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Purple Cow, 139

Purpose Driver: Life, The, 114

“Real ri2opie” advertising,
169
Reality television, 94
kecycling, 182
Regal Cinemas, 61
Repeat customers, 2627
Reputations:
guarding your own, 48-50
importance of, 73-74
recovery of, 56—-60
risks to, 41
Research, 12, 196-198
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Yahoo!, 81

Yoplait Yogurt, 24

YouTube, 15, 46, 72, 112,
161

YPO, 102



