AN OVERVIEW FROM THE BOOK

JUTERANE

Three Principles
For Escaping Average.

Al made average free. Average is now the most expensive choice. These three
OUTBRAND principles show why some brands become harder to copy while others
become easier to ignore.

05 Cloning your best customer
06 Pay the price to know your customers and culture

10 Not everything that makes sense works



PRINCIPLE 5

Cloning your best customer.

THE IDEA

Treat customer lifetime value as a strategic principle, not a quarterly report. Fund the customers
who add value. Stop funding the ones who destroy it. In many businesses, a small group of
customers carries the economics while another group quietly drains them.

WHY IT MATTERS

This discipline separates brands that OUTBRAND their competition from brands that just outspend
it. Everyone can build lookalike audiences. The edge is the discipline to stop over-investing in
customers who destroy value and redirect resources toward the customers worth multiplying.

PROOF FROM THE BOOK

Atlassian, the maker of Jira and Trello, saw that its best customers were small technical teams who
hated sales calls and just wanted to try the product. So it built the company around them: free
trials, no sales calls, buy with a card. That focus grew into a 50 billion-dollar business whose
existing customers expand their spend year over year. Bain found that a 5 percent lift in retention
can raise profits by 25 to 95 percent.

THE MOVE
Clone your best customer.



PRINCIPLE 6

Pay The Price To Know
Your Customers And Culture.

THE IDEA

Every competitor can scrape the same feeds. None can copy cultural fluency overnight. You earn it
by watching behavior, learning the language, and showing up consistently before you ever try to
sell.

WHY IT MATTERS

Most brands rent attention. Market leaders shape culture. You cannot shape what you have not
paid the price to understand. Skip the work and culture exposes you instead of rewarding you.

PROOF FROM THE BOOK

Chipotle watched TikTok for almost a year before posting once, learning how the platform really
worked. Its first move, a crew member’s lid-flip trick, drew more than 230 million views. Popeyes
did the same homework. After years of studying how its fans spoke, it answered a competitor’s jab
in the 2019 chicken sandwich wars with two words, “Y’all good?”, and earned an estimated 65
million dollars in media value in about two weeks.

The Move
Pay the price before you post.



PRINCIPLE 10

Not everything that makes sense works.
And Not Everything That Works Makes Sense. Experiment Relentlessly.

THE IDEA

Analytical logic solves for rational actors with perfect information. Behavioral logic solves for real
people with emotions and biases. Most marketing failures come from using the first to solve the
second.

WHY IT MATTERS

Rory Sutherland makes the point bluntly: organizations find it far easier to fire someone for being
illogical than for being unimaginative. Safe logic protects careers. Behavioral bets move markets.
Fund a small share of your budget for the ideas that look strange on paper.

PROOF FROM THE BOOK

Skittles pulled its lime flavor in 2013, and fans complained for years. In 2022, it brought lime back
the hard way, with full-page newspaper apologies written like breakup letters. Dollar sales rose 7.4
percent. The pattern holds in the data. System1 found that high-emotion, well-branded creative
carries a 21 times profit multiplier over safe, rational work.

THE MOVE
Test what should not work.



WHERE ARE YOU LOSING

Find Your Average Trap.

Read each pair. Mark the one that sounds like your team today. Most teams sit in the trap, and the
trap is the marketing that any competitor could run.

05 Clone your best customer.
Trap We chase any customer who fits the profile and call the growth a win.

Move We fund the customers with the highest lifetime value and stop over-serving the ones who
destroy value.

06 Pay the price to know your customers and culture.
Trap We jump on trends once they are already big.
Move We watch the culture for months, then move in minutes with credibility.

10 Test what should not work.
Trap We approve the safe idea we can defend in the meeting.
Move We fund a slice of the budget for bets that look odd and might break the category.



WHAT AVERAGE COSTS YOU

The Cost Of Not Being Distinct

Every trap you marked has a price. Here is what it costs, and the principle that fixes it.

Chasing volume

You pour budget into customers who never turn profitable, while your best ones feel ignored and drift
away.

Principle 5 Shows How To Grow The Customers Worth Keeping.

Skipping the listening
You jump on a trend you do not understand, and the audience that owns it punishes you in public.

Principle 6 Shows How To Earn The Right To Join The Conversation.

Playing it safe
Your campaigns win the meeting and vanish in the market, because the safe idea is the forgettable one.

Principle 10 shows how to test the bets that move people.

Average marketing is everywhere. OUTBRAND is the system for beating it.



BEYOND THE PREVIEW

What The Full Book Gives You.

You just worked three principles. The book is the complete fifteen, across the whole buying
journey.

OUTTHINK
PRINCIPLES 1 TO 5
Set the strategy. Where to play and how to win, why customers really buy, and who is worth cloning.

OUTPOSITION
PRINCIPLES 6 TO 10
Earn relevance. Cultural fluency, the moments that matter, second-order insight, and behavioral design.

OUTLAST
PRINCIPLES 11 TO 15
Build trust that lasts. Context, public answers, social proof, earned email, and content worth paying for.

Fifteen principles. Plus, the real cases, the decision filters, and the Never Rules
behind each one.



THE FULL ARC

Outthink Sets Direction.
Outposition Earns Relevance.
Outlast Builds Trust.

You have the diagnosis. Here is how to get the whole system.

BRING OUTBRAND TO YOUR TEAM

Book A Keynote, Workshop, Or Leadership Session

Email ca@chrisaarons.com for keynotes, workshops, and sessions.

Chris Aarons teaches strategy and marketing at the McCombs School of Business at the University of Texas at Austin
and has advised leading brands and startups. OUTBRAND is published by Wiley.
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