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T A N) (Law of Leadership)
Abstract from “The 22 Immutable Laws of Marketing”, By Al Ries and Jack Trout
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It is much better to be the first than to be better.
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Abstract from “The 22 Immutable Laws of Marketing”, By Al Ries and Jack Trout
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If you can’ t be the first in a category, set up a new category that you can be first

in.
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It is better to be first in mind than in the marketplace.
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Marketing is not a battle of products, it’s a battle of perceptions.
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Abstract from “The 22 Immutable Laws of Marketing”, By Al Ries and Jack Trout
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The most powerful concept in marketing is owning a word in the prospect’ s mind.
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Abstract from “The 22 Immutable Laws of Marketing”, By Al Ries and Jack Trout
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Two companies can not own the same word in the prospect’s mind.
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Abstract from “The 22 Immutable Laws of Marketing”, By Al Ries and Jack Trout
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The strategy to use depends on which rung you occupy on the ladder.

M — ek ] (Law of Duality)
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In the long run, every market becomes a two—horse race.

A IR SLEEN (Law of Opposite)
Abstract from “The 22 Immutable Laws of Marketing”, By Al Ries and Jack Trout
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Burger King Y& 4EH . ‘€% H O T 3 B 5 X McDonald’ s, W1 “Have it your
way” XFMT McDonald s B AHLEA"; “Broiling, not frying” XfM T McDonald s [
MXERIVE T VESE . BT IR LSRR LA T Burger King M8 BRI HIHIAL

Ja kK, AN HFATAJR A, Burger King 240 T % 32k M) o & AR F3AH /N 45 11 Bt McDonald’ s,
T EARRL T “The Best food for fast times” . “We do it the way you do it” 2%,
CBEEIFRET Nk, KR EW S NZ T, XA & McDonald’ s ) 2228 7 BEAA

Burger King B2k T 5 MM E, JFHWRAWERE LI P4 Burger King i
S 1 i B L

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

Wb 4N s3i:0) (Law of Division)
Abstract from “The 22 Immutable Laws of Marketing”, By Al Ries and Jack Trout

IES S FREE P AT HURENS 70 3R — A, AN T 7 U AT DA A — S AN 7K A AN TR R
[ERZENEAikaE o



WIRIFF GRS, — AN T3 A — AR, i EALAE . (HOEREE I R HERE , XA 28
KTt R LA LA AL 51, £0.FE MainFrames. MiniComputers. WorkStations.

Personal Computers. Laptops. Notebooks fl Pen Computer Z%,

HiFEN—FE, RERITFGER A B —1289, Chevrolet. Ford Fl Plymouth &= S5 X AT
Yo BEE TSI 7y, AR T BV DL 562 a8 DURREEF 4, fd

.

TEHL AR, JFUGIT, ABC. CBS FINBC fdy#l T K41 90%11 1537, i T 90%M M AR . J&5K,
BT G AL, SR, R AL, A SLEAE . AT H HLAAE

53 o AR — N T I 2R B A T B . ANF R . BE— DT E A CAAE E d, B
H A ST Rsh, O IXAE -SG5 ANF] . TBM & Main Frame [ Leader,
Sun 5& Work Station [fJ Leader, DEC 4& Minis ¥} Leader,

HR R A JE R IOA N T K L & IF, AR 7. KRHRM. NKIZEE,
Wi AT 5y, BATE It

ARG T, WRTHNKEEHAZEIFH, K, FATRHA S HE 2T
ORI AETR . 2D NBCEARITRI N o BATRE 22 ik 55 o 7], %A PR e AT —
Dbk 457 Ko XRARKEM.

AT ARIE H S BRI T b P 5 S, AR AZ A IZSR I T 378 81—
[, ®t% GE —#%, ‘B3 Chevrolet. Pontiac. Oldsmobile. Buick. Cadillac. Geo. Saturn
EZ .

BN, R SEGE . Bl Volkswagen A, Volkswagen 23] BB N 4= 5] N 3E [H T
Y. ‘B Beetle W It T KL 6% 3. Volkswagen Wik, ‘& BN K
MZETYy, WS GE =i —FEIE R, TR, IS8R, ik, el i 1)
FMERGIN T RE, ARZ 5 AR E ) Volkswagen.

I S RR: Different Volks for different folks. DL Volks SKifids TLFPAN[E] (R ZEAY,
fFE Beetle. 412 Sedan. Dasher. Thing fl—/™ Station Wagon. JGMZ Vi, {rRFFFHED)
SLAEY H A Beetleo

¥4, Volkswagen 158 118445 Beetle IMEHERE K. BEP. B 5:A4-AY, U1 Vanagon. Sirocoo.
Jetta., Golf GL. Cabriolet Z&, 'BlH A7 Pennsylvania 8. T —A 1) kA =X LS
.

ANSEWE, INEETIARAN 9. I ATTICIEM VolksWagen SE 2 —4RZE 5511 it FH IRVAR
=, FrEfA i m T Toyota. Honda Fll Nissan.

IAE, VolksWagen67% T 041 CL4& T B3] T A3 4%. Volkswagen H—/ N3 4+%} T, Honda
YT B R 113 . Honda JF# A ESEZAEH Honda S, T/2&5I A Acura. Honda £:42
R BE R RES Acura i LLE %5 Honda YR .



Acura A THEFEEHERE —DNHASEES, WAE Acura A =L Volkswagen B8 24T,
Honda B4 T PSS 1 i

I ) AR 2 o AR ANRER 2L B . (IR JL14E, Nash Rambler s23%[H
AN BRSSO R K

RS — LRt AT I S A O A R ARG 1 S0 o (HR R A IR C e 1IN TR AN ORSE
FRZTT ARG, ARA RENS FEHE A NATTROSKIN, AL R it AT

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

TN (Law of Perspective)
Abstract from “The 22 Immutable Laws of Marketing”, By Al Ries and Jack Trout

FLIARIOM AL RS2 FORISY, 38— PR ?
U RARAE AR b2 Se I s )T, AR BB 2 — PRI o LR35 2 )5
AL Bl AN B N0 S i FIE ] o (HRAE TSR 4: 00, ARAHL—L8 N DA A3 72

TSR, AR ARG S B b — Pl B 771 o

MALEE EF, ORE R — R AR SR B 1) (HAERE N TA) A, S IR R B B 0, 09K
ARG TR T

VP2 TSR FIRE IR o I A5 R 5 A 0 AR 28N AN AR — 2
RN, BRI A OB H, ER AN R 5 25 32U A AR E
BRI S N SRR B, (AR )5, &S EEEG R,

RO IER L, Wi w2, MR2y. 1755, KIg RN AR 23 SR I RCR IR 37
[T

PRI BN B B e (A BRI g 2 AR, ESaIUIpy, PO (5 RERS 3R m i M A 15 4
EDBORI S (KSR s BB I 2 AR 2 = K 78 A B AT 9 3 B AT, DO E S
YR NATIE AT B0 8 4 IO R AZ 5 A 538 AL S o BN A A5 A G 2 5 URVH 2 8 13 (4
e 19 TR o0 11 e o e 7 S T P 1 VX | PPN (B eSS i T it
BATALATUESS BERSUE I Bt a9 4, R OLEE 2% Frfnds, MKIZ Laifmiis. V2 il
BN RIVENTIAFAG T N AR YE RS IR AT KU eI, — B L,
AU KIEBK, 2R R RSB IKT

BEAN AR A S o 0 W B AT AT R IR AS— A A SE S BN A7 I, A AT BUSeAg
HEAIER A T AR AN sl SR i, Mo BRI ?

FERENIR, T TRt “everyday low prices” TN, Wl Wal-Mart 45,



FEMRHT I 7, KT LAE 2y b, SO 8 i in 200G, ER AR 24t
—HrhL, XTI RE TS, LRI R SN, SRR, ARG B
MALIGER G, I HMARA AT BN . IR s 3. EATEE R m R A5
0 RS MR/ PTE #=32 SUPREES s d AR S ai 8

FERRE TS T, BRI . R RS AR I T T LA LU i e, %
S R A R MAASINES), ERRAEMUERE (B2 W2 IR i i
WA, AHEANR AR, A B N A5 )« (H2, IR AR 205
S SEARATI A B S (0 T R, i AN 2 DA AT S i it 2k

73 B3 SR WK T REAR T B0, EZ K ic A I AN e AR B o R Rl o i 381
RN AT, TER,  ARIIBGERT S| EURA IOV B 52 1B W 15

G, HEANLOZE: SR, AR EZAE 7
Marketing effects take place over an extended period of time.

Tz 9 RN (Law of Line Extension)
Abstract from “The 22 Immutable Laws of Marketing”, By Al Ries and Jack Trout

DR R S AEATT — AN T 373 A0 SR 3 B30 =) () PR S A BLAE P A7 AE 1 A Rl B 220 L
T

FERTA T SE N, f 2 53 I e ke DR R I A A R e AN D) B2 i), et
MASBAER N SR PIECE KR, IRAEARASE 20k S 20— H

AN A BUR TR A AT RUEE TR, R TTRERER, XA A FI R
2y e AW R T, kA

PRI, 24— 2wl kB 1) B A A S (T T RER A Al I, s BN IR B o i — BT
VLI, FoT AR SRR, ANEAEIR 22 U5 TR S5 /1 o

MR SCHIFAEEYE, 37 e RG> D IR R o () b RO — A ™= b o B, A1
Steak Sauce fll A-1 Poultry Sauce.

Wt K il AR A TG . AT AT T —AFAEE D™ i A-1 Steak Sauce, Jf s 7K
HRA T A A, (H AT BRI BEM Beef ¥ 10 Chicken, It AFRATIFG EE 5| N —Fgr it
mh R YA TR AR A o IX A T Poultry Sauce, 45K & Ui HInfi /&MY A-1 Poultry Sauce.
PR R I 2 R AATTIX R Sauce 422k H T3 EEE— S A-1,

{HIE, T2 RS, AL E Mg S . EANTR LK, A-1 A FHZ AN,
1M j& Steak Sauce IR, KIS —ANEfITUL: IREEBSEEG TR A-1 15?2 Bf A&

2 A1 AR

FYAEW], A-1 Poultry Sauce X T1ZA R & & KAL) R



MRS, 37X T AR AT S AR ATAE R . WERKPAL QI BB ik H ko2
FHCTIA BN E N5k, 2 10k, T2 Wami. Nk kG, Sehr EA1EN.

3] 1978 4F, 7-UP AUAUZ M L FT B IR uncola, ‘BT H 1 5. TR H. B, XA
aA]GINT T-UP Gold. Cherry 7-UP 4%4%, (HIEBILE 7-UP Wiipmai i F %R T 2. 5%.

JUTANZERY 3 AEHE— BT g L i BRI AT 2 A /2 =] . LA Baby Food S, Gerber
A 72%0 13, T Beech-Nut il Heinz, JGM# &8 T KA.

REY RN AR A R R TG, H 28 RERIH] 1~ BEAL AT I
Ivory soap #l Ivory shampoo?
Big Lighters il Big pantyhose?
Coors beer 1 Coors water?
Heinz ketchup fl Heinz baby food?
Adidas Running shoes fll Adidas cologne?

Levi’s Blue jeans fll Levi’ s shoes?

A ARAE R BUE BEFNRE T BB, (I 2 U HEAT I R WE 7 — A 32 1 st DAt
e R A et B H A I RCR A A B

ZUE D B, ERE B KT, (HE, R EC, O ol b

MSHEZ . R ml A R K AR, i R TR0z b, DU A
S R

XFVRZ AFINE, L ASHT I S BN ZE D IS BT B MR (K6 2
Bo AT AN SRR YL, FRI G ERAE AP I  E T AL, B O 2R
37 PR R A it o RS A BT I S A HEAN K A 7], SR RIARATTRE NI, i
R P S FIEE A AW L T AL PRI, XY WA A AR AR ML T 24T e,
i O R RIBOZ R T h B A 777 I HE R -

pEiy ok S
There is an irresistable pressure to extend the equity of the brand.

Wi a3k (Law of Sacrifice)
Abstract from “The 22 Immutable Laws of Marketing”, By Al Ries and Jack Trout

W IENZ ST RN R o W R AR A BESRAT LN, AR 2053 57— SR, R ORIE A 2
(K I RS LR R AERENS N Leader 9™ dh_EHT.



VER =k, A =R BLEFE AR : 72 ihd. HARTTIAFIANET 1224L o

SERW . X T —AAEIE, A K LR AR BRI WRIRA T, R
WA AR b, TR E . WAL FTFSERE U] ARTT LLSZ ™ o2, 1Rt
S o KR ARR R

Ul Bmery Air Freight Jffil. Emery BTN IHE 1A o KR ARA Sl i
TR B0, Bmery #FRTLLHCE], WIEKIHH, DO, IRAA . RBAZ M,

MM k%, Federal Express s&ift ANk Ve ? & TN YRR i s e
Mg BLAE, Federal Express ZELY Emery Air Freight KHIZ.

Federal Express K145 75T R A 5 K ) 2B iy D AUA &I 0 2 € RE9 R OverNight IX/MAJL
IRGARBE T AT SR IR ZA R — M S IR O IA I, ARt 2 H /AR S Federal

Express.

WA K, Federal Express iE/EAMAINE? XAAFM T Enery Air Fright [FFEH
HiE, PR, BEE T OverNight, DL 880 million 3E4: M Tiger INternational T
LT Flging Tiger cargo K¥ /= ihsk. AL, Federal Express j&—/MHFE A
s ez A vl AR EIEAT — M RGO N A & . AR 21 A~ H N, Federal
Express i< Tt 10 {4 EEHIMME.

T2 S R S84, AR AR 584, 1A A = it B MR 25 B 5 4 o E AT SR, Federal
Express f&—7> OverNight [ 23wl , MiAS i —AMH SR [ P I N FHE T @ ol 25 1) A 7
JFURI, Federal Express #1145 T OverNight iXAMalN., {HJE &% 1w HEpIk 55, Federal
Express Sty 77—/ Mg W5 & RaAH — AN P9 IR Kb R VRO S [ Bl 25 ()39 1R TR 5
2 B NAZ G — AN F AR ? S4h, etiinAg 5 DHL 364+, DHL 22—t A
Bt s ik 25 (1 A vl

%T Federal Express M &, Ji{FH OverNight i3 AR HEE T, 5 HRRE) 2 B A HEFR
M= 2 FR AR )WZE OverNight ) Federal Express.

F2E—/Ml o Eveready 7E HLMAIIR K IR B kb Ay o (BB RN T . F—
FiARSE Heavy—duty HLE . WIRURTE Bt Ak CL4 R EE T No 1 HBAT, FR0Ks Wi el iy 44 Uk R 7=
anle? Bl BE R AL Eveready Heavy-Duty Fijth, iXIEJE Eveready Frfitif). 42451k
BIFARE Alkaline Hijth, [FIFERY, Eveready ' 4& Eveready Alkaline Fajth, HiE KRG
L

JEK, P.R.Mallory 513t T —A> Alkaline HIVBIK™= M2k, JFH I/ Alkaline Hitho AN

&2, P.R.Mallory 8¢, 7 — 1 HiI4F: Duracell,

Duracell & HoAh = 5, F#IL Alkaline HEM T3 (K002 BEASKF Long-Lasting HJhIX A
TVCARFE T ATk i, AT its T3 L Siahefr . 4559 & Duracell B4k i 2
Eveready MM f5 KT o



Eveready AMGAMAZE M= A FK, BIEET —/ M sL R “the Energizer” , 5 Duracell
Hifr, {HE KM T . Duracell B4 i Leader.

B Generalist, A SE Specialist. fHAE, FE5ZiF W] Generalist AbT-55%. HF Kraft.
JUFABEAS NHRHNTE Kraft 22— MRl 76 Jellies & Jams #1185, Kraft £ 9%(H)
W, {H2 Smucker & 35%; 7F Mayonnaise e i, Kraft f 18%, {HA Hellmann
A 42%. Kraft ffSCiA Lo midy b P i A2 97 i, W1 Cream Cheese, {HJZ Cream
Cheese ANi& Kraft, ifij& Philadelphia (& Kraft J—AN5ik#) , Philadelphia $i47 70%
M.

B oA LA Hbslisg. Ph Cola 1173 44, CocaCola s&%ifl. HSA Pepsi—Cola j&
e 5 2 PrgrIle? Pepsi-—Cola f53¢ T Br TR AN HALET A W37, I8 8 S el
FHEEREAR Cola. BLLE, Pepsi—Cola fEFEH Cola Mgy, HAHEHRVE ST CocaColald%.

] HARASE T AR, T3 SR BV SR O G AN A SE BRI AR (7= St e N o B A
Pepsi-Cola ¥ H CLW T3 508 e L TR N8, SEPRTE DU, HEAEARZ hE2FE AL
Pepsi—Cola, PIAARATTIAH H O ZFER A

S =S LLE SRR AN A o VD — AN i B, AR AN BRI AR 7 3 R AR AR T At A2 1 o
A I ORFE AR (K VAR 25— M e A 2 A e AT HAZIE T .

HEUEH, FIEFIPS A SRS RS & AN .
You have to give up something in order to get something.

TR AE 0] (Law of Attributes)
Abstract from “The 22 Immutable Laws of Marketing”, By Al Ries and Jack Trout

FEHFEIEN, CAVFTIRA A IR I 58506 T BT (el oR 5 S8 i e 4o ARAA 20
B JE TR B SRR, Br) il AR 5840 T AN AL .

CocaCola &5 — Cola Yokl, 1 H &M NI B % Pepsi—Cola MR AR 3L ey
THEBR—RIER PRI XA Crest #1157 Cavities iXANH, HABKIF B~
NEE A Cavities, TM#& MU0 Taste. Whitening. Breath Protection ZEiR)Y.

T NI SE 4 o WURARAY SRy, ARAZRAE TR 8 AR R A SRy (0 B S LU 1 55
J1o HEENUL, ARPA LA RIS EE R S0, ST imE, A E b b
MR AT HZL, AATIAEAE I SK g i, 2 B A K SRR . A, RN n] fig st 2540
A A ARIE B O i 1 e R Ry AR AR

Cavity Protection J& X B i W EEFHE, (HJE O4H Crest i TE. im0k
RN OE U, WRARSEG N F OEME T —MRHE, REiL2Uier e, & WEIR .
A DA 1) FEAd B FE RV, W Tastes Whitening 25, ARBEAMA 0 R SR UR 077 s
HE, HETTHE R A T 34 A



ZHK, IBM MRS KNI, ‘ERTRiE & KM (Big and Powerful) . ARLEf5 Rk A5H
A IX LM & 1E A\ MainFrame 088 23 W) JLF- 3% A B 14, Bt RCALGE . UNIVAC . bURROUGHS |
HONEYWELL. NCR. Control Data %%, {HJ& M Boston #5 ) —AN 2w HIAEMS A% Small A
MiniComputer FFAI— AT, ABmiIE DEC. JSLb K AIHLA H) W] fE <382 DEC Ui, 25 [H 1
AT RS MIRIML, BTiE MiniComputer At ATy, (H2FSE, AL Small &
ZR 0 N 5 [ St S b, EE TR WL I T I TR B

AT, HIEGEG TR ™ SR 5 TS, AR S B 58 4 (1 2
Gillette, tHF BEE—XFIJJA R . Gillette JLPESE THAHIAII. —FMN
France B KI/NVA R P T AXLIRFAL, 257 T Fb “ I BEEAEH 7 1),
Gillette WA MY, M4 7€ A K BEEMEH AT, #H M Good News, LK
MBS A, Gillette ifS I X338 S IIEA]

BUE, Gillette [Ryn]BiEAE A1) 15 TIXAKMK .

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

TP E Al (Law of Candor)
Abstract from “The 22 Immutable Laws of Marketing”, By Al Ries and Jack Trout

RDH NINH, AN B BT EE A S X B ORI ERIAT e Frel— DA HK
s e B SN T, 2R 58 e F e o SR Ak, 1R 2 N &3
B . (HIEIXFER AR SRR IR

“Avis HIEH K Rent—-A—Cars Rt 7 ;

“G A4 N Smucher’ s A, EAIUREFIY

“1970 /) VW IS EEHER”

“Joy, HEF BN AT

TFEMIIEGE, RS, AR A TEER AL . AEH B E MR 40X 0i5TE
Bt e NS, B AR AR B

LTI 1 TR

“1970 ) VW L2 EEACHIA” oA ANAHB], HWK 4RI . JSE, Ak,

“JOY, S LI T AK” SRR, BEAR LT, AR BRI
“G—ANEr4 ok Smucher’ s AT, EMBUELFN” o FEAH, HEHASMEHBECH

RRKAT 4, HE Smucker’ s IXFEL T o IX A5 4 Smucker’ s A Jam Fl Jellies Tlidz 4]
— MR



BEAR “Avis FUZE K Rent-A-Cars (U32MHRT " , M AMATLRESENSS )y, $RALLF
MR55, PEPLREAF 7RSS, BFTLAESE Avis B4R AZBATHE .

M1 FARTE T3 b IC a4 A i H A, By LAR IR T 3447 b S e gl & R 28 TG AE A ATk
iR 2R, R HESD B QTR RS Avis SRR .

A TFAA MR, B S, AR R TR, Rk
CLA S, A0 AT, AR IR, (R 2 (R M T ).

IAE, BEAR ARSI 42 TR, F— 22200 B SAeur & Am 5 B IE TS
B FFEAATHEZ . Scope WA H—FhRIE £ 0% N 253N Listerine 80T A B .
Listerine EAMIINE? B LR ARER VR AT Listerine HIVE LI ZG0RIE R A M4 22, XL
TEHHSA IR, M, Listerine A TH AN, J & d i “The taste you hate

twice a day” .

AMH Listerine AN T H EUE D Z5HIWKRE 2%, "B AN T AN s EAER wHRIX DN KIE . H
FERXA AL T Listerine FIUEH 25 R WS . ATk A A, % Listerine ABFE
ZEWIUE I 2y MR BENE RALEZ I, 458 Listerine & Tiwifs T K.

B, @ EER: HEENAHERAT A, WA ER ST B, RANIA LI
S NI A TR AN AL s FLIR, AR 20T 0 SR T M AN A2 A A0 oA AATI Sk i b IR R p e 38
FLE SRS H B AE AT SR s S — MU S, BEm#Esh B S iim kg

EANEN R UE I T — )b i IS A2 A L 1 S s
When you admit a negative, the prospect will give you a positive.

TR —yLN (Law of Singularity)
Abstract from “The 22 Immutable Laws of Marketing”, By Al Ries and Jack Trout

W2 NNy, MIREVFZ SIS Pk as RV & . s b, TRReE®Rss ), Kl
FE 7 ERIGSREATA RN 2250 Pr LIEN] . JIEAE T I B sy 2 — ). B —
e I UL AEEMEERNEOLN, AT A7 BTSSR B E A IR .

IRLLRE I [ 24 R BTN, B (e e 2 s o T A S TULIAT Ao R E]—A
RN D RAE T, AW BIX RS LR AT REM .

s A X MEZR B H. Liddel Hart REIXP S (1K fie AN n] BE T 21 ) il 2 27 o
AV 2 RSl P I (R R e AN T A A RS, XA R IR T AN REE
i Fy 77

Hannibal ik Alps 1, — NIt A A AT GERGL (P )y Hitler £8id Maginot B2k,
HAEFABAEN T Ardennes, X EEEIRE E U A GEE L Ay . FE5e b,
Hitler IXFEML TR, —IXJ&[F France &4+, —X& Bulge 14+,



FIRER, FETTS b, SR8 WS DR SE 4 TARE R A U2 R 98 (1. XAt
TR B P B U ) AR SE e TR I AL

% General Motors, —BIITEIP, GMIIGHE K H H ARG 4154, % Toyota.
Datsun. Honda %%, [HIIGZE K B KN S 40564, Ul Mercedes. BMW 4%,

BEE A R AN - e X, M AR R . i T R 1548 DRI R ORFERIE, M
TR S o, o AT R AN AR SR . LT R AR TAR LT, AT
TevEHE R HWB— 2 Pontiac BY Chevrolet, WB—4& Buick B¢ 01dsMobile, KN EAIEE
KHBIEAZ

XFRG—AMGEE 59 T GM I i3, 4% Ford A F BERE X 5| N T Taurus Al Sable #f
%, HANSINT Acuras Lexus fl Infinitio. GM ZEE~ s {E¥TT3% L5238 T ANFEFEE R
HI55

DIt @il IRIMSEGR T HAT N s 7, VR I K55 Tt it e P38
RATHERAL, R B b KIER T B RS %

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

MR ATT LA (Law of Unpredictability)
Abstract from “The 22 Immutable Laws of Marketing”, By Al Ries and Jack Trout

R, SRR R RSB (BT O R Sk HE vHRIE
T2 R A ZE AN % o

RIMEAE AL Fr 65 FRUMAN R R R L 5K, A N RERSHER TN =K LUR (R U0, BT LR
B AR TULIEHT = 4F I e ?

IBM ¥ 2 llE T —A> OfficeVision &I, vHEIKBTAA 1 PC 43 1BM (1) MainFrame I,
EREXNRIRIE T, A T SunMicrosystems. Microsoft FIVF 22 HoAth 28 w] 1 A A
Wik . FrAnal LAk OfficeVision T TAR Z 45, (H&ME—A WL LK BT Sun.

Microsoft ZE/N\ W 354,

R ANRNAZ A AT ARGFEAR DA AL B o] FULTENE ? - B ARARAS GEHER B I WAk, (H
SEPRAT EUE B T e o (5 B A A — M 1 2 SE AT (M R R XNt
PARIIEVF 2 B SR AR I e, e A 4

XU R A I S, — MRKIE Rt S . V2 AR S Ll 5t
L2 o= AN LT

L nHEWT R E RN, R ARBUEARRSERE LRk AENSFR. H—DAu, HaF
THESA G BB, A S pr Bt AT S8R 2 A . WEICAE Peter (KU : AT T M 51E
(ERSy &



JRUE M G A RE % 35 Bl Al S 4 T AL BIR R AT RE A A (R s s K2 HURS DR, g
WFFUH e ok — S8, T IURE RS AR bt 7 A 26 i<ty o (EDR B IR AR 5 LT 2
ATTREEE DT AR NAEAEAE TN — NSRRI gRGE R, A RHE AT — P 28 A

— NI T A Xerox 5] Plain—Paper EEINLZ B, Wi finrot. Wiaiiel.
B NEAEH: 5 = — Xerox #4 U1, W SEAbATT R FF AL 1.5 £ — Thermofax
# L,

{H 2 Xerox JFEA RINIXAN TSI E LR, Mg tidi51 3t T Xerox ZEINL, 459 KK ABFNIE
T

AR AS ARSRAN TR A5 R 7 i S AE Ak A R AR ORI RIS L I SRR ORI I, ARt m]
DR T ] 48 Al b 55 R B 2 S AR SR T (R A4 AT KT 1 5 i v DR FeF S 4P A
o

WA N RS HER I LB Ak, TR A RE
Unless you write your competitors’ plans, you can’t predict the future.

TP E AN (Law of Success)
Abstract from “The 22 Immutable Laws of Marketing”, By Al Ries and Jack Trout

ERIP IR S NI PN
AR W Il ZEH R0

NI AT s ) TARAG NS 20, TSN G A AT 1 A Al AT T R AR R
P L BT EE 07

DAL R FEU™ S P R AR o 22— S BRI i, )R A R %
7 i RENS DI GBI o iy AARAT DR Sy ™ b 2B £, JFAETAT (K7 B b CL 22 BTl
(K17 dh o S b, AIRAERG, JFANE P il R 7 S AR AF T R R RS Tl T 1R )
IEIR &2 0T3Sk o AT UL, ARPTRER TR A& T T AR 5 1
EOEREN TIXANY, ARAEW S T 1F i, ARBERSAUE ™ (A T P, P iR T
MNATTHR K

ARBEI R I FAREE AR 2N ) AR by PR 7 P A B AR 5 [ N 32 U R B B

AT, AORA R . R I RaEsh i sl 7. B0, WAk A 7OHE
WA AR E . WIS GRS RN A A 5% R
FE—i, A A CEMAFERRINETT 75 L.

B, AEBOR, G BRHUBCR S IE R T4, IX AT REE PR A B A AR R
R BUNIATICR A R EEEE T — 4, XA A /N A RENS PR (R T,
S B e A A E H BT T R R VRN “HLes” .



Success often leads to arrogance, and arrogance to failure.

T LN (Law of Failure)
Abstract from “The 22 Immutable Laws of Marketing”, By Al Ries and Jack Trout

HF AR Z A AR B B, AR Z R g . AW U im s 2 “ik3kq]
R, BRI

AN AMERAE AN BSOS N IR AR R o — AN (R SR R R B e, AR
SR RERD R o RIBOFANEIA, A R AW B A s 8 ER IR

B, HAN B RENS B RN DR, AR5 A A6 B A2 ) o T2 B DR ARATT A [T BA
S5 2o BTN RATAE RS /DA N IR B BT SR R ST S XA DT 2 LI
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Failure is to be expected and accepted.

T ey 25 B e (Law of Hype)
Abstract from “The 22 Immutable Laws of Marketing”, By Al Ries and Jack Trout

ARG REIMRIS, — AN w AT ERE) o (ST ERE) S EAAN, &% BEWHER
IEAEFEA B

IR M 2 226 R0 5 AN G S22 S A A TE A AR 3R B SRIE P, 1 A2 HKEE A
CUSER B A BRI gt . — HOREE S AL MG R TR, L3 S FRaR B K 1) o

[l s, AL TARZ AR 5 AL EARE i, H & de 2ty AR ) 1 o LUHL I 117 37 4 481
WA HABTHEHLLL NeXt BIEAE R T o W AR R 2y, BRI 23307 Retg 2544 L
TN, Steve Jobs tAFEANTE T EIHT 52 CABR HIWT AN E . A 1 BEAL ER 23 9 A3 o Steve
Jobs L8 LT F A R BY AR RITIH) EA T T4, Ik T HAL# [ . IBM. Ross Perot . Canon
AL EBTE T 1403 TI1%4,

NeXt Bl T ? A .



REEEAL I H RIFAE IR R 7 foRE RT3 el KEEE AR 10 H IR B 107 ih 4
U iN

Polyster H &M T8 Wool &I, VideoText H [ 2f# NewsPaper il I, Personal
Helicopter 7 B i1l B A = IR AN BRI, HAMEE Tucker 48, U.S. Football League.

Manufactured Home. PicturePhone %,

FERRINIPAZ B, FrATNIa de HAPER R A D& B (HZRBE AT 21
RIS, FPRETESEAL. AR ETHL. PR AL, PAREEOCIT B . AR A
A AR R Ip A d RN R — SRR A S S 2T AR

MKIERE, ) BE) . FAERSE A KR B A, e i itittr, JFmsk
T o

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

T3 N ) (Law of Acceleration)
Abstract from “The 22 Immutable Laws of Marketing”, By Al Ries and Jack Trout
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Successful programs are not built on fads, they re built on trends.

T 5 vEN (Law of Resources)
Abstract from “The 22 Immutable Laws of Marketing”, By Al Ries and Jack Trout
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Without adequate funding, an idea won’t get off the ground.



