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My long running quest to become recognized as one of the great 

thinkers of the 21st Century doesn’t seem to be moving as well as I 
would like. Considering that most of the comp etition here are either 
celebs or sport stars, I do have basis for hope. So I thought if I could 
identify a social phenomenon and write that up, then fame would 
follow. With that in mind, I offer you the Mikado effect.

I would like to think that there is no one who has not heard of or 
seen The Mikado. However, on the off chance there is some one and to 
show where I am going here, I will explain. The main point of all this is 
that Mr. Gilbert [of Gilbert & Sullivan] always came up with implausible 
plots and unlikely scenarios for his comic operas.  Well maybe not 
quite so. One of the central ideas in the Mikado is that if a ‘Figure of 
authority’ says a thing is to be done, and then it is deemed to be done 
as soon as it is said. The pronouncement had a huge degree of 
inevitability such that it was inconceivable that it wouldn’t happen. 
What that actually meant, at least in the Mikado was that you don’t 
actually have to do it. The force of authority is such that you can take 
it as read, done and dusted, all of that. If only it was just another of 
Gilbert’s absurd plots then all would be well. This is where it all goes, 
odd.

It is an effect that has become far too common of late. Especially 
as exploited by the latter day Mikados and here I refer to elected 
Governments and to a lesser degree, the business sector. It is how 
people now use the Mikado effect to deal with problems. You see 
problems, which when they arise, can be difficult and expensive to 
resolve. Now there are constant pressures to produce solutions at the 
lowest cost. It was inevitable that some one would do a breakdown of 
costs and discover that the actual fixing was expensive and not 
reliable.  So someone wondered if it might not be better to put more 
effort into the announcement of success. 
So the question is not “how do we solve the problem?” 
It is how well do we announce, “We have solved the problem.” 
This of course assumes we cannot blame the problem on someone 
else. This is a good plan and certainly gains valuable time. Remember 
that time spent doing nothing is time that is cheap. So as long as you 
have a culprit, the pressure is off. The need for you to have to solve 
the problem may go away. One should milk this for all you can.
However back to the main plan.

Modern problem dealing with, is an interesting subject. Note 
please that I am also only considering problem solving from the 
viewpoint of a political party/pollies or a business. Individuals who try 
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this approach are immediately accused of being in denial and are not 
permitted to get away with that. The fact that parties and business can 
do it all the time is a source of constant amazement to me. That done, 
let’s get into the business and consider the situation where a problem 
is developing. You have initially fumbled the ball by not dealing with it 
when it was little; it has grown and become noticeable. Sometimes of 
course problems do go away on their own. This makes the denial route 
quite popular and is great denying it did fix it. Well if you couldn’t fix it 
when it was small, then you realize now you are out of your depth and 
have a much bigger problem than you need. Pretty soon other people 
will notice. What you probably do though is continue   with the plan 
that got you this far. This where the denial route comes off the rails. 
Eventually things get to be so large everybody notices that things are 
serious and so something needs to be done. To continue saying there 
is no problem makes you look silly, so announce you have been 
wrongly advised. Sack the adviser or shift him elsewhere, you must be 
seen to discard him, this incidentally is why you never hire relatives. 
Resolution could be expensive and difficult. The difficult part is a major 
concern that a failure could look bad here. The cost is less of a 
concern, as should the problem be realized as serious, then the money 
will come. Do not forget the primary focus of all of this. 

HOW DOES THIS MAKE ME LOOK?
Firstly is it possible to blame someone else for the problem or 

shoot the messenger. If that can be done then you are home free. The 
problem has been deflected. Do not try to claim too much credit here 
just let the problem slide gracefully from sight. Too much noise then 
they will expect you to solve it. Transferring the problem to another 
party, means they are left to solve it. The people may eventually turn 
to you if this doesn’t work. The important thing always to remember 
is; that delays are always a good thing. If the resolution can be spun 
out long enough it becomes someone else’s problem, or forgotten. It is 
how you occupy the time between getting the problem and it no longer 
being your problem.

Should none of the above work then you have to deal with it. 
More positively than perhaps you would like. This involves calling in 
the professionals. These are people from outside of your organization 
who do this for a living. They look earnest and talk slowly and in a 
deeper voice than most. This gives them a degree of sincerity and 
believability you can only hope for. They also bring a range of 
techniques to the public arena that will help your cause. These 
techniques are many and only a few will be covered.
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• Outright denial. There is no problem; it was either media 
generated, unstable person’s allegation, or an opportunistic 
money grab. The thought of someone getting a motzah will 
swing the opinion of a reasonable sector of the public.

• Restate the problem: Having done that then answer the new 
question. With luck the attention can be redirected to an area 
you have under control. You may be able to answer questions 
that were not even asked.

• Get a lobby group onside: Having a noisy group under you 
control can generate a lot of positive spin and with luck redirect 
where all this is going. Corporations are good in the area of 
funding groups with totally misleading names. This is not 
recommended for pollies in Aust, as you probably couldn’t make 
it work. It works in the USA but they have much more 
sophisticated methods of denial than here.

• Get some statistics: Any one in that business worth his salt can 
show things are getting better [or worse if you want that]. It is 
of little consequence that no one else understands the numbers 
and that they won’t actually believe you. For the public arena it 
will all be reduced to a sound byte anyway. It helps if your 
spokesperson is in finance and is dull. This goes hand in hand so 
no problemo here. Sometimes the threat of his presence will 
keep them away. All you need do in public mutterings is repeat 
the favorable numbers regardless of the context. In small groups 
this is down to you, you can’t use the media spokesman with 
small groups. Numbers however have a sophoric effect and 
boredom will terminate the discussion. You unfortunately have to 
tough it out till the critics leave. Bluntly you have to listen to 
your own drivel. Not all of us can do that. 

• Announce a task force: This is like forming a committee but with 
a sense of urgency. They will produce a report; you will have to 
wait for it. The composition of the committee is a good area for 
delay as are deciding the terms of reference. Task forces will be 
shown to be most effective against charges of doing nothing. 
Hopefully factors beyond your control [or at least seen as] will 
dissolve the task force. Then you can repeat the performance. 
Just ensure the final report product doesn’t do too much 
damage.

• Get the courts involved: If it is sub-judicae it is off limits. Also 
who knows where this is likely to go. A high-risk area not for the 
faint hearted. You may find you self here regardless of this so 
learn to play the system anyway. 
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• Always use a spokesman. Have a paid professional make all the 
announcements. They are paid to be sincere and earnest. They 
will deliver the message better than you. They should be seen as 
a member of your team. However at some point they will loose 
their effectiveness and will have to be not just replaced but they 
will have to be actively discarded. They must carry off with 
them, when they go, some or all of the blame for failure to this 
point. This must leave with them. If this is well handled you can 
make up a lot of ground here. The person [if their organization is 
sound] will disappear from the media until the dust settles. They 
will not write a book or appear on the 6:30 report if they want to 
stay in the business. It is fortunate that they have professional 
integrity. 

There is a tendency to save a few bob in the last step. Resist, it is false 
economy, let me explain. What you actually require is an actor, now 
while they are usually cheap enough, the actual hiring of the actor will 
be seen for what it  is. So hire a media company, who will  hire an 
actor. This will cost a bomb but one cannot hire a cheap PR company, 
as that looks bad. A PR company can’t look cheap either as that looks 
bad. Their image is also important. There are no Jims’ PR franchises. 
This says something.

There  is  clearly  a  bunch of  money  in  this  are.  As  an  advocate  of 
solutions over spin I feel it is incumbent on me to offer solutions rather 
than spin. Our rates are attractive but of course will be commercial in 
confidence.
Are we going to be any good? 
Just like a show bag, I will offer up a freebie from my just announced 

consultancy group:                  SolutionsRus. 
Phone 1800fixit.
The problem: High-speed police pursuits.
The customer: wants to look tough on crime.
The solution: Helicopter gun ship.
The package:  Announce the plan with  a TV ad or two,  Gunship  in 
background,  pilot  with  dark  visor  on  helmet.  [ala  The  Stig  but  all 
black.]
Text  over  visual  shows:   Pursued  vehicle  will  be  illuminated  with 
spotlight. They have 1 minute to pull over. 
Then 10-second warning burst will be fired into the vehicle. 
Cut to frog in blender. 
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Voice over as we fade to final scene.
“Then we get serious.”
Pilot: frontal, half body shot, unidentifiable but mysterious; the words 
“bring it on” appear on the bottom of the screen.
Fade to black.

The cost: TV adverts, occasional deployment of the gunship.
The logic: Car thieves aren’t stupid. They just have to know you are 
not bluffing. There is a 15% chance of 1 incident, which should provide 
National Exposure + 6m hits on U tube.
Offsets: Buy a bullet: For $10 you can have your name on a 30mm 
round. Your chance to “show those young punks where you stand”. 
Naming rights for the gunship could be looked at. 

The number again is 1800fixit; an associate is available to take your 
call. 


