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ADRIAN PIKE

Founder of baby food
company Rafferty's Garden

| REMEMBER I sat in my pool house struggling
with how to differentiate a product in the baby
food market, and | wandered into the kitchen and
there in the fridge was a pouch of soup. It wasn't
exactly what | wanted, but | knew then that there
was something there.

So | went to our friend Google and spent a lot
of time trying to track down the right packaging
company, | called many and eventually ended up
travelling to Korea and Japan, visiting factories and
finding the right supplier.

In a way, the pouch became an obsession, but
it has paid back that dedication many times over:
we're now the second-largest baby food company in
Australia, and the pouch is our signature.

The idea came from my biggest source of
inspiration — the customer. | looked at Mums' and
Dads’ need for convenience. You know there’s a lot
going on in a new parent’s life. | know that when
you have a new baby and you're out and about,
perhaps mealtimes can’t always be structured, and
so a glass jar or a tin can doesn’t really work.

So this style of pouch solves a big customer
problem. Mum has the pouch in her bag; it's not
going to break. She’s got a spoon, squirts it straight
onto the spoon, and hey presto. It's harder for us;
it would certainly be cheaper to put it in a glass jar
—you can do 500 glass jars in a minute and we're
lucky to be able to do 80 pouches. But it pays off.

One thing | do know, ideas grow out of your
passion. |'ve always had a passion for cooking,
and owned a chain of trendy cocktail bars and
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Where my ideas come from continued

restaurants in London called Zazubaa. But
the baby food business really grew out of the
coincidence of tragedy and joy in my life.

My wife was diagnosed with cancer just after
my son was born. She passed away four years
later, a year and a half ago. | spent those years
nutritionally caring for people at different ends
of their lives, and realised how similar their
needs are. When a person is sick like that, they
have real nutritional needs, but at the same
time, it's often too late. Children are the future,
so | decided to do something for them.

When | looked into the baby food market |
was outraged, completely shocked. | couldn’t
believe that the conglomerates of the world
were running this cash cow and absolutely
couldn’t give a monkey’s about the consumer.

If they spent five minutes thinking about the
lifestyle of the busy mother, they'd realise how
inconvenient their product is. And have they
ever tried their own baby food? | don’t think
they’ve ever had the lid off.

Ideas are everywhere, but one very useful
source of inspiration is your competitors. For
instance, we recently started a line of baby
rusks. | looked down the baby snack aisle, and
could only see products full of rubbish. So we
started a line that is not full of rubbish.

Really, the most valuable ideas come from
the market itself — from your customers and
their needs. I've always been an ideas guy,
don’t ask me why or how. They just pop into
my head, and then | work to make them better.

| don’t read books — | don’t have time. | read
contracts all day so the last thing | want to do
is read a book. But | do watch TV. Just a few
weeks ago, | was watching a show on the death
of Michael Jackson. One thing | found really
inspirational — he was a perfectionist. He was
doing a stage show, and he wanted it to be
the best stage show ever. His manager said:
“Michael, this is going to cost you a fortune.”
He said, “I don’t care, I'm doing it for my
fans.” | found that incredibly inspirational and
| watched it a couple of times.

Ninety percent of my ideas come from inside
my own head. | have a bit of a child’s mind,
with a creative side to it, and I'll have crazy
ideas while I'm in the car or on an airplane. |
sleep about six hours a night, because the rest
is spent working, but when | wake up I'll often
have a head full of ideas. | have a dictaphone
beside my bed, and | shout ideas into it, so
when | get to my desk at 7am, I'm ready to go.
Adrian Pike spoke o Mike Hanley
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¢ BORROWING
BRILLIANGE: How to
build on the ideas
of others
David Kord Murray
Viking $29.95
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IN JOURNALISM
there’s an old saying:
borrowing from one
source is plagiarism;
borrowing from 10 is
research. The same, it
turns out, is true in all
creative endeavours, at
least according to David
Kord Murray.

There is nothing new
under the sun. Murray's
view, therefore, is
that all new ideas and
innovations can only
ever be combinations of
existing ideas.

Murray is a former
aerospace engineer
and entrepreneur who
decided to start his own
marketing company.

One of his clients was
Intuit, a Fortune-500

software behemoth,

for whom he designed

a direct-marketing
campaign, taking most
of the ideas from the
client’s competitors,
with some customised
tweaks. The program
impressed the CEO so
much, he created a new
position for Murray:
head of innovation, new
ideas guru, teacher of
inspiration.

This position gave
Murray the time and
space to develop a
formal program for
“borrowing brilliance”.
There are six steps:
defining the problem,
borrowing ideas,
combining ideas,
incubating the solution,
judging and enhancing
the solution.

Murray's book is easy
to read, if a bit cheesy,
and his program doesn’t
require genius, only an
openness to borrowing
that many creatives
would rather keep a
deep, dark secret.
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ENGLISH ESSENTIALS:
The wouldn’t-be-
without-it guide to
writing well

Mem Fox and

Lyn Wilkinson
Macmillan

$26.99
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AS A writer paid
inordinate amounts of
money to implement
the techniques

outlined in this book,
recommending it is no
doubt bad business. A
bit like Coca-Cola giving
away the recipe to its
black, fizzy drink.

But most executives
would get more out of
what this book preaches
than out of any number
of breathlessly written
books on new business
models or breakthrough
creativity.

Many brilliant
businesspeople wax
lyrical in the meeting
room but go blank when
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