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WHO YOU ARE IS WHAT YOU DO


You are not a cog.
You are not an assistant or an administrator.
You’re not a gofer or a middle manager, either.
No, you’re creative. A valuable asset to your family and your community. A person who can make a difference to an organization.
You are capable of having an impact, leaving a legacy, creating things that are outstanding.
You are not ordinary.
In fact, you’re remarkable.
Now, hurry. Don’t let yourself (and the rest of us) down.
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PREFACE:

REMARKABALIZE IT

WHAT’S A BIG MOO?
Let’s begin with the truth. Actually, we’ll begin with two things that are true:
	1. The only way to grow is to be remarkable.
	2. The only barrier to being remarkable is your ability to persuade your peers to make it happen.

In the old days, showing up was 95 percent of success. If you offered a good product at a good price in a reliable way, you’d do fine. Being local was a good thing. Having a long track record helped. Decent quality and personal service mattered as well.
No longer. Good enough isn’t good enough, because now everything is good enough. Our expectations of quality are unrealistic—and are being met every single day. We don’t just want to be satisfied, we want to be blown away.
Not only that, but today, everything is a click away. Being local isn’t good enough either.
Tiny churches are getting crushed by megachurches outfitted with energetic rock bands and complete day care centers. Copy shops, engineering firms, hardware stores, and ice-cream stands are being destroyed by bigger, faster, cheaper, or more vivid national operations.
If you’re lucky, really lucky, you might be able to stay afloat, to break even, to somehow deal with the competitive onslaught as you try to do business as usual. You might be able to replace the business you’re losing to your better-financed, bigger, and faster rivals. But wouldn’t it be better to leave that fear behind and grow instead?
You will grow as soon as you decide to become remarkable—and do something about it.

Remarkable isn’t up to you. Remarkable is in the eye of the customer. If your customer decides something you do is worth remarking on, then, by definition, it’s remarkable.


REMARKABLE OR INVISIBLE?
It’s come to this. In our media-overwhelmed, hypercluttered, everything-is-good-enough world, your message can’t get through. The story about your nonprofit, your law firm, your widgets, your corporate services—whatever it is—is being censored and obliterated.
A few years ago, I wrote a book called Purple Cow. It was all about why you need to be remarkable. The title came from a simple story about how boring cows are—and how remarkable a purple cow would be. Advertising cannot spread the word about your product. The only tool available to you is a fundamental one. The only tool left is to stop hyping the product and to start making things worth talking about.
Remarkable is not in the eyes of the marketer. It doesn’t matter one bit how hard you worked on something or how cool you think it is. It’s up to the consumer. If the consumer thinks it’s worth remarking about, then you’ve got a purple cow.
Every once in a while, though, a product or service is so remarkable that it changes the game. Your innovation becomes something even bigger than a purple cow.
A few months after the book came out, I ran into a group that was brainstorming about ways to make their company remarkable. After a while, one participant blurted out, “That’s not good enough. We need to create a big moo!”
A big moo is the extreme purple cow, the remarkable innovation that completely changes the game.
The idea stuck with me. Yes, a purple cow is what you need, but the big moo goes a step further. In order to grow at the pace the markets demand, you and your colleagues must find the big moo, the insight that is so astounding that people can’t help but remark on it. In the same way that FedEx changed the world when they popularized overnight shipping, you can shake up your industry by breaking all the rules. By introducing the big moo.
You must remarkabalize your organization. Create a culture where the big moo shows up on a regular basis, where “normal” is nothing but the short pause between remarkable innovations. In fact, where normal is gone and where the new normal is a constant stream of industry-busting insights and remarkable innovations that keep your organization growing.
Would you rather work at Just Marketing, Inc., or at Krispy Kreme?
Just Marketing is an advertising and marketing agency that focuses exclusively on motor sports. They represent companies that sponsor NASCAR, Indy and other races. Their clients include Subway Restaurants, Diageo, Henkel, Volkswagen of America, Merrill Lynch, Time, Inc., Travelodge, Jackson Hewitt Tax Service, Eli Lilly and Company, and Armor All/STP Products Company.
Two years ago, Just Marketing had eighteen employees. Today, they have fifty employees and they’re almost done building a new office that will house one hundred people.
Krispy Kreme, of course, is the famous doughnut franchise that has recently seen its stock decline 80 percent, has fired its CEO, and is now facing store closings and layoffs.
My guess is that the answer is pretty obvious. For your career and for your peace of mind, the choice is clear. Even though the traditional choice is to work for the big company, the public company, the company that everyone has heard of and that seemingly offers security for the long haul, we’re too smart for that now. Today, people realize that real security comes from growth.
Our economy is built around organizations that grow. Stocks go up when companies grow. Lives are saved when philanthropic organizations grow. Careers are built and progress is made when growth happens. Things that grow don’t grow forever—but that’s okay, because the experiences we collect stick with us, and we get to take those experiences wherever we go.
My best job ever was at Spinnaker Software. I started in 1983, as the thirtieth employee. When I drove from California to Boston to start work, I passed a Spinnaker billboard in Chicago. “Yikes, this is a big company,” I thought. It turned out that this was their one and only billboard in the country—they had built it for a trade show.
A year and a half later, the company had tripled in size and I was already working on my fourth cool project. If I had been required to wait for someone to retire in order to do something new and interesting, I’d probably still be waiting. Musical chairs takes a long time to win if you have a lot of chairs. Instead, the fast growth of the company gave me all sorts of opportunities to develop my skills and my career.
Wanting growth and attaining growth, though, are two different things. Most organizations are paralyzed, stuck in a rut, staring at the growth paradox. On one hand, they understand all the good things that will come with growth. On the other, they’re afraid, petrified that growth means change, change means risk, and risk could mean death. Nobody wants to screw up and ruin a good thing, so the organization just sits there, motionless.
The growth paradox is endemic, afflicting nonprofits, big companies, start-ups, and even individuals. It continues to frustrate millions of employees (and investors).
How can we get you to embrace the idea of the purple cow? How can we help you understand that your quest for the big moo—for the game-changing innovation—is the main reason (no, not the main reason, the only reason) you went to work today?
There isn’t a logical, proven, step-by-step formula you can follow. Instead, there’s a chaotic path through the woods, a path that includes side routes encompassing customer service, unconventional dedication, unparalleled leadership, and daring to dream. Is this a path worth staying on? Only if you want to grow. Only if you’re tired of being a cog in a dehumanizing machine. Only if you are willing to embrace the quest for the big moo.
Seth Godin

Editor

Somewhere near New York, October 2005


INTRODUCTION: THE PURPLE LEAGUE OF AMERICA

Some kids dream of making it to the big leagues. They imagine that John Elway just threw them the football, or that Pele just kicked a ball at their head. Others, holed up in the attic, read comic books about collaborations between Aquaman, Wonder Woman and Green Lantern. You know, the Justice League of America.
My dream was to write a book with folks like Tom Peters and Malcolm Gladwell and Jacqueline Novogratz. Twisted, but true.
A few years ago, after I wrote Purple Cow, I started to hear from readers who wanted me to tell them “the secret.” It wasn’t clear to me what the secret was, but some thought there was a closely-guarded magic spell that would cause a purple cow to appear in their organization.
It’s obvious (at least to me) that there is no secret, and, at the same time, that there are 85,000 secrets. Of course there isn’t just one thing that’ll work. Everyone needs to hear a different message. If I could just find the right incantation for the right person at the right time, I’d be a hero.
This is hard work. Finding the secret path for 85,000 different people is daunting. So I did the obvious thing—I asked the smartest people I know to help.
I got help from people you’ve heard of and from some who may be strangers to you. What they all have in common is this: They live and breathe what they write about. No posturing, no hypothetical nonsense.
Together, the group has sold millions and millions of books. But they’ve also built entire industries, raised millions of dollars for nonprofit organizations, changed the face of mass marketing and industrial design, and taught the world how to use computers.
Lisa Gansky cofounded the very first commercial Web site. Promise Phelon runs a thriving consulting firm that teaches companies how to get their customers talking. Marc Benioff is changing the way every sales force in the world is managed. And that’s just three of the thirty-three contributors to this book.
My selfish dream would be to have dinner with this group…every night. There’s no way I could pull this off. Even if I could, I wouldn’t be allowed to invite each of you to dinner. So I figured that putting together a collection of short essays was the next best thing.
When Lynn Gordon tells you about thinking differently, she’s doing it with confidence—her best-selling series of card decks are proof of that. When Robyn Waters or William Godin talk about product design, you know from their work that they’ve been there and done that.
Randall Rothenberg knows more about advertising (and what doesn’t work) than anyone I’ve ever met. Marcia Hart has figured out how to use architecture as a competitive organizational tool. And Jay Gouliard did more than invent Go-GURT—he changed the way giant organizations get innovation done.
Virtually every person I asked to participate said yes without hesitation. Part of this is due to the fact that all of our proceeds go to charity. But even bigger than that, I think, is our desire to get more people to understand how very cool it is to live out your remarkable dreams.
You’ll notice that the individual contributions aren’t credited. Pretty unusual, perhaps even remarkable. We did it because it makes it easier to read the book as a whole, to avoid being interrupted by the noise your brain makes as it shifts gears from one voice to another. That and it lets you guess who wrote what.
This is a book about how and why to grow. It is not a book of facts or logical reasoning. Instead of lecturing you about how important and wonderful it is to do scary, brave, and remarkable things, The Big Moo paints a very different picture for you.
My colleagues and I are intent on slipping some subversive ideas into your subconscious…ideas that will help you dream bigger dreams (though they might cost you some sleep as well).
We believe that one way to get past the growth paradox is to avoid addressing it head-on. Instead of warning you about the dangers of stagnation, or promising you the benefits of growth, we’ve decided to tell some exemplary stories instead. Stories that are easy to read, memorable, and, most important, useful parables for putting growth to work in your own organization.
 
Every word in this book was written for free. All thirty-three of the book’s authors are donating 100 percent of their royalties to charity. The proceeds from sales of this book are going to:
	The Juvenile Diabetes Research Foundation
	The Acumen Fund
	Room to Read

You can read about these charities and see updated records of our fund-raising by visiting www.thebigmoo.com. You can also read more about the work of some of the authors in the Group of 33 by visiting www.remarkabalize.com.
When you bought this book, you also bought the right to photocopy as many pages as you like, as many times as you like. Go ahead and make five hundred copies of your favorite story and send them out via interoffice mail. You can also find a few of the stories in digital form at our Web site. Feel free to e-mail those to as many people as you care to.
Most of all, we hope you’ll buy copies of this book for everyone you know. That’s why we volunteered our services—we want to publish a book that sells in the millions, that creates a movement around building the big moo. You can find bulk pricing by visiting the www.thebigmoo.com.
Thanks for reading. It’s time to remarkabalize your organization. Spread the word!


The Big Moo

HARRY HOUDINI WAS

A LOUSY MAGICIAN

Historians of magic are in total agreement about this: Houdini did hackneyed mechanical tricks, showed little evidence of talent, and had almost none of the suave charisma that the great magicians of his era had.
And yet when I ask you to name a famous magician, odds are you’ll say, “Houdini!”
So, how did he do it? How did a lousy magician become such a spectacular success?
Simple. He wasn’t a magician.
Harry Houdini invented an entirely different sort of vaudeville attraction. He was not a magician at all, but an escape artist. Crowds didn’t line up to watch him cut a lady in half. Instead, they were fascinated by his taunting of death, by the way he used himself as the most important prop in the act.
One of his breakthrough performances took place in England. Houdini was challenged (by a renowned locksmith—something you don’t see very often) to free himself from a new kind of escape-proof set of handcuffs. At first he hesitated, but, motivated by the cry of the public, he accepted the challenge.
After half an hour in a tiny, isolated chamber onstage, Houdini came back before the audience and asked that the cuffs be removed so that he could take off his heavy wool coat (he was sweating from the heat) and then replaced. The crowd angrily refused—Houdini would not be permitted to trick them. Unflappable as always, Houdini used his teeth to
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THE BIG MOO is an unprecedented collaboration of 33 of the world's
smartest business thinkers, blending their best ideas on how you
can remarkablize your organization. This all-star team includes Julie
Anixter, Tim Manners, Malcolm Gladwell, Dave Balter, Promise Phelon,
Heath Row, Amit Gupta, Marc Benioff, Kevin Carroll, Tom Peters, Carol
Cone, Randall Rothenberg, Lynn Gordon, Jay Gouliard, Donna Sturgess,
Marcia Hart, Jackie Huba, Guy Kawasaki, Polly LaBarre, Chris Meyer,
Robin Williams, Jacqueline Novogratz, Dan Pink, Dean DeBiase, Red
Maxwell, Mark Cuban, Lisa Gansky, April Armstrong, Tom Kelley, Robyn
Waters, William Godin, Alan Webber and Seth Godin.





