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A few words before we get started

hyS 2F GKS FNHzZAGN)I GA2ya L KI@S gAGK
written around one idea. One idea that the author keeps regurgitating, in a
whole bunch of boring Hilepth case studies starring all the predictable
suspects Apple, Google, Virgin, Tesla, Uber etc.

This book is a little different.

LGQ& O0l-Aa8RIGGYFTNI YSE2N] 60OFffSR ¢KS
developed to help small brands and businesses radically stand out from their
O2YLISUGAG2NER® LQff GFrf1 Y2NB | o62dzi

It also includes lots of practical, reabrld examples that will inspire you to be
radically differenin your business category.

¢ K S NB @@exatnpeS Mlhe book!

The advice in this book is not academic thegilyis 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 | have worked for hundreds of small and medined
businesses and have founded / investe@inumber ofconsultancies in
recruitment marketing, digital marketing, B2B marketing and branding.

| currently run a brand consultancy callBcandIQ.

LQY LI aaAz2yraS Fo2dzi KSftLAY3 LIS2LA S
fAFSGAYS LQ@S F2dzyR GKIFG SOSNE GAYS
RN} YFGAOFEfe OKFYy3aISR Yé fAFSST AdQa
to my mindset and approachencourage you to do the same.

a@ AAYOSNB K2LS Aa GKIFG FFGSNI NBIFRA
practical ideas within it straight away to help you radically differentiate your
business or brand.



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.

YR AY GKS ALIANRG 2F RAFTFSNBYOGAFGAZ
ordinarilydoct YR G0 KIF 1 Qa 2FFSN) 82dz 42YSUKAY

After reading the book you can apply the principles to your business
e2dzNB St F Ay &2dzNJ 26y 3I22R 0AYSO
help you apply the principles most relevant to your specific business in a
personal, intensive, 6Minute coaching session via Zoom. | normally
charge $450 for my coaching sessions but as a valued reader of my book,
Al Qa e dzdi Ry SPSY ySSR (2 LI &
0KS O2FOKAyYy3 @lfdzrofS> L g2y Qi OK
book your session

| hope you enjoy the book and if you have any ideas or general feedback
about how | can improve the next edition, please email me at:
steve@brandiq.co.nz

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

,2dzONB Fd I LI NIed 90SNE2YS GKSNB A
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.

{dz0O1 a2 R2SayQid AGK . dzidzi eAzid@al yr2 ¢i>2 (@
when it happens in business.

The bad news is there arda@ of small businesses and brands feeling invisible
and ignored. Small businesses today face a more competitive atmosphere
GKFY 6SQ@0S SOSNI gAlySaaSRe ¢KS AydS
pandemic, has created an environment of extreme global competition.

The good news is, you can change that

| 26K ¢dzNy 2y (GKS ySga yR 0KS YSaal
you are, the more attention you get. Radical entrepreneurs, activist groups,
artists, politicians, leaders, ideologies, and marketehese are the ones

getting airtime and attention.

{23 AGQa &AYLX So dradicalySdiffergiz 1 A OSRX @& 2
2 KSy S@OSNER2ySQa 6SIFNARYy3I of dzS-puBhers.y &
2 KSy S@SNER2ySQa LINBaSydAy3a Ay t26SN
Tl @2dzNAGS 206a0dzNB a2y 3o . SOl dzaS AT

YR (2 &dz2NDAKSNRAYT (RIRNJEABLIOAMS = @ 2 dz

In this bookL Qf f & K2 ¢ radgally di€ferent witi®ut bré&aking the
bank-F YR LQff AKFNB LX Syde 2F AYALANR

Competition is global

Competition is intense. The digital revolution has resulted in facing off against
your competitors on a global field.



The overload of media, ads, messages and information gives customers
unlimited options at their fingertipg options 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, onsumers 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 hamplifiedthe 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 differerien

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 wo¥Mk are in uncharted waters.

l' YR GKS RA&O0O2yOSNIAY3 FFHOG Aaxz @&2dzQ
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
€2dz RARY QU KI @S aGNRy3 adz2NBAGIE (NI
that would survive either.

l'a 2dzNJ I yOSad2NEQ SéSa adz2NWSeéSR GKS
observe and what to ignore. It was a matter of energy conservation. They
O2dztf RY Qi aljdzZr YRSNI LINSOA2dza OF NP 2KeéR

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.



StASOGS A0 2N y2i
changed much in the last 10,000 year
LGQa y2i0 Sy2dzaK i
genetic modification to have occurred.
2SS auAtt R2yQd LN
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 '

expectation, g K| G 6 SQ@S SELISNASYOSR

in the past¢ with what is happening in the present. Researchers identified a
feedback loop where high frequency waves of neural activity relayed an error
YSaal3aS gKSy ¢S aSS az2vySiKAaAy3a S R2

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 beadically 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.

dzi OKFG0Qa y20G Sy 2ded®rive-yoi MRt & ¢ 2 &
radicallydifferentin a meaningful way that your customers value.

People expect outstanding customer service.

They expect a highuality 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 makergdically different
They simply make you the same as everyone else.



As a small brand or business owner, you need the skills, knowledge and desire
to beradically differenor you will end up looking and sounding like everyone
@2dzQNBE O2YLISUOAYy3 3l Ayade . SAya NBf
Ydzad 06S NBYINJFo6fS Ay | gl & (KIGQa

LY ' ONRPGRSR YIFINJSGLI I OSE FAGD
marketplace, not standing out is the same as being invisible.

Seth Godin

LOQAa 51 AR @& D2fAFGK 2y | 3t201 f

The problem is that small businesses

R2y Qi KI @S GKS NB 3
businessefiave tomake this happen.

¢tKSe R2y QiU KIF @S S NJ
to dominate the media. -
LGQa ftA1S GKS . Ao 51 @

attacking the giant Goliath armed
with a slingshot A § Qa y2d I 4
In America, many small towns feared LB
the day Walmart moved in.

The smaller retailersin every area
from groceries to hardware -
O2dzZ Ry Qi O02YLISGiS ¥
store. Their massive media combined
with low prices, late hours and convenient es®p shopping destroyed
a lot of small businesses in heartland America.

¢CKFEG FSFNI A& y2¢ FStdG 2y + 3It2061f &
2NJ I O2yadZ GFyid Ay ¢2NRy(i23 @&2dz2QNB
Y dzQNB O2YLISGAy3 ¢gAGK (K2dalyRa 2F C

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.



The big players have worked hard to convince people that being the same is
the pinnacle of perfectio their chains of identical stores replicated across
the nation turn every town into a diorama of the same shops.

¢CKSNBQa 2yfte 2yS gle& (2 O02YLISGS:T +y
Radically different.
But how do | becomeadically different?

DNRg a42YS olfftad b2 LQY y2i &a2NNE
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, theradically differenbusiness focuses on separating.

This book is your shake. Within these pages is a proven methodology to
make your businessdically different stand out in the market and reach your
target audience effectively without spending a fortune.

dzi FANBOZ 6SQft dGF€tq{1 |
and brand makes o SOl dzaS (G KS&@ Q@S o




In a sea of
sameness,
you have to
be

(0,
get attention.



Avoid the competition trap

Most of us were taught from an early age that if you want to succeed, you
KFrgS G2 0SS 0SGUSNI 0KIyYy GKS O2YLISGAUG
or getting a job, you just have to prove yourself to be better than the next
person.

{2 KIFI@AYy3 KIR GKIF{O RNMzYYSR Ayid2 dza
carries over into the business world as well.

.dzih GKFGQa | @SNEB RIY3ISNRdza GNF LI G2

2 KSy @2dzOQNB odzae f221Ay3a 0 6KIFO (K
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:

G, 2dz R2y QU ol yid 02

5

0
2yS K2 R2Sa gKIG &2
LGQa | avYltf AYAGlLIGAZ2Y 62NIR

CKFYy]l @2dzZ AYUSNySiao ,2dz008S YIRS Al
doing anywhere else in the worltlow 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
AGSYa 6SQONB fA1Sfeée (2 dzaS RIFEAf&s A
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

I Yy203KSNI 2 KSGHTKSNI AU QA& -star estaklliShimedt, I Y A §
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

LT €2dz2OQNB AYAGFGAY3 GKS o6Sadasx e&2dz O
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
adz00SaafdAte FyR O2LRBAY3I GKSY YSIya
following the pack, and while you might be surviving you are certainly not
a0FYyRAY3 2dzid LyadSIFIR 2F LI @Ay 3 &2 dz
coat tails of someone else, continually comparing your progress with theirs.

LT &2dzQNB 02 LJ
Pl f dzS LINR LJ2 a A
avyYlrtft odzaAySa

BAY3I 20KSNBQ LINRPRAzOG A X
GAz2yas e2dzQff SyR dzLJ f
a Ay (GKS akKlIR2ga 2F 21

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

52y Q0 tSG @2dz2NJ O2YLISUAG2NE RA &GN

. dzilz @2dz YIFe 0SS ¢62yRSNAyYy3IAS AF LQY Yy
competition, how do | gauge performance?

. @ OKIy3aAy3 &2dz2N) F20dza FNRY o6SAy3a W

Al Ries, author dDifferentiateorDiét € & G Kl 0 AyadSIR 27F
0KS 0Sa0Gx¢ o0dzaAySaasSa akKz2dzZz R aO2YLIS
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?
LIy2NBE GKSY® 52y Qi fSG GKSY RA&GNF O

l LJLJX S RAR GKA& ¢Stfad ¢KSeé RARYyQO f 2
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.

11
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Think different.

Imagination {s more
important than
knowledge.

Albert Einstein



I LILJE SQa Tl Y2dza WCeCKAY] S5AFTFSNHcEAyQ O
different Launched in 1997, the campaign still resonates today.

2 KAfS L.aQa Ra Fd GKS GAYS F20dza SR
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 audienttee quirky creative people
going against the grain, and the everyday people aspiring to be like them.
¢KSe& RARYQUO GNB (02 KIFIGS | 0SdGdSNI odz
own distinctive identity and established themselves as different. Their
continued success over 20 years later is obvious.

Imagine if ten starups in the same type of business launched tomorrow
without looking at what each other was doing. | bet we would get some wildly
original companies.

¢ KIFGQ&a SaasSy i A-khéyfighored Whiatieverydn# biadsdorie A R
before and created sadically differenbusiness and message that stands
alone in the marketplace.

With some work and clever thinking your business can do the same.

13



Punks of the beer world

Beingradically differenis 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
¢ they grew their business by 200% in 2009. How? You guessés inaking
themselvegadically different

They started selling their craft beer at markets in 2007 and quickly grew into
{O2GftFyRQa fINBSald AYRSLISYRSYil oNBg
a2NBAlFIYy aleéa Ay KAa 0221 loz2dzi . NBg
way into being noticed, one of your strongest strategic options is to behave
€2dzNJ g & Ayid2 o0SAy3a y20A0SRDE

Brew Dog capitalised on their ar@stablishment punk attitudes. They brewed
dzy AljdzS 0SSNER O6AyOf dzRAY3I (KS 62NI RQa
themselves naked onto the houses of Parliament and made a special beer for
the Olympicsd b SGSNJ aAyR (GUKS !yl o2fA0adé

On top of all that, they launched a crowdfunding program called Equity for
Punksg an antibusiness business modehnd now give away 20% of their
profits annually. Theiradically differenstance led to huge success.

14
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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?

LyaidSFR 2F AYyONBYSyidlrftte |R2LIGAYy3 &
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 beimgdically differentthrough
innovation, invention and creativity.

LGQa y2 Slae GlFrale Lyy2@FraAaz2y GF1Sa

KEY TAKEOUTS FROM THIS CHAPTER:

LIy2NB @2dzNJ O2YLISGAGUZ2ZNED® 52y Qi O+
than them. Doing what they do just makes you the same as them.
Do somethingadically different.

16



Being original is hard

LQY &dzNB @2dz2Q@S y20A0SR GKFG Yzald ¢
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?

LGQa y20 @2dz2NJ AYFIAYFGAz2yd | t K5 ai
see if websites really are starting to look the same and what the reasons
might be! 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
0SOlIdzaS Al ¢62NJa F2NJ GKS oA3 O2YLI Y
everyone else.

LiQa |y20KSNI AyaildlyOS 2F 0O2LRAY3I (K
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 noso-distant past, it was a lot easier to be different and
stand out. There were generally fewer players in the market.

17



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 cravparticularly

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 | mentioned in the previous chapter, most businesses take the easy route
YR FT20dza 2y O2LRBAY3 YR RFELGIAY3I 0
they miss in the process is thinking about seconder effects- G K & (0 KS @
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,
2NJ I NBIdzZNBAGEFGSR OSNERA2Y 2F Al LY
business competing on a global stagé 2 dzQ@S 320G G2 Lidzi A
sure you are different.

How different is different enough?

YR 82dzONB 62 NN

LT &2dz KF 98 Iy ARSI
Fote 2y GKS NARIKG

things too farg @ 2 dzZQNB LINE 6

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 tadieally
different They were true innovators, changing the course of music.

18






Many of them shocked people at first. Imagine if any of them had simply
LISNF2NYSR O2¢@SNJ az2zy3a 2N O2LIASR
g2dzZ R KIS R2yS | FTAYyS 2203 0 dz
have missed out on a treasure of great music).

0K
0K

az2al odzaAySaasSa aAavyLie R2yQd aGr 1S
appropriate effort in their differentiation strategy. The misconception is that
AGQa &l FSNJ G2 adAO|l G2 6KIO A& 1y29
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 tgetst a
radically different product or service innovation with your customers?

52 @2dz KI@S | &/ 2y GNINAIFY { OGN GS3Te
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
G2 GKS RSyGAaAadszs FyR Y2aid 2F dzaz R2yQ
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 watgmaybe a TV show, or a documentgrgnd

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

LIN2E BARSR @2dz 6A0K Y2Aaddz2NAT Ay3 AL
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Word quickly got out about their different approach to dentistry. After being
open for two months they had a smonth waitlist!

¢KA& Aa | 3ANBlLIG SEFYLES 2F RAFFSNBY
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
RSyidAaad 6SQ@S Grt 1SR F02dziz Y2NB f dz

Radical differentiationis about having unique capabilities that your
Odzai2YSNR aSS a o0SAy3a @GlftdaotS G2
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!

2 Kl 0Qa Y2NBXI AGQa || OKAEftRNBYQa 0221

That book isThe Cat in the Hat.
The reason it came to be was
due to someadically 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 §ear

olds, and create a story that
OKAf RNBY g2dztf Ry Q
put down.

21



After much hard work, Geisel created a work of rhyming verse, with humour
YR KAA 2y AffdzZAGNI A2y as | dziK2NBR
Geisel had mostly worked as an illustrator for advertising campaigns and as a
L2 AGAOIT OFNI22yAade I Aa FANRIG OKA
publishers.

He joined the army in World War Il 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 attentiorng and hisradically differenthinking- to writing

OKAf RNByQa 0622149

AyalyAadeéd aG22R 2dzi FNRY
OwSYSYOSNI 6K2aS8S NAGSGAyY3
Kids and adults alike loved his creative stories.

CryOATFdzAZ ONBFGdz2NBasz LR2SGAO YSiSNa
i 2
f

> R

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 millidrin 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.

LQY y2¢ 3I2Ay3 (2 GF1S €&2dz GKNRBdzAK |
0dzaAySaasSa yR OoONYyYyRa RATShGWN&NGALF (S
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 | have worked with
over 200 companies throughout Australasia.

My 7-step framework is called’he Road to DifferentiationBefore | take you
through that | want to tell you about the one foundational principle that
binds everything together and gives you a greater chance of success.

22



KEY TAKEOUTS FROM THIS CHAPTER:

Copying is easy. It makes you lazy. It prevents you from being imaginative
YR AYyYy20FGAGBSd 52y Qi O2LR P 52\
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Cultivate a contrarian mindset

Becomingadically differenstarts with committing to a new way of thinking:
the contrarian mindset.

az2zald 2F dza KIS 06SSy LINPINFYYSR TNR
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 legdaut the

problem is that our brain is fundamentally formatted. We must make an effort
to carve out alternative ways of thinking.

Paul Sloane, author éfow to be a Brilliant Thinkeputs it like this:

2SS OFy SlaAarte Fr&t Ayadz2 | Nzl 6A0K
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
FT2NBKFYRZ a2 KS (NARSa G2 KAG SOSNE
net, take an overhead, or play a backhand. He can play the game but if he
RSOSt 2LISR 20KSNJ aK2iasz KSQR 0SS | Ydz

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
S R2 (0KS alYS GKAYy3Id tle&Ay3a F2N Ff
rewards programs, adding new features or guarantees of performaiicese

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 histori?lato, DaVinci, Napoleon, Gandhi,
Martin Luther King, Nelson Mandela, Steve Jobs, Warren Buffet, Elon Musk
and countless otherg N5 I £t O2YyUGNINARIYyad ¢KSe@
thinking one bit, nor accept things at face value.
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/| NBFGAY3d RAFFSNBYOS A& | o2dzi aSSAy3
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

MO 52y Qi NBFIR 6KIG @2dzNJ O2YLISGA G2

aLT e2dz 2yfeé NBIR gKIG SOSNEB2YS
GKAY1l 2dzad gKIO SOSNE2YS Stas A

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 painteanatomist,
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 taadically differenthinking
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
Ayiti2 @2dzNJ) odzaiySaa OFGS3z2NEBod® C2NJ SE
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

G, 2dz aSS> o0dzi R2 y20 20aSNBSo® ¢
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 Velcris?the 1940s, Swiss
engineer George de Mestral took a close look at the burrs stuck to his clothing
FFGSNIF gl f1 Ay GKS F2NBadod bl (d2NBQ
his clothing, inspiring the hoedind-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
OKAf RQa SeSasx ¢gAGK2dzi LINBO2yOSAOGSR
be surprised at what you see.

3. Surround yourself with contrarian individuals

a,2dz  NE GKS | SN 3S 2F GKS FAL
GKS Y2&aid 0AYS GAGKO®DE

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.

{SS1TAy3a 2dzii GKS O2YLIl ye 2F GK2a$sS aN
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 aadically differenbusiness, you have to learn to colour outside the
lines¢ or change the lines altogether.

4. Think longterm, not shortterm

GL aillrasS 02 6KSNB GKS LJz01 Aa 3
Wayne Gretzky, most famous ice hockey player of all time

Contrarian thinkers seem to always be a couple of steps ahead of the crowd.
LOQa 0SOFdzaS NIYGKSNIJ GKFyYy aSSiAay3a |
strategise for the future.
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As humans, our default thinking naturally focuses on the stesrh. 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).

GawSyid 0KS wdzygleé¢ aidl NISR gA0GK | O2
I FF2NR RSaA3IYySNI Ot 20 KAy3 F2NJ S@Syia
dress for an evening? They set up a fumpshop where people could rent
dresses on the spot and turned it into a nationwide online business with

rental subscriptions and later, brickand-mortar stores- where you can rent
everything you need to complete your look.

Their ability to look into the longerm, 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

Ga¢KS LINBOEfSY 4A0K 0K SeopleanifulR
of doubts, while thestupid2 Yy Sa | Nb FdzZf f 27T

Charles Bukowski, poet and author

A&
o2y

az2zal 2F dzaa o6AyaSttA3aSyGteo | OOSLI 0
to act like we do. Our fears of appearing incompetent or ignorant often
2dzi 6 SAIK GKS O2dz2N» IS AG dGr1Sa G2 IR
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.

' YOSNIIFIAYyGe Aa 0KS LINIYSN 2F AYyy20
[ Ly @&2dz RSIf gAOK AOK 2KFdQa 0GKS 0S
unless you get out there and do it. Contrarians thrive in the space of not
knowing.
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6. Harness your pain

G, 2dzNJ adzLISNJ LI26SNJ A& NRIKG ySEI
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 besselling albums of all time,
Ct SSi g 2 Ritmowrdwasbithed
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 of.

HEETWGODAVAC
RUMCURY

Most of us tend to avoid pain rather
than chase pleasure. We often settle
into a lazy belief system, with what is
O2YTF2NIIFo6tS yR 1y26y> FyR SEAAG AY
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

GwSLI I OS FSENJI gAGK OdzZNRA2aAledé
Steven Spielberg

We begin life as wideyed, 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 bingeatching 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
LIS2LX S alg |y FLWLIXS FrLEfsx odzi 2yt e

A~ ~ pe ~ A

yd ¢F18 t SGENI ¢ KA

aWhat important truth do very

few people agree with you on?
What valuable business is

nobody building?

| 2YLISGAGAZ2Y &K2dz

Peter Thiel was the founder of PayPal,
co-founder of Palantir, an early investor
in Facebook, and runs Founders Fund,
an earlystage venture capital firm.

A\

He is a famous contrarian and one of the most successfuhgairtvestors in
the world. In his bookero to Onéne 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 differentthinking into action

Are you ready to beadically differenfrom your competitors and from your
previous self?

Developing a contrarian mindset is not a tagitis 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.
a4 @2dz2NJ GKAY{Ay3 OKIFy3aSa G2 I Y2NB
in the most unexpected places.

If you can overcome the temptation to pursue incremental improvements in
favour of radical differentiation, great rewards awalit.

You will see your sales shoot up and your competitors scrambling to do things
that had long been taken for granted.

Radically Different 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.

LGQa GAYS (2 atthéRoidtcDfdadtiaBo.dzNy Se& 2y

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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The Road to Differentiation

SERVE THE . ATTACK THE
FORGOTTEN
PEOPLE ) STATUS QUO

GET TO KNOW D
THE TERRAIN @

COMMUNICATE

YOUR DIFFERENCE
BUILD A STRONG ou ¢

PERSONAL BRAND
DIFFERENTIATING

IDEA

DRAMATISE YOUR
DIFFERENCE

Using lessons learnt from my 30 years marketing experience and researct
I 62dzii GKS W{OASYOS 2F S5AFTFSNBYOSQ
frameworkto guide your journey to being radically different.

Why have | used the framework of a road?

Because beingadically differenis 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 beingadically differentakes commitment. There are no shert
cuts. Itis a long and winding road which requires navigation to avoid lazily

drifting back onto an easier route.

,2dzONBE ONBIFGAYy3I @2dzNJ 26y NRIFRX GKAO
well-trodden path¢ but 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 ofthe-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 differentstand out from your competitors and grow sales.

They have beemspired by insights from my consulting work watver 200
brands and businesses many different B2B and B2C categories.

ISG§Qa 3ISO &adGdl NISR 2y GUKS FTANRGO OKSOJ
scout out the market terrain.
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Checkpoint 1: Get to know the terrain @

To position yourself asdically differentyou 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.

C2NHSU lo2dzi O2YYAaaAz2yAy3d | LINRAO®@
d2YS dzZaSTdz AYF2NXNIGA2YyS>S Yl @&oS GKSe
with a breakthrough idea. And sometimes they are just plain wrong.

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

WSYSYOSNI GKS 2Ff1YlIYyK o0¢KFEiQa GKS 3
under 30s.) Market research said consumers would be put off by irritating
headphones and the fact that the device did not recérd.

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 coatfanéne

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

CKFGQa @&2dz LMzidAy3a Ay (GKS KIFNR & NR
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, | can tell you that the majority of
0KS O2yGSyid Ay Cl OS6221 DNRdzLJa Aa S
LI I yGKQ 2N Wl 2 R2 L (GF1S OFNB 27F
GAOK GKA& L FYy(GIKQ

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.

C2NJ GKS SEIFYLXS 62y (KS F2tft26Ay3a L
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 prepositiqQmgth, to, for, near, without, etc.

¢KS GKANR AYF3IS Aa | O2YLINRAz2YyS &2
2N Wi A1SQo
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Here are the results from our compostable bag search. Looking at the first
image, some common threads appeaare 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 biodegragaldeems
there is a lot of confusion around these terms!

This identifies a need for consumer educatmand the opportunity for
someone to position themselves as the-tgoexpert in the category.

Play with keywords in your category and see what you fyad.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
Odzai2YSNRa akKz2Sa gAaftf OFdzasS &2dz (2
lacking- then apply those to improve your own offerings.

ne / KSO1 2dzi GKS wSRIEQ 4SANR 0N

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 200%2.Why Johnny
Cupcakes? It was a nickname a
friend gave him. His tagline is
G62NI RREKANENB G |
though there is no actual

baking going on.

His boutique store used baking
racks and refrigerators for
displays, vanillscented air
fresheners and pastry boxes for packaging. Weird, right? Well it worked.
C2RI & W2KyyeQa ySi ¢2NIK A& bPody Y.

CNE aSIFENDODKAY3I F2NJ 6SANR 2 NJ dzy dza dzI
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 Googlé |j dzA O1 &SI NODK F2NJ W5 k
NBadldaNFyyiaQ NBEGSEFESR GKIG | t2G 27
NB&GEdzNF yi SELISNASYOS: 4S8 R2y Qi | O
restaurants keep doing the same things!

6. Do a competitive audit.

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

mean here is to take an objective look at what your competitors are dping
K2g GKSe& 2212 dFrf12 0SKIFI@ZS FyR SalL
pain points. Then make it your mission to differentiate yourself by solving

those pain points in a radically different way.

D2Ay3 o601 02 6KFG LIS2LX S KFGS 0 2dz
ay220AySaad CNRY AYIdZANRY3I AT &2dzNJ
LINBaSyidlradAazy GKAy3IZ F 20 2F LIS2LIX S

2Sff GKSNBQa | NB
that has done somethingadically
differentand eliminated all of the
dzLJLIA G & 0 SKI @A 2 dzNE&
5A01Qa [Fad wSazN
taglines is that they put the F.U. in FU
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. | 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.

[ SGQa al & & 2 dzup paBucidgbaisdinymBat. Sea@hing R
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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® lab grown meat

Search term + Compare

Worldwide ~ Past Syears ¥ All categories ¥ Web Search +

Interest over time

|4

> <&

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
Al Qa SOSNI 6SSy o

This tells us that public interest has been piqued by lab grown meat. What we
R2y Qi 1y2s &S4 Aad o6KFG FaLSOLG LIS2 L

Scrolling down, we see a list of Breakout topics. A couple of these are for
ALISOATAO O2YLI yASa owedzad f l-upcaleNP ¢y
Eat Just, and the Impossible Burgerisaptahta SR 0 dzZNHSNDL & 2
those for our purposes.

Related topics Rising v % <> < Related queries Rising v & <>
1 Company - Organization type 1 justlab grown meat
2 Stock - Topic 2 lab grown meat stock
3 Cell culture - Topic 3 impossible burger
4 Memphis Meats - Food technology company 4 lab grown meat for sale
5 Chicken - Birds 5 bill gates lab grown meat
Showing 1-5 of 21 topics  » Showing 1-5 of 11 queries >
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® lab grown meat for sale

Search term + Compare

Worldwide + Past 5years ¥ All categories ¥ Web Search ¥

|4
A
v
A

Interest over time

7

l'YR OfAO1AY3 2y Wilo ANRBgY YSIFHG adz

® lab grown meat
Search term

+ Compare

Australia ¥ Past 5 years ¥ All categories ¥ Web Search

|@
S
v
A

Interest over time

Both graphs show us a pattern of increasing popularity for these search
terms in recent years.

Now it may not be groundbreaking news that people are searching to

purchase and investinlabgrownmedt F 0 SNJ | £ € A G Qa | NE
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 meatslike Wagyu beef in 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.

LGQa Slae (G2 NYzy LRffasx al ljdzSadaz
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.

,2dz Oy R2 GKAA RANBOUOfe 2y @&2dzNJ odz
group that you invite preferred clients to join (perhaps provide them with a
bonus service or a thanyou gift for participating).

Instagram has some eafy-use features like question stickers and emaoji
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.

bSE(G dzLJz f SiQa ARSYy(GATe 6KSNB &2 dzNJ
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KEY TAKEOUTS FROM THIS CHAPTER:

Do your own market research. Research common search terms on
Google, join Facebook groups in your category to find out what people
are saying. Be a customer. Check out edgy or weird brands closely

relatedto your category.
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Checkpoint 2: Find your differentiating idea

The second checkpoint on the Road to Differentiation is to find your
RAFTFSNBYGAF GAyYy 3 A RS laditrdedrarid posilioKiigd >~ &
framework that | have successfully used with my clients over the years.

YOUR WHAT YOU
DIFFERENTIATING DO WELL

IDEA\

WHAT YOUR WHAT THE
COMPETITORS MARKET
DONOT DO WBNANTS

Yourdifferentiating ideas the white space in the marketthe 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.

(& @e2dz KI@S I avyrtft NBOGFAE 62YSyQa
your ability to choose quality, wethade 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 overacks stuffed with clothing, impersonal
RNBaaiAy3a NR2Yax FyR ¢2YSy FSStAy3a R

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.
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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
AgAYYAYI A0GFNR2YI (GKS FANRG ljdzSadaz
prepared to do that no other swimmer is doing? Are you prepared to train on

I {dzyRF&Ké¢ ''G GKS GAYS Y2al a6AYYSN
aA OKF St Qa 02l OK { K-$hbursioh SuRdayi e would gaén
another 150 hours per year in the water over his competitors.

.S gAftAYy3d (G2 R2 6KFG @2dzNJ O2YLISUAQ
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 anthagine for a moment that your brand is sitting on a
ladder somewhere in the universe. The ladder is your product category, and
0KS NHzy3 2F GKS fFRRSNJ GKFG @2 dzQNB
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.

LT 82dzQNB y2iG GKSN

1. Work out a strategy to climb up
GKS f I RRSNJ &2dzQN ;

2. Jump to a different ladder where 7 —
AGQa tSaa 02YLISH A
easier to be on the top three rungs.

3. Create a completely new ladder
where you can be number one.
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hLJGA2Y M A& SFaAASNI alAR (KIFYy R2ySo®
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 categored dzii 2y OS @2 dzQ@¥S R2y
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.
CKA&a LINRPOfSY @&2dz RAR yalsplveNtBok yioud beforeNds |- €
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
guestions 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/hile no category is completely void of competition,
there are plenty that no one has successfully staked their claim to.

Rediscover 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
welFNE&a S NODKSR LINPOSaa GKIO G221 &SI N
ground running, it forms the basis of the personality behind your brand.

Ly W2Seé& wSHeBtory ddBRurposBesiys 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 whythe soul of your business.

| S areéasx alF 3J22R jdzSadAz2y Aa agKIG

By developing the right narrative for your origin story, you can capture the
hearts of your audience from the ggb.
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CKS . dzNIQa .SSa aaz2Ne
¢CKS 2NAIAY &ad2NB F2NJ . dz2NIHQa . SSa Aa

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 hdudlie 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
Fft2y3 | f2y3 O2dzy iNB NRBIRX . dzZNI &ad?2
bright yellow piclkdzLJE w2 El yy S 'y R . dzNI KAG A
62dzii KAa 0SSa |yR KAa adzNlJ dza o6SSa
iImagination. He and Roxanne started working together, making candles and
lip balm and other products with the wax.
GKA&a O2dzZ R NBIFIR a2YSUOKAy3 A1S
a0 NISR YIF{Ay3 OFyRftSa FTNRY Sé g E

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 Lamborglgrigst, expensive, high
LISNF2NXYI yOS OFNE® 2KFG F 20 2F LIS2
Lamborghini made tractors before he made cars. He only got inte 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
8SEFNER® . dzi KS OFGS3I2NREASR GKSY Fa &
Ay ( S Ride dvadFarthdyed 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 factof\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
KAda 26y YSOKFIYAO F2dzyR GKIFG 9yl 2Q4
in his tractors!
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¢KS IANBIO GKAYy3 Fo2dzi [ YO2NAKAYAQA
the value in creating a new categaryerruccio 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

., 2dz2Q0S ARSYUATASR €2dzNJ agSSié aLrao
., 2dz2Q08S RSOARSR ¢gKI(G @e2dz oAttt R2 GKI
,2dz2Q@0S FANXE @ &aGF 1SR @2dzNJ OF GS3I2NR

l YR @2dz2Q@3S NBYAYRSR @2dz2NESEF 2F gKe
the first place.

hyOS @2dzQ@S FT2dzyR &2dzNJ RAFFSNBYGAL
How do you communicate it to your customers in a radical way?

KEY TAKEOUTS FROM THIS CHAPTER:

LRSYGATE @2dzNJ LR2aAGA2y Ay a6SS0H alL

todothatyourO2 YLISGAGA2Y AayQd o03ABS (KA

be quite fun!).Work your way up to the top three brands in your category,
orY2@S G2 I RAFFSNBYG YINJSOGkOI S
Or create a new category where you can be number one.
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Checkpoint 3: Dramatise your difference \p

ale@oS @2dzOQNB |t NBIF Reé R2Ay3 az2YSOGKAY

52 82dz GKAY] @2dzNJ Odzali2YSNE y20A0S
reading this bookOften what we see as significant differences in our own
businesses, our customers scarcely notice at all.

When | was in my teens, | spent a couple of years taking acting lessons at a
local theatre. | remember my acting coach saying that you really need te over
act or exaggerate your phrases and expressions on stage. While it feels
unnatural for you, it will appear natural to the audience.

| 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 apabut 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,
howdowedoit?a SNE FNBE &2YS LIN} OGAOFf &dza3
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.

CKSNBEQa a2 YdzOK ¢21S FfdzZFFANSwWady | YR
people and companies are afraid to say what they really think G KSé& R
offend anyone. In this environment, brutal honesty stands out, gets heard and
commented upon.

An advertising campaign that | 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{odlge ads, white block capitals
2y I NBR oF O13INRdzyRE GKIFIO &aFAR a¢KS
O2LIASNIpE . & LIFAyte adlriAay3d GKSAN K
and changed their preconceived notions about Canon. The campaign was
AYONBRAOGE @ &adz00SaaftdAd Ay &aKATFTOIGAY3I L

| SNBEQa | y2U0KSNJ 2ySd {2YS &SI N& o
I NBLJzi I GA2Yy F2NJ YSRA2ONB LATT I @
AYLINRQGSRe OFYLI ATy G2 GNEB G2 6AYy 0
direct and honest route instead. During the NFL playoffs they aired a

O2YYSNDAIE FSIFddzNAYy3I GKS /9hao |1 S &l
d322RPE ¢KSANI NYRAOIFfte K2y Sad I LILINE

¢t2 0S NIRAOIffe Kz2ySauz 2dzaid akKz2g
YAadl1Sa YR AKINB ¢KIFG @2dzQ@S f
GKSANI AYLISNFSOGAZ2Yya NB Y2NB (NHzai
Customers are wary of anything that seems tinged with falseqéss

instance, a company that appears too perfect. We have Houitullshit
detectors. Radical honesty is one way to cement an impression.
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You could follow the lead of caental agency Avis, wHaunched this
f SASYRINE OF YLI AY3 y& 2 RdNBY 3/ diivKoS Nl dacsn G&
L GKAY]l OGKA&A A& 2yS 2F (KS Of SOSNBa

Aws is only No.2
in rent a cars.
So Why go with us?

We try damned hard.

(When you’re not the biggest,
you have to.)

We just can’t afford dirty ash-
trays. Or half-empty gas tanks. Or
worn wipers. Or unwashed cars.
Or low tires. Or anything less than
SE:at-ad]usters that adjust. Heaters that heat. Defrost-
ers that defrost.

Obviously, the thing we try hardest for is just to be
nice.To start you out right with a new car, like a lively,
super-torque Ford, and a pleasant smile. To know, say,
where you get a good pastrami sandwmh in Duluth.

Why?.

Because we can’t afford to take you for granted.

Go with us next time.

The line at our counter is shorter.
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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.

Cl 086221 bSUTFEtAED 2SQNB |t Tl YALA
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 compa®uyperTrash 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
impactL 0 Q& | ONREEftAlLY(d LASOS 2F 06N} YyRA

o C LI &n LI
\ —_— P
25 i i, I 2 : O

59



Another completely unique design: blue wine. Much to the chagrin of
dedicated wine lovers, blue wine is now a thing.

Who would have thought?

Gik 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 couftries.

Their main audience is Millennials who like the Instarthy 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

{2 FIN 6SQ@S 02 0SNBRwittkradizal hoRestyganib  { R
how to look different with radical design. How about doing something that
feels different?

{OSyid A& | LIR2gSNFdzZ &aSyaSeo ¢KAYy]l |6
your petc | bet each of those is associated with a scent in your memory. If

you grew up in New Zealand but moved somewhere J{aatted, for instance,

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

| 20Sta NS OFLRAGITEAAAYT 2y (GKAA 6Ad
selected fragrances to influence your stay and encourage you to réturn.
Whether the desired atmosphere is homey, luxurious, clean or relaxing
GIKSNBQa | aoSyid FT2NJ ALO®

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, Rit€arlton, 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, make:
a daring point of difference dining 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
experienceBy 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
NBEZSIfa GKFEG Y2ad LIS2LX S R2y QG NBI
experience is worth it.

Whether you link a specific sensory experience to your brand or change the
AyiSyaate 2F 2yS 2F 2dz2NJ TAQS aSyasSa
brains as something distinct and different.

Sensory marketing connects with emotions, which can createlastqng
brand loyalty. Use the power of touch, smell, sound and taste to connect.

LY HamMHX GKS {S2dzZ o6NIyOK 2F 5dzy{AY
GKS I NRYI 2F O2FFSS 2y 20t o0dzaSa
the radioq resulting in a 29% increase in sates.

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

t S2LX S f20S adzNLUINAaASad 9¢gSy (K2asS i
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
I f2600e& OGKIFIG t2214 tA1S I R200G2NXQa
I aYltf L2t adaNBfte OFyQldl oS GKIFG 3

But they incorporated a few winning surprises.

I OKSNNE NBR LK2yS ySEG (2 GKS L2t
| 20t AySdpé LT @2dz LIAO] A0 dzZLd= | 6 dzif

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.

' YR a42YSUGAYSa
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

¢ KAa 2Say Qi YSFYy YIS @&2dzNJ LINRE RdzO{
wSYSY0oSNI ¢ Sa0idaly difiereft] A y 3

I LRAIAYlLYdG NIRAOFE RAFFSNBYOS A& as
committed to making slav&ree 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 slaf'eNBE S 02 021 = ¢2y e Qa KI &
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.

. 2dz OlyQi KSfL) odzi y230A0S FYR UKSY
educates people simply through the sale of a chocolate bar. Very cool.
t2yeQa OKIy3ISR (GKS SELISNASYyOS 2F St
meaning that instantly makes an impact.
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Environmentallydedicated outdoor retailer Patagonia sells tees declaring
their environmental commitment. Their garments are made of recycled or
organic material, further testimony to their edoendly 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:

- YOTE THE
Vote the assholes out. i 8  ASSHOLES
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-¢ounder 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
0SG6SSYy bPmnan YR bPpZnannd® 52SayQi (Kl
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 hommeade, quirky, raw, unpolished, slightly
roughraroundthe-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
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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.
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And what about the Hans Brinker Budget Hotel ads.

Hotels usually try to compete on comfort, location and amenitj#isis hotel
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unique in their categoryl'hey have a distinct budget look (being printed over
newspaper with block type) and advertise amenities such as fréewith

0KS ySAIKOo2dzNR& LI a462NRO

féd 2dzQNB y20G 3F2Ay3 (2 adlé Ay f dzEdzNE:
g2dZ RyQu @2dz tA1S (2 adre a2vYSgKSNB
with a bit of humour? In these

Instances, cheap bare bones

marketing design is a point of

radical differenceL ¥ & 2 dzZQNB A Yy |

category typically considered
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the opposite direction and use

marketing that is more basic?
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