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Differentiation vs. Distinctiveness

A debate largely held out of context.

We believe the answer isn’t
either/or, but rather when and how




A model for your consideration
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Direct Line

Strategic Context
* Operatein a highly commoditised, low engagement category

* Aggregators have reduced the presence of brands, placing the
emphasis on price

* DirectLine was losing relevance and salience

Response

* Built a differentiated positioning around ‘Fixing’ issues targeted at
customers looking for greater control

* Brought this to life through distinctive, recognisable assets
* Consistently executed against this since 2014

* Drivendouble digit quote volumes




Building Society

Communicating
your difference, well

Nationwide

Strategic Context

* Non-customers didn’t understand what makes Nationwide
different
Wanted to create space between them and the high-street
banks

Response

* Re-embraced their point of difference by communicating their
position as a Building Society
Executed through a distinctive campaign style featuring ‘real’
people, harkening back to their heritage of helping them thrive
Nationwide has since been voted the UK’s most trusted bank in
2018
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Differentiating on
experience

Goldman Sachs

Strategic Context
An extremely well known, global investment bank

No issues generating leads, but needed a brand to
drive decision-making a choice

Want to provide an ethos which differentiated it
from the competition

Response

* Embraced a positioning focused on the optimism
and intelligence of their people
Focused on communicated how working with
Goldman is different and distinct from other
partners on both the how and in terms of

m outcomes

Cliont Stories

Stories of Progress

helping wome
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Each of these stories illustrates why Goldman'Sachs believes “Prégress is
Everyone’s Business." Goldman Sachs commits people, capital and ideas
to help our clients, shareholders and the communities we serve to grow.



Keys to Win

Neither differentiation nor distinctiveness is a silver bullet.
They’re tools to use when executing good strategy.

1. Clarify the challenge

2. Understand your target

3. Position the brand to win

4. Deliver the branded experience
5. Nail the execution

6. Be consistent to drive impact
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