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Behavior vs. Commoditization:  The
Concept of Behavioral Differentiation (BD)

The concept of Behavioral Differentiation (BD) is 
a term the authors coined to describe the use of
behavior to create competitive advantage.  In this age
of commoditization, one key source of differentiation
remains: how companies behave toward their
customers.  

Too often customers’ expectations are formed against
a vast, bland, undifferentiated marketplace.

Winning Behavior transcends customer service and
includes a consideration of companies’ behaviors at
every one of their touch points with customers.

This work presents everything readers need to know
to create a behavioral strategy for their business that
will differentiate them from their competitors and win
more business.  It provides readers with a timeless
concept in a way that will help build customer loyalty
and increase market share. 

Winning Behavior shows how to create positive
behavioral differentiation throughout every phase of

business development.  Readers will learn how to
sustain behavioral differentiation through examples
drawn from the day-to-day behaviors of firms that have
differentiated themselves in the eyes of their customers
and helped them win more business.

The Big Four of Behavioral Differentiation

Behavioral Differentiation is much more than just
another name for good client relations or customer
service.  As the basis of competitive difference narrows,
smart companies understand that their behavior
toward clients is the ultimate source of competitive
advantage.  This cutting edge book explores the four
key kinds of behavioral differentiation that lead to
customers choosing any business over its rivals.

While every company aspires to build market share, 
it takes more than a mission statement, rhetoric, or
even an executive mandate.  Smart companies employ
behavioral differentiation as a critical source of
competitive advantage because it is difficult to copy,
even when competitors know about it.  Behavioral
Differentiation is hard to copy because it requires
more skill and will than many companies have—even
when they see others embracing it.

Case Studies and Examples:

Winning Behaviors is rich in examples of positive and
negative behavioral differentiation, as well as tips on
enhancing behavioral differentiation internally with
employees and externally with customers. The book
provides a wealth of examples and case studies,
including:

� How a seventeenth-century mapmaker used
effective marketing communication methods to
condition the markets in his era.

� Why bad boy John Rocker, former Atlanta Braves
relief pitcher, is a perfect illustration of negative
interpersonal behavioral differentiation—and what
impact that has had on his career.

� How a modern Navy ship captain used behavioral
differentiation to create “the best damned ship in
the Navy.”

� How two businessmen’s bad experience with a
hotel clerk led to one of the biggest “black eyes” 
in business history.

� How the Catholic Church’s treatment of the recent
sexual abuse charges illustrates negative symbolic
behavioral differentiation.

� Why Wal-Mart has been so successful, while
Kresge’s has not, and why Kmart and Montgomery
Ward filed for bankruptcy while Wal-Mart has
continued to enjoy unprecedented success.

Winning Behavior Table of Contents 

Chapter 1: The Final Frontier 

Chapter 2: We Will Assimilate You

Chapter 3: You Are How You Behave 

Chapter 4: The Four Ways to Create Behavioral Differentiation

Chapter 5: The Gold Standards in Behavioral Differentiation

Chapter 6: Random Acts of Kindness 

Chapter 7: Exceptional Values

Chapter 8: Living the Promise

Chapter 9: The Engines that Drive Behavioral Differentiation

Chapter 10: Why Southwest Airlines Soars:  

B2C Behavioral Differentiation

Chapter 11: Searching for Stars:  B2B Behavioral Differentiation

Chapter 12: Creating and Sustaining Behavioral Differentiation

What Readers Will Get From This Book

Readers of Winning Behavior will come away with 
the knowledge of:

� How it is becoming increasingly difficult in today’s
competitive marketplace for organizations to
differentiate themselves based on product
differences alone.  

� How smarter companies use behavior to create
customer loyalty and increase business.

� How smart companies manage customer touch
points to positively differentiate themselves based
on their behavior.

� How to apply Behavioral Differentiation concepts 
to their own organizations and create behavioral
differences that will impact their business.  The
book is filled with practical examples and
illustrations of behavioral differentiation.

� How customer loyalty depends primarily on the
way customers are treated-that is, on the seller’s
behavior.

� How to audit their company’s behavior and how 
to build the four types of behavioral differentiation:
operational, interpersonal, exceptional, and symbolic.

Reader Acclaim for Winning Behavior

Terry and David have created the winning formula for
businesses to succeed through behavioral differentiation
instead of just price.  They have integrated servant
leadership behaviors into winning customers for life.

— Eric Krueger
Senior Vice President and Chief Relationship Officer 
Centex Construction Company

Outbehaving the competition—thereby raising your
client’s expectations and your own performance—is a
significant leading edge concept.  Bacon and Pugh deliver
it with a punch.

— David L. Myers
President, Executive Impact

An engaging, thoughtful, and intelligent look at what
makes the difference between winners and mere
survivors in today’s tough markets.  Bacon and Pugh are
right on target ...once again.

—Jim Osborn
Vice President, Business Development, INTEC Engineering

Range of Customer Behavioral Expectation

The behaviors customers normally experience from sellers fall into
the middle hump of the curve and do not differentiate.  Behaviors at
each extreme, however, are one or more standard deviations from
the norm and will have a differentiated impact on customers, either
positively or negatively. Four Types of Behavioral Differentiation

Winning Behaviors provides the basis for readers to audit their
organization’s behavior, and explains how to positively employ the
four types of behavioral differentiation:  operational, interpersonal,
exceptional, and symbolic.

Winning Behavior provides everything readers need to know 
to create a behavioral strategy for their business that will

differentiate them from their competitors and win more business.
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