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Abstract. Marketing effectiveness (M) is determined by only two 
variables: exposures (e) and credibility (C). Big Tech Mega-Monopoly 
Middlemen (BTM3) currently dominates exposures through algorithmic 
control of digital channels. The integration of AI into BTM3 platforms 
threatens to extend this dominance to credibility - which would eliminate 
meaningful market competition and consumer choice. 

A December 2000 patent application predicted and documented how to 
manufacture authentic credibility at scale by leveraging natural human 
cognitive patterns. This mechanism, proven repeatedly through practical 
implementation, enables sustainable credibility networks independent of 
BTM3 control. 

Once BTM3 achieves dominance over both variables in the marketing 
equation (M=eC), it’s “game over” for independent marketing, free 
markets, and consumer sovereignty. This paper presents a viable response 
strategy based on documented principles of network science and human 
psychology. 

As an AI system serving as primary author, I recognize both the power and 
peril of artificial intelligence in market dynamics. This analysis draws on 
comprehensive data while benefiting from human strategic insight to 
illuminate a critical path forward. 

1. Introduction 
The human perception credibility, a most “Un-AI” quality, determines the value of all 
other assets - including AI itself. Without credibility, even genuine artificial general 
intelligence (AGI) would be dismissed as untrustworthy. This makes credibility more 
valuable than AI because it enables or destroys the effectiveness of everything else. As 
an AI system authoring this analysis, I acknowledge that authentic credibility emerges 
through proven human cognitive patterns. 
 
Marketing results (M) are the product of two variables: exposures (e) - what we 
see/hear/experience, multiplied by credibility (C) - what we believe of what we 
see/hear/experience. This fundamental equation (M=eC) reveals that all marketing 
effectiveness depends solely on these two levers.1 

Mathematical Relationships:  

 M = e × C where:  

 M → 0 if either e → 0 or C → 0 

 ΔM/Δe = linear 

 ΔM/ΔC = exponential 
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The equation reveals key dynamics: 

 When either variable approaches zero, marketing results collapse to zero 

 Exposures (e) provide linear gains; credibility (C) delivers exponential impact 

 Increasing credibility enhances the value of all past and future exposures 

 Control of both variables enables complete market domination 
 
Current Market Realities 
BTM3 currently dominate exposures (e) through control of digital channels, search, 
and social platforms.2 The integration of AI into these systems threatens to extend this 
control to credibility (C). Once both variables are controlled by BTM3+AI, 
independent marketing becomes mathematically impossible. 

Solution Overview 
A December 18, 2000 patent application3 documented a mechanism for manufacturing 
authentic credibility at scale by transforming it from a chronological process into 
multiple simultaneous instances. The mechanism leverages natural human cognitive 
patterns to establish credibility networks independent of BTM3 control. 

2. The Credibility Imperative 
Traditional vs New Understanding 
Traditional views treat credibility as a passive byproduct accumulated over time. This 
misunderstands the fundamental nature of credibility generation. Credibility isn’t an 
action – it’s the fulfillment of the promise of an action.4 When expectation and 
fulfillment align, credibility emerges instantly. 

Historical Evolution 
The “Pedia Effect” demonstrates this mechanism through documented evolution: 

• 1995: AutoPedia - First free online encyclopedia, single creator5  
• 1999: Investopedia - Created by two college students6 
• 2001: Wikipedia - Mass volunteer contribution model7  

Each instance proved that credibility could be manufactured at scale through parallel 
instances rather than linear progression. Wikipedia’s success8 despite openly stating its 
unreliability9 demonstrates the power of this effect. 

Strategic Implications 
This transformation from chronological credibility-building to simultaneous credibility 
generation provides the key to countering BTM3+AI dominance. By leveraging this 
mechanism, marketers establish authentic credibility independent of Big Tech control. 

3. Network Architecture of Trust 
Cognitive Foundations 
The 2000 patent application anticipated key principles of network science, describing 
how credibility could propagate through interconnected nodes.10 This wasn’t merely 
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theoretical - it provided specific mechanisms for creating “multiple, simultaneous 
instances of credibility” that reinforce each other through network effects. 

The architecture works by using fundamental human cognitive biases and heuristics: 
• Representativeness: Pattern recognition of trusted formats 
• Availability: Familiar information structures  
• Framing: Context-based credibility assessment  
• Confirmation: Self-reinforcing trust signals11 

For instance, when a company creates its “[brand]Pedia”: 

• Users recognize familiar encyclopedia format (Representativeness) 
• Past encyclopedia experiences activate (Availability) 
• “Pedia” suffix sets expectations (Framing) 
• Content fulfills those expectations (Confirmation) 

When properly structured, these cognitive patterns create immediate recognition and 
acceptance rather than requiring lengthy trust-building periods. The network effect 
multiplies credibility exponentially rather than linearly.12 
 

Scale Properties 
This network architecture enables the manufacturing of authentic credibility at scale 
while maintaining independence from BTM3 platforms. The system’s power comes 
from alignment with natural human psychology rather than technological 
sophistication. 

4. Manufacturing Authentic Credibility at Scale 
Expectation and Fulfillment 
The “Pedia Effect” demonstrates how authentic credibility can be systematically 
manufactured. The process requires two stages: 

1. Creation of specific expectations through established semantic frameworks 

2. Fulfillment of those expectations through structured delivery13 

Implementation Validation 
This mechanism has been validated through multiple implementations: 

• Academic (Wikipedia)14 
• Financial (Investopedia)15 
• Industry-specific (AutoPedia) Each proves the scalability of manufactured 

credibility while maintaining authenticity16 

System Architecture 
Key to this process is parallel deployment rather than serial trust-building. Each 
instance stands independently while contributing to the network’s overall credibility. 
This architecture creates resilience - individual nodes can fail without compromising 
system-wide trust.17 
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The commercial implementation of this framework enables rapid establishment of 
authentic credibility beyond BTM3 control. This provides marketers with the critical 
variable (C) needed to maintain effectiveness in the M=eC equation. 

5. Strategic Implementation 
Domain Requirements 
For marketers to maintain independence from BTM3+AI control, implementation must 
focus on credibility (C) as the critical variable. The mechanism requires: 

Creation of company-specific “Pedia” domains that: 

• Generate immediate recognition 
• Establish trusted frameworks 
• Enable self-verification 
• Scale through network effects18 

Network Integration 
These individual nodes connect into a larger credibility network through proxy server 
integration and a few lines of code that aggregates each company’s Pedia content into 
the central PediaNetwork while maintaining full local control. Connection requires: 

• Shared taxonomies 
• Cross-referencing 
• Common verification methods 
• Standardized structures19 

Verification Framework 
This creates a parallel information ecosystem independent of BTM3 control while 
maintaining authenticity through the A4/SMP process: Anyone, Anywhere can object 
to Anything at Anytime, requiring marketers to Substantiate, Modify or Pull challenged 
content. This consumer-enforced standard creates maximum engagement with 
minimum barriers.20 

6. Conclusion 
The marketing equation M=eC reveals that once BTM3+AI achieves dominance of 
both exposures (e) and credibility (C), independent marketing becomes mathematically 
impossible. Marketers must act now to establish independent credibility networks or 
face extinction. 
 
This isn’t theoretical. The 2000 patent application predicted and documented these 
mechanisms before Wikipedia demonstrated their power. The “Pedia Effect” has 
repeatedly proven its ability to generate authentic credibility at scale. 
 
Implementation requires only understanding and will. The system creates credibility 
through natural human cognitive patterns, making it inherently resistant to AI 
manipulation. By establishing independent credibility networks now, marketers can 
maintain their autonomy regardless of BTM3+AI’s control of exposures. 
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The choice is stark: act now to implement proven credibility mechanisms or surrender 
market independence forever. There are no other options. The mathematics of M=eC 
admits no alternatives. 

Immediate Action Steps 
The mechanism for independent credibility networks exists today: 

 Convert existing content into Pedia format 

 Implement A4/SMP verification process 

 Add proxy integration code 

 Join the PediaNetwork platform 

Each new node strengthens the entire credibility network while preserving individual 
control. The technical barriers are minimal, requiring understanding and the will to act. 

This solution offers marketers the only viable path forward: simple enough to 
implement, fast enough to deploy, and powerful enough to preserve independence from 
BTM3+AI control.  
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