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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
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where | have collated some of my favourite ad campaigns.


https://calendly.com/steve-ballantyne/60min
mailto:steve@storyiq.co.nz

LéAgr E i AEi OU

A few words before we get started
You must be radically different to survive
Avoid the competition trap

Being original is hard

Cultivate a contrarian mindset
The Road to Differentiation

Get to know the terrain

Find your differentiating idea
Dramatise your difference

Serve the forgotten people

Build a strong personal brand
Attack the status quo
Communicate your difference

Final words and a free offer

The radically different ad gallery

10
17
25
34
37
49
56
73
83
95
103
133
136




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
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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.
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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.
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