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(The 22 Immutable Laws of Branding: How to Build a) When you call a book The 22
Immutable Laws of Branding, you're pretty much ruling out Oprah's Book Club as
potential buyers. (Not that Oprah herself isn't a terrific brand.) This is an audiobook for
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a narrow demographic: entrepreneurs, top managers, and public-relations directors.
Coauthor Al Ries comes off like the eccentric genius that most of these managers keep
in a basement office, only listening to when necessary. When he says, "The power of a
brand is inversely propomonal to its scope,” and hectors managers with the idea that
‘customers want brands that are narrow in scope,” you know he's right (he backs
himself up with dozens of examples), and you know it's the last thing powerful,
expansion-minded businesspeople want to hear. Coauthor Laura Ries, his daughter
and marketing-firm partner, also reads sections. (Running time: 1.5 hours, one
cr?sset\te) ——Lou Schuler —This text refers to an out of print or unavailable edition of
this title

TEENE:
- BH7 (AlRies)

CAEEEelE A BHE (2EK) SHABERE, =% %EEiE%?—ﬁUFﬁ, e G-~ ADIER
Eﬁmﬁﬁiﬁ%%o 20084, TEANSHOIRTSEIM — N EE, Y - BRSEETY 2R
- BB 5e, GERICEONTE « F/R B —ieft5IEE <<J_%Hﬂt>> HER) "B AT
"\rjiUU ENSE—1EE, Sh% - ﬁ%ﬁ/ﬁ% (EL) « (@)  (EmEe
Vo (REBM) . (NEEfD) E=aHRREa, mﬁk?ﬁtb%fﬁqﬂﬂ%ﬁ/u/_\
BHHES T TBNE, J0HLENERLE, ¥ - Ef54) |55 - BHEEEH T (
HRE» (mRENER) « (EF=BRP) FEE, TEEM@MWL%E@%W%

. BHE | S 500 IR, 595, GEE S5,
Hh - BHT (Laura Ries)
BHE (23K SERBERE, EAZRY - Bisy) LRek A, EMIEeH S
EE, EEN mmﬂfﬁ REHAIEAIN, EE@=IrmEME. CNBC, EE &R
%%FECQNN%WE%M‘EEﬁ%éﬁﬁﬁ%@ﬂﬂ, NIk (ME) 50058 B\ IR H ARG &
18 ~Jo
H=x:

The 22 Immutable Laws of Branding FaEisEEE1

S~
o

branding

marketing


http://www.allinfo.top/jjdd

Tie

Vivid examples.

RINEED 7, BEHIBEMENIE: 1. BHEIELEHR; 20 KE EBOET R
FLBESME, BRI ARRE,

The 22 Immutable Laws of Branding g1

SELi;

%E AW =R, BEEREND. FFMNE-RESR (EHEE) BEERIFRIR
A

B — PXADES. BUMTEITA — o, BRE—HNEMES, THh
Aﬁmﬁﬁ,@E%%ﬁ%%%%i@oﬁ—fﬁ%ﬂﬁm%%,ﬁ%i—|$ =89
g BMBIRRI™mAEX...

ANNEBRIERIZMERE RN, BRFIUNFRIERB @B LENNFTE, REBEX
%m%%%ﬂ%ﬁﬁﬁwﬁﬂkﬁ%ﬁ%m,,EAE%@%ML@$DEE,@%%
IR —EEIER, MXEBREBINEREREFERN. BRIE, ZBA
BV S E RIS RS


http://www.allinfo.top/jjdd

TEREADER S, SERFMEDE
XEIZ R ERIZINY, EATA A

TN B R A — RS ET K, (EE
BUREAANA S et 2 A

\/Y éE/%%%/b\qu% Eﬁ%/jﬂ_/éﬁ% ) EL@EE
NS Rl R e N B A RIS, et Al
ééﬁ%@@@%%@% QL MER SRS B BT RN AR G R HE LTIk
KN
RIS R P — MR, BT LU — N R R A S B R M S 2
SLEM BRI,
HT 2 EEABIH B E, AT 0] Ao AT AE (R XY
%f%%&£“£%ﬁA HXEITE, BIEBEEMEN “NDEER AMSLE—
ggg%mz TEBEY 3, ﬁﬁﬁ%ﬁBMi@m%,%%ﬁ$ﬁ%m;ﬁ—%%

BERNE, XATRIVASHD, Ih—HRMARET (RLR)  (EREE
ﬁ»%%%%ﬁ,%?EK%%&ﬁW+EzFWm%E,K%%W%IAW%EA
TR NIREY "= RS —" o [pE =Ko Be?

2P miBERAE, RERE, BREHF, BrmEl. mrPERFMIRZIEIIA TIER



, BUEIKLIICRBIBFRIB L. HIN, 2IANMRATE, BEEELY, BNBHEANEER
<<|£:||]ﬁ%3’:ﬁ|zg£>> o 0 o 0O 0O O O o o o oo 0o OO OO OO O O 0O O 0o o o o o o o o

O 0O 0O 0O 0O O 0O 0O O O O O O O ...

—, BRSLTCRELERE, BARHRS, BT IMY, MESHENATH
SIS BB IR o |

= BERNDN, OEEEEEOEMIE, JHREE— LIS E, BREER
AR S A AN E e (B e T & T2 F 3 B EE B A~

7 2 A, BT L AR I (TS R IRt FEE T 1 P s A
NI R P s S R E L SIS R T RS B
ek AN C I e S e b PN PN

The 22 Immutable Laws of Branding g1



http://www.allinfo.top/jjdd

	The 22 Immutable Laws of Branding
	标签
	评论
	书评


