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The must-read summary of Al Ries and Jack Trout's book: "The 22 Immutable Laws of
Marketing". This complete summary of the ideas from Al Ries and Jack Trout's book "The 22
Immuable Laws of Marketing" shows that there is a widely-held assumption that marketing is a
field in which anyone can succeed, with enough enthusiasm. This summary shows that
marketing has rules of success, just like any other profession. It highlights the 22 laws of
marketing and explains why failure will ensue, should you break them. Added-value of this
summary: • Save time • Understand the key concepts • Expand your knowledge of marketing
To learn more, read "The 22 Immuable Laws of Marketing" and discover the truth about
marketing!
Lee Kuan Yew played the pivotal role in Singapore’s transition from British Crown Colony to
independent developing nation, and on to the economically powerful and diplomatically
influential city-state it is today. Throughout this surprising and at times painful journey, he has
proved a charismatic and occasionally controversial leader. Lee is a conviction politician whose
speeches are unambiguous, characterful and eminently quotable; this collection of almost 600
short quotations provides a compelling summary of his views on a wide range of topics from
Singapore’s past, present and future. In Lee's own words: "I have been accused of many
things in my lfe, but not even my worst enemy has ever accused me of being afraid to speak
my mind."
The author of Positioning and Marketing Warfare summarizes his key ideas about marketing
strategy in an accessible format, discussing the ways in which "positioning" is an essential
concept in marketing.
In this business essential for the Digital Publishing professional, Indie Authors will learn the
hands-on marketing strategies they never teach you in a creative writing course. These
immutable laws are your guideposts on the road to success in the Digital Publishing industry.
Choose to read the signs along the way or ignore them at your own risk. The 22 Immutable
Laws of Marketing (for Indie Authors) will remain immutable with or without you.* Learn how to
apply the Law of Leadership and Law of Focus to make your unique Author Voice into a secret
weapon.* Learn how the Law of Duality and Law of Opposites can move you up the product
ladder for your category.* Learn what 3 things from the Law of Sacrifice can save you when the
Law of Unpredictability comes into play.* Learn how to calculate the cost and lead time for
production of your next book in applying the Law of Resources.
What Charles Darwin did for biology, Al and Laura Ries do for branding. In their exciting new
book, The Origin of Brands, the Rieses take Darwin's revolutionary idea of evolution and apply
it to the branding process. What results is a new and strikingly effective strategy for creating
innovative products, building a successful brand, and, in turn, achieving business
success.Here, the Rieses explain how changing conditions in the marketplace create endless
opportunities to build new brands and accumulate riches. But these opportunities cannot be
found where most people and most companies look. That is, in the convergence of existing
categories like television and the computer, the cellphone and the Internet. Instead, opportunity
lies in the opposite direction—in divergence. By following Darwin's brilliant deduction that new
species arise from divergence of an existing species, the Rieses outline an effective strategy
for creating and taking to market an effective brand. In The Origin of Brands, you will learn how
to: Divide and conquer Exploit divergence Use the theories of survival of the firstest and
survival of the secondest Harness the power of pruning Using insightful studies of failed
convergence products and engaging success stories of products that have achieved worldwide
success through divergence, the Rieses have written the definitive book on branding. The
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Origin of Brands will show you in depth how to build a great brand and will lead you to success
in the high-stakes world of branding.
The 22 Immutable Laws of MarketingProfile Books(GB)
"A business book with a difference: clear-cut advice, sharp writing and a minimum of
jargon."Newsweek "Revolutionary! Surprising!"Business Week "Chock-a-block with examples
of successful and failed marketing campaigns, makes for a very interesting and relevant
read."USA Today
A veteran Wall Street Journal editor and authority on branding, marketing and reputation
provides the 18 crucial rules for companies to follow in developing and protecting their
reputation, which can be their most valuable asset or their worst nightmare. A must read book
for senior executives, consultants, advertising, public relations, and marketing professionals.
From Enron and WorldCom to the Catholic Church and Major League Baseball, reputation
crises have never been more widespread. Now Ronald J. Alsop, a veteran Wall Street Journal
authority on branding and reputation management, explains the dangers—and gives
organizations the eighteen crucial laws to follow in developing and protecting their reputations.
Consider this example of a simple decision made by a low-ranking employee: When rescue
workers at the site of the World Trade Center disaster sought bottled water from a nearby
Starbucks outlet, they complained that an employee charged them for it. In a matter of hours,
the Internet had picked up the story and Starbucks' carefully cultivated worldwide reputation
was quickly besmirched. This is just one instance among many of how the business world,
ever more global and competitive, has become increasingly difficult to navigate. Studies have
demonstrated the powerful impact of reputation on profits and stock prices, and yet less than
half of all companies have a formal system for measuring reputation. Clearly, companies in
every industry—from Dow Chemical to Disney to DaimlerChrystler—have much more to learn. It
is still the rare company that realizes the full value of its reputation: how corporate reputation
can enhance business in good times, become a protective halo in turbulent times, and be
destroyed in an instant by people at the lowest or highest levels of the corporate ladder. Mr.
Alsop provides eighteen thoroughly documented lessons based on years of experience
covering every aspect of corporate reputation, with a clear distillation of the complex principles
at the heart of a reputation. He explains: • How to protect your reputation when the inevitable
crisis hits • How to cope with the many hazards in cyberspace • How to create a reputation for
vision and industry leadership • How to establish a culture of ethical behavior • How to
measure and monitor your ever-changing public image • How to make employees your
reputation champions • How to decide when it's time to change your name The result is a book
that is important not only for business executives, consultants, and advertising, public relations,
and marketing professionals but also for anyone eager to learn more about the companies they
work for, buy from, and invest in.
London 1962In the midst of the Cuban Missile Crisis and the onslaught of Beatle Mania, a
young woman swaps a solitary home shared with a shell-shocked war veteran father, for
university in the north of England. While there she meets mysterious Professor Fielding and
the enigmatic Doctor Porter, two men who will change her life forever. The Price of Experience
is a coming of age tale about love, survival and sacrifice set against the backdrop of war, it tells
the story of three very different lives irrevocably altered by one very simple choice..
The 22 Immutable Laws Of Branding is a definitive text on branding, distilling the complex
theories and principles behind this key marketing term. World-renowned marketing guru AI
Ries and his daughter and business partner Laura Ries examine brand-blazing strategies from
the world's best, including Coca-Cola, Xerox, BMW, Federal Express and Starbucks, to provide
you with the expert insight you need to build a world-class brand.
getAbstract Summary: Get the key points from this book in less than 10 minutes.Using actual
examples and sharp analysis, Al Ries and Jack Trout offer 22 "laws" that amount to a basic,
Page 2/9

Read Online The 22 Immutable Laws Of Marketing Exposed And Explained
By The Worlds Two
concise distillation of their marketing experience and wisdom. Their examples are pithy enough
to keep the most jaded marketing person engaged. And their lessons are embedded verities
that would be hard to dispute. The only drawback is that this classic may be a bit dated, so it is
interesting to see how surprisingly well some of their original observations have fared over the
years. getAbstract recommends this classic to anyone seriously interested in marketing. After
all, you can't ignore the law.Book Publisher:Profile Books
It shook up the world of marketing with all the force of a 20-megaton bomb, and now, two
decades later, Positioning is still as fresh and, perhaps, even more relevant, for advertisers in
the New Economy. To commemorate the 20th anniversary of the classic book that changed an
industry, McGraw-Hill has reunited mavens of marketing Al Ries and Jack Trout to make
available to another generation of advertisers the book that forever changed the way
advertising is done.The 20th Anniversary Edition features commentary from the authors that
offers fresh insight into why positioning a product in a prospective customer's mind is still the
most important strategy in business. Ries and Trout look back over two decades of campaigns,
offering penetrating analyses of some of the most phenomenal successes and unbelievable
failures in advertising history.The first book to deal with the problems of communicating to a
skeptical, over-communicated public, Positioning describes a revolutionary approach to
creating a position in a prospective customer's mind that reflects a company's own strengths
and weaknesses as well as those of its competitors. Writing in their trademark witty, fast-paced
style, Ries and Trout explain how to position an industry leader so that it gets into people's
minds and stays there, how to position a follower so that it can occupy a space not claimed by
the leader, and how to avoid letting a second product ride on the coattails of an established
one.
Connecting Cutting-Edge Science with Classical Wisdom The Akashic Field is a cosmic field in
which all information and knowledge is interconnected and preserved. Our very reality is
anchored in this vast sea of connected information that gives rise to everything—from specks of
stardust in the outer cosmos to consciousness itself. In The Immutable Laws of the Akashic
Field, Dr. Ervin Laszlo, renowned authority in the fields of new science, consciousness, and
spirituality, has written an accessible introduction to the mysteries of the Akashic Field,
explaining how leading science supports this ancient intuition of the deep reality of the
universe. The Immutable Laws of the Akashic Field also features contributions from other
leading voices, including Dr. Maria Sagi, Christopher M. Bache, and Kingsley L. Dennis along
with a foreword by Marianne Williamson. This approachable text offers a brilliant introduction to
and bold affirmation of one of the most profound wonders of our universe.
Ries and Trout share their rules for certain successes in the world of marketing. Combining a
wide-ranging historical overview with a keen eye for the future, the authors bring to light 22
superlative tools and innovative techniques for the international marketplace. Presented with
irreverant but honest insights, their advice often flies in the face of conventional but not always
successful wisdom. They explore marketing campaigns that have succeeded and those that
have failed, why good ideas never lived up to expectations, and offer their own ideas on what
would have worked better.
Two world-renowned marketing consultants and bestselling authors present the definitive rules
of marketing.
Now that product differences are rapidly and easily copied, or are perceived to be minimal,
differentiating a company's products and services from the competition has become key to
corporate survival. Marketing guru Jack Trout delivers a practical guide for businesses on
developing powerful differentiation strategies.

Stories define our reality as human beings. The stories you tell-- as an individual, a
business, an organization--will shape yours. LEARN TO MOVE MARKETS Whether
you have a product to sell, a fundraising goal to reach, a political agenda to push--any
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change you'd like to make--crafting the right message, telling the right story, is how you
effect the change you seek. In this book, you'll find the laws that govern the creation of
impactful messaging. A framework, consumable in a single sitting, to act as a guiding
light for the messages you'll create. Craft high-impact messages and you can shape
culture, drive sales, incite movements--mold the world around you. Fail, and instead
craft bland, apathetic messages, and you'll find yourself yet another voice, lost in the
crowd. While there is no singular template for crafting a high impact message, there are
laws that govern what works. If you're ready to spark your movement, sit down, dig in.
LET'S GO. BUSINESS/MARKETING-GENERAL THE 12
What to Say, How to Say It, Why It Matters If you're trying to sell something-whether it's
a product, a service, or an idea-you are facing a new era of consumers who listen less
and question more. The Language of Trust is for anyone who must sell ideas, products,
services, or even themselves to a public that just doesn't want to hear it. Based on
pioneering consumer research, The Language of Trust shows you how to regain the
confidence of your clients and customers and communicate with them on their terms.
You'll learn what words to use, what words to lose, and how to structure your message
to overcome skepticism and build and keep the trust of your audience.
Ries and Trout share their rules for certain successes in the world of marketing.
Combining a wide-ranging historical overview with a keen eye for the future, the authors
bring to light 22 superlative tools and innovative techniques for the international
marketplace.
Want more free books like this? Download our app for free at
https://www.QuickRead.com/App and get access to hundreds of free book and
audiobook summaries. Learn about the easy and proven way to build good habits and
break the bad ones. What’s a habit? If someone were to ask you about your daily
habits, you might need some time to think about them. That’s because a habit, by
definition, is an act that you perform automatically by instinct. Like when you walk into a
dark room, you instinctively turn on a light switch, right? Habits are actions you don’t
even have to think about, which is why you might not realize how a small daily action
can have a powerful effect on your life. If you’re saving a dollar a day or smoking a
cigarette a day, these actions may not seem like much now, but twenty years from now,
those habits can either make you rich or, unfortunately, kill you. That’s why it’s
important to understand how habits are formed, so you can learn how to kick the bad
habits, implement the healthy ones, and take back control of your life.
The CIA's first Black officer uses his training in organizing a ghetto army to destroy
white America
This book is for anyone with a brand.It is a book about future-proofing your brand's
identity. It will help you set up a long-term strategy to build Distinctive Assets, and tell
you what you need to do to protect them.Do you want to get better at branding?You'll
learn which strategies and actions work, as well as which ones don't, to help you take
advantage of opportunities and avoid minefields.Building Distinctive Brand Assets is for
anyone with a brand logo, font or colour scheme, and is essential reading for those who
have wondered if (or have been told) it's time for a change. Readers will learn how to
set up a long-term strategy to build a strong brand identity, and how to make use of
knowledge, metrics and management systems in order to build and protect a brand's
Distinctive Assets.Building Distinctive Brand Assets is divided into three sections that
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capture the processes involved in brand asset creation, implementation and ongoing
management. The first section is focuses on strategy, and covers how Distinctive
Assets are created and their role in a broader brand equity building. The second section
covers measurement approaches, and how to use and interpret key metrics. The third
section delves into the strengths and weaknesses of different types of assets and
introduces the idea of a Distinctive Asset palette. This section also outlines how to set
up a Distinctive Asset management system to provide an early warning system to
identify potential threats before they evolve into major issues.
Offers revised thinking on management practice, emphasizing tactics, rather than
arbitrary decision making, to guide strategy, and contains step-by-step procedures for a
marketing campaign
How maverick companies have passed up the growth treadmill — and focused on
greatness instead. It’s an axiom of business that great companies grow their revenues
and profits year after year. Yet quietly, under the radar, a small number of companies
have rejected the pressure of endless growth to focus on more satisfying business
goals. Goals like being great at what they do, creating a great place to work, providing
great customer service, making great contributions to their communities, and finding
great ways to lead their lives. In Small Giants, veteran journalist Bo Burlingham takes
us deep inside fourteen remarkable companies that have chosen to march to their own
drummer. They include Anchor Brewing, the original microbrewer; CitiStorage Inc., the
premier independent records-storage business; Clif Bar & Co., maker of organic energy
bars and other nutrition foods; Righteous Babe Records, the record company founded
by singer-songwriter Ani DiFranco; Union Square Hospitality Group, the company of
restaurateur Danny Meyer; and Zingerman’s Community of Businesses, including the
world-famous Zingerman’s Deli of Ann Arbor. Burlingham shows how the leaders of
these small giants recognized the full range of choices they had about the type of
company they could create. And he shows how we can all benefit by questioning the
usual definitions of business success. In his new afterward, Burlingham reflects on the
similarities and learning lessons from the small giants he covers in the book.
Amoral, cunning, ruthless, and instructive, this multi-million-copy New York Times
bestseller is the definitive manual for anyone interested in gaining, observing, or
defending against ultimate control – from the author of The Laws of Human Nature. In
the book that People magazine proclaimed “beguiling” and “fascinating,” Robert
Greene and Joost Elffers have distilled three thousand years of the history of power into
48 essential laws by drawing from the philosophies of Machiavelli, Sun Tzu, and Carl
Von Clausewitz and also from the lives of figures ranging from Henry Kissinger to P.T.
Barnum. Some laws teach the need for prudence (“Law 1: Never Outshine the
Master”), others teach the value of confidence (“Law 28: Enter Action with Boldness”),
and many recommend absolute self-preservation (“Law 15: Crush Your Enemy
Totally”). Every law, though, has one thing in common: an interest in total domination.
In a bold and arresting two-color package, The 48 Laws of Power is ideal whether your
aim is conquest, self-defense, or simply to understand the rules of the game.
Capture their attention-and keep it! With the rise of digital media, you'd think it would be
easier than ever to be heard. Yet, most messages fail to cut through the clutter.
Consumers are overwhelmed. Ads alone aren't effective. And you can't just churn out
content and connect on every social network. To stand out today, you need to start with
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your brand. Brand Now uncovers the new rules of branding in our complex and chaotic
world. Written by the author of Get Scrappy, the digital marketing bible for business,
this latest book explains how to build brands that resonate both online and off. The
book helps you: Create a brand with meaning * Reinforce it with the right touchpoints *
Hone your brand's unique story * Share it through engaging content * Cultivate a sense
of community * Craft a coherent experience * Stand out with simplicity and
transparency The world may be growing louder, but with Brand Now's big ideas and
practical toolbox, you can break through the noise-and win a place in the hearts and
minds of your customers.
The first book to deal with the problems of communicating to a skeptical, media-blitzed
public, Positioning describes a revolutionary approach to creating a "position" in a
prospective customer's mind-one that reflects a company's own strengths and
weaknesses as well as those of its competitors. Writing in their trademark witty, fastpaced style, advertising gurus Ries and Trout explain how to: Make and position an
industry leader so that its name and message wheedles its way into the collective
subconscious of your market-and stays there Position a follower so that it can occupy a
niche not claimed by the leader Avoid letting a second product ride on the coattails of
an established one. Positioning also shows you how to: Use leading ad agency
techniques to capture the biggest market share and become a household name Build
your strategy around your competition's weaknesses Reposition a strong competitor
and create a weak spot Use your present position to its best advantage Choose the
best name for your product Determine when-and why-less is more Analyze recent
trends that affect your positioning. Ries and Trout provide many valuable case histories
and penetrating analyses of some of the most phenomenal successes and failures in
advertising history. Revised to reflect significant developments in the five years since its
original publication, Positioning is required reading for anyone in business today.
So you ve mastered the art of marketing. You ve positioned your company, branded
your product, and targeted your consumer. Unfortunately, in today s economy, that s
not enough. You need REPOSITIONING.A brilliant new approach to consumer
psychology and corporate identity, this groundbreaking and game-changing guide
shows you how to . . .RETHINK your current marketingREFOCUS your consumer
brandingREASSESS your company s strengthsREPOSITION your corporate
identityRECLAIM your competitive edge
Bestselling marketing guru Al Ries and his daughter and partner Laura divulge the
revolutionary strategies needed to successfully build your company, product or service
into a profitable brand using the internet. The Internet is the first major new
communication medium to be introduced since television and businesses ignore it at
their peril. If the Internet is going to take its place alongside the other major media it will
be because it exploits a powerful new attribute - interactivity. The Internet will make
traditional forms of branding, such as conventional advertising, redundant. In order to
succeed in branding on the net, the message to customers must be interactive. Al and
Laura Ries examine this dilemma and explain how their other revolutionary principles
can help your company to build a brand on the net. Like the 22 Immutable Laws of
Marketing and the 22 Immutable Laws of Branding, this will be a smart snappy read full
of practical advice and marketing savvy. The authors will use anecdotes from their own
consulting business with top companies to illustrate how Internet branding really works.
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22 Immutable Laws of Marketing is a collection of 22 self-made laws by authors Al
Riesand Jack Trout which is based on their years of experience in marketing as well
asknowledge acquired over these years. It is important for anyone who has an interest
inmarketing to read these laws.
Bestselling authors and world-renowned marketing strategists Al and Laura Ries usher
in the new era of public relations. Today's major brands are born with publicity, not
advertising. A closer look at the history of the most successful modern brands shows
this to be true. In fact, an astonishing number of brands, including Palm, Starbucks, the
Body Shop, Wal-Mart, Red Bull and Zara have been built with virtually no advertising.
Using in-depth case histories of successful PR campaigns coupled with those of
unsuccessful advertising campaigns, The Fall of Advertising provides valuable ideas for
marketers -- all the while demonstrating why advertising lacks credibility, the crucial
ingredient in brand building, and how only PR can supply that credibility; the big bang
approach advocated by advertising people should be abandoned in favor of a slow
build-up by PR; advertising should only be used to maintain brands once they have
been established through publicity. Bold and accessible, The Fall of Advertising is
bound to turn the world of marketing upside down.
This expanded and updated edition of one of the most trusted and referenced
leadership books of all time features new insights and revised content that is
fundamental for any leader. Internationally recognized leadership expert, speaker, and
author John C. Maxwell has taken this million-seller and made it even better: Every Law
of Leadership has been sharpened and updated Seventeen new leadership stories are
included Two new Laws of Leadership are introduced New evaluation tool will reveal
your leadership strengths—and weaknesses New application exercises in every chapter
will help you grow Why would Dr. Maxwell make changes to his best-selling book? “A
book is a conversation between the author and reader,” says Maxwell. “It’s been ten
years since I wrote The 21 Laws of Leadership. I’ve grown a lot since then. I’ve taught
these laws in dozens of countries around the world. This new edition gives me the
opportunity to share what I’ve learned.”
Make work simple by using the tools and tactics that are right for you Your time is under attack.
You just can’t get enough done. You find yourself wondering where the hours go. You’ve tried
every time-management system you can get your hands on—and they’ve only succeeded in
making your work more complicated. Sound familiar? If you sometimes feel you spend more
time managing your productivity than doing actual work, it’s time for a change. In Work Simply,
renowned productivity expert Carson Tate offers a step-by-step guide to making work simple
again by using the style that works best for you. Tate has helped thousands of men and
women better manage their time and become more productive. Her success owes partly to the
realization that most of us fit into one of four distinct productivity styles: Arrangers, who think
about their projects in terms of the people involved; Prioritizers, who are the definition of “goaloriented”; Visualizers, who possess a unique ability to comprehend the big picture; and
Planners, who live for the details. In this book, you’ll learn How to identify your own
productivity style as well as the styles of those around you—bosses, coworkers, staff, and
family. How to select your “tools of the trade” to maximize your effectiveness, from the style of
pen you use to the way you decorate your office. When face-to-face conversations are more
effective than e-mails—and vice versa. What it takes to lead the perfect meeting. Why a messy
desk is right for some, but a disaster for others—and how to tell. After reading Work Simply,
you’ll come away with a productivity system that truly and fundamentally fits you—and you’ll
never feel overwhelmed again.
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This marketing classic has been expanded to include new commentary, new illustrations, and
a bonus book: The 11 Immutable Laws of Internet Branding. Smart and accessible, The 22
Immutable Laws of Branding is the definitive text on branding, pairing anecdotes about some
of the best brands in the world, like Rolex, Volvo, and Heineken, with the signature savvy of
marketing gurus Al and Laura Ries. Combining The 22 Immutable Laws of Branding and The
11 Immutable Laws of Internet Branding, this book proclaims that the only way to stand out in
today's marketplace is to build your product or service into a brand—and provides the step-bystep instructions you need to do so. The 22 Immutable Laws of Branding also tackles one of
the most challenging marketing problems today: branding on the Web. The Rieses divulge the
controversial and counterintuitive strategies and secrets that both small and large companies
have used to establish internet brands. The 22 Immutable Laws of Branding is the essential
primer on building a category-dominating, world-class brand.
What if there are some rules to living? What if these “laws” are frequently broken? In fact, you
probably are breaking some of them right now. Anyone struggling or feeling stuck in life is
breaking at least one of these laws. Just like gravity, these laws affect every person, whether
that person understands them or not. Instead of breaking the laws (even without realizing it),
readers discover how to obey the laws. They learn how to get “unstuck,” find success without
chasing it, and finally, obtain peace. The Immutable Laws of Living helps readers understand:
Why life isn’t fair, and why that isn’t the problem. How to deal with life challenges, and come
out ahead. How your thoughts keep you stuck, and how to free yourself. Why fighting change
won’t work, and why you don’t have to. How to deal with your fears and get them to help you.
How to make a real and lasting impact. If you believe there are hidden rules or laws to living a
great life, there are. And you can learn them for yourself. Follow the laws and learn to thrive!
In this book, we have hand-picked the most sophisticated, unanticipated, absorbing (if not at
times crackpot!), original and musing book reviews of "The 22 Immutable Laws of Branding:
How to Build a Product or Service Into a World-Class Brand." Don't say we didn't warn you:
these reviews are known to shock with their unconventionality or intimacy. Some may be
startled by their biting sincerity; others may be spellbound by their unbridled flights of fantasy.
Don't buy this book if: 1. You don't have nerves of steel. 2. You expect to get pregnant in the
next five minutes. 3. You've heard it all.
Why are most slogans and taglines ineffective? Because they're just words and a mind cannot
understand words. A mind can only understand sounds. Why do most Americans remember
the battlecry of the French Revolution (Libert , galit , fraternit ) when they cannot remember the
battlecry of the American Revolution? Because the sounds of the words "Libert , galit , fraternit
" rhyme and that's one of the powerful techniques for creating a memorable slogan. In addition
to "rhyme," there are four other techniques outlined in my new book, Battlecry. (1) Rhyme:
"Roto-Rooter, that's the name. And away go troubles down the drain." (2) Alliteration: "M&Ms
melt in your mouth, not in your hands." (3) Repetition: "The few. The proud. The Marines." (4)
Reversals: "Two great tastes that taste great together. Reese's peanut butter cups." (5) Doubleentendre: "A diamond is forever." You might think companies and their ad agencies would be
wise to these techniques. But few slogans actually use any of these memory-building tactics. In
a recent survey of 266 advertising slogans, only 19 used any one of them. Battlecry is a
companion book to my previous book, Visual Hammer, and should be read together. Creating
a slogan is only half the battle. The other half of the battle is a visual that will help drive your
slogan into prospects' minds. The contour bottle helps drive "The real thing" into the minds of
cola drinkers. The duck helps drive the Aflac name into prospects' minds. The straw-in-theorange helps drive "Not from concentrate" into the minds of Tropicana buyers. Even "The
ultimate driving machine" would not have been effective, in my opinion, without a visual
hammer. And what was BMW's visual hammer? It was the television commercials showing
BMWs being driven over winding road by happy owners. Over the years, there have been
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many advertising campaigns showing beautiful automobiles being driven over lush, winding
roads. The hammers are terrific, but the nails are missing. The trick is to find the right
combination of a visual hammer and a verbal nail. And my two books, Battlecry and Visual
Hammer, can help you do exactly that.
Do you want more free book summaries like this? Download our app for free at
https://www.QuickRead.com/App and get access to hundreds of free book and audiobook
summaries. Learn how to build a product or service into a World-Class Brand. Imagine walking
into a pharmacy in search of a new shampoo. As you browse the shelves, you’re met with
countless options. How do you know which one to choose? In today’s world, we are
bombarded with products and it’s becoming increasingly harder to create a product that
stands out on the shelves. Now, thanks to marketing gurus Al and Laura Ries, you can learn
about the success of some of the biggest brands in the world, including Rolex, Volvo, and
Coca-Cola. With step-by-step guides on how to stand out, the key to building a successful
business is in the branding. As you read, you’ll learn about The 22 Immutable Laws of
Branding used by some of the most successful companies in the world. Learn everything
including how to choose a company name, how to design an effective logo, and even how
brands make critical errors that only diffuse their power and quality.
A newly revised and expanded edition of the revolutionary business classic, Differentiate or
Die, Second Edition shows you how to differentiate your products, services, and business in
order to dominate the competition. Veteran marketing guru Jack Trout uses real-world
examples and his own unique insight to show you how to bind customers to your products for
long-term success and loyalty. This edition includes new case studies, new research, and
updated examples from around the world.
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