Index

accountants, 10, 13
Acid Test
idea articulation and, 124
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idea articulation and, 128-29, 135, 157
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need creation and, 8, 15, 27, 60
“no”’ filter and, 157
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image of, 155
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154-55, 156, 160, 161
See alsoiPod
Apple II computer, 160
Apple stores, 155, 158
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advertising and, 128-29, 135, 157
business proposals and, 98-99, 103
buyer personas and, 76, 84, 121, 122,
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elevator speeches and, 123-26
idea development and, 122-24
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buyer personas and, 76, 84, 141-42,
144-47, 151
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key points about, 151
marketing and, 50, 139, 147, 151
media and, 50, 51, 142-51
messaging vs., 138-40
online media and, 142, 143-50, 151
real estate agents and, 6
‘“‘show, don’t tell”” approach and, 142
tuned in leaders and, 171
tuned out organizations and, 139-40
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distinctive competence and, 60, 113, 114,
122

product development by, 19

Avis, Warren E., 39

Avis rental cars, 39, 40, 47
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Airport, 164

banking industry, 33

Barbie (doll), 137

Barbie.com, 137-38

baseball ticket resales, 87, 88, 89

Baskin-Robbins, 115

Batterson, Mark, 106-7, 114, 158, 164

Bayer, 129-130
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(Mass.), 140-41
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Big (movie), 17-18
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144, 146, 151
breakthrough experiences and, 106,
114

career-related, 169
problem identification and, 69, 72
Bloomberg, Michael, 127
Blue Angels (U.S. Navy), 142
Blyleven, Bert, 167
Boeing, 110-11
Boggs, Donald, 168
Boggs, Tamara, 168
Boggs SpaceBooks, 168
Bose, 22
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branding, 50
Branson, Richard, 10
breakthrough experiences, 3, 5, 30, 53,
105-17
buyer personas and, 76, 84
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distinctive competence and, 47—48,
112-15,117,171
engineering of, 109-11
incremental improvements vs., 23, 25-26,
41
key points about, 117
real estate agents and, 6, 7
resonators and, 9, 15, 107-9, 111-12,
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tuned in leaders and, 171
tuned in organizations and, 4142
Bride (magazine), 79
Brookstone, 22
budget planning, 157
Budget rental cars, 40
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Burger King, 124
Burns, George, 130
Bush, George H.W., 132
Bush, George W, 80, 121-22, 132
business models, 52, 113
business proposals, 98-99, 103
business-to-business enterprises, 5, 62, 155
business travelers
buyer personas for, 77
content creation for, 145
buyer personas
Acid Test and, 98
authentic connections and, 76, 84, 141-42,
144-47, 151
breakthrough experiences and, 76, 84
customized content and, 144-47
distinctive competence and, 113
grokking of, 81-82, 85
idea articulation and, 76, 84, 121, 122,
130-31, 135
importance of, 76-78
interviews and, 62, 81, 84-85, 123
key points about, 84-85
misunderstandings about, 155-56, 157
naming of, 81, 85, 160
problem solutions and, 74-76, 160
product development and, 30, 37, 156
profile creation and, 80-81, 84-85, 141,
160
understanding of, 4, 45-46, 47, 49, 50, 51,
53, 73-85, 156, 157, 160
weddings and, 77-80
buyers, 3
Acid Test and, 93-95, 97, 98
connecting with, 3, 10, 141-42
as customers, 64-65, 71 (see also customer
headings)
definition of, 64, 71
empathy with, 81, 84, 139
as evaluators, 64, 656-66, 68, 71, 72
experience resonance and, 107-9, 117
importance of opinions of, 29 (see also
interviewing)
as potential customers, 64, 66-67, 71, 72
product creation and, 10
tuned out organizations and, 8, 108-9,
139
willingness to pay and, 46-47, 71, 89,
90-91, 103



buying experience, 108, 117
“buy vs. build”’ decisions, 99, 103

calendars, buyer personas and, 146
cameras, digital, 82-83
campaign fundraising, 11
careers, tuned in, 169-70, 173
jobseekers and, 11
Carlin, George, 131
cars. Seeautomobile industry
car rentals. Seerental car companies; Zipcar
CBS Evening News (television program),
128
CDs, 32-33
cell-phone parking lots, 164-65
Census, U.S., 92
Center for Executive Medicine, 132-35
Chase, Robin, 39-40, 41, 44, 46, 48, 50
Chicago Mercantile Exchange, 149
churches, 5, 14, 158, 161, 173
breakthrough experiences and, 105-7, 114
characteristic of tuned in, 11
Cincom Systems, 148-50
Cityside Garage (Mass.), 113
Clark, Dave, 114
Clinton, Bill, 132
Cohen, Steve, 126-28
Cold Stone Creamery, 115-16
collecting data. Seedata collection
comedians, 131-32
communication, 50-51, 139, 151
with customers, 65, 71
See also e-mail
communications programs, 141-42, 151, 160
companies. See organizations; specific
companies
company insiders, 8, 9, 15, 27, 68
company personality, 21, 36
competence. See distinctive competence
competitive advantage, 47-48, 53, 105-17,
158
competitors, 10, 23, 27
computers
Apple developments and, 160-61
digital rights management software and,
32-33
personal finance software and, 60-62, 66
podcasts and, 106, 114, 144, 146, 151, 154
See also Internet; Web sites
Computerworld (magazine), 161
concert ticket resales, 87, 88, 90
conferences and conventions
buyer personas for, 77
content creation for, 145
problem research at, 69, 72
connection, 3. See also authentic connections
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consumer research, 20, 91-92
content creation, 14447, 151
Continental Airlines, 102
Cook, Scott, 60-62
core competency, 112
corporate culture, 155, 156
Costco, 158
creativity, 3
credit cards, online payments and, 101-2
cultures. See tuned in cultures; turned out
organizations
customer care, 109, 117
customer communications, 65, 71
customer focus
current customers and, 8, 15, 25, 26, 36,
63-64
myths about, 4, 25-26, 36
tuned in services for, 158
tuned out cultures and, 20, 21, 25-26
customers, 63-65
problem identification and, 64-65, 71
requests of, 8, 15, 25, 26, 36
See also potential customers
customer satisfaction, 7, 24, 36
customer service, 63, 158
customer support, 65, 71

Daily Show, The (television program), 11
Dairy Queen, 115
Dangerfield, Rodney, 131
Danielson, Antje, 39-40, 41, 44
data collection
impact quantification and, 46-47, 92-93
measurement relevance and, 99-100, 103
Degeneres, Ellen, 131
dentists, b
design, 113-14, 154
digital camera, waterproof, 82-83, 111
digital doll, 138, 139
digital music players, 68, 111-12, 154.
See alsoiPod
digital rights management software, 32-33
digital video recorder, 156
direct mail, 143, 144
Discover Card, 101
discovery experience, 108, 117
Disney, Walt, 69-70
Disneyland, 69-70
distinctive competence, 47, 51, 53, 160
breakthrough experiences and, 48-49,
112-15,117,171
idea articulation and, 121, 127, 135
as selling point, 60, 113, 114, 122
distribution, 51, 157-58, 162, 171
DKNY label, 138
doctors, tuned in, 10, 132-35
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dollar, Susan B. Anthony, 20, 93
dolls, 137-38, 139

dot-com boom, 22-23
Dreamliner aircraft, 110-11
Ducey, Doug, 115

Duft, Hilary, 138

Dutch Boy paint, 167

DVR (digital video recorder), 156

eBay, 23, 88
e-commerce companies, 5, 101-2
Edison, Thomas, 163—-64
editorial plans, 144, 146
educating the market, 60
egotism, 147
electric light bulb, 163-64
electric transportation device, 155-56
electronic gadgets, 56-57
elevator speeches, 123-26
e-mail, 143, 151
newsletters, 146, 148-50
Emery, Blake, 110, 111
empathy, 81, 84, 139
employees
tuned in, 158-59, 162
tuned in careers and, 11, 169-70, 173
EMS (outdoor retailer), 74
Enterprise rental cars, 40
entertainers
characteristics of tuned in, 11
comedians’ humor and, 131-32
See also musicians
Entertainment and Sports Programming
Network. See ESPN
entrepreneurs, 166, 173
tuned in, 10
environmental movement, 42, 49, 74, 75
ergonomics, 113
ESPN, 167-68
evaluators, 64, 65-66, 68, 71
Expert Access (eZine), 148-50
experts, 18-20, 36
in-house, 81-82
eZine, 148-50

failure, 2, 20
common mistakes and, 8, 15
innovation focus and, 22
inside-out thinking and, 12
family members’ opinions, 68, 71,143
Farm Aid, 166-67
fashion industry, 138
Fast Company (magazine), 170
FedEx, 9, 112, 122, 130, 135
Ferguson, Stacy, 138
Fireman, Paul, 127

“Follow Me Home”’ program, 61
Forbes (magazine), 128

Ford Motor Company, 3

Forever Stamps, 166

Forrester Research, 101

Fortune (magazine), 80

Fox, Michael J., 127

Foxworthy, Jeff, 131-32

gaming industry, 10
GE (General Electric), 3, 163
gobbledygook, 124, 147, 160
“‘go/no-go’’ decisions, 99, 103
Google, 3, 142, 143, 151
Google Blog Search, 69
GoPro, 3, 82-83, 111
government agencies, 161, 173. See also by key
word

Grateful Dead, 165
‘‘gravitational forces,”” 28-30, 36, 171
green movement, 42, 49, 74, 75
Griffiths, Grant D., 10
grocery delivery services, 90
grokking, 81-82, 84
Grove, Andy, 127
guessing, 3, 92, 109

as failed strategy, 8, 15

tuned out organizations and, 27, 30

Habitat for Humanity, 10
habits, unlearning old, 147
Hamilton, Heather, 169-70
Hanks, Tom, 17
HarperCollins, 128
Harvard Medical School, 140
Heinlein, Robert A., 81
Hertz rental cars, 40, 47
Hewlett-Packard, 149
high-impact products, 94-95, 98
hospital blogs, 140-41
hotel industry
buyer personas and, 76-78, 144—45
Japanese salarymen and, 2, 111
Web site content and, 145
Hotels.com, 102
Houdini, Harry, 126
HubSpot, 125-26
humor
in marketing, 148-49
of tuned in comedians, 131-32
hype-driven organizations, 24-25, 108

ice cream industry, 115-16

Icerocket, 69

idea articulation. See articulation of powerful
ideas



impact quantification, 4, 53, 87-103
Acid Test and, 93-95, 97, 98
business proposal development and,
98-99, 103
data collection and, 46-47
data’s importance to, 92-93
key points about, 103
measurement relevance and, 99-100, 103
measurement tools and, 91-92
pervasiveness and, 46-47, 89, 90, 103
pricing issues and, 97
Tuned-In Impact-Continuum and, 93-95,
96, 97, 160
tuned in leaders and, 171
urgency and, 46-47, 89-90, 103
willingness to pay and, 46-47, 89, 90-91,
103
improvements. See breakthrough
experiences; incremental improvements
Inc. (magazine), 102
incremental improvements, 64-65
breakthrough experiences vs., 23, 25-26,
41
independent consultants, 5, 14, 161
Index Ventures, 138
industry associations, 92
in-house experts, 81-82
innovation, 109
myths about, 4, 22-23, 36
tuned out cultures and, 21, 22-23
inside-out thinking, 9, 15, 60, 168
Acid Test and, 93
product development and, 12, 18, 22,91
insurance agents, 62
Interlink RemotePoint Navigator, 113
International Year of Microcredit (2005),
166
Internet
dot-com boom and, 22-23
eBay and, 23, 88
Google and, 3, 142, 143, 151
online marketing and, 10, 144
online media and, 142, 143-50,
151
online retailing and, 5, 101-2
personal finance software and, 60-61
as research resource, 143
StubHub and, 87-91
YouTube and, 42, 75, 144, 151, 155
See also blogs; e-mail; Web sites
Internet-enabled refrigerators, 31-32
interruption-based marketing, 25, 139, 147
interviewing, 18
appointment setting for, 62
breakthrough experiences and, 109-10
for buyer personas, 62, 81, 84-85
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checklist for, 63
creation of tuned in culture and, 160
of family members, 68
idea articulation and, 122, 123, 125
key techniques of, 6263
need identification and, 59, 60-63
open-ended questions and, 62, 63, 69
problem identification and, 9, 15, 44,
62-63, 66, 68, 69, 71, 160
by salespeople, 67-68, 72
win-loss analysis and, 66
Intuit, 60-61, 66
investor recruitment, 47
iPod, 25, 68, 158, 160, 168
as resonator, 8,9, 111-12, 135, 153-55,
156, 161
iTunes, 112, 154, 155
iTunes Store, 154

Japanese salarymen, 1-2, 111
JetBlue, 102

job recruiters, 169-70

Jobs, Steve, 153, 154, 164
jobseekers, tuned in, 11
jokes. See humor

Karan, Donna, 138

Kayser, Steve, 148-50

Kerry, John, 80, 122

Knot, The (Web site), 78-80

landing pages, 144-46
Land Rovers, 113
launching of products, 51, 60
Lavigne, Avril, 138
lawyers, 5, 10, 13
leaders, 5, 163-73
tuned in, 9, 10, 44-45, 160, 170-71, 173
Letterman, David, 131
Levy, Mark, 126-27, 128
Levy, Paul, 140-41
Lexus, 124
LG Electronics, 31
LinkedIn, 125
Liu, David, 78, 79, 80
Los Angeles International Airport, 164
low-impact products, 94-95
LVMH (French company), 138

Macintosh computer, 161

Magnavox, 56-58, 59, 66, 81, 91

Main, Juliet, 114

Major League Baseball, 87, 88, 89
Mariano, Eleanor (‘‘Connie’’), 132-35
Marino, Gary, 101

market-driven approach, 21, 36
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marketing, 3, 10
authentic connections and, 50, 139,
151
communications programs and, 141-42,
151
interruption-based, 25, 139, 147
materials for, 108, 114, 117, 141, 147
need creation and, 8, 15, 27
segmenting and, 76, 80, 84
spin and, 108, 147
targeted buyer personas and, 156
Tuned In Process of, 2-5, 45-51, 155-62
tuned out approaches to, 24-25, 139-40
unlearning of old habits of, 147
viral content of, 144, 148, 149, 151, 155,
167
See also buyer personas; interviewing;
research
Marketing Profs, 125
MarketingSherpa, 141
MarketingSherpa Summit, 125
market leaders, 5, 163-73
market problems, 2, 3, 55-56, 59-60
innovation and, 22, 23
pervasiveness of, 46-47, 89, 90, 103
product development and, 30, 37, 44-45
real estate agents and, 6-7, 59
tuning in to, 3941, 44, 53
urgency of, 4647, 89-90, 103
willingness to pay and, 46-47, 71, 89,
90-91, 103
See also unresolved problems
market share, 28
mass retailers, 158
Mattel, 137
Mayo Clinic, 132
MCI, 34
meaningless phrases, 124, 146, 160
media
authentic connections and, 50, 51,
142-51
job recruiters and, 170
online, 142, 143-50, 151
tuned out companies and, 139, 140
See also publications; television
meeting planners, 77
Mellencamp, John, 166
messaging, 162
authenticity vs., 138-40
corporate, 129-31
Metrorail (Washington, DC), 34
microcredit, 166
microsites, 167
Microsoft, 3, 170
microtargets, 80
Miller Lite beer, 124

MINI Cooper (car), 50
Mint, U.S., 20
missionary selling strategies, 26-27, 60
mission statements, 49, 129-31, 135, 147,
160
MLB.com, 88
Modern Bride (magazine), 79
motivational speakers, 11
MP3 players, 68, 111-12. See alsoiPod
musicians, 161, 173
buyer personas for, 77
characteristics of tuned in, 11
resonators and, 165, 166-67
music industry
Apple partnerships with, 154
digital rights software and, 32-33
ticket resales and, 87, 88, 90
music players, 154. See alsoiPod; iTunes
myths, 4, 22-26, 36

Nalge Company, 73-74
Nalgene bottles, 73-76, 158
NASCAR Dads, 80, 81, 84, 121
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114, 158, 164
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Navy, U.S., 142
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creation of;, 8, 15, 27, 60
innovation and, 22
silent vs. stated, 58-59
unresolved problems and, 58-63
Nelson, Willie, 166
Nest, The (Web site), 79
New Rules of Marketing & PR, The (Scott), 4,
141
newsletters, online, 146, 148-50
Newton MessagePad, 160-61, 168
New York Times (newspaper), 128, 170
Nickelodeon, 168
Nike, 22, 135
Nintendo, 10
“no” filter, 157, 162
No Hassle Listing system, 7, 52
nonprofits, 5, 13-14, 161, 166, 173
characteristics of tuned in, 10
Northrop Grumman, 149

Obama, Barack, 10

observation
problem identification and, 62
problem solving and, 44, 45

O’Hare International Airport, 164—65

oil industry, 67

Olsen twins, 138

online marketing, 10 (see also Web sites)



online media, 142, 143-50, 151
online news releases, 144, 146, 151
online retailers, 5, 101-2
open-ended questions, 62, 63, 69
Opinion Research Corporation, 57-58
opinions, 61, 160
data vs., 92, 93
of family members, 68, 71
tuned out organizations and, 28, 29-30,
36, 68
See also interviewing
organizations, 2-3
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mission statements of, 49, 129-31, 135,
147, 160
mistakes made by, 8, 15
personality of, 21, 36
sales-driven, 24, 36
“tuned in’’ assessment of, 168—69, 173
tuned in cultures and, 5, 9, 10-11, 15,
153-62, 170-71
See also tuned out organizations
Osteen, Joel, 11
outdoor retailers, 74
“‘outside-in’’ thinking, 9, 15, 34, 168
outsourcing, 114
Overstock.com, 102

packaging experience, 108, 117
packing ‘‘peanuts,” 32
paint, 167
Palm Beach International Airport, 164
Panettiere, Hayden, 138
parking spaces
in shopping malls, 33
ZipCar provisions for, 42
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doctors and, 132-35
hospital blogs and, 140-41
Patton (movie), 148
Patton, George, 148
Perlman, Heidi B., 50
personal finance software, 60-62, 66
PETCO, 102
phone numbers, 33-34
podcasts, 106, 114, 144, 146, 151
video, 154
politicians, 14, 161, 173
buyer persona profiles and, 80-81, 85
characteristics of tuned in, 11
idea articulation and, 121-22
See also presidential campaigns
portable digital music players, 25, 154.
See alsoiPod
Postal Service, U.S., 165-66
potential customers, 64, 66-67, 71, 72
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development of, 122-24
See also articulation of powerful ideas
Pragmatic Marketing, 4, 13, 77, 109
presidential campaigns
buyer personas profiles and, 80-81, 85
idea articulation and, 121-22
tuned in candidate and, 11
pricing, 51, 97, 145, 156
problems. See market problems; unresolved
problems
problem solving
as business focus, 34-35, 37
distinctive competence in, 59-60
idea articulation and, 123, 135
initial success follow-up and, 40-41
tuned in leadership and, 10, 44-45, 160
product design, 113-14, 154
product development
distinctive competence and, 113-14
failures as resonators, 20, 93, 155-56
impact quantification and, 89
inside-out thinking and, 12, 18, 22, 91
low-impact products and, 94-95
“no’’ filter and, 157
problem solving and, 160
tuned in, 10, 44-45, 153-55
tuned out, 20, 30, 31-32, 37, 68
unresolved problems and, 58
product features, 113
product launching, 51, 60
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in, 10
profile creation, 80-81, 84-85, 141, 160
profitability, 24, 36
Proulx, Tom, 60-61
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online, 142, 143-50, 151
See also specific titles
public relations, 50-51, 140
public transportation, 34
publishers, thinking like, 144—47, 151

quantification of impact. Seeimpact
quantification
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open-ended, 62, 63, 69
Quicken, 60-62, 66

radio stations, 154

real estate agents, 6-7, 13, 59
recording industry, 32-33, 154
Red Bull, 3

redneck jokes, 131

Refill Not Landfill initiative, 74, 75
REI (outdoor retailer), 74
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Remote Locator, 56-58, 59, 66, 81, 91
rental car companies, 39-42, 44, 46, 47, 51,
59, 158. See also Zipcar
rental car technology, 47
research, 20, 151
about buyer personas, 156, 157
data collection and, 46-47, 99-100, 103,
143
measurement tools for, 91-92
secondary information sources for, 69, 72
Web use for, 143—44
See also interviewing
Research In Motion, 95-96
research reports, 92
resonators, 8-9
breakthrough experiences and, 9, 15,
107-9, 111-12, 117
components of, 9
creation of;, b, 8, 10, 43-51, 153
definition of, 3, 27
examples of, 8,9
idea articulation and, 124
identification of, 9, 15
iPod as, 9, 111-12, 153-55, 156
for Japanese salarymen, 2, 111
key points about, 15, 155-56, 173
market leaders and, 5, 163-73
product failures as, 155-56
real estate agents and, 6-7
sales and distribution strategy as, 157-58
tuned out organizations and, 26-27, 32-34
restaurants, 165
resumes, tuned in, 169, 173
retail stores, 155, 158
revenue
myths about, 4, 24-25, 36
tuned out cultures and, 21
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RIM (Research In Motion) 95-96
ring tones, 154
risk, 26, 30, 36
rock bands, 161, 165, 173
characteristics of tuned in, 11
Rockefeller, David, 127
Roney, Carley, 78, 79
Running a Hospital (blog), 140-41
Russell, David, 114
Russell Shaw Group, 6-7, 14

sales and distribution strategies, 51, 157-58,
162
missionary selling and, 26-27, 60
sales-driven organizations, 24, 36
sales model, 51
salespeople
buyer focus and, 147

evaluators and, 65, 67
need creation and, 8, 15, 27, 60
problem identification and, 67-68, 72
revenue myth and, 24
schools, 14, 74, 75
Scully, John, 160
search engines, 142, 143, 151
Seattle-Tacoma International Airport, 164
Security Moms, 80, 81, 84, 121, 122
segmenting of market, 76, 80, 84
Segway, 155-56, 157
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buyer personas for, 77
content creation for, 145
Sephora, 138
Sequoia Capital, 138
service experience, 109, 117
Shaw, Russell, 6-7, 53, 59
“Shoot the Donkey’’ (eZine feature), 148-50
shopping malls
Apple stores in, 158
parking for, 33
‘‘show, don’t tell”” approach, 142
silent needs, 58-59
SkyMall, 102
slogans, 25, 49, 122-23
articulating powerful ideas with, 8, 9, 135
Soccer Moms, 80
software, 32-33, 60-61
Somtu MMS, 165
Sony BMG Music Entertainment, 32-33
Southwest Airlines, 158-59
SpaceBooks, 168
specialist research reports, 92
spin, 108, 147
sports
as television entertainment, 167-68
ticket resales, 87-91
virtual, 10
Starbucks, 3, 115
Stardoll (digital doll), 138, 139
stated needs, 5859
Stewart, Jon, 11
Stewart, Martha, 127
Stranger in a Strange Land (Heinlein), 81
StubHub, 88-91
success, 2, 141, 172, 173
corporate culture fostering, 156
follow-up to, 40-41
keys to, 3, 34
measurement of, 99-100
myths about, 4, 22-26, 36
See also tuned in cultures; Tuned In
Process
surfers, digital cameras for, 82-83, 111
surveys, 91, 92
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Swan, Joseph, 163, 164

taglines. See slogans
TCBY franchises, 115
Technorati, 69
telemarketing, 92
television, 143
iPod commercials, 154-55
recording of programs, 156, 157
sports entertainment channel and, 167-68
tuned in programming and, 11
See also advertising
television sets, 55-56
Remote Locator for, 56-58, 59, 66, 81, 91
telling, as failed strategy, 8, 15
TheaterChurch.com. See National
Community Church
theme parks, 70
thinking, “‘outside-in,” 9, 15, 34, 168
Thunderbirds (U.S. Air Force), 142
ticket resales, 87-91
Tisdale, Ashley, 138
TiVo, 156, 157
Today Show (television program), 128
Top of the Haystack (microsite), 167
trade associations, 92
trade shows, 143, 155
travel departments
buyer personas for, 77
content creation for, 145
Treasury Department, U.S., 20
tuned in cultures, 5,9, 10-11, 15, 153-62
employees in, 158-59, 162
key points about, 162
leaders in, 170-71, 173
“no” filter and, 157, 162
public relations and, 50-51
sales and distribution strategies of, 51,
157-58, 162
steps for creating, 155-56, 159-60
Tuned-In Impact-Continuum, 93-95, 96, 97,
160
Tuned In Process, 2, 3
Acid Test and, 98
importance of each step in, 155-56, 157,
162
key points about, 53
organizational pitfalls and, 11-12
questions to ask in, 157
skeptics of, 164
steps in, 4-5, 42-51, 155-56
as success predictor, 34, 172,173
tuned out organizations, 8, 17-37
advertising and, 12, 24-25, 41, 139
authentic connections and, 139-40
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cultures in, 21-26
experts and, 18-20, 36
*‘gravitational forces’” found in, 28-30,
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idea articulation and, 129-30, 135
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initial success follow-up and, 40-41
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key points about, 36-37
marketing and, 24-25, 139-40
myth debunking and, 4, 22-26, 36
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resonators and, 26-27, 32-34
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unresolved problems, 3, 4, 43, 55-72
alternative research methods and, 68
competitors’ products and, 23
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