
and they'll be keeping an eye on 

the clock.  

The next thing you'll do is cut 

marketing. And businesses that 

compete on the basis of price al-

most always depend on high lev-

els of marketing to keep custom-

ers coming in the door. 

And the customers who do come 

are fickle. Low-price shoppers are 

loyal to price, not to you. So if the 

competition decides to squeeze 

you out with even lower prices, a 

lot of your hard-won customers 

will be gone in an instant. 

But while price should never be 

the cornerstone of your strategy, it 

also can't be ignored. So how can 

a small company, which may not 

qualify for the supplier discounts 

or achieve the economies of scale 

of a larger business -- still main-

tain competitive pricing? 

 

Carve out a niche. If you "own" 

a market, you have more room to 

set prices. If there are 100 me-

chanics in your city, you'll face 

constant price competition. But if 

you're the only mechanic special-

izing in Volvos, you'll face much 

less price pressure. 

 
Focus on value, not price. Value 

is a term used to mean the combi-

nation of price and quality. Excel-

lence and service are competitive 

advantages. justify higher prices. 

 

Target the right customers. Not 

all customers are willing to pay 

more even for better quality. So 

make certain you aim your mar-

keting efforts at customers who 

Competing on Price Alone 

P.O. Box 271, 201 Main Street 
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An old joke: A store owner pur-

chases pencils for 10 cents a 

piece, then turns around and sells 

them for only a nickel. Noticing 

this bizarre behavior, his partner 

asks, "How do you expect us to 

stay in business that way?" The 

man replies, "Volume!" 

Surprisingly, many novice entre-

preneurs choose a similar strat-

egy. They think they can succeed 

merely by pricing their products 

or services cheaper than the 

competition. Low prices, they 

assume, will generate sufficient 

sales to more than make up for 

smaller profits. Like the store 

owner of the joke, these entre-

preneurs rationalize, "What I 

lose in margins, I'll make up in 

volume." 

Competing on price is risky. 

Yes, some big businesses -- and 

perhaps your local discount dry-

cleaner -- seem to thrive on low 

prices. But low prices mean nar-

row profit margins, and narrow 

profit margins means less cash 

floating around your company. 

With a small financial cushion, 

you're vulnerable with every 

slight increase in costs. The 

landlord raises your rent 5%? 

That may be your entire year's 

profit. 

That, in turn, means you'll have 

to find ways to reduce costs. The 

first thing you'll be tempted to do 

is reduce wages and benefits. 

Watch out! This means you 

won't be able to attract good em-

ployees. They're less likely to be 

productive or loyal. You'll be 

busy keeping an eye on them, 

will respond to the differences 

you offer and can pay a slightly 

higher price for that value.  

Work smarter, not cheaper. 

Let's face it, a lot of your com-

petition is just plain dumb. So, 

improve profits through innova-

tive practices. Southwest Air-

lines, for instance, saved money 

by using plastic, re-usable 

boarding passes instead of pa-

per passes, and they were the 

first to use electronic ticketing. 

Southwest maximizes profits 

from their planes by getting 

them back in the air an average 

of 20 minutes after landing, 

instead of the 2-3 hours of other 

airlines. By being smarter, 

Southwest became the most 

consistently profitable airline in 

the industry. 

Build loyalty to you, not your 

price. Even if you use special 

pricing (discounts, introductory 

offers, sales) to initially attract 

customers, immediately go to 

work developing a relationship 

that keeps customers coming 

back when the price goes up. 

Don't let yourself get caught in 

a continual battle to be the "low

-price leader." You may win 

that battle but lose the war -- or 

worse, your business. Remem-

ber, you've got a lot more to 

offer than just a low price. 
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   Progressive Bank has been in busi-

ness in the Ohio Valley since 1911, 

With the New Martinsville branch 

opening in 2001. But you better stop 

in and take a look, because you wonôt 

recognize it shortly.  Progressive Bank 

is in the process of building an image 

throughout their organization, first, 

with a new remodeling project begin-

ning shortly remodeling both the inte-

rior and exterior, and then also intro-

ducing new marketing ideas that will 

be on the cutting edge for the banking 

industry.  

 Progressive Bank president Dick 

Dlesk states that they will be keeping 

safety, stability and simplicity as their 

strong anchor while they continue to 

improve the professionalism of the 

personnel, striving more diligently to 

impress their customers and improv-

ing the community spirit of Progres-

sive Bank in the market area. 

   

    Progressive Bank has 6 local employees, 4 

of which have been there since the opening 

of the branch.  They are ready to help you 

with all of your banking needs, checking, 

savings, certificates, money markets, free on 

line banking and bill pay, commercial, mort-

gage, consumer and home equity loans. So 

stop in and visit with the old, ñnewò, Pro-

gressive Bank on Rt. 2 in New Martinsville, 

or call at 304-455-5400 where their ñinterest 

is Youò. 

 

AAA Homes 

Anderson Orthodontics 

Amerihost Inn 

ArtsLink 

AT&T 

Bayer USA Foundation 

Bayer Heritage Federal Credit  

Union 

Bayer Material Science 

Bee Electric 

Country Roads Ford 

Cunningham D.D.S, Dr. Jay 

Diannaôs Cakes and Catering 

Doolin Security Savings Bank 

Eakin, J. Wells 

Enterprise Rent-A-Car 

EZ To Use Big Book 

Erb Electric 

First Christian Church 

Spotlight on Member ñ Progressive Bank 

Blakeôs Auto Glass 

Bridgeport Equipment 

Budget Inn of America 

Business Machine Ser-

vices/RCS Printing 

Chesapeake Energy 

City of New Martinsville 

CityWide Insurance & Real 

Estate 

Country Music 
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Occasions Florist & Gifts 

Ogden Publications 

Paden Memorial Gardens 

Peoples Bank 

PPG Industries 

Presto Lunch 

Progressive Bank 

Prosite Business Solutions/Ohio Valley 

Online 

Quinetôs Court Restaurant 

Quota International of N.M. 

RED Partnership 

Riggenbach Tile and Carpet 

Rotary Club of New Martinsville 

S&S Jewelry  

Screamôn Dogs 

Serenity Views 

Snyder & Hassig 

Stephanie Baker 

Sunbridge Health Care Center 

Sudden Link Communications 

Swiss Valley Associates, Inc. 

The Tin Ceiling 

Think Inside the Boxx 

Town and Country Days 

Time Off Now, LLC 

Travelerôs Inn 

Flower Basket & Gift Shop 

Gamers Sanctuary 

Gramôs Candy, Cake, & Sweets 

Grisell Funeral Home 

Harshberger O.D., Dr. David 

Hospice Care 

Hughes Electric 

Hundred Area Pride 

I & D Catering 

Jackson & Kelly PLLC 

Jarvis Funeral Home 

Lemley, William Scott 

JC Mensore Distributors Inc. 

JT3 Corporation//Radio Shack 

Lions Club, New Martinsville 

Lisa Shepherd State Farm Insurance 

Littman Excavating Inc. 

Lock Your Hart on Kids 

Lucille Blum 

Mason, Don 

Memory Makers Photo 

McDonalds 

MIMS Gallery 

Mountain State University 

Northern Panhandle Workforce Invest-

ment Board 

Null, Gregory ï Attorney at Law 
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Universal, INC 

Valley Ciniena3 

Valley Plumbing & Electric, Inc 

Valley Towing  

Wal-Mart #2684 

Wayside Furniture Inc. 

Wesbanco 

West Virginia Central Newspaper 

West Virginia Small Business Development 

WETZ AM/FM 

Wetzel Chronicle 

Wetzel County Board of Education 

Wetzel County Commission 

Wetzel County EMS 

Wetzel County Homecare 

Wetzel County Hospital 

Wetzel Valley Agency, Inc. 

Williams Funeral Home 

Willie Baker C.P.A. A.C 

Witscheyôs Contracting, Inc. 

Witscheyôs Market, Inc. &   Pharmacy 

WRRR-FM 

WTRF-TV 

WV Northern Community College 

WVU Extension  

WXCR - FM 

Welcome New Members: 
 

Wellspring Family Services 

761 3rd Street 

New Martinsville, WV 26155 

304-455-3035 

 

Subway 

168 N. State Rt. 2 

New Martinsville, WV 26155 

304-455-4368 

  

New Martinsville House Church 

449 Martin Ave. 

New Martinsville, WV 26155 

304-455-2641 



July 23rd - ArtsLink Business After Hours 5:30 - 
7:30   

  
July 26th- EMS Benefit Motorcycle Ride  (call 

Steve Hunt 304-455-2641)   

 

July 31st - Small Business Expo - 

WVNCC Wheeling (Free)8:00 AM - 4:00 PM  

 

July 31st - Lunch and Lecture - WVNCC room 

110 - 12:00 -1:00  (Free) 

    

If you would like to host a Business After 

Hours please call 304-455-3825 or  

E-mail: chamber@wetzelcountychamber.com 

  

 

 

Upcoming Events 
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Member to Member Savings 

      

ADD TO YOUR CUSTOMER 

BASE.  The Wetzel County Chamber of 

Commerce is proud to offer a Member 

to Member Savings Program, which 

promotes member to member buying, 

boosting sales for our members, and 

increasing member visibility.  Chamber 

member businesses and their employees 

are encouraged to patronize fellow 

members.  

 We encourage our members to take 

advantage of this opportunity to save 

money, as well as generate new expo-

sure and new clients for your business.   

   

You must have membership card to re-

ceive savings, if you need a card or you 

are interested in adding your business to 

the list of participants, please call the 

Chamber at 304-455-3825. 

 

 

Our Sponsors 

If you or your business would be interested in sponsor-

ing a future edition of the newsletter, please contact the 

Chamber office at: 

304-455-3825 or by e-mail 

chamber@wetzelcountychamber.com 


