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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.
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Law # 5 -- Focus
The key to success in marketing is to find an effective way to come to own a word in the mind of the prospect.  .  .  .  .  .  . Page 3
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Over a period of time, most categories will divide into numerous segments, each acting like a category.  .  .  .  .  .  .  .  .  .  . Page 4

Law # 11 -- Perspective
The results of marketing programs only become apparent over an extended period of time.  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . Page 5

Law # 12 -- Line Extensions
There’s often an irresistible temptation to extend the equity of a successful brand into unrelated fields. .  .  .  .  .  .  .  .  .  .  . Page 5

Law # 13 -- Sacrifice
You have to actually give up all the choices and focus on one thing in order to achieve anything significant.  .  .  .  .  .  .  .  . 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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The real situation with any marketing program is quite often the exact opposite of how it is reported.  .  .  .  .  .  .  .  .  .  .  .  . Page 8
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Law # 22 -- Resources
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