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EPISODE	44:	HOW	TO	DIFFERENTIATE	YOURSELF	
FROM	YOUR	COMPETITORS	

	with	Sco<	McKain	

MarkeCng	for	CreaCves	Show	
at	IntNetworkPlus.com	

Announcer:	

Turn	your	hobby	and	freelance	work	into	a	profitable	business!	Make	your	marke@ng	easier	
by	applying	the	strategies	of	experienced	entrepreneurs	and	have	more	@me	to	do	the	work	
you	 love.	 You	 are	 listening	 to	 the	 Marke@ng	 for	 Crea@ves	 show	 with	 your	 host	 Marina	
Barayeva.	

Marina	Barayeva:	

Hi	everyone.	This	is	Marina	Barayeva.	Welcome	to	another	episode	of	Marke@ng	for	
Crea@ves	show.	In	this	episode,	we	gonna	talk	about	how	to	differen@ate	yourself	from	your	
compe@tors.	

Saying	that	you’re	great	in	your	service	or	your	product	is	the	best	isn’t	enough	for	people	to	
make	a	decision	to	deal	with	you.	

You	need	to	have	a	clear	statement	how	you	are	different	and	this	should	go	through	all	of	
your	business	processes.	

Today	with	our	special	guest	Sco+	McKain	we	will	help	you	to	find	and	express	why	and	how	
you	are	different	from	your	compe@tors.	

Sco+	is	an	interna@onally	known	authority	who	helps	organiza@ons	create	dis@nc@on	in	
every	phase	of	business	and	teaches	how	to	deliver	an	“Ul@mate	Customer	Experience®.”			

Sco+	McKain’s	presenta@ons	benefit	from	three	decades	of	experience,	combined	with	his	
innate	talent	for	ar@cula@ng	successful	ideas.	McKain	has	spoken	before	and	consulted	for	
the	world’s	most	influen@al	corpora@ons.		

Hi	Sco+.	It's	so	great	to	have	you	here.	Welcome	to	the	show.		

Sco<	McKain:		

Marina,	I	can't	thank	you	enough.	It's	a	privilege	and	a	pleasure	to	be	with	you.	Thank	you.		

Marina	Barayeva:		

Fantas@c.	Sco+,	please	share	with	us	your	entrepreneurial	story.		
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Sco<	McKain:		

You	know,	I	grew	up	in	an	entrepreneurial	family.	My	folks	had	a	very	small	grocery	store	in	
the	rural	town	in	Indiana	where	I	grew	up.		

I	grew	up	in	an	entrepreneurial	family	and	I	certainly	think	that	influenced	me	throughout	
my	en@re	life.	I've	just	got	that	in	my	blood.	I	got	it	in	my	jeans.	I	just	think	that's	the	way	to	
do	things.		

I	started	my	own	business	very	young,	while	I	was	in	college:	speaking,	learning	and	
lecturing.	But	also,	I	kind	of	viewed	myself	more	as	a	transmi+er.	I	would	be	out	and	
entrepreneurs	gives	me	a	good	idea	that	was	working	in	their	business.	Then	I	would	start	
using	that	in	my	speeches.		

One	of	two	things	would	happen.	Either	people	would	write	it	down	and	go,	"Man,	that's	a	
good	idea.	Write	it	down."		

Or	they'd	go,	"Hey	Sco+,	I've	got	a	be+er	idea."	And	they	would	improve	the	quality	of	the	
ideas.		

It	was	almost	like	a	learning	laboratory	for	me:	talking	with	great	entrepreneurs,	learning	
from	them,	learning	from	what	my	parents	did	and	their	business	to	fight	away	the	big	and	
difficult	compe@@on.		

The	combina@on	of	all	those,	I'm	very	fortunate,	gave	me	a	unique	perspec@ve	on	what	
does	it	take	for	an	entrepreneur	to	drive	their	business	to	the	highest	levels.		

Marina	Barayeva:		

What	do	you	specialize	in	now?		

Sco<	McKain:		

I	went	through	a	personal	tragedy	in	my	own	life.	It	took	me	out	of	the	business	for	a	li+le	
bit.	Then	what	happened	I	was	ge`ng	back	in	the	business,	trying	to	book	speeches	in	and	
programs	and	seminars.		

I	started	calling	the	speaker's	bureaus.	The	speaker's	bureaus	are	kind	of	like	travel	agencies	
used	to	be.	They	were	places	where	business	could	call	and	get	informa@on	about	speakers	
that	wasn't	biased	and	then	the	bureau	would	recommend.		

I	said	at	these	bureaus	in	case,	so	when	you	recommend	me,	what	are	you	saying?	And	they	
said,	"Oh,	a	really	good	speaker	on	a	really	nice	guy."	I	want	to	be	a	really	good	speaker	and	I	
choose	to	be	a	really	nice	guy.	I	hope	to	be	anyway.	But	no	professional	is	saying,	"You	know,	
what	we	needed	at	this	year's	mee@ng,	we	need	a	really	nice	guy,"	right?		

That's	not,	what	would	you	say.	You	say,	"We	want	someone	that	teaches	us	about	this	or	
we	need	to	improve	our	business."		

I	started	looking	for	ways	I	could	stand	out	in	the	marketplace.	As	silly	as	it	sounds	a	li+le	bit	
into	the	research	for	my	own	business,	I	realized	everybody	needs	this,	not	just	me.	You	
know	what	I	mean?		
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Everybody	knows	more	about	how	to	stand	out	in	the	marketplace	and	what	does	it	take	to	
move	to	the	front.	The	research	I	was	doing	literally	for	my	own	businesses	as	an	
entrepreneur	is	what	turned	into	the	book	Create	Dis@nc@on.	It's	what's	turned	into	literally	
hundreds	of	speeches	all	over	the	world.	It's	really	been	a	great	ride.	I've	been	very,	very	
fortunate.		

Marina	Barayeva:		

That's	fantas@c.	As	you	said,	people	wrote	down	some@mes	what	you	say,	and	I	wrote	down	
your	quote.	One	@me	you	said,	"If	your	customers	cannot	clearly	determine	how	you	are	
dis@nc@ve	from	your	compe@@on...	why	wouldn’t	they	choose	them	instead	of	you?"		

Sco<	McKain:		

Right.	And	that's	the	thing.	We	are	as	entrepreneurs,	it's	natural,	we're	so	proud	of	what	we	
do	and	righdully	so.	We	work	so	hard	at	what	we	do.	Then	we	assume	that	the	customer	is	
going	to	know	that	or	the	customer's	going	to	see	that.		

What	we	oeen	overlook	is	our	compe@@on	is	working	as	hard	as	we	do.	Some@mes	they're	
working	harder.		

The	compe@@on	is	just	as	proud	of	their	product	or	service	as	we	are	of	ours.	We	tend	to	put	
our	blinders	on	many	@mes.	We	tend	to	be	very	myopic	in	our	focus,	and	we	don't	really	
comprehend	what	the	customer	is	going	through	in	terms	of	the	decision-making	process.		

The	only	way	that	someone	moves	from	being	a	prospect	to	a	customer	is	they	make	a	
choice.	They	choose.		

If	you	don't	give	me	any	compelling	reason	to	choose	you,	and	what	I	think	if	you're	pre+y	
much	the	same	as	your	compe@@on,	then	the	only	determining	factor	that	I	can	use	is	the	
price.		

Nondis@nc@ve	compe@tors	begin	this	race	to	the	bo+om	who	can	sell	of	the	cheapest.	
That's	not	a	good	long-term	strategy.	That's	not	a	way.	Then	you	don't	have	any	loyalty.	
Customers	aren't	loyal	to	you.	They're	loyal	to	the	low	price.	And	you've	got	to	find	a	way	to	
break	out	of	that		

Marina	Barayeva:		

How	to	do	it?	Because	usually	what	happened,	I	talked	to	people	and	they	say,	"Oh,	I	offer	
these.	I	offer	that."		

And	what's	so	special	about	you?	"Oh,	we	can	give	you	the	best	service"	And	that's	it.	That's	
the	end	of	the	conversa@on.		

Sco<	McKain:		

Right.	The	part	that	strikes	me...	That's	kind	of	funny	about	that	too,	and	you're	making	a	
great	point	really	is	that	you're	exactly	right.	That	used	to	be	the	fallback	posi@on.		

We	can	give	you	great	service.	It's	like	we're	assuming	the	compe@@on	is	saying,	"Well,	we're	
pre+y	ro+en	at	service.	We're	pre+y	bad	at."	(Laughter)	
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Nobody's	saying	they're	bad	at	service.	Everybody's	saying,	"Oh,	our	service	is	fantas@c.	It's	
great."	It's	one	of	those	like	when	people	on	the	street	say,	"Good	morning,"	and	you	"Good	
morning."	We	don't	even	connect.	We	just	do	it.		

"We	are	great	service,"	is	kind	of	like	a	good	morning.	It's	just	one	of	those	things	we	just	
say,	but	we	don't	put	any	meat	on	the	bones.	We	don't	really	describe	what	makes	it	great	
and	superior	and	differen@ated	from	the	service	that	they	could	get	from	somebody	else.		

Marina	Barayeva:		

Exactly.	Can	you	help	us	please,	give	us	an	advice?	How	can	we	show	the	difference	in	each	
part	of	our	business?	Whether	it's	customer	experience,	sales,	marke@ng,	how	can	we	
differen@ate	ourselves?		

Sco<	McKain:		

It	begins	with	clarity.	There	are	four	cornerstones	of	the	dis@nc@on	that	I	found	in	the	
research.		

The	first	of	the	four	cornerstones	of	dis@nc@on	is	clarity.	It's	being	absolutely	crystal	clear	
about	what	your	advantages	are.		

I	know	that	sounds	easy.	It's	the	hardest	to	the	fore.	It	is	the	hardest	thing	to	get	really	
precise	about	what	you	do.	Because	when	you're	really	precise	about	who	and	what	you	
are,	it's	hard	for	entrepreneurs	because	it	also	means	you	have	to	be	just	as	precise	about	
what	you	were	not.	There's	very	few	of	us	want	to	say,	"Oh	no,	that's	not	what	I	do."	Internal	
way	business.		

Par@cularly	in	the	beginning	of	our	careers,	we	want	to	take	everything.	I'm	sure	with	you	
Marina,	when	you	were	building	a	photography	business,	anybody	that	needed	pictures	
taken,	you	didn't	want	to	say,	no,	you	want	to	be	out	there	doing	it.	You	want	to	be	out	
there.		

But	then	there	comes	a	point	where	you	have	to	say,	"I	charge	this."	And	you	s@ck	with	it	or	
"I	do	this"	and	you	s@ck	with	it.		

Marina	Barayeva:		

That	was	hard.		

Sco<	McKain:		

It's	hard.	It's	really	tough.	But	as	long	as	you're	willing	to	do	everything,	you	won't	be	known	
for	anything.	And	that's	the	real	challenge	for	entrepreneurs	is	the	strength	and	the	
for@tude	to	say	"This	is	what	we	do."		

I	remember,	I	got	a	call	from	a	speaker's	bureau	and	a	person	that	I	respected	very	much	
[inaudible]	and	we	were	on	the	phone	and	he	was	saying,	"Sco+,	no	one	is	calling	us	asking	
for	speeches	about	the	dis@nc@on.	Please,	please,	pick	another	topic."	And	that	was	a	real	
turning	point	for	me	because	I	had	to	say,	"No,	this	is	what	I	do.	This	is	who	I	am.	This	is	what	
I	do."	
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And	we	talk	and	laugh	about	it	now	because	people	started	asking	for	it	when	I	got	it	out	
there	in	the	marketplace.	But	I	know	how	hard	it	is	because	I	remember	si`ng	in	there	on	
the	phone	thinking,	"Well,	maybe	he's	right.	Well	maybe..."		

But	then	I	thought	if	I	say	yes	to	this,	then	I'm	viola@ng	what	I	teach.	I'm	viola@ng	the	very	
thing	that	I'm	asking	other	people	to	do.	So	I	had	to	walk	the	talk.	But	it	gave	me	a	
perspec@ve	on	how	tough	it	is	to	be	clear.		

The	other	thing	that's	interes@ng	that	the	Department	of	Educa@on	at	Yale	University	says	
that	you	have	six	seconds	to	grab	someone's	a+en@on.	Just	six.		

Once	you	grab	their	a+en@on,	you	have	it	for	a	longer	period	of	@me,	of	course,	but	to	break	
through	the	clu+er	and	to	capture	a+en@on,	you've	got	about	six	seconds.		

Basically,	what	you've	got	to	do	is	to	come	up	with	something	that	is	so	clear	about	what	
makes	you	stand	out	or	so	intriguing	that	a	customer	prospect	wants	to	know	more.	You've	
go+a	be	able	to	see	it	at	six	seconds.		

Quick	example,	Steve	Jobs	walks	onto	the	stage	in	California	and	he's	about	to	announce	the	
first	apple	product	that's	not	really	mackintosh	related.	Reaches	in	his	pants,	pulls	out	the	
first	iPod	and	simply	says	a	thousand	songs	in	your	pocket.	And	as	customers.	We	went,	
"Wow,	that's	what	we	want."		

But	the	compe@tors	at	that	moment	were	in	the	room	and	many	MP3	players	that	were	
already	on	the	marketplace.	None	of	which	really	that	we	remember.	But	what	did	they	say?	
"Oh,	but	we	have	a	radio.	We	have	more	bu+ons	and	features.	We	can	do..."	That's	not	what	
we	wanted.	We	wanted	the	simplicity	of	a	thousand	songs	in	your	pocket.		

So,	from	the	customer's	perspec@ve,	that	was	his	brilliance.	He	described	something	that	we	
as	customers	went	Wow.	And	it	only	took	him	a	few	seconds	to	do	it.	That's	what	we	have	to	
do	in	our	respec@ve	businesses.		

Marina	Barayeva:		

Do	you	have	any	@ps	on	how	people	can	find	out	these	things?	Because	a	lot	of	@me	you	
hear	that	you	need	to	clarify,	you	have	a	few	seconds	to	give	the	first	impression,	but	in	the	
end	people	again,	"I	will	give	the	best	service,"	for	example,	in	photography	or	"I'm	the	best	
makeup	ar@st".	Or	"I'll	do	the	best	speech	about	this	topic"	and	the	topic	can	be	quite	wide.		

Sco<	McKain:		

One	of	the	points	is	how	easy	is	it	replicated?	Does	it	@e	with	you?	For	example,	I	was	doing	
a	program	for	the	sort	of	financial	agents,	representa@ves,	insurance	sales	professionals,	and	
this	guy	comes	up	and	shakes	my	hand	and	he	says,	"OK,	here's	my	clarity	statement.	I'll	
build	your	financial	future."		

I	acted	like	I	was	going	to	sleep.	Everybody	in	the	room	could	have	said	that.	And	it	was	the	
same	thing.	Then	we	come	to	find	out	he	was	an	air	force	pilot	that	had	re@red	and	was	
beginning	of	the	second	career.	So	now	he	says,	when	someone	says,	"What	do	you	do?"	or	
when	he	promotes	his	business,	he	says,	"I	fly	people	through	financial	turbulence."	Wow.		
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So	what	do	we	do?	We	go,	"What	do	you	mean	by	that?	Tell	me	more."	OK?	So	once	the	
prospect,	once	the	customer	starts	going,	"Wow,	that's	interes@ng.	Tell	me	more,"	now	
you've	got	them.	

Now	you	have	cracked	into	their	thinking.	Mindshare	proceeds	market	share.	Every	business	
I	work	with,	once	somebody	to	help	them	grow	their	market	share,	and	I	always	thought	
that's	the	wrong	place	to	start.		

If	people	aren't	thinking	about	you,	they're	not	doing	business	with	you.	You've	got	to	get	
people	thinking	about	you.		

OK,	so	how	do	you	do	that?	You	begin	with	a	clear	message.	You	can't	create	clarity	with	a	
muddled	message.	It's	go+a	be	very	clear	and	very	precise.	So	instead	of	saying	we	have	
great	service,	I	might	say...	Yeah,	there's	a	plumbing	company	in	the	Midwest	of	the	United	
States.	And	on	all	the	trucks	it	says	"We'll	be	on	@me	and	smell	good."	(Laughter)	

Marina	Barayeva:		

Good	point.	(Laughter)	

Sco<	McKain:		

First	of	all,	we've	all	dealt	with	service	professionals	that	they	come	in	our	homes	or	we	
were	around	them	and	they've	been	working	hard	and	they	don't	smell	really	good.		

And	we've	also	dealt	with	folks	who	say,	"Oh,	we'll	be	there	to	install	your	cable	television	or	
will	be	there	to	repair."	They're	late	or	they	don't	even	tell	you	what	@me	they're	coming.	So	
you	lose	your	whole	day	wai@ng	for	somebody	to	show	up.		

your	point,	it's	not	just	great	service.	I	know	what	this	company,	they	will	be	on	@me,	it'll	
smell	good.		

It's	done	a	great	deal	of	help	for	them.	Because	it's	not	just	saying	we	have	great	service,	it's	
showing	specifically	what	makes	their	services.		

The	other	thing	is	kind	of	interes@ng	is	the	mind	game	that	it	plays	because	it	also	implies	
our	compe@@on	may	not	be	on	@me	and	those	s@nks.	(Laughter)		

It's	finding	a	way	to	communicate	that.		

Marina	Barayeva:		

(Laughter)	It's	funny.	OK,	if	we	clarify	this	first	statement	and	people	come	to	us	and	they	
interested	in	our	service	or	product,	whatever	we	offer,	how	can	we	differen@ate	ourselves?		

Sco<	McKain:					

It	constantly	begins	with	the	clarity.	And	that's	the	first	cornerstone.		

Then	the	second	cornerstone	is	crea@vity.	But	the	interes@ng	thing	is	a	lot	of	@mes	in	
business	and	for	entrepreneurs,	two	things	happen.		
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First	thing	is	the	typical	entrepreneur	says,	“Well,	I'm	not	crea@ve.”	You	know,	I	am	a	
photographer.	I	repair	cars	or	I	do	this	or	that.	And	crea@vity	is	a	novelist,	or	a	songwriter	or	
something	like	that.		

In	fact,	the	opposite	is	true.	We	all	have	to	be	crea@ve.	And	crea@vity	is	one	of	the	very	few	
things	that	once	you	say	you're	not,	you're	right.	Because	once	you	say	I'm	not	crea@ve,	at	
that	moment,	you	stop	searching	for	new	answers.		

So	the	first	key	is	just	to	keep	telling	yourself	and	believing	in	your	own	ability	to	be	crea@ve.		

The	second	thing	is	fascina@ng.	If	you	look	at	the	business,	you	only	have	to	be	crea@ve	in	
one	specific	area,	you	don't	have	to	be	wildly	crea@ve	in	everything.	Just	find	a	single	thing	
that	can	make	a	difference.		

I'm	working	on	my	next	book	now.	I'm	wri@ng	about	the	steakhouse.	This	restaurant	that	
sells	steaks	in	Indianapolis,	Indiana,	which	was	my	home	for	many	years.	It's	called	St.	Elmo.		

St.	Elmo	is	a	steakhouse.	Within	a	few	blocks,	there	are	18	major	steakhouses.	Seen	almost	
is	far	and	away	the	highest	revenue,	highest	profitability,	hardest	to	get	in.	How	does	this	
one	restaurant	draw	all	these	customers?		

They	created	an	amazing	cocktail	sauce	for	shrimp.	It's	so	incredible.	Now	you	could	buy	it	
on	Amazon.	It	shipped	all	over	the	world.	But	it	is	so	incredible	and	it's	so	filled	with	
horseradish	and	make	you	cry.	It's	so	hot,	but	they	created	this.	It's	part	of	the	experience	of	
being	there.	And	by	doing	that	one	thing	crea@vely,	it	a+racts	customers.		

Customers	you	a+ract	are	infinitely	more	valuable	over	the	long	term	than	the	customers	
you	had	to	pursue.		

If	I	a+ract	customers	because	of	something	unique	I	do	like	cool	cocktail	sauce	or	only	one	
bu+on	that	you	have	to	figure	it	out	on	the	iPhone,	whatever	it	might	be.		

If	you	a+ract	customers,	those	customers	always	tend	to	be	more	loyal	and	everything	than	
the	customers	that	you've	had	to	sell	and	twist	their	arm	and	hammer	them	and	try	to	get	
them	to	surrender	to	do	business	with	you.		

Not	that	we	don't	have	to	promote,	of	course,	we	do,	but	those	customers	that	are	a+racted	
to	you	always	end	up	being	more	valuable.		

So	how	do	you	become	more	a+rac@ve?	You	do	something	that's	crea@ve.	You	do	something	
that's	unique.		

Enterprise	rental	car	is	the	biggest	rental	car	agency	in	the	world.	They	became	that	way	
because	they	did	one	thing	differently.	They	brought	the	car	to	the	customer	rather	than	
making	the	customer	come	to	the	counter	to	get	the	car.	

The	Ford	is	the	same.	No	ma+er	where	in	the	world	you	rent	it	and	no	ma+er	which	agency	
you	run	it	from.		

By	being	crea@ve	at	just	one	thing.	How	does	the	customer	access	our	product?	You	create	
this	amazing	thing.		
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What's	one	thing?	Harvard	says,	only	16%	of	businesses	have	the	list	of	every	single	point	of	
contact	they	have	with	customers.		

That's	the	first	thing	I	encourage	entrepreneurs	to	do.	Make	the	list	of	every	single	point	of	
contact	that	you	have.	It	might	be	your	website.	It	might	be	phone	calls.	It	might	be	mailings	
that	you	do.	It	might	be	organiza@ons	that	you	belong	to	and	your	community.		

Whatever	it	might	be,	write	it	down	and	think,	what	could	I	do	crea@vely?	Just	one	thing	
crea@vely	at	just	one	of	those	points	that	could	make	me	stand	out?		

Marina	Barayeva:		

When	you	talk	about	how	they	contact	you,	you	mean	how	people	find	your	service,	how	
people	find	you	or	how	people	get	in	touch	with	you?	Or	all	of	this?		

Sco<	McKain:		

All	of	the	above.	It	could	be	in	any	one	of	those	areas,	but	most	of	us...	We	get	so	busy	doing	
what	we	do.	We	don't	have	@me	to	think	about	what	we	do.		

That's	why	Marina,	you're	providing	such	a	great	service.	This	programs	that	you	do	give	
entrepreneurs	a	chance	to	hear	from	a	number	of	different	people	and	gets	them	to	think	
for	a	li+le	bit.		

That's	what	we	all	need	to	be	doing	about	our	own	businesses	is	thinking,	"OK,	how	can	I	
serve?"	Part	of	what	I'm	wri@ng	my	new	book	is	that	we've	heard	the	things	start	with	WHY.	
I	disagree.	I	don't	think	customers	buy	you	WHY	they	buy	your	HOW.		

If	it,	for	example,	I	hire	you	to	be	my	photographer,	I'm	more	concerned	about	how	you	do	
what	you	do	than	why	you	do	what	you	do.		

Because	what	I'm	buying	is	your	performance.	What	I'm	buying	is	your	ability	to	produce	
what	you've	promised.		

Most	companies	and	most	entrepreneurs	are	saying:		

• How	do	we	make	more	money?		

• How	do	we	cut	expenses?		

• How	do	we	build	this	cheaper?		

• How	do	we	deliver?	

Instead	of	saying:		

• How	do	we	make	a	be+er	impression	on	customers?		

• How	do	we	eliminate	what	customers	are	upset	about	doing	business	with	us?		

• How	do	we...		
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Those	are	the	HOWs	that	we	need	to	be	asking	because	customers	buy	your	HOW.	How	you	
deliver	it,	not	why	you	do	it.		

I	think	why	is	a	great	ques@on	for	our	own	mo@va@on	in	our	own	personal	approach	to	what	
we're	doing,	but	that's	the	old	customers	buy.	They	buy	how	you	do	what	do.	Being	crea@ve	
in	that	gives	you	an	incredible	leg	up	over	your	compe@@on.		

One	thing	you	go+a	be	ready	for	is	your	compe@@on	will	copy	it.	They	will	they.	They	just	
will.	That's	why	it's	important	for	you	to	be	known,	to	be	so	clear	when	you	communicated	
that	when	your	customer	imitates	the	percep@on	of	the	marketplace	is,	"Oh,	those	guys	are	
copying	Marina	because	that's	what	she	does."	

You	become	so	known	for	what	you	do	then	when	your	compe@@on	starts	doing	it	they	go,	
"Ah,	well..."	they're	ripping	them	off.		

Marina	Barayeva:		

How	to	do	it?	How	to	let	everyone	know	that	we	are	so	good	in	this	one	thing	or	several	
things	which	par@cularly	related	to	our	business?	

Sco<	McKain:		

The	magic	is	in	the	mix.	There's	not	the	ability	to	say,	the	world	has	changed	and	we	can't	
say	today,	"Oh,	OK,	so	here's	what	you	need	to	do:	get	a	Twi+er	account,	tweet	eight	@mes	a	
day	and	it's	going	to	be	great."	Because	that's	not	the	case.	The	magic	is	in	the	mix.		

Some	customers	you're	going	to	reach	on	social	media.	Some	customers	are	going	to	reach	
with	phone	calls.	Some	customers	you	are	going	to	reach	by	encouraging	referrals	from	your	
current	clients.	

All	of	those	things.	It's	comprehensively	being	in	the	marketplace	so	that	you're	raising	the	
mindshare.	Because	what	tends	to	happen,	it	is	this	combina@on	of	all	these	things	that	
make	a	difference.		

For	example,	I	may	see	you	tweet	about	something,	then	I	hear	a	recommenda@on	from	a	
friend	and	I	put	those	two	together	in	my	head	and	go,	"Oh,	she's	who	I	have	to	call."		

It's	not	anyone	is	that	combina@on.	We've	go+a	be	out	there	in	the	marketplace.	That's	why	
the	clarity	and	the	crea@vity	of	the	messages	are	so	important	because	the	magic	is	in	the	
mix.		

Marina	Barayeva:		

Somewhere	on	your	website,	I	saw	that	you	put	the	difference	between	customer	
experience	and	customer	service.	Is	this	what	you	mean	by	selling	HOW	like	selling	the	
experience	instead	of	selling	the	service?	Can	you	tell	us	more	a	li+le	bit?		

Sco<	McKain:		

There	are	three	levels	at	which	we	interact	with	our	customers.		
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Level	number	one	is	processing.	Processing	is	what	the	customer	has	a	right	to	expect	
because	they're	doing	business	with	you.		

If	you	don't	mind,	I'll	use	the	photography	business	as	an	example.		

Marina	Barayeva:		

Sure.	

Sco<	McKain:		

If	I	hire	you	to	be	a	photographer,	there	are	certain	things	I	have	a	right	to	expect.	What	we	
have	to	do	as	a	business	and	as	an	entrepreneur	to	say,	"OK,	what	does	my	customer	have	a	
right	to	expect?		

Whether	they	have	a	right	to	expect	that	I'm	going	to	be	on	@me,	I'm	going	to	be	sober,	I'm	
going	to	be	in	good	shape,	helpline,	that	I'm	going	to	have	the	equipment	that	it	takes	to	
deliver	what	they	want,	I'm	going	to	deliver	the	photographs	in	a	@mely	manner,	and	they	
have	a	right	to	expect	that	what	I've	promised	is	what	I	will	deliver.		

Those	are	the	non-nego@ables.	It	is	not	customer	service	to	do	your	job.	It	just	doing	your	
job.	It's	processing.		

Make	the	list	of	what	those	things	are.	Because	very	few	entrepreneurs	make	the	list.	They	
just	assume	everybody	knows.	When	you	start	adding	employees,	the	employees	might	not	
know	that.	Have	literally	write	it	down.	Have	the	list.		

Then	the	second	thing	is	customer	service	is	how	efficiently	and	being	friendly	as	we	execute	
those	things	that	customer	has	a	right	to	expect.	It's	processing.	Then	services	the	next	level.		

As	a	customer	service	if	you're	going	to	smile	when	you're	there,	you're	going	to	be	friendly	
when	you're	there,	and	you're	gonna	make	it	work	it	in	a	very	@mely,	efficient	manner.	That's	
great.		

If	I'm	flying	to	Beijing	and	the	flight	a+endant	asked	what	I'd	like	to	drink,	smiles,	and	asked	
me	how	my	trips	going,	that's	customer	service.		

If	the	plane	is	crashing	in	the	ocean.	I	don't	care	how	hot	the	coffee	is.	If	you	don't	get	
processing	right	service	does	not	really	ma+er.	But	everybody's	selling	their	service	before	
they	proven	they	can	do	the	job.		

But	once	you	have	service,	now	I	want	you	to	take	it	to	the	highest	level.	The	highest	level	of	
the	three	is	the	experience.	And	what	separates	the	experience	from	service	is	the	
experience	adds	personaliza@on	and	emo@on.		

I'm	only	loyal	to	something	I	have	feelings	toward.	If	I	don't	have	feelings	toward	it,	why	
would	I	be	loyal?		

All	of	us	that	are	wan@ng	to	create	loyal	customers	have	to	understand	that	we	are	in	the	
emo@on	business.	You	have	to	connect	emo@onally.	So	you	find	a	way	as	you	deliver	the	
photograph.	You	find	a	way	as	you	have	that	experience	to	really	@e	it	in	to	create	some	kind	
of	emo@onal	connec@on	with	the	customer	that	will	bond	them	with	what	they've	had.		
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That's	what	it	makes	that.	That's	the	difference	between	service	and	experience.		

Service	is	efficient.	Service	is	friendly.	But	the	emo@on	that's	what	I	tell...	I	spoke	to	some	
folks	who	repair	cars,	"You're	not	just	fixing	a	car	from	the	customer's	perspec@ve.	You're	
fixing	MY	car."	My.		

Marina	Barayeva:		

That's	a	good	point.	(Laughter)	

Sco<	McKain:		

I've	given	my	car.	And	that	is	MY	car.	If	you	have	that	same	emo@on	about	my	car	that	I	do,	
now	all	of	a	sudden,	you're	fantas@c.		

But	when	you	start	talking	about	it,	like	it's	nothing	just	one	of	eight	that	you've	repaired	the	
day.	It	might	have	been	good	service,	but	it	doesn't	make	me	a	loyal	customer	because	they	
haven't	had	an	experience.			

Marina	Barayeva:		

That's	interes@ng.	Thank	you.	For	example,	we	made	list	all	of	the	special	things	about	our	
business,	services,	and	experience,	how	can	we	show	it	to	our	employees,	clients,	partners,	
everyone?	How	can	we	express	it	in	our	business?		

Sco<	McKain:		

I	think	part	of	it	is	we	do	have	to	write	it	down.	We've	got	to	formalize	it.	We	have	to	be	able	
to	tell	our	employees	"This	is	what	the	experience	is.	This	is	as	much	a	part	of	your	job	as	
anything	else	you	do."	

I	mean	if	you	do	the	job	right,	but	the	customer	hates	us,	then	you're	out	of	a	job.	It's	as	
much	a	part	of	the	job	as	the	technical	skills.		

But	the	second	aspect	is	I	think	we	have	to	model	that.	We	have	internal	customers,	our	
employees	and	external	customers,	those	who	buy	from	us.		

In	many	organiza@ons,	they	customer	service	only	applies	to	the	people	outside.	If	we're	not	
trea@ng	our	own	people	well,	then	why	would	we	expect	that	they're	going	to	treat	our	
customers	great?		

I	hear	all	these	business	people	that	say	our	people	are	our	greatest	asset.	Then	they	treat	
them	like	an	expense.	If	people	are	your	greatest	asset,	what	do	you	do	with	an	asset?	You	
nurture	it	to	grow.	You	want	to	grow	your	assets.	You	want	them	to	expand	their	value.		

You	need	to	do	that	with	your	employees,	with	your	internal	customers,	with	your	team	to	
make	certain	that	everything	goes	OK.		

Marina	Barayeva:		

What	do	you	think	are	the	common	mistakes	that	people	make	when	they	try	to	
differen@ate	themselves	from	compe@tors?		
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Sco<	McKain:		

They	don't	understand	what	the	customer	is	seeking.	They	focus	inwardly	and	outwardly.	
They	say	things	like	what	you	said	before,	"Well,	we	have	great	service!"	thinking	that	
customers	go,	"Oh	wow,	that's	it.	That's	what	I	need!"	not	realizing	that	every	other	
compe@tor	is	saying	the	same	thing.		

What	you	have	to	do	is	not	just	say	"You	have	great	service."	You	say	"We'll	show	up	on	
@me.	We'll	smell	good."		

Or	you	set,	you	give	them	specific	examples	of	what	sets	your	service	apart.	"We're	going	to	
call	you	in	a	week	and	make	certain	that	you're	happy	and	if	you're	not	happy,	we're	going	to	
make	it	right.	Our	goal	is	customer	success."	

It's	saying	things	like	that	rather	than	"We've	got	great	service."	

Marina	Barayeva:		

So	the	more	you	explain	them	the	be+er	results	you	get.		

Sco<	McKain:		

It's	important	to	leave	behind	a	trail	of	tangibles.	Think	about	what	you	want	your	customer	
to	say	to	their	friends	aeer	you've	performed	your	product	or	they	bought	your	service.		

Jeff	Bezos	of	Amazon	says	"Your	brand..."	Everybody	talks	about	what	branding	is.	You've	
probably	heard	the	quote,	"Your	brand	is	what	people	say	about	you	when	you're	not	
there."		

What	do	you	want	your	customers	to	say	about?	Obviously,	for	that	plumbing	company,	they	
know	what	they	want	their	customers	to	say.	They	did	show	up	on	@me.	They	did	smell	
good.	It	was	a	great	experience.	

If	I	say	that	to	my	friends,	what's	the	likelihood	when	they	need	the	plumber	they're	going	
to	call	the	ones	that	show	up	on	@me	and	smelled	good.		

That's	what	we're	looking	for.	It	was	not	just	great	service.	That's	generic.	What's	something	
specific	about	what	you	do	that	will	make	a	difference	in	the	future?		

Marina	Barayeva:		

Can	you	give	us	please	a	li+le	strategy,	Sco+,	how	our	listeners	can	implement	all	of	there?	
Maybe	you	could	give	us	a	few	steps	that	they	can	take	within	next	two-three	weeks,	how	
can	they	differen@ate	themselves	from	their	compe@tors?		

Sco<	McKain:		

First,	begin	with	clarity.	Come	up	with	that	six-second	statement.	When	someone	says,	
"What	do	you	do?"	What	you	say	in	six	seconds,	that	would	make	them	go,	"Oh,	that's	
interes@ng.	Tell	me	more	about	that"	or	would	engage	them.		
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It	might	be	something	you	use	in	your	adver@sing.	While	the	customer	may	not	be	able	to	
ask	you	personally,	indirectly,	"How	would	you	do	that?"	you	at	least	get	them	thinking.	
You're	trying	to	create	that	mindshare.		

Second	thing	is,	look	at	your	business.	What's	one	thing	that	you	could	do	differently?		

Maybe	it's	showing	up	on	@me	and	smelling	good.	Maybe	it's...	there's	something	that	you	
could	do	that	would	be	unique	and	different.		

You	don't	have	to	do	everything,	but	we	can	all	pick	one	thing.	From	now	on	one	of	the	
things	we're	going	to	say	is	we're	going	to	call	you	and	make	certain	you're	happy.	Many	
businesses	do	that,	but	they	don't	say	that	they	do	that.	They	just	assume	the	customer	is	
going	to	know.		

Third	thing	is,	think	of	how	you	communicated.	Are	you	communica@ng	it	not	based	on	
"Here's	what	we	do?"	Customers	don't	seek	products	or	services.	They	seek	solu@ons	to	
their	challenges,	their	solu@ons	to	their	@me	crunch,	so	finding	ways	to	do	that	is	cri@cally	
important.		

And	then	fourth	and	finally	the	fourth	cornerstone	is	the	customer	experience	focus.	How	
are	you	bonding	emo@onally	with	your	customers?	What	are	you	doing	that	will	make	them	
feel	like	"I	know	them,	they	care	about	me	as	much	as	my	car"	or	"as	much	as	my	pictures"	
or	"as	much	as	whatever	it	might	be."		

So	when	you	start	there,	make	the	list	of	the	points	of	contact	that	you	have	with	customers.	
Think	about	how	do	we	communicate	that	more	clearly	and	what's	one	thing	that	we	could	
do	that	would	be	different	that	would	make	us	stand	out.	We	could	do	that	in	two	weeks	
and	that's	a	good	place	to	start.		

Marina	Barayeva:		

Thank	you	so	much,	Sco+.	Please	share	with	us	how	can	we	know	more	about	you?	What	
are	you	working	on?	How	can	we	find	you	out?		

Sco<	McKain:		

Yeah,	you	bet.	My	book	that's	out	now,	that's	the	one	that's	done	so	well	is	called	the	Create	
Dis@nc@on:	What	to	Do	When	''Great''	Isn't	Good	Enough	to	Grow	Your	Business	is	the	
sub@tle	and	that's	an	important	aspect	of	it.	

You	could	find	that	on	Amazon	or	wherever	books	are	sold	anywhere	in	the	world.	My	
website	is	just	Sco+McKain.com.	It's	M-C-K-A-I-N.	

And	if	people	would	like	more	resources,	more	informa@on,	all	you	need	to	do	is	to	go	to	
Dis@nc@onNa@on.com.	There	are	free	videos	for	you	to	watch	and	informa@on	for	you	to	
download.	Everything	is	right	there	for	you.		

Marina	Barayeva:		

That's	great.	All	the	links	I'll	put	under	the	blog	post.		
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Sco<	McKain:		

I	appreciate	it.	It's	been	great	talking	to	you	today,	Marina.	I	truly	appreciate	the	chance	to	
be	on	the	program.	You're	terrific.	It's	great	being	with	you.	

Marina	Barayeva:		

Aw,	you	are	amazing,	Sco+.	Thank	you	so	much	for	being	here.		

Sco<	McKain:		

Great	to	be	with	you.	Thank	you.	

Marina	Barayeva:	

All	right.	I	hope	you	got	new	insights	that	you’re	ready	to	try	in	your	business.	If	you	missed	
something	or	would	like	to	go	back	to	some	parts	of	this	interview	just	go	to	
intnetworkplus.com	where	you	will	find	the	show	notes	and	the	full	transcript	of	the	
episode.		

And	if	you	have	the	ques@ons	or	topics	that	you	would	like	to	hear	about	on	the	show	just	
email	me	to	marina@intnetworkplus.com.	

Announcer:	

Thank	you	so	much	for	joining	us	today.	If	you	are	new	to	the	show	be	sure	to	subscribe.	And	
for	more	marke@ng	@ps	go	to	the	IntNetworkPlus.com	where	you’ll	find	the	answers	on	the	
ho+est	 topics	 about	 how	 to	 grow	 your	 business.	 You	 were	 listening	 to	 Marke@ng	 for	
Crea@ves	show.	See	you	next	@me.	

Resources	from	this	interview:	

• Learn	more	about	Sco+	McKain	on	Sco+McKain.com	
• Read	Sco+’s	book	Create	Dis@nc@on	
• Get	more	informa@on	about	how	to	differen@ate	yourself	from	your	compe@tors	on	

Dis@nc@onNa@on.com	
• Follow	Sco+	on	Twi+er,	Facebook
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