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Headlines capture attention. 
However, their related news stories 

often have tenuous, if not occasional 

relationships with the facts. 

Increasingly, the various mass media 
channels feature the writings of 

columnists, commentators and 

spokespersons of interest groups, 

rather than objective, detached and 

accurate facts. 
 

To make informed decisions and 

conclusions audiences and the public 

often do not have the capacity to 

interpret and analyse the facts. That is 

done by the scribes or “reporters”. 
  

Little wonder that utterances about 

fake news by US President Donald 

Trump capture such widespread 

exposure and direct endorsements. 

The phrases have become part of 

everyday global vernacular. 
  

Biases, filters, perspectives and 

paradigms are words and concepts 

that come readily to mind when 

discussions turn to facts and news. 

Like tables at the revolving restaurant 

in Sydney Tower, everyone seems to 

have a view.  Few are in accord. 
  

JUST THE FACTS 

Accuracy is absolute. So too are facts. 

Put simply, facts are facts. Therefore, 

terms like white-lies, partial-lies and 

“little fibs” seem relative measures in 

an absolute world. There should be 

no middle-ground or grey areas 

between facts and lies. Only then is 

one able to be confident that they can 

make informed decisions. 
  

As the historic, legendary television 

character, Joe Friday from the 

“Dragnet” series would say, “I just 

want the facts”. 

 

 

 

Your brand integrity deserves nothing 

less. It raises valid and justifiable 

questions about the marketing 

headlines: 

• We won’t be beaten on price 

• 60% off 

• Discount 

• Closing Down Sale 

• Huge savings 
  

Interestingly, in each there is no 

reference to value. 
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reproduction in whole or in part without the 
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be subject to copyright. Creative Commons is 
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sharing and use of creativity and knowledge 
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for any loss howsoever occurring as a 
consequence of any action which you take, or 
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result of this article or any view expressed 
herein.  
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time of publication, it is not a substitute for 
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representation or warranty, expressed or 
implied, is made as to its accuracy or 
completeness.  
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