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Luiza Campos: [00:00:00] You're listening to A Branded World Podcast Episode number 
eight.  
 
Announcer: [00:00:08] Welcome to a branded world podcast where we explore great brands 
and give you tips tools hacks and guides to create brands that captivate clients and drive 
growth and revenue. And now your host Louisa Campo's.  
 
Luiza Campos: [00:00:28] Hello everyone and welcome to episode 8 of a branded world 
podcast. In today's episode I want to talk to you about a question that may seem very easy 
and straightforward to answer but it can be the make or break for any brand. And that 
question is what business are you really in?  
 
Luiza Campos: [00:00:49] And again this question may seem very simple but most 
businesses do not answer this question properly or don't see themselves as they should see. 
This is really about your purpose and this is a topic that has come forward and has been 
apparent in all the other interviews that we have done in the podcast.  
 
Luiza Campos: [00:01:14] So if you think back to some of the brands that we have 
interviewed here such as ATB Financial, Fiasco Gelato, Accessible Housing, the Calgary 
Chamber of Commerce all of those episodes and if you haven't heard them I recommend 
you go back and listen to these episodes as you will learn a lot about what these companies 
and organizations are doing and what they are doing is really answering this question is really 
analyzing what business are they really in. What is the purpose of their business or the 
organization. And it is not about the products and services that they offer. That is not the 
case. It's about the benefit and the difference that they make. Most companies think that the 
business they're really in is tied or is all about their products and services. There's a great 
article written back in 1960 that is really relevant. Probably even more today than back then. 
And it's called Marketing Myopia. Written by Theodore Levitt which really is considered the 
father of marketing and in that article, I'll have a link to this article in the show notes. But in 
that article Theodore talks about how railroads for instance declined not because the need 
for passengers and freight transportation decline in fact that actually drew and he didn't 
decline either because the need was filled by authors. They declined as an industry because 
the need wasn't filled by the railroads. They assumed, the railroads assumed that they were in 
the railroad business not in the transportation business. They were product oriented not 
customer oriented.  
 
Luiza Campos: [00:03:06] So this may seem like a simple difference or not a big enough 
difference or perspective in what you do as a business but it is huge. And like the railroads 
there's many other business examples that illustrates just how impactful and significant it is. 
Looking at your business from that different perspective from your customers perspective 
not from your product perspective can make a huge difference. And as I said in the 
beginning, can make or break an organization. So it's really easy or it's a lot easier, I should 
say, for organizations to view themselves based on the products and services that they offer 
because of course that is what have made them successful in the beginning.  
 



	

	

3 008 | WHAT BUSINESS ARE YOU REALLY IN? 
 

A BRANDED WORLD PODCAST 
	

Luiza Campos: [00:03:56] That's where a lot of their resources have gone into establishing 
these products and services into researching the best methods to produce or to program 
these services. So we focus the majority of the focus of the organization goes into that. So 
it's very easy to see ourselves as that product and service rather than the real difference that 
makes in someone's life and we can name and of course there's very famous examples of 
these Kodak being one of them. Kodak thought that they were in the film business instead of 
in the business of capturing and sharing memories and this is an example of particular 
interest to me because of course Kodak marketing was very famous about the Kodak 
moment. So the marketing side of the company understood that they were in the business of 
capturing and sharing memories. They understood what was the true business of the 
company the true benefits that they provide. But obviously the rest of the company didn't so 
they lost significant market share. They could have been huge in the business of capturing 
and sharing memories as others took that from them. Blockbuster is another great example. 
They thought that they were in the Chasseur DVD business instead of the business of 
entertaining and sharing stories. They had all these stores throughout North America. They 
had all the connections with the production houses with Hollywood's producers. They could 
have easily become the Netflix of today but they didn't because they saw themselves as a 
retail business as a business that had VHS and DVDs not of the business of entertaining and 
sharing stories.  
 
Luiza Campos: [00:05:59] And of course since then since Netflix took that market 
entertainment market of sharing stories and now they are even expanding on that and now 
they are also in the business of producing of telling stories of their own and sharing those 
Sears is another example of that. You know Sears was sort of the analog version of online 
shopping. If you think about it they had an immense reach in particularly not just with their 
stores in big city locations but also in very remote areas where people did not have access to 
some of those products and services they did not have access to any of those stores but they 
had the Sears catalog and they missed an opportunity to really see themselves to own that 
market specially in the remote areas. So Sears was really not in the business of distributing 
products and services. They were about access. They were providing people the opportunity 
to purchase goods that they couldn't otherwise.  
 
Luiza Campos: [00:07:11] And of course since then Amazon has taken that over and really 
magnify that. And Sears Well it's a memory now. So again as a business small or big for profit 
or nonprofit you have to really answer. What business are you really in and you have to think 
about that. It's not about the product and service. It's about the difference you make. It's 
understanding what your customers really want from your product and service so customers 
they don't want to do anything they want to be something they're not interested in the 
process they're interested in the outcome and what they will get from your product and 
service. So if you're a florist for instance you need to understand that you're not in the 
business of flowers you are in the business of spreading joy. Nike understand that they're not 
in the sports goods businesses they're in the business of motivation of encouragement. 
Facebook is not about online updates. They're in the business of belonging making you feel 
part of a tribe of a group. HTB which I mentioned earlier we interviewed in this podcast.  
 
Luiza Campos: [00:08:33] They understand they're not in the business of banking. They're in 
the business of listening to people and making them feel heard understood fiasco 
understands that they're not in the business of gelato they're in the business of happiness of 
doing good and so on and so forth. One of the best examples is Avea. The flip flops Avidya 
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ness which I'm sure everyone is familiar with them and I'll put a link to their website I.A. is. 
Yes. The rubber flip flops from Brazil. They were created in 1962 and they were really 
considered a poor man's product. So if you lived in Brazil as I have Vienna's back in the day 
where what really poor people would wear. So if you were in a middle class in Brazil you 
would not be caught dead wearing of I.A.. And in fact it was a very inexpensive product. 
People as I said poor people would wear because they were so cheap in the 1980s. In fact 
Venice became part of what it's called The Essential basket of goods. So these are products 
that the government control the price of. So in that basket there are things like rice and 
beans and rice and those were part of that.  
 
Luiza Campos: [00:09:59] They were considered an essential part the for the society and so 
the government controlled their prices. In the 1990s when the economy in Brazil started to 
improve there was a lot of other products that came into the market and now Avena was 
faced for the first time with real competition in the market and they suffered of course with a 
negative Brend percent when the product was durable. But he was not a product that people 
want it. People from lower economic levels who used to wear Vanna's now that their lifestyle 
has improved. They didn't want to wear something that was considered to be a product that 
was used by a lower income level. And of course those who were already before part of a 
higher income level they didn't want to wear them either. And Alvina had to really answer this 
question of what business are they really in. Now this was 30 years after the company was 
established and they have been for all that time focused in the product itself in the flipflops 
was a big shift for them to start thinking about what should they really what this product 
really signifies what the CEO really symbolizes what are we all about. And that shift was one 
of the most successful shifts of any company in history that has made they went from being 
a poor man's product to be part of the Oscar winning gift baskets to be worn by a listers 
Hollywood celebrities and distributed now in more than 80 countries around the world. 
Started promoting themselves as a symbol of what it means to be a Brazilian. It embodies 
what it means to live in Brazil.  
 
Luiza Campos: [00:11:58] The arts the music the beach the surroundings and all of that and 
all the collaboration that they did and the product itself started to change to include 
paintings of Brazilian artists and poetry of Brazilian poets and so forth. They understood they 
were not in the business of manufacturing the flip flop there were in the business of 
expressing what it means to be a Brazilian. What it means to go to Brazil to live that lifestyle. 
They started expressing that in everything they do in how the product looks in how they talk 
about themselves and so forth. And he became a huge success story. It took a big economic 
shift in Brazil for adventure's to be forced almost to really understand what business are they 
really in to really sort of go through that self-analysis on what are they really and what did 
they really offer what is the difference that they can really make and what is that purpose and 
how can we communicate that. A lot of businesses have face those outside forces like I did 
with the market with the economy in Brazil to force themselves to really analyze what 
business they're really in. But most of them have not done it successful and we have already 
talked about some of them like Kodak blockbuster and Sears and Sony. Do you remember 
Sony Walkmans from Sony. They were the back in the day in the 80s. They were the 
equivalent of our phones and our our iPod. A few years ago. Same thing with Motorola 
phones. They had the market share on cell phones so they could have become the new 
iPhone's or the Samsung of today.  
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Luiza Campos: [00:13:56] But they were not able to really analyze the question of what 
business they really and they kept focused on the products that they had. And they missed 
that opportunity. They didn't grow and evolve with the customer needs and with the market 
trends. So you really have to analyze your organisation and analyze what is the benefits the 
difference that you make in people's lives and your product is just a means to achieve that 
difference. To achieve that end state that your customers are looking for that your audience 
is looking for. So it's not about the product and service it's about that end state. It's about 
what people are really trying to achieve. As Steve Jobs famously said you've got to start with 
the customer experience and work backwards to the technology. The same applies for every 
business and product or service. You have to start with what's that end state. That difference 
that people are looking for and then you work backwards to what can you provide to make 
that happen. So we often as I mentioned in the beginning with focus so much on our 
product and service most of the organization does. And we believe that our advantage is in 
the tangible value that we provide and we can demonstrate right.  
 
Luiza Campos: [00:15:28] So it seemed that perfect cup of coffee or in that most 
comfortable running shoe but in a world where there's so many choices where people can 
pick several coffee shops in a two block radius or have dozens if not hundreds of options for 
other goods and services you really need to tap on what matters to your customer what is 
that difference that they will get people value things you can't really hand them over. People 
value things that are intangible like trust and confidence are making them feel good because 
they don't need it to that cause that they know that they've made a difference or things like 
belonging or things like feeling heard or understood. And companies and organizations we 
tend to measure the tangible how many products we sold how many new customers we 
have how many likes we get and we don't put enough importance on that intangible. We 
don't communicate often that way. Some organizations out there don't even understand that 
that is actually the value that their audience sees in them. It's what they get out of an 
interaction with you. So brands they need to enable their audiences to attach meaning to 
their products and services and give them a reason to want to belong because we want that 
and specially Millennials and younger generations they want to be part and they want to 
contribute to companies or organizations that provide. Into their lives that are about a 
purpose not just about a product or a service. What successful brands are really doing at the 
end of the day is that they are selling a story of a better version of ourselves a better version 
of where we are more confident where we belong where we are liked where we are heard 
and understood where we are captivated where we are moved to where we are good 
citizens because we have contributed and made a difference in other people's lives. So 
successful brands are the brands that are able to clearly show their audiences that by 
engaging with them that's who they will become. They will become successful or better 
version of themselves.  
 
Luiza Campos: [00:18:09] They will become that ideal that they want to be or that they want 
their lives to be like successful brands have to tell that story. And again before you tell that 
story you need to understand water the business you're really in. What is that intangible focus 
benefit that your audience is looking for. If you understand what that is and you start talking 
about yourselves that way and you start providing ways for people to experience your brand 
that way you will become a successful brand. And it's not enough to just get attention. 
Attention is the first step. People do need to know you exist of course. But what is really 
important is to create not an interaction not a meaningless interaction where people just buy 
a product or a service because they need it because they feel pressured because it felt like it 
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was the right thing to do at the moment. But what you wanted to if you put all those 
resources behind attracting a customer attracting an audience and getting their attention. 
What do you want to do is transform that first point of contact into a relationship. You don't 
want just a meaningless transaction. You want a meaningful interaction that will develop into 
a relationship you want for people to understand the value that you are giving and the 
difference that you are making and how you can help them have that ideal life become that 
better version of themselves. So success really at the end of the day is how you make your 
audience feel again. It's all about the emotion. So what business are you really in.  
 
Luiza Campos: [00:20:09] Do you know how your customers are feeling when they interact 
with you. Do you know how they want to do you know what they're really after. And I 
guarantee you is not just about your product and service. It goes much much deeper than 
that. So you have to self analyze. You have to take an opportunity to talk to your customers 
not through just quick surveys or research but more in depth interviews and really analyze 
what is that feeling. What are they trying to become. What are they hoping to achieve. What 
is that better version that ideal that they have for their lives and how can you fill that gap. 
How can you help them get there. That's what you're really trying to achieve. Marketing is 
and has always been a transfer of emotion and now more than any other time people have 
more and more choices. And last and last time. So you really need to reinforce that Satirev 
believes that you hold and you share you really need to make people feel that affinity with 
your organizations. You need to demonstrate that you share the same values that you stand 
for the same ideals and you need to become part of your audiences story. You need to 
clearly show them how engaging with you will help them achieve the goals that they have. 
The feelings that they are striving for that those better versions of themselves that ideal life 
that you're looking to get back in that article the marketing myopia that Theodore Levitt 
wrote back in 1960. He says in that article the marketing effort is still viewed as a necessary 
consequence of the product not vice versa as it should be. Now Theodore Levitt understood.  
 
Luiza Campos: [00:22:15] Back in 1960 that marketing was not something that it did. At the 
end stage not just a message you slap on on a product and to try to push it. Marketing had to 
be about creating this connection with your audience. It is about really expressing and 
engaging connecting through that emotion through the feelings the hopes and dreams that 
they are trying to achieve. And you had to had products and services to back that that will 
support that they would enable them to achieve that. We can't focus just on a product and 
service. You do need a good product and service of course but that's just table stakes. A 
good product and service is the price of admission specially now when we have so many 
options and we can select so many different products and services from around the world at 
our fingertips. Quality has to be there of course but that is not what is going to make the 
difference. That is not was going to create loyalty. That is not what is going to create that 
emotional bond and that's not how you become part of your audience's story of their lives. 
Talking about the difference you make and really reflecting the values the believes that your 
audience has. That's what's going to create that bond. That is what's going to create that 
loyalty and that ongoing relationship with your audience.  
 
Luiza Campos: [00:23:50] So for a lot of organizations out there who still see marketing or 
branding as a feel good thing or can't imagine the tangible benefits of taking the time and the 
resources to put behind going through this process I hope the examples I've given you today 
help you take that step and realize just how important and how beneficial. Going through a 
branding process can be for Oregon ization. Some of these companies if not most of them 
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were big thriving companies back at their time and they had big resources behind them. They 
could have easily gone through this process and some of them did but they were not willing 
to live it. They were not willing to really talk about the intangible to really talk about the 
feelings the believes the dreams that their audience want and that they could provide them 
with. They were focused on their product and that's not what the audience is looking for. 
Successful brands are those who have the clarity to understand that their audience is not 
looking just for a product or service but much more than that. They want a connection. They 
want to see their believes and their dreams reflected in another brand. And successful brands 
also have the courage to talk about themselves that way. Through the emotion to really 
connect with your audience that way and then they see the benefits as an outcome of doing 
that. I hope this was helpful. I hope this helped to understand a little bit better. The benefits 
of developing your brand platform are really engaging with your audience in that deep 
meaningful way based on the feelings the dreams and the emotions that they are trying to 
achieve and that you can help them get there. It can be hard for an organization not to talk 
about their products and services and features and benefits.  
 
Luiza Campos: [00:26:07] It can be very hard to talk about Justine tangibles the things that 
you don't think is what people are going to base their decisions in. You think that we are 
logical beings and that we make our decisions based on logical features benefits price and so 
forth. But we are not. As the neuroscientist deal bold Taylor says although many of us think 
of ourselves as thinking creatures that feel biologically we are feeling creatures that think so 
our decisions are based on emotions and you need to understand that the sooner an 
organisation understands that people base their decisions on emotion the sooner and needs 
your need is for you to start engaging and communicating with people through those 
emotions and making that deep connection. And the sooner you do that the faster you will 
start to see the outcomes of doing of doing that. That's what successful brands do. They 
understand that people are basing their decisions on emotions and they're not afraid to talk 
about themselves based on emotions. What are the emotional benefit that they can provide 
their audience with. So I hope this has been helpful. And again my final recommendation is 
understand what your audience really wants and it's again not your product and service but 
what are they trying to achieve. What are those emotions. What are those that better version 
of themselves. The dreams that they have and don't be afraid to start talking about your 
organisation or your product and service. From that perspective because the sooner you do 
the faster you see the results and the benefits and the engagement levels increase. I hope 
you found this helpful.  
 
Luiza Campos: [00:28:02] Please make sure that you go to the show notes at a branded 
world podcast dot com to see the links to some of the brands that I've talked about today. 
And as usual with the show notes there will be a downloadable PDAF with some questions to 
help you gain too few have answered this question properly. What business are you really in. 
So go to the show notes and check out the downloadable PDAF as well and if you haven't 
done so yet. I would love if you could please go to iTunes and leave an honest review. Those 
are very very helpful to me. I want to make sure that this podcast is useful to everyone. So 
leaving a review would be very helpful. And subscribe to the podcast and you can do that and 
iTunes as well. Thank you so much and I'll see you next time.  
 
Announcer: [00:29:00] Thank you for listening to a branded world podcast. Discover more at 
a branded world podcast dot com.  
	


