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MAIN IDEA

It's basic human nature to assume that anything is possible. In a field like marketing, for example, most people would readily agree
with the idea you can achieve any marketing objective that can be named if you're energetic enough, creative enough and if you
have enough time and money.

Yet in the real world if you attempt to construct a new building ignoring the laws of nature (like sound engineering), you're going to
fail no matter how good your intentions. The same applies to building a marketing program. If you violate the 22 Laws of Marketing
(either intentionally or inadvertently), your marketing program is doomed to fail, irrespective of everything that may be done or every
resource that may be thrown at it.

In essence, the 22 Laws specify what will work in marketing and what doesn’t. As such, the laws govern marketplace success of
failure. Marketers and business managers can either learn these laws and work within their framework, or the laws will automatically
be working against them.

Law # 1 -- Leadership

It's always better to be first to market rather than waiting to get to market with a better product. . . . . . . . .. ... ... Page 2
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It's better to be first in the mind of the consumer than to be first in the marketplace. . . . . . . . . ... ... ... .... Page 2
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Marketing is never a battle of products. It is always a battle of perceptions. . . . . . . ... ... ... ... ... .. Page 3
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No two companies can own the same word in the mind of the prospect or customer. . . . . . . . ... ... ... .... Page 3
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Over the longer term, every marketing battle eventually becomes atwo horserace. . . . ... .. ... .. ... .... Page 4
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If you're aiming for second place in the industry, your best strategy is determined by the leader. . . . . . . . ... .. .. Page 4
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Over a period of time, most categories will divide into numerous segments, each acting like a category. . . . . . . . . .. Page 4
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The results of marketing programs only become apparent over an extended period of time. . . . . . .. .. .. ... .. Page 5
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For every attribute used in its marketing, there is an opposite attribute someone else can use effectively. . . . .. .. .. Page 6
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Anytime you admit a negative in your marketing, the prospect will treat that admission positively. . . . . . ... ... .. Page 6
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In every marketing situation, there is always one move that will open the floodgates of substantial success. . . . . . . . . Page 6
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Unless you're writing your competitor’s plans, the future will always be unpredictable. . . . . . .. ... ... ... ... Page 7
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Business success often leads to arrogance, which inturn leadsto failure. . . . . . . . ... .. .. ... ... ... .. Page 7
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Failure in marketing should be both expected and accepted. . . . . . . . . . . . . .. ... ... .. ... ... Page 7
Law # 20 -- Hype

The real situation with any marketing program is quite often the exact opposite of how itisreported. . . . . . . . . .. .. Page 8

Law # 21 -- Acceleration
Successful marketing programs are built on trends, not ontemporaryfads. . . . . . .. ... ... ... Page 8

Law # 22 -- Resources
Without adequate funding, a good idea will never getofftheground. . . . . . . . . .. ... ... .. ... .. ...... Page 8
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