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Voiceover This is Business Reimagined. Every week, we talk with thought leaders and 

revolutionaries who are bringing innovation to their industries like today’s guest, 

Glen T. Campbell. 

Glen Seth Godin was the guy who said small is really the new big. I’d much rather be 

small because by being small, you can be far more competitive, and why would you 

want to compete with those big guys anyway? I think you can connect in ways that 

are more profound. I think you can do more innovative stuff. I think you can be 

vastly superior. 

 

Glen T. Campbell 
Glen is  an authority on creating remark able brands  and 

keynote s peaker to businesses  across four continents.  His  

company Brandh eart has  developed unrivalled methods  for 

personal and organizational Branding. G len’s unique 

approach combines 30 years working with  brand strategy 

organizations  and 17 years  of martial arts where h e reached 

the level of Sens ei (Third Dan Black Belt).  
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Voiceover This is Business Reimagined with Danny Iny. 

 

Danny Glen Campbell is the master of marketing, but don’t call him that through his face. 

Why? Because to Glen, “marketing” has become a dirty word. What Glen believes in 

is branding, and there’s a world of difference between the 2 concepts in his mind. 

How did he come to see that difference? He graduated with a marketing degree and 

began his 27-year career working for some of the greatest agencies on 3 different 

continents. Needless to say, he’s got a wealth of experience, so it was a big surprise 

when he walked away from his career, but he knew deep down that while he was 

doing what he loved, he wasn’t doing it the way he loved. 

Glen What I found was that the guy who had the most experience, the guy who had the 

most to offer had the least amount of time with his clients, and that was me. I found 

myself in a position where I was skimming across the surface of a lot of businesses, 

but not creating anywhere near the impact or value that I wanted to. In fact, I 

sometimes call myself …  I call myself a “glorified administrator.” 

Danny  But it was more than just s kimming across th e surface th at bothered 
Glen.  In fact,  during one pitch meeting,  he learned that his potential 
client h ad already chos en an agency and was just fishing for more 
creative ideas , which is  not atypical in the world of big mark eting 
agencies . A few days later,  the feeling of not being aligned with his 
true goal really crystallized for him.  

Glen I was sitting in a boardroom, pitching for a fast-food business. Basically, burgers, 

Coke, and fries. I thought to myself, “What am I doing here? I mean, I don’t even 
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like this food. I’ve got to be … ” because I’m a really healthy guy. I thought, “I’ve got 

to be really enthusiastic about burgers, Coke, and fries,” and I don’t want to do it, 

but I have to because I’m a CEO of a public company, and the income is important, 

so it’s not about what I want to do, or the value that I can bring, or what my 

heartfelt passion and desire is about. It’s really just about making money. 

Danny What did he do? He went home to his wife and told her he was finished. He was 

done working with global agencies, and she was supportive even though Glen didn’t 

have any idea of what he should do next. When talking to his friends and colleagues, 

they urged him to stay in the field of strategic development because he was so good 

at it. Glen decided to take their advice, but to do it on his own terms, without staff, 

without rent, and without a boss. What’s more, he resolves to change marketing. 

Glen Marketing is something that I think …  Now, I don’t use that word anymore. I use the 

word “branding” because I see a lot of marketing out there that actually destroys 

businesses, doesn’t build them, and so I’ve walked away from that term because I 

think it is bastardized and I think it is poorly used. 

Danny With his new purpose clear, Glen realized that the greatest branding changes needed 

to start at the top with the CEOs and entrepreneurs. That’s where the influence 

begins. What a leader does affects culture, and culture must be unified and single-

minded for a brand to keep its promises, so Glen focused in on the methods he had 

developed for leadership organizational identity and communication. 

Glen The 3-step process in the development of the Best Self Identity Method is, number 

one, awareness. That’s about deeply understanding who the leader is now and how 

they can elevate to a higher level of being. Then, there’s the …  the second step is 
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what I call “discovering the best self,” and that is, what this individual’s unique 

reason for being is, and what constitutes their best self? We go about defining that, 

and it’s like a fingerprint. Everybody has their own life purpose. Everybody has their 

own personal vision. Everybody has their own personal and unique values that they 

live by, and personality, and so on, so I go about designing that. 

 Then, of course, step 3 is actualization or what I call “towards actualization.” I don’t 

think anybody ever actually really actualizes, and that’s really about how to go 

about living as your best self every minute of every day. In a way, that creates great 

resonance and influence, and leaders need to resonate with their organizations and 

their customers, and they need to have influence in a way that is positive, so that’s 

the 3 steps for the Best Self Identity Method. 

 The 3 steps for the Organizational Branding Method are, number one, 

understanding, and that’s to the developer an insightful understanding of your 

market. What entices it, and what seduces it? Not a whole bunch of statistics or any 

of that sort of stuff. It’s really about how you actually identify the emotional drivers 

and connectors. Step 2 is the pulse, so what is the clarity around? What makes the 

heart of your brand beat the strongest? Now, this is a very simple model to the Best 

Self identity model. In fact, they’re symbiotic in many respects, so you have leader’s 

brand, and then you have the organizational brand and identity, which have a 

really close relationship. 

 Then, the third step is connection. How do you create a compelling? How do you get 

noticed and create a compelling offer and experience that resonates and connects 

deeply with your prospects and customers? That’s there the methods that I’ve 
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developed 7 years ago now and continue to improve, and evolve, and innovate those 

methods to even get greater simplicity. 

 

Danny What jumps out to me right away is that …  Of course, the first 3 steps are about the 

leader. Yeah. It sounds a lot more like leadership development or coaching of some 

kind than brand strategy. 

Glen Great brands have great leaders, Danny, and so you cannot possibly have a brand. 

There’s a lot of businesses out there, and there’s a big difference between a business 

and a brand, which I’d like to share with you as well, but there’s a lot of businesses 

out there that have leaders that are not strong leaders, or they’re not unifying 

cultures, or they’re not innovating or creating organizations that are equipped to 

keep their promises. To me, it all starts with the leader. If I can help the leader 

understand what constitutes a brand as opposed to a business, and then develop 

them as a brand, then that is absolutely the best place to start. 

 Then, we move from the leader into the organization. In many respects, I work with 

leadership teams as well, so start with the CEO. Just go through the hall of the C-

suite really. Start with the CEO, and then go to the COO and CTO, and the rest of 

them. I’ve done that several times, and it’s been an incredibly powerful experience 

for the organization, and it’s just really …  To put it plainly, it’s money in the bank for 

organizations when they do that. 

Danny Another question is begged, which is …  Obviously, there are a lot of businesses out 

there that don’t have this kind of alignment, and this kind of vision, and this kind of 
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clarity, and yet they sell things. Tell me, what’s the difference? What’s the gap? 

What happens when you reach this level of clarity, and alignment, and insight? 

 

Glen Many things happen. I think you become more valuable. Before this meeting, I was 

just reading the latest BrandZ study from Millward Brown. That is this whole idea of 

developing an understanding of what brands are actually worth, what the value of 

the brand is. No surprise, Apple is the number one brand on the planet yet again 

taking over from Google, but brands are valuable. If you want to see the difference 

between a business and a brand, the first thing would be when you sell a business. 

 Brands get far bigger multiples because they are visionary. They are bold. They are 

valuable. They look at the lifetime value of customer, and they keep customers 

engaged for much longer, so customers stay loyal. They haven’t got this revolving 

door of customers coming and going all the time because they’re more transaction  

focused or because they’ve got this short termism around what the balance sheet 

should like every month, so these guys …  what I call these guys, businesses is they’re 

more transactional commodity traders. They’re just trying to sell more stuff, and 

many of them do. 

 Many of them continue to sell stuff, but what they don’t do is they don’t …  They 

probably don’t retain the relationships as long as they should. They probably are not 

selling at a premium price. Brands sell at premium prices. Real brands don’t 

discount. Real brands. I have never seen Apple discount anything. Have you? 

Danny I can’t say that I have. 
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Glen No. Apple does n’t discount.  They don’t do s ales.  Th ey don’t do buy -

one-get-one-free.  They don’t have end of financial year sales. They 

don’t sell products and s ay, “W ell,  now that you’ve bought one  of 

those,  we’ll give you this,  this,  this,  and this  free.” I’ve never seen 

Apple do th at.  Of cours e,  they don’t do it , and they don’t need to. 

They’re the number one brand on th e planet,  and s o I think when you 

look at brands  in th at s ense, brands  are very different to business es  

becaus e business es  are on focus . Brands are vis ionary.  

 Businesses have a tendency to be more transactional. Brands have a tendency to 

focus on how they can add value to their customer’s life. Businesses are very short-

term. They’re looking at the number every day, whereas brands look at more the 

lifetime value. I think businesses struggle to get customers where brands … 

customers actually seeking out brands because they are rare. I think businesses are 

plentiful and brands are rare. Businesses generally are a hard-seller, always trying 

to flag the next promotional offer, whereas brands actually entice and surprise. They 

emotionally …  They’re more deeply emotionally connect with customers, and that’s 

why customers stay connected longer if not forever. 

 Brands can optimize their margins, whereas businesses are in this flat spin of 

constant margin erosion. Businesses, I believe, are unsustainable, and brands are 

valuable and enduring. Those businesses that continue to operate, I think, it’s just an 

internal day-in-day-out struggle to sell more stuff and keep customers engaged, 

and it is a struggle, whereas brands are not doing that. When I talk about brands, I 
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don’t necessarily need to talk about Apple. I use this word in conjunction to 

businesses very selectively. 

 

 

 I’ll give you an example of a brand that is more common to normal everyday 

business. There’s this guy off around the corner for me, and he’s called “Ray the 

Butcher.” Ray the Butcher in my mind is a brand. He’s the most extraordinary 

business I’ve seen. You go into that store …  Actually, Victoria, my wife, went in there, 

and she found this guy. She always finds interesting places. She found this guy, and 

she was buying all our meat from Ray. I’ve got into a supermarket, and she say, “No, 

no. We’re not buying our meat from here. We buy it from Ray.” I said, “Who is Ray?” 

 Of course, one day, I happen to meet Ray. We’re up at around the corner, and she 

was in there. Of course, Ray is having this conversation with Victoria like they were 

old mates. I walked in, and Victoria said, “Oh, this is Glen.” Ray went, “Glen, the 

husband. Fantastic.” He’s developing this relationship by name. Now, I’ve been in 

there every other day to buy the meat since. Every time I walk through the door, he 

treats me like I’m an old friend. “Hello, Glen. How you doing? Good to see you now,” 

and he gets into serving me exactly …  He knows what I want. He knows the kind of 

cuts that I want. He’s always saying, “Look, I’ve got something for you to try. I really 

want you to try this.” His relationship, his store merchandising, the quality of meat, 

he buys and sells …  is remarkable, and so Ray to me is a brand. 
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 Now, he’s a butcher who started off 6 years ago with 1 store. Now, he has a chain of 

15, and he makes sure that every leader in …  every lead butcher in each of those 

stores treats their customers in the same way. Is Ray a brand? You better believe Ray 

is a brand. Does Ray discount his meat? Ray is 30% more than the supermarkets in 

terms of meat, but his store is packed every day. People will pay the 30% because 

they’re connecting, emotionally connecting with the brand and because Ray knows 

how to do that in terms of service and in terms of his products. 

Danny I love the example, and we can all think of the businesses that …  the brands, I should 

say, that we absolutely love and connect with, but I want to do a counterpoint 

because it doesn’t …  I agree with your point, and that doesn’t mean that there isn’t a 

counter argument, and so the question I have is, buyer definition, is Walmart a 

brand? 

Glen I would think they were struggling to be a brand because I think Walmart is based on 

a very transactional premise. I’ve read Sam’s first book, “Sam Walton: Made in 

America,” I think it was. I read that a long time ago, and Sam started out that 

business with I think very idealistic values. He really wanted to share with people the 

things that they probably normally couldn’t get in a way that was around price or 

around variety and price, and I think he started the business out in that way. 

 I don’t think the business …  I don’t think Sam would be …  I think Sam would be 

appreciative of the fact that the business is probably the biggest retailer on the 

planet now, is in many, many, many countries and is doing incredible things, but 

my sense is that Walmart is far more transactional now than it was set out to be. Do 

they offer messy variety? Yes, they do. Are they selling it at a very low price? Yes, 

they are, the everyday low price standard. I think those guys developed that 
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everyday low price approach to pricing strategy for a lot of retailers to copy. 

Certainly, a lot did in this country. Are they doing those things and doing them well? 

Yes. Do customers emotionally connect with Walmart? I would argue the case that 

they don’t. 

 

 I think they go in there to get stuff and then get out, so in that sense, I wouldn’t see 

them as a brand. Just because you’re a big …  Just because you do a lot of advertising, 

it doesn’t mean you’re a brand. Just because you have an enormous number of 

transactions, it doesn’t mean you’re a brand. The real acid test comes down to 

whether people are going to miss you if you’re gone or whether people will really 

emotionally connect with you in a way that is compelling, that is profound, and so 

for me …  Are they a brand? I would argue that maybe they’re not just like I would 

argue that a lot of financial institutions, banks for example and telecommunications 

companies, they’re not brands. 

 Big ad campaigns, putting your logo everywhere consistently,  having a lot of …  

having millions of transactions or customers doesn’t mean you’re a brand if people 

don’t like you or if people have no emotional connection with you. I think it’s 

probably at this point, Danny, that I talk about what my definition of a brand is, 

which I don’t think too many people know or understand. 

Danny Please. Yeah, go right ahead. 

Glen To me, a brand is a promise that elicits a compelling, positive, emotional response 

consistently. A brand is a promise that elicits a compelling, positive, emotional 
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response consistently, so brands can grow or diminish. Of course, they can base it on 

the understanding of that promise and the consistent ability for that brand to keep 

their promises because brands are organic, right? They can go through stages where 

they are on mark. They’re consistently keeping their promises, and all of a sudden, 

they lead the plot. 

 

 Potentially, a new leader comes in, or there’s a new management team, or there’s a 

new philosophy or new imperatives that are driving the business to do something 

else, and so therefore, they stop delivering on their promises. They stop innovating. 

They stop surprising. They stop …  They lose touch with their vision, purpose, and 

values. They’re not consistent with telling their brand story anymore. 

 Generally, I find this kind of thing happens when a new leader comes in, the new 

broom comes in, and decides that he wants to do it his way and forgets the heritage 

or the hallmarks that made this business …  this brand so powerful. They stop being 

relevant. They stop adding value, or they stop being authentic. They stop being fresh, 

or they stop differentiating and surprising, and they stop being silent. Brands must 

be silent. They must …  People must know who they are, must acknowledge that 

they’re there, remember them or be attracted by them. 

 Then, they stop emotionally connecting, and so therefore, you may have a brand 

that is very powerful, and then all of a sudden, it turns itself into a transactional 

business because the board of director says, “We’re not making enough money, so 

therefore, we need to do things in this way now.” Things change, but then 

potentially, brands can come back as well. Yes. I think the whole thing is a very 
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interesting discussion, but there’s no doubt in my mind that when …  Brands are 

visionary when they are consistent, when they are relevant, meaningful, when they 

do offer value, when they’re authentic and fresh, when they emotionally connect. 

They are significantly more valuable than businesses that don’t do these things in 

harmony. 

 

 I think a lens for our listeners to see this through is that all the businesses that you …  

the very big, successful businesses that you don’t see as brands, they’re protected in 

some way, right? Banks are protected by legislation and access to massive resources. 

Telecommunication companies are protected by their control of massive 

infrastructures. Airlines, and I’m just listing off all the big industries that most of us 

hate. Airlines are protected by legislation, by access to a massive fleet. It’s very hard 

to get into the airline business. Frankly, Walmart is protected by having enormously 

deep pockets and incredibly high buying power, so they can control terms with the 

suppliers that they work with. 

 I really appreciate your comment that Walmart was probably more of a brand as you 

defined it in the earlier days, and when you get bigger, and stronger, and more 

protected, you can move away from that. You have the freedom to be able to survive 

without having to be a brand. Although, it’s not necessarily in your best interest, but 

if you’re not the 800-pound gorilla, it sounds like being a brand is …  besides being 

just the right thing to do and the way to be in business with value and integrity, it’s 

how you stay competitive when you’re not the biggest fish in the sea. Is that a fair 

assessment? 
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Glen I think it is. You’ve raised a lot of really good points there, Danny. Look, I’ve sat in 

these board meetings in the ivory tower with organizations like Walmart. I worked 

on one of the biggest supermarkets …  actually, was the biggest supermarket in this 

country, 700 stores. I’ve sat in the boardroom with the CEO and had the 

conversations, and I talk a lot about the customer. They talk about money. They talk 

about transactions. They talk about how they can increase the basket size from $23 

to $25 because if they can do that, it’s worth a billion dollars a year in sales to them. 

 This is business. These are shareholders. We’ve got to deliver returns to our 

shareholders. How are we going to do that? They lose sight of the fact of what 

actually brought this business …  what the fundamental ideals were that started this 

business off as a supermarket, one supermarket in one lone location, and they do. 

They are gorillas. They do, and they are protected. When you’ve got 600, or 700, or 

1,000 stores, or …  Walmart. God only knows how many stores. They’ve got 

thousands of stores, and you are in the most convenient real estate. You have the 

parking. These are things that you set up for yourself to protect your business, so that 

you can remain transactional and don’t need to be a brand. 

 I think your other comment about being small, I think …  Seth Godin was the guy 

who said small is really the new big. I’d much rather be small because by being 

small, you can be far more competitive, and why would you want to compete with 

those big guys anyway? I think you can connect in ways that are more profound. I 

think you can do more innovate stuff. I think you can be vastly superior in terms of 

what you offer whatever that is. 

 I think with these big organizations; they’re not really competing against other 

people in their category. They’re really competing against themselves because I 
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think the enemy lies within most of those businesses. I’ve seen what goes on, and 

most of the mistakes they make are not because the competitor is attacking them. I 

think the competitors are just trying to do their own thing as well and trying to get 

more customers, but what these …  what I find most businesses, especially big ones 

like telcos, and banks, and organizations like that is that the enemy lies within. 

 

 It’s that famous quote from Walt Kelly in his Pogo cartoon in the ‘70s. “We have met 

the enemy, and he is us.” Most organizations struggle just trying to get their own 

self together regardless of what the competitors are doing, and so most of these 

organizations are in internal turmoil or in internal chaos, but they have all those 

protection mechanisms around them that help them to stay transactional. 

 The small guys, my hats off to anybody who’s small in business because that’s where 

you can make real magic happen. The small guys who know and understand the 

fundamentals can create enormous impact, and that’s in any kind of business 

whether it’s Ray the Butcher, or whether it’s a corner store, or whether it’s a small 

IT business, or whether it’s a brand-building business like mine. You can create 

enormous value and an enormous impact and on a global scale. We’ve got the 

technology, haven’t we? It’s not that hard. 

Danny We absolutely do. If someone is …  because the unfortunate reality is that it’s easy to 

lose sight of the building blocks of being a real brand when you feel like you’re in a 

struggle to survive, and the bigger companies have done it to themselves by losing 

sight of these values and becoming bloated, inefficient, and damaging their 
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relationships with their market, and so they’ve got to stay cutthroat because they’re 

in this cycle they’ve created. 

 I’m sure that’s changeable as well, but for the little guy who’s just getting started 

and doing everything they can to pay their bills and bringing just enough business to 

be able to make ends meet and maybe grow a little bit, how do they carve out the 

time, and the energy, and the resources to turn either back or for the first time, into 

this brand that they believe they should be in, that they believe it’s ultimately in the 

best interest of their business, except that today, they have to sell something? 

Glen I absolutely agree with you. I got this saying when I work with businesses like this, 

“Sales, overnight. Brand, overtime,” and so to me, yes. We’ve got to keep that cash 

register ringing, and we’ll do everything we can to make sure that happens in the 

context of acting more like a brand. What additional can we do today to turn that 

transaction into a valuable connection? To me, one of the first things I say is, “Think 

of one way that you can surprise your customer by offering them something of value 

without them asking for it.” It’s like, “Whoa, surprise the customer,” because 

surprise is one of the 3 most powerful positive emotions on the planet, right? 

 The three are love, surprise, and joy, and so I use surprise a lot, and surprise is a very 

powerful thing to create emotional connection. You start acting like a brand when 

you say, “What more can I do for the customer that is going to surprise them and 

add value to their life?” What happens is when you do that, you’re acting like a 

brand. A very simple thing to do, and you can do …  and you can say, “I’m going to 

turn that transaction into a connection, and how am I going to do that?” It’s still a 

transaction. There’s still money changing hands. You’re just making it more 

valuable, and you’re acting like a brand in the process. 
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 To me, when I work with businesses that are already going concerns, not start ups, I 

will do everything in my power to ensure that they continue to act like they’re going 

concerned and they’re building on the revenue that they’re already making. Then, 

start to imbue the elements of what is going to make them a more powerful brand, 

create deeper emotional connections, and build a business more rapidly in that way 

as well. 

 

 Branding is about operations as well. It’s about how you behave. It’s about what you 

do. It’s about how you serve the customer. It’s not about sitting down and saying …  

essentially saying, “Let’s develop your new logo,” or, “Let’s put your logo 

everywhere consistently.” I’ve actually had marketing directors say to me, “We 

actually need to increase the branding of this business, so we need to make the logo 

bigger.” Do you believe that, bigger looking logo means more branding? 

 To me, there’s a lot of things you can do in small businesses that can massively 

improve the way the business is operating, so that it thinks and acts more like a 

brand. While it sounds like it’s a philosophy, which it is, it’s a way of behaving in a 

way that consistently positions your business in a way that better emotionally 

connects with the customer, so that when the customer does connect with you, the 

customer walks away going, “God, that was a great experience. I really enjoyed that. 

Why would I look for anybody else when I’m so happy with this one?” That’s what 

you want because then the customers haven’t got a chance, have they? 

 They want to deal with you. They will keep coming back. They will stay loyal. It’s 

just like this relationship I have with Apple. I just don’t even think about or I 
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couldn’t imagine going back to a PC-based system. It doesn’t even enter my mind, 

and so am I going to go in and buy Apple products? Of course, I am. Here’s a story 

about that as well. I think this is really important. It even surprised me. 

 

 I’ve got this Mac Book Pro. It’s 2 years old, and I’ve had problems with my screen. 

For some reason, the screen was tarnishing, and I didn’t really understand what the 

problem was for a retina screen, so I took it into Apple, and I said, “Look. Could you 

have a look at this, and could you tell me what the problem is?” The guy looked at it, 

and he said, “Yeah. Well, that screen needs to be replaced.” He got out this little 

machine and put a number down. I looked at it, and I went, “$1,250 for a new 

screen?” I went, “Oh my god. I might as well buy a new machine. $1,250 for a new 

screen, and then we can … " and I said, “Well, I need some software installed. I need 

this. I need this. I need this.” 

 The list was about 4 things. Total value about $1,700, and I said, “Well, what’s that 

going to cost?” He said, “Well, it’s not going to cost anything. This screen was faulty, 

and so we will replace it for free,” and I just went, “What about the other stuff?” 

They said, “No, no. We’ll do that as well.” I said, “I’ve got to continue to operate on 

this machine. It’s my business basically.” It was a Friday. They took it on a Friday. 

They rung me on a Sunday and said, “Your machine is ready to pick up,” so new 

screen. Everything I asked for had been done at no charge, and I got it back to me in 

time for a commercial activity on a Monday. This is the way brands act. 

Voiceover That was Glen T. Campbell, reminding you that marketing or branding isn’t 

something one of your departments does. It’s something an entire company does, 
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starting with the leader and working its way through every department out into the 

market, and more importantly, into the lives and hearts your brand touches on a 

daily basis. To find out more about Glen’s work, go to brandheart.com.au. That’s 

brandheart.com.au. 

 

Voiceover This has been Business Reimagined with Danny Iny. Join us next time as we talk 

with Chris Guillebeau as he talks about doing what you were born to do. 

Chris This might sound like a woo-woo thing, but it’s really not. It’s very practical. At the 

end of the day, get out your journal or your notebook, and ask yourself, “Did today 

matter?” I think you’re going to know the answer to that. Did it matter? Did you get 

closer to the goals you were working toward? Did you spend time in the 

relationships that matter to you? If yes, great. If no, what needs to change? 

Voiceover Learn more about us at mirasee.com. 
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