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… ways in which low-IP industries sustain creativity without heavy reliance on IP. These are: 
(1) the difference between product and performance.  
(2) the  power of brands.
Rather than making the copiable artifact the thing that people buy, this article points out that people will buy the experience that the artifact is a part of creating.

The strategy of sustaining innovation by shifting emphasis from product to performance is not confined to cuisine.
The author shows how shifting emphasis to performance is also relevant to the music industry.

…brands have a strong power over price. And as a result, they wield an unexpected ability to spur innovation.

The strong power brands have over price depends on the penetration or the impact and exclusivity for a  relatively short time. Once that exclusive period of protection is over, the impact of the brand still affects the profitability. A good brand has such importance to profitability that innovations, directly based on that brand, are encouraged.
… if the brand is sufficiently well-established the innovator can continue to profit—substantially—even after the entry of copies ... The brand… can substitute for the protection against copies offered by patent or copyright.
