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that entrepreneurs compete against each
other to offer the same or similar services, and that in a
crowded marketplace it can be difficult to carve out aniche.
That’s what having a point of difference is all about. What
the jargon lovers call a USP (Unique Sales Proposition)
means that you create a reason for customers to choose
you and your offering.

This is something that Simon Woodroffe, formidable
Dragons’ Den panellist and founder, owner and creative
driving force behind YO! Sushi — not to mention spin-offs
including the headline-making capsule hotel chain YOTEL
- knows all about.

‘We have lots of the same attributes as the groovy
brands, such as Virgin and Innocent,” he says. ‘We're fun,
cheeky, bold ~ all of that. But the one thing that’s different
is that we're always innovative. So every time we launch
something, people are like, “You've got to come and see
this because they've turned it on its head!””

For YO! Sushi, that ‘big idea’ involved making eating
into an entertainment experience, complete with auto-
mated call buttons and sushi-making robots. The dragon
believes that, ‘As consumers, we're more sophisticated
than ever before. People are inspired at a much deeper
level. That’s why YO! Sushi worked. People had never seen
anything like it before.’

For Will King, founder of King of Shaves, stand-
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ing out from the crowd was all about taking on billion- __.;jf:

dollar brands such as Gillette and Wilkinson Sword with
the launch of his own shaving oil. Starting from nothing in
1993, King has achieved the phenomenal feat of wresting a
20 per cent share of the UK shaving market away from the
big boys. So how has he succeeded against huge corpora-
tions with collateral and clout that means they ought be
able to beat him at every turn?

‘When you play in a market where your competitors
are worth tens of millions or, in Gillette’s case, billions of
pounds, you have to make sure the people buying your
products are buying into something different,” says King.
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‘When I set up the business, it was because I hated
shaving and hated shaving rashes. I could have created a
can of shaving foam just like everyone else. But instead,
I sold a tiny, 10ml bottle of shaving oil that I'd filled at
the kitchen sink.

‘When it first went on sale at Harrods, there was noth-
ing else like it. It immediately engendered curiosity.’

As with YO! Sushi, King’s product offered something
out of the ordinary. But it’s more than just his products that
mark his company out as unique. Clever use of marketing
media has, in itself, has proved a major force for success.

“You have to look for every opportunity that’s out there,
and use it to differentiate your business,’ he says. ‘And you
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have to engage — with clever, creative, cost-effective ways
to highlight this through channels such as magazines, the
web and YouTube.

‘When we launched in the "90s, it coincided with the
growth of lads’ mags like FHM and Loaded. That gave me
one channel right there. For the cost of a phone call and
a shave that the grooming editor would hopefully enjoy,
I'd get free coverage through reviews. And the reader
would immediately perceive us to be in the same league as
Gillette or Nivea. We were different in terms of the essence
of our product and the amount of money we had to spend
on advertising.’

Asimilar ability to harness new technologies and media
is something that has propelled 24-year-old Karen Pearson
into the business spotlight, earning her company, Karen
P Productions, the accolade of being one of the Observer
Media’s Top 10 companies to watch out for in 2008.

Pearson launched her company only last year - to
satisfy a growing demand for tailored audio content - and
now produces radio adverts and podcasts for the major
likes of the BBC, Channel 4 and Red Bull. An ability to pre-
empt changes in technology and consumer trends have
helped Pearson identify a growing market. But how has

she managed to stand out from all the other bright young
things hoping to do the same?

‘We've never physically gone out to get business, so
the quality of our content, our experience and reputation
is everything — and word of mouth is key,” she says. ‘But
that’s not all. We offer something different by providing a
one-stop shop —not only producing content, but also help-
ing to develop and market it. Many companies want audio
content but have no one in-house to do it, so they come
to me knowing they’ll get high-quality content plus help
developing it - the whole package.’

It’s this combination of technical know-how, market-
ing savvy and sheer conviction in the quality of her product
that makes Pearson and her business stand out.

Another who was always convinced he had a product
that was head and shoulders above the rest is James
Averdieck, founder of chocolate pudding company Gii. If
he was confident that the taste of his indulgent dessert
range would mark it out, his big challenge was for it to
physically stand out on the supermarket shelves.

‘I knew I had a great product. But I needed branding
that would do it justice,” Averdieck says. ‘I took it to a brand
guy, and two weeks later he showed me a competitor brand
- or so I thought. My heart sank, this was exactly what I
wanted to do, right down to the name.’

Luckily, he was looking at a mock-up of his future
branding. Next, Averdieck conducted some swift market
research by placing empty boxes displaying the new Gii
brand on the shelves of a local supermarket, and stepping
back to see what happened.

‘Within 15 minutes, someone had picked up a box and
put it into their shopping basket,” he says. ‘We had to own
up and tell them it was an empty box.’
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With Gii now boasting a turnover of £20 million,
this all turned out to have been a very worthwhile
branding exercise.

Not that mere branding is enough. Gii’s great puddings
win rave reviews for their taste, YO! Sushi serves food
that keeps diners coming back, Karen Pearson’s podcasts
are instantly popular and Will King’s shaving products do
their job smoothly.

As King concludes: ‘“There’s no point differentiating
mediocrity. Product is king, and if you don’t you have a

great product or service to begin with, it will still end up
getting ignored.’

don't like fo be defeated and | seem

bﬁﬂww&mlx&gm me.
l’:.hodb:“dhod:

along the way, and olways fryto

helped : mmmmm i

Mmhﬁn:ym.lm

away with Silver, | sfill didn't feel like

o sy o ek pbcerigg

by
second before - | still feel there's
fons | can improve on. I'm working
best in the world and fo come out of
the sport as one of the fop athletes.

17| Worxs




