
Above the Noise
HIGH-IMPACT BRAND 

DIFFERENTIATION STRATEGIES31



B r a n d i n g  i s  t h e  a r t  o f  i n t e n t i o n a l l y 
c r a f t i n g  c o n s u m e r  p e r c e p t i o n 
a r o u n d  w h o  y o u r  c o m p a n y  i s ,  w h o 
y o u ' r e  h e r e  t o  s e r v e ,  a n d  w h y  t h e y 
n e e d  w h a t  y o u  o f f e r . 



D O N ' T  J U S T  B U I L D  A  B R A N D .

L E A V E  A  L A S T I N G  L E G A C Y .

oxandiron.co

Meet LaTricia

Marketing today is a battle for relevance. Some of the best companies and 
concepts fail because they struggle to connect their offerings with the people who 
need them.

Being seen in today's noisy marketplace is about more than having the coolest 
graphics or being the loudest in the room. It demands intentionality in your 
communication. Everything from your website to your social media, business cards 
to billboards, needs to resonate with your target audience - quickly and impactfully 
telling them who you are, who you're there for, and why they need what you offer.

Key to this is crafting innovative, edgy, and precise brand solutions that elevate your 
business to create an impeccable impact. 

Branding is more than fonts, colors, and logos. It’s about positioning your business 
to stand out in all the right ways to your target market. This is why I continue to 
stack years of experience in graphic design and copywriting with developing under 
top international branding experts—not just as a matter of interest but as a duty to 
the clients I serve, because you deserve the best of what I can offer.

The Brand Revivalist and Owner of Ox & Iron
Dedication & Creativity since 2013

Facebook:	 brandrevivalist
		  oxandiron

Instagram: 	 the.brand.revivalist
		  ox.and.iron

LinkedIn: 	 latricia-morris-447a35199



What is Branding?

Brand Strategy

PURPOSE

Internal Brand

MISSION

VISION VALUES

Positioning

AUDIENCE

COMPETITION

DIFFERENTIATION

Brand Building
It's now easier than ever to launch a business, but its not as easy to build a 
successful company that lasts.  What's really involved in crafting a brand that stands 
the test of time?



Brand Expression

PERSONALITY

Character

BRAND VOICE

Verbal Expression

CORE

MESSAGE

STORY

TELLING

NAME

TAGLINE

VISUAL IDENTITY

Visual Expression

PRESENCE

Let us help you maximize your brand's potential. We develop comprehensive 
branding strategies along with the brand collateral to help you stand out in today's 
noisy marketplace. 

Visit us at oxandiron.co to learn more.
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Part 1: The Importance of Differentiation
Differentiation is the essence of brand appeal. It’s the unique value that makes 
your brand irresistible to your target audience. A well-defined differentiator has the 
power to influences the masses and sets the foundation for your branding strategy. 

W HY D I F F E R E N T I AT I O N MAT T E R S

Brands exist to make businesses more appealing to their target audience.  A brand 
IS NOT the logos you choose, your colors or your typography.  At its core, “a brand is 
a person’s gut feeling about a product, service, or company.” (Marty Neumeier, Zag)

What is it that makes you stand out?  What is it about you, your offering or your 
company that cues the public to pick you over any one else?

Essentially, the purpose of branding is to influence consumer perceptions about 
who we are, who we’re for and how we solve what problems. It’s about positioning 
– and not just where you set up shop but, more so, in terms of the seat you get at 
the table in your audience’s mind.  People decide this quickly and subconsciously 
whether we want them to or not.  

From that, we can either be intentional in influencing that perception or we can 
leave them to guess and label us on their own.  As you can imagine, the results of 
the latter can be catastrophic for a business. Even people with the most positive 
intentions and outlooks can unintentionally "miscategorize" you and your company 
as they file what information they have of you away in that already overwhelmed, 
ever-on-the-go brain of theirs.

Branding is how you help them establish an accurate, meaningful picture while 
appreciating your relevance to the goal and life they want.

T H E S AM E B U T D I F F E R E N T

Developing a solid brand entails many things – one key piece of that being 
balancing “sameness” (similarities with your audience, not your competitors) with 
uniqueness.

Sameness is found in the likenesses that tell your people that you are their 
people.  People can connect on many levels from dialect to clothing styles, eating 
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preferences to their favorite music.  Syncing with them on this level is a great way to 
establish a sense of connection and trust.  (Just be mindful that you're embracing 
true likenesses.  They can usually spot a poser a good 1.35 miles away.)

Beyond styles, an even more important element of “sameness” today’s market is 
looking for is in terms of values.  People could love virtually everything about your 
product and still boycott your company over a disconnect on values (and if you 
think staying silent on them altogether will resolve this issue, don't get your hopes 
up).

Finding the points of similarity between you and your audience helps you get in the 
“in crowd” and makes it more likely they’ll be willing to align with you or give you 
access to their world.

But, how do you stay there?

How does this translate into a relationship/business partnership in which they pick 
you to be a recipient of their hard-earned money while trusting you to help them 
solve their problems or realize their dreams?  Why you and not the million other 
companies out there that all seem to do what you do – some a lot cheaper, faster, or 
even better?

This is where we find the need and benefit of differentiators.
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Differentiation:

•	 Captures attention
•	 Influences decisions
•	 Builds loyalty
•	 Enhances perceived value

T H E C A S E S T U D I E S

Consider brands like Apple, Tesla, and Birchbox. Each has carved out a unique space 
within their market by offering something competitors don’t. Apple is known for its 
sleek design and user-friendly interface, Tesla for its innovative electric vehicles and 
direct sales model, and Birchbox for its customizable beauty box experience.

What can we glean from this to build your brand?  

If you’re having trouble coming up with ideas, that’s totally ok.  We’re about to 
explore the 31 I promised with this download so we can really get you thinking on 
the many points of differentiation you can lean into to better stand out within your 
industry. 
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Reflect on your brand. What aspects do you think set you apart from competitors?

List three brands you admire. What makes them stand out in your mind?

1.	

2.	

3.	
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Part 2: Crafting a Strong Differentiator 
A robust differentiator must check three major boxes: unique, valuable, and 
defensible. 

U N I Q U E N E S S

Your audience shouldn’t be able to find the same experience elsewhere. While 
products and services might be similar, the overall experience should stand out. 
This uniqueness can come from innovative features, exceptional customer service, 
or a distinct brand personality.

VA LU E

Your differentiator needs to provide real value to your audience. This value can be 
monetary, time-saving, or convenience-based. Ask yourself:

•	 How does it improve their lives?
•	 How will they perceive this improvement?  
•	 What will their lives look like before and after they experience your product or 

service?

D E F E N S I B I L I T Y

A good differentiator isn’t easily replicated. If your strategy is based on something 
like low prices, competitors can quickly match your price point, making your 
strategy ineffective. Instead, focus on aspects that are harder to copy, such as 
proprietary technology or unique customer relationships.
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What are three unique aspects of your brand that competitors cannot easily 
replicate?

How does each of these unique aspects add value to your customers’ lives?

Are these unique aspects defensible? How can you ensure they remain difficult 
to replicate?
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Part 3: Developing Your Differentiation Strategy
In crafting a strong differentiation strategy, we're going to start with a simple 
template to define your key differentiator. Marty Neumeier coined this in his book 
Zag as the “Onliness Statement.”  Creating your own "onliness" statement can really 
force you to be super concise on what you do exceptionally well, particularly in 
contrast to what's already available in the market.

Don't freak out or stress out - this exercise can be really challenging depending 
on your business.  My suggestion is to start with the template below, write it out a 
good 3-5 times over in different ways then walk away from it long enough to detach 
yourself from trying to write as the one trying to promote what you do.  As you 
come back, I want you reading it from the view point of your target audience.  

Is it clear?  Does it inspire emotion or action?  Does it make you stop in your tracks?

To be sure, I don't want you to get too hung up on this exercise as this is just to get 
gears turning.  As you work through the differentiation points throughout this text, 
you'll be able to come back to this exercise with a whole new perspective.

U S I N G T H E “O N L I N E S S S TAT E M E N T ” T E M P L AT E
1.	 Identify your offer.
2.	 Define the category.
3.	 Clarify the benefit.

Example: “Our subscription box is the only beauty service that lets you customize 
your monthly samples.”

Practice:

1.	 Fill in the blanks: “Our [offer] is the only [category] that [benefit].”

2.	 Review and refine your statement to ensure it is clear and compelling

" P e o p l e  h a t e  b e i n g  s o l d 
b u t  t h e y  l o v e  t o  b u y . "
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Part 4: Exploring Differentiation Strategies
Differentiating your brand means finding unique ways to stand out in your industry. 
Let’s explore 31 strategies to consider, each explained with more substance and 
accompanied by real-world examples:

MA R K E T A N D R O L E S P E C I A L I Z AT I O N

1.	 Specialization 
Specialization builds trust and expertise in a defined area, making your 

brand the go-to authority within that niche. Specializing in a niche market 
allows your brand to concentrate its efforts on serving a specific segment 
better than anyone else. By narrowing your focus, you can develop deep 
expertise and a strong reputation in your chosen area. This leads to increased 
customer loyalty and the ability to charge premium prices for your specialized 
knowledge and services. Additionally, a specialized brand is often perceived as 
more credible and reliable, as prospects believe you understand their unique 
needs and challenges better than a generalist competitor.

Specialization further enables you to tailor your marketing efforts more 
precisely. With a clear understanding of your target audience, you can create 
highly relevant and targeted marketing campaigns that resonate more 
deeply with potential customers. This focused approach can result in higher 
engagement rates, more effective lead generation, and ultimately, greater 
customer satisfaction and loyalty..

o	 Example: Warby Parker specializes in affordable, stylish eyewear.
o	 Exercise: Identify a niche market you can specialize in. How can you 

fine-tune your offerings to better serve this market?

2.	 Role Specialization 
Look for ways to cater to specific organizational roles. This approach 

allows you to create highly tailored solutions for distinct roles within 
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organizations, enhancing relevance and appeal. In other words, find what key 
players are already doing and help them do it better, faster or more efficiently.

This level of customization can significantly enhance the perceived 
value of your offerings and establish your brand as a preferred partner within 
these professional communities.

Role specialization also provides an opportunity to develop deep 
relationships with key decision-makers. By understanding their specific 
pain points and offering tailored solutions, you can position your brand as 
an essential resource, leading to stronger customer loyalty and increased 
retention rates. Additionally, this targeted approach can help you create more 
compelling marketing messages and content that speaks directly to the 
needs and interests of these professionals, improving overall engagement 
and conversion rates.

o	 Example: Salesforce provides specialized solutions for sales, customer 
service, and marketing teams.

o	 Exercise: Identify roles within your target organizations. Develop 
specialized offerings for these roles.

U N I Q U E C U S TO M E R E X P E R I E N C E S

3.	 Unique Sales Experience
What are some ways you can create a memorable buying journey? 

A unique sales experience can wow and woo customers, fostering loyalty 
by offering something different from competitors. This could involve 
personalized services, innovative store designs, or an immersive online 
shopping experience. By making the buying process enjoyable and 
memorable, you create a strong emotional connection with your clients/
customers that can lead to repeat business and positive word-of-mouth 
referrals.

A unique sales experience can also differentiate your brand in a 
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crowded market. When customers encounter a distinctive and enjoyable 
purchasing process, they are more likely to remember your brand and choose 
it over others in the future. They can even develop the "fear" that if they go 
with another company, it "just won't be the same" or they risk not getting the 
same treatment.  This strategy enhances customer satisfaction and builds 
brand loyalty, as customers appreciate the extra effort you put into making 
their buying experience special.

o	 Example: Apple stores offer a unique, hands-on experience with 
knowledgeable staff and innovative store designs.

o	 Exercise: Map out your current sales experience. Identify three areas 
where you can create a more memorable and unique experience for 
your customers.

4.	 Micro-Niche Specialization
How can you provide a very specific service that addresses a very 

particular need?  Note, this is a bit different than niching down your brand 
category as this is looking to specific services or products you can offer to 
meet very specific needs or wants.

This can make your brand more relevant and indispensable to a 
focused group. By honing in on a specialized service, you can position your 
brand as the expert in solving a specific problem or fulfilling a unique need. 
This approach allows you to stand out from competitors who offer more 
generalized services.  

Micro-niche specialization can also attract highly loyal customers who 
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value the specific expertise and solutions you provide (like an auto-detailer 
that offers special services for restored classic cars). These customers are often 
willing to pay a premium for services that precisely meet their needs and 
deliver exceptional results. This is especially the case where the stakes are 
higher for that client or customer and where they risk incredible loss of they 
entrust the job into the wrong hands.

As an added benefit to your company, by concentrating on a micro-
niche, you can refine your processes, improve efficiency, and deliver higher 
quality outcomes, further solidifying your brand's reputation as the go-to 
provider in your specialized area.

o	 Example: A beverage company develops a line of plant-based protein 
drinks specifically for vegan athletes, creating a unique market niche.

o	 Exercise: Identify an underserved market segment, research their 
needs and pain points, develop offerings that address these needs, and 
implement targeted marketing to engage this new customer base.

I N N O VAT I V E A P P R OAC H E S

5.	 Alternative Approach
How often do you consider remixing the whole track?  Sometimes 

you've got to be the forerunner in defying industry norms and solving 
problems from a unique perspective. This can set your brand apart as 
innovative and forward-thinking. By challenging conventional wisdom and 
offering novel solutions, you can capture the attention of customers who 
are tired of the status quo and looking for something new and better. This 
strategy not only helps you stand out but also positions your brand as a leader 
in innovation and creative problem-solving.

Taking an alternative approach can also generate significant hype 
and media attention, further boosting your brand's visibility and reputation. 
Consumers appreciate brands that dare to be different and offer fresh 
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perspectives, especially when these innovations lead to improved experiences 
or outcomes. This strategy requires a willingness to take risks and think 
outside the box, but the potential rewards in terms of differentiation and 
customer loyalty can be substantial.

o	 Example: Tesla disrupted the auto industry by selling electric cars 
directly to consumers, bypassing dealerships.

o	 Exercise: Identify common industry approaches. What are some 
alternatives that aren't being explored but should be?  What about the 
"same ole" is stagnating or complicating the process beyond what it 
needs to be?  How could you shift your viewpoint to come at it from a 
different angle?  Now, what's your solution?

6.	 Hyper-targeted Messaging
Look to develop messaging that resonates deeply with your target 

audience. Tailored messaging shows a deep understanding of customer 
needs and desires, creating a stronger connection. By speaking directly to the 
specific concerns and aspirations of your audience, you can build trust and 
rapport, making customers feel understood and valued.

Hyper-targeted messaging involves segmenting your audience 
and crafting personalized messages for each segment. This can include 
customized email campaigns, targeted social media ads, and personalized 
web content. When customers see that your brand understands their unique 
situation and offers relevant solutions, they are more likely to engage with 
your content, respond to your calls to action, and ultimately, become loyal 
advocates for your brand.

Here's where I'm going to create a ripple - YOU HAVE GOT TO 
UNDERSTAND YOUR ICA AND YOUR BRANDING.  You should be able to 
speak to the pains, fears, hopes and aspirations of your ICA - I mean, down to 
the intimate details of how they think and feel in their daily lives in terms they 
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wouldn't share with anyone.  This is pivotal in speaking succinctly to the wealth of 
people who desperately want what you have to offer rather than wasting your time 
marketing to a bunch of people who don't.

o	 Example: Dove’s “Real Beauty” campaign targeted women by highlighting 
the gap between how women perceive themselves and how others see 
them. The campaign's messaging was deeply resonant, showing real women 
rather than models, which built a strong emotional connection and sparked 
widespread discussion and engagement.

o	 Exercise: Think about your ideal client or customer.  What specific messaging 
do they need/want to hear from you?

7.	 Blue Ocean Innovation
Blue ocean innovation entails creating offerings that don't just bring a unique 

offering to people already shopping the market for your product but also to appeal 
to non-consumers and untapped market segments. Instead of competing in the 
crowded space for the same customers, this approach focuses on uncovering new 
opportunities and addressing unmet needs, thereby expanding your market reach.

Creating a blue ocean strategy involves identifying gaps in the market where 
customer needs are not being met and developing innovative products or services 
that fulfill these needs. This approach allows you to stand out by providing unique 
value and attracting a new customer base that may have previously remained 
untapped.

o	 Example: Chipotle bridged the gap between extremes with its fast casual 
solution.  Neither full service dining nor Taco Bell, they came to the market 
offering farm fresh ingredients, lower pricing and a pick-what-you-want meal 
in minutes.

o	 Exercise: 
1.	 Identify segments of the market that are currently underserved or not 

served at all.
2.	 Research the specific needs, preferences, and pain points of these non-
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consumers.
3.	 Develop innovative offerings that address these unmet needs and create 

unique value.
4.	 Implement targeted marketing strategies to reach and engage these new 

customer segments.

 

P R I C I N G A N D VA LU E S T R AT E G I E S

8.	 Innovative Pricing Structures
Offer alternative pricing models that provide flexibility and value beyond the 

current standard in your industry. Innovative pricing can attract different customer 
segments and create a competitive advantage. Examples include subscription 
models, pay-as-you-go plans, and tiered pricing options that cater to various 
budgets and needs. By offering flexible pricing, you can make your products or 
services more accessible to a broader audience and reduce barriers to entry.

Consider how your pricing structure can reflect the value you provide. How 
can you make it easier for customers to say "yes"? Flexible and innovative pricing 
can reduce friction and make your offerings more attractive to a wider audience.

o	 Example: Netflix offers a subscription model, providing unlimited streaming 
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for a monthly fee.
o	 Exercise: Analyze your current pricing model. Explore new pricing 

options that could add value for your customers or navigate some of 
the hurdles keeping prospects from being able to pull the trigger.

9.	 Unique Pricing Structure
Offer a different way of charging for your services that adds value. This 

can differentiate your brand by making your offerings more accessible or 
appealing. Unique pricing structures, such as performance-based pricing or 
freemium models, can attract customers who might be hesitant to commit 
to traditional pricing models.  (Note: when talking pricing, again, you need 
to really understand your ICA.  A common mistake a lot of businesses make 
is assuming that everyone is looking to get the cheapest price.  Sometimes 
seeing things like "free" or "discount" in your messaging can turn some of 
your best clients way-off and give them an impression that conflicts with 
what really matters to them.)

Think about how you can align your pricing with the value customers 
receive. What unique pricing model could set you apart and make your 
services more attractive? This approach can also demonstrate confidence in 
the value of your offerings.

o	 Example: Adobe transitioned from selling software licenses to a 
subscription model with Adobe Creative Cloud.  (This was the case 
when I was first learning about Adobe products.  At the time, I couldn't 
afford licensing for each product.  They made this switch in 2013, about 
the time I was working through writing and illustrating my kids' books.  
I got the Creative Cloud membership, giving me access to all the 
programs I needed while giving them a subscriber at more than $50/
month for roughly 11 years and counting).

o	 Exercise: Review your pricing models. Experiment with alternative 



pricing structures that could better incentivize their "easy button" yes 
while also promoting a healthier bottom line for the long-term.  

R E S P O N S I V E N E S S A N D A DA P TA B I L I T Y

10.	 Rapid Market Responsiveness
Stay ahead by quickly adapting to market changes and customer 

needs. Being responsive allows your brand to remain relevant and 
competitive. By monitoring market trends and customer feedback, you can 
anticipate changes and adjust your strategies accordingly, ensuring that you 
always meet the evolving needs of your audience.

Reflect on your ability to pivot and adapt quickly. How can you build a 
more agile organization that can respond to changes in real time? Being the 
first to address new trends or shifts in customer preferences can give you a 
significant competitive edge.

o	 Example: Zara quickly turns runway trends into affordable fashion, 
often within weeks.

o	 Exercise: Identify recent market changes or trends. Develop a plan to 
quickly adapt your offerings to these changes.
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G E O G R A P H I C A N D DATA - D R I V E N D I F F E R E N T I AT I O N

11.	 Distinguish by Location 
Emphasize your local roots to attract a regional client base. This can 

build strong community ties and loyalty by highlighting your commitment 
to the local area. By positioning your brand as a local expert, you can foster 
a sense of community and trust among local customers, who often prefer to 
support businesses that contribute to their local economy.

Consider how you can leverage your local presence to build deeper 
connections with the people around you. What unique aspects of your local 
area can you incorporate into your branding and marketing efforts to create a 
sense of belonging and loyalty?

o	 Example: Blue Bottle Coffee emphasizes its local, artisanal approach in 
each new market it enters.

o	 Exercise: Highlight aspects of your business that are unique to your 
location. Develop a marketing campaign that emphasizes your local 
identity.

12.	 Proprietary Data 
What exclusive insights or data can you share or leverage that 

competitors can't offer? Unique data can be a powerful differentiator, offering 
added value to your customers. By collecting and analyzing proprietary 
data, you can deliver insights and recommendations that are unavailable 
elsewhere, positioning your brand as a thought leader and essential resource.

Think about the unique data you have access to but most people 
don't. What proprietary information can you share that would be difficult or 
impossible for competitors to replicate?  Beyond the data itself, look for ways 
you can organize or present the data to make it easier for your ICA to extract, 
compare or otherwise leverage the information they need.

o	 Example: Gartner provides proprietary research and insights in the IT 
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sector.
o	 Exercise: Identify unique data or insights your business can offer. 

Develop ways to present this data as a valuable resource to your 
customers.

R E L AT I O N S H I P S A N D N E T W O R K S

13.	 Unparalleled Relationship Networks
Leverage valuable connections and partnerships to offer unique 

advantages to your customers. Strong networks can provide exclusive 
benefits that set your brand apart. By collaborating with industry leaders, 
influencers, and other key partners, you can enhance your brand's credibility 
and expand your reach.

Reflect on your existing relationships and how you can leverage them 
to create additional value for your customers. What exclusive partnerships or 
collaborations can you develop that would provide unique benefits to your 
audience?

o	 Example: LinkedIn leverages its vast professional network to provide 
unique networking opportunities.

o	 Exercise: List your key relationships and partnerships. Brainstorm ways 
to leverage these connections for your customers’ benefit.
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14.	 Shared Value and Processes
Highlight shared values and processes with your clients to build 

resonance. Aligning with your customers' values can deepen their connection 
to your brand. By demonstrating that you share the same principles and 
priorities, you can build trust and loyalty, making customers feel more 
comfortable and aligned with your brand.

What really matters to your audience?  What core principles 
do you share, and how can you highlight these in your branding and 
communications to build a stronger emotional connection?

o	 Example: Patagonia emphasizes its commitment to environmental 
sustainability, resonating with eco-conscious consumers.

o	 Exercise: Identify values that resonate with your audience. Integrate 
these values into your processes and communicate them effectively.

15.	 Partnership Specific Alignment
Leverage a specific entity or partnership to add value to your offerings. 

Strategic partnerships can enhance your brand's capabilities and appeal. By 
collaborating with other organizations that complement your strengths, you 
can create synergistic solutions that provide greater value to your customers.

Think about potential partnerships that could enhance your offerings. 
What unique benefits could these collaborations bring to your customers, 
and how can you highlight these advantages in your marketing efforts?

o	 Example: Apple collaborates with Nike to offer specialized Apple 
Watches for fitness enthusiasts.

o	 Exercise: Identify potential partnerships. Develop a plan to highlight 
these partnerships in your marketing.
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Q UA L I T Y A N D C U S TO M E R E X P E R I E N C E

16.	 Quality Focus 
Commit to high standards in your products or services. Exceptional 

quality sets your brand apart and builds trust and loyalty. By consistently 
delivering superior products or services, you can create a reputation for 
excellence that attracts discerning customers who value quality over quantity.

Reflect on the aspects of your products or services that can be 
enhanced to meet the highest quality standards. How can you communicate 
your commitment to quality in a way that resonates with your audience and 
sets you apart from competitors?  Thinking outside the box and beyond the 
end-product, what can you do to improve the systems or processes leading to 
the availability of that product?  (Hint: this is a great way to also weave in #13 
by cultivating not just better products and services but a better quality of life 
for the world around you.)

o	 Example: Lush emphasizes high-quality, handmade cosmetic products.
o	 Exercise: Identify areas where you can improve quality. Develop a plan 

to implement these improvements.
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17.	 Exceptional Customer Experience
Go above and beyond in customer service. Outstanding experiences 

create lasting impressions and foster repeat business. By prioritizing 
customer satisfaction and exceeding expectations, you can build strong 
relationships and create loyal advocates for your brand.

Look at the overall picture of your customers journey and consider 
each touchpoint to look to where you can enhance the experience. What 
small changes can you make to surprise and delight your customers, turning 
ordinary interactions into memorable moments?

o	 Example: Zappos is known for its exceptional customer service, 
including free returns and 24/7 support.

o	 Exercise: Map out your customer journey. Identify touchpoints where 
you can “wow” them with an incredible customer experience.

L E V E R AG I N G C L I E N T AC H I E V E M E N TS

18.	 Leveraging Customer Status
Showcase impressive client lists and testimonials to build credibility 

and trust. Highlighting satisfied customers can attract new clients by 
demonstrating your brand's reliability and success. By sharing stories of how 
your products or services have helped others achieve their goals, you can 
build a strong case for why potential customers should choose your brand.

Caution: avoid being super salesy and self-serving which just feels 
slimy to most everyone that sees or hears it.  How can you genuinely 
celebrate your clients' wins along with an invitation to help others see the 
same impeccable outcome?
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Think about the most impactful testimonials or case studies you 
can share. How can you use these success stories to build credibility and 
demonstrate the tangible benefits of working with your brand?

o	 Example: IBM showcases its work with leading global companies to 
build trust.

o	 Exercise: Gather testimonials and case studies from satisfied 
customers. Highlight these in your marketing materials.

19.	 Highlight Your Shared Journey
Resonate with your audience through shared experiences and 

pathways. Sharing relatable stories can create a strong emotional connection 
with your audience. By highlighting common challenges and successes, you 
can make your brand more relatable and trustworthy.

Reflect on the shared experiences you have with your customers. What 
stories can you tell that will resonate deeply with your audience and make 
them feel connected to your brand?

o	 Example: TOMS shoes highlights its “one for one” program, sharing the 
journey of giving shoes to those in need.

o	 Exercise: Identify shared journeys with your audience. Craft narratives 
that highlight these shared experiences.
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S P E C I A L I Z E D A N D U N I Q U E A P P R OAC H E S

20.	 Specific Business Challenge 
Focus on solving a common and challenging business problem. 

Positioning your brand as the solution to a specific challenge can attract 
prospects looking for targeted expertise. By addressing a well-known pain 
point with a unique and effective solution, you can differentiate your brand as 
the go-to expert in that area.

Consider the most pressing challenges your target audience faces. 
What one problem, even small challenge, can you solve REALLY well?  What 
is that thing your ICA is slamming their fist into the desk over wondering why, 
with all the advancements of modern tech and society, is he still stuck dealing 
with "this"?!

o	 Example: QuickBooks targets small business owners’ need for 
simplified accounting solutions.

o	 Exercise: Identify a pervasive challenge in your industry. Develop 
solutions and communicate your expertise in solving this challenge.

21.	 Industry Recognized Expertise
Leverage the reputation of industry experts associated with your brand. 

Expert endorsements can enhance your brand's credibility and authority. By 
aligning with recognized leaders in your field, you can build trust and attract 
customers who value expert opinions and insights. 

Think about the industry experts you can collaborate with or feature in 
your content. How can their endorsement or involvement boost your brand's 
credibility and attract more customers?

o	 Example: Tony Robbins uses his personal brand and expertise to sell 
seminars and books.
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o	 Exercise: Identify industry experts within your network. Highlight their 
expertise and association with your brand.

22.	 Exclusive Community Building
Differentiate by fostering an exclusive community around your brand. 

Create a space for customers to connect, share experiences, and access 
exclusive content or events. This builds a sense of belonging and positions 
your brand as a hub for like-minded individuals.

An exclusive community enhances loyalty and engagement. Offer 
members-only benefits like early product access, special discounts, or unique 
events. This strategy not only differentiates your brand but also fosters long-
term customer loyalty and advocacy.

o	 Example: Peloton built a strong community by offering live classes and 
social features that allow members to connect and compete.

o	 Exercise: Identify interests and values of your target audience. 
Brainstorm exclusive content or events for this audience. 
Plan and implement a community-building strategy.
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C R E AT I V E A N D R E S U LT - O R I E N T E D D I F F E R E N T I AT I O N

23.	 Brand Personality
Develop a relatable, human brand personality that emotionally 

connects with your audience. A strong brand personality makes your brand 
more memorable and relatable. By infusing your communications with 
a distinct voice and character, you can break away from cold, corporate 
branding and create a brand that customers feel a personal connection with.

Consider the traits and characteristics that best represent your brand. 
How can you consistently convey this personality across all touchpoints to 
build a strong emotional bond with your audience?

o	 Example: Dollar Shave Club uses humor and a casual tone to connect 
with its audience.

o	 Exercise: Define your brand’s personality traits. Create content that 
showcases these traits and connects with your audience.

24.	 Outcome-focused
Emphasize the results your customers can achieve with your products 

or services. Focusing on outcomes helps potential customers see the tangible 
benefits of choosing your brand. By highlighting the positive impact your 
offerings can have on their lives or businesses, you can make a compelling 
case for why they should choose you.

Think about the key outcomes your customers are looking for. What is 
your customers experience because they said yes to you and your offering just 
genuinely improved their lives? How can you demonstrate that your brand 
delivers these results, providing clear and compelling evidence of your value?

o	 Example: Nike has built a strong community through the Nike Run 
Club and Nike Training Club apps, where users can access exclusive 
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workouts, share their progress, and participate in community 
challenges.

o	 Exercise: Identify key outcomes your customers achieve with your 
offerings. Develop messaging that highlights these outcomes.  Note: 
Be sure that as you do this, your mindful to cue them in that it's within 
reach and will not involve them jumping through excessive hoops.  
Most people aren't too hype over a "lose 100 pounds in a year" plan and 
question their ability to achieve it.  Yet, they'd readily get excited about 
a plan that can set them to lose 10 pounds in 30 days or less.

25.	 Contrarian Approach
Stand out by going against industry norms in visual appearance and 

messaging. A bold, unconventional approach can capture attention and 
differentiate your brand. By challenging the status quo and presenting 
a fresh perspective, you can appeal to customers who are looking for 
something different and innovative.

Reflect on the visual and messaging conventions in your industry. How 
can you break these norms in a way that highlights your brand's uniqueness 
and appeal?  How can you speak to their inner rebel and show you're "down" 
for their cause?

o	 Example: Virgin America used bright, non-traditional branding to stand 
out in the airline industry.

o	 Exercise: Identify industry norms in your branding and messaging. 
Brainstorm ways to break these norms and stand out.
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AC H I E V E M E N TS A N D U N I Q U E S O LU T I O N S

26.	 Accomplishment Alignment
Highlight significant industry achievements or contributions.

o	 Example: SpaceX highlights its milestones in space travel and 
technology.

o	 Exercise: List your key accomplishments and contributions. Develop a 
narrative that highlights these achievements in your branding.

27.	 Unique Distribution Method
Innovate in how you get products to customers. Unique distribution 

methods can make your brand more accessible and convenient for 
customers. By offering a novel way to purchase or receive your products, you 
can differentiate your brand and enhance the customer experience.

Think about the current distribution methods in your industry. How 
can you innovate to provide a more convenient and appealing option for your 
customers?

o	 Example: Warby Parker’s home try-on program allows customers to try 
glasses before buying.

o	 Exercise: Analyze your current distribution methods. Develop 
innovative ways to enhance your distribution strategy.
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CO M B I N I N G S T R AT E G I E S

28.	 Combining Differentiation Strategies
Mix multiple strategies to create a unique, powerful differentiation 

approach. Combining strengths can amplify your brand's distinctiveness 
and appeal. By integrating various differentiation tactics, you can create a 
comprehensive and cohesive strategy that sets your brand apart on multiple 
fronts.

Reflect on the strategies that resonate most with your brand. How can 
you combine these tactics to create a powerful and unique differentiation 
approach that leverages your strengths and meets your audience's needs?

o	 Example: Apple combines quality focus, unique sales experience, and 
brand personality to create its differentiation.

o	 Exercise: Select two or more differentiation strategies. Brainstorm how 
you can combine them to enhance your brand’s uniqueness.

29.	 Homage to Heritage Differentiation
Differentiate your brand by integrating elements of cultural heritage 

into your products, services, and marketing. This approach celebrates the 
unique traditions, customs, and histories of specific cultural groups, creating 
a rich and distinctive brand identity. By embracing cultural heritage, you can 
resonate deeply with your target audience and honor their background.

Incorporating cultural heritage can help your brand stand out in 
a crowded market. It allows you to tell a compelling story that connects 
with customers on an emotional level, fostering loyalty and engagement. 
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This strategy not only highlights the uniqueness of your brand but also 
demonstrates respect and appreciation for diverse cultural backgrounds..  

o	 Example: WEPA for Jesus integrates Puerto Rican heritage into 
its ministry as it serves traditional PR foods as part of its outreach 
programs.  While they serve all ethnicities in the Lancaster County, 
PA area, their latin infusion lends to incredible character within this 
ministry.  This creates a strong cultural connection with the community 
and sets the ministry apart.

o	 Exercise: 
1.	 Identify the cultural heritage elements that resonate with your 

target audience.
2.	 Research the traditions, customs, and history of these cultural 

groups to understand their significance.
3.	 Integrate these elements into your brand's products, services, and 

marketing efforts in an authentic and respectful manner.

30.	 Community Builder Differentiation
What are some ways you can differentiate your brand while 

intentionally contributing to the betterment of the community? 

To be sure, I'm NOT saying to go out and do a bunch of really great 
things so you can film you/your people really great things only to have 
content for social media so you can show everyone how "benevolent" you are.  
I'm talking about real, raw, authentic leadership in using what you have by 
virtue of your position, resources and/or team to be the change you want to 



see in the world. 

I don't believe in doing the things for show.  However, I do believe in 
leverage the latitude you have with your audience to speak a louder message 
that has the power to shake generations. In a world where corporate structure 
and boards so often dictate a focus on money, stand out as one that stands 
on meaning.   

Just note, false humility and false benevolence has a way of revealing 
itself and can completely undermine your efforts.  Its just bad business.  Keep 
it simple and honest.  If you truly care to help reshape the world around 
you, share that passion with the people who can resonate with that vision.
This allows you to tell a compelling story that connects with customers on 
an emotional level, fostering loyalty and engagement. This strategy not 
only highlights the uniqueness of your brand but also demonstrates your 
commitment to social responsibility and community growth. 

Exercise: 

1.	 Identify the community benefit initiatives that resonate with your 
company's values.  Highlight ones that overlap with your ICA's values.

2.	 Research the needs and opportunities within your community to 
understand where your efforts can have the most impact.

3.	 Integrate these initiatives into your brand’s operations, marketing, 
and communications in an authentic and meaningful manner.
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31.	 Customer Co-Creation
What are some ways you can differentiate your brand while intentInvolve 

your customers in the creation and development of your products or services. This 
strategy not only boosts engagement but also ensures that your offerings closely 
align with customer desires and needs. By inviting customers to contribute their 
ideas, you foster a sense of ownership and connection to your brand.

Example: Lays' "Do Us a Flavor" campaign invites customers to submit their 
own ideas for new chip flavors. The best submissions are produced and sold, and 
the creators of the winning flavors receive a cash prize. This approach not only 
engages customers directly in the product development process but also creates a 
buzz and a sense of community around the brand. 

Exercise: 

1.	 Identify the community benefit initiatives that resonate with your 
company's values.  Highlight ones that overlap with your ICA's values.

2.	 Research the needs and opportunities within your community to 
understand where your efforts can have the most impact.

3.	 Integrate these initiatives into your brand’s operations, marketing, and 
communications in an authentic and meaningful manner.



Part 5: Evaluating Your Differentiation Ideas
Assess each potential differentiator for value, distinctiveness, 

achievability, and defensibility. A thorough evaluation ensures your 
chosen strategy effectively sets your brand apart. This is where I want 
you to bring together the differentiators you noted at the start of 
this text and the ones you've discovered along the way.  Which ones 
resonate with the direction you want your company to go and which 
ones could be getting in the way.  

While differentiation is incredibly important, we want to be sure 
we're not wasting time, energy or money on factors that aren't really 
producing results or which too easily will be overlooked/dismissed by 
virtually everybody.

By carefully considering the differentiation factors you have 
at your disposal, you can select the most impactful and sustainable 
differentiation tactics for your brand.

Think about the criteria that matter most for your brand's success. 
How can you evaluate your differentiation ideas to ensure they provide 
real value and set you apart from the competition?.

o	 Exercise: List your potential differentiators. Use criteria like 
value to audience, difference to competition, achievability, 
and defensibility to evaluate each one. Select the top three 
differentiators that meet the criteria.



Part 6: Combining Creative & Strategic Thinking
Finding your brand’s unique edge requires both creativity and strategic 
analysis. Start with a broad list of ideas, then refine and combine them to 
uncover a truly unique differentiator. The magic happens at the intersection 
of creative innovation and strategic evaluation.

S T E P S TO CO M B I N E C R E AT I V E A N D S T R AT E G I C T H I N K I N G

1.	 Brainstorm Ideas: Gather a diverse team to brainstorm potential 
differentiators.

2.	 Refine Concepts: Narrow down the list to the most promising ideas.
3.	 Combine Strategies: Experiment with different combinations to create 

a unique differentiator.
4.	 Evaluate Potential: Use the evaluation criteria to assess each combined 

strategy.

Next Action Step: Combining Creative and Strategic 
Thinking

1.	 Organize a brainstorming session with your team.
2.	 List all potential differentiators.
3.	 Combine and refine these ideas.
4.	 Evaluate the combined ideas using the criteria from Part 5.
5.	 Strategize how and where differentiators will be leveraged.
6.	 Execute on the plan.



Notes



It's time to stop playing small. We work with you to pull your vision forward, 

tenaciously building from the ground up to help your brand reach more of the 

people that need and want what you have to offer. 

OXANDIRON.CO  |  ONBRAND@OXANDIRON.CO  |  717-874-9787

You don't have to be bigger than your competition.
You just need better leverage.

H OW  W E  H E L P
Brand Identity 

•	 Re-Branding

•	 Start-up Branding

Brand Maintenance

Strategic Consulting

Graphic Design:

•	 Responsive Logo Design

•	 Web Design

•	 Print & Digital Brand Collateral

Editorial & Copywriting

LET 'S  BREAK THROUGH YOUR INDUSTRY


