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Introduction

Over the last few years I’ve been fortunate to work with

hundreds of organisations, both in Australia and overseas,

on their marketing and branding. From sole traders right

through to multinational corporations, I have been truly

staggered by the lack of understanding of how marketing

really works. As a result, I felt there was an urgent need for

a simple and straightforward book on the topic. In addition,

much of the literature that is available to marketers on

marketing and branding draws largely on American or

European examples and doesn’t explore day-to-day

examples or case studies of Australian brands and their

successes and/or failures, so I have tried to rectify that

situation here.

As to the title of the book, I believe that the film The Castle

is one of the greatest Australian films ever made. There is a

courtroom scene that particularly resonates with me, and

which illustrates beautifully my perception of marketing and

branding. Here is an exchange from that scene between a

judge and the solicitor Dennis Denuto:

Judge: What section of the constitution has been breached?

Denuto:
What section? There is no one section, it’s just the vibe of the

thing.

Judge: I’m afraid, Mr Denuto, you’ll have to be more specific.

Denuto:

Ah, yeah, sure. I was just starting general and then I was

getting more specific with it. Just one moment please … um,

I’ve got it here, it’s the Section 51. Ah, second from the

bottom.

Judge:
The Parliament shall have power to make laws with respect to

copyright, patents of inventions and designs of trademarks.

Denuto:
It’s all part of it, this is what I’m getting at, that’s my point.

It’s the vibe of it.


