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REGULAR * OBLIQUE - BOLD - BOLD OBLIQUE

Double-blind studies have repeatedly found that stating
the obvious primarily serves to convey something which is
already know, recognized, acknowledged or understood. Re-
search has further confirmed that repeating, reiterating,
or recapitulating this test result (i.e., that stating

the obvious repeats what is already known) only intensi-

fies the uselessness of the message in direct proportion
to the number of repetitions, while creating a sense of
annoyance, aggravation, and frustration in test subjects,
including those who (out of ignorance, masochism, lack of
basic willpower, or some other character defect) allow
themselves to read, listen to, or mentally assimilate

such pointless and drawn out messages without being able
to stop before reaching the very end, conclusion or ter-
minus. [Return to top] Double-blind studies have repeat-
edly found that stating the obvious primarily serves to
convey something which is already know, recognized, ac-

knowledged or understood. Research has further confirmed

that repeating, reiterating, or recapitulating this
test result (i.e., that stating the obvious repeats
what is already known) only intensifies the useless-
ness of the message in direct proportion to the number
of repetitions, while creating a sense of annoyance,

aggravation,and frustration in test subjects, including

MeGgHsBgA

zio

€ro



