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bad stuff

Think sleeper curve

Pop culture makes us smarter
Games force us to make decisions
Social networks & multiple threads
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Source: Steven Johnson Everything Bad is Good for You

Everything Bad is Good for You
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ambition welfare society a huge leading question

support (y)our-future life, by: "to do well”
sharing (my) ideas
ask guestions, search for answers
inspire. you to live' (more) online

what is "well"?
Jonas Jonsson
bishop in Stréangnas

modern value management vecor € what do you think about advertising? what'’s this?

2006-12-14 Krdnika:

* . .
EYN:IY] Ynare barn bér fa slippa reklam
OMBUDS
LU «ronika av: Lena Wyberg, barnombudsman

Ur: Bernombudsmannens nphetsbrev, december 2006

Fér n3gra weckor sedan anordnade Natverket far
barnkonventionen sin 8rliga hearing, dar barn och unga
f&r stalla frégor till statsrid med ansvarsomrdden som ar
viktiga far personer under 18 3r. Jag hade farménen att
3 tgaffa dessa ungdomar megan de firberedds sina

andra lander har en betydande omtattring av reklamen
viktad till just barn, eller nar fargglada kataloger som ser
roliga ut for barn dimper ner i brevi§dan, De ynasta
barnen berde helt kunna 3 slippa reklam. En av ménga
utnaningar far framtiden,

5 Reklamen ndr Anda in | vardags-

g gradd rekdam e
och naringslattiga
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e proof of toyota value

pedagogy toyota and service

o Power Parking
Simulér en iukeparkering med hdnobrekissiacd
Farst m3 du QUennom tre avelser S0Mm representenss
hastighet, prestsjon og héncbrekdendnotenng

Enterpd e 0U e MOan Rarenngen ser ut

Redline Rumble

BEuspil der vinneren tir taperens bi Start med &
lge egen kil g den du il uifardre. Dk pltastene
&'styre_ For 3 gire opp, iyl oppoverpida og space
v & gre reed, kb space

Corn Field 5000
}'._'1 Kgest dsspil. Du can pluier opg Mere ting som kan
o brukes mot motstanderme. Kommer du pi siste plass
| €1 1P er Splet OvEr. STyY med pILastene, Druk
TN oonusqiensTancer med space

QB0 0. TE. 22 71 06 00

consumption and politics

hot values growth in the number of consumers

Creating Consumers

For tech's powerhouses, this shift to emerging markets cuts hoth ways. They have
a chance to round up tay new customers, but only if they're smarter than their
new competitors. They'll have to itvest substantial sums of money up front. Vet,
for many products, prices will of necessity be very low. While the first bilion
customers produced an industry with more than $1 trillion in annual revermes, sales
for the second billion won't be anything close to that. And ultimately, lower prices
in the emerging markets will put pressure on prices everywhere. You could end up i ok Vi e e o
with an industry that, while it delivers a lot of value to a lot of people, it won't be ristar

able sustain the revenue growth rates or the profit margins of its glorious past.

Source: Business Week, September 27, 200

Copyright (¢) 2007, Richard Gatarski



Richard.Gatarski@bat.se, www.weconverse.com

consumption and economy Veconverse lust in commerce Veconverse at the university

brand management is the hot course

Lyxigare bil tack)

= .
e a, somewhat excadurated, reflection:

« Students simply can’t imagine how they can
contribute to firms or society. They only concider
what they can get out of their jobs — after studying.

so it’'s time to ask veconverse what do we have here? veconverse a small story...

41N
&

SEXHECITY |-
._‘h—

W sk ria 1 William Procter & James Gamble, 1837 -
“vrld Al

WING

Desperate Housewives

Copyright (¢) 2007, Richard Gatarski



Richard.Gatarski@bat.se, www.weconverse.com

...without threads on broadcasting... ...towards the answers

I 4

L .. H | Lo ’ . .
Guglielmo Marchese Marconi, 1874-1937 KDKA, Pittsburgh 1920 Ma Perkins (featuring Oxydol), 1933

consumption habits upgraded atsunamic tool valuable brands

COCA-COLA
2  MICROSOFT
3 IBM
. + GE
branding T
5 NOKIA
5 DISNEY
7  McDONALD'S
3 TOYOTA
0 MARLBORO

Source: Business
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brand positioning it’s about the inside v € consumer behaviour and branding

[product] consists of a [product] comprises a i . .
small hand held monitor number of test sticks and a "a brand can be thought of as Studied from two main perspectives:

and [x] test sticks. hand held [x] monitor. a psychological phenomenon”
i . : pr— 1. initially psychology
Clearblue &8 3% & * numbers and mathematical models
« one or two dimensions

2. today increasingly more sociology
" : « anthropology and understanding
.l..s « complex networks

nipath.com

a psychological classic Howard’s DSM v € unconscious communication

Pound and a half of hamburger

2 loaves Wonder bread

bunch of carrots

1 can Rumford's Baking Powder enli

Nescaft instant coffee

2 cans Del Monte peaches

§ Iba. potatoes . 1 I

Pound and a half of hamburger

2 loaves Waonder bread

bunch of carrots

1 can Rumiord's Baking Powder

1 Ib. Maxwell House Coffes (Drip Ground)
2 cans Del Monte peaches

5 Ibs, potatoes
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consumer behavior - sociology post modern and hyper real v € branding sociology

“Nike aims to keep pace in tribe
* "anetwork of heterogeneous persons

the techno-battle with Nike —in terms of age, sex, income, etc. —
Free, a shoe still being who are interlinked by a shared

o~ passion or emotion.”
tested, that makes runners ) Bernard Cova, 1993

feel as if they were barefoot. =
It's inspired by the barefoot : \ﬁ 1
runners of Kenya, who have T - "b E
proved that shoeless training ~ e

builds strength and improves
performance.”

l ‘h:
&
Y

Alladi Venkatesh Fuat Firat

The post modern condition

« hyperreality, fragmentation, reversal of
consumption and production, decentering of the
subject, and paradoxical juxtaposition (of

opposites) linking value

+ (as opposed to "use value”) is what the
brand provides to support the social
Source: Business tember 20, 2004 links in the tribe

Source:
[

maven of cool marketing and value formation v € brand value

"For the post modern generation, the modern
g structure of education [schools] is aimless, if
The not redundant.”

modern:

"[Images] that d_efine the goals o_f the_post promote end use of goods
modern generation are not acquired in

[schools] but through the marketing systems.

Therefore, the more fundamental education,

one of goals, values, meanings, and desires DOStmOderﬂi

already takes place through exposure to
marketing culture.”

TirrPiNG PoINT

MarLcoLm

GLADWELL

tool for identity management

F., Firat, AF. tmodernism and
imaginary, International Journal of researc ting, vol. 10, pp
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melody’s breakup Veconverse the point
podcasting wiki

mashup social networks

citizen generated content - i, 1 AF coll o =i RE-THINK

ping widget tag rss presence app

connectors, brokers, gatekeepers

assumption Veconverse connected

we students / citizens / consumers are

educated
connected

conversant

we

know more than | do!
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scientific knowledge

let go

AivertisingAge

Source: Laflyes t iation of National A
0B/ article?al
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WIKIPEDIA

an obsolete institution

School

hEg

tweens (8-14 years)

MARTIM LINDSTROM

powerful and smart consumer group
influence USD 1 880 000 000 / year
"brand image” experts

il connected

andchild.com

wicked wikipedia

John Seigenthaler Sr. in 2 joint appesrance &
on CNN with Jimmy Wales, 5 December 2005

2005 - 2006

tween media preferences

1. online

2. school

3. field

4. mass media

Martin Lindstrom
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toyota in whyville

The Human Brain

Toyota Targets Kids to Influence Parents
!J El! am

ketingvox com/archi 06/14/toyota_targets

This Grek Gadget was from March 20, 2002 Apdl 2, 2002

what it is: FOx

company: Hastro

what it does: F'sa
handhetd video ganms
thit lats you frain a
fighting ma nd
e lats you battle it with
aither e

why is it kewl? You
can have awiralass

battle: with peopie Up 1o
30 foot away!
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Kewl

.| From ¥Wikipedia, the free encyclopedia

"Kewl" is internet slang for the word "Cool"

toyota going 3D

What is KEWL

postmodern socialization

Juliet B. Schor
Professor of sociology

POX: The Battle Unseen

Target: 8-12 year old boys, family income <60.000 USD/ year
Preparation: research, trade show launch, name selection.

Strategy: viral and stealth. First one city, then nine, then national
Alpha pups: coolest, socially dominating and trend setters.
Interviews: children, teachers, and parents. Gave 1.527 pups.

Schools! (ban, beneficial?)

juliet B. Schor (2004) Born to buy, pp. 69-74

10
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math vecon € jamies’ sna vecon € just popped up

brand value?

rovolution 1 your

rfing 2 P Yy g Al &
?r‘il&ﬁ“ﬂumﬁl vall ¥ i’ i Subscribe E’.‘-_-k!-ﬂan‘lcs and the |

i of my dis

DEM Blagy

summary

. 5t networks conversations?
2. steal from mar‘keting WWW.Weconverse.co
3. make many experiments
4. share through conversations

. weconverse

forget school
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