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Abstract
This paper charters the human value mega-trends which I expect to
see shaping interactive marketing’s 21st century. The millennial
generation has an extraordinary opportunity to transport our human
qualities and needs through the new media. The perspective taken
focuses on what we will need to edit into the integrity of the two
main corporate intangible assets — brand and knowledge — if the
human race is to grow e-business and e-society in a way that turns
information age networking into the most magically imaginative
time in the history of human enterprise.

Introduction to the author’s mega-trend perspective
and working assumptions
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Understanding today’s bifocal vision of business
leaders and demanding consumers
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‘The new “dot-com” companies (eg Amazon.com,
Netscape.com) are fireflies before the storm — all stirred up,
throwing off sparks. The storm that’s arriving — the real
disturbance in the force — is when thousands and thousands
of institutions that exist today seize the power of this global
computing and communications infrastructure and use it to
transform themselves.’
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A reassuring vision from history: Rediscovering
marketing as a company-wide action learning
process
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The right to self-
service knowledge

Intranet will be
core of interactive
marketing
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The top five human values of interactive brand
websites and how to make most common sense
of them
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E-business and
networking depend
on transparency
of values
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Conclusion
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1 Promise

* alignment = positioning
* brand UOP = unique organising

purpose
* design begins in culture and value

drivers
* employee passion (by action learning)
* high productivity = commitment, true

buzz

2 Trust
* reputation among stakeholders
* value exchange network

— interact lead qualities and
common standard

* profit zones by renewing business cases
* measurement/metrics work back

from identifying promise vision and
missions

3 Knowledge-for-action

* connecting strategic intangibles
– eg people and brands

* innovation focus and time efficiency
* unlearning/change leadership
* ‘hyperarchy’ decision making via

intranet and transparent info systems
* corporate IQ of company and

seamless fit of partner networks/units
* 21st century DNA fitness: ‘value in,

cost out’

4 Community
* brand image => brand relationship

=> brand community (win-wins)
* value chain => value web
* knowledge workers’ ‘community of

practice’

5 Interactivity

* e-business, e-society, ‘nets’
=> the defining 21st century growth

dynamic
* system dynamics of stakeholders who

know how to challenge each other to
get better and do so at electronic speed

Table 1: Five human senses connect architects of 21st century brand knowledge

E-enabled
organisations — A
defining opportunity
for the human race
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