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INTRODUCTION: CORKSCREW THINKING 




At the lowest point of the war, Winston Churchill said the only thing that would save us was ‘corkscrew thinkers’. 




People who thought differently. 




We had less soldiers, less tanks, less planes, less of everything than the enemy. 




If we carried on thinking in the conventional, straight-line way we must lose. 




So we needed people who didn’t think in the conventional straight-line way. 




We needed corkscrew thinkers. 




People who could approach a problem inside-out. 




People who could look at a problem and see it as an opportunity. 




What we would now call creative thinkers. 




Churchill’s corkscrew thinkers gave us Bletchley Park, which cracked the ‘unbreakable’ Enigma code and won the Battle of the Atlantic. 




They gave us the Sten gun, made from bicycle pumps by a children’s toy manufacturer. 




They gave us anti-shipping mines made from gobstoppers, which sank Japanese warships. 




They gave us a bomber without guns, made of wood, which the enemy couldn’t catch. 




They gave us an inflatable army made of balloons, which fooled the Germans about where the D-Day invasion would happen. 




They gave us a dead body washed ashore with ‘secret’ information, which caused the enemy to move its forces to a harmless location. 




Luckily for us the enemy didn’t seem to have any corkscrew thinkers. 




They didn’t think they needed them. 




So that was our secret weapon: corkscrew thinking, aka creativity. 




But where do you find corkscrew thinkers? 




Can you hire them, or is it possible to learn it? 




Well. Like everything, the answer is yes if you want to. 




Creativity is all around us. 




We can choose to see it or ignore it. 




We can exercise our creative muscle just as we can exercise any other muscle. 




If we don’t exercise it, it atrophies and dies. 




But if we do exercise it, it grows stronger and stronger. 




So what we need to do is learn to spot the creativity around us, everywhere. 




At work, on the train, at breakfast, in the street, at dinner, in the shops. 




As we begin to spot it, we see it everywhere. 




We can learn to discuss it, to argue about it, to disagree, to reinterpret. 




And pretty soon creativity comes into our conversations with others. 




Pretty soon we can influence them into spotting it, too. 




We have a working creative muscle. 




That’s where this book should help you get started. 




On all the different ways you can experience it, all the different places you can find it. 




And none of it is in art galleries. 




Real creativity doesn’t live in specialist museums for dead art. 




Real creativity is alive, happening everywhere, every day. 




That’s why Churchill said corkscrew thinkers were his secret weapon. 




That’s why Bill Bernbach said, “It may well be that creativity is the last unfair advantage we’re legally allowed to take over the competition.” 




Creativity, once you’ve learned to spot it, is your legal unfair advantage. 








PART 1: CREATIVITY IN UNUSUAL PLACES 








CALLING THE PLAY 




In 1985, what everyone in Washington DC wanted more than anything was tickets to see the Washington Redskins football team. 




That’s why the waiting list for a season ticket was 25 years. 




But one cable TV company used the ticket shortage to its advantage. 




They sent out invitations to a random list of lucky people, to come to a Washington Redskins game for free. 




The recipients couldn’t believe their luck, it was too good to be true. 




The invitation was from Flagship International Sports Television, and it was personally signed by the owner, I. M. Detnaw. 




It was a luxury event: brunch at the Washington Convention Centre, then a bus to the stadium and the game. 




Naturally the lucky winners had to bring ID to prove who they were. 




When they arrived it was a party atmosphere: cheering, whooping, high-fives. 




They were greeted by skimpily dressed cheerleaders who hugged them. 




They were led into the hall by ushers in tuxedos, and team mascots: Chickens and Redskins. 




Finally, they were addressed from the stage by the Head of Marketing. 




He said, “Ladies and Gentlemen, we’ve got a special surprise for you today. You’re all under arrest. Get down on the floor, now.” 




Then the doors burst open and dozens of armed police rushed in with shotguns. 




They handcuffed every one of the winners while they were lying on the floor. 




The entire event had been a sting operation. 




Unknown to each other, all the people who had been invited were fugitives from the law. 




All the staff were either police officers or US Marshals. 




From the smiling ushers in tuxedos, to the team mascots, to the cheerleaders. 




In fact, the cheerleaders who hugged them were actually female US Marshals patting them down for weapons. 




It was amazing no one suspected anything, it was amazing the fugitives turned up. 




But the lure of free tickets to the Washington Redskins overrode caution. 




The head detective said it was apparent when the fugitives phoned beforehand. 




The operators told them “You have to come along and bring ID, otherwise we give your ticket to the next person in line.” 




And all the fugitives said, “You ain’t giving my ticket away. I’ll be there.” 




The head of the operation told his men that maintaining the pretence was everything: “We don’t normally smile at bad guys, but today we have to kill them with smiles.” 




That day, the police made 119 arrests, and got 101 convictions: murderers, robbers, violent criminals, rapists. 




And the cost of the entire operation was just $22,000. 




Whereas the police often spend millions of dollars to catch a single high-profile fugitive. 




The police and the US Marshals themselves even had fun with the operation. 




The name of the fictional cable company was Flagship International Sports Television. 




Which was the initials of the police group: F.I.S.T. – Fugitive Investigative Strike Team. 




The name of the executive that signed the invitations was I. M. Detnaw. 




An anagram of I. M. Wanted. 




As the head of the operation said, “A sting operation is a safe way to arrest fugitives: they’re not prepared – their minds are diverted, they’re in a festive mood.” 




The head of the operation was made NYC Police Commissioner under Mayor Giuliani. 




The whole operation is an example for us of the first rule of real creativity. 




And police work is just like any other creative activity. 




We must always remember, it’s never just about understanding the job. 




It’s always about understanding people. 








WHEN THE PROBLEM IS THE OPPORTUNITY 




Dixon Chibanda is one of only twelve psychiatrists in Zimbabwe. 




But Zimbabwe is a country of 14 million, so this makes the ratio one psychiatrist to every one million people. 




Obviously this doesn’t work very well. 




Several years back, Dixon got a phone call from a village 200km away, a young woman needing psychiatric help. 




He told her to come to his practice in Harare to see him. 




A few weeks later her mother called to say the young woman had committed suicide. 




Dixon asked why she hadn’t come to see him. 




The mother said they couldn’t afford the $15 bus fare. 




That’s when he realised the problem needed a creative solution. 




The medical term is General Anxiety Disorder (or GAD) defined as: “Six months or more of chronic, exaggerated, unfounded, worry and tension.” 




Young women were suffering in villages all over Zimbabwe. 




So Dixon Chibanda did what creative people do: he turned the problem into an opportunity. 




Because there was something else in all those villages: grandmothers. 




Grandmothers who all wanted someone to talk to, as well as young women who needed someone to listen to them. 




Dixon began training grandmothers very broadly in Cognitive Behavioural Therapy, where the patient and the practitioner solve the problem together. 




He describes it as: “Evidence-based talk therapy.” 




The Zimbabwean word for depression is “Kufungisisa” which literally means “Thinking too much”. 




The main thing the grandmothers had to learn was listening. 




Dixon Chibanda’s brilliant innovation was the Friendship Bench. 




An open-air wooden bench where a young woman could talk to a grandmother. 




It was cheap and easy to construct in villages all over Zimbabwe. 




And the informality made it more accessible, much less intimidating, to the young women. 




Dixon now has 70 Friendship Benches in different communities across Zimbabwe. 




Typically, a treatment will consist of six one-to-one sessions, with a week between each. 




Hundreds of grandmothers have treated seventy-thousand patients, and the young women are five times less likely to have suicidal thoughts as a result. 




The grandmothers are more effective at treating depression than doctors are, and the young women remain symptom-free six months after treatment. 




The results of the clinical trial have been published in the Journal of the American Medical Association. 




After six months, depression in the control group was 50%. But among Friendship Bench users it was 14%. 




Depression among those receiving standard care was 48%. But among Friendship Bench users it was 12%. 




Suicidal thoughts were 12% among those receiving standard care. But among friendship bench users it was 2%. 




Dixon says the grandmothers are “supported and networked through digital platforms.” 




Which just means Zimbabwe’s twelve trained psychiatrists can use mobile phones to confer with grandmothers in any village, however remote. 




Dixon says there are currently 600 million grandmothers above age 65 worldwide, who would love to feel useful and needed. 




At the same time, they could be helping to solve the problems of young women in poor and underdeveloped societies who don’t have access to psychiatrists. 




Putting two problems together to create a solution is what creative people do. 








MOVE THE PROBLEM UP THE LIST 




Vulcan, West Virginia isn’t really a town, it’s too small. 




It was built in the coal-mining boom of the 1950s, but by the ‘70s it was a shell of itself, just twenty families lived there. 




Vulcan was next to the Tug river. 




One side was West Virginia, the other side was Kentucky. 




The children had to cross the river to get to school, but the bridge was so old and rotten it had collapsed. 




So the children had to illegally climb over a padlocked railroad fence then scramble under freight cars to get to school. 




One child lost part of his leg doing this. 




The families elected John Robinette as ‘mayor’, to speak for them. 




He asked the officials of Mingo county if they’d build a bridge. 




They said they had bigger problems. 




So he asked the state officials of Kentucky and West Virginia. 




They said they had bigger problems. 




So he asked the government in Washington DC. 




They said they had bigger problems. 




It became clear to Robinette what his competition was, it was these bigger problems. 




He had to elevate the bridge up the list of problems somehow. 




At this time, 1977, just about the only problem anyone cared about was Russia. 




This was the height of the Cold War. 




Each side was looking for any propaganda advantage over the other. 




Robinette realised there was no point in complaining to the people at the bottom. 




They just kept ignoring him. 




He needed to provoke the people at the top, that should get their attention. 




So he wrote to the Russian embassy in Washington DC. 




He told them the story about the poverty-like conditions the people of Vulcan, West Virginia were living in. 




He told them America couldn’t even afford to build a bridge. 




He knew that Russia had a foreign aid budget for impoverished countries. 




He asked if the Russian foreign aid budget could help build a bridge where America couldn’t afford to do it. 




The Russians knew this would be a major propaganda coup. 




They immediately sent a reporter, Iona Andronov, to visit Vulcan. 




He could write the story about how the USA couldn’t support their own people. 




How the poor people of America were crying out to Russia for help. 




But the Russian embassy had to get permission from the US State Department before making the trip. 




The US government wanted to know why they were going to the middle of nowhere. 




When they found out about Vulcan’s bridge, things began happening. 




This could embarrass the US worldwide. 




The government told the state to fix it, NOW. 




The state told the county to fix it, NOW. 




And, within a few hours, John Robinette was notified that $1.3 million ($5.2 million today) was approved to build a new bridge for Vulcan. 




Suddenly all those bigger problems went away. 




Because John Robinette had found a way to elevate his little problem above all the others. 




Which is what a creative person does, that’s our job. 




We don’t keep competing inside a competitive set where we can’t win. 




We change the competitive set, change the perspective. 




So that, in a different context, something unimportant becomes very important. 








KILLING TWO BIRDS WITH ONE STONER 




Danielle Lei is one of 41,000 Girl Scouts. 




One of the main ways the organisation funds itself is the sale of cookies. 




Funding uniforms, premises, admin, training, transport, etc., costs nearly $800 million a year. 




That means the girls need to sell around 200 million boxes at $4 per box. 




Not cheap for a box of cookies. 




But there is another side to it. 




By selling the cookies, the girls learn basic business skills: they learn salesmanship, they learn confidence, they learn to be outgoing and talk to people. 




And the cookies are high quality and delicious, with a dozen flavours including: Mango Crème, Caramel Delites, Peanut Butter Patties, and Dulce de Leche. 




Part of the exercise is to encourage the girls to think up ways to sell these cookies. 




Girl Scouts are naturally competitive, so they want to sell a lot. 




They consider the problem. 




What is the product? 




Who would want it? 




When would they be in the most receptive mood? 




Once you cut out all of our fancy language, that’s not a long way from what we do. 




Except we have departments for each of those functions, so we can charge clients a lot. 




Danielle Lei didn’t have any fancy departments to do her thinking for her. 




She had to use old-fashioned common sense mixed with spotting an opportunity. 




Otherwise known as creativity. 




The answer to the first two points was obvious: what are we selling and who would want it? 




But the opportunity lay in the third question: when are they in the most receptive mood? 




Normally, Girl Scouts simply go around affluent neighbourhoods knocking on doors. 




Depending on well-meaning neighbours being willing to pay a premium for a good cause. 




But Danielle didn’t want to do what everyone else did. 




She thought the opportunity lay in the many delicious flavours of Girl Scout cookies. 




She thought the opportunity lay in offering them to people at exactly the time they’d be most interested. 




Marijuana had recently become legal in California. 




So Danielle set up her stall outside the Green Cross Medical Marijuana Dispensary in San Francisco. 




As customers were leaving with their purchase, they couldn’t help but notice all the delicious flavours of cookies. 




In that situation, $4 a pack seems great value. 




Danielle sold 117 packs in just two hours, nearly one a minute. 




A lot more than she’d sold the previous day in Safeway’s car park. 




Which isn’t surprising really. 




Safeway sells many boxes of cookies, lots are cheaper than the Girl Scout ones. 




And at a supermarket, cookies are a secondary purchase. 




But outside the marijuana dispensary there aren’t any cookies. 




So she had a monopoly on distribution outside an outlet for a product designed to stimulate appetite. 




No wonder she sold many more than she did outside Safeway. 




Danielle had worked out the product, the consumer, the advantage, and the opportunity. 




And she’d done it all without a strategy department, insight department, media department, or creative department. 




A Girl Scout had done it all on her own. 




Let’s hope our clients don’t work out how easy this creativity business is. 








TWO MINUSES CAN MAKE A PLUS 




Every year two million stray dogs are put to death in the USA. 




They are taken to shelters first to see if anyone wants them. 




Hardly anyone does of course. 




They’re dirty, often diseased, undomesticated. 




No one has the time and patience to clean and train them so they die. 




What’s the alternative? 




If only there was a group of people that had enough time to clean and train those dogs? 




They’d be much more likely to find good homes. 




Then they wouldn’t have to die. 




But where could you find a group of people like that? 




People who would do all that work for no pay? 




A group of people with that amount of time to spare? 




There is one place: prison. 




In prison there are lots of people with nothing but time. 




So the Massachusetts Department of Correction tried an experiment. 




They partnered with a rescue charity called Don’t Throw Us Away. 




They asked prisoners to volunteer to train and look after dogs. 




For eight weeks the dog would share the inmates’ cells. 




Each inmate would keep the dog clean and handle all its medical needs. 




They would feed and exercise the dog. 




And they would train the dog in basic obedience, so that after eight weeks the dog could find a good home. 




And they wouldn’t have to die. 




The results were better than anyone expected. 




Inmates couldn’t wait to get a dog to share their cell. 




From hardened criminals came an outpouring of pent up emotion. 




Feelings they couldn’t show in front of the other inmates. 




But they could to a dog. 




And prison authorities found the inmates began to open up and learn tenderness, care and companionship. 




And an amazing thing happened. 




While the prisoners were helping the dogs get better, the dogs were doing the same for the prisoners. 




As one inmate said, “When you’re in prison you put a wall up. A dog is a live being that trusts you totally, so you trust the dog. You don’t need that wall.” 




More than that, the inmates felt sympathy for the abandoned dogs. 




The dogs had had a rougher life than they had. 




Another of the inmates said, “People forget about you when you’re inside. Just like these dogs been forgot about. They have to learn to trust again.” 




And for once the inmates could see the benefit of rules. 




If they could teach the dogs to learn to obey simple commands, they had a chance of finding a good home. 




And the inmates worked with the dogs on learning the rules. 




Another inmate said, “Some of these dogs have been through a lot. I’ve got to show her there’s a better life.” 




And, when their dog actually gets a good home the prisoners are thrilled. 




It’s almost like graduation. 




And gradually, without realising it, the inmates are being rehabilitated back into the world. 




They are learning about patience, responsibility and trust. 




As another inmate said “I’m learning to be a dad, to be part of a family when I go home.” 




It reminds me of an ad Neil Drossman wrote years ago in New York. 




It was for a charity that retrained disabled people, and it showed a man in a wheelchair repairing a TV set. 




The headline said: 




WHAT YOU SEE HERE IS A TV SET REPAIRING A MAN 








HISTORY IS THE FUTURE 




For me, one of the reassuring things about the English pub is the Ploughman’s Lunch. 




The pub food traditionally served in country pubs. 




Just what a farmer needed after the thirsty work of driving Shire horses up and down a furrowed field all day. 




A thick slab of local cheese on a hunk of fresh bread washed down with a pint of draught ale. 




No wonder it’s been a tradition in our country pubs for centuries. 




Except it hasn’t. 




It was invented by a marketing department in 1960. 




The Ploughman’s Lunch never existed. 




What actually happened was that the Milk Marketing Board wanted to increase sales of cheese. 




There weren’t lots of fancy cheeses back then, just Cheddar. 




They wondered how to get people to eat more of this basic cheese. 




At lunchtime most people went to the pub. 




So the opportunity was obviously to sell cheese in pubs. 




But pubs were for drinking, they didn’t have kitchens. 




So how could they sell Cheddar cheese in a place mainly used for drinking, and in a way that didn’t need preparation? 




How could they make a virtue of a necessity? 




How to turn plain old bread and cheese into something appetising? 




The Milk Marketing Board’s agency was J. Walter Thompson. 




Between them they decided they had to make it the perfect partner for a pint of beer. 




So they reinvented the past. 




They repackaged a chunk of bread and cheese and a pint of beer as the Ploughman’s Lunch. 




The traditional farmer’s meal. 




Then it didn’t seem dull, unappetising, and boring any more. 




As far as anyone knew, it was part of the countryside tradition. 




And they printed five-thousand cards to stand on bar tops in pubs. 




Announcing that this pub now served the traditional Ploughman’s Lunch: bread, cheese, and a pint of ale. 




And gradually it caught on all over the country. 




Bread and cheese came to be referred to as a Ploughman’s Lunch. 




And it became a respectable thing to eat. 




Because it was from the country it was wholesome and healthy. 




And over time, the Ploughman’s Lunch dispensed with the pint of beer. 




The cheese and the bread were seen as the central items. 




The Ploughman’s Lunch became part of traditional English cuisine. 




Alongside Cornish pasties, Scotch eggs, steak and kidney pie, and fish and chips. 




And people began adding to the basic ingredients: butter, pickles, celery, apple, even grapes. 




Now celebrity chefs offer their own take on this tradition: Jamie Oliver, Nigella Lawson, Hugh Fearnley-Whittingstall. 




Directions for making the most authentic artisanal bread, where to source the ideal cheese, the perfect accompanying relish. 




The Ploughman’s Lunch is now part of the national memory. 




This is a great lesson for those of us working in mass media. 




History isn’t cast in stone, we don’t have to be reverential about it. 




We can invent history. 




As Faulkner said, “The past isn’t dead, in fact it isn’t even past.” 








MAKE FEAR YOUR FRIEND 




In 2006 Apple’s revenues were $19 billion. 




The iPod alone was $7.7 billion of that, it had 90% of the personal music-player market. 




Things were looking good. 




So why did Steve Jobs wake up in a sweat? 




Why did he start writing numbers down, making phone calls, rushing into work the next day arranging meetings and cancelling projects? 




Why did Steve Jobs think he had to avert a crisis? 




Precisely because things were looking good. 




The previous day, Steve Jobs had seen the new Nokia mobile phone. 




No big deal, just another mobile phone. 




It had the usual range of trivial features. 




One of the gimmicks was you could download six tunes onto it. 




Not very useful, no one cared. 




But something at the back of Steve’s mind nagged away at him. 




And he woke up in the middle of the night thinking “If they can download six tunes what happens if they can download sixty tunes? Or six hundred tunes? That’s the end of the iPod, that’s nearly fifty percent of our business gone. It’ll be too late to worry then, we won’t have a company.” 




And he started writing down numbers, doing calculations, and as far as he could see there was only one answer. 




So he started making phone calls, organising meetings and cancelling projects. 




The next morning he got his people together and he said, “We’re getting into the phone business.” 




Naturally they thought he was crazy, he was being paranoid. 




But he explained they had no choice. 




Either they ate Nokia’s lunch, or Nokia would eat theirs. 




So in 2007 Apple launched the iPhone. 




By 2009 the iPod still made up $8 billion of their revenue, but the iPhone was nearly $7 billion. 




By 2013 the iPod had dropped to $2.3 billion of revenue, but the iPhone had grown to $91 billion. 




Apple is now the world’s largest smart phone manufacturer. 




Nokia, who Steve Jobs was scared stiff of, barely exists anymore. 




Mainly because he was frightened and they weren’t. 




He knew that fear is the most valuable tool an entrepreneur can have. 




Fear will give you an edge on the competition. 




Recently I was reading that fear is one of the great strengths of species that evolve. 




Suppose you can’t tell the shape of a bear from a rock. 




If you always assume the shape is a rock most times you will be right, and you’ll lead a more relaxed life. 




Right until the time you’re wrong and it actually is a bear. 




Then you die a painful death. 




But suppose you always assume that shape is a bear, and you run. 




Most times you will be wrong, because it actually is a rock. 




But the one time it really is a bear, you’ll survive. 




So species that respect and cultivate fear are the ones that survive. 




They learn to make fear their unfair advantage. 




They are more aware, more attentive, and have an edge over the competition. 




Like Steve Jobs, they know fear is their friend. 








THE TRICK IS THE TREAT 




Chris Evans had a slot on his Radio 2 breakfast show called ‘What Did You Do For The First Time Yesterday?’ 




Little children call in and he questions them, on air. 




On the day after Halloween I heard a little boy call in. 




His name was Lewis Tucker and he was six years old. 




Chris said “And what did you do for the first time yesterday?” 




Lewis said “I went trick-or-treating.” 




Chris said “And did you get lots of sweets?” 




Lewis said “No, I didn’t get any sweets.” 




Chris said “No sweets! What happened?” 




Lewis said “I didn’t ask for sweets. I asked for food for the food bank.” 




Chris said “Food for the food bank, did you get any?” 




Lewis said “Oh yes, I got lots.” 




Chris said “What did people give you?” 




Lewis said “Baked beans, pasta, rice, tinned soup, biscuits, orange squash, tea bags.” 




Chris said “How did you carry it all?” 




Lewis said “I had a wheelbarrow and I put it all in that.” 




Chris Evans said “Well that is the nicest thing anyone’s ever come on the show and said Lewis, well done.” 




The next day, the story was in Lewis’s local Bristol paper. 




It turned out Lewis and his brother Connor, who’s eight, had heard their dad talking about the local food bank. 




They asked what it was and he explained it was for people who didn’t have enough food to eat. 




So Lewis and Connor dressed as a skeleton and a werewolf, then laid a Halloween tablecloth across a wheelbarrow and knocked on the doors in their street. 




And instead of sweets, they asked for food. 




When the wheelbarrow was full they went home to unload it. 




Then they decided to go to more homes in the area and their mum and friends helped. 




Their mum said she couldn’t believe how generous people were. 




When they saw two little boys trick-or-treating, but instead of asking for sweets, asking for food for the food bank. 




They collected 17 wheelbarrow loads of food. 




What a great idea. 




Like all great creative ideas, it works because it touches us at a basic level we can all relate to. 




What Bill Bernbach called “Simple, timeless, human truths.” 




Now imagine scaling that idea up. 




It could become a movement like Movember, or Stoptober, or Dry January. 




The difference here is that you don’t have to change anyone’s behaviour. 




Children are already going out on Halloween to knock on doors. 




What if they did trick-or-treating for food instead of sweets. 




Parents would love it because it would teach their children to think of others. 




Neighbours would like it because it gives them a chance to help. 




Health professionals would like it because it would cut down on the amount of sugar children consume. 




Any CSR department could be looking into it as a way of doing good for the community and enhancing their company’s reputation. 




But the most amazing thing for me is that it wasn’t thought up by sophisticated marketing professionals. 




It was thought up by two little boys. 




Just shows you, this creativity business doesn’t have to be as difficult and complicated as we make it. 








THE PREDATORY ALGORITHM 




Amy Webb is a digital strategist and CEO of Webbmedia Group. 




So Amy is a powerful, intelligent woman. 




But Amy’s love life was a mess. 




Amy realised she needed to bring some of the organisation she used in her work to the business of dating. 




In her work Amy never depended on luck, on chance. 




Yet, like most of us, her personal life was conducted just this way. 




So Amy decided to turn dating it into an algorithm. 




A step-by-step procedure for getting the desired result. 




Random encounters in bars and blind dates weren’t working. 




Amy needed a more predictable, controllable environment. 




So she chose online dating. 




This would give her more scope amongst a broader target audience. 




She started by simply filling in the questionnaire as requested. 




The results weren’t good. 




She didn’t like any of the men who liked her, and vice versa. 




Amy realised what was wrong. 




She was responding to the process, not controlling it. 




She was simply waiting to see which men were attracted to her. 




She needed to reverse that. 




She decided to start by doing research. 




To understand what triggers work with the sort of men she was looking for. 




And to find out what her competitive environment was. 




So Amy created several fictitious men, of the type she wanted. 




Then she entered their profiles onto the online dating site. 




She analysed the responses these ‘men’ got from various women. 




This was her competitive set. 




She saw that these women only showed photos of themselves in attractive poses. 




Obvious perhaps, but Amy had just been using holiday snapshots. 




She found these women also kept the information about themselves short, less than a hundred words. 




As opposed to the several thousand words Amy had been using. 




Amy changed her entry according to the competitive set: better photographs, shorter information. 




Straight away she started to get more and better responses. 




Which meant now the entire dating process was reversed. 




Now she had the data she could rank the responses in order of her criteria. 




And only consider the ones at the very top. 




Amy finally settled on the respondent who best filled all her requirements, and they went on a date. 




So successful was the whole process that they eventually married and they now have a beautiful little daughter. 




I particularly like the way Amy turned the situation around. 




From passive to active, from prey to predator. 




Amy researched her competitive set by getting them to respond to the sort of man she was interested in. 




This gave her enough information to outperform that competitive set. 




No one else was smart enough to do this. 




No one else understood the truth of a simple purchase decision. 




In order to be chosen you need to be better. 




In order to be better, you need to know what you have to be better than. 








IF YOU CAN’T STOP IT, STEER IT 




Each year a group of neo-Nazis march through a small German town. 




They march to the grave of Rudolf Hess, Hitler’s deputy. 




The townspeople hate the neo-Nazis and the march. 




They’ve tried everything they can to get the march stopped. 




They asked the local council to ban it. 




They’ve tried protest marches of their own. 




But nothing works. 




Neo-Nazis come from all over to march the kilometre to the cemetery. 




Fascist groups are a real problem in Germany, they attract the angry and disaffected youths. 




The kids who have no jobs and no prospects. 




This is a major worry for their parents and friends, who feel powerless to stop them joining. 




So the local community has formed a group called EXIT, to help educate and de-radicalise young people, to encourage them to leave the group and help them find better lives. 




But EXIT needs funding. 




So the townspeople have decided, since they can’t stop the neo-Nazis marching, to use the march for their own ends. 




Instead of resisting the march they are now encouraging the march. 




Because they are using the march to raise money. 




For every metre the neo-Nazis march, local businesses are donating ten euros to EXIT. 




So the neo-Nazis will now be marching to fund EXIT. 




The further they march, the more money EXIT gets. 




If the neo-Nazis don’t like it they can stop marching. 




Whichever way they decide, it’s a result for the local community. 




Whether the neo-Nazis march or not, the little village wins. 




The inhabitants now treat the march as something to enjoy and have fun with. 




Every 100 metres there are signs stencilled on the ground, thanking the marchers for the money they’re raising: 




YOU HAVE RAISED 1,000 EUROS FOR EXIT. 




YOU HAVE RAISED 2,000 EUROS FOR EXIT. 




YOU HAVE RAISED 3,000 EUROS FOR EXIT. 




And so on. 




By the time the neo-Nazis reach the cemetery they’ve marched a kilometre, which means they’ve raised 10,000 euros for EXIT. 




So there is a huge rainbow sign thanking them, and the locals throw rainbow confetti over them. 




The locals also have fun at the neo-Nazis’ expense. 




Halfway along the march there is a huge table of bananas as snacks for the marchers. 




Above it is a poster saying “Mein Mampf” (this means ‘my hunger’ and is a play on Hitler’s autobiography Mein Kampf, meaning ‘my struggle’). 




Because the situation has been reversed, the neo-Nazis are now marching against themselves. 




The beauty is it’s all perfectly legal and non-confrontational. 




If the marchers carry on doing what they want, the village wins. 




If the marchers stop doing what they want, the village wins. 




The villagers couldn’t stop them marching, so they changed what they’re marching for. 




If you’ve got a problem you can’t solve, get upstream and change it into a problem you can solve. 




That’s creative thinking. 








SNIFFING OUT THE PROBLEM 




Every year, four thousand people are killed by landmines. 




Nearly half of them are children. 




There is no shortage of landmines in the world’s poorest countries. 




The people who live there know this. 




Consequently they are terrified of the areas where mines have been placed. 




Which means the locals can’t use those areas to grow crops. 




Which means there is also a shortage of food and work. 




Of course, there’s also a shortage of mine detection equipment. 




There are no metal detectors, or computers, or even electricity. 




But a Belgium called Bart Weetjens spotted the one thing there is no shortage of in poor countries. 




Rats. 




And he knew that rats have plenty of something that humans don’t: an acute sense of smell. 




So Bart Weetjens began training rats to detect TNT. 




He would feed them when they indicated they smelled it. 




The rats were so light, they could run right over the landmines without setting them off. 




They’d sniff and start digging where the mines were. 




Because they got fed a mix of peanut butter and mashed banana when they found one. 




Bart Weetjens and his team set up ‘APOPO – Hero Rats’. 




And they began clearing landmines. 




A rat can clear an area of 2,200 square feet in 20 minutes. 




It would take a man with a metal detector four days to do that. 




Because, unlike the metal detector, the rat isn’t distracted by coins, or scrap metal, or nuts and bolts. 




All the rat wants to smell is TNT, because that’s when it gets fed. 




APOPO harness a rat to a line, which they stretch across a field, and the rat then runs up and down like a plough horse. 




Around difficult areas, trees or pylons, they harness the rat to a line on the end of a fishing rod. 




The rats are proven to be 100% effective. 




So far, APOPO has found and destroyed 105,024 mines or other explosives. 




They’ve cleared 22 million square metres of land for cultivation. 




They’ve cleared land in Mozambique, Angola, Tanzania, Zimbabwe, and along the Thai/Cambodia/Laos border. 




That means 900,000 people can now use that land without worry. 




All because Bart Weetjens saw a creative way to put two minuses together to create a plus: we have lots of landmines which are a problem, we have lots of rats which are a problem. 




Why don’t we use one problem to solve the other problem? 




Brilliant, unconventional thinking is truly creative. 




It isn’t just finding a slightly better version of an existing solution. 




It’s looking at something everyone else has looked at, but seeing something no one else has seen. 




And for that we need to let go of our prejudices and pre-formed opinions. 




To remove the straitjacket of conventional wisdom. 




Only then can we have a mind clear enough to think the unthinkable. 




To see truly new and creative solutions. 




As the economist J.M. Keynes said: “The difficulty lies not so much in developing new ideas, as in escaping from the old ones.” 








PART 2: CREATIVE COMMUNICATION 








PLAY THE HAND YOU’RE DEALT 




In 2003, America led a coalition into war with Iraq. 




More specifically they went to war with Saddam Hussein and his regime. 




His sons, his henchmen, his entire brutal dictatorship. 




These people held power by a mixture of mass murder and terror. 




So the real job, as much as fighting the Iraqi army, was to remove these men at the top. 




But how could they do that when no one knew what they looked like. 




At least, the soldiers on the ground didn’t know. 




If they knew they could capture or kill them and end the war a lot quicker. 




So the question was, how to get the average GI to recognise the Iraqi leaders? 




How to disseminate that information to ordinary soldiers? 




This is basically a media question: how to reach a target audience? 




But there was no media in the desert. 




So the really creative step, was to realise that everything is media. 




Start with a question. 




What could they find that GIs would carry with them and look at often? 




It was no good giving them a book or pamphlet, no one would take that out and look at it. 




As the man given the task, Lieutenant Hans Mumm said, “We didn’t want to make another bullshit intelligence product that no one was going to read.” 




He knew any army publication would be used as toilet paper. 




There were around 50 enemy faces that needed to be studied and memorised, how do you get ordinary GIs to care enough to study 50 faces? 




The answer is what the answer always is. 




You don’t start from what you want people to do, you start from what people want to do. 




One of the things soldiers like to do is spend a lot of time sitting around gambling. 




For that they need a pack of cards. 




There are 52 cards in a pack. 




Everyone studies their cards carefully when they’re playing. 




Each time they play, they get given different cards to study. 




Everyone knows what the most valuable cards are and they look out for them. 




Soldiers look after their cards and carry them with them everywhere. 




It was a perfect media fit. 




And the 52 most important members of the Iraqi regime each got their photo on a card. 




Starting with the most important and working down. 




So Saddam Hussein himself was the Ace of Clubs. 




His sons, who’d organised mass murder, were the other aces in the pack. 




Then the generals, and leaders of the government. 




Down to the heads of surveillance and torture. 




But the names were very difficult to remember, well luckily that didn’t matter. 




Ordinary soldiers remembered them by their ranking in the pack. 




They didn’t have to say they’d just found Ali Hassan al-Majid, just the King of Spades. 




The same with Barzan Abd al-Ghafur Sulayman Majid (the Queen of Hearts). 




Or Sayf al-Din Fulayyih Hasan Taha al-Rawi (the Jack of Clubs). 




By the time the war was finished, ordinary soldiers had found most of the men they were looking for. 




13 of those pictured on the cards were dead. 




29 were in custody. 




4 were captured and released, and just 6 were never caught. 




That’s how media solves a problem creatively, by realising that everything is media. 




Even when there isn’t any media. 








THE NAKED TRUTH 




In the 18th century 216,000 people worked in the mines. 




Many were women and children, some only five or six years old. 




Lord Anthony Ashley Cooper was a reformer. 




He believed children should have some education. 




It wasn’t so much that children shouldn’t work. 




It was that they should also be allowed time for study. 




That meant studying the Bible, amongst other things, but certainly the Bible. So Lord Ashley tried to introduce a bill limiting children’s working hours underground to ten hours a day. 




But this was defeated, and the limit was set at twelve hours. 




In 1838, there was a disaster at a pit in Silkstone, near Barnsley. 




A thunderstorm caused a river to overflow its banks. 




The river flooded the pit. 




And in the pit, 26 children died: eleven girls aged between 8 and 16, and fifteen boys aged between 9 and 12. 




The scale of the tragedy caused a flurry of media interest. 




Lord Ashley used it to expose conditions in the pits. 




He revealed to the papers that boys and girls were preferred because in some places the pits were only two feet high. 




Roughly up to the average person’s knee. 




The children were used for pulling the coal carts. 




They had chains fastened round their waists and passed between their legs as they crawled along on all fours. 




But, bad as this was, it wasn’t seen as quite horrifying enough for a Victorian audience: the poor were expected to have rough lives. 




So Lord Ashley revealed, from interviews, that most of the children had no education at all. 




Meaning they had “never heard of Heaven or hell”, or “never heard of God or Jesus”, or “never heard of the Bible”. 




For a Victorian audience this was indeed shocking. 




But most shocking of all – he revealed to the newspapers that women worked alongside men and, due to the heat, were stripped naked to the waist. Revealing their breasts. 




And even more unbelievably, the men mining coal alongside women and children often wore nothing but their hats. 




Their male organs on full display. 




The shock of Victorian England was so great that reforms even greater than the working hours were quickly carried through. 




Women and children were banned from working in the mines at all. 




It wasn’t death that Victorians found unthinkable. 




It was disgusting, naked bodies. 




The very sight made girls “unsuitable for marriage and unfit to be mothers.” 




The lesson to be learned is that in order to get what we desire from our audience, we must find what’s important to them. 




Not just what we think should be important. 




However serious we think child deaths are, that’s not what got the law passed. 




However trivial we think nakedness is, that’s exactly what got the law passed. Before we start to speak we must find out what our audience needs to hear. Then we must talk to them in their language. 




Otherwise we’re just talking to ourselves. 








REALITY IS INSIDE OUT 




There’s an old Chinese story about a farmer. 




One night, one of his horses runs away from the farm. 




The neighbours sympathise with his bad luck. 




The farmer says, “Good or bad, hard to say.” 




A few days later the horse comes back leading a herd of wild horses. 




The neighbours comment on how lucky this is. 




The farmer just says, “Good or bad, hard to say.” 




The farmer’s son picks the finest horse out of the herd to break in. 




But the horse throws him off and the son breaks his leg. 




The neighbours shake their heads in sorrow at the bad news. 




The farmer says, “Good or bad, hard to say.” 




Later, the army come past, there is a war and they are looking for recruits. 




When they see the farmer’s son’s leg is broken they realise he is no use to them. 




They ride on without him. 




The neighbours all comment on what a stroke of good fortune this is. 




The farmer simply replies, “Good or bad, hard to say.” 




The story sounds simplistic, but it makes a profound point. 




Events in themselves are neither good or bad, they just are. 




Any value is contributed by the human mind. 




This is the basis of enlightenment, because realising it is a Copernican shift. 




What do we mean by a ‘Copernican’ shift? 




Nicolaus Copernicus was a Polish mathematician and astronomer, born in 1473. 




According to Hollywood, Columbus was the first person to realise the world was round. 




This isn’t true of course, ever since the Greeks we’ve known the world was round. 




But we thought it was the centre of the universe, and the planets rotated around us. 




In 1543, Copernicus published the first book to turn that inside out. 




He taught that the sun was actually at the centre, and the earth rotated around the sun. 




This was the Copernican shift. 




From believing everything rotated around you, to realising you rotated around the sun. 




It was, in effect, turning belief and experience inside out. 




What we now call cognitive dissonance. 




And that’s what we mean by a Copernican shift, turning thinking inside out. 




And that is what enlightenment does, what the little story above hints at. 




Despite the fact that we experience things as good or bad, everything exists merely as an event, neither good nor bad. 




Viewed from one side it’s bad, viewed from the other side it’s good, but the event itself doesn’t change, it simply is. 




All that changes is the perspective the event is viewed from. 




The mind provides the perspective, which it then experiences as the truth. 




Is fire good or bad, is a knife good or bad, is money good or bad, is meat good or bad, is speed good or bad, is death good or bad? 




The answer is what the answer always is: it depends. 




It depends on perspective, which is another name for mind. 




We don’t live in reality, we live in what the mind creates from reality. 




That’s what Buddha meant by “All there is, is mind.” 




If we don’t understand that how can we possibly communicate? 




To begin to understand that is the beginning of being able to communicate. 




Because unless we understand and accept the difficulties, and the differences, we’ll carry on living in our own little world. 




Talking to ourselves and wondering why no one is listening or understanding. 




Just the way we do at present. 








OUR JOB ISN’T A SUMMARY 




In 1953, an unknown writer called William Golding wrote a novel. 




He sent it to around twenty publishers, one after the other 




And, one after the other it came back. 




The rejection letters used phrases like “absurd, uninteresting” and “rubbish and dull”. 




Eventually, a young editor at Faber & Faber read it. 




Charles Monteith liked the book, he agreed to pay £60 for it, but it needed changes. 




Golding agreed the suggestions improved the book. 




But Monteith’s big problem was with the title. 




The book was called: ‘Strangers from Within’. 




Monteith thought this was dull, he asked Golding to think of a new title. 




The story was about children on an island, so Golding wrote a list of possibilities: 




Island Impact 




Hunt the Island 




They Came to an Island 




Island Refuge 




Offspring of an Island 




The Foster Island 




Beast in the Jungle 




The Isle is Full of Noises 




Fun and Games 




Beast on the Island 




Trouble Island 




The Beast on Coral Island 




Island Trouble 




Island Story 




My Island 




Let’s Play Islands 




Smoke on the Island 




New Coral Island 




Coral Island Renewed 




Nightmare Island 




The Island’s Mine 




An Island of Their Own 




All these titles summarised what the book was about: children on an island. 




But Monteith thought they were all dull. 




Then another young editor came up with a title that wasn’t a summary of the contents of the book. 




Alan Pringle realised the job of the title wasn’t to encapsulate the story. 




The job of the title was to provoke the reader. 




To summarise the mood of the story, but in a way that made it sound intriguing. 




In short the main job was to make the reader want to read it. 




He suggested the title: ‘Lord of the Flies’. 




It didn’t mention islands, or hunting, or trouble, or beasts, or children. 




It didn’t fill any of the requirements of encapsulating the story. 




But it did capture the mood in a way that sounded gripping and unsettling. 




The book went on to sell many millions and is now a set text in the school curriculum. 




It’s worth remembering the lesson of that title. 




When conventional wisdom says our job is to summarise the contents, or the ingredients, or the consumer insight, or the brand. 




Remember our job isn’t any of those things. 




Our job is to stand out, to provoke, to get noticed, and get remembered. 




Our job is impact. 








COMPARED TO WATT? 




James Watt is usually credited with inventing the steam engine. 




In fact this isn’t true. 




James Watt didn’t invent the steam engine, he reinvented the steam engine. 




The same way Steve Jobs didn’t invent the computer, he reinvented the computer. 




Just like Jobs, Watt was a marketing genius. 




Thomas Newcomen actually invented the first practical steam engine in 1712. 




It was slow and inefficient, but nobody knew any better. 




Steam would be forced into a piston which would raise a beam. 




Cold water would then be sprayed onto the cylinder, which would dissipate the steam, which would lower the piston and lower the beam. 




In this way water could be slowly pumped up from 25 feet down a mineshaft. 




The problem was, after each stroke the cylinder lost its heat and had to be warmed again. So it was slow and inefficient. 




What Watt invented, in 1775, was a separate cylinder to spray cold water onto the steam. This meant the main cylinder always stayed hot, so it moved much faster. 




Then Watt added a flywheel, which translated the up-and-down motion into rotary motion. So the entire engine was non-stop and much more efficient, pumping water from 150 feet down the mineshaft. 




In fact, the engine was so efficient it used 75% less coal. 




So getting market-share was easy for Watt. 




He would agree to take a third of the savings Newcomen engine users would make on coal. They’d still keep two-thirds of the savings. 




They couldn’t lose, and James Watt made a fortune. 




That took care of market-share, but the real opportunity was market-growth. 




Most people still used horses. 




How could Watt persuade people to switch from horses to his steam engine? 




He needed to create a comparison they could understand. 




He started with the fact that the average horse pushed a beam attached to a mill wheel: the average mill wheel was 12-foot radius, which made the circumference 75 feet. 




The average horse could walk 144 circuits per hour, lifting 180 pounds, which equalled 550 foot-pounds per second. 




So everyone could agree that was the work rate of one horse. 




And that is how James Watt invented the unit called a ‘Horse Power’. 




Now he could talk to people about how many horses his steam engine could replace. 




Each horse worked an eight-hour shift, but a steam engine worked non-stop. 




So a single ‘One Horse Power’ steam engine could replace three horses. 




In fact, James Watt’s early steam engines replaced 500 horses at a single colliery. 




Horse Power was a comparison everyone could understand. 




Suddenly, Watt had put the steam engine into a language that made sense to the layman. Which is exactly what Steve Jobs did when he launched the iPod. 




He didn’t compare it to other MP3 players for speed and fidelity. 




That would have been a market-share comparison. 




Steve Jobs had a much bigger opportunity in mind, market-growth. 




That’s why he compared the iPod to something ordinary people could understand. 




He simply held it up and said, “It’s a thousand songs in your pocket.” 




Because two hundred years later, the rules for creative communication hadn’t changed. You talk to your audience in their language, not yours. 




That’s the only route into their minds. 




Technology may change, but people don’t. 








HAVE IT CROP UP AS AN OPPORTUNITY 




In 1912, Theodore Roosevelt was in the middle of an election campaign. 




100 years ago there were no planes or radios. 




So the only way to get the message across to ordinary voters was to take a train across America making speeches. 




Then leave hundreds of copies of your speech behind to remind people what you said. 




In the train, one carriage was packed with three million beautifully printed copies of the speech. 




Each copy had a photograph of Roosevelt on the cover. 




The team were checking them when someone spotted a tiny line of print under the photograph: “Copyright – Moffat Studios, Chicago”. 




They thought they’d better just double-check to make sure the copyright had been cleared. 




But they found it hadn’t. 




And they checked to see what the cost of using the copyrighted photograph would be. 




It was one dollar per pamphlet. 




That meant $3 million (the equivalent of $70 million today). 




Obviously they didn’t have anything like that amount. 




But they couldn’t blow the whole election by not leaving the pamphlets behind. 




They decided to discreetly find out how amenable the photographer was likely to be to doing a deal. 




To help them out by letting them use the photograph for a greatly reduced rate. 




The answer was: not very likely at all. 




He had a reputation as being very keen on money, and for being ruthless about it. 




So they went to see the head of Roosevelt’s campaign, George Perkins. 




He’d been a partner of J. P. Morgan and used to negotiating difficult deals with tough customers. 




George Perkins realised deals are all about the presentation. 




The trick is to have it crop up as an opportunity. 




So he sent the photographer a telegram: 




“We are planning to distribute millions of pamphlets with Theodore Roosevelt’s picture on the cover. 




It will be great publicity for the studio whose photograph we choose. 




How much will you pay us to use your photograph? 




Respond immediately.” 




The photographer replied immediately saying he would offer $250 (that’s $6,000 in today’s money). 




George Perkins wired back saying the offer was acceptable. 




The photographer couldn’t believe it, he just got 3 million photographs distributed nationwide for just $250 dollars. 




He was thrilled with the shrewd deal he’d just pulled off. 




And so the Roosevelt campaign got to use the photograph for free. 




All because George Perkins didn’t ask the photographer for a favour. 




He didn’t let him know they’d already printed all the leaflets, and would have to pay whatever he wanted. 




George Perkins didn’t tell a lie, he just turned the situation around. 




He looked at it from the photographer’s side. 




And he had it crop up as an opportunity. 








COMMON SENSE BEATS BRAINS 




Errol McKellar owns a garage in Hackney. 




Like most garages Errol’s does MOTs. 




Unlike most garages Errol will cut 20% off the cost of your MOT, on one condition. 




You have to prove you’ve had a prostate cancer check. 




Why would he do that? 




Surely if someone wanted a prostate cancer check they’d just go and get one. 




Errol doesn’t think so. 




He knows, unlike women, most men won’t go anywhere near a doctor if they can help it. 




But they will get an MOT for their car. 




Errol knows most men take better care of their cars than they do their bodies. 




So Errol is trying to make men treat their bodies the way they treat their cars. 




He’s called his offer: “MOT YOURSELF”. 




It started when Errol’s wife complained about his snoring. 




Errol ignored it, so his wife made an appointment for him to go to the doctor. 




Which, as Errol said, meant he had to go. 




While he was there he noticed a poster saying Afro Caribbean men were twice as likely to get prostate cancer. 




They offered a free blood test that only took ten minutes. 




Errol himself is black, so he took the test while he was waiting. 




Although he had no symptoms, he found he had prostate cancer. 




They caught it in time so they were able to save Errol’s life. 




Which made him determined to spread the word, any way he could. 




So far Errol has made his MOT offer to three thousand men. 




Two hundred have actually taken him up on it, and got a prostate cancer test and an MOT discount. 




Of those, thirty six were found to have prostate cancer. 




Thirty four of those were caught in time and their lives were saved. 




Two were diagnosed too late and died. 




Still, that’s thirty four lives saved by Errol’s MOT discount offer. 




Because without the 20% off, those men would never have bothered going for the test. 




But Errol talked to them in their own language. 




He didn’t just talk about prostate cancer being the second biggest cancer in the UK. 




He didn’t just talk about the 47,300 new cases every year. 




He didn’t just talk just about the 10,837 deaths every year. 




He didn’t just talk about the 84% survival rate. 




Or the fact that Afro Caribbean men are twice as likely to get it. 




He didn’t just talk about any of the facts they’d already heard. 




Because, being men, they don’t want to go to the doctors. 




So they’ll just block the facts out. 




So those facts won’t translate into action. 




That’s why Errol talked to them in the language that makes sense to them. 




20% off your MOT makes sense. 




Treating your body like your car makes sense. 




That’s simple blue-collar language, not complicated medical terminology. 




Not statistics. 




And so, thanks to Errol, several dozen men are walking around who otherwise wouldn’t be. 




That’s a good deal. 




That’s common sense. 








WHO OWNS LANGUAGE? 




In 1874, when he was 26, Arthur Balfour became a Conservative MP. 




Which was fortunate, because his uncle, Sir Robert Cecil, was the Prime Minister. 




Naturally, this worked out very well for young Arthur. 




In 1885, Sir Robert made him President for the Local Government Board. 




Arthur’s performance wasn’t very distinguished. 




But it didn’t matter, because the next year his uncle Robert made him Secretary for Scotland. 




Again, Arthur didn’t do anything memorable. 




But it wasn’t important, because the next year Sir Robert made him Chief Secretary for Ireland. 




Once again, Arthur didn’t do anything we remember him for. 




But it made no difference. 




In 1891, Sir Robert appointed him First Lord of the Treasury. 




Later, Sir Robert appointed him Leader of the House of Commons. 




Arthur Balfour was not a particularly brilliant politician. 




But it didn’t matter, because his rise was driven by his uncle, Sir Robert Cecil. 




Everyone knew that. 




Everyone knew it wasn’t based on ability but on nepotism. 




Nepotism is derived from the Greek word ‘Nepo’, meaning nephew. 




And Sir Robert Cecil made sure his nephew was promoted often. 




We may not remember Arthur Balfour or Sir Robert Cecil for anything they actually did. 




But we remember their relationship, because it entered our national consciousness. 




We remember it in the phrase “Bob’s your uncle”. 




That phrase meaning everything is sorted, don’t worry about it, no problem at all. 




Originally, it was applied to politicians. 




Need a promotion? 




You’d be alright if Bob was your uncle. 




But over the years it’s become much more general. 




Baking a cake? 




Just follow the recipe, and Bob’s your uncle. 




Nut and bolt rusted? 




Just put some WD40 on it, and Bob’s your uncle. 




Can’t convert Centigrade to Fahrenheit? 




Double it and add thirty, and Bob’s your uncle. 




I love the fact that everyone uses the phrase and no one knows, or cares, where it came from. 




That’s a really important thing to learn. 




If we want something to ‘go viral’ that means getting it into the language. 




In which case we have to look at the people using the language. 




Most advertising dies because we don’t do that. 




Agencies, and clients, just say what they want to say and assume people will behave like parrots. 




Whatever they put in the ads will be remembered and repeated. 




But it won’t. 




Most of it is forgotten before the ad break is over. 




That’s why we have to come off broadcast and go on receive. 




Learn that the audience is more important than the agency or the client. 




Just do that, and Bob’s your uncle. 








BREXIT AND BEHAVIOURAL ECONOMICS 




Behavioural Economics is defined as: Human understanding for business advantage. 




Previously, classical economics was based solely on logic. 




Believing all human decisions were dictated by rational behaviour. 




The ultimate rational behaviour was tangible reward. 




The ultimate tangible reward was money. 




So in classical economics all decisions were based on reason and money. 




The flaw being that human behaviour isn’t always reasonable. 




Often it’s emotional. 




And emotion can’t be predicted by cold, dry logic. 




The Behavioural Economics example of this is the Ultimatum Game. 




The first player is given a sum of money. 




He or she must give some of the money to the second player. 




If the second player accepts what they are given both players can keep the money. 




If the second player refuses, both players lose all the money. 




According to logic, the second player should accept whatever amount they’re given. 




Because they started with nothing, so any amount is more than they previously had. 




In practice this isn’t what happens. 




If the second player feels the amount they’re given is too small, they feel insulted. 




They want to teach the first player a lesson. 




So they refuse the amount, and both parties lose everything. 




This is where Behavioural Economics parts company with classical economics. 




Say the first player is given £10 and gives the second player £1. 




The second player is £1 better off. 




Therefore logically they should accept it. 




But Behavioural Economics finds the second player is likely to refuse anything less than 30%. 




The decision isn’t logical: “I will lose something.” 




The decision is emotional: “They are treating me badly, I will show them.” 




On the radio recently, I heard several Behavioural Economists describe this as the case with Brexit. 




The urban elite behaved like classical economists. 




They couldn’t believe someone would choose something logically contrary to their financial interests. 




So they refused to even discuss it. 




This attitude was summed up several years ago by Gordon Brown’s televised gaffe. 




An old lady asked him what he planned to do about immigration. 




He ignored her question and got into his car. 




Without realising his microphone was still switched on, he said she was just an old bigot. 




Confirming on the national news what the working class feel about the way they are treated. 




The Brexit vote was the culmination of years of frustration. 




Those voters felt insulted and ignored. 




So they behaved like the second player in the Ultimatum Game. 




They voted emotionally instead of rationally. 




If we want to learn it, there’s a lesson there for us. 




We are the urban elite. 




We live inside an echo chamber. 




The lesson for those of us in mass media is that we need to stop surrounding ourselves with people who think like us. 




It will make us lazy, complacent and, worst of all, ineffective. 




To get the results we want, we have to be willing to change the answers we’ve got. 








PART 3: CREATIVE IMPACT 








WHO’S A NAUGHTY BOY THEN? 




Warwickshire Wildlife Sanctuary is a very peaceful place. 




Well it was, until the mayor’s wife visited the newest addition: Barney the parrot. 




As she came closer, to inspect the parrot’s beautiful plumage, Barney saw her gold chains and regalia. 




He said “You can fuck off.” 




Everyone hoped it was a mistake, a one-off, something the bird had said by accident. 




Until the next day, when the local vicar arrived. 




Barney took one look at his dog-collar and said “You can fuck off and all.” 




The parrot was reported to the authorities. 




Two policemen came to investigate. 




Barney looked them over and said “Fuck off, wankers.” 




The policemen said Barney was a threat to public decency, he’d have to be moved away from children and the elderly. 




So he was placed in a quieter part of the sanctuary. 




This worked well until a troop of Brownies happened to see him. 




The little girls were fascinated by his pretty colours, but when Barney saw their uniforms he shrieked “Bollocks”, and kept repeating “Bollocks” until they went away. 




Barney had to be put in solitary confinement. 




People were only allowed to see him by special request, and had to be 18 or over. 




Barney had been donated to the sanctuary by a lorry driver who was moving to Spain. 




The lorry driver kept Barney in the same room as his TV set. 




The lorry driver hated any sort of authority. 




Whenever anyone in uniform came on TV, he said exactly what he thought of them. 




Which is where Barney picked up his language skills. 




Geoff Grewcock, who was in charge of the sanctuary, wanted to reform Barney. 




He thought he’d teach him the natural language of his species. 




So he put two African Grey parrots, Sam and Charlie, in the same pen as Barney. 




But it didn’t quite work out as Geoff intended. 




Instead of Sam and Charlie teaching Barney, it transpired the other way round. 




Now, Geoff said, the pen sounds like a builder’s yard. 




With all three parrots screeching “Fuck” and “Bollocks” at each other. 




It seems Barney the parrot did pretty much everything wrong. 




He’s naughty, he’s outrageous, he’s a bad boy. 




And yet Barney is the only bird at Warwickshire Wildlife Sanctuary that’s ever been written about in the national press. 




Barney has had articles in the Guardian, Telegraph, Times, and on the BBC. 




In fact, Barney has put the Warwickshire Wildlife Sanctuary on the map. 




Visitor numbers soared, and who do you think everyone wants to see? 




Here’s a clue: it’s not all the perfectly behaved birds that are exactly like all the birds in every other wildlife sanctuary. 




It’s the one who’s naughty, who’s done everything he shouldn’t do. 




The one who isn’t like any other bird at any of the other sanctuaries. 




Because people aren’t interested in the same old thing they could get anywhere else. 




What fascinates people is what’s different, what’s interesting, what’s controversial. 




And sometimes to be different you have to be a bit naughty, a bit outrageous. 




Instead of obeying all the rules like everyone else. 




Which is a really good lesson for all of us who work in advertising. 




If we don’t want to be ignored, we could all do with being a bit less obedient. 




A bit less like the mayor’s wife and the vicar, and a bit more like Barney the parrot. 








SHOW DON’T TELL 




In 1863 the world’s first underground railway opened between Paddington and Farringdon. 




And in 1911 they began using something no one had seen before: a mechanical staircase. 




It was at Earl’s Court station, all the stairs were moving non-stop. 




Passengers had to jump on the moving, clanking apparatus and it would carry you up or down, until you got to the end and had to jump off. 




When the first one appeared it was terrifying. 




Remember, this was in the days of gas lamps and horse-drawn carriages. 




People were terrified, especially the women who wore long skirts down to the ground. 




What would happen if their skirt got caught in the moving staircase, would they get eaten by the machinery? 




Passengers stared at it, too frightened to get on. 




The people who ran the underground knew they had a problem. 




So they put up notices and posters, reassuring people of the escalator’s safety. 




But people just didn’t believe them. 




Then someone had a brilliant idea: proof always works better than a claim. 




Don’t tell people, show them. 




William ‘Bumper’ Harris was an employee who’d lost a leg in an accident. 




He was told to come to Earl’s Court station and ride up and down on the escalator. 




Just that, ride up and down, nothing else. 




People at the bottom would see a one-legged man with crutches nonchalantly hop onto the escalator and ride it to the top. 




Then he’d turn around, and people at the top would see a one-legged man with crutches nonchalantly hop onto the other escalator and ride it to the bottom. 




‘Bumper’ Harris just did that all day. 




When frightened passengers saw him do it they were reassured and ashamed. 




Reassured that if a one-legged man could do it anyone could. 




And ashamed that they were ever frightened in the first place. 




So they stopped worrying and hopped on. 




After a day of ‘Bumper’ riding up and down, everyone was using the escalator as if it was the most normal thing. 




And once that happened, the problem disappeared. 




Escalators became as accepted as they have been ever since. 




The lesson was, it’s better to show people than to tell people. 




Putting up posters around the station, saying the escalator was safe, didn’t reassure anyone. 




But seeing a one-legged man use it was a clear demonstration. 




And that’s how the best advertising works. 




Demonstration, not empty claims. 




But we seem to have forgotten that, today we simply repeat what we want the public to believe. 




Which is why no one believes advertising. 




We haven’t learned ‘show don’t tell’. 




We are no longer able to do ads like: 




A live chick in a tin, boiling in water for two minutes, to show how well the insulation works. 




A VW floating in the water to prove it was so well made it was watertight. 




An air freshener placed between a blindfolded cat and a fish, to prove how effective it is. 




A Volvo with five Volvos on top of it to prove how tough it is. 




All these ads knocked the competition sideways when they ran. 




All these ads were written in the days when copywriters investigated products. 




But copywriters don’t do that anymore. 




Now copywriters depend solely on briefs from planners who only ever investigate brands. 




Which is why all ads look like all other ads. 




But (in the spirit of show, don’t tell) don’t believe me, go and look for yourself. 








UNFRIENDLY FIRE 




In 1788, the Austrian Empire was at war with the Turkish Empire. 




The Austrian army consisted of 100,000 men from different countries: Czechs, Poles, French, Hungarians, Croats, and Austrians, all speaking different languages. 




The night before they expected to do battle the Austrians camped near a town called Karansebes, beside the river Timiș. 




They thought the Turks were on the other side of the river, so a detachment of cavalry went across to look for them. 




They couldn’t find any evidence of Turks, but they did find a group of Tzigani gypsies who sold them several barrels of strong alcohol. 




Then a scouting group of Austrian infantry came by. 




Naturally the infantry wanted to share the alcohol. 




The elite cavalry refused, they wouldn’t drink with lower class foot soldiers. 




An argument started, which became a fist-fight, which escalated to swords, then someone pulled out a pistol and a shot was fired. 




On the other bank, the Austrian army heard the shot and someone yelled, “Turks, we’re being attacked!” 




They began firing across the river at the sound of fighting. 




The cavalry, fearing their camp was being attacked, rushed back to help. 




They mounted their horses and charged across the river. 




The Austrian troops thought this was the Turkish attack and began firing volleys at the onrushing cavalry. 




In the dark, everyone yelling in different languages, the Austrian army began firing at shadows and killing each other. 




Everyone believed the camp was being overrun by Turks. 




Seeing the confusion and chaos, the officer in charge realised there was only one way to stop the Turks. 




He ordered the artillery to open fire. 




All night long, Austrians killed Austrians believing they were killing Turks. 




Eventually it became obvious to the Austrians that they couldn’t win, and the entire army retreated in disorder. 




Karansebes and the area all around it was abandoned. 




Well not quite. 




Two days later the actual Turkish army did turn up, they’d been many miles away all this time. 




They found up to 10,000 dead Austrian soldiers, but they couldn’t find any dead Turkish soldiers. 




Because there weren’t any. 




The Austrian army had managed to inflict a massive defeat on itself without any other army being anywhere near it. 




Fear and over-thinking had beaten the Austrian army. 




We often do that to ourselves. 




We’re so frightened of what might happen that we imagine things that aren’t even happening. 




Then we respond to our own fear, instead of reality. 




We imagine what the client what might not like about our ideas. 




We imagine how consumers might misunderstand our campaign. 




We manufacture things to worry about. 




And we respond to those manufactured fears. 




And we end up doing work that is so safe and dull that no one notices it and the money spent is completely wasted. 




We become our own worst enemy. 




As Andy McNab said, “The enemy is anyone who’s going to get you killed, no matter what side they’re on.” 








THE WRONG CRITERION 




Graham Fink tells a story about renovating the Criterion restaurant. 




For Graham it’s a metaphor for working in China. 




The Criterion wasn’t a particularly attractive restaurant when Marco Pierre White took it over in 2001. 




It was plain and minimalist like most London restaurants. 




For years it copied the trend for simple and basic, so it looked pretty much like any other restaurant. 




Which is what happens when you copy the same trend everyone else is following. 




Marco’s architect wanted to give it some character, to start with some interesting lighting features. 




So, to check the ceiling could take the weight, they removed a section of plasterboard. 




And they couldn’t believe what they found behind it. 




Another huge, beautiful ceiling covered entirely in gold. 




They pulled down all the plasterboard, and there was a spectacular ceiling like nothing else in London. 




The gold-leaf alone was worth millions of pounds. 




It had been covered up fifty years earlier, when the trend turned against opulence. 




At the time an expensive gold ceiling was unfashionable. 




So it was covered and everyone forgot about it, and the plain ceiling became the only ceiling anyone knew. 




The owners would occasionally redecorate the plain ceiling to fit in with the style of whatever was fashionable. 




So the Criterion was just a copy of any other restaurant. 




And no one knew that behind that false ceiling was one of the most amazing ceilings in the country. 




They were so busy copying everyone else, they’d forgotten what their real treasure was. 




They needed to rediscover what made them great. 




What made them different. 




Graham uses that metaphor to describe his job in Shanghai. 




Helping them rediscover what makes them great, instead of copying whatever advertising is currently fashionable. 




I found the same thing myself. 




First when I came back to London from New York. 




Everyone was copying American advertising, consequently London was second best, a poor copy always is. 




It wasn’t until London discovered its own voice that it became great. 




I found the same thing a decade later when I went to Australia. 




Everyone there was copying London. 




And, again, a poor copy is always second best. 




Until Australia found its own voice and it became great. 




You find the same thing again and again. 




In music, The Beatles copied everyone: Chuck Berry, Little Richard, The Isley Brothers, The Marvelettes, Arthur Alexander, Buddy Holly. 




Then they found themselves behind all their bad copies. 




The Rolling Stones copied everyone: Muddy Waters, Howling Wolf, Robert Johnson, Marvin Gaye, Bo Diddley, Rufus Thomas, Sam Cooke. 




Then they found themselves behind all the copies. 




In art, Picasso copied everyone: Toulouse-Lautrec, Van Gogh, Gauguin, Manet, Cezanne, Braque. 




Until he found himself behind all his copies. 




When he found his hidden self, he became the best of all. 




Of course you have to copy at the beginning, to learn the basics. 




But once you’ve done that, what makes you great is finding out what makes you different. 








REASON IS EMOTION 




In the early 1800s, the Royal Navy ruled the world’s oceans. 




The problem was the Industrial Revolution had started. 




Warships depending on sails were suddenly redundant: relying solely on the wind for power. 




Warships that used steam could go anywhere, at any time. 




The Royal Navy needed to switch to steam fast, the problem was how? 




Apart from wind, the only way ships had ever been powered was by oars. 




That was the thinking behind the paddle wheel. 




A paddle wheel was simply oars going endlessly into the sea, one after another. 




So that was the kind of warships the Royal Navy began building. 




Big paddle wheel steamers. 




But paddle wheels are exposed to enemy gunfire. 




And paddle wheels take up space where guns ought to be. 




The Royal Navy badly needed an alternative. 




As it happened there was an alternative: the screw propeller. 




Steam turned a spindle with little paddles on it. 




This propelled the ship through the water like a screw. 




It was mounted underwater, so it wasn’t vulnerable to enemy fire, and it left lots of room for guns. 




To the Admirals at the Royal Navy it seemed too good to be true. 




How could a little thing like a screw propeller be as powerful as two big paddle wheels? 




They held trials to prove it. 




Over any distance the screw propeller beat the paddle steamers. 




But the Admirals still weren’t convinced. 




How could they commit the Royal Navy’s future to this little screw propeller? 




All the logical reasoning still had to overcome emotion. 




So in 1843, a sea trial was arranged between two steam-driven warships. 




They were identical in length, weight, and power. 




The only difference was that ‘HMS Alecto’ was driven by two large paddle wheels. 




While ‘HMS Rattler’ was driven by a single screw propeller. 




It would be a straight Tug O’ War. 




The ships were lined up stern-to-stern and a steel cable passed between them. 




Both ships got up full steam and applied full power. 




And ‘HMS Rattler’ began pulling ‘HMS Alecto’ backwards. 




While the paddle wheels were going forwards at full power, the screw propeller was pulling them backwards at three knots. 




The Admirals’ jaws dropped open. 




They could see the large paddle wheels thrashing and churning the sea in one direction, while the ship was being towed in the opposite direction. 




That day decided the fate of the Royal Navy. 




The entire fleet was switched to screw propeller driven warships. 




All because a rational demonstration got an emotional response. 




In advertising, we assume the only way to get an emotional response is with an emotional appeal. 




But Bill Bernbach knew that isn’t true. 




Look at the history of Volkswagen advertising. 




For fifty years they did product demonstrations. 




And they built a brand that has a massive emotional appeal. 




Ask anyone about VW and they’ll say “reliable”. 




That’s an emotional response based on rational advertising. 




Because a rational demonstration can have a more powerful emotional affect than something vacuous designed purely to appeal to the feelings. 




Done properly, reason is emotion. 








ADVERTISING IS BOLLOCKS 




Potholes are a real drag for motorists, they ruin your tyres and your suspension. 




For pedestrians they fill up with rainwater, so you get splashed. 




But probably worst of all is for cyclists. 




They can destroy your bike’s front wheel, you can land face first on the gravel, you can even end up under a lorry. 




Everywhere potholes are a problem, everywhere councils ignore them. 




Sure they’ll fix them, eventually, when they get around to it. 




Which usually means months, sometimes a year later. 




One cyclist in Bury decided to elevate potholes up the council’s list of priorities. 




He knew the council couldn’t be bothered about potholes. 




But the council were red hot on covering up graffiti. 




Graffiti left on display was like advertising that the council weren’t doing their job. 




It was very visible so it was covered up immediately. 




He decided to use graffiti to solve the pothole problem. 




Wherever there was a large pothole in the road he sprayed a set of genitals round it. 




Badly drawn – just balls and a knob, crude in every way. 




But suddenly the pothole stood out. 




Suddenly the potholes, which had previously been invisible to the council, were seen to be outraging public decency. 




The potholes, which had been ignored for months, were repaired and the graffiti removed within forty-eight hours. 




Because the council couldn’t have crude graffiti on display. 




He signed his graffiti WANKSY. 




And what he did worked. 




Isn’t it amazing that the potholes, which were a threat to human life, could safely be ignored because they weren’t highly visible but the graffiti, which was only a threat to human decency, had to be removed immediately? 




The graffiti was much more urgent than the potholes had been. 




All because the graffiti was more visible. 




So he used that visibility to bring attention to the problem. 




In fact he brought so much attention to the problem, he even has his own fan page on Facebook. 




People from as far away as Chicago and New York are thinking of copying him. 




Even the Sun carried his story, under the headline: “SILLY BILLY’S ART-WILLIES HELP FILL IN POTHOLES”. 




Of course the council hate what he’s doing. 




But the potholes are filled in, and potentially lives are being saved. 




Which is a great lesson for all of us. 




What gets action is what gets attention. 




What gets attention is what gets seen. 




So being visible, being impactful, is the most important part of any communication designed to change behaviour. 




Can we think of any other sort of communication where that might be relevant? 




That’s right, it’s called advertising. 




Most advertising works like the potholes before the graffiti. 




It doesn’t upset anyone, it doesn’t call attention to anything, it avoids any hint of controversy, it’s bland and safe. 




Which is why most advertising doesn’t work. 




It doesn’t change behaviour because it doesn’t even get noticed. 




It can safely be ignored. 




As they say in New York, “It’s the squeaky wheel that gets the oil.” 








BECAUSE YOU’RE WORTH IT 




At age 23, Julius Caesar was a junior politician on the way up. 




But he had an advantage: confidence and brains. 




Sailing across the Aegean Sea he was captured by Sicilian pirates. 




They demanded a ransom: 20 talents of silver. 




(That’s about 620kg worth about $600k.) 




Caesar told them they were being ridiculous. 




He couldn’t possibly allow himself to be ransomed so cheaply. 




The pirates hesitated, they were confused. 




Caesar insisted the ransom must be more than doubled to 50 talents of silver. 




(Around 1550kg worth about $1.5 million.) 




Now the pirates didn’t know what to make of this. 




Normally their captives tried to escape as cheaply as possible. 




They didn’t understand what was going on. 




But if he said he would double the ransom, why argue? 




They let Caesar’s men go back to Rome to raise the money. 




And in Rome, in his absence, Caesar suddenly became very famous. 




No one had ever been ransomed for such a vast sum before. 




He must be very special, he must be incredibly important. 




That ransom demand put Julius Caesar on the political map. 




He had just invented the Veblen effect. 




Although Thorstein Veblen wouldn’t give it that name for another 2,000 years. 




The Veblen effect is when consumers perceive higher priced goods to be worth more simply because they cost more. 




Like: Rolex, Cartier, Bentley, Rolls-Royce, Aston Martin, Louis Vuitton, Christian Louboutin, Harrods, Cristal champagne. 




None of them are actually any better than the cheaper alternatives, but the price alone makes them seem more desirable. 




Julius Caesar had effectively made himself a Veblen brand. 




He’d placed a value on himself greater than anyone in Rome. 




But, as far as anyone in Rome knew, it wasn’t him that had done it. 




It was an independent valuation. 




So it must be true. 




And because Caesar was now so highly valued, his men had little trouble raising the ransom money. 




They returned to the island and freed him. 




But Julius Caesar wasn’t going to allow the pirates to keep that sort of money. 




As a now important and famous man it was easy to raise a force. 




He hunted down the pirates and took back all the money, plus everything else they had pillaged, then executed them all. 




So Julius Caesar was now both very rich and very famous. 




And in time, with that same combination of confidence and brains, he became ruler of all Rome. 




And he presided over the golden age of the Roman Empire. 




Expanding it from Spain to Germany, from Britain to the Middle East. 




Because Caesar knew that reality begins in the mind. 




So the most important piece of real estate in which to stake a claim, is the human mind. 




How you stake a claim in the mind is you create a perception. 




And how you create that perception is by controlling the context. 




Control the context and you control the mind. 




Control the mind and you control reality. 








REAL DISRUPTION IS UNCOMFORTABLE 




One morning in 1993, I got a phone call at home: “Don’t come into work, a bomb’s blown the front of the agency in.” 




Our office was opposite Harrods and there were always bombs going off in Britain. 




Not every few years like now, but every few weeks: IRA bombs. 




Then in 1998 Mo Mowlam got the job as Secretary of State for Northern Ireland. 




And gradually the bombs stopped. 




For ages politicians had been trying to negotiate a truce between Catholics and Protestants in Northern Ireland. 




For ages they’d been failing. 




Each side would manage to find a reason to walk out of the talks. 




But in 1998 Mo Mowlam made that truce happen. 




So what did she do differently? 




The main thing Mo Mowlam noticed was to keep doing the same things over and over again wasn’t working. 




Trying not to upset anyone wasn’t achieving anything. 




So she decided to do the opposite. 




To disrupt the comfortable but unsuccessful process. 




Many of the top people in the Catholic and Protestant forces were convicted murderers. 




They were in prison so they couldn’t be invited to the talks. 




But they’d use their influence to veto any truce. 




So Mo Mowlam went to the Maze prison and negotiated with them. 




She got them to give their backing to the agreement. 




Against the wishes of the politicians who had so far failed. 




The politicians considered her behaviour unlawful and outrageous. 




But she stopped using traditional diplomatic channels and she stopped using traditional diplomatic language. 




In fact she purposely used language to unsettle politicians. 




In the talks, she constantly referred to Sinn Fein’s chief negotiator, Martin McGuinness, as “babe”. 




And when the MP for Belfast West, Gerry Adams was dithering over signing she told him to “bloody well get on with it or I’ll head-butt you”. 




But the most powerful weapon she had was her wig. 




Mo Mowlam was having treatment for a brain tumour and it made her hair fall out. 




Normally she wore a blonde wig so no one noticed. 




But when the talks reached a point where no one could agree, all of the men just sat there staring at each other. 




At which point Mo Mowlam would take her blonde wig off and drop it on the table in front of them, then sit there scratching her bald head until someone backed down. 




The men, Catholic or Protestant, couldn’t stand the embarrassment and the deadlock would be broken. 




Mo Mowlam would forcibly disrupt the process of stagnation. 




And of course, that would be uncomfortable. 




Being comfortable is what allows things to stay stuck. 




The comfort of the familiar. 




Even if the familiar isn’t working it still feels safe and comfortable. 




And fear of discomfort is bigger than the fear of failure. 




At that point you have to seriously disrupt the process. 




Not just use the word disruption because it’s fashionable. 




But make fear of failure greater than the fear of discomfort. 




So the brief for any action must be to disrupt the comfortable. 




So that comfortable becomes a bad thing. 




And uncomfortable becomes a good thing. 








CREATIVE THINKING IN SPACE 




In 1957, America was stunned. 




The Russians launched Sputnik: the world’s first satellite. 




It passed over the USA every 90 minutes, sending out radio signals. 




The USA couldn’t shoot it down, they didn’t have the technology. 




The entire country was petrified. 




American newspapers went into hysterics. 




With a fleet of satellites, Russia could hit the USA whenever they wanted. 




America, the world’s most powerful country, was defenceless. 




At that moment the Space Race began. 




For the next twenty years America would throw everything they had into beating Russia. 




The world could see it was the one country they were scared of. 




Russia officially became a global superpower, like the USA. 




But what did it look like from the other side, the Russian side? 




At the end of World War Two, Russia was broke, they could barely feed their own people. 




They tried to build a nuclear missile like America had. 




But theirs was too big, too unwieldy, too slow to set up. 




So the scientists decided to see if they could use it to launch something, anything, just to keep their jobs. 




A crude metal sphere would do, but how would they know if it worked? 




They had no radar that could see anything that far away. 




The cheapest and easiest way was to fit a small transmitter inside the metal sphere, just sending out “beep beep” signals. 




So the Russian scientists sent up the little metal ball and listened for the “beep beep” signals to confirm it worked. 




Then they went off to the canteen and thought no more about it. 




But the USA didn’t know it was just an empty metal ball. 




To them it was something out of science fiction, an immense threat. 




When Khrushchev saw the American hysteria he immediately told the scientists to launch more ‘firsts’. 




Russia couldn’t afford new missiles so they had to use what they had. 




The missile that could just about get something up into orbit. 




So they put the first living creature, a dog, into orbit. 




Then they put the first man, Yuri Gagarin, into orbit. 




Then they put the first woman, Valentina Tereshkova, into orbit. 




Then they had a cosmonaut make the first ever space walk, in orbit. 




All the Russians had was a missile that could just about achieve orbit. 




But the Americans didn’t know that. 




With each ‘first’ the Americans got more hysterical. 




As they did, they cemented Russia’s place in the world’s mind as the USA’s only real rival. 




For Khrushchev it was a classic piece of marketing. 




He made America spend all those billions on advertising Russia. 




The world believed America had an equal. 




Which is why you want the market leader to respond to your campaign. 




To needle them into spending their money on a campaign that advertises your brand. 




In the public’s mind it becomes a two-horse race. 




Your brand is elevated into equality with the market leader. 




And that’s how, with hardly any money or resources, the Russian ‘space team’ took market share from the brand leader. 




Of course America eventually won the space race, with their vastly superior resources they were always going to. 




But Russia made sure the USA spent a lot of their money giving them a piggyback ride. 




Creative thinking even works in space. 








A KERNEL OF TRUTH 




Harland David Sanders was born in Indiana in 1890. 




In 1903 he got a job painting horse-drawn carriages. 




In 1904 he became a farm hand. 




In 1905 a streetcar conductor. 




In 1906 he joined the army and drove a team of mules in Cuba. 




In 1907 he became a blacksmith in Alabama. 




In 1908 a fireman on the railroad. 




In 1909 a labourer in Tennessee. 




In 1911 a lawyer in Arkansas. 




In 1913 he was selling life insurance in Indiana. 




In 1924, for the first time, he moved to Kentucky. 




He ran a Shell station and discovered the concept of franchising. 




The more he sold, the more money he, and Shell, made. 




Harland David Sanders loved it. 




He began thinking of ways to get people to choose his station rather than the one across the street. 




He started selling food: country style ham, chicken, and steak. 




He began by selling it from his own kitchen table. 




It was so successful he eventually bought the station across the street and began serving his food there. 




In 1937 he opened a motel and restaurant next door. 




Trade was so good that the Governor of Kentucky made him a ‘Colonel of Kentucky’. 




This was an honorary title given to any businessman who contributed to the good of the state. 




The Governor made 5,000 ‘Colonels’ that year. 




In 1952, aged 62, Sanders decided to try the franchise concept with his food. 




He had a friend who owned a diner in Utah and he persuaded him that fried chicken would separate it off from the local hamburger joints. 




And Sanders would get 5 cents for every chicken sold. 




In order to make it a franchise he needed a brand. 




He decided to call it ‘Kentucky Fried Chicken’ to make it sound better than ordinary fried chicken. 




He used the line ‘finger lickin’ good’ to give it the feel of southern down-home quality. 




And he decided that he himself would become the symbol that sold the franchise. 




So he began to dress like a Southern, civil-war era, plantation owner. 




He called himself ‘Colonel Sanders’ (although he’d only ever been a private in the army). 




He wore a white suit and a white hat, he wore a string tie and carried a cane. 




He grew a goatee, which he dyed white to match his hair. 




And everyone accepted him as ‘The Colonel’. 




Despite the fact that this was 1950s America, and no one had dressed like that for a hundred years. 




And so no one questioned that ‘the Colonel’s secret recipe’ embodied the quality of ‘Kentucky Fried Chicken’. 




In fact it soon became America’s alternative to hamburgers. 




‘Colonel Sanders’ travelled everywhere promoting the brand. 




By 1965 there were 600 franchises. 




In 1969 the company was listed on the New York Stock Exchange. 




In 1986 PepsiCo Inc bought the company. 




Today KFC has 37,000 outlets in 110 countries. 




And ‘Colonel Sanders’ is still on every box, every bucket, every sign, every napkin. 




As Harland David Sanders knew, all you’re ever selling is yourself. 








SIMPLE IS HARDER THAN COMPLICATED 




1903 was the year of the first aeroplane flight. 




Just over ten years later, aeroplanes were flying in a war. 




They were still made of wood and canvas, just like kites. 




But now men had to find ways to kill each other. 




So they took pistols and rifles up with them. 




As they flew alongside, they would shoot at each other. 




Obviously it wasn’t very successful. 




So they tried more complicated ways to solve the problem. 




They fitted machine guns on swivels. 




This meant two men in a plane: one to fly the plane, one to aim the gun at the enemy. 




The weight of another man made the plane slower and clumsier. 




And it wasn’t very successful: the plane would be flying one way and the gun firing another. 




And the man on the gun would have to be careful not to shoot his own plane: the wings or the tail, or the pilot. 




It became more and more complicated and aerial warfare was slow and clumsy. 




Then in August 1915 a terrifying thing happened. 




Suddenly Germany had a completely new type of aeroplane that flew straight at the enemy, spitting bullets out directly in front of it. 




It didn’t have to fly slowly alongside with someone trying to shoot. 




Whatever manoeuvre another plane tried to get away, this plane just followed shooting bullets straight into it. 




British and French pilots were being killed by the dozen. 




There was no defence against this new weapon. 




It became known as “The Fokker Scourge”. 




Because a Dutchman, Anthony Fokker, had found a way for machine guns to shoot through the propeller blades without hitting them. 




Something that everyone thought was impossible. 




Fokker had machine guns fixed pointing straight ahead, so wherever the plane pointed the pilot simply fired. 




Because now the whole plane was the gun. 




What Fokker had done was to simplify everything by getting upstream of the problem. 




No one else thought it was possible to have the guns pointing forward because the bullets would hit the propeller blades. 




So they found complicated alternatives. 




But Fokker didn’t think like everyone else. 




He developed a series of cams connected to the engine. 




So that the engine itself fired the gun when there was a gap between the blades. 




Fokker reversed the problem and his planes shot everything out of the sky. 




Eventually the French and British learned to copy Fokker’s thinking. 




And for the last 100 years, every fighter plane has used Fokker’s principal: the guns fixed, pointing forward. 




While everyone else was getting more and more complicated, Fokker did the opposite. 




He got creative, he got upstream of the problem. 




He didn’t try to solve the same problem, he changed it to a different problem. 




And all the complicated solutions immediately became redundant. 




Stupid people think complicated is clever. 




But smart people know simple is clever. 




Because you have to go beyond complicated to get to simple. 








PART 4: PRACTICAL CREATIVITY 








TRIAGE THINKING 




In TV hospital dramas you’ll see a patient rushed in on a stretcher while a nurse yells, “Get this patient to triage!” 




I thought ‘triage’ must be a medical term for emergency, but I was wrong. 




In fact it can mean almost the opposite. 




It turns out triage is a French wartime expression. 




After any major battle there were far more wounded than there were medical staff to treat them. 




So the wounded were quickly sorted into three groups: 




1. Those that will die whatever you do. 




2. Those that will live whatever you do. 




3. Those that will only live if you treat them. 




Then all available attention is quickly given to the third group. 




Because attention given to the first two groups would be wasted. 




Triage comes from the French verb ‘trier’ meaning to sort or sift. 




You can’t treat everyone, so sort out where your effort will make a difference and concentrate there. 




For me this has always been a principal of life in general, and advertising in particular. 




Years before I ever heard the term triage. 




I quickly decide whether the effort I’m about to make will be wasted or not. 




If it will, I don’t do it. 




I save it for somewhere it won’t be wasted. 




Take students for instance. 




I quickly have to decide whether I can help them. 




Not everyone wants to hear what I’ve got to say: many of them already know the answer they want to hear. 




So instead of wasting time going through their portfolio honestly, I’m polite and get it over with as quickly as possible. 




I can’t make a difference so I don’t try. 




I save it for a student where I can make a difference. 




It’s the same with clients. 




Many of them don’t want to hear what I’ve got to say. 




It’s too simplistic, it’s not the answer they want. 




So instead of trying to argue them into it, I don’t go to that meeting, it would be counter-productive. 




Better to use my time with clients where I can make a difference. 




Triage thinking makes particular sense when doing advertising. 




It would be a waste to randomly talk to everyone, everywhere. 




The market is too big and our resources are too small. 




So keep it simple: use triage thinking. 




There are usually three groups: 




1. People that won’t buy, whatever we say (core non-users). 




2. People that will buy, whatever we say (core users). 




3. People where our advertising might make a difference. 




It doesn’t make sense to waste our resources against the first two groups. 




So we concentrate all our resources against the third group. 




We put all our effort where it will make a difference. 




It seems so obvious, it’s amazing everyone doesn’t do it. 




It’s just what smart people have always done. 




It’s a basic principal in sport, business, warfare, relationships, in anything. 




Put our resource where it will make a difference. 




Don’t waste it where it can’t. 




This is simple triage. 




It’s another name for creativity. 








PARETO WITH FRIES 




Ray Kroc is famous as the man who founded McDonald’s. 




In fact he didn’t. 




What he did was spot a great idea and franchise it. 




It was the brothers, Rick and Mac McDonald, who invented the original concept. 




They were the real creative thinkers. 




They knew that real creativity isn’t adding more stuff. 




Real creativity is taking stuff away. 




Originally their 27-item menu had included: hamburgers, cheeseburgers, barbeque beef, barbeque pork, chilli with tamales, chilli with beans, ham and beans, fried chicken, melted cheese fries, peanut butter, and jelly fries. 




Because conventional thinking was: the more choice you give your customers the more customers you get. 




Their stroke of genius was in spotting that 87% of their income came from just three items. 




Hamburgers, fries, drinks. 




If they concentrated on just those three things they could make them faster and better than anyone else. 




So they dropped everything else off the menu. 




Which meant they could do those three better and faster than anyone else. 




Because they asked themselves this question: 




What do we really get by including all the other stuff? 




The last 13% of their income came from the most complicated part of the menu. 




It meant that a customer’s order had to be taken before cooking could begin. 




Whereas with just burgers and fries, the cooking could be done before the customer even ordered. 




Service was almost instantaneous. 




McDonald’s sales doubled, and then doubled again. 




And that was the birth of the fast-food industry. 




What they utilised was the Pareto principle. 




In most areas of life, 80% of return comes from 20% of effort. 




The creativity is in spotting the 20%. 




In business, 80% of sales are usually made by 20% of staff. 




And 80% of complaints often come from just 20% of customers. 




In software, Microsoft noted 20% of code contains 80% of the errors. 




In sport, 20% of training provides 80% of the impact. 




In health and safety, 20% of hazards account for 80% of injuries. 




In healthcare, 20% of patients utilise 80% of resources. 




In law enforcement, 20% of criminals commit 80% of crimes. 




You’re probably thinking, yes we know all that, so what? 




Well if we know it, how come we don’t act like it? 




How come we sit in meetings where instead of subtracting complexity we add it? 




Current thinking is called targeting, but it’s actually fragmentation. 




Running more and more stuff in more and more places to more and more people. 




The exact opposite of the Pareto principle. 




That’s why it’s worth remembering the McDonald’s brothers. 




They founded an entire industry by the creative use of reductionism. 




Spotting that 87% of their income came from just three items. 




Perhaps if we think about their reductionism we can understand how the Pareto principle could apply to what we do. 




As David Ogilvy said, “Strategy is sacrifice.” 








PROBLEMS ARE THERE TO BE SOLVED 




In 1956, Malcolm McLean was sitting at the docks waiting to unload his truck. 




He owned a fleet of trucks but he still liked to drive, himself. 




Except for the waiting at the docks, that part drove him crazy. 




The longshoremen had to unload each truck piece-by-piece, then wait, while the crane loaded it onto the ship, before unloading the next piece. 




McLean and every other trucker would be queuing up for a day, then sitting around while the whole slow process happened. 




In fact, it could take two weeks to unload and reload an entire ship. 




However fast McLean did his job, he still had to waste time sitting around the docks. 




He imagined filling a large container with cargo and hauling it to the docks. 




Then at the docks, all they’d have to do was lift the entire container onto the ship. 




And at the other port, just unload the container and haul it away. 




It was the beginning of a brilliant idea, and that’s exactly where most people stop. 




We have an idea and never take it any further because of the problems. 




But Malcolm McLean began solving the problems. 




The first problem was: how to fit the container with the attached wheels and chassis onto a ship? 




His answer was to separate the container, so the wheels and chassis stayed with the truck on the dock. 




That way the containers could all fit together like building blocks. 




The second problem was: how would the containers fit on the ship with all the other cargo? 




His answer was to have ships that carry nothing but containers. 




That way they’d all fit easily, he’d make all containers a regulation size so they just slotted together. 




And so he sold his trucking business and put all his money into solving the problems of containers. 




He bought an old ship and converted it into taking nothing but containers. 




He allowed anyone to copy his idea and build containers. 




But they must be: 8 foot wide, 8 foot tall, and either 20 or 40 foot long, so that all containers would fit in with all other containers. 




And as the authorities began to see the sense in McLean’s thinking, old-fashioned ports began changing to container ports. 




Truck drivers didn’t have to wait, they drove in and the crane took the entire container in one lift. 




Loading freight onto ships was 90% cheaper and 90% faster. 




It cost $5.86 per ton to load loose cargo, but just 16 cents per ton to load his containers. 




A ship could be unloaded and reloaded in a day. 




By 1970 McLean had 36 ships taking 27,000 containers between 30 ports. 




All the containers fitted neatly on ships, on trucks, and on trains, and each ship could take several thousand containers. 




By 2017, 90% of the world’s goods are moved by container shipping. 




In fact, we take it for granted, we think it’s so obvious we don’t even question it. 




All because Malcolm McLean didn’t have a good idea and stop there. 




He had a good idea and began solving the problems. 




And that’s the difference between something we just talk about in the pub and something that actually happens in real life. 








THE ANSWER IS, IT DEPENDS 




In 1975, Antanas Mockus became Professor of Mathematics and Philosophy at the National University of Columbia. 




By 1993 he was President of the University. 




One day, he was trying to address the entire student body but they wouldn’t listen. 




As he stood on the stage, they shouted and heckled and ignored him. 




Then Mockus remembered Pierre Bourdieu’s theories on “symbolic violence”. 




What we would now call disruption. 




He walked to the centre of the stage, at the very front, and undid his belt. 




Then he lowered his trousers, lowered his underpants, then turned around, bent over and spread his bare cheeks at the rioting audience. 




Almost immediately the chaos stopped, and Mockus was finally able to address the crowd. 




But that isn’t the behaviour expected of a university president, and Mockus had to resign. 




The gesture had a benefit however, it made him famous. 




He was seen as a maverick, honest and different to others in positions of power. 




And when Mockus stood for mayor of Bogota, that’s exactly what everyone wanted. 




After years of tired, corrupt politicians the voters wanted something different. 




Antanas Mockus was definitely disruptive in his thinking, but not glued to any dogma. 




He would use data, emotion, or logic, whatever was relevant to a situation. 




For instance, the homicide rate in Bogota was very high, naturally everyone blamed the drug gangs. 




But Mockus decided to use the data to define the problem. 




And he found that 65% of the homicides happened at the weekends, late at night. 




Which led him to check the alcohol levels in the victims’ bodies. 




What he found was that 50% of the victims were intoxicated. 




He followed the data and found young men were getting drunk and shooting each other. 




So he changed the laws accordingly: bars would be shut at 1am. 




And it was illegal to carry guns on festive days: like New Year’s Day. 




And it was illegal to carry guns when wages were paid on Fridays and people were drinking. 




Because of these changes, due to behaviour highlighted by data, homicides fell by 70%. 




But Antanas Mockus didn’t just use data, he also used emotion. 




Bogota had an enormous amount of traffic fatalities. 




Mockus knew that, for Columbians, shame was worse than punishment. 




So he hired over 400 mime artists to perform at busy intersections, publicly embarrassing drivers who broke the law. 




Due to this emotional approach, traffic fatalities fell by 50%. 




But Antanas Mockus could also use an appeal to logic and reason where necessary. 




Bogota badly needed to save water. 




People were wasting valuable water by showering too often in the hot weather. 




So Mockus went on TV with his wife. 




They showered together, turning off the taps while they soaped each other up. 




They saved water by showering together and also by using water just to rinse. 




This appeal to logic reduced water usage by 40%. 




Antanas Mockus served the maximum two terms as mayor, between 1994 and 2000. 




What we can learn from him is the answer to what works best. 




It shows it’s wrong to argue emotion versus reason, or to argue data versus intuition. 




It shows the answer is to have them all available to us to use. 




It shows the answer is to use the right tool for the job. 




It shows the answer to “which is best?” is always “it depends”. 








SUCK ON THAT 




In 1939 the British were unprepared for war. 




Suddenly they had to start making weapons in a hurry. 




One thing they badly needed was a way to sink enemy ships. 




They didn’t have time for the usual months and months of meetings, discussions, testing, and development. 




So Major Millis Jefferis was quietly given the task. 




He thought they needed a mine frogmen could attach to ships. 




It would need to be magnetic. 




He’d recently read an article about magnets in Armchair Scientist magazine. 




So he asked the editor, Stuart Macrae, if he would help him make a magnetic anti-shipping mine. 




Macrae was interested, but said he needed the editor of Caravan & Trailer magazine to help him put it together. 




Jefferis said okay and they began work. 




To start, they needed a container to hold about 5lb of explosive. 




They found the perfect thing in Woolworths: an aluminium washing-up bowl. 




They fitted magnets and a lid, but now they needed a timing fuse. 




Nothing accurate and dependable existed. 




They needed a spring-loaded striker that would be held back until the frogman got clear. 




While he thought, Stuart Macrae was sucking aniseed balls. 




Aniseed balls are like gobstoppers. 




Hard candy that gradually dissolves in the mouth. 




And while he thought about what he could use to hold back the detonator, he sucked an aniseed ball. 




He needed something to form a barrier between the striker and the explosives and eventually give way, or crumble, or break. 




Or dissolve. 




Wait a minute: dissolve. 




Just the way the aniseed ball he was sucking was dissolving in his mouth. 




If it dissolved in his mouth it might dissolve in seawater. 




And it did. 




Each aniseed ball he tried took 35 minutes to dissolve in seawater. 




So Stuart Macrae placed an aniseed ball between the striker and the explosives and he had his detonator. 




The problem was, how to keep the detonator waterproof until the frogman attached the mine to the ship. 




What could fit over a stiff tube several inches long? 




And in a local chemist shop they found the answer: a condom. 




Stuart Macrae bought every washing-up bowl, every aniseed ball, and every condom he could find. 




That became the “Limpet Mine (mk 1)”. 




Was it effective, this combination of washing-up bowls, aniseed balls, and condoms? 




Well, in just one night, 14 Marine Commandoes sank seven Japanese ships using those limpet mines. 




For me that’s real creativity. 




What I love is none of it was about technology. 




They didn’t try to be the first to use the latest thing that had just been developed. 




They used what was available to everyone, everywhere. 




And they used it to out-think everyone else. 




Because they used it in a different way. 




Their ‘unfair advantage’ was creativity. 




As Jonathan Swift said, “The ability to look at something everyone has looked at, and see something no one else has seen.” 








LOSERS VERSUS WINNERS 




I read an interview with Lucy Bronze, one of the England women’s football team. 




What I really like is her thinking. 




It happened when England were playing Spain. 




The ball struck the arm of Lucy’s teammate, Ellen White. 




The Italian referee saw the handball and immediately blew for a penalty against England. 




Lucy Bronze ran straight over to the referee. 




She spoke calmly about what just happened. 




The referee listened, nodded and reversed her decision. 




No penalty was given. 




Lucy Bronze later explained that, before the match, UEFA had asked the referees to brief the players. 




In the meeting Lucy had been taking careful notes. 




So when the ball struck Ellen White’s arm, Lucy was able to quote the referee’s words back to her. 




She reminded the referee that she said a handball couldn’t be awarded when it is the result of a deflection. 




In this case, the ball struck Ellen White’s thigh, then bounced up onto her arm. 




So, under the rules, that wasn’t a handball. 




The referee said “You are correct, I am wrong” and reversed her decision. 




Can you imagine that happening in the male game? 




Can you even imagine a male player taking notes in the briefing? 




Of course not. 




But by listening, thinking, then explaining to the referee, Lucy Bronze had saved a penalty. 




Which is an almost certain goal. 




So, without kicking a ball she’d effectively scored a goal for England. 




That’s what I love about her thinking. 




Looking for an advantage in a place nobody else was even thinking about. 




Paying attention gave her team a definite advantage. 




England went on to win that game 2–0. 




Years ago, I read the same thing in the book The Perfect Storm. 




The fishermen were a tough, hard-drinking, rowdy bunch. 




The night before they set off, all the men spent drinking in the harbour bar. 




The single female skipper, Linda Greenlaw, didn’t go drinking. 




She spent the time checking and re-checking all her ship’s gear, all the weather forecasts, all the fishing reports. 




The men acted as if they knew everything, she acted as if she knew nothing. 




After it was over, many of the men were dead, killed by the storm. 




Greenlaw and her crew not only came home safe, but with a record catch. 




After that all the tough fishermen wanted to crew on her boat. 




That’s the difference between a winner’s and a loser’s attitude. 




The loser acts like he knows it all, he doesn’t need to pay attention. 




The winner acts like she needs to learn everything she can. 




So the winner is hungry for information. 




The loser assumes nothing will go wrong. 




The winner assumes if it can go wrong, it will go wrong. 




And anything you know that the opposition doesn’t know is an advantage. 




Winners don’t pay attention to other people’s opinions. 




They pay attention to results. 




That’s why I like Lucy Bronze’s final remark. 




She was told that the Spanish team had 74% of possession, and asked if that worried her. 




She said, “Not really – there’s only one stat that matters.” 








CHANGE THE GAME 




The largest sea battle ever was fought at Cape Ecnomus, just off the coast of Sicily, between Rome and Carthage in 256 BC. 




The Carthaginians were the world’s greatest naval power, they had 350 ships and 150,000 men. 




But the Romans had been preparing for this battle, they had 330 ships and 140,000 men. 




So both sides were evenly matched as far as numbers go. 




But the numbers didn’t tell the whole story. 




The Romans knew nothing about naval warfare, all their battles had been fought on land. 




The Carthaginians, on the other hand, knew everything about naval warfare. In those days, ships were powered by men on oars and the main weapon was a huge ram on the bow. 




The Carthaginians knew how to outmanoeuvre the enemy so that the ram crushed their oars before ramming and sinking their ship. 




The Romans knew they could be easily beaten in a naval battle. 




So they didn’t play to the Carthaginians’ strength, they changed the game. They invented a device called a Corvus. 




The Corvus was a hinged wooden bridge, 4 feet wide and 36 feet long, fitted to the front of each ship. 




It dropped onto the enemy ship and a huge spike dug in and held it in place while Roman troops rushed on board. 




The Romans knew if they could get their troops aboard the enemy ships they could turn a naval battle into a land battle. 




At Cape Ecnomus the two sides met and the half the Carthaginian fleet immediately attacked the rear of the Roman fleet. 




But the Roman ships retreated and formed a line side-by-side, backed up against the coast. 




The Carthaginians couldn’t get behind them, they couldn’t ram them from the side, and they dare not attack the front because of the Corvus. 




So half the Carthaginian fleet was stuck, unable to do anything. 




Meanwhile the other half was being attacked and boarded by Roman soldiers who boarded them using the Corvus. 




By the end of the battle, the Romans had lost just 24 ships and 10,000 men. The Carthaginians had lost 95 ships and 40,000 men. 




They were no longer the world’s greatest sea power. 




They had been beaten by the Romans who weren’t a naval power at all. 




But the Romans changed the game to one that they were good at. 




They changed the sea battle into a land battle. 




Playing to your strengths is the smart way to go, rewriting the rules in your favour. 




In 1971, AMV won the Sainsbury’s account. 




All the other supermarkets put most of their media money on TV. 




But David Abbott wasn’t a TV writer, he was a great press writer. 




So David did a massive press campaign for Sainsbury’s. 




He ran double-page spreads in the Sunday supplements and treated everything Sainsbury’s sold like a jewel. 




Sainsbury’s looked like the gold standard for quality. 




The ads won every award there was, and sales went through the roof. 




Other supermarkets were desperate to catch up, but they couldn’t. 




Because David didn’t compete on TV, where he was weak. 




He changed the game to be about the medium he was best at. 




Sainsbury’s completely dominated the Sunday supplements and people have been trying to copy that campaign for thirty years. 




Because David didn’t play someone else’s game, he changed it to a game he knew he could win. 








YOU CAN’T CHANGE THINGS WITHOUT CHANGING THEM 




In the early 1980s, football was in a bad state. 




Grounds were miserable, old-fashioned, dilapidated, mainly all standing. 




Fewer and fewer people were going to matches. 




And games had to be played at 3 o’clock on Saturday afternoons. 




That was unquestionable, for every club in the country. 




But they desperately needed a way to get some money into the dwindling game. 




Mike Yershon was the most influential media guy in town. 




Mike was a game changer. 




The Football League asked him to a meeting to find a way they could raise more money from the TV companies. 




Mike’s recommendation was simple and powerful. 




But also complete heresy. 




Mike said put live football on TV. 




He said if they allowed some games to be played on Friday nights and some on Sunday afternoons they could sell the rights. 




They could get ITV and BBC to bid against each other to drive the price up. 




The Football League would make a fortune. 




So how did they react to Mike’s idea? 




The President threw Mike out of the meeting. 




Moving matches away from 3pm Saturday was unthinkable, impossible. 




And broadcasting live matches was suicide. 




Why would anyone go to a cold, wet, miserable stadium when they could sit at home and watch the match on telly? 




The stadiums would be empty. 




He said Mike was crazy and his advice would kill football. 




They couldn’t get him out of the building fast enough. 




But then a strange thing happened. 




When Mike got back to his office, the phone was ringing. 




They asked him to come back to the meeting. 




It seemed they had decided to overrule the President. 




Football was slowly dying and it had to raise money or else. 




Mike’s advice might be the only way. 




So Mike went back to the meeting and explained his plan. 




The bidding process went ahead: BBC won Friday night matches and ITV won Sunday afternoon matches. 




So, in the event, who was proved right: Mike or the President? 




Did live matches on TV mean empty stadiums and the end for football? 




Hardly. 




In fact the live matches acted as advertisements for football. 




People began returning to the stadiums. 




And the money from the TV deals went into the game. 




In 1983 the rights to live football sold for £5 million. 




By 1988 they were up to £44 million. 




In 1992 Sky paid £304 million. 




And in 2015 Sky and BT paid £5 BILLION for the rights to live football. 




That’s £10 million for each game. 




In 1997, Manchester United opened their own TV channel; now most clubs have their own TV channel. 




Football grounds are now so packed that season tickets are usually the only way to get in. 




And there’s a waiting list years long for those season tickets. 




Football is far and away the biggest, richest game in the country. 




Largely because Mike Yershon did what he was told he wasn’t allowed to do. 




He changed things that he was told couldn’t be changed. 




You see it’s an uncomfortable truth for all of us, particularly clients. 




You can’t change things without changing them. 








DATA CAN’T THINK 




The Boeing 767 was the most sophisticated airliner of its day. 




It had one of the world’s first ‘glass cockpits’. 




All the instruments had been replaced with computer screens. 




One of the early aircraft in service was Air Canada flight 143. 




The captain, Robert Pearson, had 26 years’ experience. 




Usually there was a pilot, a co-pilot, and a flight engineer. 




But the amount of data on the computer screens meant a flight engineer wasn’t thought necessary on this plane. 




The data was on all the screens, so it was foolproof. 




Well not quite. 




Canada was changing from the Imperial system (gallons and pounds) to the metric system (litres and kilograms), but they hadn’t changed yet. 




So everything had to be converted. 




Without the flight engineer this had to be done by the ground crew. 




First they had to convert total litres of fuel needed to kg. 




Then deduct the number of kg already in the plane’s tanks. 




Then convert the kg back into additional litres needed. 




A trained flight engineer could have done it easily. 




But the ground crew confused the figure for pounds (1.77) with kg (0.8). 




This resulted in just 5,000 litres being pumped onboard, but a combined total of 20,000 litres entered into the computer. 




The pilot thought he had double the 10,000 litres needed for his flight. 




In fact he had half. 




The 767 was flying at 40,000 feet when they ran out of fuel. 




Both engines died. 




When the engines died so did all the computers. 




All the sophisticated data now became useless blank screens. 




The most sophisticated airliner of its day now had as much data as a wood and fabric glider. 




Which, as it happened, was the only fortunate part. 




Because Captain Pearson was also a glider pilot, it was his hobby. 




He flew the little Piper Cubs that towed gliders into the air. 




And now Captain Pearson had to glide a 100-ton brick into an emergency landing at an abandoned airbase. 




As they approached, the 767 was way too fast, but he didn’t have any flaps or airbrakes to slow it down. 




So he used a manoeuvre airline pilots aren’t taught: the forward slip. 




Something he used on the little glider-tug. 




Captain Pearson said: “After releasing a glider I would have this long line hanging under the plane, and I had to be careful not to snag it on the farmer’s fence as I approached the runway. So I would stay high until I cleared the fence and then I did a steep slip to make the landing.” 




And that’s what he did with Air Canada Flight 143. 




And all his passengers and crew walked away from the landing. 




It wasn’t the banks of computers that saved all 69 lives onboard. 




It wasn’t access to massive amounts of data and technology. 




Because none of that worked. 




It was simple, old-fashioned, seat-of-the-pants experience. 




That’s a lesson marketers need to learn. 




When you choose an agency, you’re not guaranteed a better result because they’ve got more technology and more data. 




Your best bet is always people with brains and experience. 




It’s never about technology and data, it’s always about people. 








THINKING ON THE FLY 




In 2004, Camden council spent £250,000 removing fly-posters. 




They issued an Anti-Social Behaviour Order (ASBO) against the biggest offender, Sony. 




Two of the Sony chiefs, Catherine Davies and Jo Headland, promised to stop fly-posting. 




So the ASBO was suspended as long as they complied. 




Other councils began using ASBOs against the biggest offenders: Islington, Greater Manchester, Hastings. 




But that still leaves the problem of all the other illegal fly-posters: car-boot sales, raves, concerts, furniture sales, etc. 




They couldn’t trace them all and take out ASBOs against all of them. 




So a council in the East Midlands found a more creative way to handle the situation. 




Don’t approach the problem from inside the head of the council. 




Approach the problem from inside the head of the offender. 




If the council simply takes down the poster, it costs a lot of time and money. 




But it doesn’t cost the fly-poster anything. 




So there’s no incentive for them to stop doing it. 




But how about if the council didn’t take down the poster? 




How about if they simply slapped a sticker over it saying CANCELLED. 




That really would cost the fly-poster something. 




They’d get exactly the opposite of the effect they wanted. 




The poster would now be telling people to stay away from the event. 




The poster would now be costing them money. 




Which is why Oadby and Wigston Borough Council decided to do exactly that. 




Councillor Graham Norton says they were removing a hundred fly-posters a week. 




So they paid a local printer £240 to print 1,200 bright orange strips saying CANCELLED. 




(And underneath, in much smaller letters: ‘This poster has been cancelled by Oadby and Wigston Borough Council’.) 




The effect was immediate, the council didn’t have to remove a single poster. 




The fly-posters began rushing round tearing down the posters themselves. 




Scared stiff that they would put people off coming to their car boot sale, or rave, or concert, or furniture sale. 




Within eight weeks the number of fly-posters had dropped to zero. 




The scheme was so effective it’s being considered by other councils: Northampton, Wellingborough, Leicester, and Rotherham. 




But the part I love is the creative thinking. 




Instead of the council thinking, “We don’t want those posters up,” they reversed the problem. 




They thought, what can we do to make the offenders think, “We don’t want those posters up”? 




How can we make them want to take those posters down themselves? 




And they reversed the whole point of the posters. 




Instead of making them good for business they made them bad for business. 




At a stroke they changed the posters to encourage people to stay away from the event. 




Councillor Norton was asked whether he was worried about being sued by the people who put up the posters. 




He said, “How can they? What they are doing is already illegal. The last thing they want is for us to know who they are, if we did we could sue them.” 




Which is the really smart insight that changed the brief. 




The real creative thinking here was to stop thinking like the prey, and start thinking like a predator. 








WHY DRESSING UP IS IMPORTANT 




Jerry Weintraub worked his way up through show business. 




He managed, or promoted: Elvis Presley, Frank Sinatra, Neil Diamond, John Denver, The Four Seasons, Led Zeppelin. 




He produced Ocean’s 11, 12 and 13. 




He became CEO of United Artists, in charge of everything. 




He even has his own star on Hollywood’s Walk of Fame. 




Jerry Weintraub could sell anything to anyone. 




He said he learned it watching his dad. 




His father sold gems, nothing especially valuable. 




Just standard semi-precious stones, in small towns across America. 




He’d buy the stones cheaply in India or Sri Lanka. 




Then take his sample case all across the Midwest trying to get the local dealers interested. 




But it was hard work. 




It was a buyer’s market, not a seller’s market. 




Often the local dealers couldn’t even be bothered to see him. 




So, on one of his trips to India, Jerry Weintraub’s father bought a large star sapphire. 




It wasn’t great quality, it wasn’t expensive. 




But his father had it polished until it sparkled. 




Then he had a case made for it, a case that had to be handcuffed to his wrist. 




And he gave it a name “The Star of Ardaban”. 




And when he arrived in these small towns he’d arrange for a Brinks truck to meet him, with an armed security guard. 




And he’d let the local reporters know ahead of time he was coming. 




And bringing “The Star of Ardaban” with him. 




Of course there’d be photographs in the local papers and it would be a big deal when he arrived in one of these small towns. 




The local cops would turn out to escort him to his hotel. 




“The Star of Adarban” would have to be kept in a bank vault. 




Local gem dealers would phone up asking if they could see it. 




So he’d invite them to his rooms. 




He’d show them “The Star of Ardaban” and tell them a story. 




Meanwhile he’d also show all his other stones. 




And he’d return from these trips with everything sold. 




Everything except “The Star of Ardaban”, which he’d take to the next town. 




And Jerry Weintraub says he learned everything from watching the way his father created a story around that stone. 




Without the story it was just a very ordinary stone. 




With the story, and the armed guard, it became something they had to see when it came to their town. 




Something unusual, something fascinating. 




And meanwhile of course they bought all the other stones, stones they wouldn’t even have looked at previously. 




And Jerry Weintraub realised all there was to the business of selling anything. 




A story. 




Generate interest and let people’s curiosity do the work. 




So whether he was selling a script to a star, or selling a movie to a studio, or selling a concept to a backer, or selling a show to an audience, it was always the same. 




Dress it up, build a story around it, and let the story do the work. 




People don’t buy the object, they buy the story. 








JUST SCORE ONE GOAL 




You know when you’ve got something really big to do? 




And you don’t know how you’re going to do it? 




I think the best advice I ever heard was from Rafa Benítez, manager of Liverpool. 




It was the European Cup final. 




That’s the two best teams in all of Europe. 




Italy, Spain, Holland, Germany, France, all the great footballing nations. 




And the very best of all the teams in Europe was AC Milan. 




And had the most expensive player in the world on their team: Andriy Shevchenko. 




That’s who Liverpool were playing in the European Cup final. 




And at the end of the first half Liverpool were 3-0 down. 




3-0 down to the best team in Europe. 




Michel Platini, the ex-captain of the French national team, left his seat at half time. 




He laughed and said to the Liverpool chairman, “Looks like you will be lucky to keep the final score below 6-0.” 




Of course, all the players in the Liverpool changing room were massively depressed. 




Next door they could hear the AC Milan team celebrating already. 




3-0 down to the best team in Europe? 




There’s no way back from that. 




Then Benítez said, “Don’t think about the final result. 




Just score one goal, and see how the game can change. 




Just score one goal. That’s all.” 




Well, the team thought, maybe they couldn’t beat AC Milan, but they could probably score one goal. 




So they went out for the second half. 




And AC Milan were relaxed and overconfident. 




And Liverpool scored one goal. 




AC Milan began to wobble, this shouldn’t be happening. 




Liverpool’s confidence began to grow. 




AC Milan began to panic, they made mistakes. 




Liverpool scored another goal. 




AC Milan were on the ropes, what was happening? 




Liverpool threw everything at them. 




They scored again. 




At full time the score was AC Milan 3, Liverpool 3. 




It had to be decided on penalties. 




But AC Milan were finished now, they couldn’t believe they’d thrown it away. 




While Liverpool were buzzing, it was their night. 




Liverpool won the European Cup on penalties. 




And Michel Platini had to apologise to the Liverpool chairman. 




So whenever you’ve got a really big problem, and there’s no way you’re going to be able to get it all done. 




Don’t concentrate on thinking about the end result. 




Just get one idea. 




See how that changes things. 




Maybe that one idea that could become 2 or 3 or 4 ads. 




Maybe it could work at point of sale. 




Even as ambient. 




Suddenly you can see it working online. 




You’ve got the beginnings of a campaign and everything doesn’t look so black. 




Now you’ve got more energy and you’re having fun. 




Suddenly it all looks doable. 




Just score one goal. 








MISS SHILLING’S ORIFICE 




Everyone knows the Spitfire was as good as the Messerschmitt 109. 




But that wasn’t true at first. 




In 1940, if a Spitfire got behind one, a 109 pilot could easily escape by going into a dive. 




If the Spitfire followed the engine cut out, so the 109 got away. 




It was a technical problem that would take years to solve. 




But the RAF didn’t have years. 




So a woman named Tilly Shilling cut through the crap and solved it. 




Tilly Shilling had a Master’s Degree in Mechanical Engineering, but she could also braze-weld as well as any craftsman. 




The problem she solved was that the 109 had modern fuel injection, but the Spitfire had an old-fashioned carburettor. 




When the Spitfire followed the 109 into a dive, centrifugal force pushed the carburettor float upwards, cutting off the fuel supply. 




The engine lost power and the 109 got away. 




The answer was to design a new type of pressurised carburettor. 




But that would take years. 




Then Tilly Shilling had an idea. 




She made a small brass collar with a hole in the middle. 




She would weld the collar to the inside of the carburettor. 




It would stop the float rising too far, and the small hole would allow fuel to flow through. 




Tilly Shilling went round every RAF base in the country. 




She and her team welded the small collar into every Spitfire engine. 




And a wonderful thing began happening. 




As the 109 pilots dived to get away, the Spitfires followed them. 




German pilots looked in their mirrors and saw the Spitfire still on their tail with guns blazing. 




If they tried to escape by diving they were now shot down. 




Spitfire pilots loved the device braze-welded into their carburettors. 




They fondly named it “Miss Shilling’s Orifice”. 




The pressurised carburettor wasn’t available for another two years. 




But in those two years “Miss Shilling’s Orifice” was responsible for shooting down lots of German planes. 




And saving lots of Spitfire pilots’ lives. 




In peacetime her simple solution wouldn’t even have been tried. 




Everyone would have waited years for the pressurised carburettor. 




But when you’re in trouble, you can’t wait years. 




That’s why I prefer to work for clients who are in trouble. 




It has a wonderful way of concentrating the mind. 




I like clients who need an urgent solution. 




Who have to change the situation in a hurry, who have to be brave. 




They have to try things they wouldn’t normally try. 




Things they aren’t comfortable with. 




The need to survive overrides everything else. 




That’s a very focussing conversation. 




I like situations where the conversation isn’t “Do I like it?” 




The conversation is “Will it work?” 




There aren’t a lot of subjective personal preferences there. 




There’s a definite, powerful, effective answer. 




Comfortable or not, it isn’t important. 




Because the only way to change something quickly is to be daring. 




And daring solutions usually aren’t comfortable. 




And comfortable solutions usually aren’t daring. 








WHEN MARKETING IS CREATIVITY 




In 1932, John P. Thompson invented the crosshead screw. 




The screw that’s used in every country in the world, on practically every product made. 




But the crosshead screw isn’t called the Thompson Screw. 




It’s called the Phillips Screw. 




Why isn’t it called the Thompson Screw, after the man that invented it? 




The answer is that after inventing it, Thompson had no idea how to sell it. Ralph Waldo Emerson said, “If you build a better mousetrap, the world will beat a path to your door.” 




Unfortunately that isn’t true. 




If no one knows about your mousetrap why would they come to your door? And without advertising or marketing, how will anyone know? 




So John P. Thompson made no money from his invention. 




Except what he made from selling the patent to Henry F. Phillips. 




All Thompson had seen was a better screw. 




But Phillips saw the possibilities. 




And the possibilities weren’t in ordinary people using crosshead screws. 




The possibilities were in machines using crosshead screws. 




By 1936, the industrial age was in full swing across America. 




Everything was made on production lines with power tools. 




Old-fashioned screws were clumsy and slowed everything up. 




The screwdriver had to be carefully positioned so it didn’t slip out. 




But the crosshead screwdriver had a pointed tip. 




That made it self-centring, so even a machine could position it. 




And twice as many slots meant it could take greater torque. 




It was perfect for assembly line power tools. 




Phillips persuaded General Motors to use it on their Cadillac production line. And then Phillips was even smarter. 




Industry wanted his screws so they needed someone to make his screws. Instead of trying to manufacture the screws himself, he sold the licensing rights to every screw manufacturer willing to pay. 




Within five years, 88% of American screw suppliers were paying Phillips to manufacture his screws. 




Which meant that virtually every product used Phillips screws. 




Which meant that anyone wanting to repair the goods at home would need to buy Phillips screws and Phillips screwdrivers. 




Phillips understood that owning a little of a lot is worth more than owning a lot of a little. 




The insight was in not trying to sell Phillips screws to ordinary people. Ordinary people had no need of a new screwdriver. 




So sell the screws and screwdrivers to industry, where speed was crucial. Then ordinary people would have to buy Phillips screwdrivers to repair the goods they bought. 




And in letting every manufacture pay him for the rights to make the screws, Phillips created an industry and a market far bigger than he could have on his own. 




Ralph Waldo Emerson was wrong. 




Even if you build a better mousetrap, the world will not beat a path to your door. 




Henry F. Phillips understood, you don’t just need a great idea, you need a great salesman. 








PART 5: CREATIVE SURPRISES 








BACKFIRE 




The NRA spent around $30 million helping Donald Trump get elected. 




In return, Trump made it clear he would not be introducing any form of gun control. 




Quite the opposite in fact. 




Under Trump, the future of gun ownership has never been more assured. 




Strange then, that one of America’s biggest and oldest gun manufacturers has just filed for bankruptcy. 




Remington is $950 million in debt and profits have dropped 90%. 




Their shares have fallen 64%, their sales have dropped by 36%, and their profits have gone down from $32 million to just $3.2 million. 




Simply because, under Donald Trump, gun ownership has never been more secure. 




Under Barack Obama, all the talk was of gun control, so people rushed to the gun shops to buy guns before Obama could ban them. 




The gun shops couldn’t stock enough guns. 




The manufacturers couldn’t make enough guns. 




So gun sales, and profits, went through the roof. 




But under Trump, the future of guns is secure, so there’s no longer any rush to buy guns. 




Consequently, the gun stores are left with lots of inventory they can’t sell. 




Which means they’ve stopped ordering guns. 




Which means the manufacturers had to stop making guns. 




Which means Remington, for one, has gone broke. 




Back in the 1970s, gun ownership in America was in long-term decline. 




But when President Obama talked about gun control, gun ownership started to grow. 




So that now there are 88 guns for every 100 Americans. 




But of course, not all Americans want guns. 




So these are not triallists buying their first gun, they are mainly repeat purchases. 




About 9 million Americans own at least 17 guns each. 




Another 7.7 million own 140 guns each. 




And as perceived scarcity is no longer a threat, the market is saturated. 




Prof. Robert Spitzer, of the State University of New York, called this “The Trump Slump”. 




Robert Cialdini is Professor of Marketing and Psychology at Arizona State University. 




He cites the Scarcity Heuristic: “The more difficult it is to acquire an item, the more value that item has.” 




The Scarcity Heuristic has four main variations: Quantity, Rarity, Time, and Censorship. 




It’s based on Reactance Theory, and states that: “Whenever free choice is limited or threatened, the need to retain freedom makes us desire the object under threat more than if it was not in danger of being lost.” 




This is clearly what was happening under Obama, and it was good for gun manufacturers. 




But under Trump there is no threat, so the desire vanishes. 




It’s worth us studying the Scarcity Heuristic and how to use it. 




In 1774, King Frederick II of Prussia wanted to solve the food shortage by getting peasants to grow and eat potatoes. 




But the peasants hadn’t seen potatoes before and they didn’t want them. 




So instead, Frederick banned peasants from eating potatoes and placed guards around the Royal potato patch. 




The peasants were intrigued and began stealing potatoes from the King’s patch and growing them, then they began cooking them and eating them. 




Potatoes soon became the staple food all over Prussia. 




People often don’t want something until they can’t have it, then they really want it. 




Which is how Obama managed to sell more guns than Trump. 








BOYS WITH TOYS 




It’s generally accepted that John F. Kennedy was the hero of the Cuban Missile Crisis. 




But actually he wasn’t. 




A Russian that we never heard of was. 




In 1962, Vasili Arkhipov was second in command on a Russian submarine. 




It didn’t have nuclear missiles, but it did have nuclear-tipped torpedoes. 




It was submerged and had been out of contact for several days. 




But the crew knew tensions were at boiling point between the USSR and the USA. 




They knew war could break out at any moment. 




Suddenly they were surrounded by a US aircraft carrier and eleven destroyers. 




The Americans started depth-charging the submarine. 




Obviously war had started. 




The only option was to use their nuclear-tipped torpedoes. 




What the Russians couldn’t know was that the Americans were dropping ‘practice’ depth charges. 




In the world above the waves, the Americans knew these wouldn’t do any real damage. 




They were signalling the Russians to surface. 




Meanwhile all the Russians knew was that they were being attacked. 




They saw the aircraft carrier through their periscope. 




The obvious thing to do was hit it with their nuclear tipped torpedo. 




This was about half as powerful as the Hiroshima bomb, it would destroy the carrier and most of the destroyers. 




But they had to do it fast, before the depth charges sank their sub. 




Their rules said they needed the agreement of all three senior officers on board. 




The captain said fire, the political officer said fire. 




That left it down to the second-in-command: Vasili Arkhipov. 




If he agreed, they would sink the US battle-group and World War Three would have started. 




Obviously, Vasili Arkhipov didn’t agree. 




It’s obvious because it’s the reason we’re all here today. 




Vasili Arkhipov decided to gamble the lives of his crew against all the lives on earth. 




The sub surfaced and the nuclear-tipped torpedoes were never launched. 




No thanks to the US Navy. 




In 2002, Thomas Blanton (Director of the US National Security Archive) said, “Vasili Arkhipov saved the world.” 




Arthur M. Schlesinger (advisor to JFK) said, “This was not only the most dangerous moment of the Cold War, it was the most dangerous moment in human history.” 




But for me the most telling comment came from Robert McNamara (US Secretary of Defense). He said, “We came very close to nuclear war. Closer than we knew at the time.” 




That really is the nub. 




Nobody knew how close they came because nobody knew what was going on in the minds of the people on the submarine. 




The people above the waves, dropping practice depth charges, lived in one reality. 




So they thought everyone lived in their reality. 




They expected the submarine to realise these were just practice depth charges. 




The Americans didn’t allow for the possibility of any other reality. 




And today we still do that. 




Everyone involved in mass media carries on as if our reality is the only reality. 




It isn’t possible that any other reality exists. 




It’s as if we’ve got all the answers and no other answers are possible. 




And we’ll carry on doing what we think is right because we never learn. 




As US Secretary of Defense, Donald Rumsfeld, said, “There’s what we know we know, and what we know we don’t know. 




But the most dangerous of all is what we don’t know we don’t know.” 








HOLD ON A MINUTE 




One of the main drags of phoning any company is being put on hold. 




Always the same recorded responses: 




“All of our operators are busy.” 




“We are experiencing high call volume.” 




“Someone will be with you shortly.” 




“Your call is important to us.” 




And always the same annoying music over and over. 




One company decided to change that experience. 




Myer is one of Australia’s biggest department stores. 




Last year they had to put 600,000 calls on hold. 




40% of those callers hung up before their call was answered. 




That’s nearly a quarter of a million dissatisfied customers. 




Myer decided it was time to do something about it. 




So when you call Myer you still get put on hold, like any company. 




You still hear music, like any company. 




A voice still says, “Thank you for your patience, your call is important to us,” like any company. 




But then something very different happens. 




The voice says, “And now here at Myer, it’s also important to families affected by domestic violence, as well.” 




That’s a stopper. 




Then the voice goes on to explain: 




“That’s because every second you wait, this hold music you’re listening to is generating a royalty that Myer donates directly to the Salvation Army.” 




So by holding on, you’re making money for charity. 




Suddenly, holding on the phone doesn’t seem so bad. 




In fact you’re not wasting time, you’re doing something worthwhile. 




The voice continues: 




“From everyone at Myer and the Salvation Army, thank you again for your patience and the donation you are now generating by just holding on the line.” 




Now you feel better about waiting. 




Because now you’re generating money to help families in trouble. 




Finally the voice says: 




“Your call will be answered shortly.” 




Just the way it would when you’re put on hold by any company. 




But this time you don’t feel so bad about holding on. 




And when your call is finally answered you’re in a good mood instead of being angry at waiting. 




You have a good feeling about yourself and a good feeling about the company. 




Myer found that their rate for abandoned calls dropped from 40% to just 5%. 




That’s seven out of every eight people choosing to hold on rather than hang up. 




Because they felt better about being asked to wait. 




As long as it wasn’t just wasted time. 




That’s a really creative way to handle the situation. 




Don’t ignore it. 




Every dropped call is an opportunity to lose a customer to a competitor. 




So get upstream, and change the problem into an opportunity. 




A chance to make your customers feel good. 




Being put on hold then becomes a productive use of their time instead of just a waste of time. 








CREATIVITY TAKES GUTS 




Achille Varzi was a great driver. 




He was leading the 1930 Mille Miglia, a hard and dangerous thousand-mile race round Italy. 




It was night time and very near the finish. 




Varzi had already blown off all his competition. 




Campari, Caracciola, Arcangeli, Ghersi, Nuvolari. 




His car was at least as powerful as any of theirs so he wasn’t worried about them catching him as long as he kept his foot to the floor. 




He just had a few miles to go to the finish. 




A quick check in the rear-view mirror, and no one anywhere behind. 




Varzi realised he could relax a bit. 




So he eased up a little on the accelerator. 




As he did so another car howled out of the pitch-blackness behind him, switched on its lights and blew past him. 




Tazio Nuvolari had been sitting behind Varzi, tailing him in the dark with his headlights off. 




Racing flat out, with nothing to guide him but Varzi’s rear lights. 




Waiting for him to get complacent and ease off the throttle. 




Nuvolari had to depend on Varzi making a mistake. 




So he helped him make a mistake. 




He made him believe he was alone, no one else anywhere in sight. 




And when Varzi fell for it, right at the finish, Nuvolari slingshotted him and won the Mille Miglia. 




The sort of move you’d only see in a Hollywood film. 




The sort of move that caused Ferdinand Porsche to label Nuvolari “the greatest driver of the past, the present, and the future.” 




Something no one else would even think of. 




Guts coupled with creativity. 




That sort of move typified Nuvolari. 




Five years earlier he’d been racing motorbikes. 




He had a really bad crash and was in hospital wrapped head to toe in bandages. 




Despite this Nuvolari was determined to race in the Monza Grand Prix. 




But when he stood he couldn’t even bend, much less ride a motorbike. 




So he explained to the doctor exactly what he wanted. 




And the doctor took all the bandages off. 




Then Nuvolari sat in the riding position he’d use on the motorbike. 




And the doctor rewrapped all the bandages so he’d be fixed in that position. 




Nuvolari was delivered to the track and put on the bike. 




His opponents laughed and called him ‘The Mummy’. 




But they didn’t laugh when The Mummy won the 1925 Monza Grand Prix: 200 tough, dangerous miles at 80mph. 




Guts coupled with creativity. 




Nuvolari said he learned his approach to life from his father. 




When Nuvolari was five a horse kicked him. 




His father took a silver coin and threw it between the horse’s legs. 




He said, “You can have it, if you can get it.” 




Nuvolari didn’t want to be kicked, but he wanted the coin. 




He took a chance, grabbed it, and the horse didn’t kick him. 




And Nuvolari learned not to be afraid of fear. 




Not to let fear stop him having what he wanted. 




Nuvolari learned to think his way around fear. 




Because being creative means doing something no one else would even think of doing. 




So it always involves fear. 








A CREATIVE DISASTER 




The biggest problem for ex-soldiers is depression. 




In the US, twenty-two veterans commit suicide every day. 




That’s more than the enemy kill. 




Because once they leave the army, soldiers feel useless. 




All the skills they learned: the discipline, being part of an efficient unit, able to move fast, working together on an important mission. 




All that disappears when they return home. 




There’s no structure, no urgency, no teammates. 




They feel alone, unimportant, and unnecessary. 




For them ordinary life is a depressing place to be. 




Which is just the opposite of a disaster. 




In a disaster, urgency and structure and teammates are essential. 




In 2010 a massive earthquake hit Haiti. 




100,000 people were killed, another million people were homeless. 




Everyone saw it on TV, everyone wanted to help. 




But ordinary people can’t help, they don’t know how. 




Two ex-marines, Jake Wood and William McNulty, knew how. 




So they put a team of eight veterans together and went to Haiti. 




What was needed was what they’d learned in the military. 




As soon as they got there they took over the general hospital and got it working. 




They treated thousands of injured people. 




They got tons of supplies moving, off the runway and out to where they were needed. 




They organised volunteers into efficient working groups. 




They did all this before the major aid agencies were even functional. 




They did it because they were trained. 




Trained in situations like this: unstable population, uncertain information, limited resources. 




They could use their skills: emergency medical treatment, risk assessment & mitigation, teamwork, decisive leadership. 




What was wanted was what they’d been trained in. 




And it was exactly what was missing from their lives at home. 




And Jake Wood and William McNulty saw they didn’t have two problems, they had two solutions. 




While the veterans were helping with the disasters, the disasters were helping the veterans. 




The veterans felt useful, they felt needed and important. 




And Jake Wood and William McNulty formed Project Rubicon. 




A fast-response disaster relief organisation run by veterans. 




Project Rubicon has been so successful it’s grown to 35,000 members. 




They’ve handled relief in 120 different emergencies so far. 




From tsunamis to earthquakes, to hurricanes. 




In Pakistan, Chile, Burma, Sudan, Nepal, Turkey and all over the USA. 




In Hurricane Sandy for instance, 300 veterans organised thousands of civilians in search & rescue and debris clearance. 




It’s estimated they did six months’ work in under two weeks, and saved the community four million dollars. 




Just by putting a highly trained workforce to work instead of leaving them to rot. 




Because highly trained veterans can go where civilians can’t go, and they can do what civilians can’t. 




And while everyone else is talking about it, they’re doing it. 




But the really creative part is, while they’re saving other people’s lives they’re also saving their own. 








JESUS H. CHRIST 




Borja is a little town in Spain, just 5,000 inhabitants. 




In 2012, Spain was in a recession, unemployment up, inflation up, shops and businesses closing. 




Spain is a religious country, and the people of Borja looked to their local Catholic church, The Sanctuary of Mercy, for comfort. 




One particular lady would come regularly to pray, 85-year-old Donna Cecilia Giminez. 




She took comfort from a painting of Jesus on the wall. 




It was nothing special, done in 1930 by Elias Garcia Martinez, Jesus in a crown of thorns. 




But over the years the damp made the paint peel, and the Church couldn’t afford repairs. 




So Donna Giminez began retouching the painting herself, where the paint had peeled off. 




But she got carried away and gradually she retouched the entire painting. 




There was just one problem, it didn’t look anything like the original, it looked like a child had painted it, it looked ridiculous. 




In fact it became a laughing stock. 




It featured in newspapers, on TV broadcasts, it was ridiculed everywhere as “Potato Jesus”. 




The name was reported not as “Ecce Homo” (behold the man) but as “Ecce Mono” (behold the monkey). 




The descendants of the original artist threatened to sue Donna Giminez for vandalism. 




But then a strange thing happened. 




Tourists began coming to the little town of Borja to see the funny, retouched painting. 




And those tourists would spend a lot of money in the bars and cafes. 




In fact it became impossible to get into a restaurant or hotel without a reservation. 




While the rest of Spain was suffering a recession, Borja was prospering. 




So, instead of considering ways to repair the damage to the painting, the Church began charging visitors €1 to see it and have a selfie taken. 




Plus the Church began selling souvenirs with the image on them: €2 for pens, €7 for mugs, €11 for wine. 




That income now goes to the nursing home that the Church runs for 73 local residents. 




And soon the retouched painting became famous worldwide. 




At first the BBC reported it as: “A crayon sketch of a hairy monkey in an ill-fitting tunic.” 




But others found charm in it, Forbes magazine said it was: “One woman’s vision of her saviour, uncompromised by schooling.” 




Donna Giminez is now able to use some of the money to care for her 56-year-old son who has cerebral palsy. 




She is also able to sell some paintings on eBay and donate the money to the Catholic Church’s Caritas charity. 




All of this is from a restoration that went wrong, an embarrassing mistake. 




Previously the church had a boring painting, by an unknown artist, that no one even knew existed. 




It was accidentally defaced and 160,000 visitors have paid to see that mistake. 




Tens of thousands of people have bought copies of the funny image. 




No one has bought a copy of the original image. 




If Donna Giminez had not ‘defaced’ the original, Borja would still be a small town with boarded-up shops and cafes. 




It’s a good lesson for all the graduates and academics in advertising and marketing. 




The lesson is you can be right, and dull, and invisible. 




Or you can be wrong, and funny, and interesting. 




People will pay a lot for the latter and nothing for the former. 








THE POWER OF IGNORANCE 




In 1995 in Pittsburgh, a 45-year-old man walked into a bank with a gun. 




He was just five foot six inches tall but he weighed 270 pounds. 




So he was pretty conspicuous for a bank robber, but he wasn’t even wearing a mask. 




In fact he smiled directly into the CCTV cameras. 




Later that day he robbed another bank exactly the same way. 




And that evening the CCTV footage was shown on the 11 o’clock news. 




He was recognised and police were tipped off that it was a man named McArthur Wheeler. 




They went to his house and arrested him, but he was adamant that the CCTV camera couldn’t have captured his face. 




So the police showed him the footage. 




He was dumbfounded and began yelling, “It can’t be: I used the juice, I used the juice.” 




Eventually he broke down and confessed, he was convinced his face wouldn’t show up on CCTV cameras because he’d squeezed lemon juice all over it. 




He knew lemon juice was the main ingredient in invisible ink, so it would obviously make his face invisible as well. 




McArthur Wheeler hadn’t invented a new way to rob banks, but he did have an impact in the world of sociology. 




In 1999, psychology professor David Dunning was inspired by McArthur Wheeler’s story to undertake a study of the relationship between ignorance and confidence. 




Along with Justin Kruger, their finding became known as “The Dunning-Kruger Effect”. 




In all the people they studied, they found the following: 




The more ignorant people are, the more likely they are to overrate their knowledge and ability. 




The more intelligent they are, the more likely they are to underrate themselves. 




Basically: ignorant people think whatever they know is all there is to know. But intelligent people are only too aware how much more there is to know. 




John Cleese expressed it like this: “If you’re very, very stupid how can you possibly realise that you’re very, very stupid? 




You’d have to be relatively intelligent to realise how stupid you are.” 




The problem of course is that ignorance begets confidence. 




You don’t know that you don’t know, therefore you assume you know. 




And confidence can be very convincing, which is why ignorant people can be so persuasive. 




They are convinced, and we are swayed by their conviction. 




As Bertrand Russell said: “The problem with the world is that the ignorant are arrogant and cocksure, while the intelligent are full of doubt.” 




It’s worth remembering that next time you’re in a meeting. 




The loudest person with the strongest opinion isn’t necessarily right. 




In fact, it might be the opposite according to Dunning-Kruger. 




There’s a fair chance that the loudest person knows the least. 




Which is why they’re the loudest person with the most strongly held opinion. 




As Charles Darwin said: “Ignorance is the most powerful form of confidence there is.” 




But ignorance itself isn’t the real problem. 




The real problem lies in confusing lack of knowledge with clarity, and so allowing ignorance to drive action. 




As Mark Twain said: “It ain’t what you don’t know that can hurt you. It’s what you know for sure that ain’t so.” 








DATA IS A BURNING ISSUE 




About 20 years ago, a woman scalded herself on a cup of McDonald’s takeaway coffee. 




She was awarded nearly $3 million in damages. 




The bare facts make it sound like a frivolous case and a silly decision. 




What did she expect, everyone knows coffee is hot? 




The interesting part for us is how a jury reached a decision to award her such a vast amount of money. 




What happened was, in 1992 Stella Liebeck bought a coffee at McDonald’s. 




She was nearly 80, she sat in the car and took the lid off to add sugar and milk. 




The coffee spilled in her lap. 




It was scalding hot, Stella had third degree burns to her legs, buttocks, and genital area. 




She had skin grafts, and lost 20% of her body weight. 




She asked McDonald’s to pay her hospital bills: $18,000. 




They refused. 




Now here’s where it gets interesting for us. 




When the case went to court, one of the key points was the temperature McDonald’s served their coffee at: 190 degrees. 




Coffee is too hot to drink at this temperature, it would burn the mouth. 




Stella’s lawyer noted that between 1992 and 1994 McDonald’s had 700 lawsuits for people being burned by scalding coffee. 




In court, Stella’s lawyer asked the McDonald’s spokesman if they intended lowering the temperature of their coffee. 




The spokesman said they didn’t. 




Stella’s lawyer asked why. 




The spokesman said that 700 was a “statistically insignificant” number when measured against annual sales of billions of cups of coffee. 




So McDonald’s defence was based solely on data. 




Stella’s lawyer then said the following: 




“I’m curious because 700 people have been burned by McDonald’s coffee. Obviously, 700 people is not a significantly high enough number for you to turn down the heat. 




Do you have in mind a number of how many people would have to be burned for you to become so concerned that you would insist that burn specialists be consulted, and something be done to sell this coffee at a lower temperature?” 




McDonald’s spokesman said they did not. 




At that point something shifted in the jury’s mind. 




One juror said, “Until that point it seemed silly that I needed to be there to settle a coffee spill.” 




Another juror said, “At that point they showed a seemingly callous disregard for the safety of the people.” 




Yet another juror said, “There was a person behind every number and I don’t think the corporation took that seriously.” 




The jury awarded Stella damages of $200,000. 




They then awarded her punitive damages of $2.7 million. 




Punitive damages are meant to send a message to the party responsible. 




So the jury used some data of their own. 




McDonald’s coffee sales were $1.35 million per day. 




The jury felt two days’ coffee sales should make McDonald’s pay attention to people instead of just numbers. 




Because what McDonald’s had done in reducing people to mere data had made the jury angry. 




And the jury was made up of people, not data. 




So the jury reacted emotionally. 




That’s what happens when you reduce people to data. 








WATER BOMB 




Most people know about Coca-Cola’s failure to launch Dasani bottled water in the UK. 




How they took tap water, costing 0.03p for half a litre, and tried to sell it for 95p a bottle. 




To British people this sounds like a joke. 




In fact it seemed so ridiculous that the comedy show Only Fools And Horses had done it several years earlier. 




Del Boy tried bottling tap water and selling it as “Peckham Spring” water. 




It was a hilarious idea. 




But incredibly, it was exactly what the marketing geniuses at Coca-Cola did. 




They obviously didn’t do much research into the UK market. 




They didn’t even bother researching the language. 




They just used the online ad campaign they were running in the US. 




It featured the strapline: WATER WITH SPUNK. 




No one bothered checking how this would work in the UK. 




In America “spunk” means brave and daring. 




But spunk means something very different in the UK. 




In the UK “spunk” is the equivalent of the American term “cum”. 




But no one took the trouble to find this out. 




So the adverts featured a beautiful young model on the beach, creating a spray as she threw her head back. 




Alongside was the headline: FULL OF SPUNK. 




A different headline told us that the young model: CAN’T LIVE WITHOUT SPUNK. 




And yet another headline told us that the product itself was: BOTTLED SPUNK. 




The campaign said we should enjoy spunk “at home, in the gym, and everywhere in between”. 




It told us spunk was “vitally refreshing and abundantly available”. 




And spunk could become “a way of everyday life”. 




That is how Coca-Cola marketed Dasani in the UK. 




These were the same people that expected the public to pay a 316,600% mark up for tap water. 




In order to justify the mark up Coca-Cola explained that the tap water was thoroughly filtered before it was bottled. 




The suggestion that the water needed filtering upset Thames Water, who were Dasani’s suppliers. 




A Thames Water spokesman issued a statement to the press to clarify matters. 




He said: “Tap water is pure. People don’t need to buy this stuff to get excellent quality water.” 




So, another brilliant piece of PR from the Coca-Cola marketing department. 




It was found that one of the things Dasani had, that tap water didn’t, was 10mg per litre of Bromate. 




This is an illegal amount of a potentially cancer-causing ingredient. 




When this became public, half a million bottles were immediately recalled. 




In summary, the launch of Dasani was a failure. 




It might have had a better chance of success if someone had bothered finding out about the market before they launched the product. 




But evidently they didn’t think that was necessary. 




Instead, just about everything they did was actually harmful. 




Coca-Cola spent around £10 million marketing Dasani. 




Definitely not the best example of a well spent marketing budget. 




But a good example that not all marketing is good marketing. 








THE CHAIRMAN’S WIFE SYNDROME 




In New York, they used to have an expression for the way clients buy ads from agencies. 




It was called the Chairman’s Wife Syndrome. 




Imagine the Chairman of a big company in Manhattan. 




One day his wife comes into town to go shopping. 




She decides to drop by his office so he can take her to lunch. 




While she’s there she notices all the young girls around the office. 




All in their twenties, tall and thin, wearing skimpy hot pants. 




She notices most of the men are looking at these girls as they bend over the Xerox machine. 




It’s obvious that men find skimpy hot pants very attractive. 




Probably her husband does too. 




So the Chairman’s wife goes out and buys herself some hot pants. 




But she’s fifty years old, a bit tubby, with blue rinse hair. 




The hot pants don’t look the same on her as they did on the tall, thin, twenty-year-olds. 




Her husband says he doesn’t like her wearing hot pants. 




But why not, she says, you liked them on the girls at the office, why don’t you like them on me? 




This is the Chairman’s Wife Syndrome. 




You see something in one situation, displayed perfectly, without any reference to where it’s actually going to run, and it looks terrific. 




But in the real situation, it doesn’t work at all. 




Say the agency is presenting a poster to the client. 




They carefully lay it out on the table in the presentation room. 




They have time to slowly read every word of copy, to discuss the complicated, subtle visual. 




After an hour or so, everyone agrees it works well. 




But then the poster runs, on a street in Clapham, in the rain, at night. 




And everyone wonders why it doesn’t work at all. 




Nowadays, the Chairman’s Wife Syndrome is mostly true of online advertising. 




It’s displayed, studied, and carefully discussed at length in the presentation room. 




But that’s not where, or how, it’s going to run. 




The IAB standard for viewability is this: 50% of the pixels visible for one second. 




But Drew Huening, of Accuen, said, “In mobile, people are scrolling very quickly, so we’re not reaching that one-second threshold.” 




Just register that: people aren’t even seeing your ad for one second. 




But it’s worse than that. 




Andrew Bosworth, Facebook’s VP of Ads, said they counted an impression as: “More than zero pixels onscreen for more than zero seconds.” 




Remember that: the target is to see one pixel for one second. 




So the proper way to judge your online ads isn’t to present them carefully and discuss them thoughtfully. 




That’s just like looking at hot pants on tall, thin twenty-year-olds. 




But that’s not where, or how, they’re going to run. 




The proper way to judge your online ads is to slide them across the presentation room table as fast as you can. 




Then hide them and see what you can remember. 




According to the IAB’s own standards, that’s the proper way to judge digital advertising. 




That way you can see what the hot pants will look on the Chairman’s wife before you spend your budget buying her a pair. 








PART 6: CREATIVE ILLUSIONS 








UNREQUITED LOVE 




In the 1980s, Darrel Gwynne and David Rentz were biologists on a field trip in the Australian bush. 




By the side of the road, they noticed an unusually large beetle on an empty beer bottle. 




They examined it and found it was a Jewel Beetle. 




It was iridescent: its shell reflected different colours according to the angle of the light. 




But while they studied it something else became apparent. 




It had a large, erect penis and it was trying to have sex with the beer bottle. 




They tried to brush it off, but it wouldn’t let go. 




It just carried on trying to mate with the bottle. 




As they looked around they could see more beer bottles everywhere, mainly ‘stubbies’: short, squat bottles, brown in colour. 




Australians tend to throw them out of the car window as they drive through the bush. 




What surprised Gwynne and Rentz was that lots of these stubbies had Jewel Beetles attached to them. 




None of the other bottles and cans, just the stubbies. 




And not just randomly attached, all the beetles were clinging on while trying to have sex with the bottom of the bottles. 




What made the bottom of stubby beer bottles so attractive? 




Eventually it occurred to Gwynne and Rentz. 




The female Jewel Beetle is much larger than the male, and covered in lots of little dimples. 




In the sun, the brown glass glittered like the female shell. 




And around the base of the stubbies was a ring of dimples, to make the bottle easier to grip. 




The brown, dimpled stubbies looked like the most attractive female imaginable to the male beetles. 




Their instinct overcame all the evidence to the contrary and they just couldn’t help themselves. 




They clung on while Gwynne and Rentz tried to remove them. 




They clung on even while ants began eating them, gnawing away at their exposed genitalia. 




They clung on, trying to have sex with the beer bottles, until they died. 




They clung on because they couldn’t give up on the illusion. 




We may laugh but it isn’t so different from what we do. 




We cling on to illusions despite all evidence to the contrary. 




For instance, we cling onto the illusion that all marketing plans must include digital as their core component, no matter what. 




We cling onto that despite any evidence to the contrary. 




Despite the fact that an independent review just showed 43% of mobile ad impressions are provably false. 




(That’s a study of a billion impressions across a thousand mobile apps.) 




Despite the fact that, in the USA, the industry body is proudly touting that online ad fraud will drop from $7.2 billion to just $6.5 billion this year. 




(Register that: $6.5 billion of fraud is hailed as something to be proud of.) 




And despite the fact that we know the most powerful bots are capable of creating a billion false advertising impressions every minute. 




But we don’t believe any of that, we can’t help it, the illusion is too strong. 




How can this be a beer bottle, it looks just like Jessica Rabbit. 








WE MUST BE SEEN TO BE SEEN 




In 2004 a film called Sideways won an Oscar and was nominated for four more. 




It was a film about wine. 




It was an interplay of witty dialogue, the hero was an unpublished author, it had a jazz soundtrack, and it starred unknown actors. 




It was, in short, an art film. 




Naturally the audience were people who considered themselves above average intelligence. 




The cognoscenti. 




The sort of people who wouldn’t want to be seen watching a Hollywood blockbuster. 




This was a film for people who cared about their image. 




And the proof of this was what happened to wine sales after the film ran. 




One of the main characters, a wine connoisseur, referred sneeringly to Merlot. 




He says contemptuously, “I’m not drinking any fucking Merlot.” 




Then, to underline his disgust, he yells, “If anyone orders Merlot I’m leaving.” 




After the film ran, Merlot sales fell by 2%. 




None of the audience wanted to be seen ordering Merlot. 




As everyone who’d seen the film knew, Merlot said you knew nothing about wine, Merlot was plonk for the masses. 




So the people who wanted to be seen as cognoscenti couldn’t be seen drinking Merlot. 




Later in the film, the same character gave a speech about Pinot Noir. 




He said lovingly: “Pinot Noir needs constant care and attention and only the most patient and nurturing of growers can do it, someone who takes the care to coax it into its fullest expression. Then it’s flavours are just the most haunting, and brilliant, and thrilling, and subtle, and ancient on the planet.” 




The people who watched the film got the message. 




In the same period Merlot sales fell by 2%, Pinot Noir sales rose by 16%. 




The people who wouldn’t be seen drinking Merlot wanted to be seen drinking Pinot Noir. 




It said they knew what they were doing. 




For me, the most interesting part was that the sales had nothing to do with the taste of the actual liquid in the glass. 




Sales changed according to what the purchasers believed the wine said about them. 




About how they would be judged by other people. 




If you ordered Merlot you were crass and mainstream. 




If you ordered Pinot Noir you were discerning and sophisticated. 




It wasn’t the taste in the glass you were buying, it was a badge. 




This is what big data and online advertising fails to understand. 




Because this is how traditional advertising works. 




With online’s precise targeting, no one but you sees the ad. 




It’s like a salesman knocking on your front door and delivering a sales pitch. 




No one hears it but you, it’s a private conversation. 




But in mass media (TV, posters, press) everyone else is watching and listening in. 




So you know everyone will have an opinion about your purchase. 




It isn’t a discreet transaction, your choice now says something about you. 




What you choose now sends out a message to everyone else. 




Just by virtue of the fact that everyone else is exposed to the message at the same moment you are. 




So it isn’t really useful to compare online targeted media to traditional media. 




That would be like comparing a direct mail door-drop to a 48-sheet poster campaign. 




It’s more useful to refer to them as broadcasting versus narrowcasting. 








GOING APESHIT 




How intelligent do you have to be to invest on the stock exchange? 




You have to really know what you’re doing, right? 




You can’t just throw darts at a list of companies on the wall. 




You wouldn’t let a chimpanzee pick out your stocks and shares. 




Or would you? 




How about if a chimpanzee threw darts at a list of companies? 




Well in 1999, a chimpanzee throwing darts at a list of companies was the 22nd most successful investor on Wall Street. 




The six-year-old chimpanzee beat six thousand mutual funds, showing a 213% gain. 




It doubled the performance of the Dow Jones. 




It quadrupled the performance of the Nasdaq. 




Roland Perry, editor of Internet Stock Review, set up MonkeyDex. 




The chimpanzee would throw darts at a list of 133 internet companies and, over the year, those investments showed returns of 365%. 




So that leaves a question: why doesn’t everyone invest that way? 




The answer is, it was the time of the dot.com boom. 




From 1990 to 1997, internet penetration of US households went from 15% to 35%. 




Suddenly any company with ‘.com’ after its name was gold dust. 




The investors’ mantra was “Growth over profit”. 




Day traders were in the grip of ‘buy low, sell high’ mania. 




But then, like all bubbles, it burst. 




In 2000, the Nasdaq peaked, but two years later it was down by 78%. 




Between March 2000 and October 2002 the market lost 5 trillion dollars. 




52% of those dot.coms were out of business by 2004. 




But the lesson isn’t about the market, it’s about people. 




In a bull market, when everything is going up, any idiot can make money. 




Even a chimpanzee throwing darts at a list stuck on the wall. 




Like any bubble, it’s just everyone jumping on the bandwagon. 




But a bull market doesn’t last forever. 




It’s followed by a bear market, when everything goes down. 




When everyone is desperate to jump off the bandwagon before they lose everything. 




The phenomenon that causes bubbles is called FOMO: Fear Of Missing Out. 




This is the result of an entire news industry built on reporting news. 




Free newspapers twice a day, a dozen 24-hour TV news channels, hundreds of news websites, news radio stations. 




Their product is news, and they need a constant supply. 




So, if there isn’t any news, they have to create some news. 




Whatever the latest whacky fad is, it has to be treated like real news. 




And gullible people, reading or watching, will believe it is real news. 




Which is how all the latest trivial fads get blown out of all proportion. 




This is exactly what happens in advertising and marketing. 




FOMO. 




Of course, we have to be aware of innovations, but not to the exclusion of common sense. 




We have to learn to think for ourselves and use our brains, instead of following the herd. 




The current FOMO fad is crypto currencies: Initial Coin Offerings. 




According to Tokendata (the ICO tracker), 46% of ICOs launched last year have already failed, and another 13% are in the process of failing. 




That’s $223 million flushed down the drain because of FOMO. 




Which is why my favourite quote about investing is from Warren Buffett. 




He said: “A market downturn is like the tide going out: it’s easy to see who isn’t wearing swimming trunks.” 








WHERE ARE OUR MANNERS? 




Sting wrote ‘An Englishman In New York’ about Quentin Crisp. 




Quentin Crisp was an outrageous and flamboyant homosexual for the first half of his life, in London when it was still illegal. 




Then he moved to New York. 




He’s still outrageous and flamboyant, so it’s a perfect city for him. 




It’s interesting to hear him compare the two. 




He says the difference is the same as the difference between manners and etiquette. 




The Americans have manners while the English have etiquette. 




He’s referring mainly to the English middle class of course, but it’s a good point. 




He defines ‘manners’ as a way of putting people at ease, of making everyone feel comfortable, of INcluding people. 




He defines ‘etiquette’ as a way of identifying those who are part of a certain class, as a way of EXcluding people. 




Manners are friendly whereas etiquette is snobbish. 




With manners, the onus is on the host to put people at their ease. 




With etiquette, the onus is on the guest to show that they are entitled to be part of the group. 




At a dinner party for instance, manners would be making sure your guests felt relaxed and enjoyed the food. 




Whereas etiquette would be seeing if they knew which knife and fork to use with which course, and the correct way to use a soup spoon. 




Manners is Bernbach’s “simple, timeless, human truths”. 




It doesn’t matter where you come from: what race, sex, religion, age, social class you are. 




The object is to discover what we have in common, what all humans have in common, and to relate through that. 




Whereas etiquette is the result of a strict learning process. 




To be accepted, you must learn the customs of the group. 




You must behave exactly they way the group dictates, otherwise you cannot be part of the group. 




For me, ‘manners’ is the way we should behave in advertising. 




Unfortunately ‘etiquette’ is the way we actually do behave in advertising. 




We are less interested in discovering what motivates and excites ordinary people on a human level. 




We are more interested in exchanging esoteric terminology that will signal our right to join the group and will separate us off from ordinary people. 




We learn to use jargon and buzzwords in fact. 




Complicated expressions designed to demonstrate our knowledge and prove our right to be accepted. 




Rather than trying to relate on a level that touches ordinary people in a basic human way. 




Manners are an opportunity to become part of people’s lives, to get into the language, to genuinely go viral. 




Etiquette is just displaying impressive terminology to prove we are up-to-date with the latest thinking. 




We’ll impress other people in advertising, but we won’t impress anyone outside it. 




Mind you, that doesn’t bother most people in advertising. 




As Quentin Crisp said about the English: “The English aren’t happy. They don’t want to be happy: they want to be right.” 








WHEN IT’S INSANE TO BE SANE 




In 1973, David Rosenhan was Professor of Psychology at Stanford University. 




He worried about the low standard of diagnosis right across America. 




So he devised an experiment. 




He and a group of volunteers got themselves admitted to twelve psychiatric hospitals. Once inside they acted normally to see if they were correctly diagnosed as sane. 




The hospitals ranged from urban to rural, from private to underfunded. 




Besides Rosenhan, the volunteers included psychologists and psychiatrists. 




To get admitted they said they’d been having mild auditory hallucinations. 




Once inside they reverted to normal behaviour, to see if the staff noticed they were sane. But not a single member of staff noticed it. 




Whatever they did, the staff interpreted their behaviour as insane. 




When Rosenhan and the volunteers took notes, the staff reported it as “pathological writing behaviour”. 




When they queued early for lunch, the staff reported them “exhibiting oral-acquisition symptoms”. 




The staff refused to see their behaviour as sane in any way. 




Eventually a team of lawyers had to step in to get the volunteers released from the hospitals. 




Even then the staff wouldn’t certify them as sane, just “in remission”. 




No matter what the evidence they would not accept the volunteers were sane. 




These findings were reported in the journal Science. 




But a famous teaching hospital said it would be impossible for their staff to be fooled. 




So David Rosenhan issued a challenge. 




They would see how many of his fake patients the hospital could spot over the next three months. 




At the end of that period the hospital had vetted 118 patients. 




They spotted 42 fakes and another 41 suspects. 




But David Rosenhan hadn’t sent a single fake patient along during that period. 




So the hospital was classifying genuinely disturbed patients as sane. 




Previously the hospitals couldn’t spot sane patients when they were only looking for the insane. Now this hospital kept spotting sane people where there weren’t any. 




What we would call ‘confirmation bias’ had taken over from the ability to think. Confirmation bias is when we can’t evaluate results objectively. 




We can only use those results to confirm whatever findings we were looking for. 




Which is exactly what happens in marketing. 




We won’t accept the results unless they confirm the answer we’ve already decided we want. 




Recently, the answer we always wanted was that online media was better than traditional media. 




Any evidence the other way was disregarded as dinosaur thinking. 




But finally the evidence is beginning to get through to marketers. 




Mark Pritchard, P&G’s Chief Brand Officer, recently said that digital media was “murky at best and fraudulent at worst.” 




Because the evidence had become overwhelming, he said the following: 




“We have come to our senses and will no longer accept publisher self-reporting without external verification.” 




Hopefully, we’ve begun thinking again instead of just operating on confirmation bias. Because here’s where we have to question our sanity. 




Most ‘creativity’, most ‘marketing’, has now been shifted to the media department. Where most buying is done by programmatic. 




So now most advertising is done by algorithms. 








CLUE TIP 




In 2007, a young policewoman was killed in Germany. 




Someone climbed into her police car and shot her in the back. 




Luckily, they found the perpetrator’s DNA on the seat. 




Then, checking the files, they found the same DNA on crimes going back to 1993. 




The first was an old lady, strangled with wire in her own house. 




Then the same suspect murdered an old man. 




The perpetrator’s DNA was female, most likely east European. 




It turned up next on a syringe found by a child. 




And over the next four years in twenty car thefts. 




Putting the clues together, the police were looking for a female east European immigrant, probably a homeless drug addict by the evidence. 




They took DNA from three thousand women that fitted that profile. 




But none of the results matched the sample. 




The police caught some of the criminals involved but they all denied this woman was an accomplice. 




Günter Horn, the prosecutor in charge, wasn’t surprised by that. 




He knew they must be terrified of this mastermind. 




He said, “She leaves no fingerprints, so she wears gloves. She is never seen, there are no witnesses. She just does the job and disappears.” 




Her DNA was found on six murders and at forty crime scenes over fifteen years. 




It was found on a bullet, on a teacup, a biscuit, a window-sill, a rock used to break a window, even on a toy gun. 




The newspapers called her, “The Phantom of Heilbronn” and “The Woman Without a Face”. 




She was the criminal mastermind who evaded all efforts to catch her. 




Until. 




In a separate incident, the charred corpse of a man was found. 




To discover his identity the police took a swab of his DNA. 




But the DNA showed the corpse to be an east European woman. 




That was obviously wrong. 




So they took another sample with a different swab. 




And this time the DNA correctly showed it to be a man. 




This led the police to test the swabs they’d been using to collect the DNA at the crime scenes. 




They found all the swabs had been contaminated at the factory where they were made. 




The factory where they were all made by east European women. 




So the DNA they’d been collecting for fifteen years wasn’t from a criminal mastermind at all. 




It was the DNA from one of the women who made the swabs. 




Every time they took a sample it was her DNA on the swab. 




The east European woman at the factory that made it. 




And for fifteen years the police had been searching for a criminal mastermind who didn’t exist. 




All because nobody questioned the infallibility of scientific process. 




Stefan King, of the Berlin Association of Lawyers, said: “We tend to be so blinded by the shiny, seemingly perfect evidence of DNA that we ignore the bigger picture.” 




Which of course, is what people everywhere do. 




In every business, especially ours. 




Once a seemingly scientific hypothesis has been developed, it is beyond question. 




Because we all believe what we’ve been taught at university. 




Which is that only stupid people question the infallibility of quasi- scientific thinking. 








THE NOT-SO-GREAT TRAIN ROBBERY 




Apparently there are three simple rules for a successful robbery. 




Keep it small. 




Keep it simple. 




Keep it quiet. 




Small: because the fewer people involved the better. 




Simple: because the more complicated it gets the more chance of it going wrong. 




Quiet: don’t tell anyone outside the people involved. 




These are pretty basic rules, easy to follow you’d think. 




But people get caught when they think they’re too clever for the basic rules. 




Take the Great Train Robbery. 




They got away with £2.7 million in 1963 (that’s £35 million in today’s money). 




The idea was to rob the Glasgow to London mail train. 




It started with five men: Gordon Goody, Bruce Reynolds, Buster Edwards, Charlie Wilson, Roy James. 




So that should have been rule one: keep it small. 




But they needed an expert in stopping trains. 




So they contacted Tommy Wisbey, which meant involving his gang: Bob Welch, Jim Hussey, Roger Coudrey. 




Now they were up to nine men. 




Then the place they chose to stop the train was too far from the road. 




So they needed a driver to move the train. 




That was the end of rule two: keep it simple. 




They had to get Ronnie Biggs involved because he knew a driver. 




And so the gang grew, until from the original five it was sixteen people. 




And that was the end of all the rules. 




They didn’t keep it small, so they couldn’t keep it simple, or keep it quiet. 




Which is why the robbers got caught. 




And between them were sentenced to 307 years in prison. 




They thought they were too smart to stick to the three simple rules. 




Lots of people think they’re too smart to follow the basic rules. 




There are three basic rules for advertising. 




Impact. 




Communicate. 




Persuade. 




Impact: because if it isn’t impactful, no one will notice. 




And if no one notices, nothing can happen. 




Simple as that. 




Communicate: because if no one understands it, they won’t know what we’re saying. 




And if they don’t know what’s we’re saying, nothing can happen. 




Simple as that. 




Persuade: because if no one is persuaded, they won’t do what we want. 




And if they don’t do what we want, nothing can happen. 




Simple as that. 




Just like the Great Train Robbers, lots of people in our business think they’re too clever to do the basics. 




And, just like the Great Train Robbers, a lot of money goes missing. 




£18.3 billion is spent on all forms of advertising and marketing. 




4% is remembered positively, 7% is remembered negatively, 89% isn’t noticed or remembered. 




The 89% that isn’t noticed or remembered is roughly £17 billion. 




It goes missing because it’s invisible. 




So that’s £17 billion given by marketing experts to media experts and advertising experts. 




All people who think they’re too clever to do the basics. 




But the truth is, just like the Great Train Robbers, they’re not clever enough. 








STRATEGY IS SACRIFICE 




In World War Two, the main British bomber was the Lancaster. 




It had a crew of seven: pilot, flight engineer, navigator, bomb aimer, wireless operator, mid-upper gunner, tail gunner. 




It had an average speed of around 245mph. 




It had four twelve-cylinder Rolls Royce Merlin engines. 




It carried an average 4,000lb bomb load. 




And it weighed a massive sixteen tons when empty. 




It was a slow moving, heavy bomber. 




Slow moving because of the weight and the need for so much defensive armour. 




The thinking was that that the more defensive armour they put on the bomber, the better the chance it would survive an attack. 




So the Lancaster had eight machine guns manned by three gunners. 




The Americans took this view even further. 




Their main bomber was the B17 ‘Flying Fortress’. 




It had a crew of ten: pilot, co-pilot, bombardier, navigator, radio operator, top turret gunner, ball turret gunner, left-waist gunner, right-waist gunner, tail gunner. 




It had 13 machine guns, and it also weighed a massive 16 tons. 




The British and American theory was, the more guns a bomber had the more chance of survival it had. 




But Geoffrey de Havilland had a different idea. 




You needed a lot of guns for when the enemy attacked you, but what if the enemy couldn’t catch you? 




What if the bomber was too fast for German fighter planes? 




Everyone thought it was a ridiculous idea of course. 




German fighters were over 100mph faster than any allied bomber. 




This was Geoffrey de Havilland’s moment of creative, strategic genius. 




If he got rid of everything that made a bomber capable of fighting, he could make it extremely light. 




So light it wouldn’t need to defend itself. 




So, instead of adding more and more things to defend it, he stripped more and more things away. 




And he designed the de Havilland Mosquito. 




Unlike the heavy metal bombers it was made completely of wood. 




It had two engines instead of four because it was half the size. 




He got rid of all the guns, so he didn’t need any gunners. 




The Mosquito could carry a 4,000lb bomb load like the bigger bombers. 




But it only needed a crew of two. 




Geoffrey de Havilland kept taking more and more things away. 




Until the Mosquito weighed just seven tons. 




Nearly ten tons lighter, less than half the weight, of the bigger bombers. 




So it could fly at nearly 400mph like a fighter, faster than a Spitfire. 




German fighters couldn’t catch it. 




British bomber crews loved it because their survival rate was many times greater than in the bigger slower-moving bombers. 




All because Geoffrey de Havilland realised the power of strategy. 




Strategy is not about adding more and more stuff. 




Strategy is taking stuff away. 




Taking away everything, until there’s only one thing left. 




One single powerful thought. 




One thought that’s leaner and more efficient than the competition. 




That’s what strategy should be. 




That’s why David Ogilvy said: “Strategy is sacrifice.” 








WINNING BY A WHISKER 




As a young politician Abraham Lincoln was always clean-shaven. 




It showed respect for the job. 




At least that’s how Abraham Lincoln saw it. 




Most men didn’t bother shaving, they just let their beard grow. 




But Lincoln wanted to show he was serious and hard-working. 




So he always made the effort to be clean-shaven. 




Unfortunately that meant his features were fully exposed. 




Even his own biographer describes him as having, “A large head, large and deep eye-caverns; a large nose; large ears; large mouth; very high and prominent cheek-bones; cheeks thin and sunken; and a thin and sinewy neck.” 




It was hard for people to warm to an appearance like that. 




He was defeated for the state legislature in 1832. 




He was defeated for Speaker in 1838. 




He was defeated for Congress in 1843. 




He was defeated for renomination in 1848. 




He was defeated for the Senate in 1853. 




He was defeated in the nomination for vice president in 1856. 




He was defeated again for the Senate in 1858. 




But in 1860, against the odds, he was nominated as the Republican candidate for president. 




That year he received a letter from an eleven-year-old girl called Grace Bedell. 




“Sir, I want you to be President of the United States and, if you would let your whiskers grow, you would look a great deal better for your face is so thin. All the ladies like whiskers and they would tease their husbands to vote for you and then you would be President.” 




Lincoln wrote back saying: “My Dear Little Miss, as to the whiskers, having never worn any, do you not think people would call it a silly affectation if I were to begin it now?” 




But it must have played on his mind because he did grow a beard. 




And amazingly, later that year he was elected president. 




Now normally that would just be a short, fanciful story. 




But it doesn’t end there. 




What makes it interesting is that, on his way to the inauguration, Lincoln’s train passed through Westfield, New York, where that little girl lived. 




The train stopped and Lincoln made a speech. 




He said there was a young girl in that town who had advised him to grow his beard. 




He asked if she was in the crowd, and would she come forward. 




Many years later, when she was an old lady, Grace Bedell recalled what he’d said. 




“He climbed down and sat down with me on the station platform. He said, ‘Gracie, look at my whiskers. I have been growing them for you.’ Then he kissed me.” 




So Lincoln grew his beard on the advice of a young girl and became president. 




And in every picture you see of Lincoln he has that beard. 




And there are millions of pictures of Lincoln’s beard: on every one cent coin and on every five dollar bill. 




Abraham Lincoln listened to the advice of an eleven-year-old girl. 




But today, no communications professional would think of listening to anything ordinary people say or think. 




All the experts are far too clever to care about ordinary people. 




And yet perhaps, like Abraham Lincoln, we’d do better if we learned to let go of that prejudice. 




As Lao Tzu said: “The wise man knows he doesn’t know. The fool doesn’t know he doesn’t know.” 








PART 7: CREATIVITY IN REAL LIFE 








PLACEBO ADVERTISING 




When I’m standing at a busy junction and the little man is red, I press a button and a sign lights up saying WAIT, so I wait. 




And eventually the little man changes to green and I cross. 




I press the button even though I suspect it doesn’t do anything. 




I can’t believe they would interrupt the flow of traffic for a single pedestrian, but I press the button and wait anyway. 




I do it because sometimes I’ve been at that crossing when there hasn’t been much traffic, and I’ve pressed the button and the light’s changed straight away. 




Consequently, even though I suspect the button doesn’t do anything, I’m not sure. 




So I go along with it, I press it and do what it says. 




I’ve just found out this is what’s known as “a placebo button”. 




In central London, and other towns, it doesn’t do anything between 7am and midnight. 




All it does is light up a sign saying WAIT. 




During the hours of busiest traffic the button is just a placebo. 




But during the hours of less traffic, midnight to 7am, the button switches to manual and it does change the lights. 




This is why people, like me, find it does work sometimes. 




The NY Times reports that of 3,250 pedestrian buttons at traffic signals, 2,500 were deactivated in 2004. 




They’re left in place because pedestrians still feel compelled to press them. 




This is what computer scientist, Eyton Adar, calls a “benevolent deception”. 




He and two Microsoft researchers wrote a paper on it. 




Ellen Langar, a professor at Harvard, refers to it as the “illusion of control”. 




She first noticed it during a game of five-card draw. 




She dealt the cards, but out of order, and the players were outraged. 




Each believing that the other player had got their cards and this had affected their chances. 




Even though they had no way of knowing what the cards were. 




She then studied the different ways people threw dice, believing they could affect the numbers that came up. 




She even studied the way people pulled the levers on slot machines, believing they could affect the random rotation of the drums on the machine. 




It’s the belief that doing something is better than doing nothing. 




So, having chosen to press the button at a traffic intersection, we are more likely to obey the instruction to wait. 




We need to believe the placebo. 




And, as we know from medicine, the belief in a placebo is often powerful enough to affect the perceived result. 




Often without proof from any exterior evidence. 




It’s exactly the same way with advertising and marketing. 




The need to believe in a placebo overrides a need to look for proof. 




The need to believe in something becomes a dependence. 




So we have the need to believe in big data, in AI, in VR, in content marketing, in storytelling, whatever the latest trend is. 




But our belief in the placebo is so fragile, any doubt must be mocked and treated as heresy. 




The placebo must be beyond question. 




This is normal human behaviour, this is what religion depends upon. 




We believe in something simply because we want it to be true. 




Simply because it gives us a reassuring feeling of control. 




In the outside world this superstition costs nothing and does no real harm. 




But in the world of advertising and marketing this superstition kills creative thinking and costs many millions of pounds. 








UP THE WALL 




Many years ago I bought a house in Muswell Hill. 




The first thing to do to a house is redecorate it. 




I reckoned I made more money by doing ads than I did by painting walls, so I got a local guy round to do the job. 




He brought his mate and they started work. 




On the first day, before I went into the office, I made them a cup of tea. 




The head painter said to me, “See that bloke in the next room painting the wall, do you recognise him?” 




I looked him over, nothing special: dark hair, forty or fifty years old. 




I said no, I didn’t. 




He said, “That’s Bobby Smith.” 




I said, “Not THE Bobby Smith.” 




He said yes it was. 




I didn’t know what to say, to be honest I was a bit embarrassed. 




Bobby Smith had been massive when I was a youngster. 




Whichever football team you supported you knew about Bobby Smith. 




He was the Spurs centre-forward in the first-ever team to win the FA Cup and League double. 




It wasn’t thought possible until Spurs did it, in 1960/61. 




They did the impossible and Bobby Smith was the centre forward. 




That year he scored thirty three goals. 




The next year he was in the team that won the European Cup Winners Cup. 




They beat Atlético Madrid in the final, 5–1. 




Bobby Smith scored a total of two hundred and eight goals for Spurs. 




He regularly scored thirty plus goals a season. 




In fact in just one season, 1957/58, he scored a record thirty six goals. 




Imagine a player scoring half that nowadays, he’d be on several million pounds a year. 




Like I say, I was a bit embarrassed. 




I used to have a bubblegum card with Bobby Smith’s picture on it when I was a schoolboy. 




Now here he was painting my front room. 




See, in his day the maximum wage for players was twenty pounds a week. 




So when you finished playing, usually in your mid-thirties, you had to get a proper job. 




As you’d been playing football all your life you weren’t skilled at anything. 




So that meant driving vans or minicabs, or painting and decorating. 




Quite a change from having sixty thousand fans yelling your name every Saturday. 




It’s the equivalent of finding Thierry Henry or Harry Kane painting your front room. 




Except nowadays of course it wouldn’t happen. 




Because footballers are millionaires and divorced from ordinary people. 




They drive Ferraris and Bentleys and only eat in the best restaurants. 




They never have to come in contact with ordinary people. 




A bit like our job. 




We could never imagine having to work as a minicab driver, or painter and decorator. 




We only drive the most expensive cars, only wear the most expensive clothes, only live in the nicest places, and only eat in the best restaurants. 




We never have to come in contact with ordinary people. 




No wonder we can’t do advertising that has any relevance to ordinary people. 




We aspire to do advertising that only has relevance on La Croisette in Cannes. 




We are like the spoilt footballers who live in their own world and only talk on TV to football journalists. 




We do what we do for the approval of our peers, not for the people on the street. 




I think advertising would be much better if we all had to work in the real world occasionally. 








WHAT ARE THE ODDS? 




A hundred years ago three identical sister ships were built at Harland and Wolff shipyards in Belfast. 




They were the biggest and grandest ships in the world. 




The Olympic was the first to be launched, in 1910. 




Violet Jessop was 24 years old and applied for the job of stewardess. 




The Olympic was one of the three magnificent sister ships and she thought she was the luckiest girl in the world to get the job. 




On her first voyage out the Olympic was hit and nearly sunk by a Royal Navy cruiser. 




HMS Hawke was built with a huge ram at the front, it smashed into the Olympic at full speed ripping a huge gash below the waterline. 




Water poured in, the Olympic listed, but the crew managed to stop it sinking and it limped back to port. 




It was so badly damaged it would take ages to repair. 




Meanwhile, Violet was offered a job on the Olympic’s sister ship. 




This ship was identical, but even newer and even more luxurious. 




Again Violet thought she was the luckiest girl in the world to get a second chance. 




The sister ship was the Titanic. 




In 1912, on the fourth day at sea, the Titanic struck an iceberg and sank. 




1,517 people drowned. 




Violet managed to save a baby and escape in a lifeboat. 




She was eventually picked up by another ship and returned home. 




Violet was offered a job on the Olympic’s, and the Titanic’s, sister ship. 




This ship was the newest of the three: the Britannic. 




World War One had just started and the Britannic was turned into a hospital ship. 




Violet was lucky enough to become a nurse on the Britannic. 




In 1916, the Britannic struck a mine which blew a massive hole in the ship’s side and it sank straight away. 




Violet managed to get to a lifeboat, but as the ship went down the huge propellers began chewing up everything in the water. 




Violet managed to jump off the lifeboat just before it was crushed. 




But the ship’s keel smashed her head as it sank, and fractured her skull. 




Somehow Violet survived. 




She had served on three sister ships and all suffered terrible calamities at sea. 




Which must make Violet the unluckiest person in the world. 




Well that’s one way to look at it. 




Of course the other way is that she’s the luckiest person in the world. 




We can say that she was nearly killed three times on identical ships. 




Or we can say that she escaped death three times on identical ships. 




All that’s changed is the two words in the middle. 




Which of course changes everything, including how you view your entire life. 




Either way the same things happen: three ships, three escapes. 




What our mind does is look for a link between them. 




Finding a link, we interpret it one way or another. 




In that instant the interpretation becomes the truth. 




And that truth then governs our lives. 




We then live our lives as the luckiest, or the unluckiest, person in the world. 




And we have a miserable, or a wonderful, life based purely upon our interpretation. 




In a millisecond we interpret what happened. 




That interpretation becomes the fact. 




Which then dictates the interpretation of all subsequent facts. 




Of course we don’t know it’s all interpretation, we think that what we think is the actual fact. 




As Shakespeare wrote in Hamlet: “There is nothing, either good or bad, but thinking makes it so.” 








LOSING YOUR MARBLES 




It was a rookie LAPD cop’s first day on the job. 




He turned up for the briefing at his new precinct. 




All the cops walked to the front of the room and picked a marble from a bag on the table. 




Every time someone picked a black marble they punched the air. 




Then, when someone picked the only white marble, their shoulders slumped. 




The rookie asked one of the cops what was going on. 




He said, “We’ve got one really bad section in this precinct. It wouldn’t be fair to assign it to someone, so the Captain thinks this is the best way. Whoever gets the white marble has to patrol that section. You’re a rookie, so today you don’t have to pick. You just get an easy section.” 




So the rookie did his patrol on an easy section that day. 




And there weren’t any problems on his beat. 




But he kept thinking about the bag full of black marbles. 




And next day he turned up early for the briefing. 




He walked to the front of the queue. 




He took the whole bag and turned it upside down. 




Then he picked out the white marble. 




Everyone looked at him like he was crazy. 




They said, “What the hell are you doing kid?” 




He said, “I came here because I wanted to be a cop. I didn’t come here to retire. I don’t want the safe, easy beat. I want the beat where I can find out how good I am. The beat where I can learn what I’m doing right and wrong and what I need to get better at. I don’t just want to pass the time until the end of the shift. I could do that in a factory.” 




And every day he did the same thing. 




He turned out the bag and took the white marble. 




And pretty soon he began making arrests. 




Because of the crime on his beat, he was making more arrests than the other cops. 




And his record started to look really good. 




Suddenly some of the other cops started to sit up and take notice. 




They said, “Hey this isn’t fair. He’s making more arrests because his beat is tougher. We’ve only got the easy beats. We can’t be expected to make as many arrests.” 




And they told the Captain they wanted a crack at the dangerous beat too. 




So the precinct Captain had to let them have a chance. 




He made sure they got to go on the tough beat. 




And they began making more arrests, too. 




And a spirit of camaraderie grew between the cops who were working the tough beat. 




They felt like the elite. 




They teased the other cops about being already retired. 




Pretty soon no one wanted to be thought to be ducking the tough beat. 




And, instead of being shunned, that tough beat became sought after by the cops. 




The precinct’s arrest rate went up, crime went down, morale went up. 




Nothing else changed in that precinct. 




No more cops. No incentive bonus. No new weapons. No new tactics. 




Everything stayed the same. 




Except the attitude of the people working there. 




That changed because of one rookie. 




And because that changed, everything changed. 




Because people didn’t just want an easy life anymore. 




Because the tough route became fun. 




Not avoiding it, but going for it. 




Think of that. 




See, you’re either here learning and growing. 




Or you’re just passing time until your retirement. 








HOW ADVERTISING GOES VIRAL 




My Uncle Reg was a fireman. 




When I was young he stopped me while I was climbing a ladder. 




I was racing up it quickly holding onto the sides the way everyone does. 




Uncle Reg said: 




“You don’t want to climb a ladder like that son – that’s the way builders climb. 




You want to climb it properly, the way firemen climb.” 




I asked him what the difference was. 




He said, “Builders climb a ladder holding onto the sides. It’s quicker but it’s not safe. 




If your foot slips your hand slides and you’ve got nothing to grab onto. 




Firemen can’t take a chance on that. 




Where we climb there’s lots of smoke and water, we can’t be in a hurry, we’ve got to do it the proper way. 




So we don’t hold onto the sides of the ladder, we hold onto the rungs, one at a time. 




That way, if your foot slips you’ve still got a firm hold on the ladder and you won’t fall.” 




It made perfect sense of course. 




But the amazing thing is I’ve never forgotten it after all these years. 




Whenever I’m climbing a ladder, and I’m getting up really high, I still think, “Like a fireman son, not like a builder.” 




That’s the power of a good mnemonic, it stays in the mind. 




A simple device that lodges itself in the memory. 




Manning Gottlieb’s Richard Shotton wrote about research that proves people remember advertising claims more when they rhyme. 




He wondered why this had fallen out of favour. 




Because there was a time when many of the great advertising lines rhymed. 




In fact the ones that are still remembered are the ones that rhymed. 




Lines like Beanz Meanz Heinz (which has just been reintroduced sixty years later in a TV campaign) or Drinka Pinta Milka Day. 




IMHO the answer is simple: fashion. 




A rhyme is mnemonic, just like alliteration or assonance. 




The OED defines a mnemonic as: “A system such as a pattern of letters, ideas, or associations which assists in remembering something.” 




You would have thought that was a good thing for advertising, right? 




“A system… which assists in remembering something.” 




But apparently that’s exactly the problem: it’s too much like advertising. 




Nowadays marketing people want to intellectualise what we do. 




It must be: strategy, sociology, semiotics, behavioural economics. 




Anything but advertising. 




But FMCGs operate on a fast track (that’s what the FM stands for). 




It’s the difference between a poster we drive by in the street and a page in Country Life we peruse while sitting in a waiting room at the doctor’s office. 




We expect the Country Life ad to look exclusive and esoteric. 




Maybe we are even prepared to invest time in decoding the subtle meaning. 




But that isn’t how posters work. 




We drive by them and have a few seconds to get noticed and remembered. 




Not only are our products fast moving, our consumers are fast moving. 




So you would have thought our advertising should be fast moving, too. 




Because the job of that sort of advertising isn’t about subtle seduction and allure. 




It’s about “A system… which assists in remembering something.” 




Which seems to be a different job to the one most people in our business actually wanted. 








SIMPLE DOESN’T LIE 




John McGovern first played for Brian Clough at Hartlepool. 




John McGovern liked to dribble the ball past opponents. 




He kept it under close control. 




One day, in training, Brian Clough called the youngster over to the touchline. 




He dropped a ball at his feet. 




He said, “Run with that ball son, over to the corner flag, round the flag, and back here as fast as you can.” 




McGovern did as he was told. 




Keeping the ball ahead of him but always in control. 




He kept it tight, all the way across the field and back to Clough. 




Clough picked up the ball. 




He said, “Right now do it again without the ball. 




Run over to the corner flag, round it and back here as fast as you can.” 




McGovern didn’t see the point, but he knew enough not to argue. 




He ran as fast as he could. 




Arms pumping, legs pounding, feet flying. 




He was round the flag and back in no time. 




He waited, puffing. 




Clough said, “Now which was faster, you running with the ball or without the ball?” 




McGovern said, “Without the ball of course.” 




Clough said, “Right, now I want you to remember that because that’s how I want you to play. 




Pass the fucking ball and run, don’t dribble it. 




Pass the fucking ball and run. Have you got that?” 




McGovern said it was the best lesson he learned in his career. 




Embarrassingly simple, maybe. 




Sure, Clough could just have said it. 




But it stuck because it hadn’t just been said, it had been demonstrated with all the subtlety of an air raid. 




And that’s why it stuck with McGovern for the rest of his career. 




And what about the rest of his career? 




McGovern said he owed his career to Clough. 




He followed Clough when he went on to manage a little Second Division club called Derby. 




Under Clough, Derby were promoted and won the First Division, the equivalent of today’s Premiership. 




Making Derby the best team in England. 




McGovern followed Clough when he went to Nottingham Forest. 




Like Derby, Nottingham Forest were in the Second Division. 




Like Derby, under Clough, they won promotion. 




Like Derby, under Clough, they won the First Division. 




Which made Nottingham Forest the best team in England. 




Then little Nottingham Forest went on to win the European Cup. 




Making them the best team in the whole of Europe. 




And the next year Nottingham Forest won the European Cup again. 




Making them the best team in all of Europe, two years running. 




As McGovern said, Clough liked to keep it simple. 




Because everyone understands simple. 




Simple sticks in the memory 




That’s why simple works. 




Stupid people think complicated is clever. 




Smart people know better than that. 




They know you have to go beyond complicated to get to simple. 








FUN BEATS DATA 




Many years ago, Paul Arden’s son, Christian, had a restaurant in Kings Road. 




It was very posh: expensive gourmet cuisine. 




Because Paul was a mate I thought I’d take my children there, even though they were very young. 




The posh waiter gave us menus, but my son didn’t read his. 




He just said “What sort of spinach do you have?” 




The waiter proudly said, “It comes from a small farm in Kent. It’s organically grown without artificial fertilizer. We lightly blanche it then sear it in butter, so it’s al dente.” 




My son looked puzzled. 




He said, “Is it the same as Popeye eats?” 




That interchange represents the overriding power of simple communication in the mass market. 




My son didn’t know anything about methods of cooking spinach. 




All he knew was that spinach made Popeye strong. 




He knew this because he’d seen it in the cartoons. 




But the interesting question is why did it make Popeye strong? 




Obviously because spinach is nature’s greatest source of iron. 




Generations grew up learning this. 




That’s how powerful the Popeye cartoons were. 




Except it’s not true. 




Spinach isn’t nature’s greatest source of iron. 




In 1870 a scientist put a decimal point in the wrong place. 




Erich von Wolf analysed the amount of iron in spinach. 




He worked out correctly that it was 3.50 mg per 100 grams. 




About the same as steak. 




But he accidentally wrote it down as 35.0 mg. 




Ten times as much as steak. 




Which is why they used spinach in Popeye cartoons. 




That mistake wasn’t corrected for over sixty years. 




Until the Popeye cartoons brought spinach to the public’s attention and put sales up by a third. 




In 1937 the error was officially rectified and the real numbers released. 




But the truth is worse than that. 




Spinach contains the absorption-inhibiting substance: Oxalate. 




This means the body can’t absorb the iron in spinach anyway. 




But by that time it was too late. 




The Popeye cartoons had already established spinach in everyone’s mind. 




A simple message told in a memorable way overrides a dull rational communication. 




And for mums, spinach will forever be a good source of iron. 




I recently saw a headline in an advertising magazine: “Are computer algorithms making human insight redundant in today’s digitised industry?” 




Well let’s think about that for a second. 




A computer algorithm is a just a dull formula. 




An algorithm can relay scientific facts and information about spinach. 




An algorithm can make sure it gets those facts in front of every pair of eyeballs in the spinach target market. 




But an algorithm can’t make people read it. 




An algorithm can’t make anyone care about it, or remember it. 




And, as we’ve seen, an algorithm can’t make them believe it. 




Because an algorithm can’t come up with Popeye. 








IDIOT’S GUIDE TO TECHNOLOGY 




Richard Shotton, of Manning Gottlieb, showed me an article in The New Yorker. 




It told how the Russians hacked the NATO computer network in Kabul. 




The Pentagon believed this network was impenetrable. 




They’d made sure there was no way it could be attacked. 




It had the most sophisticated electronic gateways, the kind of technological barriers I don’t even know the correct words for. 




This system simply couldn’t be penetrated over the internet. 




So the Russians didn’t even try. 




They simply put a virus onto a plain-old basic thumb drive. 




Then they copied off dozens of thumb drives. 




Then they placed them on the racks in the kiosks on the streets outside NATO headquarters. 




Sure enough, it wasn’t long before someone from inside bought a thumb drive. 




Then took it back into NATO headquarters. 




Then unwrapped the packaging and inserted it into a computer. 




And that was that. 




The virus was now inside the sophisticated ‘impenetrable’ NATO network. 




They’d been hacked. 




Not the way you see on Mission Impossible. 




Not by a team of geniuses who understood how computers work. 




But by someone who understood how human beings work. 




A thumb drive in a kiosk on the street isn’t part of high-tech world of computer hacking, it’s just shopping. 




So the computer hackers didn’t have to penetrate NATO’s defences. 




They didn’t even have to let the kiosk owners know what they were doing. 




They just placed the thumb drives on the racks over the existing ones. 




The locals don’t buy new thumb drives, they’re too expensive. 




The only people who buy brand new thumb drives are the Americans. 




So they filled up the local kiosks with thumb drives and waited for an American to carry one into NATO headquarters. 




Then, once the thumb drive was inside, the virus spread and instructed the NATO system to forward secret information to Russian computers. 




This wasn’t discovered until 2008 by the NSA in an operation codenamed “Buckshot Yankee”. 




As usual, the weakness was a total over-reliance on technology. 




As usual, that blindness became the major problem. 




A blind belief in technology is the Achilles heel of the lazy. 




The latest crutch to hold onto to avoid having to think. 




Because technology’s greatest weakness is that it stops us thinking. 




Which was exactly where NATO left themselves exposed. 




It proves that you can’t replace brains with technology. 




The Russians will never be as rich as the Americans so they had to get creative. 




As Ernest Rutherford, the father of nuclear physics, said, “We have no money so we shall have to think.” 








IT’S ALL DOWN TO HEURISTICS, GUV 




My dad had ten brothers and sisters. 




Uncle Billy was the youngest. 




During the war, Uncle Billy had been a marine. 




When he came home my granddad left him his window-cleaning business. 




This consisted of a bike, a ladder, and a book of names. 




He cycled from job-to-job with the ladder on his shoulder. 




But Uncle Billy was a natural entrepreneur. 




He was also a workaholic. 




He built that little window-cleaning business up into an office-cleaning company. 




By the 1970s he had three offices (shop fronts) at The Elephant and Castle, and about eighty vans. 




I was just starting out as a junior copywriter at BMP. 




One day I asked Uncle Billy how his business was doing. 




He said the recession had been a real problem for him, but he’d found a way round it. 




I asked him what he meant. 




He said, “Well, we had everything looking nice: all the staff wearing nice uniforms, all the vans painted in matching colours. 




Logos on everything: uniforms, vans, letter-headed notepaper, business cards, the lot. 




The problem was, we looked a classy company and in a recession that’s not a good thing. 




All your clients are looking to cut costs. 




They began complaining about prices, checking every penny on every invoice, even shifting to cheaper companies. 




I had to do something fast. 




So I got rid of all the uniforms, I made everyone wear their own jeans and t-shirts, so they looked scruffy. 




I painted all the vans different colours with no name on. 




I got rid of all the logos and letter-headed paper, we did all invoicing on plain paper. 




We looked rough as arseholes. 




I told the clients that, because of the recession, we’d had to cut costs to the bone, we couldn’t cut them any further. 




Everyone could see they weren’t paying for luxuries.” 




I asked Uncle Billy how it was working out. 




He said, “Oh, it worked a treat. I kept all customers, and I got lots of new ones. I even put the prices up and everyone paid without a murmur, no one said a dickey-bird. Best thing I ever done.” 




Uncle Billy had never taken a marketing course. 




So he’d never heard of Richard Thaler’s book Nudge. 




Uncle Billy didn’t know he was utilising the cognitive bias of the framing effect, in fact he didn’t know anything at all about the heuristics of behavioural economics. 




But like most ordinary people, Uncle Billy didn’t need a book to tell how the human mind works. 




To Uncle Billy it was all just a bit of creative common sense. 




Use your loaf, as he would have said. 




Years later, I had a similar conversation with Mike Greenlees. 




He was telling me that the CEO of a competitive agency had invited all his clients along to watch him play polo. 




Mike was shaking his head. 




Mike said, what sort of message does that send out to your clients? 




You think you’re impressing them. 




But what actually happens is the clients look around at all the opulence, the magnificent spread, and think, hang on I’m paying for this. 




How much money are they making out of us? 




Mike said, when you’ve got to renegotiate the agency fee you don’t land on the client’s lawn in a helicopter. 




You tip up in a battered old minicab. 




You want them to get the feeling that they’re getting a bargain. 




Marketing is street-smarts. 








I ONLY WANT TO PLAY IF I WIN 




When I was a teenager I lived at home with my parents. 




Every election I’d watch Mum and Dad go through the same palaver. 




Mum would wait until Dad got home from work. 




Then they’d walk to the polling station. 




Dad would always vote Conservative, Mum would always vote Labour. 




Then they’d come home and Mum would make Dad’s tea while he read the paper. 




They never discussed politics. 




But every year it was the same: Mum voted Labour and Dad voted Conservative. 




One year I said to Mum, why do you both bother voting? 




All you do is cancel each other’s vote out. 




Why don’t you both just stay at home and don’t vote? 




It will have exactly the same effect. 




First Mum was quiet, then she was angry. 




She said, “We’ve just had a war where men died for our right to vote. 




Because of them we all have a vote where other countries don’t. 




That’s why we go along to vote. 




We don’t just go along to manipulate the result. 




We go along to exercise the freedom those men fought for. 




It doesn’t matter how we vote, that’s up to each person. 




But what matters is that we do vote. 




Because people fought and gave their lives for that. 




And if we can’t even be bothered to walk down to the polling booths, well I think that’s a terrible thing.” 




After Mum said that I felt quite humble. 




I had never seen voting as a demonstration of freedom. 




Like most of my generation, I just saw it as a way of getting the result I wanted. 




Of manipulating the votes so the right government got in. 




But Mum didn’t see that. 




For her, the important thing was that, whoever won it was chosen by a free people with everyone having an equal say. 




The poor just as much as the rich. 




One person, one vote. 




Her and Dad didn’t agree on what would be the best government. 




But that was okay, so long as everyone had a say in it. 




So long as everyone was free to choose. 




So long as it was fair. 




And every time there’s an election nowadays I think of my Mum. 




And I think how different it is. 




I see the Daily Mail versus the Guardian and all the name-calling. 




I see everyone acting as if a vote for the other side is a betrayal of any human decency. 




As if the people who vote the other way are ignorant and vile. 




And I realise we don’t have democracy in my Mum’s sense anymore. 




We have football supporters. 




My team is perfect, your team is shit, in all circumstances. 




It isn’t rational, it’s purely emotional. 




After the last election I saw a Facebook post from someone I like. 




A very intelligent, very senior person in our industry. 




It said, “If you are a friend of mine and you voted for the vile scumbag Tories, please UNfriend me now. I don’t want to know you.” 




I was quite surprised. 




This was someone who went to Oxbridge. 




Someone who had the best education in this country. 




Someone who’s run some of the best ad agencies in London. 




But someone who doesn’t want to play democracy unless they get their own way. 




My Mum never had an Oxbridge education. 




But I think I prefer her concept of democracy. 
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