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POPULAR CULTURE IS 
CURRENCY.
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LOTS OF POP CULTURES.
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THE POWER OF THE STORY.
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MYTH #1
EVERYTHING HAS CHANGED.
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WHERE THE BOYS AREN’T.

8Source: Nielsen Media Research
Based on the percentage watching an average prime-time minute during the first three weeks of each television season
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LET’S WRITE ARTICLES AND 
HAVE SEMINARS.
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FRAGMENTATION
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Late 80s Now

Source: Nielsen/Arbitron Persons 12+



ROUGHLY 380 B.C.
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“THERE IS NO LEARNING 
WITHOUT EMOTION”

-PLATO
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FABLES, PARABLES AND 
SOMETIMES ADVERTISING.
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STAY LOOSE AND BACK 
WINNERS.
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TOTAL HITS TO DATE: 
459,292,276.
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The cell block
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ARROGANT JERKS WHO 
ONLY CARE ABOUT 
AWARDS.
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ARROGANT JERKS WHO 
DON’T ONLY CARE ABOUT 
AWARDS.
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WE MEASURE EVERYTHING
(IT’S HOW WE GET PAID).
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A FEW USEFUL RULES.
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THERE WILL BE A QUIZ

It is possible to apply Formula 1 to all of the decisions report in the A5 * A7 matrix, or to any subset of them. In 
the present iteration of the model, the decisions used are those in rows 2-7 and columns 3-6. For this subset of 
decisions, Formula 1 is:

2. Formula for predicting annual marginal cost increases resulting from the cooperative management selection 
(C 2 ).
C 2 = C 2.1 + C 2.2 + C 2.3 + C 2.4 + C 2.5 + C 2.6
2.1 Formula for annual marginal cost increases for database management or increased patron support (C2.1)
It is assumed that reliance on interlibrary loan will necessitate either increased database support (for a user-
initiated ILL system) or increased expert assistance (reference and/or additional ILL staff). For the present, these 
costs are not estimated or included in the model.

(� dj2) * 4n = Dj2 (� rj2) * 4n = Rj2 (� dj3) * 4n = Dj3 (� rj3) * 4n = Rj3 (� dj4) * 4n = Dj4 
(� rj4) * 4n = Rj4 (� dj6 or 7) * 4n= � Dj6 or 7 (� rj6 or 7) * 4n= � Rj6 or 7 (� dj5) * 4n = 
Dj5 (� rj5) * 4n = Rj5

T =

D = the weighted value of all selection decisions (d) reported in any given location or for any given set of 
location in the A5 * A7 matrix. See below for method of weighting.

M= number of copies needed within the consortium to guarantee availability 4 adjusted to I to reflect the 
number of participants in the study

R =

h = the percentage of selection decisions recorded in the "Heavy Use" row 04) of the A6 *A7 matrix, using 
the same j4 matrix locations as are used in determining the value of D and- R. The weighted value of 
both D and R is determined as follows, where d is the number of selection decisions reported in any 
given location or set of locations in the A5 * A7 matrix, and where r is the number of first selection 
decisions regarding individual titles reported in the same matrix location or set of locations, and n 
represents the relative weights. The value of n will change through iterations of the model:
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LIFE CHANGING EVENTS
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31Source: Arbitron 2005
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MULTI-TASKING

Source: BIG research Simultaneous Media Usage Survey



MYTH #2
THE CUSTOMER IS IN 
CONTROL.
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IT’S EASIER THAN EVER TO 
SHUT YOU OFF.

34



INTERRUPTING PEOPLE 
ISN’T SUCH A GOOD 
MARKETING PLAN.
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IT’S EASIER THAN EVER TO 
FALL IN LOVE.
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CONSISTENCY IS GOOD.
SURPRISE IS BETTER.
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ONE VOICE.
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DON’T FEED THE GORILLA.
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TAKE A GIANT STEP BACK.
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THE GOLF.
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INVENT MEDIA. YOU TEND 
TO GET A GOOD DEAL ON IT.
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THE SECRET OF VIRAL.
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GO OVERBOARD.
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