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Welcome to the eighth 

edition of this newsletter  for 2009
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Many business people seem to forget the fact that marketing is a means to an end. This notion of marketing being all-
important is a concept that we see all too frequently among internet marketing companies, both large and small. The 
concept that creating a "winning" marketing campaign is all-important is a trap that is easy to set, but hard from which 
to escape. I am not saying that marketing is not important. To the contrary, a well-crafted marketing strategy will 
ultimately be crucial to success. To have world-class marketing you must first have world-class service.

I am not suggesting that if you create a better service that the world will beat a path to your door. Many great service 
offerings have failed for lack of good marketing. But marketing will not save a poor service offering. 

Consequently, advertising and getting the word out about your service offering and attracting potential customers to a 
flawed service is a sure-fire prescription for failure and does damage to possible future customers.  

Effectiveness is important to your customers. In order for you to be effective, you must be knowledgeable. That means 
that you must be knowledgeable about not only your products or services but about your organization as a whole. This 
becomes easier if you are a one-man operation, but the goal of most entrepreneurs is to grow. 

Consequently, you must manage and participate fully in that growth in order to possess the knowledge that you must 
have to appropriately service your customers and ultimately keeping them on as happy and satisfied customers. 

Efficiency is important to customers. To be efficient, you must be productive. Finding the right solution to your 
customers’ problems, but taking too long is as inefficient as handling your customers’ request quickly but not finding the 
right solution. Strive to balance effectiveness and efficiency by finding the right solution as quickly as is reasonably 
possible. 

Ask questions and pay attention to the answers. Knowing your business means producing the appropriate solutions for 
each customer's needs. That is the best way to satisfy your customers and to assist them more efficiently and 
knowledgeably. 

Good news exists for interested business operators. Truly memorable incidents of outstanding service are so few and 
far between that people write books about the great service providers. So if your service is somewhere between 
mediocre and satisfactory there is an opportunity for you to excel. Redouble your efforts in developing your service 
delivery. Every company has the ability to create a world-class service experience. Let that company be yours. 
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J.B de Swart

Die belangrikste kenmerke van suksesvolle beplannin g is die volgende:

•Toekomsbeplanning moet volgens die missie geskied, terwyl geleenthede en knelpunte vroeër as by die mededingers                    
waargeneem moet word.  Vooruitbeplanning maak dit moontlik om tydig aksiestappe te doen met die doel om:

-Toekomstige potensiële afsetmoontlikhede en beskikbare hulpbronne beter as die mededingers te benut.

-Toekomstige knelpunte wat die optimale benutting van hulpbronne of die benutting van potensiële afsetgeleenthede op           
lang termyn kan belemmer, uit te skakel.

- Voorbeelde van hulpmiddels om toekomsbeplanning moontlik te maak, is markvooruitskattings wat die toekomstige 
vraag en aanbod ontleed; die ontleding van verbruikerstendense; struktuurveranderinge van afsetkanale; die potensiële 
groei van individuele marksegmente; en tendense van die gebruik van vervangingsprodukte.
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As the OUDTSHOORN BUSINESS CHAMBER moves forward 
and we try to deliver more, we require the assistance of our 
members to share their successes, developments and expertise 
with us – communication is a two way street – we are only as 
strong as our members.  If there are areas in which members 
think we are weak, we would like to know about this so that we 
may improve our service and the manner in which our 
experienced staff deliver to our members.  
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Leonard Cohen


