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President’s Letter
Naomi S. Baron, linguis-
tics professor at American 
University in Washing-
ton, D.C., will be talking 
about her latest book, 
Words Onscreen: The Fate 
of Reading in a Digital 
World, at the ACT 6 Con-
ference at the University 
of Mississippi in April.   
    After reading Professor Baron’s book and 
talking with her, I am really looking forward to 
her presentation, based on empirical research 
from an international sample of younger read-
ers. She has already helped me to understand 
the fundamental change in the way we read, 
and what that means. It can be very difficult 
for older people who came out from either side 
of the media business to really get their hands 
around, because much of her research contra-
dicts what we see in the trade press and what 
“everybody knows.”
    Here’s an example. Last summer I had the 
opportunity to travel to a number of eastern 
colleges with my daughter. We always ended 
up visiting the library during the last part of 
the tour. In many cases, it was pointed out to 
us that printing in the library was now free.  
While we all like free services, that did not seem 
particularly important to me at the time.  Later, 
Professor Baron provided the necessary context.  

Although textbooks 
are often provided in a 
downloadable format, 
many students actually 
print them out chapter 
by chapter so they can 
make notes! This got me 
thinking about where we 
might be headed.
    I have often noticed 
that my daughter can 
listen to her music, text

on her iPhone, work on her Mac computer, 
watch television in the background, and read 
a textbook—at the same time—and I do mean 
all at the same time! It’s as if she were “flowing” 
through the media options. 
    Watching her, I realized that neither my gen-
eration nor even the one after us was really able 
to consume media this way.  To us it would have 
been jarring, like listening to radio and televi-
sion programs simultaneously. Our parents and 
teachers even insisted that we turn off the radio 
when we were studying. When I went to school, 
I would either read the material first and then 
listen to the teacher or professor lecture about 
it, or the other way around—not both at once. 
We learned to process our media serially, one 
at a time. There was a lot of talk about learning 
styles, and we came to prefer one medium over 
another.
    When I was trained in media planning, we 
were taught that people have a primary media 
preference, and all research-oriented agency 
media planners learned to do media quintile 
analyses based on this premise. We needed to 
determine if the target group was more likely to 
be heavy newspaper readers, television viewers 
or radio listeners so that we could allocate bud-
gets effectively. It was particularly easy because 
FCC rules prevented newspaper companies 
from owning television stations in the same 
market or vice versa.
    Problem is, younger consumers don’t behave 
in this manner anymore. They don’t really have 
a principal platform through which they get in-
formation. Or if they do today, they may change 
tomorrow. They get what they want when they 
want it in whatever way seems most suitable to 
them at the time.  It’s very fluid.
    Very often, they get their information 
through several channels at once!  Last year, 
Accenture released a report, Digital Video and 
the Connected Consumer, which showed not 
only that television viewing was dropping by 
13% globally, but also that 87% of consumers 
who have multiple devices use more than one at 
a time.  In any case, current research isn’t really 
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April 20-22, 2016
Samir “Mr. MagazineTM” Husni, Ph.D., 
will host the sixth ACT Experience, 
presented by the Magazine 
Innovation Center at the Meek School 
of Journalism and New Media, 
University of Mississippi.  Jim Elliott 
will participate in a panel discussion, 
“Making Money in Print and the 
Power of Magazines,” moderated by 
Brian O’Leary, Principal, Magellan 
Media Consulting Partners.

Words Onscreen by Naomi S. Baron



capable of allocating the amount of influ-
ence each medium is having when several 
are being consumed at once.
    The report found that the trend is par-
ticularly strong for millennials, with 74% 
of 14-to-17-year-olds worldwide using a 
combination of TV/smartphones dur-
ing viewing (in North America a laptop/
computer was used more frequently for 
simultaneous viewing (59% vs. 42% for 
smartphones).
    So where are we headed here if the day 
of using one dominant medium is over?  
    Because future trends are still unclear, it 
may be necessary to try several approaches 
at once to gain experience in whichever 
approach that will eventually emerge as 
most important. If young people are using 
several devices simultaneously, how do 
marketers know where to advertise?  
    One thought is cross-device target-
ing, which promises the ability to target 
the same consumer from one connected 
device to another. That sounds great, but 
there are lots of obstacles on the way to 
achieving this beneficial goal.   First, it 
is very difficult. Research from Signal, a 
cross-channel marketing technology pro-
vider, reveals that only 6% of respondents 
feel that they have a single view of the 
customer (March 2015)! 
    Without an adequate single view of 
the individual consumer’s media usage, 
how effective can any attempted cross-
device solution be?  A December 2015 
article in eMarketer states that, “Without 
a universal methodology for cross-screen 
identification and execution, there can 
be no alignment between publishers and 
providers.” The article reports that brands 
and publishers are focusing intensely now 
on understanding their own audiences. 
    This intense focus on first-party data 
improves the ability of brands and media 
companies to act as ad agencies focused 
on their own audiences.  I think media 
companies will start to produce a lot more 
creative tailored to the specific audience, 
which should increase frequency of expo-
sure through the various channels.
    Part of this development is that some 
publishers are assuming greater responsi-
bility for creation of advertising.  Hearken-
ing back to the practices of the late 18th 
century, some magazine sellers are now 
providing creative services and making 
ads. 
    All of these trends are interesting and 
may become very important.  But there 
is another phenomenon that promises 
to have a huge impact on those of us in 
the advertising industry. There is a good 
chance that artificial intelligence and 
predictive behavioral targeting will turn 
our world upside down even more than 
anything we have currently imagined.         

I fervently hope—and therefore believe—
that those who can see advertising pos-
sibilities will do well. n

Overcoming Sales
Challenges with
Jam Sessions
By Craig Miller

“Many of us are more capable than 
some of us...but none of us is as capable 
as all of us!” —Tom Wilson, Ziggy 
cartoonist, said that.  We know it’s true 
because we see what happens every time 
an Elliott Co. office holds a jam session.  
    Based on his experiences in Vistage 
(when it was still called TEC), Jim Elliott 
implemented a simple procedure years ago 
that allows any salesperson to tap into the 
combined knowledge of their peers when-
ever it’s needed.   
    Our jam 
sessions are 
similar to the 
brainstorm-
ing technique 
developed by 
Alex Osborn 
(the “O” in 
BBDO—Bat-
ten, Barton, 
Durstine & 
Osborn). 
However, 
brainstorming 
is just one part 
of Osborn’s 
Creative Prob-
lem Solving 
process. In 
brainstorm-
ing, a small group of people meet for the 
purpose of generating as many ideas as 
possible, written down in a list without at-
tributing the ideas to anyone. No criticism 
is allowed during the brainstorming meet-
ing, and a moderator tries to ensure that 
no one dominates.  The hope is some really 
good ideas will be produced because of the 
volume. Weeding out or unworkable ideas 
occurs later in the creative process.
    Our jam sessions are a little different.  
They may be called by anyone who gets 
stuck on any sales challenge. That person 
will find a time within a few days when 
most of the staff expects to be available in 
person or by phone, and we send out an 
email invitation. Before the meeting, the 
one asking for the jam session will work 
on defining the challenge as narrowly as 
possible. A moderator will guide the flow, 
by first asking for a concise statement of 
the topic and about 5 minutes of back-

ground information to help the group 
understand the situation; clarifying ques-
tions are permitted. Then the fun begins; 
anyone who wishes to contribute may toss 
out brief statements and ideas of possible 
approaches. This sparks other ideas and 
soon the whole group is engaged. The 
moderator’s main function is to keep the 
flow going and to ensure that everyone has 
ample opportunity to contribute. A note-
taker keeps track of the flood of ideas, and 
the whole process wraps up in 30 minutes.  
The notes are used as a memory-jogger for 
the person who called the jam session; we 
don’t waste much time formalizing them.
    We have read a lot of criticism about tra-
ditional brainstorming, from claims that it 
just doesn’t work to charges that it actually 
impedes the process of finding business so-
lutions. That has not been our experience. 
    Unlike traditional brainstorming, which 
often has a team goal and often seeks 
innovation per se, our jam sessions are 
designed to help one person meet one 
challenge. Unlike those teams, we do not 

need to try to figure out a process for im-
plementing many unrelated ideas; we are 
already moving fast and only those ideas 
that make immediate sense can be used.
    Because the staff is a true melting pot of 
media sales experience, including maga-
zine, digital, newspaper, and broadcast; 
B2B, B2C, from both start-up and old 
established institutions; and even agency 
planning, buying and research positions, 
someone is likely to have an interesting 
perspective on the challenge. Jam sessions 
are tremendously helpful to the person 
receiving the input, but are a wonderful 
team-building exercise as well. The benefits 
include discovery of unrecognized exper-
tise within the staff and rapid knowledge 
transfer. It’s a win-win for the sales staff, 
but even more so for our clients as we add 
more firepower to assist the salespeople re-
sponsible for their business. All of us really 
are smarter than any one of us. n


