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SYNOPSIS/APPLICATION 
Seth Godin is one of the most enigmatic voices in marketing and business. In this small tome, 
Godin invites readers to see the shift in the paradigm of mass marketing and the emergence of a 
world where the weird shall inherit the earth. 

 
SELECTED QUOTES FROM THE BOOK 
“Marketers can be forgiven their nostalgia. Mass is no longer a scalable, predictable way to engage 
with the public.” 
  
“Mass is dead. Here comes weird.” 
  
“Mass, normal, weird & rich This is a book about four words and how the revolution we’re living 
through demands we change our understanding of what they mean.” 
  
“The opportunity of our time is to support the weird, to sell to the weird and, if you wish, to 
become weird.”  
  
“The epic battle of our generation is between the status quo of mass and the never-ceasing tide of 
weird.” 
  
“Are you confident enough to encourage people to do what’s right and useful and joyful, as 
opposed to what the system has always told them they have to do? Should we make our own 
choices and let others make theirs?” 
  
“It’s not an accident that our instincts, expectations and biases are organized around honoring the 
masses. We shun the outliers, train students to conform and reward companies that create 
historically efficient mass market products.” 
  
“Normal is a fine city, with good people. But Normal is not a fine dining hub; what’s more, it’s not 
a strategy, and it’s not a reflection on who we are or where we’re going. We’re not normal. We’re 
weird. All of us.” 
  
“This is precisely what marketers were seeking. In trying to build the biggest possible audience, 
they worked hard to have us ostracize people who weren’t as normal as we were.” 
  
“In this manifesto, I’m not talking about weird by birth, I’m talking about people who are making 
an affirmative choice to be weird.” 



  
“The key element of being weird is this: you insist on making a choice. ” 
  
“Over and over, we see that when you give people a choice, they take it.” 
  
“A computer should cost a billion dollars. Instead, you can buy one for $200. The reason? The 
insights and investments and innovations of a decade or two ago have already been paid for. We 
get the benefit of the innovations that came before, but we don’t have to pay for them—not just the 
advancements in manufacturing, but those in our networks, in our markets, and in the way various 
media leverage what we create.” 
  
”When an artist (not just a painter, but anyone creating new ideas and new work) is able to have his 
work amplified, it changes him and also raises the bar for those that would follow.” 
  
”As a result, the mass marketer keeps missing the point. He’s busy looking for giant clumps instead 
of organizing to service and work with smaller tribes. ”  
 
”For 5,000 years, if you wanted bread, you baked it. You baked it the way your mother did, from 
local ingredients, probably including whole grains. It wasn’t pretty, but perhaps it was good. 
Industrialization gave us the bakery and then the baking factory and then Wonder Bread. Wonder 
is white, refined, pure and always the same. Wonder is average bread for average people, 
advertised and promoted and homogenized. Wonder is the regular kind. In less than a century, we 
went from a culture of personal to one of industrialization—mass ruled. And then, of course, 
Wonder’s parent company went bankrupt, the ads went away and the curve spread out. The 
regular kind isn’t necessarily average bread for average people any longer.” 
  
”Something surprising is happening, though. The defenders of mass and normalcy and compliance 
are discovering that many of the bell curves that describe our behavior are spreading out.” 
  
”We’ve been living with the assumption of mass for so long, we don’t even notice that the 
assumption that everything must be normal is so deeply ingrained.” 
  
”Perhaps the most difficult (and often least productive) meetings that mass marketers have are 
about alienating groups of customers or vendors. If you persist in trying to be all things to all 
people, you will fail. The only alternative, then, is to be something important to a few people. And 
to get there? To get there you must disappoint some slightly engaged normal folks, who, to tell the 
truth, can probably live just fine without you.” 
  
”The key lesson: humanity and connection are trumping the desire for corporate scale.” 
  
”Average is for marketers who don’t have enough information to be accurate.” 
  
”If I’m standing on the corner of Houston and Greene Street at three o’clock in the afternoon, what I 
want, right there, right then, is the only media I am willing to consume. Don’t talk to me about a 
special offer at The Gap or a way to lower my company’s workers’ comp expenses. No, I just want 
to know where to get some chocolate sorbet in the next three minutes.” 
  
”Don’t waste a lot of time and money pushing kids in directions they don’t want to go. Instead, 
find out what weirdness they excel at and encourage them to do that. Then get out of the way.” 
  
”What has the highest correlation with happiness? Is it wealth? Your astrological sign? How 
attractive you are? In fact, Ronald Ingleheart and other researchers report that the ability to be  



weird, the freedom to make choices, and the ability to be heard are the factors most highly 
correlated with happiness around the world. Regardless of income or race or geography, when we 
let people choose among things that are important to them, they become happier. More varieties of 
jeans doesn’t necessarily make people happier, of course, but the opportunity to live where they 
want, say what they feel, express their desires, and choose a path certainly does.” 
  
”The easiest way to make noise within a community is to divide the tribe.” 
  
”The long-term plan is to train people to accept someone giving them orders. Sure, we can resort to 
physical force, but the arithmetic doesn’t support asymmetry. If you need one foreman for every 
subject, you’re not going to be able to scale.” 
  
”The challenge of your future is to do productive and useful work for and by and with the tribe that 
cares about you. To find and assemble the tribe, to earn their trust, to take them where they want 
and need to go.” 
 


