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5 Tips for Using Differentiators to
Increase Your Small Business Sales

One of the elements in the grand
scheme of things is knowing what
makes your business different
from the competition. What you
do with that knowledge can make
or break your business.
Specifically, are these
differentiators clearly defined and
part of your sales strategy?

Can you explain the following?

e  Why your business is different
from the competition?

e  Why your differentiators matter
to your customers? People call
this the “so what” factor.

e Ifyou are in the B2B space, how
do you help your customers
differentiate themselves from their
competitors?

No business can survive by selling on
price alone. Here are some tips for
incorporating your differentiators into
your sales (and marketing) process.

I. Understand your
differentiators and what they
mean to your customers

Even if you're selling a service in a
highly competitive space, there is
always something that should
differentiate your business.

Take, for example, the saturated yard
work and lawn service business. How
can you differentiate yourself from the
other contractors in your community?
Yes, price is important — after all, it’s
just a lawn, right? But what else have
you got to offer? How can you really
help your customers? Can you advise
you them on the optimal time to seed
or treat their lawn? Is there a type of
mulch you know will hold its colour
and make for a happier homeowner?
Is your record strong on reliability?

Your value-add difference, beyond just
mowing lawns, is starting to emerge —
and this can differentiate you.

I’s not enough, though, to know and
communicate what differentiates you.
Can you explain to your customers
what impact your differentiators have
on them?

In the example above, you've

differentiated yourself in several ways:

e You've delivered a consultative
sell that’s already above and
beyond simply responding to a
request for a quote.

® You are likely saving your
customer money while helping
them do what’s right for their
yard.

e You've identified and used your
reliability and expertise as a value-
added differentiator.

This approach alone might just be
enough to differentiate you from the
next contractor who quite possibly
views this as a purely price-based sale.

So get to know what your
differentiators are and advocate for
them, not just as a sales person.

2. Get to know your competition
and how to sell against them

To help refine your differentiators, it’s
useful to understand what your
competitor’s differentiators are, too.
Get to know their strengths as well as
their weaknesses. The latter is
important because you can define
your differentiators accordingly and
step up your game in these areas.
Check out online reviews (Google+
Local, Yelp.com, etc.) and even local
community discussion boards. If you
lost out to a competitor on a deal, be
bold and ask the prospect why they
chose to do business with them and
not you.

3. Find out which differentiators
matter to your customers

Your customers play an important
role in helping you further refine your
differentiators and focus on the ones
that matter to them. Step outside
your business, listen to your
customers’ needs, and fine-tune your
sales pitch and marketing messages to
focus on differentiators that actually
matter.

4. Have integrity

No one trusts a glib salesperson who
walks all over the competition in a
sales pitch. Stay true to your business
values. Don’t just emphasize the
competition’s negatives; be prepared
to explain why you are better than
they are. Selling is a tough business,
but a salesperson or business owner
with integrity is a huge differentiator
and goes a long way to creating a
compelling customer service
experience.

5. Roll your differentiators into
all your marketing messages

To help you ensure your
differentiators are well-defined and
ingrained across your entire sales and
marketing operations, it’s important
to develop a messaging platform as
outlined in this blog: 7 Tips for

Getting your Marketing Message
Right!.
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© Copyright 2015, Bizezia Limited, All Rights
Reserved

This article appeared in Better Business Focus,
published by Bizezia Limited ("the publisher"). It
is protected by copyright law and reproduction
in whole or in part without the publisher’s
written permission is strictly prohibited. The

publisher may be contacted at info@bizezia.com
(+44 (0) 1444 884220).

The article is published without responsibility by
the publisher or any contributing author for any
loss howsoever occurring as a consequence of
any action which you take, or action which you
choose not to take, as a result of this article or
any view expressed herein.

Whilst it is believed that the information
contained in this publication is correct at the
time of publication, it is not a substitute for
obtaining specific professional advice and no
representation or warranty, expressed or
implied, is made as to its accuracy or
completeness. Any hyperlinks in the article were
correct at the time this article was published but
may have changed since then. Likewise, later
technology may supersede any which are
specified in the article.

The information is relevant primarily within the
United Kingdom but may have application in
other locations.

These disclaimers and exclusions are governed
by and construed in accordance with English

Law.
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