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...Underlying this data, of course, is the reality that despite all those manic 
efforts to secure their attention and attract their preference, consumers in 
most categories seem very resistant to switching brands.

Why are consumers not open to switching brands every time they go 
shopping? After all, don’t we all want to make sensible choices about 
the brands that are best for us, taking into account brand reputation, 
performance claims, look of the packaging, price and promotional offer? 
Well–yes we do. And in a perfect world we might indeed evaluate every 
purchase decision carefully. But, usually, we simply don’t have time.

Its been estimated that, in a typical day, a western consumer will encounter 
anywhere from 500 to 5,000 advertising and promotional messages – the 
numbers vary hugely depending on whose study you are using, but even at the 
lowest end of the estimates they are all pretty significant! If we had nothing 
else to do but evaluate alternative consumer products this would already be 
far too many for us even to begin to consider. Given that most of us have 
more important things to think about (family, friends, work, social life, crucial 
upcoming televised sporting events . . .), it would be hugely inefficient for us 
to try to engage with all but a tiny proportion of these messages.

Over the millennia, our brains have worked this out and have hard- wired us 
to cut through the incredible complexity of our lives by operating, most of 
the time, on ‘autopilot’.

Our ‘autopilot’ systems work subconsciously and govern around 90% – 95% of the 
choices we make in every area of our lives. 

Chapter 4 of this book explains in a lot more detail how our autopilot 
decision-making processes work – but the crucial point is that they drive the 
vast majority of the purchases we make – and they operate subconsciously. 
As we operate on autopilot for the vast majority of the time, we are just 
not open to considering purchase of brands other than the small portfolio 
of favourites that we have(subconsciously) chosen as our autopilots. Put 
simply, life is just too short for us to consider the vast majority of marketing 
and promotional messages we are bombarded with daily. And that’s quite 
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shocking for many companies given how much time and money is poured 
into trying to get attention and consideration from potential consumers and 
to persuade them to switch from their usual brand.

Of course, some companies might accept this analysis as being accurate – 
but would still be reluctant to acknowledge that their commercial plans are 
as wasteful as our autopilot observations imply. Well – we think they may be 
slightly fooling themselves, and are guilty of underestimating just how smart 
(and powerful) our sub-conscious brains are...

If you doubt whether you are operating on autopilot most of the time, try 
answering these two simple questions:

• How many TV channels do you have access to on your television?  
• How many of these channels account for 75% or more of your viewing? 

Unless you’re very unusual, you will have answered ‘around 150’ to the first 
question and ‘3 to 5’ to the second.

So – why is that? Surely if you took the trouble, the chances are that at almost 
any time you could find a more attractive programme on one of the channels 
you visit less frequently? Well yes, you probably could. But, it would take an 
awful lot of time and mental energy to scroll through all those channels and 
evaluate all your options. And, because you don’t want to spend your time in 
this way, your brain will at some point have decided, subconsciously, that your 
three or four favourites are quite likely to meet most of your TV viewing needs 
most of the time – and so you automatically default to these channels every 
time you turn the television on. Alternatives are very rarely considered.

If this is how we behave in a situation where evaluation of alternatives is as 
easy and cost-free as flicking from channel to channel by remote control, 
how much more will this behaviour drive our decision making when it 
comes to purchasing relatively expensive consumer products?

That’s how the autopilot works.

Many thanks for downloading this excerpt. To find out more about 
The Growth Director’s Secret and purchase the book visit 
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