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Supplement A: Marketing 

The most important thing to any business is its customers.  
Without customers, businesses die very quickly because 
serving customers is the only reason that a business exists.  
The better your business understands and serves its 
customers, the more likely it will be to continue and grow.  

So how well do you know your customers?  In 
the box on the right are some questions that 
may help you to think this question through?   

Businesses that know the answers to these 
questions, and know them as well as their 
customers do, are more likely to stay in 
business than businesses who are not so sure 
– so the challenge is to really get to understand 
your customers, and the key to developing that 
understanding is about building relationships 
with them:   

1. Take opportunities to chat to them, to ask 
them about their day, to check that they 
were happy with the last thing they bought 
from you (but please make sure that this is 
not on time that they are paying you for) 

2. Notice things about them, and about their 
surroundings, comment positively where 
you can, and remember what they tell you 
(people like people who care about them) 

3. If something about them or what they are 
doing gives you an opportunity to ask them 
about your product or service – take it!   
Try to understand what is important to them, 
and how your product or service can help, 
and why they like what you do 

4. Be sensitive to your customers and their 
moods, try not to delay them when they are 
in a hurry, but perhaps ask if you can help (if 
that seems the right thing to do) 

This supplement builds 
on Chapter 3 of Book 1. 

Exercise A1: Understanding Your 
Customers 
Why do your customers buy from  
you rather than your competitors? 
……………………………………………… 
……………………………………………… 
……………………………………………… 
Why do some customers continue to buy 
from your competitors rather than you? 
……………………………………………… 
……………………………………………… 
……………………………………………… 
What would cause your customers to 
buy more things from you?  
……………………………………………… 
……………………………………………… 
……………………………………………… 
If your customers could ‘wish’ one thing 
about your product/service what would 
that one wish be? 
……………………………………………… 
……………………………………………… 
……………………………………………… 
What would cause your customers to 
recommend your products and services 
to other people?  
……………………………………………… 
……………………………………………… 
……………………………………………… 
How sure are you that your customers would 
answer the same way you have?  ………….. 
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5. Take time to listen to any feedback that they give you 
about your product or service, and try to receive it with 
good grace – sincerely thank them for taking the time to 
bring it to your attention.  Ask questions to ensure you 
fully understand, and then try and do something about it 
(there is evidence to show that for every customer who 
takes the trouble to complain, another nine don’t, even 
though they might meet with exactly the same problem – 
they simply go elsewhere to buy what they want) 

6. If you have staff, teach them also to build relationships 
with your customers – create a ‘customer facing’ 
business that gives a sense of caring about your 
customers and not simply caring about their money 

7. But please don’t let building relationships with one 
customer cause problems with others (for instance those 
waiting impatiently in a queue for service) – pick your 
times carefully 

As you grow to understand more about your customers and 
their lives, why they buy from you and what is important to 
them, you will also develop an understanding about how 
your product or service suits them.  Then perhaps you can 
develop an understanding about how your product or service 
can be adapted to suit them more.  You can begin to 
develop an understanding of what keeps them coming back 
to you rather than go to your competitors.  It might not be 
obvious, and it might take some time for you to work it out, 
but there will be something that you can do better 
than your competitors, that will keep your customers 
coming back to you.  One example is the CiB Driving 
School, who ensure their trainees are safe drivers as 
well as successful in passing the driving test.  In 
business, this ‘thing’ is known as your ‘USP’ (which 
stands for ‘Unique Selling Proposition’) and it is very 
important to know what it is.   

Why?  Because if you know what it is, you can keep 
it going, you can improve on it and, perhaps most 
importantly, you can use it to explain to people who 
are not yet your customers why they should be.  This 

The heart and soul of 
competing is knowing how to 
appeal to your customers 

Don Peterson,  
Chairman, Ford Motor Co. 

In a competitive 
marketplace, the 
effectiveness of marketing is 
the primary determinant of 
business success.   

Sonia Rappaport 
P i i l R & A i
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area of business and customer relationships 
is known as ‘marketing’ and it is the best way 
of growing your business and getting new 
customers.   

So what is your USP? 

That question has to be your start point.  And 
the key to answering it lies in the discussions 
you have been having with your customers 
about what they value about your products 
and/or services.  There will be some 
combination of what you provide your 
customers with (e.g. quality, convenience, 
price, experience, confidence) that suits them 
better than your competitors can suit them.   
When you have had sufficient discussions 
with your customers, shared your 
experiences with your friends and asked God 
for the insights He wants to include, use the 
box on the right to reach a conclusion on 
what your USP will be.   

Once you know your USP, the next step is to 
put it to use.   Within each of the following 
chapters, we will take the opportunity to think 
through how you can use your USP to help 
guide your thinking on different aspects of 
your business:   

 

 

 

Exercise A2: What is my USP? 
What do my customers value most in my 
product and/or service? 

Special features?  …………………… 
……………………………………………… 
Consistency?  …………………… 
……………………………………………… 
Completeness?  …………………… 
……………………………………………… 
Other quality aspects?  ………………… 
……………………………………………… 
Price?  …………………… 
……………………………………………… 
Convenience?  …………………… 
……………………………………………… 
Relationship?  …………………… 
……………………………………………… 
Anything else?  …………………… 
……………………………………………… 
What is the ‘unique’ mixture of these things 
that I am particularly good at and keeps the 
customer coming back? 

……………………………………………… 
……………………………………………… 
……………………………………………… 
……………………………………………… 
……………………………………………… 
Please feel free to continue on a separate 
sheet of paper. 

(Please note, you do not have to use 
the USP you write here for ever – there 
is a real advantage in changing your 
USP as your situation, and the 
situations of your customers, change.) 



Page A4  www.reconxile.com 

The most important part of attracting new customers is 
getting them to understand and accept that your business 
will be of benefit to them.  To help them understand we need 
to keep the message simple, to gain acceptance we need 
the message to be credible (‘credible’ means that people can 
easily believe that it is the truth), and for them to recognise 
the benefit, we have to focus on those benefits, and of 
course we have to get the message to reach them.   

Our goal then is a widespread, simple, credible statement 
of the benefits of your product or service.  Let us take each 
of these in turn.   

Widespread: We need to reach beyond your 
current customers to where your new 
customers are likely to be.  There is no point in 
stretching your business into places that are 
outside of where you want to run your business, 
but equally you do need to ensure that all of 
your potential customers will hear or see the 
message.  There are a number of ways in which 
you can do this: posters, shouting, newspaper 
advertisements, speaking at gatherings, getting 
others to speak for you.  Have a look around 
you and see the many ways in which people get 
their business and their message known.  
Which of these would work for you?   

You can use the boxes provided to the right and 
below to note down your thoughts. 

Exercise A3: 
What can you see or hear around  
you that tries to sell a product/service? 

……………………………………………… 
……………………………………………… 
……………………………………………… 
……………………………………………… 
……………………………………………… 
……………………………………………… 
……………………………………………… 
……………………………………………… 
……………………………………………… 
……………………………………………… 
……………………………………………… 
……………………………………………… 
……………………………………………… Exercise A4: Which of these ways might work for you?  

……………………………………………………………….. 
……………………………………………………………….. 
……………………………………………………………….. 
……………………………………………………………….. 
……………………………………………………………….. 
……………………………………………………………….. 
……………………………………………………………….. 

USP USP
USP

USP

USP
USP USP

USP

USPUSP USPUSP
USPUSP

USPUSP

USPUSP
USPUSP USPUSP

USPUSP
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Simple: You need to make your statement easily memorable 
so that people take it away with them and tell it to other 
people.  To do this, focus on your USP and get it down to the 
basics, and then try to rewrite it a number of times in a whole 
number of different ways – serious, humorous, witty, 
poignant (‘poignant’ means something that touches the 
heart, usually with a sense of sadness or regret), earthy, 
basic, spiritual, topical (‘topical’ means related to something 
of current interest, for example a recent news item).  The 
box below gives some examples taken from our own 
business which help to show what we mean 
(our business is a consultancy which helps 
people learn to make effective decisions): 

Get your friends to help you, and then test out 
your different ideas with your customers and 
other people to see which work best.  If you 
really do have a good relationship with your 
customers they will be keen to use the good 
ones to explain what you do with their friends.  
Which brings us neatly on to … 

Exercise A5: Now it is your turn: 
Develop a range of possible statements for 
your business (see the examples on the left) 
               …………………………………… 
               …………………………………… 
               …………………………………… 
               …………………………………… 
               …………………………………… 
               …………………………………… 
               …………………………………… 
               …………………………………… 
               …………………………………… 
               …………………………………… 
               …………………………………… 
               …………………………………… 
               …………………………………… 
               …………………………………… 
               …………………………………… 
               …………………………………… 
               …………………………………… 
               …………………………………… 
               …………………………………… 
               …………………………………… 
               …………………………………… 
Which will you use as your simple, easily 
memorable message on your USP? 

“USP” “USP”“USP” “USP”

Basic: Learn how to make better decisions 

Serious: Equipping people and organisations for their 
points of decision 

Humorous: The answer is ‘yes’ – now all we have to do 
is to work out the question 

Witty: Don’t change your mind – the one you have 
is perfectly good if you learn how to use it  

Poignant: Most people die without properly glimpsing 
their true potential – how do you know you 
won’t be one of them? 

Earthy: You’ve got one life – live it to the full! 

Spiritual: Be transformed through the renewing of your 
mind (Rom 12:2) – use your mind to reach 
into your soul and touch the hem of God 

Topical: (As at February 2006) Elect to transform 
your life – use the ballot box in your soul 
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Credible:  The best way to get your statement believed is to 
have it made by someone who is believable.  This is what 
we call ‘referrals’ – where one customer sings your praises 
to their friends, colleagues and business acquaintances, who 
then become your new customers.  It is probably the most 
powerful form of marketing.  Other ways to 
ensure your message is credible are to: 
establish your own credibility through writing or 
talking about things related to your 
product/service (This is a fairly common 
approach in consultancy and medical 
products); providing proof in the form of 
guarantees or customer testimonials; and 
maintaining a business image consistent with 
being credible.  Finally there is association with 
other ‘good’ businesses in a complementary 
field for instance taxi drivers recommending 
hotels and vice versa. 

Benefits focused:  Avoid getting drawn into 
the trap of talking about the features of your 
product or service – all that really interests the 
customer when it comes down to the point of 
sale is “How will all of this actually benefit me 
personally?”  The more you talk about features, 
the less you are in control of what your 
(potential) customer thinks are the 
benefits.  Focus on the benefits – 
clearly and concisely, and leave no 
margin for error in the customer’s 
interpretation of what you are 
saying.  A good phrase to practice 
at length and always have in your 
mind – even if you never actually 
say it – is “How this will benefit you 
is…”  How often have you heard 
the taste or shape of the bottle 
actually described in a Coca-Cola 
advert?  All you see are people 

Exercise A6: How many ways  
can you think of to get your  
statement delivered in a credible way? 
……………………………………………… 
……………………………………………… 
……………………………………………… 
……………………………………………… 
……………………………………………… 
……………………………………………… 
Are there any complementary 
businesses you know, who you would be 
pleased to recommend, and have 
recommend you? 
……………………………………………… 
……………………………………………… 
……………………………………………… 
……………………………………………… 

Exercise A7: Go back to your USP on the previous 
page.  List out all of the distinct features it refers to and 
then think through why they benefit your customers 
Features Benefits 
…………………………    …………………………… 
…………………………    …………………………… 
…………………………    …………………………… 
…………………………    …………………………… 
…………………………    …………………………… 
…………………………    …………………………… 
…………………………    …………………………… 
…………………………    …………………………… 

This is 
a great 
product

This is 
a great 
product
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enjoying themselves!  So learn from the masters! 

The next step is to pull all of this together into your own 
marketing campaign – to reach new customers with your 
widespread, simple, credible statement of the benefits of 
your product or service.  Use the boxes on the right of this 
and the previous page to help you in this.  But before you 
implement your plan, we would ask that you take one final 
step, and ask whether your marketing approach is 
honourable.  If God is 
with us, then we can 
be sure that all that 
happens to us will be 
for our good, one way 
or another (see 
Romans 8:28) but God 
is unlikely to support a 
marketing campaign 
that He Himself does 
not believe in – so offer 
your story up before 
the Lord and seek His 
wisdom and peace, 
and He will honour 
what is honourable.   

So now you have built 
your relationships with 
your customers, you 
have used these 
relationships to 
develop your USP, and 
you have attracted new 
customers through a 
great marketing 
campaign – all that 
remains is to sell.   

Exercise A8: What do I need to do to  
market my products/services 
…………………………………………………… 
…………………………………………………… 
…………………………………………………… 
…………………………………………………… 
…………………………………………………… 
…………………………………………………… 
…………………………………………………… 
…………………………………………………… 
…………………………………………………… 
…………………………………………………… 
…………………………………………………… 
…………………………………………………… 
…………………………………………………… 
…………………………………………………… 
…………………………………………………… 
…………………………………………………… 
…………………………………………………… 
…………………………………………………… 
…………………………………………………… 
…………………………………………………… 
…………………………………………………… 
…………………………………………………… 
…………………………………………………… 
…………………………………………………… 

 
When by 
…………. 
…………. 
…………. 
…………. 
…………. 
…………. 
…………. 
…………. 
…………. 
…………. 
…………. 
…………. 
…………. 
…………. 
…………. 
…………. 
…………. 
…………. 
…………. 
…………. 
…………. 
…………. 
…………. 
…………. 
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Unlike in the west, people in economically developing 
countries are prone to haggle (okulamuza), and this can be 
very damaging for a young company if it is not handled 
carefully.   Handling it carefully consists of four main things:  

1. Try not to compete on price – other businesses may well 
be cheaper than you, but they are not better – focus on 
your USP and sell the benefits.  As long as they are 
arguing they are interested 

2. Know the price at which you stop making 
money as a business and do not sell below 
this.  If you do not know what this price is, 
read the previous guide to this one – 
‘Setting up your own business’ – and do the 
exercises in Chapter 5.  (You can get a 
copy through reconxile.com) 

3. Prepare answers to all of the objections you 
are likely to hear as you seek to sell your 
products and services, and be ready to use 
them as and when they are needed (one 
very good resource for thinking through 
sales objections and how to handle them is 
the internet – if you type ‘common sales 
objections’ into www.google.com you will 
find many websites which provide free 
guidance on this) 

4. Try to get better and better at haggling 
without giving offence; always have a 
reason why you gave away more discount 
last time than you are giving this time, focus 
again on the benefits (even cheeky ones) 
and try to give less and less away over the 
selling price each week 

One very good way to get good at haggling is to practice 
with your friends – get them to play-act a difficult haggling 
customer, and practice your responses on them until you 
feel comfortable and confident with them.   
 

Common Haggling Positions  
(Sales Objections):  

I don’t have that much money.  

I need to speak to my husband (or wife).  

I can't afford it.  

What I bought last time was poor quality.  

I haven't bought from you before.  

Your prices are too high.  

Your competitor's products are better.  

I can buy it cheaper elsewhere. 

I'd rather use my money for something else.  

l already have enough of that.  

None of my friends buy from you.  

Let me think it over.  

I haven't time to talk any further.  

Further 
copies of 
this 
business 
guide may

Runni
ng 

your 
own

Vital 
Point: 
One-
Person 
Businesse

Exercise 
2: 
Please 
describe, 

Exercise 
1 
What 
businesses 
do you

Reconxile 
is a 
Christian 
organisation 
who take 2 
C i thi


