
How fo Compete Agoinsf Low-Cost Operofors
ln a recent survey of landscape contrac- about their marketing. Most have so much junk in their heads that
Itors conducted this summer bv mr- firm. thev can't think ciearly about it. Instead, they get overwhelmed
competition from low-cost operators \\'irs and r.en'often go into a state of denial, leading to raging prob-
cited as the #1 challenge in rheir business. So. lems. If that is you, then get help from someone who has a struc-
marketing would appear to be the f-irst area tured process to help you think about vour marketing.
to address while surviving a dor.n econoi:r-.. T i ,
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care firm can seem almosr impos'ibl.l Pro,':
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GOLDHILL superior benefits of doing business *irl: '-'-*r abour 'our company. Involve your ke' people in this exercise.CEO company. And, u.hen lou'er,cost op.:::o:: ::= r--r ------- --' f o.us on creating clariry about what's rvorking and what's not inIhe uoldhtll uroup betng cnosen over \our trrnt. \our n:r,.t,-- .. I' -' : :'- '.uur mlrkering and your service. CeL .ome clarity around yourtive customer is defaulring to pri;: a' ::t -<-- ,,r.n', p,-,rpore, personaliry and. direction. Understand not only

ditferentiator in their selection F:o--::. where you are toda' but horv vou want to be
V{hereasitisdi{ficu1ttodifIerentiater'ourperceived..o*o.'o.o..Thisn.peoffacing
design-build firm lrom comperiror.: di*crrn- n ' '
riaring a con\rrucrion o, -rin,.nrn..;;ir;. Business is o contocl sporl' :;:";.r:ffi:r*.T: :;:,;::$ffi::
positive: m)' casual conr-ersation ri'irh rhe

CEO oFan eighn vcar old 5600\1 Fir:tri: {r:J::. -

firm revealed that his f-irm activelr-norL< u-rn i:-:. .,-,:
culry communicating ri'har's uniqtre ah.,u: ::..:-..

But, this issue is important to CEOs iirou,r:.:.-::- :- :.:.. --:
company to new heights. To drir-e success. iLr: i--::. :- ,-:.:-:.:-'.
innovate and evaluare rvhar posirion r ou ho.c i: '. -: --:- r'.-l
mind. Peter Drucker, the father of modern n'i::.::.::.--::. r::r, ;i
"Because the purpose olrbusiness is ro crcare, -.r..,. --,. -..-.: r-:.-
ness enterprise has rwo and only two basic func:io:-.: ::::.-.::::--:
and innovation. Marketing and innovation produ;; :..::l:.. --, ::-
rest are costs." Marketing and innovation are th; Ji.:::::-:.:.:::.
unique functions of your business that vou musr rc.-: :--::: :::;:--
tion on if you want to compete.

So, ask yourself. On a scale of 1-10, with 10 beine hiE:r. :.,. :r-:::
would you rank your company's effectiveness in ma:k;:i::: -: ::'.
not at least an 8, what are you doing to improve \our :r:--i-:.:.:l
And if you do nothing, what's that going to cost voul \::c :-:i-'...
how long can you live with the current situation s irhou: n-.-i:r:
any changes?

Harry Beckwith, author of Selling the Inuisible, explains in hrs

book what's broken in most serwice businesses: THEIR SER\lC:.
Huh, you say? That's right! Most seruice businesses' sen ire
STINKSI If your service isn't terrific, what's missins fiom ma-l:r:r:

it great? tVhile some customers are buying your credentials or
reputation, most are buying your firm's personaliry. So. s'ork on

your firm's personaliq'. Ask questions like "Who are \1-e compettns
against? What's different about us? V{hat unique benefits do ..'e
offer our clients?" Asking even bigger questions like "lWho are

we?" and "What business are we in?" Answering these questions
help you develop an even more compelling statement about r-our
firm's desired position in the marketplace.

Marketing your business in an effective manner is a complex issue
for many entrepreneurs and even marketers. So, knowing how to
think about and tackle your marketing is the main issue here.

Many people tend to lack the proper process to effectively think
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Second, I like to consider all the possible ways
your company can compere in the market-

:lace. -\gain, following a structured process ro think about your
narketing really helps here. If you think about it, there are only a

ie*'s-ar-s to grow your business. This in itself is the subject of
anorher article. But, for now, think about how you can communr-

:::: 
t""t value better, improve your seruice, grow your revenues,

Keeping up with changes in the broader economy, your Iocal
-.onomv and your industry are also beneficial. Reading business
end industry magazines, participating in trade association events
ard ioining CEO and industry peer gfoups are good ways to stay
:nrormed and be receptive to innovation and new approaches.

Once r-ou have clariry, develop a focused, written action plan.
Then. seek out someone you trust and respect either inside or
out:ide vour organization to provide on-going accountabiliry
ro*ard achieving the objectives in that plan.

\ conrinuous cycle ofplanning, execution and evaluation is critical
and urgent. Companies who are more diligent about planning
riacr ro changes in market forces faster and outperform the com-
petirion. Don't leave planning to the big boys in your industry,
and don't let the scrappier, lower-cosr operarors eat your lunch.

Business is a contact sport. Focus on making your relationships
marrer. Vork on generating more business from vour referral
nenvork. Get out in front of your customers, referral business part-
ners. etc. more frequently and listen to what they say about your
business to clarifi' what's working and what's not in the way you
market and tell your message.

\os. that you ar€ on your way to improving your marketing, you

:::,:::, 
thinking about how to innovate the delivery of your
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w e b inar gro up c o ac h ing ? rogr/tms dt tatuta, Th e Growth C o ac h LA. co rn.

Jonathan can be reached at (818) 716-8826 orJon@TheGrowth-
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