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Although technology keeps changing and evolv-

ing, the marketing physics remain constant.
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How the World Works
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S-Curve, Efforts vs. Results
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How Disruptive Technology is Adopted
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How New Technology Gets Adopted
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Technology Adoption Life Cycle
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Target Customers Having Most Pain
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How Startups Need to Look at 
the World
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Limited Resources
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Market Driven
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Build Upon Other Solutions
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Monkey Trap
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?.-0$*B,-"'.B.&)0$"'.-$('(*I(4I.$)""I0

N CompatibilityD$*)0$3"&0*0).&35$#*)2$0"3*(I$,-(3A
)*3.0$(&/$&"-B0$(B"&;$*)0$@0.-0

N ComplexityD$*)0$.(0.$"?$@0.$"-$I.(-&*&;

N TrialabilityD$)2.$",,"-)@&*)5$)"$)-5$(&$*&&"'(A
)*"&$4.?"-.$3"BB*))*&;$)"$@0.$*)

N ObservabilityD$)2.$.O).&)$)"$#2*32$)2.$).32&"IA
";5P0$;(*&0$(-.$3I.(-$)"$0..

Crossing the Chasm

<."=-.5$>""-.$4""80$EQ-"00*&;$)2.$Q2(0BDG$(&/$E%&A
0*/.$)2.$7"-&(/"DG$4@*I/$@,"&$
9'.-.))$:";.-0$/*=@0*"&$"?$*&A
&"'()*"&$B"/.IC$!.$"40.-'.0$
)2()$#2*I.$)2.$*&'.&)"-$3(&$
B(8.$).32&"I";5$#"-8D$)2.$8.5$
J@.0)*"&$*0$3(&$*)$4.$)-(&0?.-./6

72.$?"II"#*&;$E7.32&"I";5$
R/",)*"&$S*?.$Q53I.G$*II@0)-(A
)*"&$02"#0$)2()$).32&"I";5$*0$
(40"-4./$*&)"$(&5$;*'.&$3"BA
B@&*)5$*&$0)(;.0$3"--.0,"&/*&;$
)"$)2.$,0532"I";*3(I$(&/$0"3*(I$
,-"LI.0$"?$)2.$'(-*"@0$0.;B.&)0$
#*)2*&$)2()$B(-8.)C
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2$"%7
<(*=/)"&

2$"%7
?$B*"#/7

C$/)
?$B*"#/7

C$66$"(&

D
E
<
F
?

>*G%#'6
<%%)7

!-)
!*"'$(*

2'( *+
C#+)

?$#' F/"))/

!*0$8.5$*&0*;2)$#(0$)2.$3"&3.,)$"?$)2.$32(0BC$!.$"4A
0.-'./$)2()$)2.$.(-I5$B(T"-*)5$*0$&")$*&U@.&3./$45$.(-I5$
(/",).-0C$:()2.-$@0.-0$*&$)2*0$B(-8.)$#(&)$(II$)2.$3"BA
?"-)0$"?$(&$.0)(4I*02./$B(-8.)$(&/$/.0*-.$($3"B,I.).$
,-"/@3)C

2$"%7 <(*=/)"&
H#&#*'$"#)&
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D
E
<
F
?
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9
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8
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*/.&)*?5$)2.$B(&5$B(-8.)$0.;B.&)0$*)$3"&)(*&0C$72.$
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9
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.O,(&/$)2*0$0.;B.&)D$()$)2.$0(B.$)*B.$(0$)2.$"-*;*&(I$
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*"&+,-+,",.+/0'-

1,&,+(2+.34,+5/(6##47(!""#$%8
&'#"(9(*"&+,-+,",.+/0'-('/(#",(
#:(&0,(;#/&(),<"'&'$,(=#+4/(#"(
6./'",//('""#$%&'#">(?,(/&%&,/7(
@!""#$%&'#"('/(&0,(/-,3'<3(&##A(#:(
,"&+,-+,",.+/7(&0,(;,%"/(6B(
=0'30(&0,B(,C-A#'&(30%"D,(%/(%"(
#--#+&."'&B(:#+(%()'E,+,"&(6./'8
",//(#+(%()'E,+,"&(/,+$'3,>(!&('/(
3%-%6A,(#:(6,'"D(-+,/,"&,)(%/(%(
)'/3'-A'",7(3%-%6A,(#:(6,'"D(
A,%+",)7(3%-%6A,(#:(6,'"D(-+%38
&'3,)>(*"&+,-+,",.+/(",,)(&#(
/,%+30(-.+-#/,:.AAB(:#+(&0,(

/#.+3,/(#:('""#$%&'#"7(&0,(30%"D,/(%")(&0,'+(/B;-&#;/(
&0%&('")'3%&,(#--#+&."'&',/(:#+(/.33,//:.A('""#$%&'#">(
F")(&0,B(",,)(&#(4"#=(%")(&#(%--AB(&0,(-+'"3'-A,/(#:(
/.33,//:.A('""#$%&'#">G

?'/('""#$%&'#"(-+#3,//('/(%/(:#AA#=/H

Prepare for Innovation
I *$%A.%&,(&0,(A':,(3B3A,(#:(,C'/&'"D(/,+$'3,/(%")(
-+#).3&/

I J,&(.-(%(/B/&,;%&'3(%6%")#";,"&(-+#3,//
I K#;-.&,(&0,(-#/&(%6%")#";,"&(+,$,".,(D%-
I J,&(.-(%(/,-%+%&,(#+D%"'L%&'#"(='&0(/,-%+%&,(+,8
-#+&'"D(A'",7(;,%/.+,/7(/&+.3&.+,(%")(/.M3',"&(
+,/#.+3,/(&#(6+')D,(+,$,".,(D%-

Search the 7 Innovation Sources

N##4(:#+(30%"D,/(&0%&(0%$,(%A+,%)B(#33.++,)(6.&(=0#/,(
:.AA(,E,3&/(0%$,(B,&(&#(6,(:,A&>

I The Unexpected(8(F"(.",C-,3&,)(/.33,//7(%"(
.",C-,3&,)(:%'A.+,7(#+(%"(.",C-,3&,)(#.&/'),(
,$,"&>

I The Incongruous(8(F()'/3+,-%"3B(6,&=,,"(+,%A8
'&B(%")(3#;;#"(='/)#;7(#+(6,&=,,"(=0%&('/(%")(
=0%&(#.D0&(&#(6,>

I Process(8(F(=,%4(A'"4('/(,$'),"&('"(%(-%+&'3.A%+(
-+#3,//7(6.&(-,#-A,(=#+4(%+#.")('&('"/&,%)(#:()#8
'"D(/#;,&0'"D(%6#.&('&>

I Industry and market changes(8(F"('""#$%&'$,(
-+#).3&7(/,+$'3,(#+(6./'",//(%--+#%30(3%"(6,('"8
/,+&,)(=0,"(&0,(."),+AB'"D(:#.")%&'#"(#:(&0,('"8
)./&+B(#+(;%+4,&(/0':&/>

I Demographic changes('"(&0,(-#-.A%&'#"5/(/'L,7(
%D,(/&+.3&.+,7(3#;-#/'&'#"7(,;-A#B;,"&7(A,$,A(#:(
,).3%&'#"7(#+('"3#;,

I Changes in perception, mood and meaning(8(
!""#$%&'$,(#--#+&."'&',/(3%"(),$,A#-(=0,"(%(/#8
3',&B5/(D,",+%A(%//.;-&'#"/7(%&&'&.),/(%")(6,A',:/(
30%"D,>

I New Knowledge(8(F)$%"3,/('"(/3',"&'<3(%")(
"#"/3',"&'<3(4"#=A,)D,(3%"(3+,%&,(",=(-+#).3&/(
%")(",=(;%+4,&/>

Analysis of Resultant Opportunities

F"%ABL,(&0,(#--#+&."'&B(&#(/,,(':(-,#-A,(='AA(6,('"&,+8
,/&,)('"(./'"D(&0,('""#$%&'#"H

I 2#,/('&(3+,%&,(",=(.&'A'&B(:#+(3./&#;,+/O
I !/(&0,(-+'3,(+,A%&,)(&#(&0,($%A.,(&#(&0,(3./&#;,+7(
%/(#--#/,)(&#(&0,(3#/&(&#(-+#).3,('&O

I 2#,/('&(+,/-#")(&#(.";,&(3./&#;,+(+,%A'&',/(P(
",,)/(P(-+#6A,;/O

I 2#,/('&(),A'$,+(%&&+'6.&,/($%A.,)(6B(&0,(3./&#;,+O
I K%"('&(6,(6+#.D0&(&#(&0,(;%+4,&(Q.'34ABO
I !/('&(/';-A,(%")(:#3./,)O(2#,/('&()#(#",(&0'"D7(
%")(/%&'/:B(#",(",,)O

I K%"(B#.(#6&%'"(%(A,%),+/0'-(-#/'&'#"('"(&0,(;%+8
4,&(#+("'30,(Q.'34ABO

I R#&(&##(:%+(%0,%)(#:(&0,(;%+4,&7(#+(&##(3A,$,+O
I !/('&(3#"/'/&,"&(='&0(#+D%"'L%&'#"5/(/&+,"D&0/7(3./8
&#;,+(:#3./,)7(%")("#&(&##()'$,+/,O

Exploit the Opportunities

*E,3&'$,('""#$%&'#"/(/&%+&(/;%AA>(SB(%--,%A'"D(&#(%(
/;%AA7(A';'&,)(;%+4,&7(%(-+#).3&(#+(/,+$'3,(+,Q.'+,/(A'&&A,(
;#",B(%")(:,=(-,#-A,(&#(-+#).3,(%")(/,AA('&>(F/(&0,(
;%+4,&(D+#=/7(&0,(3#;-%"B(0%/(&';,(&#(<",8&.",('&/(
-+#3,//,/(%")(/&%B(%0,%)(#:(&0,(,;,+D'"D(3#;-,&'&'#">

I K#").3&(/;%AA(/3%A,(-'A#&(&,/&/
I K#;;,+3'%A'L,('"(/&%D,/
I 1+#$'),(%),Q.%&,(+,/#.+3,/
I *$%A.%&,(9(;,%/.+,(/.33,//

T
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23**"*)%(%#"0*4"#&(%#*/5*!/,#*
6"7'8/9*:%(&;#%3<*='00'">*
6"7'8/9*9#/&%*Marketing High 
Technology?@*+%*/A3%#7%3*&,"&*&,%*
3&#"&%)'.*4#'(.'4"0*/5*>"#$%&'()*
'3*&,"&*B!"#$%&'()*>;3&*'(7%(&*
./>40%&%*4#/8;.&3*"(8*8#'7%*
&,%>*&/*./>>%(8'()*4/3'&'/(3*
'(*8%5%(3'A0%*>"#$%&*3%)>%(&3@C*
2*./>40%&%*4#/8;.&*'(.0;8%3*'&3*
D;"0'&1<*3%#7'.%<*3;44/#&<*8/.;E
>%(&"&'/(<*&#"'('()<*"(8*8%7%0E
/4>%(&*$'&3*"#%*F;3&*"3*'>4/#E
&"(&*"3*&,%*B./#%*4#/8;.&C*/5*

,"#89"#%<*3/5&9"#%<*"(8*313&%>@

+%*(/&%3*&,%*(%%8*&/*".,'%7%*.#'&'."0*>"33*"3*,"7'()*'&3*
/#')'(3*'(*&,%*.0"33'.*9/#$*A1*&,%*G/3&/(*H/(3;0&'()*
I#/;4*'(*JKLM*/(*N%#34%.&'7%3*/(*OP4%#'%(.%@*-,%1*/AE
3%#7%8*&,"&*'(*"*#"4'801*)#/9'()*4#/8;.&*"#%"<*'5*1/;*
."(Q&*3%)>%(&*&,%*>"#$%&*'(&/*"*3;R.'%(&01*'3/0"&%8*
3%)>%(&*9,'.,*."(*A%*8/>'("&%8<*1/;*(%%8*&/*9'&,E
8#"9"0*5#/>*&,%*>"#$%&@*-14'."001*>/3&*>"#$%&3*/(01*
,"7%*&9/*&/*&,#%%*./(3'3&%(&01*4#/S&"A0%*3;440'%#3@*-,;3*
"*./>4"(1*(%%83*&/*/A&"'(*"&*0%"3&*JTL&,*3,"#%*/5*"*('.,%*
&/*3;#7'7%<*"(8*9,%(*JTU#8*,"3*A%%(*".,'%7%8<*'&*."((/&*
(/#>"001*A%*8'30/8)%8@

V'>40'3&'."001<*"*>"#$%&*3%)>%(&*'3*8%S(%8*"3*"*)#/;4*/5*
.;3&/>%#3*3,"#'()*./>>/(*8%3'#%3<*(%%83<*"(8*A;1'()*
4"&&%#(3@*W%"0'3&'."001<*'&*'3*.,"00%()'()*&/*'8%(&'51*&,%*
8/>'("(&*.,"#".&%#'3&'.3*'(*"*.;3&/>%#*4/4;0"&'/(<*3%)E
>%(&3*"#%*(/&*(%"&*"(8*&'81@

2*3&"#&;4*A1*5/.;3'()*/(*"*34%.'S.*>"#$%&*3%)>%(&*'3*
"A0%*&/*,"7%*0%"(%#<*&'),&%#*4#/8;.&*5">'01@*X&3*3"0%3*5/#.%*
."(*/4%#"&%*9'&,*)#%"&%#*%R.'%(.1*&,"(*&,%*3"0%3*5/#.%*
/5*"*A#/"8E0'(%*./>4%&'&/#@*:%#&'."0*>"#$%&'()*"(8*4#/E
>/&'/(3*"#%*>/#%*./3&E%Y%.&'7%*"(8*4#/8;.&'7%*&,"(*
,/#'Z/(&"0*%Y/#&3@ (This is the Crossing the Chasm / Bowling 
A!ey scenario subsequently described by Geo"ey Moore).
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/01(2)-0(-.(%#3)3-1+(4.+(5)&6(
3-)+-"23(0)3(711&(7)31%("2.&()(
2+.%"8-(%191$.251&-(5.%1$:(;&(
0#3(315#&)+(7..<=(Four Steps to 
the Epiphany>=(?-191(!$)&<(2+.@
9#%13()(363-15)-#8=(3-12@76@3-12(
+.)%5)2(.&(0.A(-.(3"881334"$$6(
.+')&#,1(3)$13=(5)+<1-#&'()&%(
7"3#&133(%191$.251&-(4.+()(&1A(
2+.%"8-(.+(8.52)&6(A#-0()&(
1520)3#3(.&(0#'0(-180&.$.'6(
3-)+-"2(8.52)&#13:

/01(<16(-.(3-)+-"2(3"88133(#3(-01(customer develop-
ment(model("31%(-.(%#38.91+()&%(8"$-#9)-1(2)6#&'(8"3@
-.51+3:(;-(8.&3#3-3(.4(4."+(3-)'13B(8"3-.51+(%#38.91+6=(
8"3-.51+(9)$#%)-#.&=(8"3-.51+(8+1)-#.&=()&%(8.52)&6(
7"#$%#&':

Customer Discovery — Chapter 3

C01+1(#3(."+(5)+<1-D(C0.()+1(."+(8"3-.51+3D(E.A(%.(
A1(7"#$%(-01(+#'0-(-1)5D(E.A(%.(A1(38)$1(3)$13D

F !.)+%(G(-1)5(7"6@#&
F ?-)+-"2(062.-013#3
F /13-#&'(-01(2+.7$15()&%(2+.%"8-(8.&812-
F H"3-.51+(%191$.251&-(-1)5
F H"3-.51+(&11%3(93:(2+.%"8-(41)-"+13
F I&%1+3-)&%#&'(-01(8"3-.51+
F /13-#&'(5)+<1-(-621
F J)+<1-(-621(31$18-#.&
F *21+)-#&'(5.%1$

/01(HK*(0)3(-.(31$$L(1&')'1%(A#-0($1)+&#&'(8"+91

Customer Validation — Chapter 4
F K)+$6(19)&'1$#3-
F ?)$13(-.(1)+$6(8"3-.51+3
F M+.%"8-()&%(8.52)&6(2.3#-#.&#&'
F /13-#&'(-01(N&)&8#)$(5.%1$

0-$&) :
;).)%*=

0*&#/#*'#'6
0-$&) K
H)"#+7

0-$&) 8
L)/ I)$(7
/* F)%%

0-$&) 9
F)%% /* H#&#*'$"7

D4&/*1)"&

F /0+11($191$3(.4(7"61+3(&11%3=(3.$"-#.&(31$$#&'(-..$3
F M.3#-#.&#&'(6."+(2+.%"8-

Customer Creation — Chapter 5

O."+(7"#$%#&'(7$.8<3(.4(8"3-.51+(8+1)-#.&:

F H"3-.51+(8+1)-#.&(91+3"3(5)+<1-#&'(8.55"&#8)@
-#.&3

F /01(4."+(7"#$%#&'(7$.8<3(.4(8"3-.51+(8+1)-#.&
F /01(+.$1(.4(P7+)&%#&'Q

0-$&) :
C$4',-

D*1=$'7
M 0"*(4,/

0-$&) K
D")$/) ;)1$'(

0-$&) 8
L)/ I)$(7
/* C$4',-

0-$&) 9
0*&#/#*' D*1=$'7

M 0"*(4,/

F H.52)&6()&%(2+.%"8-($)"&80
F H.52)&6()&%(2+.%"8-(2.3#-#.&#&'
F R15)&%(8+1)-#.&

Company Building — Chapter 6

!"#$%#&'()(5)#&3-+1)5(8"3-.51+(7)31(76(5)+<1-(-621

F H"$-"+1(A)+3
F J#33#.&@81&-+#8(8"$-"+1
F O)3-@+132.&31(%12)+-51&-3
F S+.A#&'(-01(8.52)&6

TT
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1/%Jump Start Your Business Brain2%
3+"4%5(66%+7-0)80-%'9('2%:,"-.;
/0--%-"<<0--%.-%/+'%)(/=+#>%
?90)0%()0%$(''0)/-%./%'90%"/.;
80)-0%+@%7"-./0-->%?90)0%()0%)0;
$)+="<.760%-<.0/'.A<%60--+/-%(/=%
6(B-%'9('2%B90/%($$6.0=%B.'9%=.6.;
40/<02%<(/%906$%C+"%B./%#+)02%
6+-0%60--2%(/=%#(D0%#+)0%#+/0C%
B.'9%C+")%/0B%$)+="<'-2%-0)8.<0-2%
-(60-2%(/=%(=80)'.-./4%0E+)'->F

50%-'('0-%'9('%./%+)=0)%'+%40'%
$0+$60%'+%(=+$'%C+")%'0<9/+6+4C2%

C+"%/00=%'+%+70C%The Three Laws of%Marketing Phys-
ics for Products2%7C%-9+B./4G

H Clear benet%;%B9('I-%./%.'%@+)%'90%<"-'+#0)J

H Real reason to believe%B.'9%-"$$+)'./4%08.;
=0/<0%;%<+##"/.'C%4)+"$-K%')"-'0=%@).0/=>%L9C%
-9+"6=%'90%<"-'+#0)%706.080%C+"%B.66%=06.80)C%+/%
'90%$)+#.-0%+@%'90%<60()%70/0A'J

H Dramatic di!erence%;%5+B%)08+6"'.+/()C%(/=%
/0B%'+%'90%B+)6=%.-%C+")%70/0A'%M%)0(-+/%'+%70;
6.080J

1=0(-%B.'9%(%=)(#('.<%=.E0)0/<0%9(80%(%#"<9%4)0('0)%
<9(/<0%+@%+7'(././4%-"-'(./(760%4)+B'9%-"<<0-->

E$"( /* 2N),4/)

2$&7 /* 2N),4/)

;"$1$/#,$%%7
;#++)")'/

F$1)
O%(
F/4++

2N=)'&#.) J$&/)
*+ 2++*"/

?$@) ?*')7 P$&/
>)+*") Q*4 L)/ D*=#)(

D*11*(#/7

?*'*=*%7

F4&/$#'$R%)
L"*G/-

D-)$= J$&/)
*+ 2++*"/

L9('%'9.-%#0(/-%'+%#()D0'./4%.-%0N$)0--0=%(-%'90%Th! 
Three Laws of%Capitalist Creativity%@+)%'90%O)+="<'%
?0(#G

H Explore stimuli%;%(-%'90%/"#70)%(/=%%-+")<0-%+@%
=.E0)0/'%A)-';$0)-+/%/0B%(/=%"/@(#.6.()%-'.#"6.%
./<)0(-02%-+%B.66%'90%/"#70)%+@%<)0('.80%.=0(-%./;
<)0(-0%(-%C+"%4(./%/0B%0N$0).0/<0-%(/=%$0)-$0<;
'.80-2%(/=%-')0'<9%C+")%#./=>

H Leverage diversity%;%-00D%'90%.=0(-2%+$./.+/-%
(/=%P"=4#0/'-%+@%$0+$60%B.'9%=.80)-0%$0)-$0<'.80-%

'+%(==%).<9/0--%(/=%$0)-$0<'.80%'+%C+")%.=0(->%*+"%
9(80%'+%8.0B%C+")%.=0(-%'9)+"49%'90%0C0-%(/=%
8.0B$+./'-%+@%+'90)%$0+$60>

H Face fears%;%C+")%$+'0/'.(6%'+%(<9.080%.-%6.#.'0=%
+/6C%7C%'90%60806%+@%C+")%@0()->%Q@'0/%B0%()0%(@)(.=%
'+%()'.<"6('0%.=0(-%@+)%'90%@0()%+@%@(.6")02%+@%70./4%
6("490=%('2%70./4%$+6.'.<(66C%./<+))0<'2%+)%70./4%
'9+"49'%-'"$.=>%L0%#(C%70%(@)(.=%+@%'90%"/D/+B/%
+)%+@%<9(/40>%?9.-%.-%$()'.<"6()6C%')"0%B90/%'9./4-%
()0%4+./4%7(=6C>%

?90%@+")%-'(40-%+@%<)0('.8.'C%B90/%"-./4%-'.#"6.%()0%'+%
A)-'%4('90)%-'.#"6.2%'9(/%'+%#"6'.$6C%'90#2%'0-'%'90#%
(4(./-'%<"-'+#0)%<+/<0$'-2%'9(/%A/(66C%'+%')(/-6('0%'90%
)0#(././4%.=0(-%./'+%$)(<'.<(6%<+/<0$'->

Gather
Stimulus

Multiply
Stimulus

Create
Customer
Concepts

Optimize
Practically

RS
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!"#$01$+1$&'-#$+&'(($2*+,3
-.++.+$4',(5$6-$",+$21178$The E 
Myth Revisited$9.-:;.<;.-.*;,'($
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Buyer Utility

Is there exceptional buyer utility
in your business idea?

Price

Is your price easily accessible
to the mass of the buyers?

Cost

Can you attain your cost target
to profit at your strategic price?

Adoption

What are the adoption hurdles in
actualizing your business ideas?
Are you addressing them now?

A Commercially
Viable

Blue Ocean Idea

No -
Rethink

Yes

No -
Rethink

Yes

No -
Rethink

Yes

No -
Rethink

Yes

H2$%<,:'$>>%:=%6$+$,54)4)-%(%9"#$%:'$()%>+,(+$-.%4>%
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The Hard Law'A'F)'1(,'#4+G%'4##"=%')4.-,$"@'1(,G--'+"8"$'
&,##""9C'In our experience, success is savored most when th! 
chances of dismal failure were the greatest.

The Harder Law'($'H,91G&'H,%4<4/4'H,-"'A'4)%"$'1(,'
"-.5.+4%"'1(,$'+,5<"$'(+"'=$(<-"5@'+,5<"$'%2('/"%&'4'
=$(5(%.(+C

The Hardest Law'A':"-=.+/'51&"-)'.&'"8"+';4$9"$'%;4+'
;"-=.+/'(%;"$&C

7&'I.#;4"-'J4#3&(+G&'&(+/@'Man in the Mirror'&41&@'KFG5'
/(++4'543"'4'#;4+/"')($'(+#"'.+'51'-.)"C'CCCC'FG5'&%4$%.+/'
2.%;'%;"'54+'.+'%;"'5.$$($@'FG5'4&3.+/';.5'%('#;4+/"';.&'
241&CL

Moving in one direction incurs cost in another'A'
2;"+'1(,'(=%.5.M"'(+"'%;.+/@'.%'#4,&"&'1(,'%('543"'4'
%$49"(N'(+'4+(%;"$C'F)'1(,'(=%.5.M"')($'9.&%4+#"@'1(,'
9(+G%'/"%'54D.5,5'&=""9C'!,##"&&'$"O,.$"&'<".+/'4<-"'%('
P,//-"'&.5,-%4+"(,&'%$49"(N&C
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The Level Law'A'QN"#%.8"'=$(<-"5'&(-8"$&'541';48"'
54+1'=$(<-"5&@'<,%'$4$"-1';48"'4'&.+/-"@'9(5.+4+%'=$(<A
-"5C'*(,+%"$A2.&"@'2;"+'&(5"(+"';4&'4'54&&.8"'=$(<A
-"5@'.%'.&'4'&./+'%;4%'%;"1'4$"'+(%'"N"#%.8"'.+'&(-8.+/'
=$(<-"5&C

The Rule of Three'A'F)'1(,'#4+G%'%;.+3'()'%;$""'%;.+/&'
%;4%'5./;%'/('2$(+/'2.%;'1(,$'=-4+&@'%;"+'%;"$"'.&'
&(5"%;.+/'2$(+/'2.%;'1(,$'%;.+3.+/C

Putting Your Own Money Where Your Mouth Is 
Test'A'?(,-9'1(,'=-4#"'1(,$'-.)"'R'5(+"1'.+'%;"';4+9&'()'
%;.&'&1&%"56':(2'5,#;'5(+"1'4$"'1(,'2.--.+/'%('<"%'
%;4%'4'=$(/$45'.&'<,/')$""6
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C#$(04#&$&0D$.10<#-&/*$7-01(07/*&E

F Reciprocation$G$=#$4-'$4)$-#7/'@$01$H016@$="/4$
/1)4"#-$7#-&)1$"/&$+0<#1$.&?

F Commitment and Consistency$G$)1(#$=#$
"/<#$A/6#$/$(")0(#@$=#$4-'$4)$3#"/<#$()1&0&4#14*'$
=04"$4"/4$()AA04A#14?

F Social Proof$G$)1#$A#/1&$=#$.&#$4)$6#4#-A01#$
="/4$0&$()--#(4$0&$4)$I16$).4$="/4$)4"#-$7#)7*#$
4"01H$0&$()--#(4?
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()A7*0A#14$.&@$
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)3#60#1(#$4)$7-)7#-$/.4")-04'$0&$-0+"4@$/16$60&B
)3#60#1(#$0&$=-)1+?

F Scarcity$G$)77)-4.1040#&$&##A$A)-#$</*./3*#$4)$
.&$="#1$4"#0-$/</0*/30*04'$0&$*0A04#6?

K04"$4"#$/6<#14$),$4"#$J14#-1#4@$4"#$/30*04'$),$(.&4)AB
#-&$/16$7-)&7#(4&$4)$)34/01$01,)-A/40)1$)1$/$7-)6.(4$)-$
&#-<0(#$"/&$+-#/4*'$0A7-)<#6?$!"#$7-01(07/*$),$&)(0/*$
7-)),$(/1$3#$*#<#-/+#6$3'$4/-+#401+$#<#-'$(.&4)A#-$/&$/$
-#,#-#1(#@$#1/3*01+$').$4)$.&#$4"#A$/&$/$-#/*$4#&40A)10/*?$
K"#1$014#-<0#=01+$4"#A@$/&H$4"#A$4)$6#&(-03#$4"#0-$
7/01$/16$4"#$3#1#I4&$4"#'$-#(#0<#6$,-)A$').-$7-)6.(4$
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The 22 Immutable Laws of 
Marketing>*&6%?*9#47'1%*@@*
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&44*4A&%(*A4#)4&&%(<

B6'/%*&6%#%*"#%*,4:%*#%C
15(1"(-'%,*"-#4,,*&6%*/"8,>*
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The Law of Perception — Marketing is not a bat-
tle of products, it’s a battle of perceptions

B%*"#%*1%-%'7%1*'(&4*A4-5,'()*4(*&6%*A"-&,*4A*"*9#415-&*
A#4:*"*;%/'%A*'(*4;F%-&'7%*#%"/'&?>*86%(*"-&5"//?*'&*',*45#*
9%#-%9&'4(*4A*&6%*9#415-&*&6"&*:"&&%#,>*'<%<*8%*;%/'%7%*
86"&*8%*8"(&*&4*;%/'%7%>*4#*4(*,4:%4(%*%/,%G,*9%#-%9C
&'4(*4A*#%"/'&?<

The Law of Perspective — Marketing e!orts take 
place over an extended period of time.

!"#$%&'()*%H4#&,*A4-5,%1*4(*9#415-'()*,64#&C&%#:*
)"'(,*#%,5/&,*'(*/4()C&%#:*/4,,%,<*B6'/%*-4594(,*"(1*
#%;"&%,*'(-#%",%*,"/%,*'(*&6%*,64#&*&%#:>*,"/%,*1#49*",*
,44(*",*&6%?*"#%*,&499%1<*I'(%*%J&%(,'4(,*'(-#%",%,*
,64#&C&%#:*,"/%,>*;5&*5/&':"&%/?*-"5,%*4(%*9#415-&*&4*
5(1%#:'(%*"(4&6%#<*

The Law of the Category — If you can’t be rst in 
a category, set up a new category you can be rst 
in.

+%'()*&6%*K#,&*'(*"*,5;C-"&%)4#?*6%/9,*?45*)%&*'(&4*&6%*
9#4,9%-&G,*:'(1<*LJ":9/%,*"#%*!'//%#*I'&%*8'&6*&6%*K#,&*
14:%,&'-*/')6&>*!'-6%/4;>*&6%*K#,&*6')6C9#'-%1*':94#&%1*
;%%#>*.:,&%/*I')6&>*&6%*K#,&*':94#&%1*/')6&*;%%#>*M6"#/%,*
N-68";>*&6%*K#,&*1',-45(&*;#4$%#<

The Law of the Mind — It’s better to be rst in 
the mind than to be rst in the marketplace.

O45*8"(&*&4*)%&*?45#*'1%"*4#*-4(-%9&*'(&4*&6%*:'(1*4A*"*
9#4,9%-&*;%A4#%*'&*',*:"1%*59*;%-"5,%*4(-%*'&*',*:"1%*
59>*'&*',*7'#&5"//?*':94,,';/%*&4*-6"()%*'&<

The Law of Exclusivity — Two companies cannot 
own the same word in the prospect’s mind.

P(-%*"*84#1*6",*;%-4:%*",,4-'"&%1*8'&6*"*)'7%(*-4:C
9"(?>*'&*',*7%#?*1'Q-5/&*&4*-6"()%*9%49/%G,*:'(1*";45&*'&<*

N"A%&?*:%"(,*R4/74>*47%#(')6&*:%"(,*S%1LJ>*/4()C/",&'()*
:%"(,*T5#"-%//>*"(1*A",&*A441*:%"(,*!-T4("/1G,<

The Law of Acceleration — Successful programs 
are not built on fads, they’re built on trends.

M4(&#4//'()*"99%"#"(-%,*"(1*"74'1'()*47%#%J94,5#%*;?*
(%7%#*&4&"//?*,"&',A?'()*1%:"(1*',*$%?*&4*4;&"'('()*/4()*
&%#:*;5,'(%,,<*M4(,'1%#*&6%*/4()*&%#:*;5,'(%,,*4;&"'(%1*
;?*+"#;'%*14//,*7%#,5,*&6%*A"1*"(1*#%,5/&'()*47%#%J94,5#%*
"(1*-4//"9,%*4A*&6%*:"#$%&*A4#*M";;")%*U"&-6*14//,<
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