PROLOGUE

Somewhere in the early 1990s, there was a Hagar the Horrible cartoon in the
newspaper. Hagar is sitting in the tavern with Robin Hood. He’s slumped over the
bar, while Robin sits proudly. “It’s not fair,” Hagar moans. “You do just as much
pillaging and ravaging as I do, but history sees you as the hero and me as the bad
guy.” Robin knocks back his ale thoughtfully, and replies: “Maybe I've just got the

better advertising agency.”

Robin’s answer got me thinking.
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