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KNOW YOURSELF; CUSTOMER, PRODUCT-SERVICE,
LOCATION AND COMPETITION

By Bryan Boyce, President
UBI Business Services
August, 2004

MISSION: To provide a guideline for small businesses to use in taking an inventory of their customer,
product/service offering, location and competition prior to making decisions about location or re-location
(geographic), product/service offering addition or deletions or price changes, customers (demographics)
and competition (market share).

SCOPE: This is set out as a checklist guideline to be used by those faced with decisions,
expansion or contraction challenges, pricing or volume challenges, location or relocation challenges,
market share challenges, and financial challenges facing business owners and managers at an accel erated
rate due to volatility in their neighborhood, their customers, their product/service or their competition.

DEFINITIONS:

CONSUMER/CUSTOMER  VALUE What the value of the product or service is worth to the
consumer/customer.

COMPETITIVE ADVANTAGE Feature, function or benefit of product or service the

consumer/customer will use to select a particular product/service offering over a competitive alternative.

DEMOGRAPHICS Profile of consumer/customer characteristics including population size by various
selected categories by geography or location of actua and potential customers.

COMPETITORThis is a competing alternative to a specific product or service offering available to the
consumer/customer in selecting another as a service or product provider.

PRODUCT/SERVICE An offering based on a variety of consumer/customer criteria for a
consumer/customer generated product or service that was delivered as a result of the business process of
combining labor, management, capital and materials in a way that the sum of the whole (price) is greater
than the sum of the parts (cost); the result is profit.

LOCATION Any place read or unreal (physical, cyber, mailer, catalogue, Internet, office, shop,
storefront or other where the consumer/customer can exercise a buying decision for a product or service.

The above definitions are the core of what a business is what they do, how it doesit and who it does it for
while making a profit. This paper focuses on the checklists necessary to know why you are and what you
are and for whom so that you can make a profit. Thisisaguideline for a business self assessment of their
core value in the marketplace.

In addition to self-generated answers there are, thanks to the Internet, available public information and
affordable professional solutions means to estimate if not detail answers. Whatever is done to get the
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answers, the benefit in profit must exceed the cost otherwise it is not a viable aternative for finding

answers.

To learn more read MARKETING MANAGEMENT, Russell Winer, 2™ Edition, Pearson-Prentice Hall,

2004

None of the lists are inclusive, they include the key information that is needed.

DEMOGRAPHICS (Consumer s/Customers):

1. What is your region for
customers; loca, 1-mile, 5-mile,
city, county, state, national ?

2. What is your regions population
and/or customer density?

3, What is your region’s climate
and seasonality?

4. What is the age mix of your
region?

5. What is your region's local
family or generational mix?

6. What is your region’s local
family or generationa income
mix?

7. What is your region's loca
family or generational education
mix?

8. What is your region's loca
family or generationa religious
mix?

9. What is your region's local
family or generational ethnic mix?

10. What is your region’s local
family or generational socia class
mix?

11. What is your region’s local
family or generational attitude or
political mix?

12. What is your region’s local
family or generational life style
mix?

13. What is your region’s local
family or generational housing
mix?

Many times generations are classified as:

Gl Generation, 1901=1924 Conservative, civic- | Generation X, 1961-1975 Cynical, media-
minded, depression survivors

savvy, rebellious, large economic force,
alienated, alternative oriented, sexy.

Silent Generation, 1925-1945
survivors born to late for war, conformist, raised | Generation X, edgy, focused, urban style,
families when young, grandparents if Millennials, | movesto positive, retro,

Depression | Generation Y, 1976-1981 Subset of

P.O. BOX 299
MUKILTEO, WA 98275
TEL 206-261-2726
FAX 206-362-5997
http://www.UBIConnect.com




“Have Selutiong. Will Travel
UBI Business Services / h

-

Conservative and Civic-minded
Baby Boomers, 1946-1964 Acquirers oriented, | Millennials, 1982-2002 Tech-savvy,
conspicuous consumers, high disposable incomes, | educated, multicultural, global, accustomed
value driven, fearful of aging. to sex and violence, affluent society heirs
and big spending power.

Source: MARKETING MANAGEMENT, Russell Winer, o Edition, Pearson-Prentice Hall, 2004

Regardless of the location, real (physical), representative (catalogue) or unreal (cyber) the best
location is that with the highest profit potential while providing the cheapest, most effective and
convenient interaction between likely consumers/customers and your business.

COMPETITION:

Feature Y our Competitor Competitor Competitor Competitor
product or 1 2 3 4
Service

Feature

Appearance

Size

Weight

Materia

Quality

Price

Function
Primary
Purpose

Secondary
Purpose

Ease of use

Ease of
Installation

Ease of
Training

Life-span

Benefit

Physical

Emotional

Spiritual

Financial

Problem
Solving

Status

Functional

Cost

Security
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Need

Want

TOTAL

Assign a score to each above 1-10 objectively as possible, highest score with 10 being the highest is the
leader.

Obtain or visit competitor in current or potential shared region and try to obtain or experience ther
service and product to increase your assessment capability.

Map out your regiona demographics, overlay your competitors and assess your current or future location.

Remember the buying process is where a desire is converted to a want which is then converted to a need
before a buying decision is made among competing alternatives.

Be careful you do not bias the answers as your product or service, location or planned location or the
strength of your competitor is such that your market offering is not alikely offering that can be profitable
in which case you need to change your product or service or move to amore friendly market.

Whether increasing profitable sales at a current location, moving or adding a location, outreach is critical
to let the market know where you are and what you have to offer; past, current and future
consumers/customers. Whatever the results of above, the tip of the ice-berg for each item in the world of
marketing, Og Mandino in The Greatest Salesman On Earth said that to sell “you must get your goods to
market.” The bazaars of old are shopping centers and retail villages today. Even they must let the
potential and customers know of their location and profits through a variety of efforts including
advertising, direct-sales, signage, mailings, catalogues, email, web sites, word of mouth, news stories and
a variety of other mediums. The following reflects the cost per 1,000 contacts by outreach medium, it
also provides a sales rate, sales/1,000 contacts.

Direct Mail vs. Direct E-mail
Customer Acquisition Customer Retention
Direct Mail to | Email to Rented | Direct Mail | Direct  Email
Rented List List from House List | from House List
Cost/1,000
Production $462 N/A $463 N/A
Media $118 $200 N/A N/A
Delivery $270 N/A $270 $5
Total $850 $200 $733 $5
Click Through Rate N/A 3.5% N/A 10%
Purchase Rate 1.2% 2.0% 3.9% 2.5%
Cost Per Sdle $71.00 $286.00 $18.00 $2

Source: Forrester Report, Forrester Research, January 2000, Jim Neil “The e-Mail Marketing Dialogue”

The above reflects the foundation of a self-assessment one must make if they wish to increase
profitability, expands, contract, re-locate or re-position in either pricing or market their product or service.
Only the most objective and honest will prevail with reliable results. Marketing consultants specidize in
various techniques for obtaining estimates or answers to the above as objectively as possible; listening to
the market. Buyersbuy at their level of buying not your level of selling, akey caveat for success.
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UBI Business Services While not marketing specialists, we are generalists, much more affordable,
we do what needs to be done to get the job done, no more. UBI Business Services are small
business specialists with the ability to affordable assist small businesses in estimating or answering the
above. Formulating a strategy and executing that strategy for their success. UBI Business Services is so
confident that they can help their clients that they actually participate in the financing of such efforts with
their fee coming only after the owner sees their profit. Few are willing to back their “advice” with their
wallet.

UBI Business Services “have solutions and will travel”. Call Bryan Boyce at 425-772-8127 or
email him at bboyce@ubiconenct.com for your free assessment and consultation of a self-improvement of
profitability, relocation or expansion in balance with wise, sound and affordable marketing. If you have
not done so check out our web site at http://www.ubiconnect.comy.
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