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Marketing is supposed to be a disruptive business. 

We disrupt consumers to plant the seeds of new ideas with them. 

And when we find a better way to get our disruptive message out, we grab 

it. 

There's no room for hanging onto the old. Marketing is about staying 

ahead. 

But sometimes, it's not that cut and dried. 



There's a difference between what's old, and what never changes. 

Technology gets old. The importance of understanding people never 

changes. 

I’ve been in this business nearly 30 years.

Probably the most disruptive years that marketing, selling and 

brand-building has ever seen.

I started writing copy with a pencil and IBM typewriter. Today, I 

collaborate with people around the world, instantly, on Google Docs. 

I can shoot commercials for no budget. Run them to thousands of 

people,  without anyone's help. And I can measure how well all 

these things work, instantly.

I've seen disruption again, and again. 



The beauty of being involved in multiple cycles of 

disruption, is that it gives you perspective. 

Today, I want to talk to you about a situation I’ve been in a 

few times before.

Brand marketing and performance marketing seem to be in 

a bit of a fight. This is dumb, because they need each other.

So, today, I want to do 4 things. 



Define brand and performance 

Dig into the source of conflict 

Describe a similar scenario 

Develop a way forward 

First, define what I believe brand marketing is, and what 

performance-based marketing is. 

People like to use words, thinking they know what they 

mean. Only to discover others have a very different 

definition. I want to start us on common ground, with a 

common understanding. 

Next, I’d like to dig into what I believe is the source of 

the mistrust and uneasy co-existence.

Then, I'll describe a similar scenario to this brand vs 

performance conflict.

Finally, I’ll leave you with a thought on how we might 

develop a way to have brand and performance 

marketing work together better. 



Brand is a very confusing term. Ask 10 people in marketing 

what a brand is, and you’ll probably get 10 different answers.

I always say that a brand is equal parts promise and 

expectation.

What you promise a consumer you, or your product, will do 

for them.

And what they expect from you.

You define your brand in everything your company does.

From the product you create.

To the stories you tell

How you answer the phone

The words on the box.

Everything gives your consumer a better idea of who you 

are, and what they should expect from you.



So what is performance marketing?

I believe that term is equally confusing.

It has a very precise meaning – marketing that is driven by 

performance. If you do something to sell your product and 

that doesn’t sell, you stop doing it.

However, like other hot new words in marketing, like meta, 

you find people use the word to cover a bunch of things, 

from pure performance, to anything digital.

That's why I'd like to use a different term. Growth hacking.



Ryan Holiday wrote a great book called growth hacker 

marketing. 

To him, growth hacking is all about achieving insane 

growth results using all the tools at our disposal today 

- from product tweaking, to new media, to studying 

response. 

To Holiday, who by the way got his start as a brand 

marketer at American Apparel, this is as much about 

engineering as it is about art. 

Understanding algorithms, and not fussing with 

typeface or logo size. 



Brand Perfomance

So those are the definitions I'd like us to work with. 

From them, you can probably see there's a pretty 

big gap between brand and performance 

marketing. 

If brand building is art, growth hacking is more 

engineering.

Brand building is subtle, growth hacking is about 

measurement.

Brand building takes time, and a multitude of 

actions. Growth hacking is about dialling it up, right 

here, right now.

Brand building is established. Growth hacking is 

disruptive. The name hacking implies disruption. 

But does that mean one will replace the other? 

What's going to happen? 

For that, we have to understand the actual divide a 

bit better. 



For a start, is this actually a divide? Or is 

there a bridge most of us missed?

Brand marketers believe you need to build 

resonance with consumers. Create trust. 

That takes time, and many actions. 

Makes sense. 

Growth hackers believe you need to grow, 

quickly.  

Makes sense. 

The problem comes in when one, or the 

other, thinks they're better. 

Because they don't understand the other, or 

have only taken a superficial look at the 

other. 

This isn’t helpful. But it is very human.



We are tribal creatures. We stick together. We don't trust 

outsiders. We don't trust things that are different, or new. 

Brand marketers are a tribe. Growth hackers are a tribe. 

Each has their own language and beliefs. And they look at 

outsiders with suspicion. 

Personally, I've lived through this sort of tribal marketing 

behaviour twice. 



Below the line

Above the line

First, above the line, vs below the line advertising.

Below the line. This nasty little term is how we used to refer to direct 

marketing. It's how we separated the direct marketers from us, the 

above the line brand folks who did commercials that won at the 

Cannes ad festival. 

It was counterproductive and dumb. 

To our clients, it was ridiculous. They didn’t see the difference. Above 

the line, below the line, who cares. Just sell my stuff.

So how did this resolve itself?

More disruption.



Digital

Traditional

At one of the agencies I led, I helped build our first digital 

marketing department. This was back in the old days, 

when nobody even had a website.

Another tribe emerged. The digital marketers.

To them, we all looked irrelevant. Above the line, below the 

line, what? Who cares. You're all just dinosaurs.

I remember the digital creative director I hired saying to me 

and my direct marketing creative director “Within 4 years, 

you’ll both be selling apples on the streetcorner”. 

In fact, we did feel threatened. Like our tribes were under 

attack.

We didn't lose our jobs. After the dot com crash, a lot of 

digital marketers lost theirs. 

Digital marketing, of course, came back. And it’s core to 

everything we do today. 

But we figured out that this rivalry was dumb. 

But hey, we learned our lesson. Or did we?

So let’s talk about another silly divide. The one between 

brand and performance.



I believe we are missing out on a great deal if we don’t bring performance 

and brand together.

How do we do that?

Simple, right? Put a performance marketer at the table with a writer and art 

director. That's what happened with digital. 

OK. That's a step. But if you want to overcome tribes, you have to 

understand how tribes work.

In every tribe, every member is essential. The old people take care of the 

babies and tell the stories. The young people hunt or work. There's chiefs, 

there's garbage cleaners. Everyone is essential. 

And everyone has to know that without them, it doesn't work. 

Let me explain with a story.



I was on the team that brought Mr. Clean back 

from the dead.

If you didn't know, not that long ago, the brand 

was in rough shape. 

When we'd finished working on it, however, it was 

named Procter's global turnaround of the year. 

As part of this project, I was lucky enough to work 

with a brilliant creative director who had recently 

retired from Fallon McElligott, one of the most 

famous agencies in North America. 



What he saw was this:

Procter, at the time, engaged very much in 

performance marketing. 

They created messaging that they tested 

extensively. 

They put that messaging out in commercials, and 

measured results.

They knew what worked, and they did it again and 

again. 

The problem is, the results looked like this chart. 

When they put an ad out, it worked like crazy. Sales 

went up.

When they stopped the ad, sales went 

down. 

If you're a growth hacker, or performance 

marketer, you probably think "They need to 

inject virality, so people pass along the 

message themselves, even when Procter 

isn't running an ad."

And you're right. 

There's another word for that. Brand. 

If a message resonates with you, that's a 

great brand message. And if it resonates 

enough, it goes viral.



This is Apple's 1984 ad. It ran once. Then people 

passed it around. The news covered it. It went on 

to cement the company's reputation, and sell 

millions of Macs. 

That's virality.

So back to Mr. Clean. 



What my creative director friend proposed 

was that we complement Mr. Clean's 

performance marketing, with brand building.

 And over the course of 2 years, that's what 

we did.

We created messages that resonated with 

people. That they passed along. That the 

news reported on. 

The ads went viral. 

So instead of Mr. Clean's sales numbers 

going like this, they started to resemble 

the picture on the next page.  



This, my friends, is what happens when performance and brand marketing work together.



The point is not that brand building saved the day.

Rather, it’s that marketing properly means working like a human body. You need 

everything to do what it does best, and working together. That's how the body 

stays alive. 

Brand, performance… neither of them should assume they can go off and do it 

on their own.

They need to understand what they're good at. And how they fit into the whole. 



So, what is performance marketing great at? 

Again, back to Ryan Holiday and Growth Hacker 

Marketing.

Holiday says building a brand is important, but it’s not 

something you should focus on out of the gate.

When a product is launched, the most important thing to 

do is to tune it up. To understand what consumers want, 

and how to deliver it. 

It's called achieving product market fit. That's core to 

performance marketing. 

The end result of that? 

A minimum viable product, or MVP, that works.

If I was launching a floor cleaner like Mr. Clean today, I 

would start by testing everything, to figure out what 

works.

What scents do people want?

What rooms do they want to have cleaned the most?

What name?

Where should it be sold? At what price?

Should it be just a cleaner, or a subscription to cleaning 

products like Dollar Shave Club?

Nothing is off limits. It’s all about optimizing performance.

What’s exciting is, it’s never been easier, cheaper or 

faster to measure this performance, thanks to the instant 

feedback world we live in. 



When I worked on Mr. Clean, the brand had a 50 year history of 

tuning, tweaking and optimizing.

Everything had been optimized.

In fact, the soul had been optimized right out of the brand.

It was time to marry the performance with the emotion and 

essence that would put Mr. Clean in people’s hearts. We needed 

to build the brand.

Again, this is in line with what Ryan Holiday says. Building a 

brand is what you need to focus on once you know you have 

a winning product.

But you can't wait 50 years, can you.

The reason Ryan Holiday doesn't like brand marketing is that it 

takes time. You aren't Mr. Clean - you don't have 50 years to 

build a brand. You need to perform - NOW!

Brand and performance marketing, working together, can do 

that. 



Let's finish off by talking about one of my favorite brands. 

Dollar Shave Club.

Everyone knows 2 things about Dollar Shave Club.

One, the insanely funny viral ad that went out. The ad 

was passed along millions of times. Brilliant piece of 

brand building. 

Second, the fact that Dollar Shave Club sold to Unilever 

for 1 billion, after just 5 years.

What most people don't know is that Dollar Shave Club 

did some insanely great performance marketing, too. 

They understood people hated big razor companies that 

wasted money on sports stars and fancy ads. So they 

made their razors cheaper, and kept their message VERY 

grass roots. 

Next, they launched a new business model. Subscription 

razors. Super convenient. People loved it.

And they made it easy to sign up. In fact, by day 2, they 

already had 12,000 subscribers. 

Clearly, they knew how to use instant feedback to optimize 

their product, and drive sales. The ad just put them over 

the top.  

That's the perfect marriage of performance and brand 

marketing. 



If this all seems like common sense, it is.

Create something people want – and more important, something 

they’d love to tell their friends about.

Then give it a brand that resonates, something that connects with 

them emotionally.

Performance. And brand. Doing what they’re supposed to. Together.

Thank you
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