
 

 

 

 

Consulting with Ries & Ries.  
 

A different approach. 

Unlike most marketing consultants who work on a 60-day or 90-day cycle, Ries & Ries 

conducts one-day strategy sessions only. There are reasons for this approach. 

The problem facing most clients is not the need to generate a lot of facts, opinions, ideas and 

concepts and then package them all together in a binder. Most companies have more 

information than any one prospect can possibly absorb. The problem is how to simplify and 

generalize the data. In other words, how to find a focus. 

Furthermore, many members of a companyõs management team have different ideas about 

the direction a company or its brands should take. A great idea that doesnõt have the support 

of the entire management team is not going to be as effective as a good idea that everybody 

gets behind. 

 

Our one-day strategy session. 

Ries & Ries conducts one-day strategy sessions with a companyõs top management team (up 

to 8 to 10 people). We explore possibilities together and reach the branding solutions jointly 

making sure everyone on the team has an opportunity to participate in the process. 

At the end of the day, we will have formulated a òminiatureó marketing plan. That is, a 

marketing plan without the numbers. (Dates, costs, publications, etc.) If at the end of the day, 

everyone doesnõt enthusiastically support the strategy developed by the team, then Ries & 

Ries will have failed. 

 

What types of issues will be addressed? 

Å How can we expand our business and still stay focused? 
Å Do we have too many brands or too few? 
Å Do we need to change any of our brand names? 
Å Do we need to launch a new brand? 
Å What word does each of our brands own in the consumer's mind? 
Å What words do we want to own? 
Å Who is the competition and what can we do about them? 
Å How can we generate publicity? 
Å What should our advertising strategy be? 
Å What should we do about the Internet? 
Å Pricing issues? 
Å Distribution issues? 
Å Any other issue that might arise during the discussions. 



 

 

What else is included in the project?  

Roughly a week after the session is completed, we will send you a seven or eight page report 

summarizing the strategic recommendations. In addition we are available via telephone or 

email to discuss any questions you still might have. Also, we are available to comment on 

advertising or publicity campaigns or new names developed as a result of the 

recommendations. 

 

Why Ries & Ries? 

Al Ries and Laura Ries have studied thousands of companies, how they became successful or 

why they failed. In addition we have consulted with hundreds of companies around the world 

to help them solve marketing problems. (Our 12 books on marketing are based on this 

research.) While we are not experts in any one field, we are experts in developing marketing 

strategy because we have worked for so many different companies in so many different 

industries, including both consumer and business-to-business. In general, we help your 

company find a focus, own a word in the consumer's mind and dominate a market. 

 

Where would the meeting be held?  

Where the meeting takes place is up to you. Usually we have it at your offices. We will fly in the 

night before so we can start the meeting first thing in the morning. Otherwise, we can have the 

meeting at an office we have in the Buckhead section of Atlanta, a 30-minute drive from 

Hartsfield International airport. 

 

How does Ries & Ries prepare?  

A week or two before the strategy session you should send us an information package so we 

can familiarize ourselves with your situation, your market, your competition, etc. The package 

might contain a description of your products or services and their target audiences. You might 

also include marketing plans, press releases, research data, advertisements, brochures, 

competitive information, etc.  

 

Who should attend?  

All the key decision makers should participate in the strategy session, including 

representatives from your advertising and PR agencies, if appropriate. We suggest, however, 

that no more than 8 to 10 people participate. Too few people and we don't get all the input 

needed; too many people and we have to slow down the pace of the meeting which makes it 

harder to reach decisions. 

 

When can a strategy session be scheduled?  

Scheduling a session is determined by your calendar and our availability. Finding a day is 

usually not a problem. It can be a week from now or several months, whatever works best for 

you.  



 

 

How much does a strategy session cost?  

A full-day strategy session costs $30,000, plus our travel and hotel costs. 

 

Can we talk with previous clients?  

Sure. Upon request, we will be happy to provide you with a reference list and contact numbers. 

You can also read the testimonials published on our site. 

 

Summary of our service. 

The Ries & Ries one-day strategy session is designed to provide an overall direction for a 

company or a brand. Itõs a day which allows you to get everything on the table, in order to 

learn, discuss, analyze and formulate a companyõs focus. To start, we will ask specific 

questions designed to isolate the issues involved. Our philosophy is simple: The answer is in 

the problem. Only after a thorough discussion of your situation do we start to work on your 

problems. Then we work with you and your team to figure out the answers. 

 

Can we schedule follow-up sessions? 

Yes, of course. We have conducted multiple sessions for a number of clients. Normally, 

however, it is a year or so before a client finds the need to schedule another session. The 

ideas and concepts developed in the initial session are long-term in nature and usually donõt 

need modification unless there are substantial changes in the competition or in the 

marketplace. 

 

Whatõs the next step?  

Contact Ries & Ries by phone, fax or email. Al or Laura Ries would be happy to talk with you 

about your particular situation and how a strategy session might be helpful.  

 

Laura Ries 

Phone: 770.643.0880 

Email: laura@ries.com  

 

mailto:laura@ries.com


 

How do you build a brand?  
 

You build a brand by narrowing the focus.  

 

 

  

 Federal Express wanted to compete 

with air cargo leader, Emery Air Freight, so it 

narrowed the focus to òsmall packages 

overnight.ó Today, Federal Express is five 

times the size of Emery Air Freight. 

 Pepsi-Cola wanted to compete with 

industry leader Coca-Cola. So it narrowed 

the focus to the younger generation. Today 

Pepsi-Cola is close behind Coke. For a 

number of years, Pepsi even outsold Coke in 

supermarkets. 

 Target wanted to compete with both 

Wal-Mart and Kmart, so it narrowed the 

focus to òcheap chicó and today Target is 

making solid gains against the leading 

chains. 

 Prego wanted to compete with 

industry leader Ragu, so it narrowed the 

focus to òthickó spaghetti sauce and today 

Prego is a strong No. 2 brand. 

 Volvo narrowed the focus to òsafetyó 

and became the largest selling European 

luxury car in the US market (over the past 

decade). BMW narrowed the focus to 

òdrivingó and became the second largest 

selling European luxury car. 

 

 

 

Let Ries & Ries help you find your focus today.  



 

Testimonials  
 

 
When I hired Al and Laura for my first engagement, I was super impressed by several aspects of their work. They 

understood the fast moving hi-tech space very well, came up with a very crisp call to action, and used great analogies 

to help the team understand the recommendation. I will definitely leverage their expertise again. 

Raj Biyani | Director|  Microsoft Corporation     

 
I have had the wonderful experience of working with Ries and Ries several times in my career.  ACT!, the best selling 

contact manager, would never have become that without them.  Our time with them was THE pivotal element that took 

us from good to great!  Then again, with my second company, SalesLogix the magic continued.  Ries and Ries helped 

us figure out how to launch it with a simplicity and power that made success possible.  They are simply the best! 

Pat Sullivan | Serial entrepreneur extraordinaire |  ACT!, SalesLogix, Jigsaw Health 

 
The entire team truly appreciated the amount of clarity that you brought to our situation.  In addition, you gave us all 

the courage to effectuate a plan which is obviously a major departure for several of our team members. My thanks for 

a wonderful day.  

Larry Pinto | CEO|  Dynetech Corportation    

 
When I've been asked about the results of our strategy session with Ries & Ries, I kept on saying that instead of 

hearing the complicated but weak Harvard type of approach we got straight, powerful and simple answers. These 

insights could only come from great minds, because simplicity is only achieved by those who --after challenging the 

status quoñhave come with bright, powerful and yet simple strategies. Thanks for sharing your knowledge with us. 

Germán Rosales Wybo | President |  Verde Valle 

 
The experience and insights that Ries & Ries delivered in a single day became our road map to years of growth - twice, 

as I led two different companies in different industries.  Each time their work focused our investors, managers, 

employees and, ultimately our customers, on a common understanding of why we were in business and what made us 

unique. 

Jerry Mclaughlin| Branders.com 

 
Ries & Ries helped us accomplish more in one day than our team has been able to do in the last three months. Thank 

you.  

Assist 2 Sell |  Reno, Nevada 

 
Al & Laura have been invaluable to AllenPort. We were able to narrow down and focus in on exactly what differentiated 

AllenPort, and how best to articulate that vision.  But just as important, our session allowed me to eliminate a myriad of 

marketing and positioning possibilities that we were considering. What I did not do after our meeting saved me 10 

times their fee. 

Joel Allen | AllenPort 



 

Some recent Ries & Ries clients  
 
 

A&H Sportswear . New name and branding strategy for a line of menõs òshapeware.ó 

 

Ace Hardware . Helped the company refocus the brand on òhelpfuló and also a new chain concept targeted at women. 

 

Action International . Development of new name and strategy. 

 

Alcoa . Marketing strategy for selling aluminum bodies to the auto industry as a replacement for steel bodies. 

 

Alliance Defense Fund . New name and  branding strategy. 

 

American Tool Companies . New corporate name and strategy to communicate their brands are òmade in America. 

 

Astra Merck . Marketing strategy for a major pharmaceutical brand that was going òoff patent.ó 

 

AT&T. Analysis of its network marketing program and a new strategy for positioning AT&T against MCI and Sprint. 

 

Barleanõs. Strategy for a new company, Lignan Research, which plans to introduce the first lignan dietary supplement.  

 

Branders.com . Strategy for the website which has become the largest site serving the advertising specialties market. 

 

Burger King . Development of a ògrow upó strategy and advertising to position the brand against McDonaldõs.  

 

Carvel . Strategy to positioning ice cream cakes as healthier and lower in calories than ordinary bakery cakes. 

 

CertainTeed. New name and branding strategy for a line of synthetic slate products. 

 

Chamberlain . Corporate and branding strategies for a multi-product, multi-brand company.  

 

CheckFree . Brand-building strategy for the leading supplier of electronic billing and payment systems. 

 

Coldwater Seafood . Global branding strategy for the leading supplier of Icelantic brand seafood.  

 

Contact Software . Branding strategy for the leading maker of contact software as well as a new corporate name.  

 

Continental Airlines . Development of strategy to fight the òno frillsó airlines. 

 

Datastream . Branding and marketing strategy for the leading maker of maintenance software. 

 

Digital Equipment . Development of marketing strategy for the launch of a line of personal computers. 

 

Digital I sland . Development of a new category for the company. 

 

Dynamic Voice . New name and branding strategy. 

 

EatZiõs. Development of an overall theme for this supplier of gourmet take-out meals. (The Joy of Not Cooking.) 

 

Effective Training Solutions . New corporate name and new category for a supplier of employee training systems. 

 



 

Epicor Software . New corporate name and strategy for a supplier of enterprise resource planning software. 

 

Everest . New name and branding strategy for the launch of the first nationwide pre-paid funeral package. (Ever-rest) 

 

First USA. Development of a name and marketing strategy for the launch of an Internet bank. 

 

Fresh Express . Branding strategy for the leader in the category. Theme: The pioneer in packaged salads  

 

Frito -Lay. Revamping of the branding strategy for Cracker Jack which the company had recently acquire from Borden. 

 

Georgia -Pacific . Strategy to reduce confusion in the paper category and build the Georgia-Pacific brand. 

 

Gerald Stevens . Strategy development for a national flower chain. 

 

Green Giant. Development of a branding strategy for the òCreate a Mealó product line. 

 

GTE. Evaluation of a corporate communications program and development of a leadership concept. 

 

HomePortfolio.com . Development of name and marketing strategy for an Internet brand.  

  

IBM. Development of a product and branding strategy for a new family of workstations.  

 

Illycafe . Restaurant merchandising concept plus a global marketing strategy for the leading espresso brand. 

 

Inhale Technology . New name and strategy for the first device to allow prescription drugs to be inhaled by the lungs. 

 

Intel . Marketing strategy for its memory board business and recommendations for packaging changes. 

 

Interact Commerce Corp . Corporate strategy for the integration of two brands, Act and SalesLogix. 

 

Invisible Fence . Development of a revised marketing strategy with emphasis on PR. 

 

Iris Technologies . Name and branding strategy for the the first òplay analyzeró for high-school football coaches. 

 

Irvine PCM . Revised name and a new category for a company in the design and construction business. 

 

Lotus Development . A ònext generationó strategy based on Lotus Notes, the first ògroupwareó product. 

 

Maxion . New name and corporate identity for a Brazilian licensee of Massey Ferguson tractors and Perkins engines. 

 

Merck . Marketing strategy for a prescription drug that lowers cholesterol levels, that was scheduled to go off-patent.  

 

Missouri Board of Tourism . Development of a new tourist strategy based on the òriver stateó concept.  

 

Notar Eiendom . Marketing strategy for the leading real estate company in Norway to expand to the EU 

 

Novartis : Strategy consultation for three new prescription drugs. 

 

Novell . Development of a name and branding strategy for the launch of a second brand. 

 

Papa Johnõs Pizza. Internet strategy for the No. 3 pizza chain. 

 

Paramount Television . Development of a revised strategy for the television show, Entertainment Tonight. 



 

 

Procter & Gamble . Branding analysis to study a brandõs past success, present strategy and future direction.  

 

Quaker State . Development of marketing strategy for the launch of a second brand. 

 

Rally's . Development of marketing strategy for a drive-through hamburger chain. 

 

Republic of Tea . General marketing consulting. 

 

Rostam . New name and marketing strategy for an Israeli company planning to launch a line of hygienic tampons. 

 

SalesLogix . Development of marketing strategy. 

 

Schering -Plough . Branding programs for several prescription drugs.  

 

Scott Kay . New name and branding strategy for a line of sterling silver jewelry. 

 

Sharp Healthcare . Positioning strategy for the leading healthcare operation in the San Diego area. 

 

Silicon Graphics . Development of a new corporate position. 

 

SmithKline . Development of a positioning strategy to help one of its prescription drugs fight off a competitive attack. 

 

Southwest Airlines . Development of a new category strategy for the leading òno frillsó airline.  

 

Tambrands . Development of name and marketing strategy for the launch of a second brand of tampons. 

 

Tony Robbins . Development of strategy for a new Internet site. 

 

Waterford Crystal . General marketing strategy. 

 

Xerox . Development of a strategy based on the companyõs laser technology. 

 



 

About Ries & Ries  
 

 

In 1994, Ries & Ries was founded by 

legendary marketing strategist Al Ries and 

his daughter Laura Ries in New York. 

 

Since 1997, Ries & Ries has been based in 

Atlanta, Georgia. 

 

But they spend most of their time of the 

road consulting with top corporations 

around the world from Microsoft, Ford, 

Disney, Merck and Frito-Lay.  

 

The dynamic duo and bestselling authors 

have been profiled in Business Week, 

Marketing News, Advertising Age, The Wall 

Street Journal, Atlanta Journal-Constitution, 

and countless other domestic and 

international magazines and newspapers. 

 

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

released in March 2009.  

 

Other titles include: The 22 Immutable Laws of Branding (1998), The 11 Immutable 

Laws of Internet Branding (2000), The Fall of Advertising & the Rise of PR (2002), 

The Origin of Brands (2004). 



 

Biography of  

Al  Ries  
Chairman  of Ries & Ries  
Al is a legendary marketing strategist and the bestselling 

author (or co-author) of 11 books on marketing including 

Positioning, Marketing Warfare, Focus, The 22 Immutable 

Laws of Branding, The Fall of Advertising & the Rise of PR and 

his latest War in the Boardroom (2009). 

After graduating from DePauw University, Al worked in the 

advertising department of General Electric before founding his 

own advertising agency in New York City, Ries Cappiello 

Colwell in 1963. The agency later changed to marketing 

strategy firm, Trout & Ries. 

In 1972, Al co-authored the now infamous three-part 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 

communications, 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.  

Last year, Advertising Age magazine choose the 75 most important ad moments of the last 75 years 

celebrating the publicationõs 75th anniversary. The emergence of 

positioning came in at number #56. Ad Age commented on how the 

concept remains just as relevant in todayõs environment, òThe 

positioning era doesnõt end. What became a part of the marketing 

lexicon in the early ô70õs holds its own in the textbooks of today.ó 

Al was president of the Association of Industrial Advertisers (now the 

Business Marketing Association) and the Advertising Club of New York. 

He was also chairman of the Clubõs Andy Awards. In 1989, Sales & 

Marketing Executives International gave him its òTops in Marketingó 

award. In 1999, PR Week magazine named him one of the 100 most 

influential PR people of the 20th century. 

Always one for controversy, Alõs book, The Fall of Advertising & the Rise 

of PR, has generated enormous interest in the marketing community. 

The book made both the Business Week and The Wall Street Journal bestseller lists. In addition to being 

reviewed by these publications, it was also reviewed by USA Today, Harvard Business Review, Boston Globe, 

Chicago Sun-Times and many other publications. 

Al currently writes a monthly marketing column for AdAge.com and appears on the RiesReport.com.  

Alõs favorite activities include snorkeling, horseback riding and driving with the top down. He resides in  

Atlanta, Georgia, with his wife, Mary Lou. 



 

 

Biography of  

Laura Ries  
President of Ries & Ries  

Laura Ries is a leading marketing consultant, bestselling 

author and television personality.  

Since 1994, Laura has run Ries & Ries, a consulting firm with 

her partner and father, legendary Positioning pioneer, Al Ries. 

Together they consult with Fortune 500 companies on brand 

strategy and are the authors of five books which have been 

bestsellers around the world. They have traveled from Chile to 

China to India to Indonesia teaching the fundamentals of 

marketing.  

Laura is a frequent marketing analyst on major news 

programs from the OõReilly Factor to The Morning Show with 

Mike & Juliet.  She regularly appears on Fox News, Fox Business, CNN, CNN Headline, CNBC, ABC, CBS, PBS 

and is frequently quoted in the Wall Street Journal, Wall Street Journal, Advertising Age and others.  

Laura attended Northwestern University in Evanston, Illinois where she graduated òwith highest distinctionó 

from Northwesternõs School of Speech in 1993, finishing in the top 2% of her class. 

In 1994, Laura partnered with her father to form Ries & Ries. Laura and Al 

have co-authored five books together: The 22 Immutable Laws of Branding 

(1998), The 11 Immutable Laws of Internet Branding (2000), The Fall of 

Advertising & the Rise of PR (2002), The Origin of Brands (2004), and her 

latest War in the Boardroom (2009). 

In 2002, Business 2.0 named Laura a òmanagement guruó and issued 

trading cards with her picture and statistics on them. In 2008, the Atlanta 

Business Chronicle named Laura a top 40 under 40. 

In addition to her books, Laura writes a popular branding blog RiesPieces. 

And appears in marketing reports on RiesReport.com , that are also 

available on iTunes. 

In addition to her consulting, speaking and writing, Laura enjoys many 

activities such as horseback riding, snow skiing and photography.   

She resides in Roswell, Georgia with her husband, two young sons, poodle and retired show horse. 

http://ries.typepad.com/ries_blog/
http://www.riesreport.com/


 

 


