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Warm up
Foresight 101 Discussion Drivers of Change 



More or Less Change Ahead?

Next 
ten years

Last 
ten years

2006 – 2016 2017-2027



I am an Artist living through eras of…
Face to Face Printed & Recorded

Broadcast Media (Audio / Visual) Social Media (Digital/Networked)



… and they will soon say: VR is Going to Kill the Arts & Live Experience



InstaConcerto for Mandolin and Orchestra

Tools + New Expectations
Artists Directly 
Engage Patrons

Israeli mandolinist Avi Avital



Messengers > Message

Culture of 
In Social Media era..



Messengers on…





How do we empower 
messengers who tell the 
story of arts in society?

 Culture of Evangelists
Invest in your messengers 

 Design stories to be portable, open 
and ready to be interpreted + shared

 Become more comfortable with 
risks and rewards of less control 



Access Mission: 
Meet Demand 

Guide Outcomes 
focus on Behavior Change

Direction 
of Change 

Measure Outputs
focus on Access & Usage

Mastery Mission: 
Generate Demand 

Success Factors: 
 Tools for Transactions 
 Operational Excellence
 Lowest Cost Ops
 Gather Data for Reporting  

Success Factors: 
 Tools for Relationships 
 Excellence in Innovation
 Bringing the Most Value
 Data + Trust drives Experience Design 

What is new ‘era’ for Presenting Organizations?



Discussion Drivers of Change 



Connected Data Driven 
Experience Design 

Demographic 
Destinies 

Drivers of Change 2017 – 2030 

Place Matters



U.S. = Aging Boomers + Fading Demographic Dividend

Source: populationpyramid.net



Aging Baby Boomer Populations

By 2015
Regional Dynamics

By 2030

60%

consumer spending

40%
wealth65+ pop. 

71MM

SpendingPopulation



By every measure of engagement 
one can think of,  [boomers] do less: 
They vote less, read newspapers less, 
are less apt to join churches or civic 
organizations.

Harvard School of Public Health/
MetLife Foundation (2004)

Risk: Engagement Drop-off



Risk: Meeting a Widening Spectrum of Experience Needs



Network Delivers Independent Living Solutions to Reduce Liabilities & Costs

Aging-in-Place



Experiences for ‘Active’ and ‘Creative Aging’

Melon –Wearables for Focus 



Mobility + Accessibility
Safety, Equity + Access 

Autonomous People Movers Coming Soon!



Local & Crowd Elements

Equity + Social Justice

Involve my Children 



How are you rethinking experiences for 
‘Aging Boomers’ and Millennial families? 



Data + AI Driven 
Experience Design 

Demographic 
Destinies 

Drivers of Change 2017 – 2030 

Place Matters



Third Place 
is a Real Thing 



Pedestrian 
Friendly Zones 

PARK(ing) 



It doesn’t have to be at ‘My Place’ 



“Pop Up” Culture 



Artists Creating Sense of ‘Crowd’ and Place



Live Experiences, Together
People Crave Connections 



Live + Designed Experiences
The Experience is the 
Destination





Escape Rooms



Room Scale 
Virtual Reality 



Digital Fusion
Seamless Transactions



Future of Place 

Expected future

Past Present



How are you rethinking 
‘place’ based innovations?



Connected Data + 
Experience Design 

Demographic 
Destinies 

Drivers of Change 2017 – 2030 

Place Matters



Everyone is talking about Data….



Future shaped by Creepy Lines vs Compelling Experiences 

Source: Walt Disney Company



Context of the Creepy Line

Inevitability of Dealing with the Creepy vs Compelling Line at the..

How do we…
 Balance privacy + personalization 
 Communicate value and benefits in ‘Ask’ vs ‘Reward’ 
 Maintain human-ness side of the relationship



Assumptions for Changes Driving Marketing + Experience Design

Connected Data 
+ Graph Analytics 

Hype or Hope of 
Bots + Intelligent Assistants*



Building a Connected Data Foundation for Marketing + Engagement

Tables = Past Graph Thinking = Future 



What is Happening? 
Connecting Dots to a Growing Spectrum of Data



We are moving beyond rows & columns (SQL Tables)

Graph Database 
= Connected Data



Graph Database = Understanding Relationships + Connections 

Adam 
Edwards 

Actors 
Meetup

Chantel 
Johnson

St Paul 

Music 
Review 

Liked

Node 

Relationship

Liked



Patron Journey Over Time
Graph Thinking Approach to Understanding Patron Journeys 



Graph Capabilities = Mirror the Real World Connections
to Reveal Influencer Profiles, Decision Pathways and Recommendations

2017 – 2025: Evolution of User Friendly Graph Analytics



Graph Thinking + Analytics : 
 Assessment Phase: 

Opportunities + Gaps 
 Data Capture + Privacy Issues 
 Expanding Capabilities: 

Attracting vs Retaining Patrons; 
Showing Experience Pathways

 Foundation for the Future:
Graph Analytics as Foundation for A.I.
 Bots / Chatbots
 Intelligent Assistants  

Connected Data is Your 
Most Valuable Asset 



Discussion 



Re
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s

Urgency 
Not Urgent Urgent –

Critical 

Not 
Ready

Ready 

Somewhat
Ready 

Important

Activity: Survey Leadership + Teams on Emerging Trends 



Activity: Have Teams Write out Job Description for 2020

“I” Shaped “T” Shaped

Skill Sets + Mindsets for the Future

Hiring, Retaining + 
Upskilling Our Talent!
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I-shaped Talent for Performing Arts Teams

Encouraging Depth of Skills that…
 Are in demand
 Looks great on a resume
 Industry or domain-specific
 Shows discipline + commitment
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Broad set of Skill Sets & Mindsets

T-shaped Talent for Performing Arts Teams

Encouraging Breadth of Skills that…
 Appeal to organizations hiring learners
 Embraces curiosity amidst uncertainty 
 Shows desire to integrate solutions

• Service/Experience Design 
• Data Science 
• Design Thinking 
• Visual Communication
• Ethnography 
• New Digital Literacies 

(e.g. Working with A.I.)

• Leadership  
• Values / Ethics 
• VR + AR Storytelling
• Entrepreneurship 
• Behavioral Economics
• Sociology / Demographics 
• Foresight 



Thank you!

Garry Golden 
garrygolden@gmail.com (Two Rs) 

Learn More… 
garrygolden.com/Feb16
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