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The Better
Competitive
Advantage

Identify Your Greatest Competitor, and Succeed

I

n today’s global marketplace,
from the crazy-busy sales
people to small business owners to department managers
to C Suite executives, everyone is seeking their competitive
advantage. Hundreds of thousands
of dollars are invested – in strategic planning, say, or sales training
coaching programs – all with the
goal to increase sales, secure more
customers, and knock the competition to the curb. Sometimes, it
seems to those involved, before one
new competitive advantage strategic initiative or training program
ends, another one begins.
Now imagine, as the authors in
the Blue Ocean Strategy suggest,
a scenario where customers come
running to you instead of you having
to chase them through the churning,
blood-red, shark-invested competitive sales sea? What this means, of
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course, is you must first identify your
greatest competitor and then put a
course of action into place to move
him or her out of the picture.

Step One

Identify the Real Competitor
Jeb Blount, in his book People
Buy You, identifies the one common
competitor that every business shares,
regardless of industry or market
share, and that is the status quo. Not
taking action is the preferred decisionmaking style by all potential qualified
customers (prospects) because it’s
risk-free.
Which leads to this obvious
question: How do I get people to take
favorable action? – meaning making a
buying decision in my favor.
The simple answer is to remember the words of President Theodore
Roosevelt: “No one cares how much you
know until they know how much you care.”

These words can be translated,
from a business point of view, to:
“Potential customers do not give
a hoot about your solutions (products or services) until they know
through your demonstrated positive, value-driven behaviors that
you are emotionally connected to
them beyond how many sawbucks
or greenbacks you can stuff into
your pocket or wallet.”
So maybe it’s time to set all those
sales training programs, workshops,
and webinars aside, and invest some
time to better develop and demonstrate your emotional intelligence:
your EQ. For it is your EQ that is
your better competitive advantage in
today’s technology- and knowledgedriven business environment.
Daniel Goleman, in his book
Working with Emotional Intelligence, defines EQ as: “the capacity
for recognizing our own feelings

and those of others, for motivating
ourselves, and for managing emotions well in ourselves and in our
relationships.”
In other words, self-awareness
of one’s own emotions and emotional
state must come first. Unfortunately,
self-awareness is not a strength for
many individuals.

Step Two

Self-Awareness
So what is self-awareness? Four
hundred years ago, the philosopher
René Descartes summed it up in
five classic words: “I think, therefore
I am.”
According to Goleman, selfawareness is comprised of three
competencies:
 Emotional awareness
 Accurate self-assessment
 Self-confidence
From the 30,000-foot viewpoint,
to be competitive in today’s very
crowded marketplace, all of these
competencies are necessary.
When we’re emotionally aware,
we recognize how our emotions
affect our daily actions or performance. Additionally, within this competency, we use our values within
our decision-making process. (Refer
to the NBIZ Summer 2010 article
“Got Talent” to learn more about
decision-making.)
The various emotions that are
embedded within each of us mold
what we think, believe, perceive, and
eventually do. By becoming more
aware of these emotions, we then can
manage those feelings when we work
with others.
Having an accurate self-assessment is difficult, given that people
in business are usually assessed on
their technical skills and sometimes
on their interpersonal skills. However, intra-personal skills are rarely
discussed, for a variety of reasons.
When individuals truly know
their inner resources, their abilities or talents, and their limits, they
have the capacity to better align
their personal values with their own
goals and the goals of the organization. For until you can lead yourself
accurately, you cannot lead anyone
one else. What this means is that you
cannot achieve your desired results

and, therefore, you cannot achieve
your organization’s desired results.
Self-confidence has been extolled
in the words of far better thinkers
and writers than myself, such as
Henry David Thoreau, who wrote:
“Go confidently in the direction of
your dreams. Live the life you have
imagined.”
For many, taking such focused
action is difficult. Even individuals
who have self-confidence may also
harbor a fear of demonstrating this
competency, especially in an environment where there is uncertainty or
where others may view any confidence as a threatening behavior.
When people are able to demonstrate self-confidence, they can make
those tough choices and difficult
decisions. They can take on new challenges without being overly defensive
or arrogant, challenges that will be
resolved through their decisions.
Self-awareness can also be directly connected to intuition, or

what Robert K. Cooper, in his book
Get Out of Your Own Way, called the
“gut brain.” Being able to listen to
your intuitive self does suggest you
are more self-aware.
Additional research into emotional intelligence also reveals that
EQ increases with age. Those 61 and
over, versus those 35 and under,
have a 15-point differential. Further,
there is a slight gender advantage
for women.

Step Three

Making Sense
Now, having identified your
competitor and having improved
self-awareness, the next step is to
make sense of this better competitive advantage. What this looks like
might be different for each organization or individual. However, there
are some commonalties.
First, being aware of the words one
thinks, speaks, and writes can heighten or increase emotional intelligence.
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Fourth, engage in active listening to ensure clear communications.
In many cases, your competitors may
have heard, but did not listen to what
the potential customer was saying.
These five tips may help you
improve your ability to listen:

“Go confidently
in the direction
of your dreams.
Live the life you
have imagined.”

1. Clarity. Listen for clarity, in order
to separate the tangibles from the
intangibles and the knowns from the
unknowns.

– Henry David Thoreau

2. Legitimize. Listen to legitimize
the real issues. Many times, perceived problems are really symptoms
in disguise.

For example, words such as should,
could, need, know, and why are
considered very personal, and
in some cases judgmental. By reframing your thoughts before you
speak, you can still achieve the same
end results.
For example, in many sales training programs, there is an emphasis
to ask “why” questions. This can be
a viable fact-finding strategy, provided you have a strong relationship;
but for many sales people, they may
ask these questions far too early in
the sales process. Instead of asking, “Why is achieving these results
important to you?,” you could ask
“What would be the impact of achieving these results for you?”

Additionally, the words should
or need can be easily substituted
with “suggest” or “consider.” Again,
the goal is to make a solid emotional
connection and continue that relationship during the buying decisionmaking process.
Second, understanding other supportive emotionally intelligent behaviors, such as non-verbal language, can
help you build better relationships.
Neuro-linguistic programming (NLP)
and reading body language are two
such supportive strategies.
Third, practice speaking with
close friends and colleagues. Then ask
for feedback. Reflection through the
act of constructive feedback demonstrates high emotional intelligence.

3. Emotion. Listen for emotions.
Here is where the verbal words and
the non-verbal gestures, along with
the syntax (speed, pitch, volume,
emphasis), are very important.
4. Agreement. Listen for agreement,
to find common ground from which
you can build ongoing trust.
5. Retention. Listen for retention,
because the information that you
are receiving is critical to your
sales success. In many cases, the
facts that you are receiving has
been heard by others, but they
simply failed to listen. Active listening is all about truly hearing and
then remembering what the other
person has just said.
The final making-sense commonality is taking action. Research
suggests that only one in 10 people
will change – even when confronted
with facts, fear, or force (Change
or Die).
Taking action and factoring
emotional intelligence into your
overall business and sales behaviors
will indeed provide you with a better competitive advantage. And the
good news is by being aware, you’re
already halfway there. N
Leanne Hoagland-Smith, executive
consultant, corporate coach and author,
helps innovative leaders at all levels and
in all industries to dramatically improve
their teams’ results. What this looks like,
and why, differs for each firm, so a free
strategy session is offered by forwarding
a request to leanne@processspecialist.com.
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