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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
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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.

14



! 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


