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In defense of the book

What is a book? A teacher, a landscape, a window? Marcel Proust 
wrote that authors may call their books conclusions, but for the 
reader they are called provocations. That’s what I want this book 
to be, a provocation. Yes there are some answers, but more than 
that, I want you to ask yourself questions. I want to challenge your 
comfort zone.  I want to encourage you to see possibilities for your 
business, to understand that it’s not just a business, it’s a strategic 
platform, and I want you to discover a new felt passion for your 
business.
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In one book it’s not possible to give you everything you 
need to build an industry leading ‘brand.’ So I’ve created the 

Plan2Brand online tool so you can fast track your growth and success.

It’s the world’s only interactive platform that teaches you how to 
create a set of brand foundations and a brand strategy. 

 
A STEP-BY-STEP PROGRAM FOR CREATING  
AND GROWING A SUCCESSFUL BRAND

          Special Offer     

Get access now and; 
1: Identify your Purpose
2: Build a comprehensive Buyer Persona
3: Find a meaningful ‘point-of-difference’
4: Create your Brand Pillars
5: Create your Brand Promise 
6: Create an actionable Vision Statement
7: Develop your own Brand Personality
8: Create a strategic 1 year, and 5 year brand plan

Get 50% off now!

Intermediate:  

 
Advanced:   
 

You save a further 40% by paying annually!
Pick a package and sign up in less than 60 seconds. 
Change or cancel at any time.

EXTRA

BONUSES!!

Take off now! Jump onto:  www.plan2brand.com
Use the exclusive promo code ‘P2B’ on checkout

Strategic planning, goal setting, and brand building made easy

$  
AUD19.50/mo

$  
AUD29.50/mo

Paid annually or AUD 32.50 month-to-month

Paid annually or AUD 44.50 month-to-month
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Foreword 

Jack Delosa, founder of The Entourage and  
BRW Young Rich List Member

The business world has changed. Significantly. How we start 
and build businesses has changed, but more important, we as 
consumers have changed. Although the business world is still 
addicted to professionalism at all costs, we live in an era where 
consumers want so much more than ‘professional’. Today they 
want purpose.

Today, people crave real. We want brands and people who drop 
the mask, put aside the suit of professionalism and drop the jargon. 
We recognise that nobody’s perfect and love it when a business 
has the heart to admit it. In brands we look for a stance that is bold 
enough to proclaim, “this is who we are and this is who we love 
to work with.” Nothing is more attractive than the business or the 
person that knows them self and is happy to own their unique DNA.

What makes us different, makes us brilliant. Rather than allowing 
the need for professionalism to come between human connections, 
great brands are unapologetically real, finding their true essence, 
their true purpose and amplifying it to touch the hearts and minds 
of their audience.

Historically this has been an art. Some brands have a certain magic 
innate in their DNA and are able to maintain it as the organisation 
grows. However, most don’t. In ‘Differentiate to Dominate’, Peter 
outlines how finding magic, and bottling it, is a process that anyone 
can achieve by forcing us to take a consumer focused approach to 
how we build businesses. 
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In my first interaction with Peter was a phone call from Sydney 
to Melbourne as I was scouring the country to find a branding 
agency that ‘got it’.  I knew within minutes that this was a guy who 
understands consumers, the science behind what builds great 
brands, and can systematically help people find their purpose and 
bring it to the forefront of their business through the medium we call 
‘brand’. 

Your brand is not your logo nor is it the colors on your website. 
Your brand is the heartbeat of your business. It is the feelings your 
audience associates with you and your business. In ‘Differentiate to 
Dominate’ you are about to go on an adventure into the hearts and 
minds of your consumer and through the science of great business, 
in a way that will enable you to build something that matters, in a 
world that is waiting for you to be unapologetically you.

How to use this book

“If you’re not trying to do something better, 
then you’re not focused on the customer 
and you’ll miss the possibility of making 
your business great.” – Jonathan Ive, Senior 
Vice President of Industrial Design, Apple Inc.

I recently asked 20 business owners and entrepreneurs why they 
started working for themselves? More than half said one of two 
things - to be their own boss. 

If you’re wondering about the second most common dream, I’ll get 
to that soon. Firstly, I need to address one of the greatest challenges 
every business owner and entrepreneur faces – lack of time!

Between the daily work, the new ideas, new opportunities, the 
changing technology and our social and private lives, many of us, 
no, all of us I’m sure, feel like there really aren’t enough hours in the 
day. 

In the past 10 plus years the Internet has been the killer. It’s like a 
double-edged sword, a treasure trove of information, yet a rabbit 
hole of distractions. With reams of facts, figures and opinions 
flooding our lives, we are all becoming experts at filtering out what 
we don’t need. Running my own firm, I have to be choosey when it 
comes to what I read, and that goes for books as well. 

Yet some books have inspired, educated and changed my life 
permanently. If you’re a small to medium enterprise (SME), and 
you’re passionate about what you do, I believe that ‘Differentiate to 
Dominate’ is a resource that deserves your time. 
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When you discover a completely different way of thinking about your 
business, huge positive shifts will happen. When you understand 
how you can transform your business by thinking like the world’s 
greatest brands do, you’ll realise that the chapters in this book will 
give you more of the second thing all entrepreneurs want – control 
of their lives. 

I say this because the seven-step process revealed in the following 
pages, has changed the way hundreds of businesses owners 
understand the power of ‘thinking like a brand’; transforming their 
daily routine into a more focused and energetic mission to build 
an exceptional brand. More importantly, by the time you finish 
‘Differentiate to Dominate’ you will be able to apply what you’ve 
learned immediately. 

So before you begin reading, I want to explain how the book works 
so you get the most out of it. I have broken the book down into two 
parts. 

Part One of the book is an overview of branding: where and why 
branding as a concept began; how branding evolved; how branding 
effects all start-up businesses no matter where they are in the world; 
what’s the difference between a business and a brand; what things 
you need to understand to get the most out of creating a brand.

My aim is to help you in three ways: 

1.  Provide a context for ‘Differentiate to Dominate’. 

2.  Help you recognise the importance and opportunities that 
thinking like a brand offers.

3.  Inspire you to be the best you can be, because building a brand 
is a journey, not a destination. 

The third point is really important. Plenty of businesses end in failure. 
Often not catastrophic failure, they just go off the boil, relying on 
systems instead of innovating. Innovation comes from inspiration, 
and by showing you how to build a meaningful brand I hope to help 
you create businesses that produce change, and in the process 
make life easier, richer and better for you. 

Part Two of the book is the ‘how to’. It walks you through my seven-
step process, giving you the steps and tools so you can build a 
set of strong brand foundations for your business. This is because 
while writers, marketers and designers may get involved with 
your marketing and promotions when you go out to promote your 
brand, initially defining the kernel that embodies your brand is your 
responsibility. 

The desired outcome of my process is to:

1.  Help you apply strategic thinking to the way you’ll build your 
brand.

2.  During that process encourage you to consider what tweaks 
or changes you could introduce to your business that will help 
differentiate your service or product. 

Because only by standing apart can you stand out!

The best way to describe the outcome of the seven-step process 
is for you to think of it as a roadmap. Because of the nature of the 
subject matter, I have designed the process to be interactive. Yes, 
the concepts taught in the steps are timeless, but the way they get 
applied to business is changing as you read. 

‘Differentiate to Dominate’ will teach you the formula, but 
to give you the most up-to-date application of the seven 
concept, you will find this ‘unlock the worksheet’ symbol 
throughout the book. 
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This leads you to secret bonus sections on my website. This 
exclusive content is available free to you as a reader and has been 
created to give you access to more in-depth worksheets, important 
updates, videos and bonus offers. 

Understanding and embracing strategic branding as a business 
tool is something every SME needs to do. It’s the reason great 
brands become great, and there’s no reason why every business 
owner can’t follow in their footsteps. After all, every great company 
was small once. 

By working through the concepts in each step, and implementing 
them into your business, it will help you identify a meaningful and 
differentiated position in your market that you can hold over time. 
Think of it as the straightest line between two points, the path of 
least resistance, with the lowest possible risk and the highest return.

Some of the steps may look familiar, and they should. The elements 
of a strategic plan are not new. 

What is new is the way our strategic brand plan fits together. Like a 
jigsaw, each piece is more valuable when combined with the whole. 
When completed, your brand foundations guide as many internal 
business choices as external ones.

While some may find this process challenging, the upside is 
potentially huge. For SMEs, strategic planning is one of the most 
misunderstood concepts in business today. By educating yourself 
about this process you will be ahead of 99% of your competitors, 
because they don’t have a strategic plan!

Entrepreneur Guy Kawasaki said, “The best reason to start an 
organization is to make meaning – to create a product or service to 
make the world a better place.” 

That’s what I want to see you do after reading this book.

Introduction

‘Whether to float with the tide, or swim 
with a goal. It is a choice we must all make 
consciously or unconsciously at one time 
in our lives.’ – Hunter S. Thompson

Let’s start with a simple question…what do you think when you 
hear the word ‘brand’?

You probably think of a company like Starbucks, whose ubiquitous 
coffee has become a cultural phenomenon. You might think of 
Amazon, whose name has become synonymous with books all 
over the world. You might reflect how Virgin’s distinctive logo has 
infiltrated over 400 different industries. And then there’s Nike, the 
world’s most famous sporting company. You might think of Apple, 
and look at the multitude of i-devices that are likely to be littered 
around your home. You’ll wonder why Coke has a pull much 
stronger than any generic cola. You’ll think about Chanel, and truly 
believe that it’s a better perfume.

And then you might be jealous, because in the hard times we 
are currently experiencing, these iconic monoliths still manage to 
increase their profits year after year, cleverly working their way into 
our global consciousness. We know that the world’s greatest brands 
were almost immune to the last two global recessions. This was not 
the case for millions of small and medium-sized businesses, many 
of whom have scaled back or gone out of business altogether over 
the last ten agonising years. 
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was small once. 

By working through the concepts in each step, and implementing 
them into your business, it will help you identify a meaningful and 
differentiated position in your market that you can hold over time. 
Think of it as the straightest line between two points, the path of 
least resistance, with the lowest possible risk and the highest return.

Some of the steps may look familiar, and they should. The elements 
of a strategic plan are not new. 

What is new is the way our strategic brand plan fits together. Like a 
jigsaw, each piece is more valuable when combined with the whole. 
When completed, your brand foundations guide as many internal 
business choices as external ones.

While some may find this process challenging, the upside is 
potentially huge. For SMEs, strategic planning is one of the most 
misunderstood concepts in business today. By educating yourself 
about this process you will be ahead of 99% of your competitors, 
because they don’t have a strategic plan!

Entrepreneur Guy Kawasaki said, “The best reason to start an 
organization is to make meaning – to create a product or service to 
make the world a better place.” 

That’s what I want to see you do after reading this book.

Introduction

‘Whether to float with the tide, or swim 
with a goal. It is a choice we must all make 
consciously or unconsciously at one time 
in our lives.’ – Hunter S. Thompson

Let’s start with a simple question…what do you think when you 
hear the word ‘brand’?

You probably think of a company like Starbucks, whose ubiquitous 
coffee has become a cultural phenomenon. You might think of 
Amazon, whose name has become synonymous with books all 
over the world. You might reflect how Virgin’s distinctive logo has 
infiltrated over 400 different industries. And then there’s Nike, the 
world’s most famous sporting company. You might think of Apple, 
and look at the multitude of i-devices that are likely to be littered 
around your home. You’ll wonder why Coke has a pull much 
stronger than any generic cola. You’ll think about Chanel, and truly 
believe that it’s a better perfume.

And then you might be jealous, because in the hard times we 
are currently experiencing, these iconic monoliths still manage to 
increase their profits year after year, cleverly working their way into 
our global consciousness. We know that the world’s greatest brands 
were almost immune to the last two global recessions. This was not 
the case for millions of small and medium-sized businesses, many 
of whom have scaled back or gone out of business altogether over 
the last ten agonising years. 
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The secret of domination

You probably think that the brands that achieve the dizzying heights 
of the Amazons of the world do so because they’re sitting on epic 
piles of money, but you’d be wrong. The reasons for their success 
are not nearly so crude.  The reasons are, in fact, deeply rooted 
in human nature. Human beings are innately social creatures. 
We are made to interact and inter-relate. We are either drawn to 
or uninterested in new relationships for a multitude of reasons we 
barely understand. Yet over time we surround ourselves with those 
we feel most comfortable with, and some we stay with forever. 

Brand loyalty hinges on this human dynamic, the innate need to 
belong and be with people we relate to and who share our views 
and outlook. At a more shallow level, we have a relationship with the 
brands we trust and embrace because they display characteristics 
or values we relate to. Building on that sense of belonging between 
your customer and your brand determines the extent to which you 
will grow and have brand value.

But how do dominant brands encourage consumers to choose 
them in the first place? At the end of the day, every product or 
service must face the judgment of the customer. All they really want 
to know is how are you different from the competition? How are you 
better than the competition? What value are you ultimately offering 
them? 

Unfortunately, however, business owners often find it very difficult 
to articulate the main problem they  solve, the need they fill and 
the unique qualities that differentiate them from their competitors. 
When asked why we exist, most of us default to describing the 
industries we are in or the products we make. But if we as business 
owners aren’t clear about why we’re in business and what is so 
special about our product or service, then how confused must our 
employees and prospects be?

No matter what market you do business in, for your brand to 
succeed you must achieve differentiation. It’s the starting point to 
every great brand. After all, if your product or service is not different, 
what are you? You can only be similar, and consumers will assess 
your product or service on price alone. The truth is the majority 
of firms in any competitive market are undifferentiated, selling the 
same homogenous goods as the next guy. This means one thing; 
you must all sell at whatever price the market determines, which is 
not a good place to be. You haven’t even opened your front door, 
and you’re already destined to become a commodity. 

So how do you achieve differentiation? The reason these 
multinationals have been around for decades now and have 
managed to weave their way into our daily lives is through a series 
of concentrated and consistent branding tactics and campaigns. 

The truth is they have a plan, a secret weapon, and it’s called a 
brand strategy.

Now, you might think that a brand strategy is the realm of big 
corporates, that it involves outrageous costs for little return. You 
might say, “Nah, too hard, all that marketing stuff!” You might 
wonder how those lucky companies do it, then decide to leave it, 
cross your fingers and hope your business grows.

Well, I’ve got good news. You don’t have to be a big bloated 
corporate to be a successful brand. You don’t have to have an 
endless money pit or a wealthy in-law. It’s not as challenging as you 
think and luck has nothing to do with it. It’s not about crossing your 
fingers; it’s about steering your own ship.

Unfortunately, most small businesses completely miss this 
piece of the puzzle.
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At college some thirty plus years ago I studied ‘communications’, 
which was essentially a graphic communications curriculum, and 
I graduated as a graphic designer. It was 1986 when I started 
my design studio, and if an organisation didn’t have the budget 
to work with a full-blown advertising agency, we were the next 
button on their speed dial. In close to thirty years I have helped 
literally thousands of small and medium-sized businesses with their 
branding and marketing efforts.

Looking back, what amazed me so much was that in my first twenty 
years of business, the term ‘strategy’ barely ever entered any client 
conversation. Instead, the conversation always centered on more 
tangible things like the image, or increasing the size of the logo, or 
the colours we used, which were all meaningful points in the client’s 
mind, but I now know that back then we were all missing the point. 

After thirty years in the business I now know what a brand strategy 
is, why it matters, and how to execute it. But without a lie, most 
businesses I deal with still don’t think their company needs a 
strategy. I’ve spent the better part of my life working with firms 
who don’t give strategy a fleeting thought. Repeatedly I see them 
struggle to grasp the importance of strategy or truly understand 
branding, often moving from one design supplier to another and 
blaming them for their lack of growth.

The concept of strategy as it relates to your business is quite 
simple: your strategy is intended to inform your marketplace 
how you compete. Your brand strategy is the key to achieving a 
differentiated brand. A great business strategy helps you create 
products services and a great work culture. Every business needs 
a strategy to minimize risks.

Brands and small business

I love great brands. They make my life easier.  In my frantic day-to-
day, they help me to quickly narrow my choices, purchase more 
confidently and get on with my day. This is probably true for you, 
too. We grow to know the brands we embrace, gaining a clear 
idea of what we’re getting when we interact with them. It’s a lot like 
touching base with a friend, one who gives us a sense of familiarity 
and stability. The relationship between a customer and a brand is 
the same as the relationship between true friends – you can count 
on them. 

But while brands make my life easier, there’s another reason I 
love branding - it’s the sheer, untapped potential it can bring to 
entrepreneurs and growing businesses.

Now, just for a moment, think about it: 

 •  Can your business touch and influence your customers the 
way great brands do?

 •  Can the average dry cleaner, business coach, or events 
company think, look, and present like great brands do? 

 •  Can you or the local gym inspire and engage your clientele 
with your messaging and customer service, to the point 
where new customers keep coming? 

 •  Can you inform, lead, grow and present a consistent 
experience at every touch point, increasing profits year on 
year?

The simple answer is, yes, you can. In fact, if you plan on growing a 
business in our new speed-of-light, overly optimised world, building 
a brand is the key to your success. 

Introduction
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Now I believe it’s time for you, the small business owner and 
entrepreneur, to do the same by building your own secret weapon 
– your very own brand strategy. While many of you already have the 
ingredients and passion, you’re probably not thinking like the great 
brands do. You’re not starting with a plan and then implementing it.

 While it might at first appear hard for most generic products or 
services to differentiate, it is possible by connecting at a more 
emotional level with your prospects and customers through values 
that matter to them. These values can be rational or emotional, 
but the degree to which you possess them, and the meaning 
they have to the consumers (beyond the actual product itself) will 
determine whether or not consumers perceive your brand as truly 
differentiated.

Finding that reason to matter rests with you, the business owner. 
Through ‘Differentiate to Dominate’ I will share with you what I have 
learned in the hope that you will gain a better understanding of what 
strategy is, why it matters, and what you must do to embrace it and 
dominate.

In this book I will discuss branding, its background and what 
dominant brands have in common, then take you through a seven-
step process that will help you to position your business as the 
best choice in the eyes of your prospects. These seven steps will 
help you differentiate and define your brand foundations. To gain a 
competitive edge today, the best brands don’t just use marketing, 
messages and symbols to grow. Instead, they strategically manage 
their brands according to a set of guiding principles that drive 
business decisions that help them to grow.

The exercises, tools and steps recommended in the second half of 
this book are based on my thirty years of working with hundreds 
of small and medium-sized businesses. The thoughts, principles 

and exercises are by no means a marketing or business plan, but 
represent the infrastructure that smaller companies fail to build.

By understanding and applying the seven foundational principles 
of branding, you will be able to find a unique position within your 
market and create the messaging that will give you more influence, 
longevity, a better reputation and more connectedness.

My goal is not to lecture you on ‘brand strategy’ but to inspire and 
motivate you to come out from under the shadows of your larger 
competitors and dominate by thinking strategically.

Introduction
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What is branding? 

‘Twenty years from 
now you will be more 
disappointed by the 
things you didn’t do 
than by the ones you 
did do. So throw off 
the bowlines. Sail away 
from the safe harbor. 
Catch the trade winds 
in your sails. Explore. 
Dream. Discover.’ – 
Mark Twain
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What is branding? 

While we are all familiar with the word ‘brand’, it’s impossible to find 
one clear definition the world can agree on. In the infamous words 
of US Supreme Court Justice Potter Stewart, “I’ll know it when I 
see it.” The components of a brand include intangible concepts, 
confusing marketing theories and double speak that makes little 
sense but often sounds expensive. Adding to the confusion is the 
fact that the commercial environment that branding lives within is in 
a state of constant change, making any definition superfluous over 
time. 

If you Google the word ‘brand’ you will be faced with hundreds of 
thousands of websites that have weighed in on the subject and 
you’ll find hundreds of different definitions. 

Three of my favorites are:

“A brand is a reason to choose.” 
– Cheryl Burgess, Blue Focus Marketing

“A brand is a promise wrapped in an experience – a consistent 
promise wrapped in a consistent experience.” 
– Charlie Hughes and William Jeanes

“A brand is a person’s gut feeling about a product, service or 
company.” 
– Marty Neumeier

What we can agree on, however, is that your brand is not your 
logo, or your advertising, website, images, personality, trademark, 
or your company’s look and feel. These are merely expressions or 
manifestations of your brand.

The best way to truly understand branding is to understand its 
evolution, from its origin through to the modern concepts. 

The evolution of branding

The term ‘brand’ can first be found in ancient Norway where the 
Vikings used the word ‘brand’ as a way of identifying ownership 
of their animals. Over the coming centuries, branding became 
established as a form of quasi-legal protection, commonly being 
used by artisans who marked or branded their work and goods.

It was an English artisan by the name of Josiah Wedgewood who 
was credited by economists for creating the first modern brand. 
Wedgewood was born into a family of potters during the industrial 
revolution and he worked passionately to improve the quality of 
the crockery of his day. The quality of his goods created so much 
demand that he was able to charge a premium price and the name 
‘Wedgewood’ soon became synonymous with ‘quality’. A brand 
was born.

Among historians, it’s commonly agreed that the pioneering 
American spirit played the next major role in developing branding 
into the highly commercial and complex art form we know today. 

The rapid expansion of the United States of America was fuelled 
by a huge railroad network, which not only connected hundreds 
of new cities but also created efficient new distribution channels 
on a scale never before seen. Product catalogues carrying the first 
advertising messages from growing brands were suddenly available 
nationwide. Newspapers and magazines funded their own growth 
by carrying the manufacturers’ advertisements. The design and 
advertising industry matured through the increased competitive 
need for better packaging and marketing materials.
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Branding during this early modern era was a relatively simple idea, 
whereby product manufacturers and their advertising agencies 
focused on fundamentals such as name, packaging design and 
perhaps a descriptive positioning statement such as Persil’s ‘Gives 
the whites wash’ and Victor’s ‘The big name in motor mowing’. 

It was in 1924 when Alfred P. Sloan, General Motors’ newly named 
president, started thinking strategically and began developing 
different automobile models based on different customer 
demographics. New cars were produced with the price and quality 
of each car appealing to what the different consumers they identified 
could afford. 

This shift in marketing thinking didn’t go unnoticed and on 13 
May 1931, Neil McElroy, President of the American multinational 
consumer goods company Procter & Gamble (P & G), proposed 
the modern concept of ‘branding’. In a calculated effort to 
differentiate the increasing number of products P & G promoted, 
Neil penned an internal memo outlining a new business strategy 
called ‘brand management.’ He created the notion that product 
specialisation and differentiation, instead of business function, 
would play an important role in the company’s future. McElroy’s 
brand management idea ultimately became the foundation of the 
company’s business strategy.

McElroy was frustrated with having to compete not only with 
soaps from Lever and Palmolive, but also with Ivory, P&G’s own 
flagship product. In his now-famous memo, he argued that more 
concentrated attention should be paid to Camay, and by extension 
to other P&G brands as well. In addition to having a person in charge 
of each brand, he argued there should be a substantial team of 
people devoted to thinking about every aspect of marketing it. This 
dedicated group should attend to one brand and it alone. The new 

unit should include a brand assistant, several ‘check-up people’, 
and others with very specific tasks.

The concern of these managers would be one brand only, which 
would be marketed as if it were a separate business. In this way the 
qualities of every brand would be distinguished from those of every 
other. In ad campaigns Camay and Ivory, both P & G products, 
would be targeted to different consumer markets and therefore 
would become less competitive with each other. Over the years, 
‘product differentiation’, as businesspeople came to call it, would 
develop into a key element of marketing.

McElroy’s memo ran to a terse three pages, in violation of then 
President Deupree’s model of the ‘one-page memo’, a P&G custom 
that had become well known in management circles. But the content 
of the memo made good sense, and its proposals were approved up 
the corporate hierarchy and endorsed with enthusiasm by Deupree.

Thus was born the modern system of brand management. It was 
widely emulated, and in one form or another was followed in the 
early twenty-first century by many consumer-products companies 
throughout the world.

Fast-forward a decade and the first truly successful advertising 
agency was launched in America and named after its founder. 
Ted Bates & Company grew to become the world’s fourth largest 
agency group and, under Ted’s guidance, expanded for twenty-six 
years without losing a single client.

Ted Bates’ creative partner was advertising maverick Rosser Reeves,  
an advertising pioneer who crafted one of the most popular brand 
slogans of all time (M&Ms “melt in your mouth, not in your hand”).
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Ted and Rosser are in many ways the original ‘ad men’. It is widely 
accepted that the popular TV drama ‘Mad Men’ is based, at least 
in part, on them.

Ted conducted extensive research during his company’s formative 
years to reverse engineer the success of his clients’ companies 
in order to identify a pattern that could be replicated. His team 
researched the components of successful advertising campaigns 
and found that the most successful brands, those that both led 
their category and produced the highest return on investment (ROI), 
used what they termed the Unique Selling Proposition or USP. In 
1962 Ted Bates & Company’s Chairman, Rosser Reeves, penned 
‘Reality in Advertising’, in which he shared the concept of the USP 
and outlined its three pillars:

1.  The proposition must be clearly stated to the consumer: ‘Buy 
this product, and you will get this specific benefit.’

2.  The proposition itself must be unique. It must express a specific 
benefit that competitors do not, will not, or cannot offer.

3.  The proposition must be strong enough to pull new customers 
to the product.

The concept of branding in business began to go mainstream in 
the late 60s and early 70s as the broader concepts of brand image 
and brand values were developed. In 1972 Al Ries (with Jack Trout) 
wrote a three-part series of articles on ‘positioning’ for Advertising 
Age magazine. 

Al argued that the consumers’ perception of a given brand was 
more important than product superiority and was instrumental to 
success. He talked about a brand being all about perceptions, and 
so, in order to gain a positive reputation and be perceived well by 

consumers, brands needed to be well positioned in the mind of 
your customer.

Dubbed ‘brand positioning,’ this concept remains the standard for 
developing successful brands to this day.

Ries and Trout explain that while positioning begins with a product, 
the concept really is about positioning that product in the mind of 
the customer. This approach is needed because consumers are 
bombarded with a continuous, almost mind numbing stream of 
advertising. 

In the battle of the car hire brands we can see how Avis tried 
unsuccessfully for years to win customers, pretending that the 
market leader, Hertz, did not exist. Finally, Avis began using the line: 

“Avis in only No. 2 in rent-a-cars, so why go with us? We try harder.”

After launching the campaign, Avis quickly became profitable. 
Whether Avis actually tried harder was not particularly relevant to 
their success. Rather, consumers finally were able to relate Avis to 
Hertz, which was number one in their minds. 

Through the second half of the twentieth century, western 
economies experienced phenomenal growth. With the advent of 
radio and television, the world bore witness to a change that made 
everybody and every business rethink the way they communicate. 
Radio has been with us for over a hundred years, and television 
a little over fifty years. These two technologies have dominated 
the media and advertising landscape for generations and are still 
part of the communications fabric that binds our society together. 
Television and radio took center stage alongside the continued 
growth of a newly segmented magazine and newspaper industry. 
The advertising industry continued to grow and increasingly 
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focused on visual concepts and audience segmentation tactics 
(targeting messages to specific groups) to communicate with the 
growing number of niche markets like ‘stay at home mums’ or ‘car 
enthusiasts’. 

As international air travel became more affordable and began to 
shrink our world, branding continued to evolve and slowly took on 
a more complex, nuanced meaning to a larger, more diverse group 
of businesses. The once powerful advertising agencies found new 
competition from public relations agencies, marketing companies 
and design studios that all spoke about branding from their own 
perspectives. A graphic designer saw branding from a visual aspect 
while public relations were normally more interested in one feature 
of the brand they were seeking publicity for.

It was around the 1970’s and 1980’s when advertising agencies 
and other creative groups grew through specialisation, leaving 
behind the Mad Men era of only servicing national brands and 
becoming a crucial resource to the growing number of medium-
sized businesses.

About thirty years later newspaper and magazine readership peaked 
and, driven by technology, television and visual entertainment 
dominated into the turn of the century. 

Which brings us to the twenty-first century.

Today we are witnessing another revolution and, as usual, we’re 
having a hard time giving a name to the technology. It has been 
called the Internet revolution, the social revolution, and now the 
content revolution. Whatever moniker sticks, one thing is certain; 
we have only witnessed its birth! And I believe it’s the single biggest 
factor affecting the evolution of branding today.

The media revolution we are currently experiencing is as profound 
and life-changing as the invention of the printing press in the 
fifteenth century, which made mass communication possible for 
the first time. It’s as important as Alexander Graham Bell’s invention 
of the telephone, which made voice-based conversation possible. 
It’s as influential as the invention of recorded media – first photos, 
then recorded sound and eventually movies – which profoundly 
changed the communications landscape. 

The reason this revolution will be as revolutionary as any we have 
witnessed in the past, is that for the first time in history a platform now 
exists where two-way communications to many people at the same 
time is possible. The Internet has disrupted traditional marketing 
and branding by throwing ‘real-time’ and ‘instant’ into the equation 
as information and messaging are now distributed and shared at 
a mind-blowing speed. No longer can businesses broadcast their 
message and call it a day. Consumers are delighting in finally having 
a voice, in having the power to unsubscribe, to tweet about bad 
service and to leave bad reviews on rating sites.

In the next chapter we will look at how the media revolution is 
creating a brave new world of branding. But before we do that, we 
still need to come up with a definition of branding.

So what is a brand and why is it so important?

Your brand is the entire experience your prospects and customers 
have when dealing with your company. It’s what you stand for, a 
promise you make and the personality you convey, not just the 
creative elements that convey your brand. In reality, your brand 
lives in every day-to-day interaction you have with your market, 
and should consistently and repeatedly tell your prospects and 
customers why they should buy from you.
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and life-changing as the invention of the printing press in the 
fifteenth century, which made mass communication possible for 
the first time. It’s as important as Alexander Graham Bell’s invention 
of the telephone, which made voice-based conversation possible. 
It’s as influential as the invention of recorded media – first photos, 
then recorded sound and eventually movies – which profoundly 
changed the communications landscape. 
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witnessed in the past, is that for the first time in history a platform now 
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time is possible. The Internet has disrupted traditional marketing 
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have when dealing with your company. It’s what you stand for, a 
promise you make and the personality you convey, not just the 
creative elements that convey your brand. In reality, your brand 
lives in every day-to-day interaction you have with your market, 
and should consistently and repeatedly tell your prospects and 
customers why they should buy from you.
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PETER ENGELHARDT Part 1:  What is branding? 

There is a big difference between a business and a brand, so let’s 
look at what exactly separates them: 

 •  Is it the number of locations? 

 •  Is it revenue? 

 •  Is it something you can measure in hashtags and retweets? 

What does one have to do before one can legitimately say, “We’re 
not just a business anymore. We’re a brand.”

There are many elements that combine to make up a brand:

On Wikipedia, a brand is defined as “the name, term, symbol or any 
other feature that identifies one seller’s product distinct from those 
of other sellers.” 

This is a good start, to create a brand, one thing you need to be is 
different from others.

Many brand experts say a brand is “whatever your prospect thinks 
of when he or she hears your brand name.” 

In other words, a brand needs a good reputation.

Now think about Virgin’s, Apple’s or even Aesop’s reputation. These 
brands are successful because they have consistently delivered the 
highest quality products in their respective markets. 

So quality is a big part of building a brand too.

So we’re getting closer, but while differentiation, reputation and 
quality are important foundations for building a brand, they’re still 
just functional characteristics. 

Which brings us back to the original question – what is the essence 
that separates a business from a brand?

Many experts agree that a business becomes a brand when 
it transcends its category of origin. That is, when it takes an 
existing core equity, or a particular philosophy, and it infuses 
that idea into everything it does, furthering its reputation or 
world view one product, service or line extension at a time. 

Lego has transcended its original category – to become one of 
the most iconic brands in the world today, with line extensions 
everywhere you look, from video games, robotics, amusement 
parks to their own feature length films.

Successful branding is all about understanding who you are and 
being true to what you say you are. It’s the sum total of many 
parts, including your logo, your slogan, the images you convey, the 
messages you deliver on your website and in your sales materials, 
the way your employees interact with customers, a customer’s 
opinion of you versus your competition and much more.

The nature of branding has changed radically since Josiah 
Wedgewood first stamped a plate, and it is no longer a static 
element. Branding has become a process. And a process that is 
flexible and malleable, that is not bogged down in fixed ideas but 
is future-proofed and forward-looking, and exactly what you need 
to establish and grow a business in the new information rich online 
world.
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PETER ENGELHARDT Part 1:  What is branding? 

A brand new reality

“Products are made in the factory, but 
brands are created in the mind.” – Walter 
Landor, designer of the Coca-Cola script

You may have often heard it said that there are only two certainties 
in life, death and taxes. Thanks to the online revolution we can 
now add ‘increased choice for consumers’ and, as a result of that 
increased choice, ‘increased competition for businesses’. 

The choice pandemic

When I was a young child, a distant family member visited us from 
Estonia and though I don’t remember everything about her visit, one 
thing has stuck with me all these years. As we were showing her 
the local shops, we passed a monstrous hardware store that had 
an immense array of products displayed in the window. Our visitor, 
who lived under Soviet rule, assumed that as wealthy westerners 
we owned every type of item she could see in that window. Now 
while that seemed a little bizarre at the time, it’s become closer to 
the truth than we care to admit. 

I was lucky to grow up in a society where personal choices were 
allowed and encouraged, but when I was growing up the number 
of choices an individual had was still fairly limited. Back when my 
parents bought their first car they could choose from a Ford, Holden 
or a second-hand Vauxhall. Today, however, it’s a very different 
story. At last count, today there are over 300 different vehicles on 
the market.

In Al Ries and Jack Trout’s book ‘The 22 Immutable Laws of 
Marketing’, the authors identified the ‘law of division’ to explain 

the current explosion of choice. They view the market as an ever-
dividing sea of categories, not unlike an amoeba dividing in a petri 
dish. 

A business category always starts with a single choice or entity. 
Automobiles are a great example. The motor car was invented 
in Europe (Germany, to be specific), and at the start of the 20th 
Century, all motor vehicles were built one-by-one using the ‘coach-
building’ method.

But in 1908, Henry Ford transformed the car manufacturing 
industry. He started with the premise that for more people to be 
able to afford cars, cars needed to be cheaper. This idea sounds 
simple enough, but in reality, it meant bringing the cost of a car 
down from around $4000 (twice the average annual income at the 
time) to less than $1000. 

To achieve this Henry introduced the ‘assembly line’ for motor 
vehicle construction. By claiming that Model T could be bought 
in “Any color … so long as it is black”, the Ford Motor Company 
was able to grow sales from 10,000 cars manufactured in 1908 to 
472,350 cars in 1915 to 933,720 cars in 1920.

Gradually, however, the market began to expand. Along came 
Chevrolet, Chrysler and Plymouth in the early 1950s, and eventually 
the European and Japanese car manufacturers sprang into the 
market. Two-door cars, SUVs, station wagons, sports cars, high-
performance cars and four-wheel drives are now options, and now 
China is adding to our choices.

The same effect can be seen in the computer industry. The first 
personal computer manufacturer was ‘the big blue’ – IBM in 
partnership with Packard Bell. Fast-forward a few years and not 
only do we have dozens of computer brands, we have a confusing 
range of desktops, laptops, tablets, watches and wearables.
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PETER ENGELHARDT Part 1:  What is branding? 

If you walk into a supermarket or a huge big-box superstore today, 
the myriad of choices assault the senses. For those of us running 
a business it’s important to note that this explosion of choice has 
proliferated into nearly every market segment and will continue to 
do so. 

When it comes to selling your product or service, your prospects 
and customers are now overwhelmed by choices that seem 
similar to what you are offering, and I’ll bet they struggle to see any 
significant difference between you and your competitors. If you’re 
not helping them to understand the benefits of buying from you, 
they will invariably buy the least expensive option. Do you really 
want to go there?

To succeed in these changing times you have two choices:  
Drop your prices (again), take a stab at some marketing and 
hope you’re noticed first, or understand that your business 
is more than a business – it’s a strategic platform that 
can be used to leverage your purpose and the key values 
and attributes that differentiate you. In turn this will build 
company culture, improve the value you deliver to the 
customer and set you up for long-term growth.

For over twenty years, we’ve witnessed our lifestyles change 
as advances in technology accelerate. Our computers are 
indispensable, and Alexander Graham Bell wouldn’t recognise 
today’s phones if one rang in his hand. Trying clothes on in the shop 
is becoming passé as we order clothes, flowers, wedding rings, 
funerals and even our next relationship online. We now get our 
news, rumors and fake news at the speed of light via fibre optics. 

In this breakneck, got-to-get-it-done-yesterday world, people are 
looking for ways of doing more in less time. To claw back some 
valuable time, we create shortcuts by using more technology. Instead 

of diligent research, we simply Google. We invent more technology 
to fast-forward or skip the ad breaks. We use abbreviations (lol, brb) 
to make texting faster. The current explosion of technology has not 
only created more choice, it has in part been responsible for fuelling 
a choice pandemic. It’s because consumers have so much choice 
that they are turning to technology to make decision-making easier. 

Author James Glieck, in his 1999 book ‘Faster,’ explains why we will 
continue to see an acceleration of just about everything. Consider 
the following extract:

‘This proliferation of choice represents yet another positive feedback 
loop--a whole menagerie of such loops. The more information glut 
bears down on you; the more Internet ‘portals’ and search engines 
and infobots arise to help by pouring information your way.  The 
more telephone lines you have, the more you need. The more 
patents, the more patent lawyers and patent search services. The 
more cookbooks you buy or browse, the more you feel the need to 
serve your guests something new; the more cookbooks you need. 
The complications beget choice; the choices inspire technology; 
the technologies create complication. Without the distribution and 
manufacturing efficiencies of the modern age, without toll-free 
numbers and express delivery and bar codes and scanners and, 
above all, computers, the choices would not be multiplying like this.’

Today we look to brands to help us cut through the noise and make 
swifter, better-informed choices. Urban Spoon helps us decide 
where and what to eat and Catch-of-the-Day helps us choose the 
cheapest jacket. Using an app we can find the best coffee, the 
best productivity tips, the best way to exercise, the best way to fall 
asleep and the right time to wake up. If all else fails, we can reach 
for our phones to find a doctor.
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The battle to stand out 

But just as branding becomes more important than ever, and 
consumers rely on it more than ever, the media revolution is making 
it increasingly difficult for a brand to stand out from the crowd.

This tyranny of technology means that brands must now compete 
for space not just on shelves, but on websites and in people’s 
minds. The fight for a brand’s presence has become an ugly fight; 
our eyeballs and minds are the new battlegrounds. The consumer 
is being hit from every angle. Even the space left in our email and 
on our desktops is contested. When we look back, there was 
a time when a few newspapers, TV stations, and radio stations 
handled all the commercials. But today the traditional thirty-second 
advertisement is an endangered species. We live in a sound-bite 
society where the ability to capture a message succinctly and touch 
people’s hearts is the Holy Grail.

Why your business or brand matters and how you compete is more 
important now than at any other point in history. Consumers today 
are less influenced by one way marketing messages. They are 
adept using their DVR to fast-forward through TV commercials and 
blocking obtrusive online advertising. They are doing more research 
on the products they intend to buy and are turning to review sites 
and their friends on social media to vet potential suppliers. As a 
result, traditional businesses are facing tough questions while 
coming to terms with their outdated business models.

Today is a pivotal moment in history where we are staring down the 
barrel of a time-starved world and a younger generation who think 
and act very differently from the consumers of previous generations. 
Brand marketing that pulled on emotional heart strings based on a 
dated value system will have a shrinking role to fill in a world where 
choice is multiplying and on-demand information is the norm, and 
our time and resources continue to shrink.

New brands will have increasing difficulty gaining traction if they 
approach things in the ways of the past. For the established brands, 
consumer awareness is working well…for now. Their customers 
have invested time building a relationship with their brand, and there 
is already a level of comfort and recognition. But…

The times, they are a changin’… 

If you want to predict the financial health of any western economy, 
look no further than the plethora of advertising and marketing 
companies that service the small and medium-sized business 
sector. 

These creative suppliers are like the proverbial ‘canary in the coal 
mine’. They are the first to see budget cuts when revenue slows 
down, well before governments admit to it, and the first to see 
budget increases when the markets start to turn. 

I mention this because I have been one of those providers for over 
thirty years. As I’m witnessing the world slowly drag itself out of 
arguably the worst recession for many generations, there is one 
theme I’m repeatedly seeing that distinguishes this economic 
turnaround from previous ones.

In the past, to be successful in business, firms mostly relied on 
the control of a scare resource. It could be a battle for marginal 
lands, the race to build a newspaper monopoly or, at its ugliest, the 
cutthroat tactics involved with trading stocks. Often described as 
the ‘zero-sum game,’ it’s defined as a situation in which a win by 
one person means a loss to the other, and that’s how business was 
done! You owned the house; somebody paid you to rent it.

Well the times they are a changin’. The tactics that matter today 
and make a difference are less about the battle for control, and 



www.DifferentiateToDominate.com32 33

PETER ENGELHARDT Part 1:  What is branding? 

The battle to stand out 

But just as branding becomes more important than ever, and 
consumers rely on it more than ever, the media revolution is making 
it increasingly difficult for a brand to stand out from the crowd.

This tyranny of technology means that brands must now compete 
for space not just on shelves, but on websites and in people’s 
minds. The fight for a brand’s presence has become an ugly fight; 
our eyeballs and minds are the new battlegrounds. The consumer 
is being hit from every angle. Even the space left in our email and 
on our desktops is contested. When we look back, there was 
a time when a few newspapers, TV stations, and radio stations 
handled all the commercials. But today the traditional thirty-second 
advertisement is an endangered species. We live in a sound-bite 
society where the ability to capture a message succinctly and touch 
people’s hearts is the Holy Grail.

Why your business or brand matters and how you compete is more 
important now than at any other point in history. Consumers today 
are less influenced by one way marketing messages. They are 
adept using their DVR to fast-forward through TV commercials and 
blocking obtrusive online advertising. They are doing more research 
on the products they intend to buy and are turning to review sites 
and their friends on social media to vet potential suppliers. As a 
result, traditional businesses are facing tough questions while 
coming to terms with their outdated business models.

Today is a pivotal moment in history where we are staring down the 
barrel of a time-starved world and a younger generation who think 
and act very differently from the consumers of previous generations. 
Brand marketing that pulled on emotional heart strings based on a 
dated value system will have a shrinking role to fill in a world where 
choice is multiplying and on-demand information is the norm, and 
our time and resources continue to shrink.

New brands will have increasing difficulty gaining traction if they 
approach things in the ways of the past. For the established brands, 
consumer awareness is working well…for now. Their customers 
have invested time building a relationship with their brand, and there 
is already a level of comfort and recognition. But…

The times, they are a changin’… 

If you want to predict the financial health of any western economy, 
look no further than the plethora of advertising and marketing 
companies that service the small and medium-sized business 
sector. 

These creative suppliers are like the proverbial ‘canary in the coal 
mine’. They are the first to see budget cuts when revenue slows 
down, well before governments admit to it, and the first to see 
budget increases when the markets start to turn. 

I mention this because I have been one of those providers for over 
thirty years. As I’m witnessing the world slowly drag itself out of 
arguably the worst recession for many generations, there is one 
theme I’m repeatedly seeing that distinguishes this economic 
turnaround from previous ones.

In the past, to be successful in business, firms mostly relied on 
the control of a scare resource. It could be a battle for marginal 
lands, the race to build a newspaper monopoly or, at its ugliest, the 
cutthroat tactics involved with trading stocks. Often described as 
the ‘zero-sum game,’ it’s defined as a situation in which a win by 
one person means a loss to the other, and that’s how business was 
done! You owned the house; somebody paid you to rent it.

Well the times they are a changin’. The tactics that matter today 
and make a difference are less about the battle for control, and 



www.DifferentiateToDominate.com32 33

PETER ENGELHARDT Part 1:  What is branding? 

The battle to stand out 

But just as branding becomes more important than ever, and 
consumers rely on it more than ever, the media revolution is making 
it increasingly difficult for a brand to stand out from the crowd.

This tyranny of technology means that brands must now compete 
for space not just on shelves, but on websites and in people’s 
minds. The fight for a brand’s presence has become an ugly fight; 
our eyeballs and minds are the new battlegrounds. The consumer 
is being hit from every angle. Even the space left in our email and 
on our desktops is contested. When we look back, there was 
a time when a few newspapers, TV stations, and radio stations 
handled all the commercials. But today the traditional thirty-second 
advertisement is an endangered species. We live in a sound-bite 
society where the ability to capture a message succinctly and touch 
people’s hearts is the Holy Grail.

Why your business or brand matters and how you compete is more 
important now than at any other point in history. Consumers today 
are less influenced by one way marketing messages. They are 
adept using their DVR to fast-forward through TV commercials and 
blocking obtrusive online advertising. They are doing more research 
on the products they intend to buy and are turning to review sites 
and their friends on social media to vet potential suppliers. As a 
result, traditional businesses are facing tough questions while 
coming to terms with their outdated business models.

Today is a pivotal moment in history where we are staring down the 
barrel of a time-starved world and a younger generation who think 
and act very differently from the consumers of previous generations. 
Brand marketing that pulled on emotional heart strings based on a 
dated value system will have a shrinking role to fill in a world where 
choice is multiplying and on-demand information is the norm, and 
our time and resources continue to shrink.

New brands will have increasing difficulty gaining traction if they 
approach things in the ways of the past. For the established brands, 
consumer awareness is working well…for now. Their customers 
have invested time building a relationship with their brand, and there 
is already a level of comfort and recognition. But…

The times, they are a changin’… 

If you want to predict the financial health of any western economy, 
look no further than the plethora of advertising and marketing 
companies that service the small and medium-sized business 
sector. 

These creative suppliers are like the proverbial ‘canary in the coal 
mine’. They are the first to see budget cuts when revenue slows 
down, well before governments admit to it, and the first to see 
budget increases when the markets start to turn. 

I mention this because I have been one of those providers for over 
thirty years. As I’m witnessing the world slowly drag itself out of 
arguably the worst recession for many generations, there is one 
theme I’m repeatedly seeing that distinguishes this economic 
turnaround from previous ones.

In the past, to be successful in business, firms mostly relied on 
the control of a scare resource. It could be a battle for marginal 
lands, the race to build a newspaper monopoly or, at its ugliest, the 
cutthroat tactics involved with trading stocks. Often described as 
the ‘zero-sum game,’ it’s defined as a situation in which a win by 
one person means a loss to the other, and that’s how business was 
done! You owned the house; somebody paid you to rent it.

Well the times they are a changin’. The tactics that matter today 
and make a difference are less about the battle for control, and 

www.DifferentiateToDominate.com34 35

PETER ENGELHARDT Part 1:  What is branding? 

increasingly about innovation, new ideas, better service and 
disruption and the importance of influence.

If you’re struggling with today’s ever-changing business environment, 
you’re not alone. Every business I consult with faces the same 
challenges. The transition from traditional push marketing to what 
many are now calling ‘pull media’ has left many business leaders 
scratching their heads in confusion. But while many businesses 
and advertisers are still reeling from the sudden changes, many are 
adapting and embracing this latest media revolution. 

The businesses that are prospering are leveraging change in one 
way or another. They are remodeling, remaking, and in many cases, 
reinventing themselves, their products or their processes. 

They don’t simply start their business; they plan it and look for a 
better, uncontested position in the marketplace instead of fighting 
for common ground. 

Helping these businesses to get heard, get found, and gain reach 
are now a plethora of new digital tools that have democratised the 
creation and distribution of content. Businesses wanting to grow no 
longer need to use expensive advertising agencies when they plan 
and follow a strategy that sets them apart from the competition.

Those that are playing a different game, listening to and adapting to 
the new customer/technology paradigm, are thinking deeply about 
issues such as their purpose and vision to find new fields to build in, 
while those who stubbornly hold onto the ways of the past continue 
to feel the pain. 

Today, consumers expect to be treated as brand partners and not 
as just a transaction. Understanding this new paradigm is the key 
to delivering the right experience every time. 

The seven steps in this book have been designed to help you find 
the unique qualities that separate you from your competitors, so 
that you’re not seen as another choice, but as the only choice. But 
before we get to the seven steps, let’s have a look at how we can 
learn from the big boys.

Lessons from the leaders

‘Any damn fool can put on a deal, but it 
takes genius, faith and perseverance to 
create a brand.’ – David Ogilvy

Have you ever stopped to think how Apple, DHL or Virgin became 
such dominant empires in so little time? Have you considered how 
the Nikes of the world get each moving part of their business, from 
their branding and design through to their marketing and PR, so in 
sync? Their brand, mission and products move with the precision 
of a fine Swiss watch. 

Smaller companies, however, often struggle with integrating 
branding into their planning process. This is understandable, as 
most small business owners do not have a marketing degree or 
practical branding knowledge and experience, and it is this lack of 
education that often limits business growth. Sure, if you’re flush with 
cash you can bring in a large marketing and PR firm to create and 
execute a brand strategy based on your vision, but what about the 
rest of us with smaller budgets? Is there a way for us to create and 
nurture a brand?

Of course there is. I have spent ten years studying dominant brands 
to identify what they have in common, and I have discovered that 
much of what they do has nothing to do with the size of either 
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their company or their budget. The following are differentiators I 
identified when studying and learning from dominant brands.

1) Dominant brands change people’s lives

There are only two ways to approach branding: branding that 
positions a product as a solution to the customers’ wants and 
needs as they already exist, or branding that steps up and says, ‘I 
want to change people’s lives, change perceptions and change the 
way people spend their day.’ If you think about it, almost all great 
brands changed something. 

 •  Nike has changed the way we think about sport

 •  Armani the way that we dress

 •  Google has changed the way we access information 

 •  Apple has changed how we share music and memories

 •  Uber has changed the way we get around a city

 •  Air BnB has changed the way we house ourselves in 
different cities and countries

2) Dominant brands make waves

Brands that make waves, big waves, reap the rewards. TED made 
waves, Cirque du Soleil made waves, and in their own market 
Bunnings made waves, all by bringing something new and unique 
to the table. On the other hand, Masters (a failed competitor to 
Bunnings) was merely following a trend and paid the price. If you 
want to start a home improvements organisation, you better be 
prepared to take large risks in order to create big waves in an 
already competitive market, because if all you are doing is following 
it, you’re following it down. That’s not where you want to be.

3) Dominant brands take risks

Running a business or building a brand comes with a certain 
amount of personal risk. What are you prepared to risk to build 
your dream brand? Brands that get noticed often break values or 
traditions. The Voice and The X Factor have had to cop a lot of 
criticism from within the music industry to make waves and make 
their creators very rich.

Where are you prepared to show up and what are you prepared to 
say? Moving forward and going out to the world with an idea that 
changes industry norms has many risks, and you’re more than likely 
going against somebody’s better judgment, so be prepared for flak 
from partners, the bank, your community, or even the press. 

4) Dominant brands have an enemy

How do you rally the troops or find believers and supporters? How 
do you get people to believe in what you believe in, driving them to 
help you succeed and grow? What if I suggested taking a leaf out 
of the politicians’ book? Find an enemy and leverage it!

To galvanise support we often see politicians identifying and 
attacking an enemy – gun laws, street violence, hospital waiting 
lists. Why? Because it’s a great tactic to bring together people who 
share a common mind; it stirs up feelings of being on the same 
team and provides a clear focus.

All great brands have an enemy.

Virgin Airlines has its enemy: expensive airline tickets. Their entire 
business model is based on making travel affordable to the masses. 

Apple has an enemy: boring, unnecessarily complex technology.
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DHL has an enemy: slow, unreliable delivery services. Their business 
model is focused on ‘when it has to be there every time on time.’

Your enemy will be something your brand fundamentally opposes 
and wants to change. Depending on what you stand for, it could be 
an injustice or a belief. It could be an outdated way of working, a 
system different to yours or simply an assumption.

5) Dominant brands embrace change

Adaption has underpinned the evolution of the human race, and 
it should be no different for business, especially in the face of the 
online revolution. We are at the beginning of arguably the biggest 
change the world has experienced since the beginning of the 
industrial revolution, and change we must.

As the owner of a growing business and someone who is planning 
to build a brand, ask yourself what is allowed to change? It could be 
pricing, customer service or the way you deal with the environment. 
To succeed today, you must understand that branding is everything 
and that you’re in charge of everything, thus everything is potentially 
up for change, and up to you.

Take Lego, for example. 

Many people didn’t realise it but in 2004 the fourth-largest 
toymaker in the world, Lego, was in big trouble. The Lego Group 
had lost money four out of the seven years from 1998 through 
2004 and Group executives estimated that the company was 
destroying $337,000 in value every day. 

Looking at Lego now it’s hard to comprehend that they were 
on the brink of bankruptcy. They were turning over US$1.35 
billion, there were 62 bricks out there for every person in the

world, their mini figures were the world’s largest population 
and they were one of the world’s largest tire manufacturers! 

Lego’s senior executives were forced to ask themselves the 
question, “Why does Lego exist?” and began to rebuild the 
brand framework, seen below, from the ground up, creating 
a completely new set of brand foundations to re-focus the 
company. 

Mission: Inspire and develop the builders of tomorrow

Aspiration: Globalize and innovate the LEGO system-in-play

Play Promise: Joy of building, value of creation

Planet Promise: Positive impact

Partner Promise: Mutual value creation

People Promise: Succeed together

Spirit: Only the best is good enough

Pillars: Imagination, creativity, fun, learning, caring, quality

Ultimately it was the combination of smarter management 
combined with creativity that saved the company. Change 
had to be embraced or they would have met the same fate as 
Kodak.

6) Dominant brands measure their success

In the past everything was incapable of being measured accurately, 
except maybe the bottom line. TV, direct mail, radio and sponsorship 
are totally immeasurable. Media purchases went something like 
‘We think we should buy this.’ Readership, circulation and fuzzy 
statistics around demographics were merely a guide. 
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system different to yours or simply an assumption.

5) Dominant brands embrace change

Adaption has underpinned the evolution of the human race, and 
it should be no different for business, especially in the face of the 
online revolution. We are at the beginning of arguably the biggest 
change the world has experienced since the beginning of the 
industrial revolution, and change we must.

As the owner of a growing business and someone who is planning 
to build a brand, ask yourself what is allowed to change? It could be 
pricing, customer service or the way you deal with the environment. 
To succeed today, you must understand that branding is everything 
and that you’re in charge of everything, thus everything is potentially 
up for change, and up to you.

Take Lego, for example. 

Many people didn’t realise it but in 2004 the fourth-largest 
toymaker in the world, Lego, was in big trouble. The Lego Group 
had lost money four out of the seven years from 1998 through 
2004 and Group executives estimated that the company was 
destroying $337,000 in value every day. 

Looking at Lego now it’s hard to comprehend that they were 
on the brink of bankruptcy. They were turning over US$1.35 
billion, there were 62 bricks out there for every person in the

world, their mini figures were the world’s largest population 
and they were one of the world’s largest tire manufacturers! 

Lego’s senior executives were forced to ask themselves the 
question, “Why does Lego exist?” and began to rebuild the 
brand framework, seen below, from the ground up, creating 
a completely new set of brand foundations to re-focus the 
company. 

Mission: Inspire and develop the builders of tomorrow
Aspiration: Globalize and innovate the LEGO system-in-play
Play Promise: Joy of building, value of creation
Planet Promise: Positive impact
Partner Promise: Mutual value creation
People Promise: Succeed together
Spirit: Only the best is good enough
Pillars: Imagination, creativity, fun, learning, caring, quality

Ultimately it was the combination of smarter management 
combined with creativity that saved the company. Change 
had to be embraced or they would have met the same fate as 
Kodak.

6) Dominant brands measure their success

In the past everything was incapable of being measured accurately, 
except maybe the bottom line. TV, direct mail, radio and sponsorship 
are totally immeasurable. Media purchases went something like 
‘We think we should buy this.’ Readership, circulation and fuzzy 
statistics around demographics were merely a guide. 



www.DifferentiateToDominate.com38 39

PETER ENGELHARDT Part 1:  What is branding? 

DHL has an enemy: slow, unreliable delivery services. Their business 
model is focused on ‘when it has to be there every time on time.’

Your enemy will be something your brand fundamentally opposes 
and wants to change. Depending on what you stand for, it could be 
an injustice or a belief. It could be an outdated way of working, a 
system different to yours or simply an assumption.

5) Dominant brands embrace change

Adaption has underpinned the evolution of the human race, and 
it should be no different for business, especially in the face of the 
online revolution. We are at the beginning of arguably the biggest 
change the world has experienced since the beginning of the 
industrial revolution, and change we must.

As the owner of a growing business and someone who is planning 
to build a brand, ask yourself what is allowed to change? It could be 
pricing, customer service or the way you deal with the environment. 
To succeed today, you must understand that branding is everything 
and that you’re in charge of everything, thus everything is potentially 
up for change, and up to you.

Take Lego, for example. 

Many people didn’t realise it but in 2004 the fourth-largest 
toymaker in the world, Lego, was in big trouble. The Lego Group 
had lost money four out of the seven years from 1998 through 
2004 and Group executives estimated that the company was 
destroying $337,000 in value every day. 

Looking at Lego now it’s hard to comprehend that they were 
on the brink of bankruptcy. They were turning over US$1.35 
billion, there were 62 bricks out there for every person in the

world, their mini figures were the world’s largest population 
and they were one of the world’s largest tire manufacturers! 

Lego’s senior executives were forced to ask themselves the 
question, “Why does Lego exist?” and began to rebuild the 
brand framework, seen below, from the ground up, creating 
a completely new set of brand foundations to re-focus the 
company. 

Mission: Inspire and develop the builders of tomorrow

Aspiration: Globalize and innovate the LEGO system-in-play

Play Promise: Joy of building, value of creation

Planet Promise: Positive impact

Partner Promise: Mutual value creation

People Promise: Succeed together

Spirit: Only the best is good enough

Pillars: Imagination, creativity, fun, learning, caring, quality

Ultimately it was the combination of smarter management 
combined with creativity that saved the company. Change 
had to be embraced or they would have met the same fate as 
Kodak.

6) Dominant brands measure their success

In the past everything was incapable of being measured accurately, 
except maybe the bottom line. TV, direct mail, radio and sponsorship 
are totally immeasurable. Media purchases went something like 
‘We think we should buy this.’ Readership, circulation and fuzzy 
statistics around demographics were merely a guide. 

www.DifferentiateToDominate.com40 41

PETER ENGELHARDT Part 1:  What is branding? 

Building a brand now can be a science, thanks to Google, thanks 
to email and thanks to everything that’s being developed online on 
a daily basis. Almost everything digital is measurable, so from the 
start you have to ask yourself ‘What will I measure?’ Some numbers 
you don’t have to care about, but don’t be lazy – just because some 
things are hard to measure, it doesn’t mean you shouldn’t.

At its most basic level, these are five critical marketing metrics you 
should measure:

 •  Revenue. Looking at how much revenue each channel 
is actually generating gives you a more objective way of 
identifying your most effective channels. 

 •  Cost per lead. Rather than using this as a general figure, 
filter it down to establish the cost per lead for each channel 
you use and identify which are the most cost effective. 

 •  Website traffic to lead ratio. Page views and unique 
visitor numbers might look good in a report but they can’t 
tell you much. Look to see where visitors are actually 
coming from – direct, referral or organic – what they’re 
doing when they arrive and how many are being converted 
into leads and customers. 

 •  Landing page conversion rates. This helps you 
establish whether your content and landing pages are 
resonating with your personas. You can then tinker with 
them, changing each bit at a time to see what clicks – is it 
the wrong offer? 

 •  Customer lifetime value and churn rate. Knowing how 
many customers you have is all well and good, but how 
much and how often are they buying? And for how long do 
they remain a customer? 

7) Dominant brands do one thing well

The best way to survive and prosper is to be better than your 
competitors at one thing.

When Google management first wrote their company philosophy, 
‘10 things we know to be true’, they had only been operating for a 
few years. The second item on their list of principles designed to 
guide their entire business is:

‘It’s best to do one thing really, really well.’

So if it’s good enough for Google, I think it’s safe to assume it’s a 
tactic you should adopt.

Doing one thing really well and identifying a niche in our cluttered 
business market is one of the most important considerations when 
you are thinking about your differentiation. Current-day consumers 
are bombarded with marketing messages about thousands of 
products every day. 

As a consequence of this onslaught, consumers simply don’t see a 
difference in many competing products and are left to choose using 
the lowest common denominator, price. By building a solid brand 
that does one thing well and connects with your consumers on an 
emotional level, you can bypass price considerations.

The idea of doing one thing well makes a lot of sense. It is in this 
hyper-busy world where information is at our fingertips that brands 
that help the consumer by making choices easier will outperform 
the competition. Consumers are increasingly relying on brands that 
understand their needs and don’t let them down because they 
provide a clear, unambiguous solution to their problems. 
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8) Dominant brands are different

No matter what market you do business in, for your brand to succeed 
you must achieve true differentiation. The most successful products 
and services are highly differentiated from their competitors. 

Look at any shelf in a supermarket. There are plenty of savories to 
buy, but there is only one Cheezels. There is only one Mars Bar. 
There is only one Pez (remember them!). You will find a range of 
Goats Cheese, but there is a product leader. In Australia’s case it’s 
Merridth.

Differentiation is the starting point for building every great brand, 
and lack of perceived value directly relates to a lack of differentiation. 

We all know that anybody can be different on the surface. The key 
is being different in a way that:

 •  Matters to your target market.

 •  Creates a competitive advantage. 

 •  Is sustainable in the long term.

So how do you create a differentiated business? With a strategy, of 
course.

Start with plan

‘Companies that enjoy enduring success 
have core values and a core purpose 
that remain fixed while their business 
strategies and practices endlessly adapt  
to a changing world.’ – Jerry Porras and  
Jim Collins

So how do dominant brands create and execute their brand 
strategy? How do they connect with their prospects at a more 
emotional level? 

Firstly, they never begin with design!

Let’s face it, it’s tempting just to start printing out business cards, 
pop out a website and start hunting for clients. It’s tempting to 
start trading and getting money into the door, but that’s a huge 
mistake. By jumping in and simply starting your business (sound 
familiar?), you’re missing the first and most important step: crafting 
your strategy. The imagery, style and colours you choose for your 
marketing collateral and website may show the world what you look 
like, but what about the most important aspect of your business: 
who you are, what you stand for and why should somebody buy 
from you?

Having worked intimately with both international brands and SME’s 
for over 30 years, I’ve thought a lot about why smaller businesses 
often jump in and simply start, while the fortune 500’s of the world 
take a completely different approach.



http://differentiatetodominate.com/
http://plan2brand.com/
http://creativebrew.com.au/
http://plan2brand.com/



