
Other examples of brand values could include “we 
value honesty”, “we prioritise families” or “we 
respect our teammates”. 

A brand helps you to visualise success, and what it 
may mean to you (and or your business). 
Sometimes, it can feel overwhelming to take a 
blank page and express what success means, as it 
means so many different things at different stages 
of our lives. Priorities can change, and that’s OK. 
Still, considering a mission and vision can make 
things feel more achievable. It provides structure.

Y O U R  E X P E R T I S E

Ten, twenty, thirty (or more) years of experience. 
It's something many collaborators claim. We 
respect the wisdom which follows from decades of 
practice. However, don't let it dishearten you if 
you're still a sapling. Experience ain't all it’s cracked 
up to be!

Maybe we are biassed. After all, we are a young 
business and still learning every day. We cannot 

boast decades of experience, but we won't let this stop us from 
being taken seriously. In fact, we can use it to our advantage. 

The Walt Disney Company has been known to introduce a 
“naive expert” to creative, development discussions (Business 
Centre, 2018). These ingenious people have little knowledge 
on the topic of interest, so are able to encourage bilateral 
thinking. They ask the stupid questions you are too afraid to 
ask. They are able to suggest crazy ideas from their 
cluelessness. This courage is a catalyst for innovation. 
Innovation helps an organisation continuously improve their 
offerings. 

This shortage of experience means you may be fearless in your 
decision making. The lack of “baggage” means you’re agile. In 
turn, you are able to achieve more, instead of panicking about 
past occurrences. After all, ignorance is bliss and you simply 
cannot be troubled by what is unknown. Instead, your spirit 
shines through. This youthful enthusiasm is infectious, so use 
it before you lose it.

In time, this enthusiasm turns to wisdom. At that point, the 
tables have turned. You can now broadcast your experience as 

When you watch Olympians race the 100m sprint, where are 
they looking? They're certainly not staring at each other. 
They stay in their lane and keep their eyes on the prize — the 
finishing line. If they glance to the left or right, it will only 
slow them down. It's one reason why racing horses wear 
blinkers. Keep your attention dedicated to what’s ahead of 
you. 

Instead, sprinters can use their peripheral vision. They can 
remain focused whilst assessing "Do I have company?" or "Is 
there a gap?" They are then able to decide how to run the rest 
of their race (all in a matter of seconds). 

Fortunately, as a business owner or brand manager, you have 
more time. You can analyse your competitors to help you 
assess the overall field, yet it's the customers you should be 
paying attention to. If you can consistently listen to them and 
solve their problems, then they will take care of your 
business. If customers are always at the heart, they will select 
you again and again. Suddenly, you're not so worried about 
what your rivals are doing! You have your loyal clan and 
you're able to rely on one another. 

When you watch Olympians race the 100m sprint, where are they 
looking? They're certainly not staring at each other. They stay in 
their lane and keep their eyes on the prize — the finishing line. If 
they glance to the left or right, it will only slow them down. It's 
one reason why racing horses wear blinkers. Keep your attention 
dedicated to what’s ahead of you. 

Instead, sprinters can use their peripheral vision. They can 
remain focused whilst assessing "Do I have company?" or "Is 
there a gap?" They are then able to decide how to run the rest of 
their race (all in a matter of seconds). 

Fortunately, as a business owner or brand manager, you have 
more time. You can analyse your competitors to help you assess 
the overall field, yet it's the customers you should be paying 
attention to. If you can consistently listen to them and solve their 
problems, then they will take care of your business. If customers 
are always at the heart, they will select you again and again. 
Suddenly, you're not so worried about what your rivals are doing! 
You have your loyal clan and you're able to rely on one another. 
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We like to “be more Olympian”, but we’re no 
strangers to competition research. We’ve been at 
the receiving end of awkward questioning. Yes, 
another agency asked for our yearly turnover target 
at a networking event. We were astonished — 
firstly it’s uncustomary in Britain to discuss 
financials – did they think we were going to 
divulge our details to strangers? The sharing of 
commercially sensitive information with 
competitors is risky business. It can reduce the 
incentive to compete, to the detriment of 
customers in the long run. 

At the discovery stage of a project, we will usually 
ask businesses about their aspirations. We’ll 
question them about brands they admire and ones 
they dislike. However, we are sometimes met with 
contempt. They are worried about copying others 
and that they will be another clone company. 
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The advantage of experience is increased credibility. It’s the quality of being trusted 
and dependable. After all, you’ve been refining your craft for m

any years —
 you know

 
your onions. It’s im

portant to nurture your credibility because the business landscape 
is saturated and innovative brands are being born left, right and centre. You are 
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agons, and show
ing 

your custom
ers you can do anything—

 stop right there.

If you still find you’re struggling to drum
 up custom
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Physical branding in the w
orkplace has becom

e a trend w
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To retain talent, organisations are taking bold steps in building a brand to 
cultivate loyalty. 
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the com
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