“Kathy’s back, and her new book is simple, brilliant,
and useful. What else do you need to know?”
—Seth Godin, author, What To Do When It's Your Turn
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bestsellers To Sell Is Human and Drive
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Making Users Awesome
Imagine you’re in a game with one objective: a bestselling product or service. The
rules? No marketing budget, no PR stunts, and it must be sustainably successful.
No short-term fads.

This is not a game of chance. It is a game of skill and strategy.
And it begins with a single question: given competing products of equal pricing,
promotion, and perceived quality, why does one outsell the others?
The answer doesn’t live in the sustainably successful products or services. The
answer lives in those who use them.
Our goal is to craft a strategy for creating successful users. And that strategy is full
of surprising, counter-intuitive, and astonishingly simple techniques that don’t depend
on a massive marketing or development budget. Techniques typically overlooked by
even the most well-funded, well-staffed product teams.
Every role is a key player in this game. Product development, engineering, marketing,
user experience, support — everyone on the team. Even if that team is a start-up of
one. Armed with a surprisingly overlooked science and a unique POV, we can
reduce the role of luck. We can build sustainably successful products and services
that rely not on unethical persuasive marketing tricks but on helping our users have
deeper, richer experiences. Not just in the moments while they’re using our product
but, more importantly, in the moments when they aren’t.
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BADASS

“In BADASS, Kathy Sierra — one of our brightest business minds — offers up a
surprising insight into what makes certain offerings shine in a competitive marketplace. Believe it or not, many people don’t care how awesome your product is.
Instead, they care about how awesome they are when they use your product. If
you can tap into that motivation, you’ve got gold. This books shows you how.”

Pre-release comments about Badass
“Kathy Sierra wants you to understand this: If your users like themselves
better when they use what you make, they’ll recommend it with a fervor
money simply cannot buy. No one gets this more clearly than Sierra, and
Badass is her way of helping you get it too.”
Clay Shirky
Author of Here Comes Everybody and Cognitive Surplus

“In Badass, Kathy Sierra—one of our brightest business minds -- offers up
a surprising insight into what makes certain offerings shine in a competitive
marketplace. Believe it or not, many people don’t care how awesome your
product is. Instead, they care about how awesome they are when they use
your product. If you can tap into that motivation, you’ve got gold. This books
shows you how.”
Daniel H. Pink
Author of New York Times bestsellers To Sell is Human and Drive

“Do NOT let the breezy presentation of the ideas here convince you that
the ideas themselves are lightweight. They’re not. Kathy Sierra has become
an expert in where expertise comes from, and with in this book she’ll show
you how to make your product’s users experts. Or, as she puts it, badass,
which is the perfect label for Kathy and for this book.”
Andrew McAfee
Cofounder of MIT’s Initiative on the Digital Economy and coauthor
of The Second Machine Age

“Every once in a while, someone comes along who sees the world more
clearly, and helps you to do the same. Every time I read Kathy Sierra, or hear
her speak, I feel smarter, more thoughtful, and more caring. She has that gift
of making everyone around her better. But what’s even more special, the
“better” she helps you with is the ability to help other people get better!
Genius!”
Tim O’Reilly
Founder and CEO of O’Reilly Media
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Our search for a formula begins with a question: why do these
keep selling but those don’t? What attributes do the bestsellers
have that their competitors don’t?
If we can’t use marketing and lowest price, what else could fuel
the success of bestselling products and services?
Something they do?
Something they are?
Something they have?
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This is also true

Amount of
crap we’ll put
up with

Desirability

Tolerance for problems is a
function of desirability
Even if we could deine “quality” in some useful,
objective way for a given product or service, if we
really like something, we’re willing to accept laws,
problems, issues, even a higher price.
Quality can drive desirability.
Desirability can drive (perceived) quality.

And high desirability makes us willing to
do more than just tolerate laws…
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And this is also true

Amount of crap
we’ll reinterpret
as NOT CRAP

Desirability

Reframing problems as not-problems is a function
of desirability
Desirability changes our perception of “laws.” The more we
love something, the more likely we are to not just tolerate
problems but reinterpret them as not problems.
We minimize, downplay, deny.
We spin bugs as features.
Product/service love is (nearly) blind.
For our formula, we’ll have to look somewhere else. Quality
(whatever that actually means) doesn’t guarantee desirability.
If highest quality isn’t our answer,
where else can we look? If the goal is
desirability, what makes that happen?
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A strategy based on out-friend or out-trend the
competition is exhausting and fragile.
What does an out-friend/out-trend strategy hope to “win”?

The brand engagement arms race.
They’re on Pinterest? We need to be there. They’ve got
YouTube videos? Let’s do that too. And oh, look, yet another
new social network where our brand needs a “presence.”
Trying to stay one follower, one like, one meme, ahead of
competitors is not a robust, durable strategy. It is not a
sustainable path to long-term success.
And is “engagement” really what we want?
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Word of Mouth

92%

say they trust
recommendations from friends and family
above all other forms of advertising

70%

say they trust online
consumer reviews, the second most
trusted recommendation above all other
forms of advertising.
Source: Nielsen’s Global Trust in Advertising report
http://www.nielsen.com/us/en/reports/2012/global-trust-in-advertising-and-brand-messages.html

The answer begins here.
True, trusted recommendations.
Not faked, bribed, or bought.
Not a brand masquerading as our “friend” on social media.
It doesn’t have to be from a person we actually know in reallife, but it must be from someone (or something) we trust
more than we trust a brand. And most of us still trust a total
stranger on Amazon more than the “brand friend” we “like”
on Facebook. (That we “liked” for a chance to win an iPod.)
Note: Amazon reviews aren’t entirely trusted either, thanks to wellpublicized stories of fake positive reviews by the author or fake negative
reviews by a rival. Even in the face of potentially fake reviews, we still trust them
more than we trust the brand’s own messages.

The Challenge


Prologue

16

sample content of Badass: Making Users Awesome
Philosophy Demystified for free
download online Sally's Candy Addiction: Tasty Truffles, Fudges & Treats For Your Sweet Tooth Fix
Eine neue Erde (Perry Rhodan Neo, Band 75; Protektorat Erde, Band 3) here
read Gardens: An Essay on the Human Condition online
http://korplast.gr/lib/Philosophy-Demystified.pdf
http://econtact.webschaefer.com/?books/European-Cinema--Face-to-Face-withHollywood--Amsterdam-University-Press---Film-Culture-in-Transition-.pdf
http://rodrigocaporal.com/library/The-SAGE-Dictionary-of-Sociology.pdf
http://cambridgebrass.com/?freebooks/When-We-Die--The-Science--Culture--and-Rituals-ofDeath.pdf
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