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John Zagula, Rich Tong : The Marketing Playbook: Five Battle-Tested Playsfor Capturing and K eeping the
Leadin Any Market before purchasing it in order to gage whether or not it would be worth my time, and all praised
The Marketing Playbook: Five Battle-Tested Plays for Capturing and Keeping the Leadin Any Market:

1 of 1 people found the following review helpful. A MUST READBY Andre DurandGood to Great, Multipliers, Great
by Choice, Innovators Dilema. These books have all been staples of my entreprenurial career for adecade. But | was
till missing something, especially as the stakes got bigger, and the market more competitively mature. We were 90%
through our annual strategic planning process when | came across the Marketing Playbook and wow, within weeks our
entire go to market strategy had pivoted as aresult of the strategies laid out by John.0 of O people found the following
review helpful. Great ResourceBy Regi AdamsA fantastic book highlighting marketing strategies that can be quickly


http://f3db.com/pub/links.php?id=B001QIGZE0

integrated into your current advertising approach. The step by step implementation instructions for each play was a
great touch. This book isamust read!0 of 0 people found the following review helpful. It's awesomeBy Aaron Chang.
With so many valuable tools, you can be well armed before getting into the war zone. Great 5plays u ever need to
know.

Every company needs to figure out the best way to beat the competition. What do you do if the other guy is aready
dominating the market? Should you challenge them head on or lie low for awhile? Should you offer customers high-
end features or alow-end price? Or both?During their years at Microsoft, John Zagula and Richard Tong answered
such questions so effectively that they helped Microsoft Office and Windows grow from a 10 percent to 90 percent
market share. As venture capitalists, Zagula and Tong have continued to test and perfect their system with hundreds of
companies of all sizesand at all stages.Now theyrsquo;re sharing their best ideas and methods in an easy-to-apply
book that will be enormously helpful to marketersin every industry and leadersin every size company.The Marketing
Playbook explains the five basic strategies for a competitive marketmdash; The Drag Race Play, The Best of Both
Play, The High-Low Play, The Platform Play, and The Stealth Play. It illustrates how each one works, how to pick the
best one for a given situation, and then how to implement it effectively in the real world.Just like a great sports coach
with awell-designed playbook, managers who read this book will have the tools, tips, and tricks they need to |eapfrog
market research, craft a smart strategy, motivate their team, and start scoring major points with customers and against
the opposition.

From Publishers WeeklyThis engaging primer contends that all marketing campaigns can be boiled down to five basic
strategies, atypology distilled from the authorsrsquo; experience as marketing executives at Microsoft and as venture
capitalists. The "plays," schematized with football diagrams, are: the "drag race," in which your product squares off
against a single competitor in an attention-getting battle for market dominance; the "platform play" (Microsoftrsquo;s
forteacute;), in which your product becomes the essential infrastructure for an entire industry (aacute; la Windows);
the "stealth play," in which you go after markets ignored by larger competitors; the "best of both" play, in which your
breakthrough product becomes all things to al men; and the "high-low" play, in which you pit both your deluxe high-
end product line and your cheapo down-market line against a rivalrsquo;s mediocre compromise offering. This
illuminating conceptual framework is perhaps less important than the authorsrsquo; lucid analyses of real-world
marketing situations, drawn from case studies and from their own gaffes and triumphs in marketing Excel, MS Office
and other software milestones in Microsoftrsguo;s march to monopoly. They throw in lots of practical tips on market
research, managing a marketing team, finding the proper rhetorical formulas to use in a marketing brief and writing
mesmerizing ad slogans that incorporate "the rule of paradox"mdash;i.e. buy this and you can have your cake and eat it
too. The authorsrsgquo; wealth of insights, presented in a breezy, down-to-earth style free of management-theory cant,
will give marketing managers much useful food for thought.Copyright copy; Reed Business Information, a division of
Reed Elsevier Inc. All rights reserved. Zagula and Tong have produced an ingenious and persuasive book that really
does break marketing strategies down. -- Financial Times, 11/11/04About the AuthorJohn Zagula spent eight years at
Microsoft, where he devel oped the Microsoft Office brand and marketed the desktop and server application product
lines. Richard Tong worked at Microsoft for ten years, serving as VP of marketing and business devel opment for
Microsoft Windows, Office, and Back Office. Both are venture capitalists with Ignition Partners.



