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Emotional Intelligence
Emotional intelligence is a fundamental topic that has attracted the attention of scholars globally. Emotional intelligence involves the ability to perceive emotions and that of others (MacCann et al., 2020). Emotionally intelligent people perceive their emotions and that of others and control and evaluate these emotions. These individuals are also able to manage these emotions in order to be both productive and empathetic. The idea of emotional intelligence was introduced by Daniel Goleman, who was a science journalist. Some of the emotional intelligence skills are self-awareness, self-regulation, empathy, motivation, and social skills (Goleman & Boyatzis, 2017). The field of business has greatly integrated emotional intelligence in several aspects, such as sales and presentation. For instance, most businesses incorporate emotional intelligence to connect with customers, align their values with customers' expectations, and understand customers' personalities. This paper will compare and contrast the emotional intelligence approach of relationship building as outlined in level 1 of the EI Games with the technique of creating an effective message to customers as described in the video on how to connect with your audience at a core level.
One of the similarities between relationship building and creating an effective message is that both approaches involve the identification of the audience. All of these emotional intelligence techniques require an individual to highlight the identity of the audience before proceeding with the operation. Prior to creating a message to customers and also building a relationship with the audience, it is important to assess their demographics. Demographic factors of the audience cut across aspects such as age, gender, race, and population size, among others. It is irrelevant to build a relationship with strange individuals whose background information is unknown. Also, a business might get it meaningless to create and send information to parties whose identities are not well outlined (Leonidou et al., 2019). Many organizations currently utilize google analytics to obtain this information. For instance, when a company identifies its audience as women, it will be able to customize the message and the product to suit this audience, thus maintaining the relevance of its brand. 
Another similarity between relationship building and creating an effective message is understanding the audience. There is a huge difference between knowing the identity of your audience and understanding these individuals. After knowing your audience, it is important to understand them better. For instance, it is crucial to understand elements such as what makes the audience happy, what makes them angry, what issues they want you to address, the nature of information needed, and the product or service that they need, among others (Abraham, 2018). After understanding the audience, it is quite easier to connect with them and also to create messages that align with their needs and expectations. 
One of the significant differences between relationship building and creating an effective message is that creation of an effective message to the customer requires the business or an individual to assess where the audience resides, while building a relationship with the audience emphasizes building a community (Abraham, 2018). For instance, it is important to design your message after analyzing the most favorable channel where this message will reach many audiences as soon as possible. For example, the advancement in technology has benefited most businesses because they are able to find their audience on several online platforms such as WhatsApp, Facebook, Twitter, and YouTube. This implies that the message created must be able to reach the audience at their place of residence, which might be an online or physical location. There are some messages that can be best shared through online platforms, unlike other means such as blog posts and posters. On the other hand, the emotional intelligence approach of building a relationship with the audience emphasizes community building. The business must ensure that it grows its cycle and maintain positive relationships with its customers. Building a community incorporates things such as arranging get-togethers or meet and greet sessions with your customers. 
The second significant difference between these two approaches is that the approach of creating an effective message to customers relies on the mission statement and value proposition of the business. The marketing message must reflect the company’s mission statement value that it promises consumers (Engel, 2018). This value proposition is what attracts customers to the company’s products. Therefore, the message being created for customers must be aligned with the mission and value of the business to establish the relevancy of the information. On the other hand, the approach to building a relationship with an audience is different because it emphasizes the creation of a customer relationship management system that monitors the interaction between the business and the consumers. This system ensures that customers receive vest services which might promote their retention.
These two approaches are also different because creating an effective message to the audience involves deeply diving into the target market while building a relationship with the audience focus on the reward system. When creating a message to the audience, it is important to critically assess the target market in order to blend their needs in this message (Abraham, 2018). Inclusion of these needs will make the message very relevant to this audience. On the other hand, building a relationship is an approach that relies on a reward system.  Customers are likely to form a strong connection with companies that rewards them. These rewards might be in the form of giveaways or coupons. 
The fourth difference is that creating an effective message for the customers involves researching competitors' messages that have been circulated in the market while building a relationship with the audience depends on the capacity of the business to provide the audience with relevant information (Abraham, 2018). The company should examine the competitors’ techniques of drafting messages and then use this information to modify theirs. This is a way of adding value to their message. On the other hand, when building a relationship with the audience, the business should focus on providing the consumers with relevant and accurate information that can enable them to make informed decisions when purchasing certain products. This information might be on the cost of items or even the quality of various products in the store. 
Based on the above comparison, the approach to building a relationship with the audience would work best in my workplace. A good relationship is important in the workplace because it enhances team building (Jindo et al., 2020). Employees are able to come together and focus on a common goal since they are all united. This approach would also work in my workplace because all employees are friendly; hence no one is likely to reject this technique. 
In summary, emotional intelligence entails various approaches that businesses can use to engage their audience. These approaches include relationship building and creating an effective message. These approaches are similar because both involve the identification and understanding of the audience. On the other hand, the differences between these approaches are based on variables such as community building, mission statement, analysis of competitors, and delving into the target market, among other issues. Finally, building relationship is a technique that can be successful in many organizations since it brings workers together for a common goal. 
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