
The 22 Immutable Laws Of Branding: A
Comprehensive Summary
In the world of marketing and branding, there are certain principles that remain
constant over time. These principles, known as the 22 Immutable Laws of
Branding, were established by renowned authors Al Ries and Laura Ries. In their
book, they provide insights and strategies for building and maintaining successful
brands. This article aims to provide a comprehensive summary of these laws and
their significance in the realm of branding.

Law 1: The Law of Expansion

According to the Law of Expansion, a brand should focus on extending its
dominance rather than diversifying into unrelated industries. Successful brands
often falter when they lose sight of their core offerings and attempt to enter new
markets that do not align with their existing brand image.

For example, Coca-Cola initially introduced "New Coke" in an attempt to revamp
their classic formula. However, this decision led to significant backlash from loyal
customers, highlighting the importance of maintaining brand consistency and not
deviating too far from the core product.
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Law 2: The Law of Contraction

In contrast to the Law of Expansion, the Law of Contraction states that a brand
should shrink its focus in order to better meet the specific needs of its target
audience. By catering to a narrow niche, a brand can establish itself as an expert
in that particular domain.

A notable example of this is the brand Harley-Davidson, which focuses solely on
motorcycles. By dedicating themselves to this niche market, they have built a
strong and loyal following among motorcycle enthusiasts.

Law 3: The Law of Publicity

Publicity plays a crucial role in the success of a brand. The Law of Publicity states
that the birth of a brand is achieved through advertising, but its growth is fueled
by publicity. While advertising can create initial brand awareness, it is the media
coverage and word-of-mouth endorsements that truly propel a brand to new
heights.

One prime example of this is the launch of Tesla. Through strategic media
coverage, Elon Musk managed to generate an immense amount of publicity,
which ultimately led to the brand's widespread recognition and success.

Law 4: The Law of Advertising

According to the Law of Advertising, a brand should strive to own a word or
position in the mind of the consumer. By consistently associating a particular
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word or concept with their brand, companies can establish a strong and distinct
identity that resonates with consumers.

For instance, Volvo has successfully positioned itself as a brand synonymous
with safety. By consistently emphasizing their commitment to safety in their
advertising campaigns, they have created a strong association in the minds of
consumers.

Law 5: The Law of Focus

In today's crowded marketplace, it is crucial for a brand to have a clear and
distinct focus. The Law of Focus emphasizes the importance of standing for one
thing and dominating that particular category. By trying to be everything to
everyone, a brand risks diluting its message and losing its competitive edge.

Google is a prime example of a brand that embodies the Law of Focus. They
dominate the online search market by consistently delivering relevant and
accurate search results, making them the go-to search engine for millions of
users worldwide.

Law 6: The Law of Division

The Law of Division stresses the importance of avoiding product line extensions.
While it may be tempting to introduce variations of a successful product, this often
leads to brand dilution and confusion among consumers.

Kodak, once a leading brand in the photography industry, fell victim to this law.
They introduced a range of products beyond their core offering, which ultimately
weakened their brand and contributed to their decline.

Law 7: The Law of Line Extension



Contrary to the Law of Division, the Law of Line Extension states that a brand
should leverage its existing brand equity to introduce new products in related
categories. By doing so, companies can expand their market presence while still
benefiting from the strength of their core brand.

An example of successful line extension is Apple. They initially gained recognition
for their Mac computers and then expanded into other product categories such as
iPhones, iPads, and Apple Watches. By leveraging their strong brand, they have
established themselves as a leader in multiple industries.

Law 8: The Law of Sacrifice

Brands cannot be everything to everyone. The Law of Sacrifice emphasizes the
importance of making sacrifices and choosing which target audience to prioritize.
By focusing on a specific segment, a brand can better meet their needs and
establish a deeper connection with their most valuable customers.

Nike is a prime example of a brand that embodies the Law of Sacrifice. They
focus on the athletic segment and position themselves as a brand for athletes
and sports enthusiasts. This strategy has allowed them to establish a strong
brand identity and build a loyal customer base.

Law 9: The Law of Attributes

The Law of Attributes states that for every attribute, there is an opposite attribute
that is just as desirable. A brand should strive to own an attribute that is not
currently owned by a competitor, thereby differentiating themselves and creating
a unique selling proposition.

A classic example of this is the battle between Pepsi and Coca-Cola. While Coca-
Cola has positioned itself as a classic and timeless brand, Pepsi has adopted a



youthful and energetic image. By differentiating themselves on attributes that
Coca-Cola does not possess, Pepsi has successfully carved out its own market
share.

Law 10: The Law of Siblings

The Law of Siblings states that a brand should strive to create sub-brands rather
than expanding the main brand. By doing so, a brand can target different
segments while still benefiting from the overall brand equity.

Unilever is a prime example of a company that effectively utilizes the Law of
Siblings. They have a portfolio of brands, each catering to a specific market
segment, such as Dove for personal care and Lipton for beverages. By creating
distinct sub-brands, Unilever ensures that each brand receives the attention and
focus it deserves.

Law 11: The Law of Shape

The Law of Shape emphasizes the importance of a brand's visual identity. A
distinct and recognizable shape can leave a lasting impression on consumers
and differentiate a brand from its competitors.

One iconic example of this is the Coca-Cola bottle. Its unique, curved shape has
become synonymous with the brand and is instantly recognizable worldwide.

Law 12: The Law of Color

Similar to the Law of Shape, the Law of Color highlights the significance of color
choice in branding. Colors evoke specific emotions and associations, and a well-
chosen color palette can enhance a brand's message and impact.



An exemplary use of color is seen in the branding of McDonald's. The bright red
and yellow colors evoke feelings of energy and happiness, which aligns perfectly
with the brand's fast-food offerings.

Law 13: The Law of Name

The Law of Name emphasizes the importance of choosing the right name for a
brand. A brand name should be simple, distinctive, and memorable, allowing it to
stand out in a crowded market.

Apple is a prime example of a brand that embodies the Law of Name. The
simplicity and distinctiveness of the name make it instantly recognizable and easy
to remember.

Law 14: The Law of Fellowship

The Law of Fellowship emphasizes the importance of associations in branding.
By aligning a brand with like-minded individuals or organizations, companies can
enhance their image and tap into existing networks of loyal customers.

An example of successful fellowship is seen in the partnership between Nike and
various professional athletes. By associating their brand with exceptional
athletes, Nike has positioned themselves as a brand that champions excellence
and performance.

Law 15: The Law of the Generic

The Law of the Generic emphasizes the importance of being the first in a
particular category. Being the pioneer allows a brand to establish itself as the
standard or reference point in the minds of consumers.



A prime example of this is Kleenex. The brand became synonymous with tissues,
even though it is just one of many tissue brands available in the market. Through
effective marketing and being the first to establish themselves, Kleenex secured
their position as the generic term for tissues.

Law 16: The Law of the Company

The Law of the Company states that brands should be named after the company
and not the other way around. By associating the brand directly with the
company, companies can leverage their reputation and expertise to build a strong
brand image.

Virgin Group is a prime example of this. The name "Virgin" is synonymous with
Richard Branson's business empire, encompassing a wide range of industries. By
associating the brand directly with the company, Virgin Group has built a
reputation for innovation and exceptional customer service.

Law 17: The Law of Subbrands

Contrary to the Law of the Company, the Law of Subbrands emphasizes the
importance of creating separate brands within a company. This allows companies
to target different market segments or pursue diverse brand strategies while still
leveraging the overall company's reputation.

An example of successful subbranding can be seen in the automobile industry.
Companies like BMW have created subbrands such as BMW M and BMW i to
target specific segments and differentiate their offerings.

Law 18: The Law of Shapelessness

According to the Law of Shapelessness, a brand should avoid any visual
representation that imposes strict definitions or limits its potential. By adopting a



shapeless form, a brand can adapt and evolve to meet changing market
demands.

One brand that embodies the Law of Shapelessness is Amazon. Initially known
as an online bookstore, Amazon has grown to encompass a wide range of
products and services. By avoiding restrictive visual representations, they have
been able to evolve and expand their offerings seamlessly.

Law 19: The Law of the Word

The Law of the Word emphasizes the importance of choosing a single word or
phrase to represent a brand in the minds of consumers. This word should capture
the essence of the brand and serve as a memorable tagline or catchphrase.

Visa is a prime example of a brand that has successfully implemented the Law of
the Word. Their tagline, "It's Everywhere You Want to Be," effectively
communicates the convenience and universality of their payment solutions.

Law 20: The Law of Credentials

The Law of Credentials states that a brand should establish its credentials and
expertise in order to gain customer trust and loyalty. Companies need to prove
themselves competent in their respective fields to differentiate themselves from
competitors.

IBM is a prime example of a brand that embodies the Law of Credentials. By
consistently showcasing their technical expertise and thought leadership, IBM
has positioned themselves as a trusted provider of innovative solutions in the
technology sector.

Law 21: The Law of Quality



Quality is a fundamental aspect of branding, and the Law of Quality emphasizes
the importance of delivering consistent excellence. Brands that prioritize quality
build a reputation for reliability and reliability, which in turn leads to customer
loyalty and advocacy.

An exemplary brand that exemplifies the Law of Quality is Rolex. Known for their
precision and craftsmanship, Rolex has become synonymous with luxury and
elegance in the watch industry.

Law 22: The Law of Category

The Law of Category states that a brand should be the first to establish itself in a
new category. By creating a new category or redefining an existing one, a brand
can position itself as the leader and set the standard for others to follow.

Red Bull is a prime example of a brand that embodies the Law of Category. They
created a new category of energy drinks and defined the market. By positioning
themselves as the first and most influential brand in this category, they have
achieved remarkable success.

The 22 Immutable Laws of Branding provide timeless principles and insights for
building successful brands. From focusing on a specific niche to leveraging the
power of publicity, these laws offer valuable guidance for marketers and brand
strategists alike.

By understanding and applying these laws, companies can develop a clear brand
strategy, differentiate themselves from competitors, and build a loyal customer
base. Brands that adhere to these principles have the potential to achieve long-
term success and establish themselves as industry leaders.



So, whether you are in the process of building a new brand or looking to
reposition an existing one, the 22 Immutable Laws of Branding can serve as a
valuable resource to guide your journey to brand greatness.
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Sample Book Insights:

#1 The power of a brand is inversely proportional to its scope. When you put your
brand name on everything, that name loses its power. The emphasis in most
companies is on the short term, but line extension, megabranding, and variable
pricing are being used to milk brands rather than build them.

#2 The masterbrand, superbrand, and megabrand concepts are often used to
justify line extension. But people don’t think this way. They try to assign one
brand name to each product, and they are not consistent in how they assign such
names. They tend to use the name that best captures the essence of the product.
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#3 Every small town in America has a coffee shop. In larger cities and towns, you
can find delis on every block. What can you find to eat in a deli. Everything.
Soups, salads, hot and cold sandwiches, three types of roast beef, four types of
ham, five types of cheese.

#4 Good things happen when you contract your brand rather than expand it.
When you narrow your focus, you become more powerful. Rich people buy
expensive houses and cars, but that doesn’t make them rich. Instead, they buy
into the lifestyle.
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