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INTRODUCTION





Nobody reads the introduction.




 


CHAPTER 0
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DISCO SUCKS: SO DO BUSINESS BOOKS





(HOW TO NAVIGATE THIS ONE-OF-A-KIND BOOK)
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INNOVATION #1 
We reinvent the business book to make you laugh.











Since most people only read a single chapter of a business book, we made it easier for you. We condensed the whole book into one chapter. Read it, and you will get the main points of the whole book. Then, the rest of the book gives you 49 chapters of funny stories that illustrate the main points.





“SEVENTY-FIVE PERCENT OF PEOPLE WHO BUY BUSINESS BOOKS READ ONLY ONE CHAPTER.”





—AMERICAN BOOKSELLERS ASSOCIATION





You can start with chapter one, or skip around and read the funny chapters first, using the links back to chapter one.





Mike Veeck, the man Rolling Stone magazine claims killed disco, is out to kill business books. “Disco Sucks” read the signs that fans hung up in 1979 in Comiskey Park. Promotions director Veeck ran ads that screamed, “Bring your disco records to the White Sox game, and we’ll blow them up with dynamite in a dumpster.” The team usually drew 20,000 people a game. Their stadium held 46,000. That night 90,000 people showed up at the ballpark.
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As the owner of a string of highly-successful, attention-getting minor league baseball teams, Veeck’s funniest and craziest promotion stories make up half of the chapters in this book.





MOTIVATIONAL POSTERS SUCK. SO DO BUSINESS BOOKS.





Allen Fahden, the man Fortune Magazine credits for inventing the first demotivational posters, is out to change business books. “Give up. You’re a loser. No motivational crap is going to change that,” reads the first of 49 Suckcess Posters that start the chapters of this book. To implement this and other ideas, he used his own system of the four core work natures: creator, advancer, refiner and executor.





BUSINESS BOOKS SUCK.





That’s why we wrote this book. Where business books zig, this book zags.





[image: imgbull.png]We rethought the form.





[image: imgbull.png]We rethought the content.





[image: imgbull.png]We rethought the experience.





Tired of boring, derivative, piece of crap business books? So are we. Too often we’ve felt suffocated by tedious jargon and long, tiresome processes that seemed meaningless. Because both authors are naturally creative, most people we have known thought we were downright insane for some of our marketing ideas. We share the same core work nature: creator. This means we think like 35 percent of the people who love to generate ideas and innovate. This will demonstrate how to go to all four core work natures at the right phase of the work process to get new ideas implemented three to five times faster, and way better.





BUSINESS BOOKS’ FORM USUALLY SUCKS.





The form: Why do 75 percent of those who buy business books read only one chapter? In most business books you get just enough new ideas for maybe a magazine article. The rest is filler.
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Tired of boring, derivative, piece of crap business books? So are we.








We rethought the form. Now you get the whole book in our Chapter 1. But you can read the fun stories first, if you prefer in Chapters 2-50. If you start with chapter one, you get an overview of the processes that help you create and execute stand-out ideas. If you like a technique, you can refer to another part of the book that illustrates it with a story. If you never read any of the stories, no problem. You’ve got the gist already.





BUSINESS BOOKS’ CONTENT USUALLY SUCKS.





The content: 350,000 books published every year rarely inject many completely new ideas into the business world. This book gives you one of them. Redeal the work so you and others work in your strength-based role (who you really are) on content you’re passionate about (Why you’re motivated to do it.) We call that Peakwork, and it replaces all the Weakwork you’re usually forced to do. Start doing that, and most of your brick walls go away.





So, we rethought the content. This book takes you on a ride through some crazy ideas and how they happened. Some were edgy. Most were not politically correct, and some were just plain ridiculous.





THE EXPERIENCE OF MOST BUSINESS BOOKS SUCKS.





Over a decade ago, the best selling business book was Dilbert. It stayed at the top longer than any other business book. Readers felt comfort and camaraderie in shared laughter at the pain and frustration of working in an office. Seeing the ludicrousness of so much of the work world opened their minds to approaching work differently:





[image: imgbull.png]Why do you have to give up content for laughs?





[image: imgbull.png]Why do you have to give up laughs for content?





[image: imgbull.png]When you’re bored, you lose your brain’s oxygen and go to sleep.





[image: imgbull.png]When you’re laughing, you ramp up your brain’s oxygen, which gives you the capacity to learn new things.





[image: imgbull.png]When you learn new things, you open up new ways to create what you want.





THE BARRIER TO BEING DIFFERENT IS HAVING ORIGINAL IDEAS. BE DIFFERENT OR DIE.





“DIFFERENT ISN’T ALWAYS BETTER, BUT BETTER IS ALWAYS DIFFERENT.”





—MARSHALL THURBER





BE A DUMBASS.





“IT’S THE ULTIMATE UNCONTESTED MARKET SPACE.”





—MIKE VEECK AND ALLEN FAHDEN





Original ideas go against everything we’ve ever learned:





[image: imgbull.png]Want your parents to treat you well? Be normal.





[image: imgbull.png]Want to be popular in school? Fit in with the crowd.





[image: imgbull.png]Want to do well in a company? Don’t rock the boat.





ALL OF OUR LIVES, WE’VE BEEN TOLD TO FIT IN AND CONFORM.





NOW, SUDDENLY, EVERYBODY WANTS ORIGINAL IDEAS.





HOW DO YOU GET THEM?





In a recent IBM Global Study, 72 percent of 2500 CEOs listed innovation as one of their top three priorities.





In another survey, sponsored by AIGA, 85 percent of employers who hire creative people say they can’t find the applicants they seek.





http://www.aiga.org/what-are-employers-looking-for-in-a-creative-professional/





But being different is hard. In fact, despite all the lip service to being innovative, organizations are self-perpetuating and naturally kill anything that differs from the norm. For this reason, an organization is the hardest place to create, launch and implement something different.





Even when you’re not stifled by an organization, it’s hard to be different. Try searching your idea online (in quotation marks to make it exactly your words in your order) and your idea has already probably had hundreds of thousands, if not millions, of hits. This means not only have others thought of it, they’ve most likely already implemented it.





SOCIAL MEDIA IS NOT A STRATEGY. SAYING SOMETHING DIFFERENT MATTERS MORE THAN WHERE YOU SAY IT.





If you think social media is the answer, so does everyone else. But remember, media is just where you say it, not what you say. When you’re saying the same thing as everyone else, you lose the battle for attention. If you use the same old direct marketing tactics online that have been annoying people through snail mail for decades, you will put out a lot of effort and make 90 percent of your audience roll their eyes and click away. Direct marketing using social media is just a new place to say the cheesy, insincere tripe people have always hated.





SEARCH ENGINE OPTIMIZATION MAKES YOU JUST LIKE EVERYONE ELSE.





The paradox: The more people you reach, the less likely you are to stand out. That’s because everything you do to get found on search engines makes you the same as everyone else. You have to use key words that people doing a search in your category are using, which means all your competitors most likely use the same key words.
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Early attempts at search engine optimization proved equally innefective.








Unless you make a big effort to show up as different in the first page view, you’re doomed to be another “me too” offering. Remember, when the choices all look the same, people buy at the lowest price. The only way to compete when you are one of the crowd is by slashing your prices.
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