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Truth, value of, 57

20 Best and Worst Questions
Reporters Ask, 187

20-80 rule, 86, 177-178

Twiggy, 16

Twitter, 88, 89, 90, 119

Typos, 39, 40, 47-48

Udderly Smooth Udder Cream,
180
Uncrustables, 18

Unexpected applications,

179-183



09/30/2009 10:56:32  Page 214

214 Index

Unique qualities, 141-142
UPS, 23
U.S. Army, 24

Valdez, 57

Van Dyken, Amy, 16

Velcro, 181

Viagra, 168

Victoria’s Secret, 167

Vietnam Memorial, 103

Viral, going, 104-107

Virgin Airlines, 30

Virgin American Airlines,
12

Visibility, xxi—xxiii,
142-143

Vistage International,
102

Visual images, 103—-104

Volunteering, 101-102

Volvo, 15

Wailers, The, 35

Wall Street Journal, 24, 93
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Water, selling of, 12

Web sites:
for book promotion,
111-113
providing samples via, 99
search engine optimization
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