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How was the
meal?

Fine, thanks.
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Agenda

1) SuccessDNA
2) SocialDNA

3) MeaningDNA

4) DecisionDNA (MoT, decisions as a system, limbic-v-PFC)

5) CrowdDNA (a conspiracy of causes’)

6) TrustDNA/AuthenticityDNA

7) A Case Study

8) Putting It All Together 0o

o
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Complexity....

* No such thing as the root cause
(rather: ‘a conspiracy of causes’)

*If you always do what you've always done

you might get what you've always got
( top-down analysis doesn’t work)
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The Science Of Intangibles is....

...more like this...
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1975
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ATTENTION!

FOR CHEAP =" FOR COMPARE

CARINSURANCE -f MEERKATS

GO TO CONTINUE TO
comparethe market.com= > compare the meerkat.com= >
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Why Do Some
Things
Succeed

And Others
Fail?
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The Dynamics of ‘Wow’

different

Value =  (perceived benefits)
(perceived costs & harms)
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better




Soclal DNA

- Jo
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SocialDNA — Space, Time, Interface
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UK Population — G-T DNA Codes

The FMCG industry is beginning to discover that traditional (ABC1, etc)
consumer segmentation strategies fail more often than they succeed.

Ten years ago we set out to understand why this is. And, more importantly,
what was a more fundamental way to capture the ‘DNA of consumer behaviours

Worldview
Thinking Memes

Generation Cohorts

Old Artist Prophet Nomad Hero New Artist

Baby Boomers GenX GenY
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Beige

Purple

Red

Blue

Orange

Green

Yellow

Turquoise

1. Survival

2. Tribal

3. Feudal

4. Order

5. Scientific

7. Holarchy

8. Holistic
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newborn infant, Alzheimer’s victim, shell-shock

gangs/tribal rituals/magic blood oath

power gods/ego, feudal rule, heroic, predatory
‘terrible two’s’ (‘Express self impulsively at any cost’)

codes of conduct, hierarchy/order, ‘moral majority’
‘one right way’ (‘Deny/sacrifice self now for reward later’)

materialism, competitive, self-interest, ‘nature tamed’,
MBO, winners/losers (‘Express self for rationally self gain’)

‘'sensitive-self’, deep ecology, ‘politically correct’
consensus, (‘Deny self now to get acceptance now’)

flexibility/adaptive, inter-dependence, co-opetition
Win-Win, (‘Express self with concern for others’)

universal order, ‘Theory of Everything’,
spiritual harmony



Mapping Interactions Where Positive Change Outcome
Will Occur

v

112|3|4|5]|6]| 7| 8] Thinking Level of Receiver

Thinking Level
Of Provider

. - interaction where there will
be a meaningful and positive
outcome

OINjOO([O AW [IN]|PF

Paper at TRIZ Kongress, June 2005
‘If TRIZ IS So Good, Why Isn’'t Everyone Using It, Part 7:
Plausible Deniability & Spiral Dynamics’
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1. Survival sex food, water, warmth, safety

good fortune, ‘one of the gang’ curses/spells/rejection/isolation

5 .
2. Tribal revenge
8 3 Feudal ego-gratification, ‘my way’ defeat, loss of power
' mass adulation, rebellion rivals/threats
30 stability, obedience, medals change, rebellion from others
4. Order .
status, promotion loss of status, outcast

0l 5 Scientific peer recognition, ‘best in show’ losing, ‘keeping up with the
: biggest/best/fastest, merit pay  Jones’

‘making a difference’, harmony orange or blue attitudes
‘maximise my potential’ aggression/conflict/nierarchy

1 7 My knovv_led’gegble/ wise’, ‘life-long ‘sub-c_)ptlmlza’ltlon, rigidity
learning’, discovery/challenge stupid rules
8 Holistic fdefini’ng the jigsaw’, ‘wrong non-holistic
jungle’, empathy/trust non-spiritual

©2011 DLMann, all rights reserved



©2011 DLMann, all rights reserved



US/UK/DE Generational Cycles

(Generation Y)
(Silent)
(Boomer)
(Generation X)

HERO ——| ARTIST
NOMAD [—|PROPHET
Growing Up  Parenting Power  Advisory
0-20 21-41 42-62 63-83
HERO protected heroic hubristic | powerful
ARTIST suffocated | sensitive indecisive | empathic
PROPHET | indulged narcissistic | moralistic | wise
NOMAD abandoned | alienated pragmatic | tough
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Basic Idea — | — Complex Systems

The manner in which you were raised by your parents
In turn influences how you raise your children
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The Impact Of Cultural Shifts On Timing

— Year

0. ! ! ! ! ! ! !
1950 1960 1970 1980 1990 2000 2010 2020
U\ ~ AN ~ A ~ U\ ~ /
SILENT BABY BOOMERS GENERATION X GENERATIONY ?
‘MILLENIALS’
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US/UK Generational Cycles
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What Product/Service Outcomes Does
Mr Alienated/Pragmantic Want?
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sceptical/critical

creative problem solver using all
resources = Hausverstand
technically interested

safety is important, conscious
routiners

simplicity is useful
anti-society/anti-political

independent / individualist

no extremes

efficient (tangible benefits are important)
luxury but understatement

steadiness (no big changes)

best quality for best price

family is important

takes responsibility

Looked down on by other generations
(‘slacker’)

self made entrepreneur

live to work



What Product/service Qutcomes
Does Ms Heroic Want?
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brand conscious

high expectations

work hard if motivated

own image: “l am the best, | am different”
prepared to take risks

highly protected — especially from failure
if successful: I'm the hero; if not: | want
somebody to blame

open-minded

flexible

open for technical innovations, but as a user
no learning curve, impatient

love positive feedback

networker (XING, alumni etc.)

follow sense

work to live

don’t love routines because no chance to be

a hero



Darrell Mann
Yekta Ozozer

Darrell Mann
Viktoria Zinner
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UK
Germany

Australia
Brazil
Japan
China
India?



How Linear Trend Patterns Create Conflicts

\

CONFLICT CONFLICT
EMERGES RESOLVED

/

Linear Trend 1

Linear Trend 2
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Meaning DNA



Edward Matchett (1929-1998)

the ‘intellectual Michelangelo of our times’
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Form Follows Function....

...Follows Meaning
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Customers Buy ‘Outcomes’

We

FOCUS

Me

Tangible Intangible

TANGIBILITY
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Customers Buy Outcomes

Collective/
Societal

Individual

Tangible Intangible

“A man makes a decision for two reasons — the good reason and the real reason.”
J.P.Morgan
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Me

Tangible

POSITIVES

Intangible

lntangible

Intang;j
We ngible

Me

Tangible

We Tangible

Me
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Me

NEGATIVES

Tangible

Intangible

Tangible
We

Intangible

Intangi
Me ngible

We




Sale Rep Transactions

Tangible || intangipie Intangibje
We Me We

Intangibie ’ Intangible Tangible Tangible T
We m We W Mi

Intangible Intangible
Me We
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Buying Process — Steps & Emotional Goals

Step Buyer Decision Factors Emotional Goals
Approach Salesperson Comfort
(company-offer-price-timing)
Dialogue Salesperson/Company Respect
(offer)
Presentation Salesperson/Offer Assurance
(company)
Negotiation || Salesperson/Price/Timing Fairness
(company-offer)
Follow-up Salesperson Security
(company-offer-timing)
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Meaning

Meaning Is true value that arises out of a correct matching and
resonance of manifest form and active need. It occurs
whenever material form is truly appropriate to need —and when
it therefore has its most positive significance.

...the end, purpose, or significance of something
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The Meaning Alphabet

Exercise 1

Viktor Frankl: three paths to meaning - work, love, suffering
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POSITIVES NEGATIVES

MEANING MEANING

Tangible Intangible Tangible Intangible
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“Any fool can see what is wrong with it: now look again and tell
me what you can find that is right with it!”

You are more likely to miss seeing meanings than to see them.
Whatever is “right with it” is a point of meaning.

So to find “what is right with it” one has to be looking with just
such an intention in mind — otherwise negative attitudes, personal
prejudices and preoccupations will prevent these perceptions of
meaning from reaching consciousness. (The positive way of
‘looking’ distinguishes the true professional from the amateur).
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Meaning

Exercise 2

“There is not one big cosmic meaning for all, there is only the meaning we
each give to our life, an individual meaning, an individual plot, like an
individual novel, a book for each person.”

Anais Nin
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Subject

Culture Code
(& country — US unless
otherwise labeled)

Jeep Horse
Liberator (DE, FR)
Toilet paper Freedom
Cheese Alive (FR)
Dead
Car Identity
Engineering (DE)
Love False Expectation
Seduction Manipulation
Sex Violence
(Female) Beauty Man'’s Salvation
Fat Checking Out
Health/Wellness Movement

Harmony With Nature (CH)
Obligation (J)

Doctor Hero

Nurse Mother

Hospital Processing Plant

Youth Mask

Home Re-(turn, unite, new, confirm)

Betty Crocker The Soul Of The Kitchen

Dinner Essential Circle

Work Who You Are

Money Proof

Quality It Works
Perfection (J)

Perfection Death

Food Fuel

Alcohol Gun

Shopping Re-connecting With Life
Learning Your Culture

Luxury Military Stripes
Artistic Value (IT)
Detachment ()
Freedom To Do Nothing (FR)

America Space Travellers (FR)
John Wayne (DE)
Unashamedly Abundant ()

France Idea (FR)

England Class (ENG)

Germany Order (DE)

American Presidency Moses

Canada To Keep (CAN)

America Dream




Innovation Happens When....

\Voice
Of The
customer

. Voice
== Of The
System
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Decision DNA



Safe?
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http://www.youtube.com/watch?v=E3h-T3KQNxU
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How to increase consumption of healthy foods?
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DecisionDNA - individual

‘GOQOD’ ‘REAL
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"Put your hand on a hot stove for a minute, and it
seems like an hour. Sit with a pretty girl for an
hour, and it seems like a minute. THAT'S relativity.”
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DecisionDNA - time

~0.5 seconds seconds/minutes
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Why Facial Coding Works

Facial expressions are Facial expressions are
Universal spontaneous

And they are
abundant
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Facial Action Coding System
Developed by Paul Ekman & Wally Friesen
A map explaining all possible facial expressiond &s meanings.
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DecisionDNA - space

PC)

0.25
0.0 - \

b @ M 40 s & T & f0 00
Separation Distance (Meters)
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DecisionDNA - space

mind
(‘perception’)
space

intimate personal visible

space space space
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Which Toothpaste Works Best?
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—> Intangible Outcome

4
Attribute
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Crowd DNA
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Small % of your
choice is lead by

functional
needs / wants

Conscious
Decision Making
Process

Something you can
tell SUB-Conscious
Decision Making
Process

Something you can

NOT tell
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Dominant % of your
choice is lead by

emotion



Dominant % of
your choice is lead

by emotion

Dominant % of your emaotion
IS lead by

Social Context
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http://heroicimagination.org/2011/02/12/modern-asch-experiment/
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'he Real Voice Of The Crowd...
A Conspiracy Of Causes
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Trust DNA
Authenticity DDA



“When all else is equal we buy from our friends.
When all else is not equal, we buy from our friends.”
Chinese Proverb
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Capability
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Credibility = your knowledge and expertise.
Reliability = your consistency, always being there
Intimacy = the closeness of your relationship, safety and security

Self Orientation = the extent to which you are concerned with
your own needs vs. your customer.
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A Case Study
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Putting It All Together



ldeality -
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—

M + B
cC + H

M + B
CcC + H
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Innovation DNA

¥ Business Leaders

www.systematic-innovation.com

©2011 DLMann, all rights reserved



