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Foreward

I’ve always loved what Tim brings to the marketing table.
Often he’ll sit quietly, listening as others discuss tactics, or audiences, or
the latest trends. Then he, apparently out of nowhere, drops a thoughtbubble that pushes us in new, better directions.
Only the bubble didn’t come out of nowhere. Tim is a deep thinker, an
attention-payer, a challenger, a questioner, a truth seeker, a knowledgehungry learner who is able to absorb loads of information and then apply
the most useful parts to the situation at hand.
When Tim speaks, I listen. When he writes, I read. I’m so thrilled he’s
written this book. As he’s traversed his career as a professional marketer,
I’ve been the Destination Marketing Manager at Tourism Greater
Geelong and The Bellarine. We’ve crossed paths on marketing strategy,
campaigns, content creation and industry capacity building. I seek him
out as a consultant on projects for his unique combination of dogged
curiosity, capacity to critically challenge, and his genuine – powerful tourism expertise.
The emotional benefits visitors are looking for when they travel to a
business shouldn’t be left to chance. Whilst this is intrinsically a
marketing theory book, it will challenge the tourism operators who read
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it to think beyond advertising and promotions. It’s reflective, selfquestioning and relates to all areas of business. A solid brand determines
marketing strategy AND experience delivery, and this is a guide for
developing those blueprints.
Brand is who you are, and it’s evident in what you do. What Tim
presents here is a wonderful balance of theory and practice. It’ll leave
tourism operators inspired and armed. His process will help businesses
articulate what is often described as gut-feelings. When it’s articulated as
brand and marketing strategy, it crystalises what to do, when and how.
There’s a lot I love about this book. Parochially, I love reading about my
local operators who are already killing it. I love that it’s specifically for
tourism, a unique industry that can be difficult to apply marketing
theory to. What I love most, though, is that Tim has been entirely true to
his personal brand. It’s keenly researched, incredibly well considered and
thoroughly tested. It delivers on his commitment to tourism and helping
our industry reach its potential. Tourism is lucky to have Tim Davies.
I’m grateful he has shared his years of learning and practice in published
form. I have no doubt this will guide tourism businesses through an
invaluable process in an accessible and practical way.
For the tourism businesses reading these words, I’m glad you’re on the
first Absolute Must-Do right now: reading this book.
~ Tracy Carter, Deputy Executive Director, Tourism Greater Geelong &
The Bellarine, Victoria, Australia.
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Preface

I have never been a big reader of a book’s preface. I figure that if it
mattered, it would be in the main content.
With that, I’ll keep this short.
Not only do I believe you deserve to succeed, but I believe you also must.
You are one of the drivers of your local economy and part of the fabric of
your region. There is potential for you to have a great business that
provides excellent jobs and significantly impacts people’s lives.
You’re also the one taking the risk. Whatever it is that has driven you to
embark on this crazy journey of business ownership, I commend you. I
admire you too. I have run my own business in the past and continue to,
so I know how hard it can be at times. There are not many people
running small businesses - especially in tourism - whom I have met that I
didn’t wish for massive success.
But there is one big problem. You are focusing on the wrong things in
your business and marketing.
I know this because I have worked with hundreds of tourism operators
like you over the past decade, and I see the same mistakes time after time.
Tourism operators are stuck in the weeds, driven by fear of missing out.

9

TIM DAVIES

Bad advice is coming at you from every angle, and you have no way to
filter it.
This book is the distillation of so much I’ve learned and applied, or
rejected, over the past decade.
I’ve had many mentors and role models over the past decade, including
many that have no idea I exist. I’ve listened to thousands of podcast
episodes, read dozens of books, worked with hundreds of great small
businesses. I have worked with some incredible people who have
inevitably influenced both who I am today, and how I came to write this
book.
The first time you pick up the book, hopefully, you're so engaged that
you want to keep reading, absorbing ideas, examples, and strategies to
improve your tourism business brand and marketing. However, you'll get
the most value out of it by using it as a step-by-step framework.
Use it as a process to take your own business through and it will help you
build a valuable tourism brand long-term.
‘An Absolute Must-Do’ is the book I wish existed when my dad started
his winery tour business five years ago.
I genuinely believe it would have empowered him to lead his brand and
marketing more confidently and given him a greater chance at building a
tourism business that fulfils his dreams.
I hope it does this for you - please let me know if it does.
Tim
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Your Marketing Is All Wrong

Create a tourism business, start advertising, watch the customers roll in.
That’s the formula to start and then grow a tourism business. Right? At
least that was your earliest assumption.
When things weren’t going as planned, you thought you were doing
something wrong on socials. You started to ask questions like, ‘What do I
post on Facebook?’ and ‘Why aren’t I showing up in Google search
results?’.
You were constantly distracted by what your competitors were doing,
scratching your head, wondering why they ‘get engagement’ and you
weren’t. You tweaked your website or, worse, spent another 5K (or
more!) to completely overhaul it with another agency or freelancer you
thought was your knight in shining armour.
It didn’t work, and to this day, the slog continues. That’s why you’re
reading this book. You continue to look at other successful operators and
wonder, why them and not me?
I’m not a guru. I wouldn’t say I like the term and dismiss it whenever
someone uses it to describe me. Usually, it’s a colleague or former client
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(bless them). I’m just a guy that has worked in the tourism industry with
operators like you for over a decade.
During that time, I’ve not only done the work but reflected on the
results. I’ve continued to learn and then apply what I know, discard what
didn’t work, and do more of what does.
After having the great privilege of spending over 10,000 hours working
with businesses in all segments of tourism on their Brand and marketing
efforts, I’ve used pattern matching to work out what the best tourism
businesses do.
I’ve then created a repeatable system to help more businesses use similar
principles to succeed too. These principles are not what you think, either.
When you started your tourism business it was probably from a place of
passion, a niche interest, or perhaps you felt like you saw an opportunity.
Remember how much fun it was to create a logo? How quickly you
raced to set up a Facebook page and get a business card printed? When
your website went live, you were telling everyone who would listen!
It was fun. It felt like you were getting things done. But you didn’t know
at the time that you were starting in the wrong place.
Logos, Facebook pages, websites and business cards are nice, but they’re
like vanity metrics. Something shiny to look at distracting you from the
real things that matter.
This book aims to reframe how you think about your business and
customer. Doing so will help you create a great Brand that matters to
people other than you.
Let’s start the reframing with this thought experiment.
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What if you faced a challenge where you couldn’t spend a dollar on
marketing or advertising for two years? How would you change your
current approach to everything in your business?
My bet is you would do at least these two things a whole lot better than
you do today.
One. You would be far more conscious of delivering a remarkable
experience to the customer standing in front of you.
Two. You would place more currency on their ability to carry your
Brand by word-of-mouth.
You would feel like it was harder to spread the word without the ability
to buy that attention (advertise). So, you would work harder with what
attention you do have and place a higher value on it.
Small businesses all too commonly try to sell an average product to a
completely average demographic by buying more ads. It feels more
scalable than focusing on the experience of an individual standing in
front of them.
You may not have the courage or financial runway to turn off advertising
for two years. But consider what you might be able to achieve for your
Brand if you were to treat the customer standing in front of you like they
were the only mouthpiece you had to reach your future customers.
Successful tourism operators realise that every interaction they have with
customers is an opportunity to lead their Brand narrative. The best
tourism businesses have clarity about the Brand they are building from
early on, and they merge this with a continuous focus on delighting every
customer they serve.
To achieve this, Airbnb founder Brian Chesky describes how they would
ask customers questions like, ‘What can we do to surprise you?’, ‘What
13
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can we do, not to make this better, but to make you tell everyone about
it?’
To make you tell everyone about it. How good is that question?
The best in the business is not asking ‘what do I post on my Facebook
page’ and other misdirected efforts to ‘engage’ a mostly uninterested
audience. No, they’re asking ‘how do we create a better experience’ for
customers who already have a ticket to the show.
You work in tourism. So intuitively, you already know where this story
goes. A better experience means more five-star reviews. Better reviews
suggest more people will trust you and choose you next time – and the
cycle continues.
When it’s said out loud it almost feels like nonsense to approach building
a business in any other way - especially for a tourism business whose
success is arguably entirely predicated on what others say about The
Brand.
So why do tourism businesses fuss over social media and not obsess about
creating a great Brand and customer experience? I’ve considered this for a
while, and I believe the answer is multi-faceted.
First things first - you’re not at fault. Most tourism business owners and
managers struggle with the same things as you, and lack of experience is a
prominent contributor. You probably don’t have a marketing
background, and there’s every chance you haven’t run your own business
before.
While this may be the case, it’s not the most significant reason you
struggle with your Brand and marketing.
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Wearing the many hats, you do in your business it’s not uncommon to
have gaps in your knowledge and look to fill them. Either through
seeking advice, training, or engaging an external resource.
But frankly, most of that advice, training, or external help you received
along the way has stunk. It has stunk because there are few great
marketers out there. And unlike accounting, it’s not a rules-based
profession where you learn the protocols to master the discipline.
The embarrassing truth about the industry I’ve worked in for over a
decade is that anyone who can work out how to set up a social media ad
can call themselves a marketer. Believe it or not, it happens, and people in
business are fooled by it all the time.
You’ve been sold to and distracted by so-called experts who have never
run businesses before, aren’t doing it themselves, have read one book or
blog article, and decide they are ready to start charging clients for services.
Please make no mistake: I don’t believe running a business or having a
degree is a prerequisite to being a good marketer. There’s no single
pathway to becoming a great marketer. That’s one of the things I love
about what I do.
My greatest asset has been my commitment to learning continually.
Watching how people interact with products, services, technology, and
advertising, and considering how that can inform my work. Some of the
best insights I’ve had have come from strange places.
However, many marketers live in echo chambers that reinforce their
narrow beliefs or knowledge. They pay very little attention to consumer
behaviour; they don’t read far and wide or learn new skills.
It’s why, for the most part, many so-called ‘experts’ you engage to help
your business with marketing will likely take you down a reasonably
prescribed approach.
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What does your website look like? Is it optimised for Search Engines? Do
you have a ‘sales funnel’ set up? Is your Instagram page styled
consistently? Are you building an email database? Do you regularly send
a newsletter?
While each of these tactics may be relevant for a business, it’s not the best
place to start, and it’s certainly not the be-all-end-all of success that
business marketers often sell to you.
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A Tiny Outback Pub, With A Giant Lesson

Disneyland is a theme park. Essentially a collection of rides and
experiences to thrill and excite you for the day. There are many theme
parks around the world but only one Disneyland.
What is so different about Disneyland, which captures the imagination
of generations who share the enthusiasm to go? Why do people flock
from all over the world to California to visit the original Disneyland?
Why don’t they save time and money and see a closer theme park?
It is because people are not going there for the rides. They are visiting to
experience The Most Magical Place on Earth (a Disney Trademark).
Disney has meticulously designed every touchpoint its customer
encounters.
The short ride from the car park to the gate is fun. From the moment you
walk in, your senses are overloaded. It is beautiful, big, and wonderous.
You ask, ‘What’s that smell?’ as hidden vents pump scents triggering your
senses. Impeccably clean because the most magical place on earth would
be, right?
Your favourite characters are wandering around, hoping for an
opportunity to hug you (the hero of the story) and take a photo. Music
17
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constantly plays throughout the park lifting your spirit at a subconscious
level. All your senses are triggered and challenged.
None of these moments exists by chance. Disney designed each to make
you fall in love with the feeling of Disneyland. To leave you believing it
may just be The Most Magical Place on Earth.
How has it seemingly been achieved, and how is it that the trademark
‘The Most Magical Place on Earth’ is even familiar to you?
Author, agency owner, and branding expert Marty Neumeier asserts,
‘You can’t decide a great customer experience. You have to design it.’
Disney intuitively understood this and baked such commitment into the
business at all levels. So much so that the same commitment to the Brand
promise is unwavering today.
They have incredible clarity about the Brand they are building, and they
are committed to delivering a remarkable customer experience aligned
with that Vision.
It is the same thing that sets apart any successful tourism business. A shift
to this Brand and Customer Experience thinking will empower you to
build a remarkable tourism Brand and get off the marketing hamster
wheel.
I’ve been travelling around Australia with my family for a bit over
eighteen months now. We left our home state on a journey to find
somewhere else to live and, through the process, experience and explore
the country simultaneously.
I went from primarily working with businesses in my local region to
becoming a visitor in many. It has given me an incredibly unique
opportunity to reflect on what I thought I knew about tourism
businesses and test the assumptions I had developed.
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More than anything, experiencing lots of tourism businesses from a
visitor’s perspective has led me to consider what makes great ones stand
out and answer the question, what makes a tourism business successful?
In some ways, from an informed perspective, reverse engineer what they
do, so I can then teach more tourism operators (like my dad) how to
build their businesses using similar principles.
There’s one obvious accelerator – word-of-mouth. Whether it’s a highquality Google or Tripadvisor review or an enthusiastic conversation
around a campfire among new friends, word-of -mouth is a powerful
marketing tool for any tourism business.
But is it a by-product of a great product or experience, or should it be the
focus itself? Why is word-of-mouth so powerful? And what makes a
tourism business remarkable?
When was the last time you booked a tour or accommodation without
reading reviews? Think about that for a moment. Consider just how
much you rely on what strangers have said about a product or experience
to guide essential purchasing decisions.
Nothing is stopping a business from making any number of claims about
themselves. And they once did. Some still do, but fewer get away with it.
'Premium', 'Best', 'Most Experienced'. All are generic claims, shared by
many, that have no impact on the quality of your experience with The
Brand.
What other people say about your Brand is more important than what
you say about your Brand. It’s what makes word-of-mouth so powerful.
Unsubstantiated claims are so exhausted and overused that, as a result, we
consumers no longer believe a lot of what Brands tell us. So, we look to
the presumably unbiased opinions of strangers who have experienced the
Brand, and in doing so, have tested the Brand’s promises.
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They’ve trialled the claims and the value proposition and essentially
compared the experience delivered against those things. It is the foremost
reason a tourism business may be worthy of raving about in its simplest
form. Or, quite literally, be remarkable. When the delivered experience
exceeds the expectation set in the customer’s mind, you’ve got a chance at
creating positive word-of-mouth.
We create an expectation in the customer’s mind through several tangible
and intangible factors. Price, messaging, reviews, and personal biases all
come into play.
Yes, this matters greatly. But more than anything, what makes a tourism
business remarkable requires you to not only exceed your customers’
expectations consistently but also to inject the unexpected and something
different.
Let me illustrate this using two examples of exceptionally well-run
tourism businesses we have discovered along our journey.
The Whitsunday Islands are a stunningly beautiful collection of islands
in the heart of the iconic Great Barrier Reef on Australia’s northeast
coastline. A tropical paradise with turquoise blue and green water,
teeming with life. Sounds magical, right?
As we had limited time and budget, we chose a one-day island hopping
ferry tour to experience the region for ourselves.
Whatever expectation you have of the region (and trust me, as
Australians, you have great expectations), your experience will almost
surely exceed it. Ours did too.
The resort island, Hamilton Island, was gorgeous. We got to swim at
Whitehaven Beach, boasting some of the whitest sand in the world, and
the views alone on the ferry ride would have been enough to go home
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with incredibly fond memories and a feeling that we got value for money.
However, the service provided by the ferry staff was incredible.
When one of the girls felt seasick, the staff calmed her down, offered
lemonade and regularly checked on her. Although they would deal with
seasickness in some form every day, it felt like they treated her with extra
special care.
The ticket price included lunch and afternoon tea but what we received
was well beyond our expectations. They even squeezed a cheeky extra free
beer into the drinks included on the trip back after the bar had been
unofficially closed.
In every way, they made us feel valued and unique. They did everything
right.
However, as I sat here writing, I couldn’t tell you the name of the ferry
company. Nor did I leave a review.
But if you and I were in conversation and I knew you were heading that
way, I’d insist on reacquainting myself with the company’s name so that
you could share this great experience too. If you were going to choose any
ferry company for a one-day tour of the islands, I’d stake my reputation
on sending you to this one. For the value and the experience, I know
you’ll indeed have.
Now contrast that with an experience we had in the middle of nowhere.
With the proper budget behind us, any one of us would think we could
create a better pub than most. It may have nicer chairs, a more modern
design, a marble bar and all the trappings you’d expect at The Ritz.
Put said better pub on a transit route in the middle of the Australian
Outback, and you still wouldn’t go close to how famous The Daly
Waters Pub is.
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It seems travellers’ things cover every external surface of the pub.
International monies. Bras. Shoes. Writing. Business cards. Many people
have left their stories on the walls - many people ‘own’ a piece of the pub.
The design is at best, rustic and mismatched. Yet, bizarrely, it all goes
together. It feels like nowhere you have been before. It is dysfunctional in
many ways. But it is so different from every other pub you might
experience, which is why people flock to it.
Hundreds of travellers choose The Daly Waters Pub to enjoy a meal and
live music every night. Of which, neither is really any more remarkable
than any other pub you may come across in the country.
There is almost nothing else to do there. Nothing. The town has a
population of fewer than 30 permanents.
There are many tiny towns along the Outback route running through
Central Australia. Yet, in droves, travellers choose to stop at The Daly
Waters Pub for the night. Consider that. This town has a permanent
population of ten times less than the nightly patronage of its very
‘different’ pub.
You could stick a polished, poised pub in Daly Waters, and it would be
nothing more than a placeholder with minimal visitation like the many
other pubs on this route.
As you might expect, I wrote a five-star Google review when we left. I
have also regaled the story of The Daly Waters Pub to several people
since, as has my wife. Heck, I’m writing about it here!
At the time of writing, Daly Waters pub has an excellent 1,598 reviews
on Google, at 4.5 stars, and 4 stars on Tripadvisor from over 500 reviews.
What is the difference between the ferry and the pub? Why do I
remember the name of one business, take time out of my day to write a
22
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review, and share the story with people I meet regardless of if I know they
are likely to visit the town or not?
One might argue that the ferry facilitates an experience rather than being
the experience itself, and I would say that line of thinking is incorrect.
The entire day forms the memory, inclusive of the transport.
I would argue it is because better is not better. Different is better than
better, and more to the point, different in a compelling way to your ideal
customer, is better.
When we discover something different, we want to share the story
because it elevates our self-worth. What, wait? Elevates our self-worth???
Yep. As a tourism business operator, it is essential to understand this
crucial marketing concept. Your customers are not buying your product
or experience.
If you’re a winery, they’re not buying wine. If you’re five-star
accommodation, they’re not buying a room. If you’re a provedore,
they’re not buying boutique meats. If you’re a tour operator, they’re not
buying a seat on the bus.
What are they buying? And why is it critical that you have clarity about
this?
If you are a winery, and they buy a bottle of wine, they’re buying an
identity. They’re taking home the memory of the experience and a
bragworthy moment for friends. A souvenir of sorts.
If you’re a tour operator, they’re buying an identity. The idea they are an
adventurer, an explorer or perhaps even a risk-taker. Someone who leads
an exciting or rich life.
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If you’re a provedore, they’re buying an identity that connects with the
idea of supporting makers and creators - connection to provenance and
personal stories.
The only way to rise above a commodity price in your industry segment
is to build a Brand other people care about, want to talk about and share
in, long-term. To have incredible clarity about what your Brand says
about your ideal customer.
OK, I can guess what you’re thinking, and I agree that it is a stretch to
apply it to buying a carton of milk or chewing gum. But we’re talking
about tourism products and experiences, not everyday items. Sharing an
experience (in this case, at an entirely different pub in the middle of
nowhere) therefore becomes a story about us. There is brag-worthiness
about it.
The outback pub connects us to our aspirational identity, and through
the process, builds their Brand too. We remember the Brand because we
remember how it made us feel.
Although the ferry is running a great business, they fail to position their
Brand to connect you with your aspirational identity. They are building a
business, not a Brand.
Great Brands make for not only great businesses; they also stand the test
of time, and the good news is, it is also how you can charge a premium
for your product or service.
Product + Brand > Product Alone
It is why people pay a premium to pull a pair of Nike runners (more on
this later).
You want to be building a great Brand, not just a great business.

24

AN ABSOLUTE MUST-DO

Oh, by the way, it was Cruise Whitsundays. As I read this chapter back to
my ever-supportive wife, she suggested I share this with you! At the time of
writing, Cruise Whitsundays have over 3,500 reviews on Tripadvisor for a
rating of 4.5.
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Customer Clarity

There is a tremendous private property on the Bellarine Peninsula in
Victoria, Lon Retreat. Gorgeous gardens. To-die-for location, close
enough to hear waves crashing nearby. The architecture considered and
flawlessly executed. There are only a handful of rooms available. It is
opulent and exclusive in every way. Ladies and gentlemen, hosting ladies
and gentlemen.
How do you think it would make you feel if you stayed there? Imagine
the kick out of it you would get? There are many accommodation
choices in regional Victoria, so why would someone from Melbourne
looking for a couple of days away choose this property? Perhaps they
haven’t explored The Bellarine yet. Maybe they’ve chosen the famous
Daylesford spa region many times before and want a change. Lon Retreat
have built such a strong Brand that it is a destination, not just
accommodation to facilitate another experience in the region.
At the time of writing, Lon Retreat goes at 4.7 stars for Google and at 5
stars for 138 reviews on Tripadvisor. Why is it a strong Brand? Because
from day one, the owner, Claire, has had clarity about the Brand she is
building, whom they are making it for, and what they stand for. Claire
knows why guests will pay a significantly higher than commodity price
for a commodity – accommodation. Claire understands what the Lon
26
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Retreat Brand says about guests who visit. You don’t just get bragworthiness when you stay. You feel you’ve arrived or are arriving (in life).
What does engaging with your product or experience say about your
customer? Understanding this and articulating and delivering on it is
terribly important to your business. Yet if I stood at the front of a room
full of one hundred tourism business owners and asked them to raise
their hand if they could describe their ideal customer with certainty and
clarity, I’m betting less than ten would be able to.
If you had been sitting in that room, and didn’t raise your hand, this
chapter is for you. If you were sitting in that room and were fifty-fifty
raising your hand, this chapter is also for you. Only if you were sitting in
that room and shot your hand up so fast your arm nearly fell off, skip to
the next chapter.
Before we move on to Strategy, we need to ensure you have incredible
clarity about your ideal customer so you can develop a product and the
language you need to use to attract them. Not only does this make it
easier to design a customer experience that aligns with their aspirations
and desire, but it also makes everything else in your business easier.
How you describe and position your product becomes more effortless.
Your advertising targeting and choice of audiences are precise. And the
effectiveness of both will be apparent.
Imagine you were at a Chamber of Commerce event, and your sole
objective was to find one new customer among the one hundred or so
people in attendance. There are people of many cultures, backgrounds,
occupations, and ages at the event. To promote what you do, the event
organiser has provided you with a table, a banner and some brochures
and has given you explicit instructions not to harass people; instead, wait
for them to approach you.

27

TIM DAVIES

What’s your approach? Would you generalise what you do in a feeble
attempt to appeal to the diverse number of people in the room? Or
would you craft your message, look, and feel to appeal to one type of
person? Perhaps, there are only three to four of those in the room.
When I put it like this, it seems nonsense to try and appeal to everyone,
and in doing so, become less appealing to an ideal customer, doesn’t it?
But that’s what businesses do every day in their Brand and Marketing
when they don’t have clarity about their perfect customer. They
generalise, and when you do, marketing gets hard. You can’t possibly
communicate effectively to the masses, and not in a manner that highly
appeals to a specific type of person.
I worked with a Tavern (bar and restaurant) struggling to attract
clientele. While running the Brand Strategy, diving in on much of the
business, I discovered in the afternoons on certain days in the bar area
that they had a strip show targeting tradies at the end of their day. The
show ran from late afternoon to early evening, briefly crossing over with
the incoming dinner trade in the attached restaurant.
The dining area was attached to the bar area. A door connected the two
spaces, and there was nothing stopping someone from the restaurant
from wandering through and, within an instant, inadvertently finding
themselves in the middle of the strip show. It happened too - in my
research I noted various Tripadvisor reviews complaining about it.
The promoter managing the girls was also managing the Tavern’s
Instagram account! They were sharing almost identical content on a
direct competitor's social account. If you visited their website, they
would talk about everything they offer, from the bar, cellar, restaurant,
breakfasts, live music, corporate functions, and everything in between.
The restaurant offered a variety of cuisines. Not in a typical Australian
pub menu way, with various meals on offer. They were explicitly a mix of
28
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Mexican, Spanish, American, and some typical Australian dishes,
presumably for the completely unadventurous guest they ‘simply must’
have some offering for. Such was their commitment to being everything
to everyone.
Not only could you not tell them apart from their competition on their
social accounts, but their Brand and product offering was also
undifferentiated.
To recap, they looked like a strip bar on their social media accounts, and
their website spoke to everyone. In-person, they operated an all-cuisine
restaurant for groups and families in the same proximity as girls getting
their kit off for tradies at the bar. Midweek they’d advertise a coffee and
scones breakfast menu on the radio.
With all this seemingly obvious mixed messaging and lack of
differentiation, they still wondered why they were quiet!
If I revealed now that this was a fictional story, you’d probably be
completely unsurprised. The concerning thing is, it’s not. It happened,
and that’s what the business offered and how it positioned itself.
When presented with their Brand Strategy, they accepted it and planned
to adopt and implement it through the venue. I was thrilled. Almost
immediately, they had even decided to drop the strip shows and
committed to clarifying their offering in the restaurant. However, within
two weeks, they’d reverted.
Oh well, to quote Henry Ford – ‘If you always do what you've always
done, you'll always get what you've always got.’
If your customer can replace you by driving a few minutes further down
the road for the same thing, make no mistake, you are selling a
commodity. You’re always going to scamper around looking for new
customers, special offers, or slash your prices.
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Conversely, if you’re the only option and greatly appeal to a specific
person, you have more control through the entire buying process. The
absence of choice and lack of replaceability rises you above commodity,
makes you a valuable proposition, and gives you leverage in the
transaction.
You may describe it as a competitive advantage or unique selling point in
marketing.
There’s a fantastic business, Sea All Dolphin Swims, on The Bellarine
Peninsula in Victoria, Australia, where you can swim with Dolphins and
Seals. There are limited permits available to run these tours in the bay,
and simply having one creates a unique selling point. However, there
aren’t many tourism businesses that operate with such exclusivity as Sea
All Dolphin Swims. Many tourism businesses have a like company only a
few minutes away.
I often go to restaurants and walk out asking my wife why it seems so
hard to get hospitality service right. As widely understood that excellent
service is excellent for business, it still, somehow, remains uncommon.
Even in today’s market, outstanding service remains a differentiator. So
can designing a Brand that appeals to a specific type of person.
You may not have access to something so exclusive as a licence to swim
with dolphins, but you don’t need to either. Your service and positioning
can be your competitive advantage. As I will demonstrate throughout
this book, it is a real unique selling point if you make it.
Let’s assume for now I have convinced you of the value of getting very
specific about your ideal customer. Before you start considering who that
target customer may be, let me introduce you to a couple of approaches
for choosing this group.
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If you don’t have a marketing background, the most familiar way to
group people might be within a demographic such as age, culture,
employment, or location. While choosing a group from one, or multiple
demographics, may work for your business - before you do to do it - let
me introduce you to the concept of psychographics.
Psychographics goes beyond classifying people based on general
demographic data and instead seeks to group people by what they think,
driving consumer behaviour. What are their beliefs and values? For
example, do they value family, saving money, holidays, learning, or career
progression? What are their opinions and attitudes? Where do they lie
politically, are they prudent and conservative, or do they believe
experiences in life are more valuable than material possessions?
The good news is (or some may say ‘scary reality’) that for marketers,
many digital advertising platforms have the consumer behaviour data you
require to target potential customers by their interests and behaviours,
aka psychographics.
A standard tool in marketing is to create an example Ideal Customer
Profile to lead decision making in the business. You’ll find other names
for it, such as Customer Avatar, but they generally look similar.
A one-page description of who the ideal customer is, how they think,
where they hang out and how they behave online and offline. Popular in
marketing is to give this Ideal Customer a name to make it easy to refer to
them in decision making.
For demonstration, I’ll speculate that for Lon Retreat, it could look
something like this.
Sarah is a 36-year-old professional who commutes to Melbourne CBD for
work. She has a high disposable income and values quality over quantity.
Sarah wears Brand name clothes, regularly shops online at night, and
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places high importance on her appearance. She keeps a tight friend group,
and they catch up regularly to try new restaurants all over Melbourne.
Sarah has been in a relationship for a few years and is happy with its pace.
Sarah periodically gets away with the girls for short breaks to regional
Victoria. Because they work so hard in their daily life, they want to make
sure they have a great vacation. They only ever go somewhere new when a
close friend recommends it to them, or the destination is named an absolute
must-do by their favourite travel blogger. Sarah enjoys downtime on social
media and is progressive in using it. She’s happy to try new social media
platforms.
I could keep going, but you get the gist. It’s a powerful exercise to
describe your ideal customer because it gives you so much clarity of
exactly whom you should be aiming for. It also provides much of the
direction you need for copywriting, targeting ad interests and behaviours
and making more marketing decisions.
At this point, I might add, despite commanding great exclusivity simply
by having the permit to run Dolphin swim tours, that doesn’t mean the
owner James ‘Murph’ Murphy rests on his laurels. Quite the opposite.
He’s one of the great movers and shakers of the Victorian Tourism
Industry, constantly pushing the edge by applying new technology such
as Virtual Reality and looking to form partnerships with other operators
like the ferries. He’s also unequivocal on his ‘why’ – Education in and
conservation of marine life - “Every decision we make is ultimately about
maximising the positive impact on the health of our oceans, our marine
life, and building advocates to protect it in the future.”
At the time of writing, Sea All Dolphin Swims goes at 4.8 from 89
reviews on Google, and on Trip Advisor is ranked the #1 experience to do
in Queenscliff, Victoria, with a rating of 5 from 482 reviews.
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Not only does he run a fantastic business, offering an excellent customer
experience. He has a unique selling point or differentiator. Through his
'why', Murph knows his customers well and gives them a reason to buy
into the Brand long-term. It’s the definition of an absolute ‘must-do’.
Everything aligns.
Niching down to a precise ideal customer isn’t enough if the customer
experience, your ‘why’, and your Brand Strategy don’t align. It’s a
starting point for the clarity you need to make every other decision in
your business.
Your homework from this chapter is to write your Ideal Customer’s
Profile.
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Brand (New) Thinking

More consumer choice means quality matters more, and Brand matters
more – Bob Iger Disney CEO.

If you agree that the goal is to build a great Brand, not just run a good
business, we must address what a Brand is.
Generally, it is unhelpful to point out the impact that technological
improvements have had on the world. You know what the internet did
to, and for, the world. You don’t need me to remind you that the world is
more connected than ever, information travels faster than ever... blah
blah blah.
Today, there is far more opportunity in the world than ever before to
create a product or experience and take it to market with relative ease.
Social media and platforms like TripAdvisor accelerate word-of-mouth.
As word-of-mouth travels further and faster, your business needs to
improve the quality of your product or experience. What you did five
years ago isn’t good enough for today’s consumers and the competition
you face.
The problem with quality, however, is that it is generally replicable.
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So how do you build something that lasts? In today’s landscape, not only
do you compete on quality, but you also must compete on Brand.
A Brand isn’t replicable. It’s great news for you if you care about
mindfully crafting yours. Bad news if you don’t care at all.
Whether you started your business yourself or took over from someone,
at some point in time, the founder was asking themselves what should the
logo look like?
Perhaps even putting logo and Brand in the same sentence, thinking they
are interchangeable terms. One means the other. If this were the case, we
could assess your logo’s visual appeal and, in doing so, evaluate the
quality of your Brand. You have interacted with and formed your idea of
many Brands, however. You know this is not the case.
It’s not at all about creating the best visual identity you’ve ever seen.
People will notice an inferior Brand, strange fonts, jarring images, and
lousy language before they’ll notice the good.
They will ‘feel’ a good Brand but can’t necessarily articulate it.
Imagine this. You are travelling in a wine region. You are choosing from
two extraordinary properties - right opposite each other on the same
road. You have time to visit one only. Which do you prefer?
Both are quality wines and stunning properties. You expect both are
similar in price. Comparable in almost every way.
Yet one Brand you have seen before. You shared a bottle of their Pinot
with your best friend a couple of years ago. It was a great night. You only
remember this because the Brand design was playful, and the story on the
label resonated with you. You remember they supported a charity about
which you care a great deal, or maybe not at all, buy hey, at least they do.
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Your experience with their Brand was minimal but incredibly positive.
Now, which do you think you’ll choose?
A Brand is not your logo, Brand colours, or even your products or
services. A Brand is a gut feeling each individual has when they think
about a business (Marty Neumeier). It is the sum of everything you do
from design to customer service, product, and anything in between.
If you want to survive and thrive, you need a strong Brand and a highquality product. Quality matters more than ever. Brand, even more so.
With that said, I will throw a cat amongst the pigeons now.
I introduced the idea before; a Brand is a gut feeling. Yours belongs in the
heart and mind of every individual that interacts with it.
But you don’t control what your Brand means to people.
The idea that you don’t is probably a strange concept to you. If it’s not, I
can almost guarantee the idea itself is, at the very least, a recent one
you’ve come to. After all, you created the logo, picked the Brand colours,
picked the bottle design and the business cards. You decide on the
product or services you sell, you priced, and deliver them.
Yet you don’t control what your Brand means to each individual. At
best, you influence it. At worst, you create a product or service and never
think about what your Brand means to someone.
Let me demonstrate it.
When I say, ‘Contiki Tours’, what thoughts does this conjure up?
When I say, ‘Penfolds Wines’, what thoughts does this conjure up?
When I say, ‘New York Yankees’, what thoughts does this conjure up?
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No two people on the planet share precisely the same thoughts and
feelings about these Brands. Yet, we all see the same logos, colours, bottle
design and business cards.
Our personal experiences with Brands shape our feeling about them. In
marketing, we call them touchpoints.
When our brother returned from a Contiki trip, he regaled the stories of
late nights in Rome.
When you visited Yankee stadium, and the team mascot gave your
daughter a high five, you remember how that made you feel.
When you shared a bottle of Penfolds Grange during a once in a lifetime
dinner with friends, you remember the joy it brought.
You don’t remember the logo, the bottle, the Brand colours, or the
business cards. You remember how the Brand made you feel, and you
associate this feeling with the Brand, which becomes the Brand to you.
Your role is to design a customer experience aligned with the Brand you
want to be. To lead the narrative in your ideal customer so long-term,
you build a Brand that matters to them.
You can’t control what individuals think about your Brand, but you can
give yourself a chance to influence it - to lead the narrative.
Are you influencing what your Brand means to customers by designing
your customers’ experience at each touchpoint? Or are you leaving it up
to chance?
To control it means being protective of everything that goes out and not
just doing things for the sake of it. It means everything makes sense
together. It means you don’t settle for something just to be doing
something.
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It means being incredibly clear about the Brand you want to build, and it
requires applying Brand Thinking to all aspects of your business.
To help you consider what Brand Thinking would do for and perhaps
look like in your business, let’s examine what it looks like applied; let’s
talk about MONA in Tasmania, Australia.
The Museum of Old and New Art is a privately funded business a short
drive from Tasmania’s capital city, Hobart.
Read into the owner, and it only adds to the mystery and intrigue
surrounding The Brand. An extraordinary individual vision has guided
the equally exceptional Brand it is today.
The Brand’s impact has been so significant that it has arguably singlehandedly transformed the capital city’s reputation into one of class and
culture over the past two decades.
The museum sits on an expansive manicured property, including a
restaurant and luxury accommodation. Built for purpose, the
architecture alone sets a standard for the experience you’re about to
enjoy.
The experience inside the museum is like nothing I’ve had before. Much
of the art is interactive, and all pieces are thought-provoking. After four
hours of immersion, I walked out with a headache from how challenging
it was on all my senses.
I can only imagine the conversations and debate that would go into the
exhibits and artwork selected as they fight to build and protect their
Brand. A commitment from which you could learn.
What makes the MONA Brand great is not only the artwork. It’s the
commitment to the Brand across every touchpoint. From the incredibly
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polished website to the Brand messaging, nothing is status quo wherever
you encounter it.
From the MONA website - “People are always asking if we have a book
about the architecture, but we haven’t done one yet so please stop asking.”
Most (run-of-the-mill) Brands would not have the courage to speak like
that – “please stop asking”. The decision-makers would likely be worried
it would repel the exact person they’re trying to attract.
But it’s on-Brand for MONA to challenge the status quo, and their ideal
customer is attracted to it. Those who are not and voice disapproval of
such messaging or tactics would only throw fuel on the proverbial fire –a
Brand growing like a wildfire.
Do you want to know one of the most fantastic things about the MONA
Brand?
They want the whole industry to be better. It seems the company
intuitively understands that growing the entire tourism pie is better than
trying to grow your piece of the pie alone. They seem to be the reluctant
hero who merely wants to be part of the city’s fabric and industry they
belong to, rather than be the story themselves.
They give tickets to locals for free, presumably to encourage a sense of
belonging to the Brand family and probably to make it easy for them to
invite visiting families and friends into the story too.
Visit their website, and under ‘accommodation’, you’ll find other Hobart
accommodation providers listed as well. If that’s not challenging the
status quo, I don’t know what is.
That is the Brand (at least that’s my take on the Brand). Challenge the
status quo. Challenge your thinking.
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Commitment to applying the Brand is demonstrable across all business
areas, from their Brand messaging, website, architecture,
accommodation, art exhibits and off-location campaigns and activations.
It is consistent and everywhere.
You might be thinking, ‘anyone can build a great Brand with that much
money behind them’. That couldn’t be further from the truth, and if
that’s your main takeaway from this chapter, perhaps this book isn’t for
you either.
You can apply the same commitment to Brand Thinking in any business
regardless of the budget. Sure, the budget might guide how you execute.
But once you know what Brand Thinking is and how to do it (and now
you know), your biggest challenge will be an ongoing commitment to
applying it in your business.
Commitment is what I see lacking time and time again - not money. I’ve
worked with tons of tourism operators to define their Brand Strategy and
provide examples of applying it across the business. Attitude and
commitment to it always fail before financial means.
It’s not something you can do once and expect it to stick. It takes a longterm commitment to building an iconic Brand; you can’t turn it on
overnight by simply changing how you describe yourself on your
website.
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I Bet I Can Make A Marketer Out Of You

A while ago, I heard an analogy that has been incredibly useful for
sharing with clients I take through Brand Strategy. It demonstrates the
power of a strong Brand at both a company and a consumer level.
If you heard that Nike would open a hotel, do you feel like you know
what to expect when that opens? In terms of décor, service, and
amenities.
Oddly enough, you do. The staff may dress in sports clothes, there would
be the typical swimming pool, but you wouldn’t be surprised if there
were also a half-court for basketball.
The lobby would be bright and open; there would be vast images of the
world’s best athletes on the wall and perhaps running tracks marking
critical routes to the lifts, restaurant, and pool.
What if I told you Pixar, Apple, Louis Vuitton, or IKEA were to open a
hotel, and you oversaw the décor? Without ever having worked for any
of these companies and having no experience in hotel interior design,
you’d very likely go into the process with confidence to get it right for
each company. To create an on-Brand result, wouldn’t you?
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