
The Competitive Advantage Process

OBJECTIVE 
Discover what our 
customer’s value 

the most and what 
influences their

buying decisions.

IMPACT 
Leverage data to
close operational 

gaps, improve service 
delivery, and establish 

ongoing customer 
wants planning.  

APPROACH 
Invest in a discovery 
process utilizing a 

customer-focused 
Double Blind 

Survey System.

SHARING 
Design system for data 

accessibility, internal 
accountability, 
and customer 
presentation.

ANALYSIS 
Conduct a thorough 
analysis of over 28 
customer wants 
(i.e. attributes).

METRICS 
Develop database to 

aggregate all customer 
relevant performance 
information. (DCAD 

Database)

RESULTS
Determine the top things 

our customer’s want. 
(Resolution, 

Responsiveness, FCC) 

“A differentiator that is not 
valued by the customer is not 
a competitive advantage.  
If it’s not relevant it 
doesn’t matter.”

In our quest to determine 
effective competitive 
differentiation (based on 
specific and relevant 
customer wants), 
Datamax employed the 
Smart Advantage System. 

The following provides 
insight on our thinking, 
our approach, and our 
implementation of the 
Smart Advantage System.

From original objectives 
to customer impact, it 
touches on the why, the 
how, and the what’s in it 
for the customer.
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