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* MADMEN	is	my	term	of	admira3on	and	affec3on	for	the	heads	of	those	great	
Ad	Agencies	I	wrote	for	and	on	whom	the	hit	TV	Series	Madmen	was	based.	



 

I n Praise Of MADMEN 
 

Raymond	Rubicam	
Young & Rubicam 

Rosser	Reeves	
Ted Bates, Int’l 

David	Ogilvy	
Ogilvy & Mather 

Bill	Bernbach	
Doyle Dane Bernbach 

 

They Changed The Face Of Branding & Copywriting Forever 
	



Hello and welcome to 39 Timeless Marketing Rules 
From The MADMEN. 
 

If you’re looking to boost your marketing and branding 
skills, you’re in the right place. 
 

From start-up entrepreneur to grizzled veteran you’re 
bound to find inspiration in these words as I did.  We 
followed the KISS rule in compiling this lists from the 
greatest talents in the marketing and advertising world.  
 

So, enjoy your journey through the 39 Rules. 
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Before you can be a success, you have to have a 
passion for helping people make their lives 
better through your products or services. 

If you don’t have a crystal clear understanding of 
the value and benefits you bring to customers, 
how do you expect them to understand and to 
buy? 

A small business needs to be run by men or 
women with strength, character, and values. 
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If your company – big, small, or tiny – doesn’t 
employ a brand strategist, a copywriter, and a 
digital marketing tactician…you’d better start 
learning these disciplines yourself. 

Learn to easily and effectively communicate 
what’s in your head and in your heart so 
prospects will have an easy time embracing your 
message. 
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If your marketing isn’t delivering the results you 
expect, the first thing you need to troubleshoot 
is your differentiating message(s).   
 

[Also take a look at my 5 Fatal Blunders Guaranteed To 
Send Prospects Packing (and how to fix them all)] 

You should look at your message first for two 
reasons:  
   1) it’s generally the culprit, and  
   2) it’s the least expensive thing you can change 

6 

7 

6	



The most important sale is the next one. 

It’s great to plan but keep your expectations 
realistic. 

Under-promise and over-deliver. 
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Ralph Waldo Emerson wrote, “Build a better 
mousetrap and the world will beat a path to your 
door.”  This is nonsense.  Marketing was 
invented to inform the world about your better 
mousetrap. 
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If you’re just getting into business and want to 
develop a website, brochure, press release and 
advertising…STOP!  Make sure you fully 
develop a unique, compelling, differentiating 
message first.   

Without a consistent and compelling message, 
your marketing will not work. 

Never allow your marketing tactics (where, when 
and how you communicate your message) to 
gain primacy over your marketing strategy (the 
message itself). 
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“Strategy without tactics 
is the slowest route to 
victory. 
 

Tactics without strategy 
is the noise before 
defeat.” 
 

Sun Tzu 
500 B.C. 
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Write Clearly. 

Write Concisely. 

Write Conversationally. 

16 

17 

18 

11	



Message Based Marketing is the foundation of 
Branding.  Find your personality, top benefits, 
and qualities you want people to remember and 
associate with your company and then keep 
repeating these messages to your prospects and 
customers. 
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Message 
Based 
Marketing 
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A great tag line is one that immediately tells 
people the benefits and uniqueness of your 
company. 

A great tagline can effectively brand your 
company to customers and prospects in 3 
seconds. 

If you have a great tagline try really hard not to 
change it. 

20 

21 

22 

13	



Marketers can appeal to prospects either 
intellectually or emotionally.  Make sure you 
choose and stick with whichever psychological 
approach is best suited to your product and your 
target audience. 

The intellectual and the emotional appeal 
require a different style of writing and different 
types of images.  Make sure you write for your 
reader’s ears. 

23 

24 

14	



If you can develop a “personality” for your 
business, it can be a definite plus.  But once you 
do, be consistent. 

Differentiate yourself in the minds of your 
prospects and customers. 
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The Rubicam Rule 
 

“The beginning of greatness 
is to be different and the 

beginning of failure is to be 
the same.” 

 
Raymond Rubicam 

Advertising Legend 
and original “Madman” 
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“Choosing 
among multiple 
options is always 
based on 
differences” 
 

Jack Trout 
Differentiate Or Die 

The Trout Rule 
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The Reeves Rules 
 

 

The Unique Selling 
Proposition (USP) 

Rosser	Reeves	
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The Reeves USP Rule 1:  “Each ad must make 
a proposition to the prospect. It must say, buy 
this and get this specific benefit.” 

The Reeves USP Rule 2:  “The proposition 
must be one that the competition can not or 
does not offer.” 

The Reeves USP Rule 3:  “The proposition 
must be so strong that it can move prospects to 
act.” 
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You must have a meaningful difference or the 
prospect will default to price to make her 
decision and that’s not generally something you 
want to happen. 

The best Unique Selling Propositions (USPs) 
can continue to be effective for years or even 
decades – unless the company makes a mistake 
and drops their great USP in favor of one that is 
untested and new to the market.  Stay with a 
winner. 
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Ideally, every marketing piece you create should 
do four things:  Grab ATTENTION, Generate 
INTEREST, Create DESIRE, and Move To 
ACTION. 
[Learn more about the copywriter’s AIDA Code in  
Write Like A MADMAN And Make Money Like Crazy] 

Always work at least 500% harder on your 
headline because five times more prospects read 
the headline than read the body copy. 

Headlines are so important that, “If you ain’t got 
a good headline, you ain’t got nuthin’.” 
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The purpose of a headline is to Attract and 
Inform.  If yours doesn’t do this – get a new 
headline. 

Your headline has only 5-7 seconds to interrupt 
the reader and give him a reason for reading 
further. 

Grab 4 to 5 times more readers with a carefully 
chosen image that is directly relevant to your 
product.  If it’s not, you run the risk that 
prospects will skip over your ad. 
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Thanks for joining us for the 39 Timeless Marketing 
Rules From The MADMEN, part of the Write Like A 
Madman series. 
 

You’ll find outstanding branding, messaging and 
copywriting videos, audios and print content on our 
Write Like A Madman membership site.  It’s a virtual 
library of information you can access at your 
convenience. 
 
To find out more, please click the following link: 
WriteLikeAMadman.com 
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About	The	Author	

He has owned and sold four businesses and is now President of 
MoneyWords Marketing in Phoenix, Arizona. 
 

He has written copy and devised brand strategies for numerous 
national and international companies including Datsun (now 
Nissan), Taco Joe’s, Phoenix Suns, NARPRO.com, HeliServices/
Enstrom Helicopters, Commercial Credit Reports/TRW, 
LaddieBoy Dog Food, TopEdge Shears, and various Cruise Lines.     

Alan Tarr (aka The MoneyWords Copywriter) is 
a former Madison Avenue copywriter who 
discovered it was far more satisfying (and 
profitable) to market his own small businesses.  It 
was this revelation that moved him to become an 
entrepreneur.  
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Alan is the author of The Seven Deadly Sins of Marketing 
(2007), WIN The Marketing Game And STOP Wasting Money 
(2016), Write Like A MADMAN And Make Money Like Crazy 
(2018) and over 100 articles on marketing, advertising and 
franchising. He holds a BBA, MA and CFE (Certified 
Franchise Executive). 
 

Apart from his business life as a branding strategist, copywriter 
and coach, Alan’s passions are playing golf, making music 
(Irish, Blues, and Trop Rock) and attending musical theatre.  
One of his all-time favorite quotes is by advertising legend 
Raymond Rubicam “…the beginning of greatness is to be 
different and the beginning of failure is to be the same.”      
Alan tries to live his life with this in mind. 
 

atarr@MoneyWordsMarketing.com 



The Wharton School of Business tells us that your  
 

“Best results are inextricably linked to your message” 
 

Boost Results By 30-50-100% or more 26	


