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A few words before we get started

hƴŜ ƻŦ ǘƘŜ ŦǊǳǎǘǊŀǘƛƻƴǎ L ƘŀǾŜ ǿƛǘƘ Ƴƻǎǘ ƳŀǊƪŜǘƛƴƎ ōƻƻƪǎ ƛǎ ǘƘŀǘ ǘƘŜȅΩǊŜ ƻŦǘŜƴ 

written around one idea. One idea that the author keeps regurgitating, in a 

whole bunch of boring in-depth case studies starring all the predictable 

suspects - Apple, Google, Virgin, Tesla, Uber etc.

This book is a little different.

LǘΩǎ ōŀǎŜŘ ƻƴ ŀ т-ǎǘŀƎŜ ŦǊŀƳŜǿƻǊƪ όŎŀƭƭŜŘ ¢ƘŜ wƻŀŘ ǘƻ 5ƛŦŦŜǊŜƴǘƛŀǘƛƻƴύ ǘƘŀǘ LΩǾŜ 

developed to help small brands and businesses radically stand out from their 

ŎƻƳǇŜǘƛǘƻǊǎΦ LΩƭƭ ǘŀƭƪ ƳƻǊŜ ŀōƻǳǘ ǘƘƛǎ ƻƴ ǇŀƎŜ опΦ

It also includes lots of practical, real-world examples that will inspire you to be 

radically different in your business category. 

¢ƘŜǊŜΩǎ ƻǾŜǊ 80examples in the book!

The advice in this book is not academic theory ςit is practical wisdom distilled 

from over 30 years working at the marketing coalface throughout Australasia 

and the world. 

My ideas are based on real world insights and experiences.

Throughout my career I have worked for hundreds of small and medium-sized 

businesses and have founded / invested in a number of consultancies in 

recruitment marketing, digital marketing, B2B marketing and branding. 

I currently run a brand consultancy called BrandIQ.

LΩƳ ǇŀǎǎƛƻƴŀǘŜ ŀōƻǳǘ ƘŜƭǇƛƴƎ ǇŜƻǇƭŜ ŦƛƴŘ ǘƘŜƛǊ ǊŀŘƛŎŀƭ ŘƛŦŦŜǊŜƴŎŜΦ hǾŜǊ Ƴȅ 

ƭƛŦŜǘƛƳŜ LΩǾŜ ŦƻǳƴŘ ǘƘŀǘ ŜǾŜǊȅ ǘƛƳŜ LΩǾŜ ƳŀŘŜ ŀ ōƛƎ ǎǘŜǇ ŦƻǊǿŀǊŘ ǘƘŀǘΩǎ 

ŘǊŀƳŀǘƛŎŀƭƭȅ ŎƘŀƴƎŜŘ Ƴȅ ƭƛŦŜΣ ƛǘΩǎ ōŜŜƴ ōŜŎŀǳǎŜ ǘƘŜǊŜΩǎ ōŜŜƴ ŀ ǊŀŘƛŎŀƭ ŎƘŀƴƎŜ 

to my mindset and approach.I encourage you to do the same. 

aȅ ǎƛƴŎŜǊŜ ƘƻǇŜ ƛǎ ǘƘŀǘ ŀŦǘŜǊ ǊŜŀŘƛƴƎ ǘƘƛǎ ōƻƻƪΣ ȅƻǳΩƭƭ ōŜ ŀōƭŜ ǘƻ ǳǎŜ ǘƘŜ 

practical ideas within it straight away to help you radically differentiate your 

business or brand. 
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Whether you run a small brewery, a software company, a consulting business, 

a retail store, a gym, educational institute or a health coaching business... 

this book will give you the tools to stand out from your competition and 

thrive. Ultimately, and ideally, to win more customers, make more money and 

have fun along the way.

!ƴŘ ƛƴ ǘƘŜ ǎǇƛǊƛǘ ƻŦ ŘƛŦŦŜǊŜƴǘƛŀǘƛƻƴΣ LΩƳ ƎƻƛƴƎ ǘƻ Řƻ ǎƻƳŜǘƘƛƴƎ ȅƻǳ ǿƻǳƭŘƴΩǘ 

ordinarily do ςŀƴŘ ǘƘŀǘΩǎ ƻŦŦŜǊ ȅƻǳ ǎƻƳŜǘƘƛƴƎ ǊƛƎƘǘ ŀǘ ǘƘŜ ƻǳǘǎŜǘΦ

After reading the book you can apply the principles to your business 
ȅƻǳǊǎŜƭŦ ƛƴ ȅƻǳǊ ƻǿƴ ƎƻƻŘ ǘƛƳŜΦ .ǳǘ ƛŦ ȅƻǳΩŘ ƭƛƪŜ ǘƻ ǎǘŀǊǘ ǎǘǊŀƛƎƘǘ ŀŦǘŜǊ LΩƭƭ 
help you apply the principles most relevant to your specific business in a 
personal, intensive, 60-minute coaching session via Zoom. I normally 
charge $450 for my coaching sessions but as a valued reader of my book, 
ƛǘΩǎ Ƨǳǎǘ ϷнллΦ ¸ƻǳ ŘƻƴΩǘ ŜǾŜƴ ƴŜŜŘ ǘƻ Ǉŀȅ ǳǇŦǊƻƴǘΣ ƛƴ ŦŀŎǘ ƛŦ ȅƻǳ ŘƻƴΩǘ ŦƛƴŘ 
ǘƘŜ ŎƻŀŎƘƛƴƎ ǾŀƭǳŀōƭŜΣ L ǿƻƴΩǘ ŎƘŀǊƎŜ ȅƻǳ ŀǘ ŀƭƭΦ IŜǊŜΩǎ ǿƘŜǊŜ ȅƻǳ Ŏŀƴ 
book your session.

I hope you enjoy the book and if you have any ideas or general feedback 

about how I can improve the next edition, please email me at: 

steve@brandiq.co.nz

Steve Ballantyne

May 2021

5ƻƴΩǘ ŦƻǊƎŜǘ ǘƻ ŎƘŜŎƪ ƻǳǘ ¢ƘŜ wŀŘƛŎŀƭƭȅ 5ƛŦŦŜǊŜƴǘ !Ř DŀƭƭŜǊȅ ƻƴ ǇŀƎŜ мос 

where I have collated some of my favourite ad campaigns.
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You must be radically different to survive

¸ƻǳΩǊŜ ŀǘ ŀ ǇŀǊǘȅΦ 9ǾŜǊȅƻƴŜ ǘƘŜǊŜ ƛǎ ŎƻƻƭΣ ǿƛǘƘ ǘƘŜƛǊ ƎǊƻƻǾȅ ǘƘǊŜŀŘǎΣ ǇŜǊŦŜŎǘ 

hair, dance moves, and easy knack of banter. Your jeans are, well, jeans; your 

hair is styled, and you dance like everyone else. But although you spent some 

time and effort preparing, no one is checking you out. You feel invisible, and 

certainly not in the mood for a party.

{ǳŎƪǎΣ ŘƻŜǎƴΩǘ ƛǘΚ .ǳǘΣ ȅƻǳ ƪƴƻǿΣ ȅƻǳΩƭƭ ƎŜǘ ƻǾŜǊ ƛǘΦ.ǳǘ ƛǘΩǎ ŀ ƭƻǘ ƳƻǊŜ ǎŜǊƛƻǳǎ 

when it happens in business. 

The bad news is there are a lot of small businesses and brands feeling invisible 

and ignored. Small businesses today face a more competitive atmosphere 

ǘƘŀƴ ǿŜΩǾŜ ŜǾŜǊ ǿƛǘƴŜǎǎŜŘΦ ¢ƘŜ ƛƴǘŜǊƴŜǘΣ ŀƭƻƴƎ ǿƛǘƘ ǘƘŜ ŎƻǊƻƴŀǾƛǊǳǎ 

pandemic, has created an environment of extreme global competition.

The good news is, you can change that

IƻǿΚ ¢ǳǊƴ ƻƴ ǘƘŜ ƴŜǿǎ ŀƴŘ ǘƘŜ ƳŜǎǎŀƎŜ ŎƻǳƭŘƴΩǘ ōŜ ŎƭŜŀǊŜǊΦ ¢ƘŜ ƳƻǊŜ ǊŀŘƛŎŀƭ 

you are, the more attention you get. Radical entrepreneurs, activist groups, 

artists, politicians, leaders, ideologies, and marketers - these are the ones 

getting airtime and attention. 

{ƻΣ ƛǘΩǎ ǎƛƳǇƭŜΦ ¢ƻ ƎŜǘ ƴƻǘƛŎŜŘΣ ȅƻǳ Ƴǳǎǘ ōŜ radically different. 

²ƘŜƴ ŜǾŜǊȅƻƴŜΩǎ ǿŜŀǊƛƴƎ ōƭǳŜ ƧŜŀƴǎΣ ŎƘǳŎƪ ƻƴ ǘƘŜ ŦƭǳƻǊƻ Ǉƛƴƪ ǇŜŘŀƭ-pushers. 

²ƘŜƴ ŜǾŜǊȅƻƴŜΩǎ ǇǊŜǎŜƴǘƛƴƎ ƛƴ tƻǿŜǊtƻƛƴǘΣ ƳŀƪŜ ŀ ǾƛŘŜƻΣ ŎƻƳǇƭŜǘŜ ǿƛǘƘ ȅƻǳǊ 

ŦŀǾƻǳǊƛǘŜ ƻōǎŎǳǊŜ ǎƻƴƎΦ .ŜŎŀǳǎŜ ƛŦ ȅƻǳΩǊŜ ƴƻǘ ǎǘŀƴŘƛƴƎ ƻǳǘΣ ȅƻǳΩǊŜ ƛƴǾƛǎƛōƭŜΣ 

ŀƴŘ ǘƻ ǎǳǊǾƛǾŜ ƛƴ ǘƻŘŀȅΩǎ Ŏǳǘ-ǘƘǊƻŀǘ ƳŀǊƪŜǘǇƭŀŎŜΣ ȅƻǳ ŎŀƴΩǘ ŀŦŦƻǊŘ ǘƻ ōŜΦ 

In this book, LΩƭƭ ǎƘƻǿ ȅƻǳ Ƙƻǿ ǘƻ ōŜ radically different - without breaking the 

bank -ŀƴŘ LΩƭƭ ǎƘŀǊŜ ǇƭŜƴǘȅ ƻŦ ƛƴǎǇƛǊƛƴƎ ŜȄŀƳǇƭŜǎ ǘƻ ƘŜƭǇ ȅƻǳ ƎŜǘ ǘƘŜǊŜΦ

Competition is global

Competition is intense. The digital revolution has resulted in facing off against 

your competitors on a global field. 
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The overload of media, ads, messages and information gives customers 

unlimited options at their fingertips ςoptions that create competition across 

product categories. Your prospective customers might have been ready to buy 

your product, but they often get disrupted by a barrage of ads for a multitude 

of other products and services clamouring for a share of their wallet. 

In this context, consumers are less likely to be loyal to a particular brand when 

they are inundated with offers from cheaper, better, or more convenient 

alternatives. And because consumers want instant gratification, you can lose 

them in a click.

The coronavirus pandemic has amplified the competition. Our homes have 

become the center of our lives as public places carry the risk of virus 

transmission. Businesses have adjusted by catering to less physical interaction 

and more digital interaction. As a result, people are buying differently - even 

people who had never purchased anything online prior to the pandemic have 

been persuaded by the ease and safety of online shopping. 

With digital transactions, chatbots and virtual consultations now the norm, 

the playing field for businesses is indeed massive. If you have a small business 

in Australia, you can sell to anyone in the world.We are in uncharted waters. 

!ƴŘ ǘƘŜ ŘƛǎŎƻƴŎŜǊǘƛƴƎ ŦŀŎǘ ƛǎΣ ȅƻǳΩǊŜ ƻƴƭȅ ƎƻƛƴƎ ǘƻ ǎǳǊǾƛǾŜ ŀƴŘ ǘƘǊƛǾŜ ƛŦ ȅƻǳ Ŏŀƴ 

clarify and amplify what makes you meaningfully different.

We see what is distinct

Speaking of survival, as our human ancestors evolved on the savannah our 

Stone Age brains preserved the traits that contributed to survival. After all, if 

ȅƻǳ ŘƛŘƴΩǘ ƘŀǾŜ ǎǘǊƻƴƎ ǎǳǊǾƛǾŀƭ ǘǊŀƛǘǎΣ ȅƻǳ ǿŜǊŜƴΩǘ ƭƛƪŜƭȅ ǘƻ ǇǊƻŘǳŎŜ ƻŦŦǎǇǊƛƴƎ 

that would survive either.

!ǎ ƻǳǊ ŀƴŎŜǎǘƻǊǎΩ ŜȅŜǎ ǎǳǊǾŜȅŜŘ ǘƘŜ ǇƭŀƛƴǎΣ ǘƘŜƛǊ ōǊŀƛƴǎ ǇǊƛƻǊƛǘƛǎŜŘ ǿƘŀǘ ǘƻ 

observe and what to ignore. It was a matter of energy conservation. They 

ŎƻǳƭŘƴΩǘ ǎǉǳŀƴŘŜǊ ǇǊŜŎƛƻǳǎ ŎŀǊōƻƘȅŘǊŀǘŜǎ ǇǊƻŎŜǎǎƛƴƎ ŜǾŜǊȅ ƭƛǘǘƭŜ ǘƘƛƴƎΦ 

But noticing something unexpected in the corner of your vision could either 

save your life or provide food, so that thing that stood out from the landscape 

was worthy of attention. 
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.ŜƭƛŜǾŜ ƛǘ ƻǊ ƴƻǘΣ ƻǳǊ ōǊŀƛƴ ƘŀǎƴΩǘ 

changed much in the last 10,000 years. 

LǘΩǎ ƴƻǘ ŜƴƻǳƎƘ ǘƛƳŜ ŦƻǊ ǎƛƎƴƛŦƛŎŀƴǘ 

genetic modification to have occurred. 

²Ŝ ǎǘƛƭƭ ŘƻƴΩǘ ǇǊƻŎŜǎǎ ŜǾŜǊȅǘƘƛƴƎ ǿŜ 

see. We are hardwired to notice what 

is different. The more extreme the 

contrast is, the more visible the 

contrasting element becomes.

Recent studies show how our brain 

uses neural patterns to compare our 

expectations ςǿƘŀǘ ǿŜΩǾŜ ŜȄǇŜǊƛŜƴŎŜŘ 

in the past ςwith what is happening in the present. Researchers identified a 

feedback loop where high frequency waves of neural activity relayed an error 

ƳŜǎǎŀƎŜ ǿƘŜƴ ǿŜ ǎŜŜ ǎƻƳŜǘƘƛƴƎ ǿŜ ŘƻƴΩǘ ŜȄǇŜŎǘΦ 

In other words, noticing something different makes our brain light up and pay 

attention immediately.

Ok, so what does this mean for your small business or brand in a world where 

there are many others targeting the same audience as you?

You must be radically different

You may have heard of the term differentiation. David Parker defines it as a 

benefit or set of benefits that meaningfully and favourably distinguishes you 

from your competition and for which customers are willing to pay. 

.ǳǘ ǘƘŀǘΩǎ ƴƻǘ ŜƴƻǳƎƘ ŀƴȅƳƻǊŜΦ ¢ƻ ǎǳǊǾƛǾŜ - and thrive - you must be 

radicallydifferent in a meaningful way that your customers value. 

People expect outstanding customer service. 

They expect a high-quality product or service. 

They expect to have multiple options laid out on a slick website. 

And most of your competitors are delivering all the above. 

So, excelling in any or all these areas will not make you radically different. 

They simply make you the same as everyone else.
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As a small brand or business owner, you need the skills, knowledge and desire 

to be radically different or you will end up looking and sounding like everyone 

ȅƻǳΩǊŜ ŎƻƳǇŜǘƛƴƎ ŀƎŀƛƴǎǘΦ .ŜƛƴƎ ǊŜƭƛŀōƭŜ ƛǎ ƴƻ ƭƻƴƎŜǊ ŜƴƻǳƎƘ ŀƴȅƳƻǊŜ - you 

Ƴǳǎǘ ōŜ ǊŜƳŀǊƪŀōƭŜ ƛƴ ŀ ǿŀȅ ǘƘŀǘΩǎ ƳŜŀƴƛƴƎŦǳƭ ǘƻ ȅƻǳǊ ŎǳǎǘƻƳŜǊǎΦ 

άLƴ ŀ ŎǊƻǿŘŜŘ ƳŀǊƪŜǘǇƭŀŎŜΣ ŦƛǘǘƛƴƎ ƛƴ ƛǎ ŦŀƛƭƛƴƎΦ Lƴ ŀ ōǳǎȅ 
marketplace, not standing out is the same as being invisible.έ 
Seth Godin

LǘΩǎ 5ŀǾƛŘ Ǿǎ DƻƭƛŀǘƘ ƻƴ ŀ Ǝƭƻōŀƭ ǎŎŀƭŜ

The problem is that small businesses 

ŘƻƴΩǘ ƘŀǾŜ ǘƘŜ ǊŜǎƻǳǊŎŜǎ ǘƘŀǘ ōƛƎ 

businesses have tomake this happen. 

¢ƘŜȅ ŘƻƴΩǘ ƘŀǾŜ ǘƘŜ ǎǇŜƴŘƛƴƎ ǇƻǿŜǊ 

to dominate the media. 

LǘΩǎ ƭƛƪŜ ǘƘŜ .ƛōƭƛŎŀƭ ǎǘƻǊȅ ƻŦ 5ŀǾƛŘ 

attacking the giant Goliath armed 

with a slingshot -ƛǘΩǎ ƴƻǘ ŀ ŦŀƛǊ ŦƛƎƘǘΦ 

In America, many small towns feared 

the day Walmart moved in. 

The smaller retailers - in every area 

from groceries to hardware -

ŎƻǳƭŘƴΩǘ ŎƻƳǇŜǘŜ ǿƛǘƘ ǘƘŜ ōƛƎ ōƻȄ 

store. Their massive media combined 

with low prices, late hours and convenient one-stop shopping destroyed 

a lot of small businesses in heartland America.

¢Ƙŀǘ ŦŜŀǊ ƛǎ ƴƻǿ ŦŜƭǘ ƻƴ ŀ Ǝƭƻōŀƭ ǎŎŀƭŜΦ ²ƘŜǘƘŜǊ ȅƻǳΩǊŜ ŀ ǊŜǘŀƛƭŜǊ ƛƴ !ǳŎƪƭŀƴŘ 

ƻǊ ŀ Ŏƻƴǎǳƭǘŀƴǘ ƛƴ ¢ƻǊƻƴǘƻΣ ȅƻǳΩǊŜ ƴƻǘ Ƨǳǎǘ ŎƻƳǇŜǘƛƴƎ ǿƛǘƘ ȅƻǳǊ ƴŜƛƎƘōƻǳǊǎΦ 

YƻǳΩǊŜ ŎƻƳǇŜǘƛƴƎ ǿƛǘƘ ǘƘƻǳǎŀƴŘǎ ƻŦ ŎƻƳǇŀƴƛŜǎ ŀǊƻǳƴŘ ǘƘŜ ǿƻǊƭŘΦ 

And the larger companies have no problem using their loud voices and 

powerful dollars to buy up all the media they can to drown you out. 
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The big players have worked hard to convince people that being the same is 

the pinnacle of perfection ςtheir chains of identical stores replicated across 

the nation turn every town into a diorama of the same shops. 

¢ƘŜǊŜΩǎ ƻƴƭȅ ƻƴŜ ǿŀȅ ǘƻ ŎƻƳǇŜǘŜΣ ŀƴŘ ǘƘŀǘΩǎ ǘƻ ōŜ ŘƛŦŦŜǊŜƴǘΦ 

Radically different. 

But how do I become radically different?

DǊƻǿ ǎƻƳŜ ōŀƭƭǎΦ bƻΣ LΩƳ ƴƻǘ ǎƻǊǊȅ ƛŦ ǘƘŀǘΩǎ ƻŦŦŜƴǎƛǾŜΣ ōŜŎŀǳǎŜ ȅƻǳǊ ǎǳŎŎŜǎǎ ŀǎ 

a small business or brand depends on you having the courage to go against 

the fads, to resist the obvious strategy of doing what everyone else is doing 

and steer your own course. 

The comfort zone might be comfortable, but nothing grows there. Instead of 

competing, the radically different business focuses on separating. 

This book is your shake-up. Within these pages is a proven methodology to 

make your business radically different, stand out in the market and reach your 

target audience effectively without spending a fortune. 

.ǳǘ ŦƛǊǎǘΣ ǿŜΩƭƭ ǘŀƭƪ ŀōƻǳǘ ǘƘŜ ōƛƎ ŘǳƳō ƳƛǎǘŀƪŜ ƴŜŀǊƭȅ ŜǾŜǊȅ ǎƳŀƭƭ ōǳǎƛƴŜǎǎ 

and brand makes ςōŜŎŀǳǎŜ ǘƘŜȅΩǾŜ ōŜŜƴ ǘŀǳƎƘǘ ǘƻ ǘƘƛƴƪ ǘƘŀǘ ǿŀȅΦ

8



In a sea of 
sameness, 
you have to 
be radically 
different to 

get attention.



Avoid the competition trap

Most of us were taught from an early age that if you want to succeed, you 

ƘŀǾŜ ǘƻ ōŜ ōŜǘǘŜǊ ǘƘŀƴ ǘƘŜ ŎƻƳǇŜǘƛǘƛƻƴΦ ²ƘŜǘƘŜǊ ƛǘΩǎ ŀŎŀŘŜƳƛŎŀƭƭȅΣ ƛƴ ǎǇƻǊǘǎΣ 

or getting a job, you just have to prove yourself to be better than the next 

person.

{ƻ ƘŀǾƛƴƎ ƘŀŘ ǘƘŀǘ ŘǊǳƳƳŜŘ ƛƴǘƻ ǳǎ ƛƴ ƻǳǊ ŦƻǊƳŀǘƛǾŜ ȅŜŀǊǎΣ ƛǘΩǎ ƴŀǘǳǊŀƭ ǘƘŀǘ ƛǘ 

carries over into the business world as well. 

.ǳǘ ǘƘŀǘΩǎ ŀ ǾŜǊȅ ŘŀƴƎŜǊƻǳǎ ǘǊŀǇ ǘƻ Ŧŀƭƭ ƛƴǘƻΦ 

²ƘŜƴ ȅƻǳΩǊŜ ōǳǎȅ ƭƻƻƪƛƴƎ ŀǘ ǿƘŀǘ ǘƘŜ ŎƻƳǇŜǘƛǘƛƻƴ ŘƻŜǎ ǎƻ ȅƻǳ Ŏŀƴ Řƻ ƛǘ 

better, you have no time to develop original and unique ideas of your own. 

You simply end up doing the same as them (albeit a tad better).

In the words of Jerry Garcia from the band The Grateful Dead:

ά¸ƻǳ ŘƻƴΩǘ ǿŀƴǘ ǘƻ ōŜ ǘƘŜ ōŜǎǘ ƻŦ ǘƘŜ ōŜǎǘΦ ¸ƻǳ ǿŀƴǘ ǘƻ ōŜ ǘƘŜ ƻƴƭȅ 
ƻƴŜ ǿƘƻ ŘƻŜǎ ǿƘŀǘ ȅƻǳ ŘƻΦέ 

LǘΩǎ ŀ ǎƳŀƭƭ ƛƳƛǘŀǘƛƻƴ ǿƻǊƭŘ

¢Ƙŀƴƪ ȅƻǳΣ ƛƴǘŜǊƴŜǘΦ ¸ƻǳΩǾŜ ƳŀŘŜ ƛǘ ǎƻ ǎƛƳǇƭŜ ǘƻ ǎŜŜ ǿƘŀǘ ŎƻƳǇŜǘƛǘƻǊǎ ŀǊŜ 

doing anywhere else in the world. Now everyone is copying everyone else on 

a global scale. The result is less originality and more sameness, with more 

businesses looking just like the next one.

Take hotels for instance. Almost every hotel offers a clean room with toiletries 

including shampoo, soap, lotion, and a shower cap. Why these but not other 

ƛǘŜƳǎ ǿŜΩǊŜ ƭƛƪŜƭȅ ǘƻ ǳǎŜ ŘŀƛƭȅΣ ƭƛƪŜ ǘƻƻǘƘǇŀǎǘŜΚ LΩƳ ǇǊŜǘǘȅ ǎǳǊŜ Ƴƻǎǘ ƻŦ ǳǎ 

brush our teeth more often than we worry about getting our hair wet!

Most hotel rooms offer the same thing because they have copied one 

ŀƴƻǘƘŜǊΦ ²ƘŜǘƘŜǊ ƛǘΩǎ ŀ ŎƘŜŀǇ ŦŀƳƛƭȅ ƳƻǘŜƭ ƻǊ ŀ ŦƛǾŜ-star establishment, 

we now expect our hotel rooms to come equipped with these toiletries. 

Everyone does it because everyone else is doing it. 
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The madness of benchmarking

LŦ ȅƻǳΩǊŜ ƛƳƛǘŀǘƛƴƎ ǘƘŜ ōŜǎǘΣ ȅƻǳ ŎŀƴΩǘ ōŜ ǘƘŜ ōŜǎǘΦ LǘΩǎ ƴƻƴǎŜƴǎŜΣ ōǳǘ ǎƻ Ƴŀƴȅ 
businesses put it into practice that it even has a name: benchmarking.

Benchmarking is the tool of sameness. 

The strategy of looking at what other businesses have implemented 
ǎǳŎŎŜǎǎŦǳƭƭȅ ŀƴŘ ŎƻǇȅƛƴƎ ǘƘŜƳ ƳŜŀƴǎ ȅƻǳΩǊŜ ŀƭǿŀȅǎ ŀ ǎǘŜǇ ōŜƘƛƴŘΦ ¸ƻǳΩǊŜ 
following the pack, and while you might be surviving you are certainly not 
ǎǘŀƴŘƛƴƎ ƻǳǘΦ LƴǎǘŜŀŘ ƻŦ ǇŀǾƛƴƎ ȅƻǳǊ ƻǿƴ ǇŀǘƘ ǘƻ ǎǳŎŎŜǎǎΣ ȅƻǳΩǊŜ ǊƛŘƛƴƎ ǘƘŜ 
coat tails of someone else, continually comparing your progress with theirs. 

LŦ ȅƻǳΩǊŜ ŎƻǇȅƛƴƎ ƻǘƘŜǊǎΩ ǇǊƻŘǳŎǘǎΣ ǎǘǊŀǘŜƎƛŜǎΣ ǇǊƛŎŜ ǇƻƛƴǘǎΣ ǘŜŎƘƴƻƭƻƎȅΣ ƻǊ 
ǾŀƭǳŜ ǇǊƻǇƻǎƛǘƛƻƴǎΣ ȅƻǳΩƭƭ ŜƴŘ ǳǇ ƭƻƻƪƛƴƎ ŀƴŘ ǎƻǳƴŘƛƴƎ Ƨǳǎǘ ƭƛƪŜ ǘƘŜƳΦ !ƴƻǘƘŜǊ 
ǎƳŀƭƭ ōǳǎƛƴŜǎǎ ƛƴ ǘƘŜ ǎƘŀŘƻǿǎ ƻŦ ƻǘƘŜǊǎΩ ǎǳŎŎŜǎǎΦ

Benchmarking is the killer of creativity and innovation. It sucks the very life 
out of small businesses and ensures you remain invisible. Boring. Stagnant. 

5ƻƴΩǘ ƭŜǘ ȅƻǳǊ ŎƻƳǇŜǘƛǘƻǊǎ ŘƛǎǘǊŀŎǘ ȅƻǳ

.ǳǘΣ ȅƻǳ Ƴŀȅ ōŜ ǿƻƴŘŜǊƛƴƎΣ ƛŦ LΩƳ ƴƻǘ ŎƻƳǇŀǊƛƴƎ Ƴȅ ōǳǎƛƴŜǎǎ ǘƻ ǘƘŜ 
competition, how do I gauge performance?

.ȅ ŎƘŀƴƎƛƴƎ ȅƻǳǊ ŦƻŎǳǎ ŦǊƻƳ ōŜƛƴƎ ΨōŜǎǘ ƛƴ ŎƭŀǎǎΩ ǘƻ Ψƻƴƭȅ ƛƴ ŎƭŀǎǎΦΩ

Al Ries, author of Differentiate or Die ǎŀȅǎ ǘƘŀǘ ƛƴǎǘŜŀŘ ƻŦ άŎƻƳǇŜǘƛƴƎ ǘƻ ōŜ 
ǘƘŜ ōŜǎǘΣέ ōǳǎƛƴŜǎǎŜǎ ǎƘƻǳƭŘ άŎƻƳǇŜǘŜ ǘƻ ōŜ ǳƴƛǉǳŜΦέ LƴǎǘŜŀŘ ƻŦ ŦƻŎǳǎƛƴƎ ƻƴ 
being better than someone else, direct your energy to what you do that is 
unique.

The best way to make sure you are truly unique from your competition? 
LƎƴƻǊŜ ǘƘŜƳΦ 5ƻƴΩǘ ƭŜǘ ǘƘŜƳ ŘƛǎǘǊŀŎǘ ȅƻǳΦ

!ǇǇƭŜ ŘƛŘ ǘƘƛǎ ǿŜƭƭΦ ¢ƘŜȅ ŘƛŘƴΩǘ ƭƻƻƪ ŀǘ ǿƘŀǘ L.a ǿŀǎ ŘƻƛƴƎ ŀƴŘ ǘǊȅ ǘƻ Řƻ ƛǘ 
better. In fact it seemed that Steve Jobs had blinders on when it came to what 
his competition was up to. He ignored traditional marketing and business 
advice and created what he thought people wanted in the best way possible, 
down to every detail.
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!ǇǇƭŜΩǎ ŦŀƳƻǳǎ Ψ¢Ƙƛƴƪ 5ƛŦŦŜǊŜƴǘΩ ŎŀƳǇŀƛƎƴ ƛǎ ǘƘŜ ŜǇƛǘƻƳŜ ƻŦ ōŜƛƴƎ radically 

different. Launched in 1997, the campaign still resonates today. 

²ƘƛƭŜ L.aΩǎ ŀŘǎ ŀǘ ǘƘŜ ǘƛƳŜ ŦƻŎǳǎŜŘ ƻƴ άōǳǎƛƴŜǎǎ ǎƻƭǳǘƛƻƴǎέ ŦŜŀǘǳǊƛƴƎ ǇŜƻǇƭŜ 

in formal business attire working in offices, Apple launched their famous 

campaign with this narration.

Here's to the crazy ones.
The misfits.
The rebels.
The troublemakers.
The round pegs in the square holes.
The ones who see things differently.
They're not fond of rules.
And they have no respect for the status quo.
You can quote them, disagree with them, glorify or vilify them.
About the only thing you can't do is ignore them.
Because they change things.
They push the human race forward.
While some may see them as the crazy ones, we see genius.
Because the people who are crazy enough to think they can change 
the world, are the ones who do.

Apple successfully appealed to a unique audience ςthe quirky creative people 

going against the grain, and the everyday people aspiring to be like them. 

¢ƘŜȅ ŘƛŘƴΩǘ ǘǊȅ ǘƻ ƘŀǾŜ ŀ ōŜǘǘŜǊ ōǳǎƛƴŜǎǎ ǎƻƭǳǘƛƻƴ ǘƘŀƴ L.aΦ ¢ƘŜȅ ŦƻǊƎŜŘ ǘƘŜƛǊ 

own distinctive identity and established themselves as different. Their 

continued success over 20 years later is obvious.

Imagine if ten start-ups in the same type of business launched tomorrow 

without looking at what each other was doing. I bet we would get some wildly 

original companies.

¢ƘŀǘΩǎ ŜǎǎŜƴǘƛŀƭƭȅ ǿƘŀǘ !ǇǇƭŜ ŘƛŘ - they ignored what everyone had done 

before and created a radically different business and message that stands 

alone in the marketplace. 

With some work and clever thinking your business can do the same.
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Punks of the beer world

Being radically different is a matter of survival, and UK based Brew Dog 

Brewery knows all about that. Starting a brewery in the midst of a recession 

would seem to be a recipe for failure. Brew Dog not only rose to the challenge 

ςthey grew their business by 200% in 2009. How? You guessed it ςby making 

themselves radically different.

They started selling their craft beer at markets in 2007 and quickly grew into 

{ŎƻǘƭŀƴŘΩǎ ƭŀǊƎŜǎǘ ƛƴŘŜǇŜƴŘŜƴǘ ōǊŜǿŜǊȅΦ .ǳǘ ǘƘŜƴ ǘƘŜ ǊŜŎŜǎǎƛƻƴ ƘƛǘΦ !ŘŀƳ 

aƻǊƎŀƴ ǎŀȅǎ ƛƴ Ƙƛǎ ōƻƻƪ ŀōƻǳǘ .ǊŜǿ 5ƻƎΩǎ ǎǳŎŎŜǎǎΣ άLŦ ȅƻǳ ŎŀƴΩǘ ǎǇŜƴŘ ȅƻǳǊ 

way into being noticed, one of your strongest strategic options is to behave 

ȅƻǳǊ ǿŀȅ ƛƴǘƻ ōŜƛƴƎ ƴƻǘƛŎŜŘΦέ

Brew Dog capitalised on their anti-establishment punk attitudes. They brewed 

ǳƴƛǉǳŜ ōŜŜǊǎ όƛƴŎƭǳŘƛƴƎ ǘƘŜ ǿƻǊƭŘΩǎ ǎǘǊƻƴƎŜǎǘ ŀǘ он҈ ŀōǾύΦ ¢ƘŜȅ ǇǊƻƧŜŎǘŜŘ 

themselves naked onto the houses of Parliament and made a special beer for 

the Olympics ςάbŜǾŜǊ aƛƴŘ ǘƘŜ !ƴŀōƻƭƛŎǎΦέ

On top of all that, they launched a crowdfunding program called Equity for 

Punks ςan anti-business business model ςand now give away 20% of their 

profits annually. Their radically different stance led to huge success.
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! ǎŀƳǇƭŜ ƻŦ .ǊŜǿ 5ƻƎΩǎ ƛǊǊŜǾŜǊŜƴǘ ŀŘǾŜǊǘƛǎƛƴƎ
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Being radically different is about innovation

But back to you. Are you ready to stop focusing on what everyone else is 

doing? What would happen if you just did business differently?

LƴǎǘŜŀŘ ƻŦ ƛƴŎǊŜƳŜƴǘŀƭƭȅ ŀŘƻǇǘƛƴƎ ȅƻǳǊ ŎƻƳǇŜǘƛǘƻǊǎΩ ƛŘŜŀǎΣ ǿƘȅ ƴƻǘ ǊŜƛƴǾŜƴǘ 

them? Instead of chasing improvements, chase radical innovation.

You might piss a few people off, but so what? Look for innovations that will 

disrupt the status quo. With each new improvement, thinking in a radically 

different way can achieve a step change in performance that sets your 

business apart from the crowd. 

To truly be different, you have to focus on being radically different through 

innovation, invention and creativity.

LǘΩǎ ƴƻ Ŝŀǎȅ ǘŀǎƪΦ LƴƴƻǾŀǘƛƻƴ ǘŀƪŜǎ ǿƻǊƪΦ LΩƭƭ ǎƘƻǿ ȅƻǳ ǘƘŜ ǿŀȅΦ

KEY TAKEOUTS FROM THIS CHAPTER:

LƎƴƻǊŜ ȅƻǳǊ ŎƻƳǇŜǘƛǘƻǊǎΦ 5ƻƴΩǘ ŎƻǇȅ ǘƘŜƳΣ ŘƻƴΩǘ ǘǊȅ ǘƻ ōŜ ōŜǘǘŜǊ

than them.  Doing what they do just makes you the same as them.

Do something radically different.
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Being original is hard

LΩƳ ǎǳǊŜ ȅƻǳΩǾŜ ƴƻǘƛŎŜŘ ǘƘŀǘ Ƴƻǎǘ ǿŜōǎƛǘŜǎ ƭƻƻƪ ǘƘŜ ǎŀƳŜΦ [ŀȅƻǳǘǎΣ ƳŜƴǳǎΣ 

styles, even colours. With unlimited options when it comes to website design, 

how is it possible that most appear to be copies of one another?

LǘΩǎ ƴƻǘ ȅƻǳǊ ƛƳŀƎƛƴŀǘƛƻƴΦ ! tƘ5 ǎǘǳŘŜƴǘ ŀǘ LƴŘƛŀƴŀ ¦ƴƛǾŜǊǎƛǘȅ ŘƛŘ ŀ ǎǘǳŘȅ ǘƻ 

see if websites really are starting to look the same and what the reasons 

might be.1 They found that the average differences between websites peaked 

from 2008 to 2010, then decreased until 2016. 

The difference in layout of websites had the most significant decline, as 

differences decreased by 30% during that time. 

One reason for the increasing similarity of websites is the common use of 

software libraries, which influence page layout. Plus, a lot of users likely use 

the default settings. While this makes it easy for visitors to navigate a new 

site, it comes at the sacrifice of creativity and originality. 

Poor web designers! They must be incredibly bored with delivering the same 

layouts over and over, to satisfy what their clients want.

More than that, it contributes to filling the pockets of the big tech players 

who are now in effect controlling the visual aesthetics of the internet! Just 

ōŜŎŀǳǎŜ ƛǘ ǿƻǊƪǎ ŦƻǊ ǘƘŜ ōƛƎ ŎƻƳǇŀƴƛŜǎ ŘƻŜǎƴΩǘ ƳŜŀƴ ƛǘΩǎ ǘƘŜ ǊƛƎƘǘ ŀƴǎǿŜǊ ŦƻǊ 

everyone else. 

LǘΩǎ ŀƴƻǘƘŜǊ ƛƴǎǘŀƴŎŜ ƻŦ ŎƻǇȅƛƴƎ ǘƘŜ ōƛƎ ōǳǎƛƴŜǎǎŜǎ ŀƴŘ ƘƻǇƛƴƎ ǘƘŀǘ ǿƘŀǘ 

worked for them will work for other businesses.

This is the same reason why most brand messaging is nearly identical. 

Copying is easy. Being original is hard.

Small businesses struggle more than ever

At one time, in the not-so-distant past, it was a lot easier to be different and 

stand out. There were generally fewer players in the market. 
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The markets were smaller, and less global.

Competitors from other markets were less likely to be competing with you on 

your home turf. 

Communities were more loyal, and patrons were less fickle. 

But wow! Howthings have changed! Today, with the simplification of 

technology, the globalisation of business, and the easy access to information, 

it has become virtually impossible to stand out in any crowd ςparticularly 

now that the crowd has moved beyond your home turf into global territory.

This reality has hit the small business community especially hard. How do you 

begin tothrive, let alone succeed in this environment?

As I mentioned in the previous chapter, most businesses take the easy route 

ŀƴŘ ŦƻŎǳǎ ƻƴ ŎƻǇȅƛƴƎ ŀƴŘ ŀŘŀǇǘƛƴƎ ǘƘŜƛǊ ŎƻƳǇŜǘƛǘƻǊǎΩ ōŜǎǘ ŀǘǘǊƛōǳǘŜǎΦ ²Ƙŀǘ 

they miss in the process is thinking about second-order effects -ǘƘŀǘ ǘƘŜȅΩƭƭ 

end up with something just like the other stuff out there.

Instead of doing the hard work of gathering insights from customers and 

discovering open positions in the market, companies look at their competitors 

for direction.So, many end up using brand messaging they have seen before, 

ƻǊ ŀ ǊŜƎǳǊƎƛǘŀǘŜŘ ǾŜǊǎƛƻƴ ƻŦ ƛǘΦ LƳƛǘŀǘƛƻƴ ŘƻŜǎƴΩǘ Ŏǳǘ ƛǘ ǿƘŜƴ ȅƻǳΩǊŜ ŀ ǎƳŀƭƭ 

business competing on a global stage ςȅƻǳΩǾŜ Ǝƻǘ ǘƻ Ǉǳǘ ƛƴ ǘƘŜ ǿƻǊƪ ǘƻ ƳŀƪŜ 

sure you are different.

How different is different enough?

LŦ ȅƻǳ ƘŀǾŜ ŀƴ ƛŘŜŀ ŀƴŘ ȅƻǳΩǊŜ ǿƻǊǊƛŜŘ ƛǘ ƳƛƎƘǘ ōŜ ǘƻƻ Ψƻǳǘ ǘƘŜǊŜΩ ƻǊ ǘŀƪƛƴƎ 

things too far ςȅƻǳΩǊŜ ǇǊƻōŀōƭȅ ƻƴ ǘƘŜ ǊƛƎƘǘ ǘǊŀŎƪΦ 

Consider the innovators in the music world. Jimi Hendrix. The Beatles. Billie 

Holiday. Elvis. Louis Armstrong. Johann Sebastian Bach. Bob Dylan. Bowie.

These people have legendary status because they dared to be radically 

different. They were true innovators, changing the course of music. 
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I find only 
freedom

in the
realms of 

eccentricity.
David Bowie



Many of them shocked people at first. Imagine if any of them had simply 

ǇŜǊŦƻǊƳŜŘ ŎƻǾŜǊ ǎƻƴƎǎ ƻǊ ŎƻǇƛŜŘ ǘƘŜ ǇƻǇǳƭŀǊ ǎǘȅƭŜ ƻŦ ǘƘŜ ŘŀȅΦ LΩƳ ǎǳǊŜ ǘƘŜȅ 

ǿƻǳƭŘ ƘŀǾŜ ŘƻƴŜ ŀ ŦƛƴŜ ƧƻōΣ ōǳǘ ǘƘŜȅ ǿƻǳƭŘƴΩǘ ǎǘŀƴŘ ƻǳǘ όŀƴŘ ǘƘŜ ǿƻǊƭŘ ǿƻǳƭŘ 

have missed out on a treasure of great music).

aƻǎǘ ōǳǎƛƴŜǎǎŜǎ ǎƛƳǇƭȅ ŘƻƴΩǘ ǘŀƪŜ ǘƘŜ ǘƛƳŜ ƻǊ ƘŀǾŜ ǘƘŜ ŎƻǳǊŀƎŜ ǘƻ ƛƴǾŜǎǘ ǘƘŜ 

appropriate effort in their differentiation strategy. The misconception is that 

ƛǘΩǎ ǎŀŦŜǊ ǘƻ ǎǘƛŎƪ ǘƻ ǿƘŀǘ ƛǎ ƪƴƻǿƴ ǘƘŀƴ Ǌƛǎƪ ƎƻƛƴƎ ƻǳǘ ƻƴ ŀ ƭƛƳōΦ .ǳǘ ǘƘŀǘ ƛǎ ƴƻǘ 

the way to make an impact.

When did your team last have a meeting to discuss how you intend to 

be radically different from your competitors? 

How many market trials have you conducted over the last yearto test a 

radically different product or service innovation with your customers? 

5ƻ ȅƻǳ ƘŀǾŜ ŀ ά/ƻƴǘǊŀǊƛŀƴ {ǘǊŀǘŜƎȅέ ǘƘŀǘ ŦƻǊŎŜǎ ȅƻǳǊ ōǳǎƛƴŜǎǎ ǘƻ ƳƻǾŜ 

away from a tired Best in Class approach?

How are marketing people compensated? Do they get rewarded for 

copying or for being radically different and disruptive?

To stand out in a cluttered, competitive marketplace, you need to say and do 

something different from other brands. Take a unique tone. Follow a 

controversial belief. Look at the world through a different lens. If your industry 

is stuffy, be the casual guy. If your industry is casual, be the unwavering 

professional. If your competitors have colourful branding go for monotone.

While researching this book, a colleague told me a story of a dental clinic that 

had opened in her hometown. Now, we all know what to expect when going 

ǘƻ ǘƘŜ ŘŜƴǘƛǎǘΣ ŀƴŘ Ƴƻǎǘ ƻŦ ǳǎ ŘƻƴΩǘ ƭƛƪŜ ƛǘΦ ¢Ƙƛǎ ŎƭƛƴƛŎ ŘƛŘ ǘƘŜ ƻǇǇƻǎƛǘŜ ƻŦ ǘƘŜ 

expected. Modern décor with smooth, clean lines and pops of colour pleased 

the eye upon entry. During treatment, you could opt to wear special goggles 

and choose something to watch ςmaybe a TV show, or a documentary ςand 

when your treatment was finished, the assistant exfoliated your lips and 

ǇǊƻǾƛŘŜŘ ȅƻǳ ǿƛǘƘ ƳƻƛǎǘǳǊƛȊƛƴƎ ƭƛǇ ōŀƭƳΦ bƻǿ ǘƘŀǘΩǎ ŘƛŦŦŜǊŜƴǘΗ
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Word quickly got out about their different approach to dentistry. After being 

open for two months they had a six-month waitlist! 

¢Ƙƛǎ ƛǎ ŀ ƎǊŜŀǘ ŜȄŀƳǇƭŜ ƻŦ ŘƛŦŦŜǊŜƴǘƛŀǘƛƴƎ ȅƻǳǊ ōǳǎƛƴŜǎǎΦ .ǳǘ ƛǘΩǎ ƴƻǘ ŜƴƻǳƎƘ 

just to be different. Traditional differentiation is an uphill battle in which 

companies lavish too much effort on too few competitive advantages: the 

latest feature, a new colour, a lower price, a higher speed. In the case of the 

ŘŜƴǘƛǎǘ ǿŜΩǾŜ ǘŀƭƪŜŘ ŀōƻǳǘΣ ƳƻǊŜ ƭǳȄǳǊȅΦ

Radical differentiationis about having unique capabilities that your 

ŎǳǎǘƻƳŜǊǎ ǎŜŜ ŀǎ ōŜƛƴƎ ǾŀƭǳŀōƭŜ ǘƻ ǎƻƭǾƛƴƎ ǘƘŜƛǊ ǇǊƻōƭŜƳǎΦ LǘΩǎ ŀōƻǳǘ ŦƛƴŘƛƴƎ ŀ 

whole new market space you can own and defend, delivering handsome 

profits over years instead of months.

A lesson from Dr Seuss

Most authors, when they publish a book, hope that it sees reasonable 

success. Imagine writing a book that continues to sell hundreds of thousands 

of copies every year, 60 years after its first publication. Pretty impressive! 

²ƘŀǘΩǎ ƳƻǊŜΣ ƛǘΩǎ ŀ ŎƘƛƭŘǊŜƴΩǎ ōƻƻƪΣ ǿǊƛǘǘŜƴ ǿƛǘƘ Ƨǳǎǘ нрл ǿƻǊŘǎΦ

That book is The Cat in the Hat. 

The reason it came to be was 

due to some radically different 

thinking.

In 1954, it was reported that 

illiteracy was rising among 

children because their books 

were too boring. 

A publisher challenged Theodore 

Geisel to write a book using a list 

of provided words for 6-year-

olds, and create a story that 

ŎƘƛƭŘǊŜƴ ǿƻǳƭŘƴΩǘ ōŜ ŀōƭŜ ǘƻ 

put down. 
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After much hard work, Geisel created a work of rhyming verse, with humour 

ŀƴŘ Ƙƛǎ ƻǿƴ ƛƭƭǳǎǘǊŀǘƛƻƴǎΣ ŀǳǘƘƻǊŜŘ ǳƴŘŜǊ Ƙƛǎ ǇǎŜǳŘƻƴȅƳ ά5Ǌ {ŜǳǎǎΦέ2 

Geisel had mostly worked as an illustrator for advertising campaigns and as a 

ǇƻƭƛǘƛŎŀƭ ŎŀǊǘƻƻƴƛǎǘΦ Iƛǎ ŦƛǊǎǘ ŎƘƛƭŘǊŜƴΩǎ ōƻƻƪ ǿŀǎ ǊŜƧŜŎǘŜŘ ōȅ ŘƻȊŜƴǎ ƻŦ 

publishers. 

He joined the army in World War II where he drew posters and wrote 

propaganda films. It was after he returned from the war, now in his late 40s, 

that he put his attention ςand his radically different thinking - to writing 

ŎƘƛƭŘǊŜƴΩǎ ōƻƻƪǎΦ

CŀƴŎƛŦǳƭ ŎǊŜŀǘǳǊŜǎΣ ǇƻŜǘƛŎ ƳŜǘŜǊǎ ŀƴŘ ǿƘŀǘ DŜƛǎŜƭ ƭƛƪŜŘ ǘƻ Ŏŀƭƭ άƭƻƎƛŎŀƭ 

ƛƴǎŀƴƛǘȅέ ǎǘƻƻŘ ƻǳǘ ŦǊƻƳ ǘƘŜ ŎƻƴǾŜƴǘƛƻƴŀƭ ŎƘƛƭŘǊŜƴΩǎ ōƻƻƪǎ ƻŦ ǘƘŀǘ ŜǊŀΦ 

όwŜƳŜƳōŜǊ ǘƘƻǎŜ ǊƛǾŜǘƛƴƎ ƭƛƴŜǎ ƭƛƪŜ ά{ŜŜ ǘƘŜ ǊŜŘ ōŀƭƭΚ ¢ƘŜ ōŀƭƭ ƛǎ ǊŜŘΦέύ3

Kids and adults alike loved his creative stories.

His books were strikingly different at the time he wrote them and still have no 

equivalent today. Dr. Seuss published over 60 books in his life and his estate 

earned US$33 million4 in 2020, almost 30 years after he passed away. 

Talk about owning a market space!

The Road to Differentiation

Still here? Great. Hopefully my preamble has warmed you up, challenged your 

thinking and opened your mind to new possibilities.

LΩƳ ƴƻǿ ƎƻƛƴƎ ǘƻ ǘŀƪŜ ȅƻǳ ǘƘǊƻǳƎƘ ŀ ǇǊƻǾŜƴ ǇǊƻŎŜǎǎ L ƘŀǾŜ ŘŜǾŜƭƻǇŜŘ ǘƻ ƘŜƭǇ 

ōǳǎƛƴŜǎǎŜǎ ŀƴŘ ōǊŀƴŘǎ ŘƛŦŦŜǊŜƴǘƛŀǘŜ ǘƘŜƳǎŜƭǾŜǎΦ LΩƳ ƎƻƛƴƎ ǘƻshow you a 

process for delivering disruptive, radically differentiated products and services 

that your customers will love. 

This process is based on my coal face experience and examining the best case 

studies from around the world. Over the last 30+ years I have worked with 

over 200 companies throughout Australasia.

My 7-step framework is called The Road to Differentiation. Before I take you 

through that I want to tell you about the one foundational principle that 

binds everything together and gives you a greater chance of success. 
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KEY TAKEOUTS FROM THIS CHAPTER:

Copying is easy. It makes you lazy. It prevents you from being imaginative 

ŀƴŘ ƛƴƴƻǾŀǘƛǾŜΦ 5ƻƴΩǘ ŎƻǇȅΦ 5ƻƴΩǘ ōŜ ƭŀȊȅΦ .Ŝ ŘƛŦŦŜǊŜƴǘΦ 
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Cultivate a contrarian mindset

Becoming radically different starts with committing to a new way of thinking: 

the contrarian mindset.

aƻǎǘ ƻŦ ǳǎ ƘŀǾŜ ōŜŜƴ ǇǊƻƎǊŀƳƳŜŘ ŦǊƻƳ ŎƘƛƭŘƘƻƻŘ ǘƻ ŎƻƴŦƻǊƳΣ ǘƻ Řƻ ŀǎ ǿŜΩǊŜ 

told, to fit in. Being too different results in ridicule or discipline. As we grow 

and learn to think for ourselves, some of the effects of this lessen ςbut the 

problem is that our brain is fundamentally formatted. We must make an effort 

to carve out alternative ways of thinking.

Paul Sloane, author ofHow to be a Brilliant Thinker, puts it like this:

ά²Ŝ Ŏŀƴ Ŝŀǎƛƭȅ Ŧŀƭƭ ƛƴǘƻ ŀ Ǌǳǘ ǿƛǘƘ ƻǳǊ ǘƘƛƴƪƛƴƎ ōŜŎŀǳǎŜΣ ŀƭǘƘƻǳƎƘ ǘƘŜ ōǊŀƛƴ ƛǎ ŀ 

very powerful organ, it is very lazy. We can become a couch potato doing the 

same type of thinking over and over again, and never exercise the mind in 

different ways. Our brain is a bit like a tennis player who has a fairly good 

ŦƻǊŜƘŀƴŘΣ ǎƻ ƘŜ ǘǊƛŜǎ ǘƻ Ƙƛǘ ŜǾŜǊȅ ǎƘƻǘ ǿƛǘƘ Ƙƛǎ ŦƻǊŜƘŀƴŘΦ IŜΩƭƭ ƴŜǾŜǊ Ǝƻ ǘƻ ǘƘŜ 

net, take an overhead, or play a backhand. He can play the game but if he 

ŘŜǾŜƭƻǇŜŘ ƻǘƘŜǊ ǎƘƻǘǎΣ ƘŜΩŘ ōŜ ŀ ƳǳŎƘ ōŜǘǘŜǊ ǇƭŀȅŜǊΦέ

Contrarians go against conventional thinking

When it comes to our businesses, too often we implement the same thinking 

over and over again. We look to see what others have done to succeed and 

ǿŜ Řƻ ǘƘŜ ǎŀƳŜ ǘƘƛƴƎΦ tŀȅƛƴƎ ŦƻǊ ŦƭŀǎƘȅ ŀŘǾŜǊǘƛǎƛƴƎΣ ƛƳǇƭŜƳŜƴǘƛƴƎ ōǳȅŜǊǎΩ 

rewards programs, adding new features or guarantees of performance ςthese 

all just serve to make us look more and more alike, serving up exactly what 

the customer expects to see.

A contrarian, however, thinks and acts differently. They look for other means 

of gaining an edge. They oppose popular opinion and conventional advice. 

They pave their own path resulting in a radical difference from the norm.

Some of the greatest thinkers in history - Plato, DaVinci, Napoleon, Gandhi, 

Martin Luther King, Nelson Mandela, Steve Jobs, Warren Buffet, Elon Musk 

and countless others ςŀǊŜ ŀƭƭ ŎƻƴǘǊŀǊƛŀƴǎΦ ¢ƘŜȅ ŘƛŘƴΩǘ ōǳȅ ƛƴǘƻ ǇƻǇǳƭŀǊ 

thinking one bit, nor accept things at face value.
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/ǊŜŀǘƛƴƎ ŘƛŦŦŜǊŜƴŎŜ ƛǎ ŀōƻǳǘ ǎŜŜƛƴƎ ǘƘƛƴƎǎ ƛƴ ŀ ǿƘƻƭŜ ƴŜǿ ƭƛƎƘǘΦ LǘΩǎ ŀōƻǳǘ 

re-imagining what the problem or the need might be, and then deciding that 

you will do whatever it takes to be the one to solve this problem for people. 

8 ways to cultivate a contrarian mindset

мΦ 5ƻƴΩǘ ǊŜŀŘ ǿƘŀǘ ȅƻǳǊ ŎƻƳǇŜǘƛǘƻǊǎ ǊŜŀŘ 

άLŦ ȅƻǳ ƻƴƭȅ ǊŜŀŘ ǿƘŀǘ ŜǾŜǊȅƻƴŜ ŜƭǎŜ ƛǎ ǊŜŀŘƛƴƎΣ ȅƻǳ ǿƛƭƭ ƭƛƪŜƭȅ 
ǘƘƛƴƪ Ƨǳǎǘ ǿƘŀǘ ŜǾŜǊȅƻƴŜ ŜƭǎŜ ƛǎ ǘƘƛƴƪƛƴƎΦέ 
Haruki Murakami

One of the greatest examples of seeking 

inspiration outside the usual routes in 

their category is Leonardo da Vinci. 

Da Vinci was a painter, anatomist, 

architect, artist, palaeontologist, botanist, 

scientist, writer, sculptor, philosopher, 

engineer, investor and musician. 

He drew on all of these to create his art.

The first step to radically different thinking 

is to question what you think you know. 

Look for knowledge and inspiration in unexpected places, beyond your 

industry. Perhaps there is something from your private life that can transfer 

ƛƴǘƻ ȅƻǳǊ ōǳǎƛƴŜǎǎ ŎŀǘŜƎƻǊȅΦ CƻǊ ŜȄŀƳǇƭŜΣ ƛŦ ȅƻǳΩǊŜ ŀƴ ŀŎŎƻǳƴǘŀƴǘ ǿƘƻ ƭƻǾŜǎ 

rock climbing, the risks and planning associated with your weekend hobby 

could provide a novel way to approach your accounting business. 

2. Learn to see differently

ά¸ƻǳ ǎŜŜΣ ōǳǘ Řƻ ƴƻǘ ƻōǎŜǊǾŜΦ ¢ƘŜ ŘƛǎǘƛƴŎǘƛƻƴ ƛǎ ŎƭŜŀǊΦέ
Sherlock Holmes to Watson

We learn to see differently when we observe the world from a completely 

different viewpoint. Obstacles become opportunities. Mundane details take 

on new meaning.
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Do you know the story behind the invention of Velcro?1 In the 1940s, Swiss 

engineer George de Mestral took a close look at the burrs stuck to his clothing 

ŀŦǘŜǊ ŀ ǿŀƭƪ ƛƴ ǘƘŜ ŦƻǊŜǎǘΦ bŀǘǳǊŜΩǎ Ƙƻƻƪǎ ŀǘǘŀŎƘŜŘ ǘƻ ǘƘŜ ƭƻƻǇǎ ƛƴ ǘƘŜ ŦƛōǊŜ ƻŦ 

his clothing, inspiring the hook-and-loop design of Velcro. He took his idea to 

friends in the weaving business, and an alternative closure to the zipper was 

born. The company continues to innovate today. 

Question the things you take for granted. Try looking at the world through a 

ŎƘƛƭŘΩǎ ŜȅŜǎΣ ǿƛǘƘƻǳǘ ǇǊŜŎƻƴŎŜƛǾŜŘ ƴƻǘƛƻƴǎ ƻŦ Ƙƻǿ ǘƘƛƴƎǎ ǎƘƻǳƭŘ ōŜΦ ¸ƻǳ ƳƛƎƘǘ 

be surprised at what you see.

3. Surround yourself with contrarian individuals

ά¸ƻǳ ŀǊŜ ǘƘŜ ŀǾŜǊŀƎŜ ƻŦ ǘƘŜ ŦƛǾŜ ǇŜƻǇƭŜ ȅƻǳ ǎǇŜƴŘ 
ǘƘŜ Ƴƻǎǘ ǘƛƳŜ ǿƛǘƘΦέ
Jim Rohn, motivational speaker

Interesting idea. The people we surround ourselves with influence our 

behaviour, attitudes, the conversations we engage in and the ideas to which 

we are exposed. Who we spend our time with and what they think and say 

has a strong influence on our world view.

{ŜŜƪƛƴƎ ƻǳǘ ǘƘŜ ŎƻƳǇŀƴȅ ƻŦ ǘƘƻǎŜ άǊƻǳƴŘ ǇŜƎǎ ƛƴ ǎǉǳŀǊŜ ƘƻƭŜǎέ ǿƘƻ ƳŀƪŜ 

their own way regardless of popular opinion will help you to change your way 

of thinking. Try to see things from their perspective to train your brain to be 

more observant. 

To create a radically different business, you have to learn to colour outside the 

lines ςor change the lines altogether. 

4. Think long-term, not short-term

άL ǎƪŀǘŜ ǘƻ ǿƘŜǊŜ ǘƘŜ ǇǳŎƪ ƛǎ ƎƻƛƴƎ ǘƻ ōŜΣ ƴƻǘ ǿƘŜǊŜ ƛǘ Ƙŀǎ ōŜŜƴΦέ
Wayne Gretzky, most famous ice hockey player of all time

Contrarian thinkers seem to always be a couple of steps ahead of the crowd. 

LǘΩǎ ōŜŎŀǳǎŜ ǊŀǘƘŜǊ ǘƘŀƴ ǎŜŜƪƛƴƎ ŀ ǎƛƳǇƭŜΣ ǉǳƛŎƪ ŦƛȄ ǘƘŜȅ ǘƘƛƴƪΣ ŘǊŜŀƳ ŀƴŘ 

strategise for the future. 
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I swim 
against the 

tide because 
I like to 
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As humans, our default thinking naturally focuses on the short-term. After all, 

our ancestors had to focus on their immediate needs in order to survive: food, 

shelter and sex. But we live in a different age where our survival is predicated 

on setting ourselves up for the future. Delayed gratification rather than 

instant gratification is key (thankfully, the 80s are long over).

άwŜƴǘ ǘƘŜ wǳƴǿŀȅέ ǎǘŀǊǘŜŘ ǿƛǘƘ ŀ ŎƻǳǇƭŜ ƻŦ ǎǘǳŘŜƴǘǎ ǇŜǊǇƭŜȄŜŘ ŀōƻǳǘ Ƙƻǿ ǘƻ 

ŀŦŦƻǊŘ ŘŜǎƛƎƴŜǊ ŎƭƻǘƘƛƴƎ ŦƻǊ ŜǾŜƴǘǎΦ ²ƻǳƭŘƴΩǘ ƛǘ ōŜ ǎƳŀǊǘŜǊ ǘƻ ōŜ ŀōƭŜ ǘƻ ǊŜƴǘ ŀ 

dress for an evening? They set up a pop-up shop where people could rent 

dresses on the spot and turned it into a nationwide online business with 

rental subscriptions - and later, brick-and-mortar stores - where you can rent 

everything you need to complete your look. 

Their ability to look into the long-term, to visualise how to source designer 

clothes in a sustainable way rather than solving the immediate need of what 

to wear, launched a business that has revolutionised access to fashion. 

5. Get comfortable with not knowing

ά¢ƘŜ ǇǊƻōƭŜƳ ǿƛǘƘ ǘƘŜ ǿƻǊƭŘ ƛǎ ǘƘŀǘ ǘƘŜ ƛƴǘŜƭƭƛƎŜƴǘpeopleare full 
of doubts, while thestupidƻƴŜǎ ŀǊŜ Ŧǳƭƭ ƻŦ ŎƻƴŦƛŘŜƴŎŜΦέ
Charles Bukowski, poet and author

aƻǎǘ ƻŦ ǳǎ όƛƴǘŜƭƭƛƎŜƴǘƭȅύ ŀŎŎŜǇǘ ǘƘŀǘ ǿŜ ŘƻƴΩǘ ƪƴƻǿ ŜǾŜǊȅǘƘƛƴƎΦ ¸Ŝǘ ǿŜ ǘŜƴŘ 

to act like we do. Our fears of appearing incompetent or ignorant often 

ƻǳǘǿŜƛƎƘ ǘƘŜ ŎƻǳǊŀƎŜ ƛǘ ǘŀƪŜǎ ǘƻ ŀŘƳƛǘ ǿŜ ŘƻƴΩǘ ƪƴƻǿΦ !ǎƪƛƴƎ ǉǳŜǎǘƛƻƴǎ 

shows our vulnerability. 

But in reality, asking questions shows that you have thought things through. 

Being open to whatever may come shows that you have accepted the risks. 

Contrarian thinkers ask the right questions, and that means that they talk 

more than twice as much as they listen, because talking takes guts. 

¦ƴŎŜǊǘŀƛƴǘȅ ƛǎ ǘƘŜ ǇŀǊǘƴŜǊ ƻŦ ƛƴƴƻǾŀǘƛƻƴΦ ²ƘŀǘΩǎ ǘƘŜ ǿƻǊǎǘ ǘƘŀǘ ŎƻǳƭŘ ƘŀǇǇŜƴΚ 

/ŀƴ ȅƻǳ ŘŜŀƭ ǿƛǘƘ ƛǘΚ ²ƘŀǘΩǎ ǘƘŜ ōŜǎǘ ǘƘŀǘ ŎƻǳƭŘ ƘŀǇǇŜƴΚ ¸ƻǳ ǿƻƴΩǘ ƪƴƻǿ 

unless you get out there and do it. Contrarians thrive in the space of not 

knowing.
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6. Harness your pain

ά¸ƻǳǊ ǎǳǇŜǊ ǇƻǿŜǊ ƛǎ ǊƛƎƘǘ ƴŜȄǘ ǘƻ ȅƻǳǊ ōƛƎƎŜǎǘ ǿƻǳƴŘΦέ
Tim Ferris, author and lifestyle guru

This is one of my favourite quotes. Often the painful events in life fuel our 

passion and creativity. They also give us more backbone.

One of the best-selling albums of all time, 

CƭŜŜǘǿƻƻŘ aŀŎΩǎ Rumours, was birthed 

from the pain, relationship dramas and 

addiction issues the band members were 

experiencing at the time. They leaned 

into the pain, allowed it to shape the 

lyrics and give fuel to a powerful musical 

performance that is still breaking sales 

records 40 years on.2

Most of us tend to avoid pain rather 

than chase pleasure. We often settle 

into a lazy belief system, with what is 

ŎƻƳŦƻǊǘŀōƭŜ ŀƴŘ ƪƴƻǿƴΣ ŀƴŘ ŜȄƛǎǘ ƛƴ ŀ ǇƭŀŎƛŘ ǎǘŀǘŜΦ 5ƻƴΩǘ ƎƛǾŜ ƛƴ ǘƻ ǘƘƛǎ 

impulse. Actively seek out challenges and discomfort, learn from them and 

use them to your advantage. 

You are not alone! There are many others who have experienced failed 

businesses, failed relationships and other difficulties. Leaning into it will give 

you a unique story, full of emotion, that others will relate to and engage with.

7. Stay relentlessly curious

άwŜǇƭŀŎŜ ŦŜŀǊ ǿƛǘƘ ŎǳǊƛƻǎƛǘȅΦέ
Steven Spielberg

We begin life as wide-eyed, curious children, but as we age our cynicism stops 

us from exploring new ideas and worlds. We seek safety and security, 

following a known path that others set before us, such as the familiar steps of 

rising up a hierarchy. 
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We drown out our inner voice that seeks knowledge and insight by distracting 

ourselves with things like binge-watching Netflix and social media. 

If we desire different results, we have to choose to act differently. We have to 

be explorers of our world, questioning what we know. Remember millions of 

ǇŜƻǇƭŜ ǎŀǿ ŀƴ ŀǇǇƭŜ ŦŀƭƭΣ ōǳǘ ƻƴƭȅ LǎŀŀŎ bŜǿǘƻƴ ŀǎƪŜŘ ά²ƘȅΚέ

уΦ ¢ŀƪŜ tŜǘŜǊ ¢ƘƛŜƭΩǎ ŀŘǾƛŎŜ

άWhat important truth do very 
few people agree with you on?
What valuable business is 
nobody building?
/ƻƳǇŜǘƛǘƛƻƴ ǎƘƻǳƭŘ ōŜ ŀǾƻƛŘŜŘΦέ

Peter Thiel was the founder of PayPal, 

co-founder of Palantir, an early investor 

in Facebook, and runs Founders Fund, 

an early-stage venture capital firm. 

He is a famous contrarian and one of the most successful start-up investors in 

the world. In his book Zero to Onehe shares the 3 key concepts (above) that 

guide his investing and career. 

Where do you stand out in your thoughts or beliefs? What do you see lacking 

in the current business models? Following his line of thought to rethink the 

way things have always been done allows you to build a future where you 

have a singular edge without worrying about your competition.

Putting radically different thinking into action

Are you ready to be radically different from your competitors and from your 

previous self?

Developing a contrarian mindset is not a tactic ςit is a commitment. It is a 

way of thinking that comes from listening, observing, absorbing and trusting 

your intuitive instincts.
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Put these 8 steps into practice and see what new observations you make. 

!ǎ ȅƻǳǊ ǘƘƛƴƪƛƴƎ ŎƘŀƴƎŜǎ ǘƻ ŀ ƳƻǊŜ ŎƻƴǘǊŀǊƛŀƴ ƳƛƴŘǎŜǘΣ ȅƻǳΩƭƭ ŦƛƴŘ ƛƴǎǇƛǊŀǘƛƻƴ 

in the most unexpected places. 

If you can overcome the temptation to pursue incremental improvements in 

favour of radical differentiation, great rewards await.

You will see your sales shoot up and your competitors scrambling to do things 

that had long been taken for granted.

Radically Differentis a practical guide to inspiring innovation as well as 

making it happen. It shows you how to identify opportunities for radical 

difference, create it from scratch and test it with a minimum of risk.

LǘΩǎ ǘƛƳŜ ǘƻ ǎǘŀǊǘ ȅƻǳǊ ƧƻǳǊƴŜȅ ƻƴ The Road to Differentiation.

KEY TAKEOUTS FROM THIS CHAPTER:

Question the way things have been traditionally done.

Ask yourself what would happen if you did the opposite of that?

Thinking differently leads to behaving differently. 
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Two roads 
diverged in the 
wood, and I-
I took the one 

less travelled by, 
and that has
made all the 
difference.

Robert Frost



The Road to Differentiation

Using lessons learnt from my 30 years marketing experience and research 
ŀōƻǳǘ ǘƘŜ Ψ{ŎƛŜƴŎŜ ƻŦ 5ƛŦŦŜǊŜƴŎŜΩΣ L ƘŀǾŜ ŘŜǾŜƭƻǇŜŘ ǘƘƛǎ ǳƴƛǉǳŜ ǎǘǊŀǘŜƎƛŎ 
framework to guide your journey to being radically different. 

Why have I used the framework of a road?

Because being radically different is a journey, not a destination. 

In literature, the road often represents our need to keep moving and surviving 

no matter what, to keep travelling toward what we seek. To journey toward 

success.

The journey to being radically different takes commitment. There are no short-

cuts. It is a long and winding road which requires navigation to avoid lazily 

drifting back onto an easier route. 

¸ƻǳΩǊŜ ŎǊŜŀǘƛƴƎ ȅƻǳǊ ƻǿƴ ǊƻŀŘΣ ǿƘƛŎƘ ǘŀƪŜǎ ŀ ƭƻǘ ƳƻǊŜ ǿƻǊƪ ǘƘŀƴ ŦƻƭƭƻǿƛƴƎ ǘƘŜ 

well-trodden path ςbut promises to be much more worthwhile.
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There are 7 checkpoints on The Road to Differentiation

Think of this framework as your route map. It will guide you to each 

checkpoint with the knowledge to complete each step along the way. 

It will help you identify and avoid pitfalls, recognise when you need to make 

changes on-the-fly, and keep you on track to radical differentiation. 

Success will depend on ticking off all seven checkpoints.

1. Get to know the terrain

2. Find your differentiating idea

3. Dramatise your difference

4. Serve the forgotten people

5. Build a strong personal brand

6. Attack the status quo

7. Communicate your difference

These are the most important elements to get right if you want to be 

radically different, stand out from your competitors and grow sales.

They have been inspired by insights from my consulting work with over 200 

brands and businesses - in many different B2B and B2C categories.

LŜǘΩǎ ƎŜǘ ǎǘŀǊǘŜŘ ƻƴ ǘƘŜ ŦƛǊǎǘ ŎƘŜŎƪǇƻƛƴǘ ŀƴŘ Řƻ ŀ ƭƛǘǘƭŜ ǊŜŎƻƴƴŀƛǎǎŀƴŎŜ ǘƻ 

scout out the market terrain.
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2ĆĀ˫ġ úíĚġÙĀ
to what
they say.

Go see.



Checkpoint 1:  Get to know the terrain

To position yourself as radically different, you first need to have a deep 

understanding of the changes occurring in your market.

Forget about designing a customer survey to do this. In surveys, people often 

a) tell you what they think you want to hear, b) lie, or c) give answers that 

reflect their aspirations rather than the life they are actually living.

CƻǊƎŜǘ ŀōƻǳǘ ŎƻƳƳƛǎǎƛƻƴƛƴƎ ŀ ǇǊƛŎȅ ǊŜǎŜŀǊŎƘ ŦƛǊƳΦ aŀȅōŜ ǘƘŜȅΩƭƭ ƎƛǾŜ ȅƻǳ 

ǎƻƳŜ ǳǎŜŦǳƭ ƛƴŦƻǊƳŀǘƛƻƴΣ ƳŀȅōŜ ǘƘŜȅ ǿƻƴΩǘΦ  .ǳǘ ǘƘŜȅ ǎǳǊŜ ǿƻƴΩǘ ƘŜƭǇ ȅƻǳ 

with a breakthrough idea. And sometimes they are just plain wrong.

Take the photocopier. Inventor Chester Carlson was turned down by over 20 

companies.1 Neither IBM nor General Electric believed there was a market for 

the machines.

When Eureka Forbes launched their first vacuum cleaner in 1982, a consultant 

told them to give up because their research showed no one would pay for a 

vacuum when brooms were so much cheaper.2

wŜƳŜƳōŜǊ ǘƘŜ ²ŀƭƪƳŀƴΚ ό¢ƘŀǘΩǎ ǘƘŜ ƎǊŀƴŘŦŀǘƘŜǊ ǘƻ ǘƘŜ ƛtƻŘ ŦƻǊ ŀƭƭ ƻŦ ȅƻǳ 

under 30s.) Market research said consumers would be put off by irritating 

headphones and the fact that the device did not record.3

So market research is not always reliable. 

A more effective way to get a feel for what your potential customers are 

experiencing is to spend time doing practical research at the coalface ςonline 

and out in the real world, where service delivery takes place.

¢ƘŀǘΩǎ ȅƻǳ ǇǳǘǘƛƴƎ ƛƴ ǘƘŜ ƘŀǊŘ ȅŀǊŘǎ ŀƴŘ ǎŜŜƛƴƎ ǿƛǘƘ ȅƻǳǊ ƻǿƴ ŜȅŜǎ ǿƘŀǘΩǎ 

happening. This will help to give you an intuitive sense about what to do.

Time to scout out the terrain, assess the territory, and gain a deep 

understanding of the market context you are currently operating in.
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Here are 8 ways you can scout out the terrain

1. Look at the questions and answers people are asking about your product 

or service category on Quora. 

And join a Facebook Group related to your category and quietly observe 

what problems and pain points consumers have in your category.

Facebook Groups can be an easy way to mine information. Your customers are 

essentially conversing about your market in public, sharing their tips, praise 

and criticism. 

For instance, if your product is indoor plants, I can tell you that the majority of 

ǘƘŜ ŎƻƴǘŜƴǘ ƛƴ CŀŎŜōƻƻƪ DǊƻǳǇǎ ƛǎ ŜƛǘƘŜǊ ŀƴǎǿŜǊƛƴƎ ǘƘŜ ǉǳŜǎǘƛƻƴ Ψ²Ƙŀǘ ƛǎ ǘƘƛǎ 

ǇƭŀƴǘΚΩ ƻǊ ΨIƻǿ Řƻ L ǘŀƪŜ ŎŀǊŜ ƻŦ ǘƘƛǎ ǇƭŀƴǘΚΩ ƻǊ ΨIŜƭǇΣ ǿƘŀǘ ŀƳ L ŘƻƛƴƎ ǿǊƻƴƎ 

ǿƛǘƘ ǘƘƛǎ ǇƭŀƴǘΚΩ

One common complaint that stands out is the state of plants that have been 

shipped via courier. Four common pain points are instantly identifiable, and 

you can begin to plan how you will solve them for your clients.

2. Research the most commonly searched terms and questions in your 
category at www.answerthepublic.com.

With 3 billion Google searches every day, it pays to think about what exactly 

your clients are searching for. At Answer the Public you put in your keyword 

and it reveals the phrases and questions people are typing into search 

engines. Then you can tweak your product or service to what people actually 

want.

CƻǊ ǘƘŜ ŜȄŀƳǇƭŜ όƻƴ ǘƘŜ ŦƻƭƭƻǿƛƴƎ ǇŀƎŜύΣ L ǎŜŀǊŎƘŜŘ άŎƻƳǇƻǎǘŀōƭŜ ōŀƎǎέ ƛƴ 

Australia. The results are displayed in 3 ways. The first is a compilation around 

basic queries associated with words like why, what, who, where and can. 

The second is organised around prepositions ςwith, to, for, near, without, etc. 

¢ƘŜ ǘƘƛǊŘ ƛƳŀƎŜ ƛǎ ŀ ŎƻƳǇŀǊƛǎƻƴΣ ǎƻ ǇŜƻǇƭŜ ŀǊŜ ǘȅǇƛƴƎ ȅƻǳǊ ƪŜȅǿƻǊŘ ǿƛǘƘ ΨǾǎΩ 

ƻǊ ΨƭƛƪŜΩΦ
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Here are the results from our compostable bag search. Looking at the first 

image, some common threads appear ςare compostable bags biodegradable, 

recyclable, or safe for the worm farm? 

How long do they take to break down? Are they food safe? 

Some legitimate questions that could easily be addressed in your marketing, 

making your compostable bags stand out to the consumer.
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In the preposition image, another query is revealed: compostable bags with 

handles, with side gussets, and with windows. It also seems quite a few 

people want compostable bags for cat litter, which could be its own category.

This information sparks instant ideas for unique marketing opportunities or 

product development research. Could a campaign identifying your 

compostable bags as kitty litter friendly with placement in the pet section of 

supermarkets be a new opportunity? Or can you clearly identify desired 

features like handles and side gussets to make your product stand out?
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The comparison window tells us people are searching for compostable bags vs 

paper, vs plastic, and again we see compostable vs biodegradable ςit seems 

there is a lot of confusion around these terms!

This identifies a need for consumer education ςand the opportunity for 

someone to position themselves as the go-to expert in the category.

Play with keywords in your category and see what you find. You only get 3 free 

searches per day, so search wisely. Or use one of their paid plans and go nuts.
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3. Turn yourself into a customer.

Go out and buy competing products or use competing services in your 

category. Make note of the service, quality and style. Putting yourself in the 

ŎǳǎǘƻƳŜǊΩǎ ǎƘƻŜǎ ǿƛƭƭ ŎŀǳǎŜ ȅƻǳ ǘƻ ƴƻǘƛŎŜ ǿƘŀǘ ƛƳǇǊŜǎǎŜǎ ȅƻǳ ŀƴŘ ǿƘŀǘ ƛǎ 

lacking - then apply those to improve your own offerings.

пΦ /ƘŜŎƪ ƻǳǘ ǘƘŜ ΨŜŘƎȅΩ ǿŜƛǊŘ ōǊŀƴŘǎ ƻƴ ǘƘŜ ŦǊƛƴƎŜǎ ƻŦ ȅƻǳǊ ŎŀǘŜƎƻǊȅΦ

The most interesting ideas come from the fringes in society, those on the 

edge, the weird ones. They are usually ahead of the game.

Clothing brand Johnny Cupcakes 

launched in 2001.4 Why Johnny 

Cupcakes? It was a nickname a 

friend gave him. His tagline is 

άǿƻǊƭŘΩǎ ŦƛǊǎǘ ǘ-ǎƘƛǊǘ ōŀƪŜǊȅέ 

though there is no actual 

baking going on. 

His boutique store used baking 

racks and refrigerators for 

displays, vanilla-scented air 

fresheners and pastry boxes for packaging. Weird, right? Well it worked. 

¢ƻŘŀȅΣ WƻƘƴƴȅΩǎ ƴŜǘ ǿƻǊǘƘ ƛǎ ϷоΦу ƳƛƭƭƛƻƴΦ

¢Ǌȅ ǎŜŀǊŎƘƛƴƎ ŦƻǊ ǿŜƛǊŘ ƻǊ ǳƴǳǎǳŀƭ ōǳǎƛƴŜǎǎŜǎ ƛƴ ȅƻǳǊ ŎŀǘŜƎƻǊȅ ŀƴŘ ǎŜŜ ǿƘŀǘΩǎ 

out there.

5. Ask your customers what they hate most about your category.

This can reveal surprises and generate new, exciting ideas that could help you 

radically differentiate your offering. Customer feedback often has a positive 

slant, so try flipping that on its head by directly asking your customers what 

they hate (not about you in particular, but the category in general). 

If you have a beauty salon, what do they hate about the experience of going 

to salons? What do they hate about booking appointments?
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You can also try this on Google ςŀ ǉǳƛŎƪ ǎŜŀǊŎƘ ŦƻǊ ΨǿƘŀǘ ǇŜƻǇƭŜ ƘŀǘŜ ŀōƻǳǘ 

ǊŜǎǘŀǳǊŀƴǘǎΩ ǊŜǾŜŀƭŜŘ ǘƘŀǘ ŀ ƭƻǘ ƻŦ ǘƘŜ ǘƘƛƴƎǎ ǿŜ ǘŀƪŜ ŦƻǊ ƎǊŀƴǘŜŘ ŀǎ ǇŀǊǘ ƻŦ ǘƘŜ 

ǊŜǎǘŀǳǊŀƴǘ ŜȄǇŜǊƛŜƴŎŜΣ ǿŜ ŘƻƴΩǘ ŀŎǘǳŀƭƭȅ ƭƛƪŜΦ aŀƪŜǎ ȅƻǳ ǿƻƴŘŜǊ ǿƘȅ ǎƻ Ƴŀƴȅ 

restaurants keep doing the same things!

6. Do a competitive audit. 

Now I said earlier to ignore your competition, and I stand by that. What I 

mean here is to take an objective look at what your competitors are doing ς

Ƙƻǿ ǘƘŜȅ ƭƻƻƪΣ ǘŀƭƪΣ ōŜƘŀǾŜ ŀƴŘ ŜǎǇŜŎƛŀƭƭȅ ǿƘŜǊŜ ǘƘŜȅ Ŧŀƛƭ ǘƻ ǎƻƭǾŜ ŎǳǎǘƻƳŜǊǎΩ 

pain points. Then make it your mission to differentiate yourself by solving 

those pain points in a radically different way.

DƻƛƴƎ ōŀŎƪ ǘƻ ǿƘŀǘ ǇŜƻǇƭŜ ƘŀǘŜ ŀōƻǳǘ ǊŜǎǘŀǳǊŀƴǘǎΣ ƛǘΩǎ ƻŦǘŜƴ ǘƘŜ ǇŜǊŎŜƛǾŜŘ 

ǎƴƻƻǘƛƴŜǎǎΦ CǊƻƳ ƛƴǉǳƛǊƛƴƎ ƛŦ ȅƻǳǊ άǇŀǊǘȅέ ƛǎ ŀƭƭ ǇǊŜǎŜƴǘ ǘƻ ǘƘŜ ǿƘƻƭŜ ǿƛƴŜ 

ǇǊŜǎŜƴǘŀǘƛƻƴ ǘƘƛƴƎΣ ŀ ƭƻǘ ƻŦ ǇŜƻǇƭŜ Ƨǳǎǘ ŘƻƴΩǘ ƭƛƪŜ ƛǘΦ 

²Ŝƭƭ ǘƘŜǊŜΩǎ ŀ ǊŜǎǘŀǳǊŀƴǘ ƛƴ ǘƘŜ {ǘŀǘŜǎ 

that has done something radically 

different and eliminated all of the 

ǳǇǇƛǘȅ ōŜƘŀǾƛƻǳǊǎΦ ¢ƘŜȅΩǊŜ ŎŀƭƭŜŘ 

5ƛŎƪΩǎ [ŀǎǘ wŜǎƻǊǘΦ hƴŜ ƻŦ ǘƘŜƛǊ 

taglines is that they put the F.U. in FUN. 

Instead of Happy Hour they have 

Crappy Hour. The staff will make fun 

of you and there are no please and 

thank-youshere. They started with one 

restaurant in Texas and now have nine locations across the country.

7. Do a Google search for future trends in your category.

Use Google Trends to search for keywords and see if they are trending up or 

fading out. I like to adjust the timeline to the past 5 years to see how a topic 

has trended, then look to the breakout topics for further searches.

[ŜǘΩǎ ǎŀȅ ȅƻǳ ŀǊŜ ǊǳƴƴƛƴƎ ŀ ǎǘŀǊǘ-up producing lab-grown meat. Searching for 

this on Google Trends reveals a spike in keyword searches at the end of 

November 2020, as shown on the next page: 
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Now there was probably something in the news that caused that spike. 

But we can see that following the spike, the keyword is still more popular than 

ƛǘΩǎ ŜǾŜǊ ōŜŜƴΦ 

This tells us that public interest has been piqued by lab grown meat. What we 

ŘƻƴΩǘ ƪƴƻǿ ȅŜǘ ƛǎ ǿƘŀǘ ŀǎǇŜŎǘ ǇŜƻǇƭŜ ŀǊŜ Ƴƻǎǘ ƛƴǘŜǊŜǎǘŜŘ ƛƴΦ

Scrolling down, we see a list of Breakout topics. A couple of these are for 

ǎǇŜŎƛŦƛŎ ŎƻƳǇŀƴƛŜǎ όΨƧǳǎǘ ƭŀō ƎǊƻǿƴ ƳŜŀǘΩ ǊŜŦŜǊǎ ǘƻ ŀ /ŀƭƛŦƻǊƴƛŀ ǎǘŀǊǘ-up called 

Eat Just, and the Impossible Burger is a plant-ōŀǎŜŘ ōǳǊƎŜǊύ ǎƻ ǿŜΩƭƭ ƛƎƴƻǊŜ 

those for our purposes. 
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LŦ ǿŜ ŎƭƛŎƪ ƻƴ Ψƭŀō ƎǊƻǿƴ ƳŜŀǘ ŦƻǊ ǎŀƭŜΩ ǿŜ ǎŜŜ ǘƘƛǎ ƎǊŀǇƘΥ

Both graphs show us a pattern of increasing popularity for these search 

terms in recent years. 

Now it may not be ground-breaking news that people are searching to 

purchase and invest in lab grown meat -ŀŦǘŜǊ ŀƭƭ ƛǘΩǎ ŀ ǊŜƭŀǘƛǾŜƭȅ ǊŜŎŜƴǘ ǘƻǇƛŎ 

in the news. But you can easily play with search terms related to your own 

category and see what sort of patterns you observe.
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From there, read articles by thought leaders in your category to see where 

they think things are going. For instance, TechCrunch is a leading website 

sharing the latest tech industry news. 

A recent article on their site gives the lowdown on a company focusing on 

producing heritage meats ςlike Wagyu beef ςin the lab, and talks to butchers 

who are already signing on to stock their products. Food for thought at your 

fingertips (pun intended).

8. Use social media to conduct your own market research. 

LǘΩǎ Ŝŀǎȅ ǘƻ Ǌǳƴ ǇƻƭƭǎΣ ŀǎƪ ǉǳŜǎǘƛƻƴǎ ŀƴŘ ǳǎŜ ƛƴǘŜǊŀŎǘƛǾŜ ŎƻƴǘŜƴǘ ƭƛƪŜ ǉǳƛȊȊŜǎ ǘƻ 

get your target audience to open up about issues that are important to them. 

Let your customers share their story with you and learn from them. 

¸ƻǳ Ŏŀƴ Řƻ ǘƘƛǎ ŘƛǊŜŎǘƭȅ ƻƴ ȅƻǳǊ ōǳǎƛƴŜǎǎΩ CŀŎŜōƻƻƪ ǇŀƎŜΣ ƻǊ ōȅ ŎǊŜŀǘƛƴƎ ŀ 

group that you invite preferred clients to join (perhaps provide them with a 

bonus service or a thank-you gift for participating). 

Instagram has some easy-to-use features like question stickers and emoji 

sliders where users can give a rating. 

Putting these 8 steps into practice will give you a good idea of what your 

customers are experiencing and what sort of businesses are already out 

there. 

bŜȄǘ ǳǇΣ ƭŜǘΩǎ ƛŘŜƴǘƛŦȅ ǿƘŜǊŜ ȅƻǳǊ ōǳǎƛƴŜǎǎ Ŧƛǘǎ ƛƴ ǘƘŜ ƳŀǊƪŜǘΦ
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https://medium.com/the-innovation/7-weirdest-ideas-that-made-people-multi-millionaires-4f5f822b471d


You must
dowhat 
ĆġëÙĖĚ ÓĆĀ˫ġ
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Checkpoint 2:  Find your differentiating idea   

The second checkpoint on the Road to Differentiation is to find your 

ŘƛŦŦŜǊŜƴǘƛŀǘƛƴƎ ƛŘŜŀΦ ¢ƻ Řƻ ǘƘƛǎΣ ǿŜΩƭƭ ǳǎŜ ŀ ǘǊƛŜŘ-and-true brand positioning 

framework that I have successfully used with my clients over the years.

Your differentiating idea is the white space in the market ςthe niche where 

your strengths overlap what the market wants and where your competitors 

are lacking. The spot where there is no (or very little) competition, because no 

one is doing what you do. 

This is your point of differentiation.

{ŀȅ ȅƻǳ ƘŀǾŜ ŀ ǎƳŀƭƭ ǊŜǘŀƛƭ ǿƻƳŜƴΩǎ ŎƭƻǘƘƛƴƎ ōǳǎƛƴŜǎǎΦ ¸ƻǳ ǇǊƛŘŜ ȅƻǳǊǎŜƭŦ ƻƴ 

your ability to choose quality, well-made clothes and put together fashionable 

outfits with an eye for what your clients want. What the market wants is to 

find clothing that looks and feels good in an effortless and enjoyable shopping 

experience. But by having a look at your competitors, you see the same 

experience replicated over and over ςracks stuffed with clothing, impersonal 

ŘǊŜǎǎƛƴƎ ǊƻƻƳǎΣ ŀƴŘ ǿƻƳŜƴ ŦŜŜƭƛƴƎ ŘƛǎŎƻǳǊŀƎŜŘ ǿƘŜƴ ǘƘƛƴƎǎ ŘƻƴΩǘ ŦƛǘΦ 

In this case, your sweet spot might be a retail experience that capitalises on 

your ability to see what would fit and flatter different body types, built on a 

more personal guided experience. Perhaps with the added benefit of free 

minor alterations so people get something that truly fits them. 

WHAT YOU
DO WELL

WHAT THE
MARKET
WANTS

WHAT YOUR
COMPETITORS
DONõT DO WELL

YOUR 
DIFFERENTIATING 

IDEA
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By finding your differentiating idea, you find your niche in the market and can 

then focus your marketing efforts on capturing it. 

What are you willing to do that your competition isn't?

When Michael Phelps met the coach that would ultimately guide him to 

ǎǿƛƳƳƛƴƎ ǎǘŀǊŘƻƳΣ ǘƘŜ ŦƛǊǎǘ ǉǳŜǎǘƛƻƴ ǘƘŜ ŎƻŀŎƘ ŀǎƪŜŘ ǿŀǎ ά²Ƙŀǘ ŀǊŜ ȅƻǳ 

prepared to do that no other swimmer is doing? Are you prepared to train on 

ŀ {ǳƴŘŀȅΚέ !ǘ ǘƘŜ ǘƛƳŜ Ƴƻǎǘ ǎǿƛƳƳŜǊǎ ǘǊŀƛƴŜŘ с Řŀȅǎ ŀƴŘ ƘŀŘ {ǳƴŘŀȅǎ ƻŦŦΦ 

aƛŎƘŀŜƭΩǎ ŎƻŀŎƘ ǘƘŜƴ ǎŀƛŘ ǘƘŀǘ ōȅ ǘǊŀƛƴƛƴƎ н-3 hours on Sunday, he would gain 

another 150 hours per year in the water over his competitors.

.Ŝ ǿƛƭƭƛƴƎ ǘƻ Řƻ ǿƘŀǘ ȅƻǳǊ ŎƻƳǇŜǘƛǘƻǊǎ ŀǊŜƴΩǘΦ .Ŝ ƻǇŜƴ ƭƻƴƎŜǊ ƘƻǳǊǎΣ ƻŦŦŜǊ 

free delivery, give an extraordinary guarantee, add an extra dimension to your 

service. Empathise with your customers. Do what it takes to make them feel 

good about doing business with you. 

Can you invent a new category?

Close your eyes and imagine for a moment that your brand is sitting on a 

ladder somewhere in the universe. The ladder is your product category, and 

ǘƘŜ ǊǳƴƎ ƻŦ ǘƘŜ ƭŀŘŘŜǊ ǘƘŀǘ ȅƻǳΩǊŜ ƻƴ ƛǎ ȅƻǳǊ Ǉƻǎƛǘƛƻƴ ƛƴ ǘƘŜ ƳŀǊƪŜǘΦ

To be successful, you want to be on 

one of the top three rungs, i.e. one of 

the top three brands in your category.

LŦ ȅƻǳΩǊŜ ƴƻǘ ǘƘŜǊŜΣ ȅƻǳ ƘŀǾŜ о ƻǇǘƛƻƴǎΥ

1. Work out a strategy to climb up 

ǘƘŜ ƭŀŘŘŜǊ ȅƻǳΩǊŜ ƻƴΦ

2. Jump to a different ladder where 

ƛǘΩǎ ƭŜǎǎ ŎƻƳǇŜǘƛǘƛǾŜΣ ǘƘŜǊŜŦƻǊŜ 

easier to be on the top three rungs.

3. Create a completely new ladder 

where you can be number one.
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hǇǘƛƻƴ м ƛǎ ŜŀǎƛŜǊ ǎŀƛŘ ǘƘŀƴ ŘƻƴŜΦ LǘΩǎ ǘƘŜ ǇŀǘƘ Ƴŀƴȅ ŦƻƭƭƻǿΣ ǊŜƳŀƛƴƛƴƎ ƛƴ ŀ 

constant state of competition to be the cheaper/cooler/faster version of 

whatever your business is involved in. This is exhausting, boring and not the 

path for those seeking to be radically different. 

Option 2 involves changing categories ςōǳǘ ƻƴŎŜ ȅƻǳΩǾŜ ŘƻƴŜ ǘƘŀǘΣ ȅƻǳΩǊŜ ǎǘƛƭƭ 

competing along the same lines you always have been. 

So, that leaves option 3: Create a new category. What problem can you 

uniquely solve for your customers? Creating a new category brings awareness 

to this problem and shows how you are the only one with the solution to it. 

¢Ƙƛǎ ǇǊƻōƭŜƳ ȅƻǳ ŘƛŘƴΩǘ ǊŜŀƭƭȅ ǊŜŀƭƛǎŜ ȅƻǳ ƘŀŘ ςI can solve it for you before it 

becomes a bigger problem. 

Thinking back to our compostable bag search, we identified that a lot of 

people search for compostable kitty litter bags. We also saw that there is 

confusion around the terms compostable and biodegradable and general 

questions about whether they are the best choice for the environment. There 

is an opportunity here to create a new category and uniquely solve a problem 

- provide compostable cat litter bags, along with a campaign that educates 

consumers about them.While no category is completely void of competition, 

there are plenty that no one has successfully staked their claim to.

Re-discover your origin story

We all started somewhere. Your unique origin story gives your customers a 

sense of the foundation upon which your business is built. Whether it was a 

well-ǊŜǎŜŀǊŎƘŜŘ ǇǊƻŎŜǎǎ ǘƘŀǘ ǘƻƻƪ ȅŜŀǊǎΣ ƻǊ ŀƴ άŀƘŀΗέ ƳƻƳŜƴǘ ǘƘŀǘ Ƙƛǘ ǘƘŜ 

ground running, it forms the basis of the personality behind your brand. 

Lƴ WƻŜȅ wŜƛƳŀƴΩǎ ōƻƻƪ The Story of Purpose, he says that even big companies 

lose their way, forget their roots, and disconnect from their purpose. They 

forget what made them great in the first place. By reconnecting with your 

roots, your true identity, you find your why ςthe soul of your business. 

IŜ ǎŀȅǎΣ άŀ ƎƻƻŘ ǉǳŜǎǘƛƻƴ ƛǎ άǿƘŀǘ ƳŀƪŜǎ ǳǎ ǎƻǳƭŦǳƭ ƛƴ ŀ ǿƻǊƭŘ ƻŦ ǎŀƳŜƴŜǎǎΚέ

By developing the right narrative for your origin story, you can capture the 

hearts of your audience from the get-go.
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¢ƘŜ .ǳǊǘΩǎ .ŜŜǎ ǎǘƻǊȅ

¢ƘŜ ƻǊƛƎƛƴ ǎǘƻǊȅ ŦƻǊ .ǳǊǘΩǎ .ŜŜǎ ƛǎ Ƨǳǎǘ ǿƻƴŘŜǊŦǳƭΥ 

In the 80s, Burt Shavitz was working as a photojournalist in competitive, cut-
throat Manhattan. Seeking a less chaotic lifestyle, he moved to the pristine 
wilderness of Maine, and finding a lone beehive one day he decided to take up 
beekeeping and see if he could make a living out of honey.At the same time, 
Roxanne Quimby was on her own path to a better life, leaving behind a 
stressful life as an artist in San Francisco for an easier life in Maine.

Was it their destiny that the two should meet? One spring day, travelling 
ŀƭƻƴƎ ŀ ƭƻƴƎ ŎƻǳƴǘǊȅ ǊƻŀŘΣ .ǳǊǘ ǎǘƻǇǇŜŘ ŦƻǊ ŀ ƘƛǘŎƘƘƛƪŜǊΦ /ƭƛƳōƛƴƎ ƛƴǘƻ .ǳǊǘΩǎ 
bright yellow pick-ǳǇΣ wƻȄŀƴƴŜ ŀƴŘ .ǳǊǘ Ƙƛǘ ƛǘ ƻŦŦ ǎǘǊŀƛƎƘǘ ŀǿŀȅΣ .ǳǊǘΩǎ ǎǘƻǊƛŜǎ 
ŀōƻǳǘ Ƙƛǎ ōŜŜǎ ŀƴŘ Ƙƛǎ ǎǳǊǇƭǳǎ ōŜŜǎǿŀȄ ǎǇŀǊƪƛƴƎ wƻȄŀƴƴŜΩǎ ŎǊŜŀǘƛǾŜ 
imagination. He and Roxanne started working together, making candles and 
lip balm and other products with the wax.1

bƻǿ ǘƘƛǎ ŎƻǳƭŘ ǊŜŀŘ ǎƻƳŜǘƘƛƴƎ ƭƛƪŜ Ψ.ǳǊǘ ŀƴŘ wƻȄŀƴƴŜ ƳŜǘ ƛƴ мфупΦ ¢ƘŜȅ 

ǎǘŀǊǘŜŘ ƳŀƪƛƴƎ ŎŀƴŘƭŜǎ ŦǊƻƳ ōŜŜǎǿŀȄ ŀƴŘ ǿƛǘƘƛƴ ŀ ȅŜŀǊ ƘŀŘ ǎƻƭŘ ϷнлΣлллΦΩ

See the difference? 

The narrative of their story evokes an image of a dusty, sunlit road, a country 

girl and shaggy bearded beekeeper with a spark of romance. 
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From tractors to supercars

Not all origin stories are as sweet as that one.

Most of us have heard of Ferraris and Lamborghinis ςfast, expensive, high-

ǇŜǊŦƻǊƳŀƴŎŜ ŎŀǊǎΦ ²Ƙŀǘ ŀ ƭƻǘ ƻŦ ǇŜƻǇƭŜ ŘƻƴΩǘ ƪƴƻǿ ƛǎ ǘƘŀǘ CŜǊǊǳŎŎƛƻ 

Lamborghini made tractors before he made cars. He only got into high-

performance cars because he was dissatisfied with the quality and after sales 

service he received from Ferrari. 

Ferruccio thought Ferraris were good cars and he owned several over the 

ȅŜŀǊǎΦ .ǳǘ ƘŜ ŎŀǘŜƎƻǊƛǎŜŘ ǘƘŜƳ ŀǎ άǊŜǇǳǊǇƻǎŜŘ ǘǊŀŎƪ ŎŀǊǎ ǿƛǘƘ ǇƻƻǊƭȅ ōǳƛƭǘ 

ƛƴǘŜǊƛƻǊǎΦέ2 He was annoyed when he continually had to bring the car in to 

service the clutch and the technicians would take it away for several hours. 

He expressed his displeasure to Enzo Ferrari, which resulted in an argument 

that birthed the Lamborghini car factory.3 Both men were known to be proud 

Italians with short tempers! 

Though records of what exactly was said vary, the gist was that Enzo told 

Ferruccio to stick to driving tractors. So, Ferruccio made the perfect car he felt 

no one could make for him. Plus, he realised he could triple his profits when 

Ƙƛǎ ƻǿƴ ƳŜŎƘŀƴƛŎ ŦƻǳƴŘ ǘƘŀǘ 9ƴȊƻΩǎ ŎƭǳǘŎƘŜǎ ǿŜǊŜ ǘƘŜ ǎŀƳŜ ŎƭǳǘŎƘŜǎ ƘŜ ǳǎŜŘ 

in his tractors!
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¢ƘŜ ƎǊŜŀǘ ǘƘƛƴƎ ŀōƻǳǘ [ŀƳōƻǊƎƘƛƴƛΩǎ ƻǊƛƎƛƴ ǎǘƻǊȅ ƛǎ ǘƘŀǘ ƛǘ ŀƭǎƻ ŘŜƳƻƴǎǘǊŀǘŜǎ 

the value in creating a new category ςFerruccio created something that did 

not yet exist with his luxury supercar. It turns out a lot of people wanted to 

drive one.

Next up: Dramatising your difference

¸ƻǳΩǾŜ ƛŘŜƴǘƛŦƛŜŘ ȅƻǳǊ ǎǿŜŜǘ ǎǇƻǘΦ 

¸ƻǳΩǾŜ ŘŜŎƛŘŜŘ ǿƘŀǘ ȅƻǳ ǿƛƭƭ Řƻ ǘƘŀǘ ȅƻǳǊ ŎƻƳǇŜǘƛǘƻǊǎ ŀǊŜ ƴƻǘ ŘƻƛƴƎΦ

¸ƻǳΩǾŜ ŦƛǊƳƭȅ ǎǘŀƪŜŘ ȅƻǳǊ ŎŀǘŜƎƻǊȅΦ

!ƴŘ ȅƻǳΩǾŜ ǊŜƳƛƴŘŜŘ ȅƻǳǊǎŜƭŦ ƻŦ ǿƘȅ ȅƻǳ ǎǘŀǊǘŜŘ ŘƻƛƴƎ ŀƭƭ ƻŦ ǘƘƛǎ ƛƴ 

the first place. 

hƴŎŜ ȅƻǳΩǾŜ ŦƻǳƴŘ ȅƻǳǊ ŘƛŦŦŜǊŜƴǘƛŀǘƛƴƎ ƛŘŜŀΣ ǘƘŜ ƘŀǊŘ ǿƻǊƪ ǎǘŀǊǘǎΦ 

How do you communicate it to your customers in a radical way?

KEY TAKEOUTS FROM THIS CHAPTER:

LŘŜƴǘƛŦȅ ȅƻǳǊ ǇƻǎƛǘƛƻƴƛƴƎ ǎǿŜŜǘ ǎǇƻǘΦ ¢Ƙƛƴƪ ƻŦ ǎƻƳŜǘƘƛƴƎ ȅƻǳΩǊŜ ǿƛƭƭƛƴƎ

to do that your ŎƻƳǇŜǘƛǘƛƻƴ ƛǎƴΩǘ όƎƛǾŜ ǘƘƛǎ ǎƻƳŜ ǊŜŀƭ ǘƘƻǳƎƘǘΦ Lǘ ŎƻǳƭŘ

be quite fun!). Work your way up to the top three brands in your category,

or ƳƻǾŜ ǘƻ ŀ ŘƛŦŦŜǊŜƴǘ ƳŀǊƪŜǘκŎŀǘŜƎƻǊȅ ƛŦ ǘƘŀǘΩǎ ǘƻƻ ŘƛŦŦƛŎǳƭǘΦ

Or create a new category where you can be number one.
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Checkpoint 3:  Dramatise your difference

aŀȅōŜ ȅƻǳΩǊŜ ŀƭǊŜŀŘȅ ŘƻƛƴƎ ǎƻƳŜǘƘƛƴƎ ŀ ƭƛǘǘƭŜ ŘƛŦŦŜǊŜƴǘΦ 

5ƻ ȅƻǳ ǘƘƛƴƪ ȅƻǳǊ ŎǳǎǘƻƳŜǊǎ ƴƻǘƛŎŜ ƛǘΚ tǊƻōŀōƭȅ ƴƻǘΣ ƻǊ ȅƻǳ ǿƻǳƭŘƴΩǘ ōŜ 

reading this book.Often what we see as significant differences in our own 

businesses, our customers scarcely notice at all. 

When I was in my teens, I spent a couple of years taking acting lessons at a 

local theatre. I remember my acting coach saying that you really need to over-

act or exaggerate your phrases and expressions on stage. While it feels 

unnatural for you, it will appear natural to the audience. 

I think the same way when it comes to dramatising your difference. We think 

our product stands alone, while the customer sees it as much the same as the 

next one. We think our service sets us apart ςbut the customer is pretty well 

used to excellent service (in fact they expect it).

Clearly, we need to dial up and dramatise the difference. The big question is, 

how do we do it?IŜǊŜ ŀǊŜ ǎƻƳŜ ǇǊŀŎǘƛŎŀƭ ǎǳƎƎŜǎǘƛƻƴǎ LΩǾŜ ŘŜǾŜƭƻǇŜŘ ƻǾŜǊ Ƴȅ 

career with examples to learn from.

Radical honesty

Sometimes the most straight forward, effective way to dramatise your 

difference is just to be radically honest.

¢ƘŜǊŜΩǎ ǎƻ ƳǳŎƘ ǿƻƪŜ ŦƭǳŦŦƛƴŜǎǎ ŀƴŘ t/ ōǳƭƭǎƘƛǘ ƛƴ ǘƘŜ ǿƻǊƭŘ ǘƻŘŀȅ. So many 

people and companies are afraid to say what they really think -ǎƻ ǘƘŜȅ ŘƻƴΩǘ 

offend anyone. In this environment, brutal honesty stands out, gets heard and 

commented upon.

An advertising campaign that I worked on for Canon Australia illustrates the 

radical honesty approach. In the B2B space, the company was known for 

selling copiers, but what they wanted to do was branch out into selling 

software and managed services. They struggled to escape the fixed 

impression people already had in their minds that they sold copiers. 
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The solution we developed was to take out full-page ads, white block capitals 

ƻƴ ŀ ǊŜŘ ōŀŎƪƎǊƻǳƴŘΣ ǘƘŀǘ ǎŀƛŘ ά¢ƘŜ ƭŀǎǘ ǘƘƛƴƎ ǿŜ ǿŀƴǘ ǘƻ Řƻ ƛǎ ǎŜƭƭ ȅƻǳ ŀ 

ŎƻǇƛŜǊΦέ .ȅ Ǉƭŀƛƴƭȅ ǎǘŀǘƛƴƎ ǘƘŜƛǊ ƘƻƴŜǎǘ ǘǊǳǘƘΣ ǘƘŜȅ ŎŀǳƎƘǘ ǇŜƻǇƭŜΩǎ ŀǘǘŜƴǘƛƻƴ 

and changed their preconceived notions about Canon. The campaign was 

ƛƴŎǊŜŘƛōƭȅ ǎǳŎŎŜǎǎŦǳƭ ƛƴ ǎƘƛŦǘƛƴƎ ǇŜƻǇƭŜΩǎ ǇŜǊŎŜǇǘƛƻƴǎ ŀƴŘ ƎǊƻǿƛƴƎ ǎŀƭŜǎΦ

IŜǊŜΩǎ ŀƴƻǘƘŜǊ ƻƴŜΦ {ƻƳŜ ȅŜŀǊǎ ōŀŎƪΣ 5ƻƳƛƴƻΩǎ ƛƴ ǘƘŜ ¦{! ǿŀǎ ǎǳŦŦŜǊƛƴƎ ŦǊƻƳ 

ŀ ǊŜǇǳǘŀǘƛƻƴ ŦƻǊ ƳŜŘƛƻŎǊŜ ǇƛȊȊŀΦ aƻǎǘ ŎƻƳǇŀƴƛŜǎ ǿƻǳƭŘ ƭŀǳƴŎƘ ŀ άƴŜǿ ŀƴŘ 

ƛƳǇǊƻǾŜŘέ ŎŀƳǇŀƛƎƴ ǘƻ ǘǊȅ ǘƻ ǿƛƴ ōŀŎƪ ǘƘŜƛǊ ŎǳǎǘƻƳŜǊǎΦ 5ƻƳƛƴƻΩǎ ǘƻƻƪ ŀ 

direct and honest route instead. During the NFL playoffs they aired a 

ŎƻƳƳŜǊŎƛŀƭ ŦŜŀǘǳǊƛƴƎ ǘƘŜ /9hΦ IŜ ǎŀƛŘΣ ά²ŜΩǊŜ ǎƻǊǊȅ ƻǳǊ ƻƭŘ ǇƛȊȊŀ ǿŀǎƴΩǘ ǾŜǊȅ 

ƎƻƻŘΦέ ¢ƘŜƛǊ ǊŀŘƛŎŀƭƭȅ ƘƻƴŜǎǘ ŀǇǇǊƻŀŎƘ ǊŜǎǳƭǘŜŘ ƛƴ ǎƳŀǎƘƛƴƎ ǎŀƭŜǎ ǊŜŎƻǊŘǎΦ

¢ƻ ōŜ ǊŀŘƛŎŀƭƭȅ ƘƻƴŜǎǘΣ Ƨǳǎǘ ǎƘƻǿ ǘƘŀǘ ȅƻǳΩǊŜ ƘǳƳŀƴΗ ¢Ŝƭƭ ǘƘŜ ǘǊǳǘƘΦ hǿƴ ȅƻǳǊ 

ƳƛǎǘŀƪŜǎ ŀƴŘ ǎƘŀǊŜ ǿƘŀǘ ȅƻǳΩǾŜ ƭŜŀǊƴŜŘΦ {ǘǳŘƛŜǎ ǎƘƻǿ ǘƘŀǘ ǇŜƻǇƭŜ ǿƘƻ ǎƘƻǿ 

ǘƘŜƛǊ ƛƳǇŜǊŦŜŎǘƛƻƴǎ ŀǊŜ ƳƻǊŜ ǘǊǳǎǘŜŘ όƛǘΩǎ ŎŀƭƭŜŘ ǘƘŜ tǊŀǘŦŀƭƭ ŜŦŦŜŎǘ1). 

Customers are wary of anything that seems tinged with falseness ςfor 

instance, a company that appears too perfect. We have built-in bullshit 

detectors. Radical honesty is one way to cement an impression. 
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You could follow the lead of car-rental agency Avis, who launched this 

ƭŜƎŜƴŘŀǊȅ ŎŀƳǇŀƛƎƴ ŘǳǊƛƴƎ ǘƘŜ мфслΩǎΥ ά²ŜΩǊŜ ƴǳƳōŜǊ нΣ ǎƻ ǿŜ ǘǊȅ ƘŀǊŘŜǊΦέ 

L ǘƘƛƴƪ ǘƘƛǎ ƛǎ ƻƴŜ ƻŦ ǘƘŜ ŎƭŜǾŜǊŜǎǘ ŀŘ ŎŀƳǇŀƛƎƴǎ ǘƘŀǘΩǎ ŜǾŜǊ ǊǳƴΦ
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Use visual contrast to look different

You know those big brands that stand alone outside of any category, instantly 

recognisable, they own their own space. Apple. Nike. Absolut Vodka. 

CŀŎŜōƻƻƪΦ bŜǘŦƭƛȄΦ ²ŜΩǊŜ ŀƭƭ ŦŀƳƛƭƛŀǊ ǿƛǘƘ ǘƘŜƛǊ ƭƻƎƻǎΣ ŎƻƭƻǳǊǎΣ ǿŜ ŎƻǳƭŘ 

probably even pick out their fonts.

How can you look different in your category? Design a logo and choose a 

signature colour and graphics style that is completely unique to your category. 

Then, anchor all of your marketing to it.

New Zealand rubbish company SuperTrash has completely disrupted category 

conventions around how a rubbish truck should look. Whilst most other 

rubbish trucks are white and green SuperTrash chose a pop art disco style hot 

pink pattern as their main brand element. 

There is no other trash company in New Zealand making this kind of visual 

impact.LǘΩǎ ŀ ōǊƛƭƭƛŀƴǘ ǇƛŜŎŜ ƻŦ ōǊŀƴŘƛƴƎΗ
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Another completely unique design: blue wine. Much to the chagrin of 

dedicated wine lovers, blue wine is now a thing. 

Who would have thought?

Gïk Live! is the brainchild of a group of Spanish students who discovered they 

could extract a vibrant blue colour from grape skins. With a little extra 

sweetener added, they created an 11.5% wine now sold in over 25 countries.2

Their main audience is Millennials who like the Insta-worthy hue, while as 

expected, the more traditional wine drinkers shy away from it. Either way, it 

gets attention.

A truly unexpected colour for a traditional product can make a big impression. 
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Dial up the drama through sensory experiences

{ƻ ŦŀǊ ǿŜΩǾŜ ŎƻǾŜǊŜŘ Ƙƻǿ ǘƻ ǎǇŜŀƪ ŘƛŦŦŜǊŜƴǘƭȅ ςwith radical honesty ςand 

how to look different with radical design. How about doing something that 

feels different?

{ŎŜƴǘ ƛǎ ŀ ǇƻǿŜǊŦǳƭ ǎŜƴǎŜΦ ¢Ƙƛƴƪ ŀōƻǳǘ ȅƻǳǊ ƘƻƳŜǘƻǿƴΣ ȅƻǳǊ ǇŀǊŜƴǘΩǎ ƘƻǳǎŜΣ 

your pet ςI bet each of those is associated with a scent in your memory. If 

you grew up in New Zealand but moved somewhere land-locked, for instance, 

you might recognise the scent of salty sea air as coming home.

IƻǘŜƭǎ ŀǊŜ ŎŀǇƛǘŀƭƛǎƛƴƎ ƻƴ ǘƘƛǎ ǿƛǘƘ άƻƭŦŀŎǘƻǊȅ ōǊŀƴŘƛƴƎέ ǳǎƛƴƎ ŎŀǊŜŦǳƭƭȅ 

selected fragrances to influence your stay and encourage you to return.3

Whether the desired atmosphere is homey, luxurious, clean or relaxing ς

ǘƘŜǊŜΩǎ ŀ ǎŎŜƴǘ ŦƻǊ ƛǘΦ 

Holiday Inn hotels around the world smell of white tea with citrus notes, so if 

you travel a lot you will always feel a sense of comfort and familiarity in their 

hotels. Sofitel, Ritz-Carlton, Sheraton and Marriott are a few hotel brands 

using a signature scent to further distinguish them from their competition.

How about removing a sense? Opaque Restaurant in Santa Monica, CA, makes 

a daring point of difference ςdining in the dark. In our daily lives we are 

overloaded with visual stimulation, so imagine what a different experience 

this would be! It is pitch black in their dining room, creating an intimate and 

adventurous dining 

experience. By taking 

away the ability to see, 

other senses of touch, 

taste, scent and sound 

are heightened. 

This puts the focus 

solely on the food and 

conversation, creating 

an experience like no 

other.  
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The wait staff are all visually impaired and gladly offer guidance and 

reassurance to nervous guests. A quick scan of the reviews on TripAdvisor 

ǊŜǾŜŀƭǎ ǘƘŀǘ Ƴƻǎǘ ǇŜƻǇƭŜ ŘƻƴΩǘ ǊŜŀƭƭȅ ǊŀǘŜ ǘƘŜ ŦƻƻŘ ǘƘŀǘ ƘƛƎƘƭȅ ōǳǘ ǎŀȅ ǘƘŜ 

experience is worth it. 

Whether you link a specific sensory experience to your brand or change the 

ƛƴǘŜƴǎƛǘȅ ƻŦ ƻƴŜ ƻŦ ƻǳǊ ŦƛǾŜ ǎŜƴǎŜǎΣ ƛǘ ǿƛƭƭ ƳŀƪŜ ŀƴ ƛƳǇǊŜǎǎƛƻƴ ƛƴ ŎǳǎǘƻƳŜǊΩǎ 

brains as something distinct and different.

Sensory marketing connects with emotions, which can create long-lasting 

brand loyalty. Use the power of touch, smell, sound and taste to connect. 

Lƴ нлмнΣ ǘƘŜ {Ŝƻǳƭ ōǊŀƴŎƘ ƻŦ 5ǳƴƪƛƴΩ 5ƻƴǳǘǎ ǳǎŜŘ ǎŎŜƴǘ ǘŜŎƘƴƻƭƻƎȅ ǘƻ ǊŜƭŜŀǎŜ 

ǘƘŜ ŀǊƻƳŀ ƻŦ ŎƻŦŦŜŜ ƻƴ ƭƻŎŀƭ ōǳǎŜǎ ǿƘƛƭŜ ǘƘŜ 5ǳƴƪƛƴΩ 5ƻƴǳǘǎ ƧƛƴƎƭŜ ǇƭŀȅŜŘ ƻƴ 

the radio ςresulting in a 29% increase in sales.4

Little touches like a dish of unique candies on your desk, a signature scent for 

your office or store, or the right type of music can be simple ways to use the 

power of senses to connect to your brand. 
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Create surprising experiences that people talk about

tŜƻǇƭŜ ƭƻǾŜ ǎǳǊǇǊƛǎŜǎΦ 9ǾŜƴ ǘƘƻǎŜ ǘƘŀǘ ǎŀȅ ǘƘŜȅ ŘƻƴΩǘΦ ό²Ƙŀǘ ǘƘŜȅ ǊŜŀƭƭȅ ŘƻƴΩǘ 

like is having to react appropriately to a surprise.) To make a real impression 

and generate buzz, incorporate an unexpected experience into your product 

or service. 

Take the story of Magic Castle Hotel.

How did an average hotel in L.A. get ranked #2 on TripAdvisor, beating the 

Four Seasons? A former apartment complex built in the 1950s, complete with 

ŀ ƭƻōōȅ ǘƘŀǘ ƭƻƻƪǎ ƭƛƪŜ ŀ ŘƻŎǘƻǊΩǎ ƻŦŦƛŎŜΣ ŦŜŀǘǳǊƛƴƎ ǊƻƻƳǎ ǿƛǘƘ ŘŀǘŜŘ ŘŞŎƻǊ ŀƴŘ 

ŀ ǎƳŀƭƭ Ǉƻƻƭ ǎǳǊŜƭȅ ŎŀƴΩǘ ōŜ ǘƘŀǘ ƎǊŜŀǘ ƻŦ ŀ ǇƭŀŎŜ ǘƻ ǎǘŀȅΦ 

But they incorporated a few winning surprises.

! ŎƘŜǊǊȅ ǊŜŘ ǇƘƻƴŜ ƴŜȄǘ ǘƻ ǘƘŜ Ǉƻƻƭ Ƙŀǎ ŀ ǎƛƎƴ ŀōƻǾŜ ƛǘ ǘƘŀǘ ǎŀȅǎ άtƻǇǎƛŎƭŜ 

IƻǘƭƛƴŜΦέ LŦ ȅƻǳ ǇƛŎƪ ƛǘ ǳǇΣ ŀ ōǳǘƭŜǊ όǿƘƛǘŜ ƎƭƻǾŜǎ ŀƴŘ ŀƭƭύ ŎƻƳŜǎ ƻǳǘ ŎŀǊǊȅƛƴƎ 

popsicles on a silver tray. 

You can also get free Cracker 

Jacks and Sour Patch Kids 

just by asking at the front 

desk of the hotel. 

!ƴŘ ǎƻƳŜǘƛƳŜǎ ǘƘŜǊŜΩǎ ŀ 

magician or two hanging out 

in the very average lobby. 

Surprise and delight with 

quirky, memorable 

experiences and give your 

clients a story to take home

and share amongst friends 

and family.
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Build your difference into your product

¢Ƙƛǎ ŘƻŜǎƴΩǘ ƳŜŀƴ ƳŀƪŜ ȅƻǳǊ ǇǊƻŘǳŎǘ ōŜǘǘŜǊΣ ŦŀǎǘŜǊΣ ǎǘǊƻƴƎŜǊ ƻǊ ǿƘŀǘŜǾŜǊΦ 

wŜƳŜƳōŜǊ ǿŜΩǊŜ ǘŀƭƪƛƴƎ radically different.

! ǇƻƛƎƴŀƴǘ ǊŀŘƛŎŀƭ ŘƛŦŦŜǊŜƴŎŜ ƛǎ ǎŜŜƴ ƛƴ ¢ƻƴȅΩǎ /ƘƻŎƻƭƻƴŜƭȅ ōŀǊǎΦ ¢ƻƴȅΩǎ ƛǎ 

committed to making slave-free chocolate the norm. 

Between the farmers that produce cocoa and the billions of people 

consuming the chocolate are a lot of people trapped in poverty, child labour, 

and modern slavery. 

Beyond leading the way to slave-ŦǊŜŜ ŎƻŎƻŀΣ ¢ƻƴȅΩǎ Ƙŀǎ ŘƻƴŜ ŀ ǊŀŘƛŎŀƭ ǘƘƛƴƎ ǘƻ 

their chocolate bars: the pieces are cut unevenly, with some large chunks and 

some small chunks, to illustrate how things are not fairly shared along the 

supply chain in the world of chocolate. 

¸ƻǳ ŎŀƴΩǘ ƘŜƭǇ ōǳǘ ƴƻǘƛŎŜ ŀƴŘ ǘƘŜƴ ǿŀƴǘ ǘƻ ƪƴƻǿ ǿƘȅΣ ǎƻ ƛǘ ǊŀƛǎŜǎ ŎǳǊƛƻǎƛǘȅ ŀƴŘ 

educates people simply through the sale of a chocolate bar. Very cool. 

¢ƻƴȅΩǎ ŎƘŀƴƎŜŘ ǘƘŜ ŜȄǇŜǊƛŜƴŎŜ ƻŦ ŜŀǘƛƴƎ ŀ ōŀǊ ƻŦ ŎƘƻŎƻƭŀǘŜΣ ƎƛǾƛƴƎ ƛǘ ŘŜŜǇŜǊ 

meaning that instantly makes an impact.
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Environmentally-dedicated outdoor retailer Patagonia sells tees declaring 

their environmental commitment. Their garments are made of recycled or 

organic material, further testimony to their eco-friendly vibe. But they took 

building your difference into your 

product a step further to radical 

difference, by including a message 

on the garment care tag inside a 

limited-edition pair of shorts: 

Vote the assholes out.

The message was for all of the 

politicians who refuse to act on 

climate change, and the shorts 

quickly sold out after going viral on Twitter.

Perhaps you can pair your product with another to create an unexpected 

surprise. Something that is very unique.

When Diamond Candles co-founder David was going to propose to his 

girlfriend, he bought her a candle as well as a ring, because he knew how 

much she loved them. 

This was enough to inspire a new product: candles that contain a ring worth 

ōŜǘǿŜŜƴ Ϸмл ŀƴŘ ϷрΣлллΦ 5ƻŜǎƴΩǘ ǘƘŀǘ ƳŀƪŜ ȅƻǳ ŀ ƭƛǘǘƭŜ ŜȄŎƛǘŜŘ ǘƻ ōǳȅ ŀ 

candle and see what you get? This is like Kinder Surprise for adults.
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Be deliberately raw in a slick category

When every competitor in your category has slick, professional, polished 

marketing materials, opting for a home-made, quirky, raw, unpolished, slightly 

rough-around-the-edges approach can make you stand out more.

A classic example is the ad for New Zealand power company Electric Kiwi. 

Just thinking about it gets the jingle stuck in my head. Their ad featured 

ǊŜƎǳƭŀǊ ǇŜƻǇƭŜ ƻŦ ŀƭƭ ŀƎŜǎ ǎƛƴƎƛƴƎ ŀƭƻƴƎ ǘƻ ǘƘŜƛǊ άŎƘŜŜǎȅέ ǎƻƴƎ ŀōƻǳǘ ǘƘŜ 

independent power company who would love for you to join them. 

Because the original ad was so distinctive, further ads after that initial brain 

worm are instantly recognisable as belonging to Electric Kiwi.

They made themselves stand out with a low production campaign in a 

category that is known for being slick, polished and pricy. They seem like the 

humble, everyday guys next door you can trust to do the right thing.

¢ƘŜȅΩǊŜ ŀƭǎƻ ǊŀŘƛŎŀƭƭȅ ƘƻƴŜǎǘ ƛƴ ǘƘŜƛǊ ŀǇǇǊƻŀŎƘ ςthey know many people 

ŘƻƴΩǘ ƭƛƪŜ ǘƘŜƛǊ ƧƛƴƎƭŜΣ ǘƘŜȅ ŀŘƳƛǘ ƛǘ ςbut do it anyway.
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And what about the Hans Brinker Budget Hotel ads. 

Hotels usually try to compete on comfort, location and amenities ςthis hotel 

ƛƴ !ƳǎǘŜǊŘŀƳ ǘƘǊƻǿǎ ŀƭƭ ƻŦ ǘƘŀǘ ƻǳǘ ǘƘŜ ǿƛƴŘƻǿ ǿƛǘƘ ŀ ǎŀǊŎŀǎǘƛŎΣ άǘƻƴƎǳŜ ƛƴ 

ŎƘŜŜƪέ ŀǇǇǊƻŀŎƘ ǘƘŀǘ ǊŜŀƭƭȅ ƎǊŀōǎ ȅƻǳǊ ŀǘǘŜƴǘƛƻƴΦTheir ads are completely 

unique in their category.They have a distinct budget look (being printed over 

newspaper with block type) and advertise amenities such as free wi-fi with 

ǘƘŜ ƴŜƛƎƘōƻǳǊΩǎ ǇŀǎǎǿƻǊŘΦ

IfȅƻǳΩǊŜ ƴƻǘ ƎƻƛƴƎ ǘƻ ǎǘŀȅ ƛƴ ƭǳȄǳǊȅΣ 

ǿƻǳƭŘƴΩǘ ȅƻǳ ƭƛƪŜ ǘƻ ǎǘŀȅ ǎƻƳŜǿƘŜǊŜ 

with a bit of humour? In these 

instances, cheap bare bones 

marketing design is a point of 

radical difference. LŦ ȅƻǳΩǊŜ ƛƴ ŀ 

category typically considered 

ΨƘƛƎƘ-ŜƴŘΩ ƻǊ ΨƭǳȄǳǊȅΣΩ Ŏŀƴ ȅƻǳ Ǝƻ 

the opposite direction and use 

marketing that is more basic?
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