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Take-Aways
	Marketing used to be straightforward: Increase advertising to increase distribution to increase sales to increase profits.
	That old marketing formula is dated and no longer applies.
	Don’t focus on old, tired products. Invest in something exciting and new.
	Plan your product development and advertising so they target chosen customers. 
	Your company cannot serve everybody. Find a special niche instead.
	Is your company a leader or a follower? Get out in front with something new.
	You can learn a great deal about successful product development from today’s most “remarkable products.” Study who makes them, how and why.
	Develop products that create buzz and make your company distinctive.
	Test the limits. Become the best, freshest, easiest to use – be superlative.


Recommendation
Business author Seth Godin’s easy-to-grasp premise is that products must be “purple cows” that stand out from the herd. The metaphor comes from an American nursery rhyme that says: I’ve never seen a purple cow. I never hope to see one. But I can tell you anyhow, I’d rather see than be one. Godin’s advice is quite the opposite of his titular ditty. He says you do want to be a purple cow. You want your product to become a conversation-provoking anomaly, as distinctive and different as possible. Godin’s advice is completely clear – a big accomplishment in today’s business-advice scrum. Here, he offers an elementary but encouraging introduction to advertising, PR and marketing.

Summary
Marketing used to be straightforward: Increase advertising to increase distribution to increase sales to increase profits.  
Marketing once was far simpler. It was based on “product, pricing, promotion, positioning, publicity and packaging, pass-along and permission.” Today, however, a new “P” is far more important than all the rest: being a “Purple Cow.”
A purple cow is something “remarkable” – the product, the way it is packaged, the way it is positioned, how it is priced or even the store in which it is sold is different from the competition’s product. Your company’s strongest chance for success depends on marketing something truly noteworthy so you emerge from the crowd.
In this new age of media clutter, where advertisers bombard the public unmercifully with countless commercial messages, consumers quickly tune out most stimuli. As a result, most advertised products become virtually invisible. People are simply too busy to pay attention. Indeed, most advertising today has become nothing more than background noise, a great deal of it irritating, at that.
“The best design solves problems, but if you can weld that to the ‘cool factor,’ then you have a home run.”

Just 20 years ago, consumers had a great deal more time and far fewer products from which to choose. This certainly is not the case today. Many consumers spend far longer hours working than they did in the past. Plus, today’s consumers are much more savvy and cynical about advertising than their predecessors. Companies overwhelm consumers with tens of thousands of product choices. This creates a distressing – even bleak – situation for marketers. Consider the following:
	Marketing target groups that once were easy to reach are now less accessible.
	Consumers ignore marketers and their messages.
	Customers expect total satisfaction from today’s products. As a result, most do not tout the products they use to their families and friends. This diminishes powerful word-of-mouth recommendations.

Companies that are trying to sell to consumers in the 21st century face a daunting brave new world.  
That old marketing formula is dated and no longer applies.
You’ve heard of the “military-industrial complex,” the shorthand phrase for the symbiotic relationship between the military, which is eager to expand through expensive new armaments, and contractors, who are just as eager to sell the military costly new weapon systems. Another important symbiotic relationship developed after the advent of TV: the TV-industrial complex. The system once worked this way:
	Stake out a giant market that is open to new products.
	Invest in a factory to make the new products.
	Purchase a lot of TV ads.
	Sit back and happily watch as the ads translate to huge sales and more diverse distribution opportunities.
	Reap enormous profits.
	Use the profits to purchase additional TV ads.
	Sell even more products.
	Increase distribution again.
	Invest in additional factories that result in additional products, additional sales and additional money for even more TV ads.
	Laugh all the way to the bank.

That’s not how it happens anymore.
Don’t focus on old, tired products. Invest in something exciting and new.  
In the TV age, American companies used advertising to build signature brands, such as Bold, Bounce, Cascade, Charmin, Cheer, Cover Girl, Crest …the list goes on. This magic formula worked for consumer brands and service providers such as Prudential and John Hancock, even for Ronald Reagan. The TV-industrial complex was king for more than 50 years – but not anymore. 
The established, time-honored rule for marketing used to be: “Create safe, ordinary products and combine them with great marketing.” During the TV age, advertising emphasized standardized products, mass marketing, lengthy product cycles and minimal product changes. The typical products on this path included everything from toys and shampoo to fast food and cereal.
“Create remarkable products that the right people seek out.”

In the “post-TV” age, all the rules have changed. Today, companies want to create unique products that represent major innovation, that involve short product cycles and that are niche-marketed to “early adopters.” Typical products that fit this profile include “Starbucks…JetBlue, Outback Steakhouse, Motel 6” and Krispy Kreme doughnuts. These products, which emerged after the dominant era of television, share a common characteristic: Each is individually distinctive – Starbucks for its utter devotion to coffee, JetBlue and Motel 6 as price leaders.
You can learn a great deal about successful product development from today’s most “remarkable products.” Study who makes them, how and why
Look at a few distinctive companies. While no single common trait defines what makes them remarkable, these highly profitable companies or products stand out as special, each in its own way:
	Bloomberg’s specialized computers make it a must for Wall Street traders, even though the internet dominates the world of information retrieval.
	L. L. Bean is a mail-order leader because it is customer-friendly. Buy a pair of boots, stick them in the oven, send in the charred remains and you’ll get your money back, no questions asked.
	The Hummer is “too big, too wide, too ugly and too inefficient.” But it is remarkable, so people buy it.
	Growafrog.com sells one thing only: tadpoles in miniature plastic aquariums. The market in baby frogs must be pretty good because the company has been around for decades.
	Best Buy went from $250 million in annual sales to more than $23 billion by eliminating commissions, redesigning its stores and developing a noteworthy sales philosophy.
	Federal Express became the world’s delivery king based on reliable delivery dates and the ingenuity of its product tracking.
	IKEA offers an unmatched price-to-quality advantage.
	Dario Cecchini’s Panzano, Italy, butcher shop is more than 250 years old. People from all over the world visit it because Cecchini has established a reputation as the “intellectual’s butcher.” He quotes Dante and pays lyrical homage to the “Fiorentina beefsteak.”
	Dr. Bronner’s does not advertise its soap, but its sales grow constantly. The company’s success is due to its quality product and to its quirky packaging.
	Band-Aid has long been a formidable competitor, so much so that its brand name is now considered generic. But Curad won market share from this industry leader by printing cuddly characters on its bandages. 
	Häagan-Dazs is popular with ice cream lovers because its stores are clean and well managed. Customers like being able to call local owners at home if they have complaints.
	JetBlue and Southwest Airlines put the old guard on the run with their low prices.

Develop products that create buzz and make your company distinctive.
How can your company and its products become remarkable? Taking these steps will help:
	Develop 10 ideas to change your product line to appeal to a special-niche customer base.
	Target a tiny niche market, and develop a very significant product just for that market.
	Don’t be afraid to outsource, and not just for the price advantage. Look for a manufacturing partner who is willing to make the product snazzy.
	Talk directly with your loyal customers or clients to learn what distinctive products and services they want.
	Learn from extraordinary market leaders outside your industry.
	Push the envelope in your product planning, brand positioning and pricing.
	Do things that are “just not done” in your industry.
	Be willing to try something new. Don’t be stopped by habit or fear.
	Once you are profiting from selling an outstanding product to a select market, focus your attention on continue profiting from it as long as possible.
	Provide your customers with the quality – and the narrative – they need to persuade others to buy your products.

Test the limits. Become the best, freshest, easiest to use – be superlative.
You can manufacture a remarkable product, but if people don’t know about it, you haven’t accomplished your objectives. Products are ideas made manifest. “Ideas that spread” have a better chance to become successful than ideas that remain static. Ideas that catch on are “ideaviruses,” and the people who spread them are “sneezers.” These pacesetters are willing – indeed, eager – to tell their family and friends about new products and services they use and like. You can catch sneezers’ interest only by discovering a small product niche that is waiting to be tapped, then creating a new product or service for it, something so new and intriguing that it knocks those sneezers’ socks off. In the process, be ready to answer these key questions:
	How quickly and easily can your idea spread?
	How often will the sneezers communicate with their family and friends?
	How close is the target group you are going after?
	How prestigious are the sneezers? Will others listen to them?
	Does your idea have longevity? Can it spread over the long term?

Forget mass marketing. You are throwing your money away if you try to advertise to everyone. Instead, do your necessary “sneezer analysis.” Once you know everything about your special word-of-mouth carriers, target the ones who have influence. Do everything you can to get their attention with your remarkable new product or service. Yes, you are starting small. The beauty of doing so is that once your idea catches on, it will spread quickly to a large audience.
“The only route to healthy growth is a remarkable product.”

Distinctive companies work the edges, at one extreme or another. They are very quick or very deliberate. Their products are expensive or real bargains. These companies are different from everyone else. They are purple cows.
How can your company stand out from the rest? Examine every one of your P’s – “pricing, products, positioning, publicity” and so forth – to determine where your outer limits are now, and what boundaries your competition is following. Then get way out on the edge where you can most spectacularly realize your opportunity for innovation. Sure, it’s a daredevil act. Yes, it takes courage. But your company will never become a purple cow if you shy away from getting started.

About the Author
Marketing guru Seth Godin is former VP of direct marketing at Google. His many bestsellers have been published in multiple languages. His bestsellers include Tribes, Linchpin, Poke the Box, We Are All Weird, V Is for Vulnerable and What to Do When It’s Your Turn.
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