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			Praise for The Power of Differentiation

			“Brand differentiation isn’t about being different for the sake of it; it’s about being unforgettable, unignorable. This is a compelling read, peppered with insightful real-life examples and very relevant to any enterprise leader grappling with the disruptive challenges confronting businesses today.”

			– Johan de Nysschen, President and CEO of ARRI Americas, Automotive industry visionary, Former CEO of Infiniti, 
President of Cadillac, President of Audi and 
COO of Volkswagen Group of America

			“If you’re looking to transform your brand and inspire your organization, look no further than The Power of Differentiation.”

			– Anoop Prakash, EVP Americas, AriensCo

			“The importance given to immersive, interactive, and dynamic learning is what differentiates Barry and what his teams can deliver. The ability to bring a brand to life through sensorial and tangible storytelling is what inspires people and drives advocacy.”

			– Charlie Whitfield, Global Consumer & Internal 

			Advocacy Lead, The Macallan

			“No company can succeed without identifying and celebrating its unique competitive advantages. Barry provides a flight plan for your brand that will guide you to new heights.”

			– Kenn Ricci, American aviation entrepreneur, 

			Chairperson of Flexjet
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			Introduction

			My days in a 1980s rock band taught me much about leadership and what it takes to stand out from the crowd. The music industry has one of the fiercest competitive landscapes around, and “making it” demands differentiation—of your band and your sound. I experienced that challenge firsthand in the heyday of my band, Mark Urgent. While we didn’t become a household name, we achieved some notoriety, with one of our songs featured on American Bandstand and reaching the Billboard charts. We couldn’t have made it that far without having extraordinarily talented musicians and finding our own unique “sound” to differentiate us.

			Fast forward to today. As the CEO of the marketing and training agency I founded in 1981, I’ve collaborated with business leaders for over four decades. I helped many to discover their own unique “sound” and excel at differentiating their products. I’ve also witnessed others with their spirits crushed as they desperately devalued the uniqueness of their products by lowering prices to gain market share. As this unfolded, their employees lost passion and pride, resulting in lower product quality and poor employee retention.

			But it doesn’t have to be like that. With over 500,000 brands in the world, the good news is yours doesn’t have to claim to be the fastest, cheapest, or the best to succeed. You do need to discover what makes you who you are and celebrate it. In this book, I’ll show you how manufacturing and service companies in diverse industries have done just that.

			There’s never been a more opportune or critical time to stand out from the pack. Today, because of the global reach of technology, such as the web, AI and social media, your products and services are pitted against competitors from all over the world. Those competitors likely make claims as to their superiority or better value.

			Your personnel, likewise, are now more in demand and independent than ever. They seek meaning in what they do. During the pandemic, nearly fifty million Americans quit their jobs. Today, employees can work from home for companies located around the world or walk down the street to your competitor if they don’t believe in your brand. When your brand, products, and services aren’t differentiated, you will lose both customers and employees.

			Throughout this book, I share stories of leaders who faced challenges along  the journey to separate themselves from the competition. You’ll feel the pride and passion they exhibited as they rallied their teams to, in many cases, make history with their brands.

			Each chapter focuses on a specific aspect of differentiation and relates real-world accounts of a leader or company that encountered a challenge and how they overcame it. I also share a few personal stories, including my time as a youth sports coach, which illustrate the power of differentiation in all facets of our lives. The chapters are short and stand on their own, lending them to being easily shared with employees.

			Because the success of every company is based on its people and their belief in the brand’s differentiation, you will be introduced to my team and learn their role in helping our clients create uniqueness and meaning throughout their organizations. By the conclusion of this book, you will know and appreciate the wonderful, talented people with whom I’ve been blessed to work and play.

			[image: ]

			I dedicate this book to leaders who believe people are the answer, not the problem. These are the kinds of leaders who are brave enough to be vulnerable, to listen, and to inspire their enterprise to be uniquely its best. Let this fuel your own journey to differentiate. Leaders differentiate.
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			 Chapter 1

			Would You Buy Your Own Product or Service?

			“We’re facing headwinds that could shut us down.” Ben, a beloved customer, continued. “I hate to dial your number because it’s like reaching out to my attorney; it means I have an issue. Can you join me for a chat with my leadership team?” He was the CEO of a century-old manufacturing company that had been acquired numerous times. Slowly, but surely over the decades, their brand had become tarnished and devalued, not only in the industry, but in the eyes of its employees. It was currently considered a “me-too” product with no distinctiveness against its competitive set. Ben had been chosen by the company’s board to lead them to the promised land.

			We convened via phone a week later for an open discussion of their challenges. Rob, their VP of sales, voiced his opinion. “We know what’s important to the industry: low price and on-time delivery. We’re struggling with both.”

			The VP of engineering joined in. “We do nothing unique, nothing anyone else doesn’t do.” Their new manufacturing leader sadly added, “Our quality is poor, morale is low, we have a lot of problems.”

			After thirty minutes of enduring this not-so-uplifting conversation, I chimed in. “Based on what I’ve heard so far, not one of you would buy your own product.”

			After moments of dead silence, Ben spoke up. “You know, that’s a really intriguing observation.”

			The sentiments shared by these executives are typical. It’s a familiar theme from leaders who have been beaten down after futile attempts to turn the tide in their favor. There is great pressure to assume you’re no different or better than anyone else, perhaps even inferior. In turn, that influences your employees to dismiss the value of the brand or product as well. This cycle wears you down, eventually eroding market share, product quality, service, and morale.

			In the case of this century-old manufacturer, isn’t it logical to think that they must have been doing or offering something of unique value to have survived this  long? Yet their poor self-image reflected in the way their leaders spoke and behaved. But there was hope. Almost every brand can recover from this when they begin the journey to discover what makes them unique.

			Under Ben’s leadership, they embarked on a year-long crusade to reignite the brand and product line, while also instilling a culture of pride at its new, ultra-modern plant. Then came a make-or-break moment. They received an opportunity to bid on what would be the largest contract in their history. How they responded would be pivotal to success . . . or failure. As the bid negotiations progressed, I engaged numerous times with the team, hoping to spur them on to victory.

			Those discussions began with them preparing to fail as they explained to me they really had few advantages against the competition. In fact, as they detailed the many reasons they could not win, I believed they were trying to “sell me” on them losing. Rob knew that if his sales team didn’t believe, then the customer certainly would receive that message loud and clear as well. This had to end immediately.

			Rob and I rolled up our sleeves and started to look for differentiation. We struck gold as we held an open conversation with the team, looking for any signs of hope. Their VP of service spoke up and shared that they had been providing free service to this customer for years. Their VP of engineering added that his team had designed product specifications (again for free) that the customer had then handed off to a competitor to produce. So, for the last few years, Ben and team had been supplying free service and engineering to this customer. That needed to count for something! And the longer we talked, the more evident it became that their product was best suited for the customer’s mission. The team promised me they’d address these and other advantages in an upcoming meeting with the customer’s decision-makers. I felt invigorated and confident that a breakthrough was about to happen. 

			I was wrong.

			Rob called after the meeting and told me it had gone “south,” as the customer constantly dismissed the various “extras” and value his company had been providing. To me, as an outsider listening to all this, it was clear that either the customer didn’t value their differentiation at all or was just trying to negotiate. The team was deflated, but this is where a leader must step up and show conviction.

			Rob decided he had nothing to lose; he would stand tall, call the customer back, and get real, asking her where the disconnect was between the two companies. After all, his team had been selflessly supporting them for years and had grown to know their needs better than anyone else. The customer confessed that she had issues with one of his sales reps who had allegedly made critical comments about  how they had been servicing her company for free. Rob, showing his integrity, didn’t throw his sales rep under the bus, but acknowledged it had been frustrating and moving forward, assuming they got the business, that would not be the case. Before hanging up, the customer admitted that Rob’s bid was impressive and being taken seriously.

			It wasn’t long before I received a call as Rob excitedly shared. “Hey, I wanted to tell you we won the $40 million bid!” He then let me in on exactly how it all came together.

			When the customer called him to deliver the good news, he learned his rivals had delivered recommendations that fell far short. And even more interestingly, he said this about the customer: “She [the customer] reluctantly let me know we won. I think it’s because we behaved differently than anticipated. She expected us to be desperate and instead, had to treat us with respect.” Success resulted not because their product was perfect or the cheapest but because they identified what made them unique and hammered it home with passion.

			This triumph would change the trajectory of the company, as it was the most lucrative in their century-plus history. They had differentiated themselves and drove home how they were suited for this bid. And they rightfully, deservedly won.

			Your role as leader is to transform your company from being “just another product or service” to being “in demand.” When you’re in demand, you act with confidence. If you’re just “another” product, you’ll display a low self-image and act with desperation—and as we know, desperate people (and the brands they lead) make desperate decisions. They lower prices, eliminate unique (but costly) product features, and imitate their competitors. As they do all this, their product quality plummets.

			Why would anyone, including your leadership team, employees, suppliers, or sales network, be inspired to give their best to ensure the highest product or service quality to a brand that is soulless, rudderless, and in a “race to the bottom” in pricing?

			Your competitors want you to act and think like this. Disappoint them! Procurement professionals beat up suppliers in the creative and service sectors just like they do their component and materials providers. It’s all the same in their eyes. And they hope you eventually move over to their side. Don’t buy into this.

			Avoid “dumbing down” unique product features or streamlining processes to nothing but bare bones in your design or manufacturing. If that happens, the most powerful weapon in your battle to differentiate—your people—will lose faith.  Employees making the product will lower their standards as the sales team representing the brand will negotiate against itself. All this, while your distribution system collectively rolls its eyes as a once proud brand deteriorates in front of them.

			This happens with service providers as well.

			A new client turned to me and declared, “I want my brand to be the Walmart of our industry.” A surprising declaration since his company was a Christian-based insurance services organization whose primary customers were churches. A brand that was built on Christian principles now wanting to transform into a Walmart. Why?

			The client shared his strategy: “There’s a lot of profit in it if we go after the church business like our non-secular competition. We spend too much time, energy, and money doing all the extra things for the churches that the big guys would never do. Our current model is too costly for us to maintain. This new approach will save us tons of money and increase revenue.”

			The problem with his strategy was the brand had a wonderful niche: houses of worship. Their big, multi-national competitors didn’t relate to churches like they did. And their pricing was premium, as they were 10–20 percent more expensive than the competition. I tried my best to influence the executive to reconsider, but he countered and replied, “We’ll overcome any issues with the higher volume we’ll get. That’s why it’s so important to become a Walmart.”

			Inside his company was malaise and unrest. As we interviewed executives and leaders, they expressed confusion over the company’s direction. People were certainly not all on the same page. A familiar refrain we heard was, “We don’t know what we want to be when we grow up.” This is a popular rally cry in organizations that have not clearly identified their differentiation.

			As my team prepared to interview and survey the company’s customers, our client warned us. “We have a confounding customer base with all kinds of demographics. We can’t make sense of it. One customer might be a small church with a wealthy, retired volunteer overseeing their insurance purchases. Other times, it’s the job of the church secretary who is often at the low end of the salary spectrum. Sometimes it’s the pastor buying our product. And at the mega-churches, the COO oversees it. It’s a mess figuring out these people; they’re so different.” While our client was accurate in describing the customers, he missed what was in front of him all along. He was just too close to see it.

			His customers weren’t so different, and there weren’t four distinct customer profiles. There was one. Each customer was the protector of their church, regardless  of their demographic. Their mindsets or psychographics were in lockstep: they cared about the church, keeping it safe, and preferred working with like-minded companies that felt the same about their faith. They turned to our client because his company proved that they would do whatever it took to help a house of worship succeed in their mission. His company’s sales reps spoke the same language, quoted scripture, and in many cases attended the same churches as them. Customers were willing to pay more for that trusted relationship.

			This revelation proved our client’s brand had powerful differentiation as they were the trusted partner a church would turn to. We then created the slogan, We Understand Why. Three words, a “code,” that would be deeply appreciated by every customer of theirs. Something their competition could never claim.

			We revealed this to the leader. He paused and smiled. “This is what we’ve been searching for after spending decades trying to figure out who we really are.” The search was over; it now made sense to everyone, and it was inspiring. The company’s extra effort, the customer intimacy, all of that made them special and allowed them to command a premium. Their major competitors could not come close to replicating that. Instead of diminishing their brand, they now took pride in it.

			We then conducted celebrations at their headquarters and branch locations and spread the word to every employee and representative, arming them to share the story and differentiation with customers, friends, and family. They all now understood why.

			The malaise and confusion were gone as the dreams of being Walmart vanished. They now focused, with conviction, on being who they were.

			Situations when Differentiation is Critical

			•You plan to sell your company and want to increase its value. Identifying your unique products and features can only add to the brand’s cachet. For example, Apple has made it clear that it doesn’t just manufacture MP3 players and computers; it positions itself as the technology giant that created the iPod, iPad, and iPhone. The value of that brand goes far beyond its assets.

			•You feel it’s hard to be all things to your customer base and want to simplify, yet intensify your focus.

			•You are the new leader who sees the business with clear eyes, and feels it provides far too much value without being compensated fairly.

			•You’re considering significant investments in your facilities and equipment  and need a more powerful brand identity that will support it. CEOs often don’t blink an eye at extraordinary capital investments in machinery or technology. Likewise, consider investing in your differentiation. It may yield a better return on investment (ROI) as it improves morale and employee performance.

			•You strongly believe your team’s engineering or manufacturing genius is not being appreciated or recognized by your customer base. Time to make a statement that sets you apart.

			•Your competitors are powerfully distinguishing themselves and taking market share from you. It’s time to counter that.

			You’ll find powerful and surprising results on this journey, and they can be felt enterprise-wide. Strong differentiation will also attract the best suppliers to the brand, inspiring them to run through walls to support you. Your customers will feel the same. And your employees will finally discover significance in what they do.

			Do Employees View their Job as a Stepping-stone or a Destination?

			How often I hear leaders state, “Our secret to success is our people!” I’ll then ask, “So, you have a DNA advantage over your competitors?” And usually this is the response: “Well, our people are the best. Our clients love them. Our competition may claim the same, but our people are better.”

			Of course, your people are incredibly important, but that cliché is not enough—identify what makes them special. Is it expertise? Is it the level of training you provide them? Is it their years of experience that allows them to make on-the-spot decisions to better serve the customer? Once you discover how your people are unique, make that part of your culture, honor it, and reinforce it constantly.

			In my company, we make it clear the top priorities (in this order) are taking care of our people, then serving our clients, and only after this, things like profitability and growth come into play. Internally, we constantly reinforce the message that we are here to help our clients (and their brands) look like heroes. We are the people behind great people. And to do that takes our entire team. Two loyal people who have been by my side for over twenty years focus on the top priorities. Patricia Love, Traffic Operations Manager, and Lori Jourdan, Finance Operations Manager, may not be well known to our clients, but they affect every relationship we have with them.

			
			

			Patricia has championed our diversity efforts, inspiring our team to be inclusive and show sensitivity to all. She oversees “traffic” at the firm, which means ensuring the right person is on the right project for the right amount of time. That’s not easy and it requires that our people also have time to recover after a project is completed.

			Lori is a details-first advocate for us, making sure we do all the little things right. She ensures that we pay our suppliers on a timely basis, especially since many of them are small businesses or contractors. The same urgency applies to reimbursing expenses our employees incur on business travel. She also jumps in to do whatever it takes to help members on our team if they are momentarily overloaded with tasks.

			Together, they transmit the message that we really do care, and in turn, clients feel that in the experience they receive, basing that on the countless times I’ve heard it said, “I love your team, they’re amazing.” In a creative firm like ours, despite them not being designers, writers, or account service managers, Patricia and Lori are every bit “rock stars.”

			From Why? to Wow!

			A few years back, I wrote a business parable about how important employees are to the future of a company. In From Why to Wow, a good company transformed into an outstanding one because their team went from doubting their value to being amazed and proud at what they offered. People, all of us, need purpose, to know we do something of meaning. How can we feel true importance unless we represent something (a company or brand) that is unique? A great employee who assembles a product or provides a service she believes is mediocre is susceptible to moving on to another company that pays as little as twenty-five cents an hour more.
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			The role of the leader is to provide significance to every individual who represents or affects the enterprise. It’s exhilarating to embrace what makes you unique and celebrate it with the most important people in the world, your employees. Take them from “why?” to “wow!”

			Leaders differentiate. Now, let’s meet our enemy, the “monster,” and an inspiring company that defeated it!
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			 Chapter 2

			Meet the Commodity Monster, But Don’t Feed It!

			In chapter one, we shared compelling stories about celebrating differentiation and its value to an enterprise. The opposite is allowing your brand or product to be commoditized. Every day, you’re in a battle with the Commodity Monster if you or your organization:

			•Think what you do is no different or no more valuable than what your competitors provide.

			•Offer a unique product, pay more to produce it, yet don’t name it, promote it, or charge fairly for it.

			•Minimize or eliminate product features to lower your price.

			•Shift focus to unit sales, away from customer retention and profitability.

			Companies large and small, private and public, all face this challenge. No matter if you compete globally or locally, you’re in a battle against companies that have succumbed to the Commodity Monster. And if you jump in and act like them, you’ll see your margins squeezed and profit depleted as you struggle to motivate your overworked, disillusioned organization.

			This mindset stifles innovation, creativity, and inspiration—the very things that can free you from being a mere commodity. Business scholar and author Peter Drucker summed it up perfectly: “In a commodity market, you can only be as good as your dumbest competitor.”1

			Merriam-Webster defines a commodity as:

			com·mod·i·ty | \ kә-ʹmä-dә-tē

			a good or service whose wide availability typically leads to smaller profit  margins and diminishes the importance of factors (such as brand name) other than price.2

			The above definition is demoralizing. It’s your responsibility as a leader to forbid this message from becoming your mantra. Fight that battle! The opposite of a commodity is a differentiated brand. Let’s change the description below into something inspiring:

			Your brand name

			a good or service that has unique characteristics, processes, and products that set it apart from its competitors, resulting in healthy profit margins, strong market share, proud workforce, and a powerful brand, enabling it to be in demand, purchased on its value and not on price alone.

			Stand Up to the Commodity Monster

			Our team was excited about working with an environmentally focused heating and air conditioning (HVAC) brand. Poised to grow, their brilliant product was geothermal—meaning it used the ground or water instead of electricity to produce warmth or cooling.

			To fully understand the company and what it represented, my team conducted interviews with staff, dealers, and customers, culminating in a one-on-one with the president. An engaging, smart man, he was prepared and excited to talk about the business, its health, and product mix. I asked him for his “elevator pitch” or what he tells someone who approaches him with the question, “What does your company do?” His eyes lit up. “I get that all the time. I tell the person we make HVAC systems.”

			I waited for him to complete his thought until it was clear that this was all he had to say. While hundreds of HVAC brands compete worldwide, very few are geothermal, yet his description of the brand was “We make HVAC systems.”

			This was also the message shared throughout the company and with customers and dealers as well. Their differentiation was being ignored and their margins, market share, and morale had been diminished. This company should have stood for far more than making HVAC systems: they protected the environment through their geothermal innovations.

			Building on our confidence in their product and brand, my team spent days  huddling with their engineers and designers, touring every inch of their manufacturing facility. We discovered several technologies that were extraordinary and earmarked them to be later named and promoted. We then created a logo, slogan, and marketing campaign that reinforced their environmental genius. Next, the leadership celebrated their differentiation with employees who had long been craving an inspiring message; the level of excitement was sky high.

			Later that year, the company organized a dealer meeting where the leader and team unveiled the new brand, messaging, and vision for the future. Dealers were motivated; one stood up in front of the audience and said, “In my thirty years representing your company, this is the first time I’ve really been confident we’re on the right track.”

			But the Commodity Monster attacked. And usually it is the leader who first succumbs. As my excited team left the convention hall after the dealer meeting, the president invited a few of us for drinks. As he lifted his whisky tonic, I was expecting a celebratory toast. Instead, he declared, “This dealer meeting has cost serious money and it’s the last time we do anything like that.” The president had calculated that the cost of rallying his employees and dealers around the brand was far too high and unsustainable. He wanted to return to a way of running the business that was far more comfortable.

			The Commodity Monster had triumphed. This company, with all its incredible upside, would never come close to achieving its potential. It was a shame for the leader, its investors, employees, dealers, and customer base. A brand with amazing potential to help change our environment was reduced to merely being an “HVAC company.”

			How to Win the Battle Against the Commodity Monster:

			•Starve it. Resist treating your product or brand as a commodity; otherwise, it will become exactly that. You must differentiate your company from competitors and share its story with employees—from leadership to line workers. This inspires and engages everyone to be proud, produce a better product, and grow healthy relationships with customers.

			•Develop a deep understanding of your customers; master their needs. Learn from them. The more “human” they are to you, the more you’ll realize they value, even love, what you are providing. Connecting with them gives you a chance to improve your offering. The commoditized competitors  you compete against won’t be wasting their time doing that. Take advantage. Build a loyal base of customers who can proudly explain why they chose you.

			•Discover your uniqueness. It may seem nothing sets you apart from a competitor. Have faith. Dig deep and unearth it. Could it be a process, a service, a piece of equipment, lean manufacturing, or brilliant design? Even if a competitor is doing something similar, but they aren’t promoting it, you can be the first to “own” it. Take every opportunity to discover where your brand stands out. It’s well worth the journey.

			•Promote your people, not just your product. No two companies have the same people on their team. Promote their experience, certifications, education—anything that sets you apart in the industry. Commodities don’t have personalities or pride. Stand out from them as you humanize your brand and encourage your team. Kurt Breischaft, leader of COPPERWORKS (who I’ll introduce you to shortly), highlights every employee on the company’s website—over one hundred proud people with their photos and titles. You won’t see a commodity do that.

			•Capitalize on where you offer more. Customers are often looking beyond just the product itself. Promote the additional value-added services and products you offer. For example, do you provide expertise and guidance to customers? Some companies boast a central location as an advantage; others have distribution networks that are exceptional at providing support and service. If you offer it, trumpet it.

			•Never stop innovating or reimagining. Is there a new product that would benefit your customers? Maybe you can bundle an extra service to provide value and convenience. Continued innovation can keep a product relevant and competitive in the marketplace. An inspiring culture of product reinvention sends the message that you are not just selling the same widget repeatedly; you’re focused on improving and providing the customer with the ultimate product. You care.

			Next, as promised, meet a leader who would not allow his brand to be commoditized.

			Where Copper Works

			Copper is a commodity listed on the London Metal Exchange (LME). Yet there is  a copper rod producer that believed it offered something of great, unique value. Their president, Kurt Breischaft, told me, “We compete against mining operations where rod is not a priority to them, it’s an afterthought. But we love making copper rod. Our engineers are experts at it. We need to stand out, or we’ll be lost in a crowd of huge competitors selling cheap rod.”
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			Kurt’s company is a partnership between a domestic steel operation (SDI) and a 200-year-old Spanish metallurgy company (LaFarga) who christened it SDI LaFarga LLC. Their name had no individuality or personality. In addition, it confused customers, suppliers, employees, and the industry who referred to them by a host of names including SDI, LaFarga, those copper guys, scrap copper people, and other designations. Kurt was ready to change that discrepancy. “We need to find out who we are and claim our own identity.”

			My team toured their processing facility to discover what made them special, the key differentiators that would set the company apart from the competition. Collaborating with engineering leaders for days, we identified proprietary processes that allow the copper rod to be produced at an extraordinarily high-quality level while also being the most environmentally friendly process in the industry. That’s quite a feat. Additionally, we learned that their customer experience was outstanding in comparison to the competition. It was commonplace for SDI LaFarga engineers to personally visit customer facilities and reconfigure machinery, helping them better process copper, a tremendous value-added service. No one else provided this.

			
			

			The president was excited by what we were learning and said, “Next, we need to name this company. We must have our own identity!” This was bold because both “parents” were established, global success stories and most likely wouldn’t be thrilled with their “creation” wanting to distance itself, no matter how positive the intent. Moving forward with Kurt and his leaders, my team conducted creative “jam” sessions to explore hundreds of possibilities. I didn’t think a new name could or would be chosen, and I was wrong (and inspired by that).

			Their search for differentiation was a triumph, a career highlight for many on the team as it gave birth to an inspiring identity: COPPERWORKS, as well as a new logo. We crafted an inspiring tagline celebrating their passion for copper and amazing work ethic: This is where copper works. Then, just as we were in the middle of developing the brand, the worldwide pandemic struck. Many companies were cutting back and waiting for the storm to clear, but that didn’t deter Kurt.

			He not only committed to continue rebranding the company, he also invested in the construction of a new furnace that would help them meet their anticipated future growth. Nothing could or would stop them as their brand’s revitalization culminated in an internal employee launch.

			The event was virtual, allowing for a safe celebration (due to the pandemic). All one hundred employees attended it via Zoom. To build the excitement, they were all sent a special launch package in advance. After logging in, they were instructed to open the package, finding their new logo on hats, mugs, and even on a craft beer. Kurt and the team shared the story behind their differentiation to reinforce how COPPERWORKS and their people were unique. Both parent companies joined the virtual celebration as well, cheering on the employees from across the globe.

			Their new name, COPPERWORKS, is now proudly displayed across their 100,000-square-foot building, an inspiring billboard that can be seen a mile away. Kurt led the parade as the entire company joined in. And, after the launch, they posted the highest sales total in their history. They truly are where copper works.

			Don’t Fall Prey to the Commodity Mindset

			Defeating the Commodity Monster takes discipline throughout an entire organization, from leadership to manufacturing to sales and everyone in between. When you consider the consequences of falling prey to the commodity mindset—diminishing profit, low morale, and inferior quality—it’s well worth the time and investment. There must be something about what you do, your product, team, or processes, which makes you unique. If not, you’d no longer be in business.
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			Discover those differentiators, then promote them inside and outside your company to defeat the Commodity Monster for good. And, you don’t have to be perfect in doing this, which I’ll explain in the next chapter.

			

			
				
						1  John Quelch, “When Your Product Becomes a Commodity,” Harvard Business School, Working Knowledge Business Research for Business Leaders, last modified December 14, 2007, https://hbswk.hbs.edu/item/when-your-product-becomes-a-commodity.


						2  Merriam-Webster, “Commodity,” accessed August 16, 2023. https://www.merriam-webster.com/dictionary/commodity.
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