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In 1994, Ries & Ries I:b

was founded by

4 legendarymarketing
| strategist Al Res and

o« his daughter Laura Ries
~ in New York.

has been basedln
Atlanta, Georgia.

L= i Al and Lauraspend
most of their time o the road cansulting with top
corporations around the worlduch asMicrosoft, Ford,
Disney,Samsung,Merck and FriteLay.
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The dynamic duaand bestselling authorshave been o l(s flCl(xg
profiled in Business Week, Marketing News, Advertigin .

Age, The Wall Street Journand courtless other I— Gltirm “"""‘“”““"?;“E"l“
domestic and internatonal magazines and newspapers. A 4 =

Together they have written 5 books, including their new
book War in the Boardroom

Laura
Ries




Biography of
Al Ries

Chairman of Ries & Ries

Alis alegendary marketing strategist and the
bestselling author (or ceauthor) of 11 books on
marketing including Positioning, Marketing Warfare,
Focus, The 22 Immutable Laws of Branding, The Fal
of Advertising & the Rise of PR and his lategtar in

the Boardroom (2009).

After graduating from DePauw Univsity, Al worked
in the advertising department of General Electric
before founding his own advertising agency in New
York City, Ries Cappiello Colwell in 136The agency
later changed tomarketing strategy firm, Trout &

Ries.

In 1972, Al ccauthored the row infamous threepart

series of articles declaring the arrival of the Positioning era in Advertising Age magazine. The concept of
positioning revolutionized how people viewed advertising and marketing. Marketing was traditionally
thought of as communicatns, but successful brands are those that find an open hole in the mind and
then become the first to fill the hole with their brand name.

branding, learned a critical
branding-lesson himself in
1989, when he stopped
calling himself an ad agent
and started calling himself a
marketing  strategist.
“People seemed to take me
more seriously,” he says.
Ries, now 72, easily
ranks among the most rec-
ognizable business gurus, a
fact reflected in the $25,000
fee -- plus first-class travel
expenses -- he charges for a
one-day consulting blitz.
AL RIES: His ideas didn’t change, That makes uP (h'e bul}_\ of
but client attitudes did fevente. at h'.s .-\ll.:_nta firm,
Ries & Ries Focusing
Consultants, which he co-owns with his daughter
Laura. Book sales add to the pot: His first volume
is still a hot seller after 20 years, and he's work-
ing on an cigt:lh for Hflrper(_‘.ollins P\’llblishers lnc;.l
a alaa salras in alal A €1 millian annaalla

Al 6s favorite acti
Atlanta, Georgia, with his wifdylary Lou.

When Alvertising Age magazine choose the 75 most

important ad moments of the last 75 years celebrating the

publicati o n dhennivessary, the emergence of positioning

came in at number #56. Ad Age commented on how the
conceptremains justasre evant in todayds en
ofhe positioning era doesndt end
mar keting | exi&enhbhdshetesaboivny
textbooks of today. 6

Al was president of the Association of Industrial Advertisers

(now the Business Marketing Association) and the Advertising
Club of New York. He was also c
Awards. In 1989, Sales & Markiing Executives International
gave him its oO0Tops in Marketi
magazine named him one of the 100 most influential PR

people of the 20h century.
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Al currently writes a monthly marketing column férdAge.com
and appears on theRiesReport.com
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http://adage.com/columns/home?section_id=300
http://www.riesreport.com/




