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A Whole New Mind: Why Right-Brainers Will Rule the Future by Daniel H. Pink*
Abstract:
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“People want to know that you care, before they care what you know.”  In Daniel Pink’s book we are challenged to consider a new way to look at our work, talent and future.  Pink suggests the new forces shaping the Conceptual Age are: Abundance, Asia and Automation.  The book suggests rather than us being left or right-brainers it is the use of both, collectively, that moves us from a world of data or analysis to a world of conceptual thinking or synthesis.  If we increase our skills of observation and listening, if we heighten our abilities of display design, story, symphony, empathy, play and meaning we will transfer from a world of data and knowledge (the what) to a world of being (the “so what”).  Our life will be of engagement or invitation for others to join in our stories rather than one of data collection and report.  We will move to “high concept” - the ability to create and “high touch” – the ability find joy in self and elicit joy in others.   We are challenged by Pink to learn how to “tell stories” and call upon our artistic – right-brain” perspective to move to a state of creativity and invention.

Book Review:

This book begins by reminding us the world has evolved from agricultural to manufacturing to information or data to conceptual.  The future will belong to the creators, empathizers, artists, caregivers, consolers, pattern recognizers, meaning makers, story tellers, big picture thinkers.  It is not the data or statistics we as individuals remember, so much as the stories.  Those attributes, life lessons, expression of feelings and experience that resonates and threads the story teller with the listener.  It is in our focus on similarities of life lessons that we empathize with each other, discern life meanings and design and innovate new solutions.

We are reminded that the three major factors moving us from the data or information age to the conceptual ages is; Abundance – that level of affluence even in today’s global financial crisis.;  Asia – by sheer population alone if 10% of 7 billion Asians go to college that would be 700 million educated persons, looking for higher professional fulfillment and higher living standards.  Today there is an estimated 600 million professional, scientific or technical professional job positions.; and Automation that technology which asks if a task can be “mechanized” or routine functions “programmed” (i.e. call centers, IT jobs, manufacturing).  If so, automation will replace human actions when someone else can do what we’re doing cheaper; when a computer can do what we’re doing faster and if what we’re offering is not in demand.

This calls for us all to transfer our way of being – not just our knowledge.  The Conceptual Age is the ability to be artistic; to detect patterns and opportunities; and to be able to combine unrelated ideas into novel invention.   High Touch calls for us to find joy in self as well as to elicit joy in others.  In moving from the Information Age to the Conceptual Age – we move from a focus on data, information or statistics to the ability to improve our listening and observation skills so that we can learn the story of our clients – those needs to be fulfilled, resources wanting or problems to solve.

To “merge” the left and right brain functions, as opposed to utilizing one over the other, we are called upon to combine our six senses: 

· design – thinking of how the appearance or look of something can be pleasurable – even if unnoticed.  

· story – the unique experience of an individual that describes feelings, needs, situations  or  outcomes
· symphony - the rapport or synthesis to take unrelated information and create a bigger picture.  The focus is on synthesis not analysis of data.  

· empathy -  the ability to show compassion for another.  

· play  - the cornerstone of deriving fun or pleasure from simple activities in life. 

· meaning  - the “new currency”, determining what are people passionate about, what brings fulfillment.

As we move to a conceptual age of thinking, planning and delivering programs and services for our clients it allows us to go to a deeper level, rather than a client’s feelings, or story being an afterthought we lead with the six senses as a whole minded aptitude.  This was demonstrated in the curriculum development in a medical school.  Medical training is very conservative.  It is data based; assessments, evaluations and decisions based on the results of tests and “objective” data.  Pink illustrates how a medical school took 50 students and put them into two groups.  The first group took 100 hours of art as a ways to increase observation techniques.  These students shared how for the first time, they saw the dimension of objects, the space between space, the gradient and hues of colors, the shadings that isn’t always noticed.  The study required the students, while on hospital rounds to spend time talking to a patient, asking for “her or his “story”.  Listening for what someone felt, when it was felt, other feelings, concerns or observations the patient wished to share. This information was to documented in the patient’s chart and used in collaboration with the test results – “hard data”.  The other test group followed traditional residency methodology – read a patient’s test results, wrote orders for additional tests or medicines and on average, spent eight minutes with each patient per round.  Overwhelmingly the patients who had the residents with the art classes and integrated approach (conceptual age) had fewer days for their hospital stays and got well sooner.

How to Apply This to WBCs?  How can we women business centers develop our powers of observations and listening skills to better serve our clients as we teach and counsel our clients?  How can we teach our clients – business owners – how to better listen to their customers?   Doing so will first require each of us to slow down, to think about who we’re seeing, to ask the individual her story, before “writing the orders”.  As we engage with prospective funders or donors we need to articulate their engagement with our women business center as an invitation to “join in.”  We need to establish rapport and connection through our stories, rather than our statistics.  We must raise thoughtful questions, synthesize rather than analyze, raise our levels of creativity and – we must invent! 
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