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Why should I do business with you… and not your competitor?
Whether you are a retailer, manufacturer, distributor, or service provider – if you
cannot answer this question, you are surely losing customers, clients and market
share. This eye-opening book reveals how identifying your competitive
advantages (and trumpeting them to the marketplace) is the most surefire way to
close deals, retain clients, and stay miles ahead of the competition.

The five fatal flaws of most companies:

• They don’t have a competitive advantage but think they do
• They have a competitive advantage but don’t know what it is—so they lower
prices instead
• They know what their competitive advantage is but neglect to tell clients about
it
• They mistake “strengths” for competitive advantages
• They don’t concentrate on competitive advantages when making strategic and
operational decisions

The good news is that you can overcome these costly mistakes – by identifying
your competitive advantages and creating new ones. Consultant, public speaker,
and competitive advantage expert Jaynie Smith will show you how scores of
small and large companies substantially increased their sales by focusing on their
competitive advantages. When advising a CEO frustrated by his salespeople’s
inability to close deals, Smith discovered that his company stayed on schedule 95
percent of the time – an achievement no one else in his industry could claim. By
touting this and other competitive advantages to customers, closing rates
increased by 30 percent—and so did company revenues.

Jack Welch has said, “If you don’t have a competitive advantage, don’t
compete.” This straight-to-the-point book is filled with insightful stories and
specific steps on how to pinpoint your competitive advantages, develop new
ones, and get the message out about them. 
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Why should I do business with you… and not your competitor?
Whether you are a retailer, manufacturer, distributor, or service provider – if you cannot answer this
question, you are surely losing customers, clients and market share. This eye-opening book reveals how
identifying your competitive advantages (and trumpeting them to the marketplace) is the most surefire way
to close deals, retain clients, and stay miles ahead of the competition.

The five fatal flaws of most companies:

• They don’t have a competitive advantage but think they do
• They have a competitive advantage but don’t know what it is—so they lower prices instead
• They know what their competitive advantage is but neglect to tell clients about it
• They mistake “strengths” for competitive advantages
• They don’t concentrate on competitive advantages when making strategic and operational decisions

The good news is that you can overcome these costly mistakes – by identifying your competitive advantages
and creating new ones. Consultant, public speaker, and competitive advantage expert Jaynie Smith will show
you how scores of small and large companies substantially increased their sales by focusing on their
competitive advantages. When advising a CEO frustrated by his salespeople’s inability to close deals, Smith
discovered that his company stayed on schedule 95 percent of the time – an achievement no one else in his
industry could claim. By touting this and other competitive advantages to customers, closing rates increased
by 30 percent—and so did company revenues.

Jack Welch has said, “If you don’t have a competitive advantage, don’t compete.” This straight-to-the-point
book is filled with insightful stories and specific steps on how to pinpoint your competitive advantages,
develop new ones, and get the message out about them. 
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Editorial Review

Review
"So many companies think that differentiation is the key to success. It isn't. The key is knowing how to
articulate what's different or better about your product. Creating Competitive Advantage is a must-have for
any CEO's library."
-- David Neeleman, CEO, JetBlue Airways

"Jaynie Smith presents you with the most valuable marketing edge you can ever have -- and it won't cost you
one cent… Just be sure that you unleash it before your competitors do… The sooner you read [Creating
Competitive Advantage], the sooner you'll profit from it."
-- Jay Conrad Levinson, author of Guerrilla Marketing

"Any book that tells you how to be different from your competitors is worth reading. It's what good strategy
is all about. Creating Competitive Advantage is just such a book."
-- Jack Trout, author of Trout on Strategy

“With engaging writing, telling insights, and inescapable logic, Jaynie Smith shows us how Creating
Competitive Advantage is key to a successful business.”
-- Robert B. Cialdini, author of Influence: Science & Practice

“Creating Competitive Advantage is a weapon every business person needs in their arsenal to survive in
today’s tough world.”
–Jack Stack, President & CEO, SRC Holdings Corp., author of The Great Game of Business

Jaynie Smith’s experience as an advisor to scores of CEO’s has been distilled in this comprehensive look at
sound competitive strategies. It’s back to the basics, an exercise every business needs to revisit!”
-- Clark Johnson, former CEO, Pier I Imports

"Compelling! The clarity with which Jaynie Smith presents her message is particularly valuable because the
concept is, among business leaders, frequently discussed but often understood only superficially.  Finding
and using your advantage is the key to not only survival but more importantly, attractively profitable
survival. Should be required reading for business leaders."
— Chuck Lillis, former CEO, MediaOne

About the Author
JAYNIE L. SMITH is the founder of ICS Marketing, and president of Smart Advantage, Inc., a management
consultancy whose clients include hundreds of middle-market businesses. She also serves as the Florida chair
for the Executive Committee (TEC), an international network of over 11,000 CEO. She resides in
Hollywood, Florida. WILLIAM G. FLANAGAN has been a writer and editor at Forbes, the Wall Street
Journal, BusinessWeek, Esquire, and New York magazine. His last book was Dirty Rotten CEOs (Citadel).

Excerpt. © Reprinted by permission. All rights reserved.
DELIVERING “THE RIGHT STUFF ”

Your customers, or would-be customers, need to be informed and reminded of what added values you



provide them–extras that can save them money, time, and aggravation. Yet too many business owners and
managers can be ignorant of what those competitive advantages are. The seafood supplier didn’t
communicate that he was selling fresher salmon with longer shelf life, and thus enhancing his customers’
bottom lines, until a competitor threatened his market share.

You could be providing a lot of extras to your customers without realizing how much you are actually saving
them. Or, if you do not provide meaningful extras now, you might consider adopting them. They can be
critical competitive advantages. Consider the following:

Terms. I f you are a small or medium-size company up against a category killer, you might have flexible
financing terms that the big guys can’t match. For example, a lumber company in the Northeast enjoyed a
robust business with little substantial competition until Home Depot began to close in. One Home Depot box
opened twenty miles away, and then another just ten miles down the road. Observers predicted that the
lumber company would soon be bulldozed out of business.

Surely, it couldn’t compete on price, not against Home Depot ’s buying power. Lumber is lumber. So it
concentrated on hitting Home Depot where it was vulnerable. It offered more - flexible credit arrangements
for its most important customers–small contractors who often lack lines of credit from banks. The lumber
company didn’t have to drop its prices to stay in business. It adopted new competitive advantages.

Guarantees. It is common for attendees at my seminars to tell me that their companies are “the only ones in
our industry offering multi-year guarantees” on their products. But when I ask if they make a big deal about
the guarantee to prospective buyers, most admit they do not.

The reason is usually the same: “If we emphasize the guarantee, too many customers may take advantage of
it.”

That’s a pretty lame excuse. Either you offer a guarantee or you don’t. If you are confident enough in the
product to guarantee it in the first place, make a selling point of it. Statistics show that a very small
percentage of customers in any business actually use the guarantee. But the guarantee takes a lot of risk out
of the buying decision and clinches a lot of deals.

Inventory turns. One of my favorite stories about inventory turns involves a clothing manufacturer who
sold women’s clothes to boutiques around the country. When I asked him what differentiated him from his
competitors, he said he thought his clothes were “wearable.”

“As opposed to what?” I asked, trying not to laugh. He began to talk about design, fabric, cut, and so on.
When I queried what his competitors we re saying, he shrugged and said, “I suppose the same thing . . . but I
know my stuff sells much better.”

I asked him what his customer, the boutique owner, cares about most. “Whether or not it sells,” he said. So I
asked if his shop owners measured inventory turns. He answered that some did, some did not. I suggested
that he teach them how to measure inventory turns and then he could prove to the shop owners his clothes
sold better.
My point was that he should stop selling “wearable clothes” like everyone else and start selling inventory
turns. Moving the goods is what matters.

Note: Be sure you can back up your boast. Your buyers will know soon enough if you can’t. As with any
competitive advantage you claim, make sure you deliver.



Materials. One client in the home-improvement business who sold siding knew his product was “stronger
and better” because of the materials he used. But he didn’t know how to convey that without sounding biased
and subjective. Upon asking his employees a series of questions I learned from one of his engineers that the
company’s product has a higher wind load rating than any competitive product. In many geographic markets,
the higher load rating influences buying decisions. So if your materials are stronger and provide customers
with a benefit, shout about it in a way that is measurable.

Delivery. I f you provide the same product as your competitors but you offer better delivery service, you
have a competitive advantage. But how important is it? The Compleat Company, which sells promotional
products, decided to find out. The Seattle-based company polled its customers about the importance of its
on-time delivery. It found that its customers not only valued that service highly, they had a pretty low
tolerance for being late.

Eighty-eight percent of its customers defined “on-time delivery” as being on schedule 97 percent of the time
or better. Only 4 percent of its customers would accept an on-schedule rate of less than 93 percent. A
manager from Compleat told me that the company is now focusing its energy and resources to make sure it
meets that expectation. When Compleat’s customers want their deliveries, they will get them.

Information. In business as in war, intelligence can be priceless. In Business @ the Speed of Thought
(Warner, 1999), Bill Gates writes: “The most meaningful way to differentiate your company from your
competition, the best way to put distance between you and the crowd, is to do an outstanding job with
information. How you gather, manage, and use information will determine whether you win or lose.”

Knowing what your competitors are doing, and keeping up with trends in your industry, are basic forms of
intelligence, and essential if you are going to run a successful business. So is listening to your customers.
(Your own and your competitors’.)

The more competitive the business you are in, the more important the role of intelligence. You can’t afford
to get caught fl a t footed if, say, a labor strike shuts off deliveries of critically needed material. Or if
commodity prices suddenly spike or drop. Or consumer confidence sinks. Or if new products being
developed by your competitors threaten your markets.

No matter what business you are in, failing to keep a weather eye on changes in your industry can be fatal. A
lot of this “intelligence” is hardly proprietary. It simply amounts to smart business practices born out of
experience. If you are a B-to-B supplier who sells to retailers, your customers’ success determines how well
you do, too. Your experience can help your clients avoid common mistakes.

Small and medium-size businesses are often in the dark about key developments in their industries. They
lack the time, money, and expertise to gather and evaluate that information. But that doesn’t mean it isn’t
important. Consider the prices they pay for the goods or services they buy. Advance word of radical price
shifts, or new products that will make others obsolete, can save them from missing a buying opportunity, or
from laying in inventory that will soon become obsolete.

Keeping your customers informed of trends can only make them healthier, and in turn create more business
for you. Word of mouth from your sales force is one time-honored way to accomplish this. But in this age of
t h e Internet there are other effective ways, too, from e-mail to Web sites that keep clients posted on prices
and other industry developments.

One of my former clients, the Institute for Trend Research, in Concord, New Hampshire, analyzes market



and economic trends and makes accurate predictions as to when those trends will change. Its business is its
forecasting expertise in a wide range of sectors, from industrial construction and agricultural market
movement to interest rates, commodity prices, and inflation.

Subscribers to the company’s publication EcoTrends get an important bonus: a discount on EcoCharts.
EcoCharts, using raw data that the subscribers provide themselves, tells them which indicators included in
EcoTrends correlate c o r relate best to their specific businesses. ITR has defined four phases of economic
movement; if t h e t rends that affect your industry are in Phase C, then you are expecting a downturn. Your
actions might include a reduction in inventory and training, an avoidance of long-term purchase
commitments, and deeper concentration on your cash and balance sheet. On the other hand, during Phase B,
an upward trend, you would accelerate training, increase prices, consider outside manufacturing, and open
distribution centers. This kind of information can provide companies with powerful competitive advantages.

Training. Many large companies offer specialized training for their customers, free or at cost, so they can
run their business better. McDonald’s runs its own academy for new franchise owners, for example, so they
can learn to avoid common pitfalls and maximize the return on their investments. The company draws on the
experiences of thousands of other franchise owners and shares that knowledge, because it is vital to their
own business. I often recommend to clients that if they invest heavily in training they should make a
competitive point of it. For example, “We invest half a million dollars each year training our employees” or
“. . . training our customers.”

Users Review

From reader reviews:

Kelli Ross:

The book Creating Competitive Advantage: Give Customers a Reason to Choose You Over Your
Competitors can give more knowledge and also the precise product information about everything you want.
So why must we leave the best thing like a book Creating Competitive Advantage: Give Customers a Reason
to Choose You Over Your Competitors? Some of you have a different opinion about e-book. But one aim
that will book can give many details for us. It is absolutely right. Right now, try to closer using your book.
Knowledge or data that you take for that, you are able to give for each other; it is possible to share all of
these. Book Creating Competitive Advantage: Give Customers a Reason to Choose You Over Your
Competitors has simple shape nevertheless, you know: it has great and large function for you. You can
search the enormous world by start and read a book. So it is very wonderful.

Celia Norton:

Do you considered one of people who can't read pleasant if the sentence chained within the straightway, hold
on guys this particular aren't like that. This Creating Competitive Advantage: Give Customers a Reason to
Choose You Over Your Competitors book is readable by you who hate those perfect word style. You will
find the info here are arrange for enjoyable reading through experience without leaving actually decrease the
knowledge that want to supply to you. The writer connected with Creating Competitive Advantage: Give
Customers a Reason to Choose You Over Your Competitors content conveys the thought easily to
understand by most people. The printed and e-book are not different in the articles but it just different such
as it. So , do you nonetheless thinking Creating Competitive Advantage: Give Customers a Reason to
Choose You Over Your Competitors is not loveable to be your top collection reading book?



Pearl Moore:

This Creating Competitive Advantage: Give Customers a Reason to Choose You Over Your Competitors are
reliable for you who want to be described as a successful person, why. The explanation of this Creating
Competitive Advantage: Give Customers a Reason to Choose You Over Your Competitors can be one of
many great books you must have is actually giving you more than just simple looking at food but feed you
with information that maybe will shock your previous knowledge. This book is actually handy, you can bring
it all over the place and whenever your conditions throughout the e-book and printed ones. Beside that this
Creating Competitive Advantage: Give Customers a Reason to Choose You Over Your Competitors forcing
you to have an enormous of experience for instance rich vocabulary, giving you trial run of critical thinking
that we understand it useful in your day activity. So , let's have it and luxuriate in reading.

Edna Vachon:

Do you like reading a publication? Confuse to looking for your favorite book? Or your book has been rare?
Why so many question for the book? But any people feel that they enjoy with regard to reading. Some
people likes examining, not only science book but novel and Creating Competitive Advantage: Give
Customers a Reason to Choose You Over Your Competitors or perhaps others sources were given
information for you. After you know how the fantastic a book, you feel need to read more and more. Science
reserve was created for teacher or students especially. Those guides are helping them to put their knowledge.
In some other case, beside science reserve, any other book likes Creating Competitive Advantage: Give
Customers a Reason to Choose You Over Your Competitors to make your spare time far more colorful.
Many types of book like this.
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