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Tech undermines hierarchies and clusters:
Everyonebs a reporter, a comment at
| t 0s easier to work with anyone,

| t 6s even easier t han ever t o cr e
creations

It (finally) is beginning to make doing new things easier:

The ability to comb through a mountain of information in a
relaxed and effective way

The ability to find help and support when and where you
need it

Tech also helps us to find excitement and fun in completely
new places:

The accessibility of the unusual and new

Techriogy makes ousr ves " fouud”™

Else Consulting/themarketartist.com



THE CENTERLESS WORLD

| interact a
DISTRIBUTED ; \ Ao |

POWER MultipolarWorld Centerless World .

and community
changing what soc

and are (whew!).

(Watch out for an import
e A e but scary intermediate sta
POWER Unipolar World Tribal World tribal impulses caused by t
& A negative impacts of globalis
€ and Anrudltdar o

CLUSTERED

INSTITUTIONAL SELF-SELECTED
IDENTITIES IDENTITIES

© 2008 Iconoculture, Inc, All rights reserved.

—

Sour ce: I nconocul ture: iCent erbe®s eMednslitdgBhemarketartist.com 3



Of self

A Individual AND parent AND worker AND gardener/repairman/blogger/etc.
A= self-expression

Of famil
ANuclear PLUS elders PLUS a circle of valued friends
A= framily

Of fun

Asmall and large experiences which shake up our norms and brighten our day

Of creativity
AAbility to be the creator (e.g., of mash videos) or the spectator, as the mood takes us

Of community
AOnl ine fibeehivesodo are more |ike swarms as they shape

Of work places
Awork at home, distance collaboration, global workplaces create fluid teams of individuals

Of finances
AOnline and mobile banking, investing enable frequent evaluations and decisions

Fludcitsc as amaxpesience

Source: Inconoculture, various Else Consulting/themarketartist.com




In general, what they want from corporations is

transparency
Finding trust diffircult, theyod
really going on
Corporate responsibility is key

From your brand, that could mean:
Letting them see what | s nw@rking for your customers, and
what you are doing about it; e.g., through a wiki
Letting them know whato6s next on t
their feedback

Showing them how you and partner companies help out with
critical problems we all face, from the economy to global
warming

Sour ce: l nconocul tur e: nGreat ExpecEge@gnsiu|tggﬂhgwgrketamst.Com



TABLE 1

CHARACTERISTICS OF EXPERIENTIAL AND RATIOMAL

THINKING STYLES IN CEST (ADAPTED FROM EPSTEIN 2003)

Experiential characteristics

Raticnal characteristics

1 Holistic Analytic
2 Automatic, effortless Intentional, effortful
3 Emotional’affective: pleasure-  Logical: reason oriented (what
pain criented (what fesls is rational or sensible)
good)
4 Associative connections Logical, cause and effect,
connections
5 Behavior mediated by *vibes” Behavior mediated by con-
from past events scious appraisal of events
& Encodes reality in concrete Encodes reality in abstract
images, metaphors, and symbols, words, and
narratives numbers
7 More rapid processing; ori- Slower processing; oriented
ented toward immediate toward delayed action
action
& Slower and more resistant to Changes more rapidly and
change: change with repeti-  easily; changes with
tive or intense experience strength of argument and
new evidence
9 More crudely differentiated, More highly differentiated; di-
broad generalization gradi- mensional thinking
ent; context-specific pro-
cessing; categorical and
stereotypical thinking
10 More crudely integrated; dis-  More highly integrated; con-
sociative, organized in part text-gensral principles
by emotional complexes;
context-specific processing
11 Experienced passivaly and Experienced actively and con-
preconsciously; we are sciously; we are in control
seized by our emotions of our thoughts
12 Self-evidently valid; “experi- Requires justification via logic
encing is believing” and evidence
13 More outcome oriented More process otiented
Source

: Thomas P. Novak and Donna L. Hoffman: The Fit of Thinking Style and Situation; electronically published December 3, 2008

A wessed ogportanity:
EXPEIITd el -

People learn about new things in
two modes: experiential and
rational

Rational learning (e.g., price and
feature comparison) is frequently
used when making final purchase
decisions

However, the experiential mode is
far more important when learning
about new technologies, products,
categories

In other words, news should be
primarily experiential, not rational
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