
44 Immutable laws 

Ries and Trout managed o distill their years of working 
on marketing principles and problems into a concise yet 
profound set of basic laws that generally govern success 
and failure in the marketplace. 
Though this book was written 6 years ago, each of the 22 

laws still ring true today (just as the laws of positioning 
are still valid all these years later). 
Since 22 Immutable Laws Of Marketing is the older of 
the two books (one you should have already read by now 

several times), our review will be more along the lines 
of "refresher" points. 

The 22 Immutable Laws Of Marketing 

1 - The Law Of LEADERSHIP 
It's better to be first than it is to be better. 
Charles Lindbergh was the first person to fly the Atlantic 
Ocean solo. Who was the second? 
(For trivia buffs: "Who Is Bert Hinkler, Alex ? ") 

It's why consumers remember Hertz over Avis in rental 
cars. Coke over Pepsi in cola. And Time over 
Newsweek in news weeklies. 

2 - The Law Of The CATEGORY 
If you can't be first in a category, set up a new 
category you can be first in. 
Everyone knows Lindbergh was first to fly the Atlantic 
solo. No one remembers Hinkler was second. But 

everyone knows the third Amelia Earhart (because she 
was the first woman). 
Charles Schwab didn't open a better brokerage firm. He 

opened the first discount broker. 

3 - The Law Of The MIND 
It's better to be first in the mind than to be first in the 
marketplace. 
The first personal computer was not the IBM PC (it was 

the MITS Altair 8800). 

"In order to succeed, 
you must know what you 
are doing, like what you 
are doing, and believe 
in what you are doing ". - Will Rogers 
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4 - The Law Of PERCEPTION 
Marketing is not a battle of products, it's a battle of 
perceptions. Coke doesn't win the taste -test, they 
win the marketing battle. (Conclusion: the cola -wars are 
a battle of perceptions, not of taste). 

5 - The Law Of FOCUS 
The most powerful concept in marketing is owning a 

word in the prospects mind. IBM owns "computer". 
Hershey's "chocolate ". Norstrom's "service ".' 

6 - The Law of EXCLUSIVITY 
Two companies cannot own the same word in the 
prospect's mind. Many companies have paid the 
price for violating the law of exclusivity. Burger King 
once tried to become the fastest hamburger chain in the 
country (what they overlooked was that McDonald's was 
already perceived that way). 

7 - The Law Of The LADDER 
The marketing strategy to use depends on which 
rung you occupy on the ladder. After years of losses 
trying to be #1, Avis made an entire campaign out of 
their position on the rental -car ladder. "We're #2, so we 

try harder". 7 -Up wasn't the #1 soft drink, so it became 
the alternative to cola ( "The Uncola "). 

8 - The Law Of DUALITY 
In the long run, every market becomes a two -horse 
race. Coke, Pepsi, and Royal Who? Doesn't mean 

there isn't a #3. Just that they're way down the ladder in 

market share. 

9 - The Law Of The OPPOSITE 
If you're shooting for second place, your strategy is 

determined by the leader. Scope hung the "medicine 
breath" label on its Listerine competition. 

1 o - The Law Of DIVISION 
Over time, a category will divide and become two or 
more categories. Like computers split into mainframes 
and minis, PCs, laptops, notebooks, and palmtops. 
Like the various layers of car wars. And like music 
formats in Radio! Hybrid derivatives mean most major 
markets have several distinct brands of AC, Country, 
Oldies, Rock, Urban, etc. Divisions within divisions. 

(Continued - see 44 Immutable Laws on page 5) 
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