Preface

CHAPTER 1.

CHAPTER 2.

CHAPTER 3.

CHAPTER 4.

CONTENTS

Xiil

In Search of the Obvious 1
This is the most important chapter in the book.

[t is simple, profound, and contains a secret that

few know of . . . and someone else wrote most of it.

What Gets in the Way of the Obvious 11
There are forces at play that don’t make the search

easy or sometimes even possible. They tend to

obstruct clear thinking. Some forces are external.

Some are internal. They all are things of which you

must be aware. Forewarned is forearmed.

The Internet Can Be an Obvious Problem 25
Nothing in the marketing and business world has

received so much hype. But be careful, it is not the
ultimate solution. It’s about new ways to reach people
with your obvious idea. It’s just another tool but it can
confuse things.

Advertising People Can Be an Obvious
Problem 39

Unfortunately, most advertising people look for the
creative, not the obvious. For them, the obvious is
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too simple and not clever enough. The old guard—Leo
Burnett, David Ogilvy, and Bill Bernbach—understood

this. The new guard, whomever they are, don’t.

Marketing People Can Be an Obvious
Problem

Marketing people often don’t appreciate what
they should be focusing on. Most get hopelessly
entangled in corporate egos and complicated
projects. It’s no wonder that the job tenure of

a chief marketing officer is less than two years.

An Obvious Look at the Marketing Process
If marketing people are to do a better job, they have
to have a clear understanding of the marketing
process—what’s important and how to evaluate

and operate the functions in which they are in
charge.

Some Help in That Search for the Obvious
The search should generally start with the
competition. It’s not what you want to do. It’s

what your competition will let you do. Also, you
have to avoid making the kinds of mistakes often
made. I'll also share two of my favorite

obvious strategies.

You Must Be Aware of Some Obvious
Ground Rules

In another book, I wrote about the laws of
marketing. A number of these are very important
in the search for the obvious. Ignore them at
your own risk.
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“Those who cannot remember the past
are condemned to repeat it.”’
George Santayana

(1863-1952)

There’s a lot of history in this book and people always ask
me why [ bring up old case histories to teach a lesson.

My response is that Mr. Santayana’s advice is of great
importance, as the past tells you what to do today. (Vietnam
pretty much told us what would happen in Iraq.)

So it is in marketing. I tell young marketing people to
study the past and to avoid thinking that the world is differ-
ent. It isn’t—Dbecause the human condition is the same.

In addition, this study has to focus on the long view as his-
tory unfolds slowly.

Why? Well it takes awhile to discover the truth. You have
to carefully keep track of the results. There’s a lot of ego in
most business decisions so the truth is often hidden and few
want to admit a mistake. As Mark Twain so artfully wrote,
“You can’t get the truth out of people until they are dead and
dead a long time.”

Jack Trout








