
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BANG! GROUPS ARE FORMING NOW!  

 

BANG!  -  Brainstorming, Accountability & Networking Group :  A small, confidential  
peer advisory group facilitated by a licensed business coach that meets for 1.5 hours,  
once a month, focusing on YOUR most pressing issues. 
 

¶ Gain fresh perspectives on your business 

¶ Learn new strategies and ideas 

¶ Get help setting a direction and being held accountable  

¶ Learn how other successful business owners run their business 

¶ Be part of a powerful support group that is there for mutual success 

¶ Extremely affordable for any size business or budget. 

¶ Evening groups available  

 
Email for information today: information@TitanBDG.com or call 973-479-8218 or  
973-886-9154 to speak to one of our top coaches and facilitators to learn more  

about joining a group forming near you. 
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A Few Words on Customer Service 

 
 

A large portion of your company's survival is predicated upon your cus-
tomers' continual support of your business. Poor customer service can 
quickly wipe out years of trust and quality. To be brutally honest, a vast 
number of products and/or services can easily be replaced in the mar-
ketplace by a savvy consumer. So, it is vitally important that you "check 
in" with your customers to determine whether they are happy or not and 
what it will take to make or keep them happy. 

 
 
Some statistics and case studies to consider: 

 

¶ It costs 5 times more to gain a new customer than to keep an existing one. (US Consumer 

Affairs Dept.) 
 

¶ A 5% increase in customer retention can raise profitability anywhere from 25% to 85%. 

(US Consumer Affairs Dept.) 
 

¶ Firms perceived to have better customer service can charge more for their products and                   

services while maintaining higher market share and returns on sales than the competition. 
(Profit Impact of Market Strategy database) 

 

¶ Only 2% to 4% of customers who are dissatisfied ever complain to a business about poor 

service. (TARP - a management consulting/research company.) 
 

¶ 68% of the customers who leave and do business with a competitor do so because of 

poor customer service and/or supplier indifference. (TARP) 
 

¶ Dissatisfied customers will complain to 10 to 20 friends and acquaintances - 3 times more 
than those with good experiences. (Study conducted for GE by Cambridge Reports, Inc.) 

 
The customer service payoff: 
 
The bottom line is that your customers are your best source of business information. Quite 
simply, there is no substitute for getting information directly from your customers. Routinely 
ask your customers for information and you will find that you will be able to best marshal your 
resources, make changes quicker and more effectively, "mistake proof" your business and be 
able to focus on what really impacts your success. 
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