	The 22 Immutable Laws of Marketing

	These are the chapter heading from The 22 Immutable Laws of Marketing, by Ries & Trout, Harper Business.

1. It is better to be first than it is to be better. 

2. If you can't be first in a category, set up a new category you can be first in. 

3. It is better to be first in the mind than to be first in the marketplace. 

4. Marketing is not a battle of products, it's a battle of perceptions. 

5. The most powerful concept in marketing is owning a word in the prospect's mind. 

6. Two companies cannot own the same word in the prospect's mind. 

7. The strategy to use depends on which rung you occupy on the ladder. 

8. In the long run, every market becomes a two horse race. 

9. If you are shooting for second place, your strategy is determined by the leader. 

10. Over time, a category will divide and become two or more categories. 

11. Marketing effects take place over an extended period of time. 

12. There is an irresistible pressure to extend the equity of the brand. 

13. You have to give up something to get something. 

14. For every attribute, there is an opposite, effective attribute. 

15. When you admit a negative, the prospect will give you a positive. 

16. In each situation, only one move will produce substantial results. 

17. Unless you write your competitor's plans, you can't predict the future. 

18. Success often leads to arrogance, and arrogance to failure. 

19. Failure is to be expected and accepted. 

20. The situation is often the opposite of the way it appears in the press. 

21. Successful programs are not built on fads, they're built on trends. 

22. Without adequate funding, an idea won't get off the ground. 

 


Book Briefings 

The 22 Immutable Laws of Marketing  by Al Reis and Jack Trout
HarperCollins Business (1993)  143pp  ISBN 0 00 638345 9 

At first glance it can be hard to see what relevance marketing holds for Jewish student activists. Apart from designing a leaflet for events and perhaps coming up with a slogan or two, most of the hard work appears to be in making personal contact with potential members, in organising events, and making sure finances work okay. Marketing might feel, to many Jewish student activists, to be a luxury that is neither important nor essential. 

After a read of The 22 Immutable Laws of Marketing, student leaders might well have to change their ideas and take note. Reis and Trout explain, in incredibly simple and accessible terms, the laws of marketing as they see them. If they are right, then every Jewish Society in the World has a lot to learn from them. 

Marketing, according to Reis and Trout, is all about psychology. More specifically, it seems to revolve around the one or two words that the public associate with a company, brand, or even a Jewish society. The battles that are conducted in the minds of the public are not necessarily about how good products actually are, rather, about what message is associated with them. 

As an example of the psychology of marketing, we can see that Coca Cola - the Real Thing - own the word 'original' in the mind of the public, whereas Pepsi - the Choice of a New Generation - own the word 'young'. Both cola drinks, but one is 'original' and one is 'young'. It affects the advertising, sales, and everything else. 

In 22 chapters, each only a few pages long, Reis and Trout explain their laws of marketing. Some are intuitive, others aren't. In case you wanted to know what they are, here goes: 

1.  It is better to be first than to be better. 

2.  If you can't be first in a category, set up a new category you can be first in. (A category is something such as soft drinks, cola drinks, diet drinks, or health drinks.) 

3.  It is better to be first in the mind than to be first in the marketplace. (Psychology again.) 

4.  Marketing isn't a battle of products it is a battle of perception. 

5.  The most powerful concept in marketing is owning a word in the mind of the prospect. (Meaning, if you can become 'home', or 'friendly', or 'meeting place' to your potential members, you're doing well.) 

6.  Two companies cannot own the same word in the prospect's mind. (So, if there are two Jewish organisations on campus, don't copy.) 

7.  The strategy to use depends on which rung on the ladder you occupy. (Don't copy.) 

8.  In the long run, every market becomes a two horse race. (It does with colas, and web browsers, but what about religions?) 

9.  If you're shooting for second place, your strategy is determined by the leader. (So, Pepsi had to be different to Coke, and so they became 'young', rather than 'original'.) 

10.  Over time a category will divide and become two or more categories. (First there was beer, then there was beer and lite-beer, and now… well, there's more. What it means for a Jewish student organisation on campus, is that you can always find room to work by becoming a Zionist organisation, or an intellectual group, or something). 

11.  Marketing effects take place over an extended period of time. 

12.  There's an irresistible pressure to extend the equity of the brand. (Coke launch Diet Coke, and Coke Classic and New Coke… and New Coke erodes the image of Coke as the 'original') 

13.  You have to give up something in order to get something. (If you want to 'own' a word in the minds of the public, you might have to narrow your focus. Federal Express stopped doing everything, and concentrated on 'overnight' - to great effect.) 

14.  For every attribute there is an opposite, effective attribute. (If somebody else is 'whitens' you can be 'freshens breath' or 'fights cavaties' or 'tastes good'.) 

15.  When you admit a negative, the prospect will give you a positive. (A Jewish student example might be 'Only organisations run by friendly people can be this inefficient'.) 

16.  In each situation only one move will produce substantial results. 

17.  Unless you write your competitors' plans, you can't predict the future. 

18.  Success often leads to arrogance, and arrogance leads to failure. 

19.  Failure is to be expected and accepted. (If it doesn't kill you, it will make you stronger!) 

20.  The situation is often the opposite of how it appears in the press. (If an organisation is spending all of its time trying to get in the press, it could be that it is desperate, or it could be that for all the coverage, nobody will take notice.) 

21.  Successful programmes are not built on fads, they are built on trends. 

22.  Without adequate funding, an idea won't get off the ground. 


So, what does it all mean for Jewish societies. First of all, it means that it might be worth thinking about what word or words you stand for in the minds of students. It is likely that for most student organisations the potential exists to think hard about what image is given out, and to correct it. The 22 Immutable Laws of Marketing gives food for thought to any student leader who wants to make the job of attracting students easier. If you get the marketing wrong, all the phone calls in the world won't help you. An interesting book to get some ideas on how to give over the right image, at the fundamental level. 

Whether the so called 'immutable laws of marketing' are laws, and are immutable, is not clear to this reader. They probably are - it sounds pretty convincing. At the end of the day, one needs to understand marketing in one way or another, so it may as well be in an elegant and simple way.
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