Influence with Ease

How to Compete with Discounters
Instead of trying to compete with big box stores on price alone, why not try
this three-pronged

approach?
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to beat their prices. Instead, be different
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Target different customers
Don't waste your time or money trying
to attract bottom feeders. These are customers whose only buying criteria is low
price. You might attract them with a sale
or discount, but they'll leave you to save
a nickel. Let your competitors
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