S1E3

Scaling
Relationship
Through
Brand

Season 1 Episode 3 Notes

Jan 2026 biglecp



Contents

% About James Straatman

% Show Notes

Episode Synopsis

In this episode, Coby and James dive deep into
the psychology of modern digital marketing.
James argues that while performance
marketing (SEO, PPC) is essential, it is no
longer enough to "break parity."

The conversation centers on why businesses
must "remove the mask" and lead with an
authentic brand narrative to resonate with an
audience tired of digital noise.
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About

James Straatman

Expertise: SEO (general and technical), Content
marketing, CRO, Google Analytics, Google
Search Console, digital PR/storytelling, data
analysis

James has been in digital marketing since
2007, but it all really began for him in the early
2000s with his fascination with search engines.
After honing his craft by experimenting with
ranking his affiliate websites for travel deals and
tax software, he began freelancing, working with
his clients.

Once he joined his first marketing agency,
James worked in numerous positions, from a
marketing intern, specialist, manager, director,
and VP to his current role leading the product
development team at Big Leap.

James has worked with well over 300 clients
in every imaginable field, from small local
businesses to Fortune 500 corporations,
including the following:

St

Travel, Software as a Service (SaaS),
eCommerce, Home services, Retail, Professional
services, Local brick-and-mortar.

James embraces the dynamic, ever-changing
nature of his role at Big Leap, harnessing
innovation, creativity, and collaboration to
ensure every client gets the absolute best
attention. He discovered that the key to success
in digital marketing is to be a great listener.

Clients face unique roadblocks and experience
constant change. “When you pay close attention
to their challenges and expectations, you can
offer the best strategic decisions to provide
them with the most effective marketing.” James
also understands that we experience some of
our most significant growth by learning from
past failures, so he approaches every new
undertaking as an opportunity to learn.

James has seen the amazing results that
emerge from finding creative solutions to
seemingly impossible challenges. Whether it's
thinking outside the box for a client with limited
resources or helping a national brand remain at
top visibility in a highly competitive market, he
loves collaborating with Big Leap’s team to turn
these challenges into tremendous
accomplishments.

These incredible moments drive James to
embrace innovation, experiment with emerging
technologies, and engage with his fearless team
of Big Leapers.

Outside of his role at Big Leap, James has the
heart of an explorer. He loves hiking, camping,
and just taking in the wonder of Utah's great
outdoors. James is an amateur stargazer who
loves playing basketball with his four boys and
spending time with his family.

Education: Business  administration and
entrepreneurship, Utah Valley University
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S1E3
Show Notes

1. The Shift to "Brand-Led" Performance

¢ Narrative over Noise: Moving away from personal biases and "conditioning" to find a

brand'’s true voice.

e The Problem with "The Manila Folder": James uses the analogy of piano lessons.
Traditional teaching follows a rigid, boring "manila folder" approach. Branding should be

like "improv"—sparking delight and creativity rather than just following steps.

e Scaling Relationships: A brand is not just a logo; it is a mechanism to scale human

relationships. People buy from people, not just "widgets."

2. Overcoming Entrepreneurial Blockers

e The Permission Gap: Many business owners don't give themselves permission to think

outside the box or challenge industry assumptions.

e Imposter Syndrome: James views imposter syndrome as a "harbinger of success." If the

path is clear, you're just following someone else's.

¢ Intelligent Failure: Design for "micro-failures." These provide the data and insights needed

to pivot without risking the entire business.

3 Example Application: The $1,500 Cold Plunge

First Things First: When selling a premium product (like a $1,500 cold plunge tub) against

cheap competitors, don't start with SEO. Start with the "Why."

e The Story is the Value: If the product revitalized the founder's health and allowed them to
be a better parent, that is the narrative that justifies the price. The channel (SEO/Paid)

simply delivers that truth.

4. The "Infinite Game" Mindset

e Journey over Outcome: Maturity in business means moving from a finite mindset (making

numbers this quarter) to an infinite mindset (falling in love with the process).

¢ Winning Micro-Moments: Instead of chasing a single "moment of greatness," focus on

engineering micro-moments of value for customers every day.

Related Reading

¢ https://www.bigleap.com/blog/brand-vs-performance-marketing-isnt-the-real-debate-
its-the-execution-gap/
e https://www.bigleap.com/blog/how-to-get-mentioned-google-ai-search-results/
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