
It’s not WHAT you do, it’s HOW people 
relate to one another that truly gives you 
lasting advantage.

Improve the way people relate 
and get the competitive advantage 
over your rivals.

How do you stand out?

ManyMany businesses in competitive markets end up with 
similar offerings. So, to set themselves apart, they invest 
a great deal of time improving ‘what’ they offer. This is a 
vital activity as they must offer an outstanding ‘what’ to 
their market if they want to stay in business. The chal-
lenge is that this is not only difficult and expensive, but 
even if the investments are successful, the competition 
usuallyusually ends up simply copying it anyway. And so, it‘s 
back to square one.

You can’t copy something that’s invisible

The answer is to improve the ‘what’ you deliver by fun-
damentally changing ‘how’ your people relate to one 
another and your clients. ‘How’ your people relate and 
regard one another is internal and can’t be seen by your 
competitors. It is therefore difficult to replicate.

The facts speak for themselves -  what it 
looks like when the HOW empowers the 
WHAT

A retail franchise servicing cars had 3600 outlets, with 
700 of these being owned by one entrepreneur who 
built a culture based on the Arbinger approach and 
principles.

AllAll 3,600 as a franchise offer the same WHAT, yet the 
700 outlets that had developed a culture of high regard 
between its people scored 18% higher on customer 
satisfaction, 15% on sales and 9% on net profit 
before taxes.

Change from within

It’sIt’s all about transforming the way people in your 
organisation regard one another. The Arbinger Institute 
specialises in getting everyone aligned around working 
for collective results. The “regard ripple” effect will 
spread right across your organisation. It will improve 
efficiency, productivity and customer satisfaction, and 
ultimately profitability, because customers would want 
to choose you over your competitors.to choose you over your competitors.

“Successful businesses need great 
collaboration and relationships – both 
to perform internally and to foster better 
relationships with customers. The 

principle of treating people as people fits 
brilliantly with the Virgin way of doing 

business.”

Elisa NaElisa Nardi, Group HR director, Virgin Media
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How it works

ChangingChanging the way a whole company works may seem 
like a tall order, but it’s an attitude or mindset change 
rather than a reorganisation exercise. It starts with re-
moving a big stumbling block called self-deception. 
Many people don’t know they suffer from it, but once 
they do, we can show them an alternative way of 
thinking that will revolutionise the way they work.

What is Self-deception?

Put simply, it’s when your leaders and employees       
develop a distorted view that blinds them to the reality 
that they are part of the problem. This deception can 
start small, but pretty soon it results in symptoms we all 
recognise within our organisation:

•  Being defensive and resistant
•  Silo mentalities•  Silo mentalities
•  Teams with conflicting interests
•  Blame culture
•  The focus becomes increasingly internal rather 
 than on the customer

People are not objects

OneOne of the root causes of self-deception is seeing 
people as objects. Businesses even refer to their staff as 
a resource, or see their customers as vehicles or a 
means to an end. What we do is change the way leaders 
and employees regard one another, so they treat others 
as people. When this happens, classic people issues are 
broken down, and new levels of collaboration, ac-
countabilitycountability and innovation are established. All of this 
creates a positive “regard ripple” that is felt by the cus-
tomer both in the actual service and the way in which 
customers sense that they are being seen as people 
rather than objects.

With immediate effect

Our offering helps revolutionise the way people think 
about themselves and others. They have greater re-
spect for one another and develop a willingness to 
work together. This means your organisation can de-
velop a powerful game-changing advantage almost 
overnight.

“If you’re serious about long-term 
competitive advantage you need to 
consider applying Arbinger’s principles 
as the bedrock culture that underpins 
customer service, customer loyalty and 

customer viral marketing.”

Sean RisebSean Risebrow, Director of Customer 
Experience, Virgin Media

southafrica@arbinger.co.za   
arbinger.co.za

“It is clear that businesses are facing 
ever-increasing challenges to remain 
competitive and to grow. It is my belief 
that the way of being to one another at 
the heart of the Arbinger philosophy can 
have a dramatic positive influence on the 

performance of organizations.”

David HuntleDavid Huntley, CEO and Board Member to the 
Insurance Industry


	transforming_competitve_advantage01 copy
	transforming_competitve_advantage02 copy

