Totem
Cait Stevens

“I may not have gone where I intended to go,
but I think I have ended up where I intended
to be.” – Douglas Adams

The Journey
in Meeting your
Authentic Self
What would I tell myself 10 years ago, if I had the chance?

At the heart of the human experience lies the urge to understand who I am.
One could say that the reason why we feel this urge lies in the reason why we exist at
all; for what would be the purpose of existing if you had all the answers?
We exist to grow, to experience, to feel joy and pain, and to journey towards the answer.
What if you could take some of the weight off of your shoulders?
Let's continue on this journey, but with revitalized energy and motivation.
Let's explore more paths along the way, and not trip on the little things, for the
experience in its entirety is what the journey leads to.
It's time to meet your authentic self, just follow your Totem.
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Motivational
Analysis:
Human Behaviour

The Needs of
the Self

Expansion

Moments

Expression
How does value and need manifest itself to treat the self?

Adventure
Community

Power

Exchange

The Self, the conscience, the soul - arguably all the same
thing if not the ingredients key to who we are.
The purpose of life is unknown, and will likely never be
known, unless you create the definition for yourself.
We are all unique, and one person's opinion on a successful life, or a life well spent will differ drastically from that of
another - both good people, could be equally intelligent;
they are just different, their paths are different.

Self

Wellness

I argue that regardless of who you are, and what value
and need manifest themselves as to you; all people value
themselves, the moments they experience, and the balance of those things of value - wellness.

Freedom

Security
Acceptance

3

Totem

Self Actualizational

Education

Hierarchy of Needs

Realizing personal Potenti
Self-fulfillment
Seeking Personal Growth
Peak Experiences

Quantified Self
Consumerism
Travel

Self Actualization is the journey that I wish to
guide people on attaining.

Wearables
Snapchat
American
iBeacon Airlines
23andMe
IBM

Information Technology
Looking at the Hierarchy of needs, self actualizing is at the top. But is it always present in the
moment that that thing is helping you progress
Consumer Electronics Dove Olay
Instagram
to self actualization?
Entertainment
It is doubtful.
Consumer Products
But There may be a way to get a bit closer to
Merchandisers
Gyms
that being reality. Looking at a few examples of
Internet Services
Apple
industries and products and their place in the
hierarchy show where the value is, and what
Marketing, Advertising Apparel
NIke
markets will be best to research to fully
Twitter
Tinder
understand the motivations to reach this, and
Social Networking
AT&T
the behaviours by which we reach them.
Services
Facebook
Gambling
Tobacco
Transportation

Telecommunications
Health Care

Pharmaceuticals
Food Production
Resource Production
Maintenance

Self Esteem
Confidence
Achievement
Respect from Others

Love + Belonging

Friendship
Family
Sexual Intimacy

Apple
Costco

AIG

Muse

Insurance
Commercial Banks

Esteem

Aetna

Safety

JP Morgan

Humana

Amazon
Pfizer

Apple
Muse

Security of body
Security of Emplyment
Security of Resources
Security of the Family
Security of Health
Security Of Property

Bio + Physiological

Breatihing
Eating
Drinking
Sex
Sleep
Homeostasis
Excretion
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The Value in
Intense Moments
How can we make more intense moments?
Have you ever thought back to an experience when you were a child?
Memories of days when I was young are all in my mind as moments of excitement, happiness, intensity, and eye opening revelation. But did it feel that way then?
Likely not.
In the moment all time is perceived the same as any other moment. The emotions we
feel are based on reaction and experience, and because we had little of that, we perhaps
found that that moment was special. In that moment we learned something, we discovered a universal truth of some sort. These may be just as clear as moments as an adult,
when you received the bad news, you devastated a loved one, you saw something life
changing - now those moments have much more reference material behind them, and
perhaps they are of more value than the equally intense moment as meeting your first
ladybug as a child.
Regardless of how you perceive the value in a moment, it is clear that there are some
that are more valuable than others, and as you age it takes a bit more to create that value.

The First 5 years of your life

Child Development

Childhood through
early adulthood
(6-21)

Youth
Mental Health +
Transitional
Stages

The rest
(22-80)

During
+
After Diagnosis

Entire Lifespan
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Chapters of Moments

How do you gauge the successfulness of your life?

Perhaps it is by the car you drive, the people you love and that love you, maybe its the
relationship you have with your god, the places you've been or the years you've lived.
We are each unique in our perception of success, and in our need to fully grasp the self.
To some it is against all purpose of man to ask such a question, as we are made the
way we are for some divine purpose. To others, the question is irrelevent, and the success depends on how happy they are. But what about those that believe they are enlighted? Does this accomplishment imply happiness? Obviously not. There is much joy
in the ignorance of some things, and many people choose to just be, and to not question
purpose.
So, if someone were to ask you what qualifies a successful life, it may be safe to assume that how much you percieve the experiences and growth you have endured and
explored as valuable, regardless of outcome, time spent, or interactions involved - can
somehow gauge success.
So the review is internal and the material unique; but the categories that guide us in finding balance and taking steps to success can be summarized by 6 dimensions of wellness.
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Dimensions of Wellness

Occupational

How do we quantify the wellness of the actualized self?

Achieving a balance of success in each areas to the level that you
desire can improve the wellness of the self.

Physical

Intellectual

They are each valuable in their own right, but the perception of value
is also integral to achieving wellness. It is not uncommon
Why do we seek wellness?
Achieving wellness of one dimension can have negative effects on
others, depending on factors of contextual situation, motivation, reason etc. Therefore, the day is ever filled with decisions, some with
entirely positive results, som entirely negative, but all to build up a
structure that reaches an overarching purpose.
The health of the body for instance, is sacrificed on those days when
you believe that a sugary snack will be the one thing to pick you up
mentally. Perhaps you sacrificing the stable job you have in the hopes
of completing the level of intellectual mastery that you strive for will
result in lack of financial security at first followed by a happier work
environment, higher pay, or intellectual stimulating challenges.
We all make choices on where to focus the finite amount of energy
we have, and the mental, physical and newly made virtual selves are
all affecting the balance that is the actual self.

Social

Spiritual

Intellectual
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The Duality of Self

The Relationship of being.

The relationship between mind, matter and the place within the universe.
Aristotle and Plato viewed the being as an elaborate arrangement of souls, all unique
and connected. The nurtitive soul of growth and metabolism, the perceptive experience
pf pain, pleasure and desire, and reason.
If these are the ingredients to the soul, then the health of each becomes crucially important, as without 1 the others cannot be. If we are comparing the self to God, or water;
ever existant but in many forms, then what does the age of technology mean for the
self?
Along with the internet, came a new layer of existance. Comparable to that of a character in a book, we fill the pages of the world wide web and devices with the new self. This
virtual being has a mental state, displays physical form, and speaks the same thing the
mind does.
Like with every other discovery or existential argument for being, the behaviours we display in reality able to flourish and evolve at an alarming speed.
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Motivational
Analysis:
Questions

What motivates me?

9

When do I feel a sense
of control?

10

How can I embrace my
stresses?

11

How can I enhance my
abilities above Physical
Wellness?

12

How Do I gauge how
Successful a life is?

13

How can I elevate above
age, Illness and Injury?

14

How Can my Health
and Well Being
Treat Itself?

15

How can my Health
Problems Inspire Pride
and not Fear?
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Emerging
Signals

Emerging
Signals

Quantified
Self

Industries of Self Actualization

Methods of attaining the true self differ on the person, but
looking at reasons why we feel the need to define our purpose,
we create methods that we think will succeed in attaining that.
In the marketplace it seems like the quickest way of defining
the self are in dressing your physical form, and its living space
to visually define what is inside, in mastering a skill and applying
that knowledge to future endeavours, in putting some kind of
number to as much as we can about who we are and how we
function, and utilizing the expansive network of potential self-defining paths that the internet has to offer.
What can the internet of things do to further market the quest for
the true self? What opportunities do the multi-dimensional
intersections between these methods create?

Internet

Education

Consumerism
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Themes in Finding
the True Self
The landscape of Actualizing the Self

The quest for self actualization, answering "the big questions" is a behaviour we have had from the beginning. Once a life form is intelligent enough to become aware of its own existence, it is only a matter of
time until it begins to question "why?".
We do this partially in all things, our internal motivation for all tasks is to accomplish two things: to "complete" your "purpose", and to survive long enough to do so.
We do this in modern times through educating ourselves to create a legacy, quantifying ourselves to perpetuate the illusion of control and knowledge of what we are capable of quantifying, consuming to have
our external manifestations of identity match that which we feel we look like inside, and the internet helps
to catalyse all of these through a faster, more expansive resource to find and display the "Self".
What signals indicate?
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Industries of Value

The markets that create Value through self actualization

The successfulness of a value proposition lies in its ability to provide a platform on which users can
experience the benefit they seek to gain. The "winners" in a market place have a strategic value that
redefines the user experience, by allowing them to manipulate, personalise, leave and re-enter at the
appropriate time and for a predicted reason. We want to know why people lose interest, motivation, intrigue, and we need to allow them to break off or evolve the experience so as to maintain the relationship
and continue to propose value.
The platform by which people discover themselves is complex and immaterial. The quest itself, the late
nights spent discussing existential questions is the thing we can materialise. We do this daily, by buying
the clothes that define us, learning the skills that inspire us, exploit the resources available to us, and
through gaining as much insight as possible into what we are.
Now a value proposition that claims to aid in this journey - is intriguing.
The "Everything connected" Ecology is the connection between people, objects, places and their conversations. But what about the conversations the dimensions of the self could have? What would they say
to each other?`
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Emerging Behaviours

The triggers that represent progress in the quest for the self.

From the methods of grasping the self, new tools to reach it emerge.
Businesses, products, services, many online and many physically interacting with people.
All of which are tools of expression, adventure, learning and communicating.
It is ironic that many people feel like they can only discover themselves through successfully portraying
that to others.
We now know how to "like" people to show appreciation, we "rate" each other on their efforts to show
empathy in their work, "endorse" skills in the hopes that they may endorse you back, and "re-tweet" what
others say to show that we agree with them.
We love to pile up different manifestations of success, of progress and identity.
These behaviours are going into a direction of compartmentalising and structuring up the virtual self as
a rough guide the mental and physical self can keep in mind. The biological aspects of you are complex,
and change without control; humans hate that.
So how can we put this feeling of control back into the hands of the self?
To what end are these efforts for? And what kind of person would you be if the dualistic efforts of the
self could communicate better and work towards a shared goal?
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The Learned
Self
Education

We exist for experience, for progress for mastery.
It gives us intense pleasure to gain control and security through being the best at something, for finding
an application for a skill we truly enjoy, for sharing our knowledge with our children, students, friends, and
perhaps building a legacy so we can feel eternal.
School as a child was a thing of intense disinterest. I want to go out and play! I want to watch the substitute teacher wheel in the VCR and TV cart with a Bill Nye the Science Guy tape in hand. We are told by
parents, teachers and working professionals that we don't enjoy it because we are being unappreciative,
unintelligent, lacking in motivation.
This motivation gap is due to the cookie cutter solution not being effective. We are raised to be "yourself"
but by their definition "yourself" has the same setup as everyone else.
The future of learning is in unique and experiential intrigue and adventure. Finding your fit and building it,
never being wrong because it is a journey. We develop behaviours based on support, on driving yourself
and facing obstacles head on.
In this, we can start to define opportunities and maintain motivation from a very young to a very old age.

23

The Shell of Things

Consumerism

As we grow, we change. The person you were 10 years ago physically change, but neurologically we
maintain our physical manifestation of neurons.
It is vital that we grow, we change what we love, we change our vision, location, our perspective on the
world.
However we cannot control many things about this, and that is both the purpose and the struggle we
face. To make due, with what we budget, we surround ourselves with colors, textures, fabrics, forms, devices etc that make us comfortable, inspire us, and act as a shell that matches who we are in the present
moment.
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The
Quantifiably Qualified
The Quantified Self

I carry out a set of arithmetic and logical operations, automatically.
I am ubiquitous, I am weaved into you, I am an extension of you - I am a wearable.
Wearable computing has existed since the 1980s, with the infamous Casio calculator watch - by today's
standards that is a laughable device, but it was a device of the future then. Wearables exist because we
understood some aspects of our biological, geographical, behavioural and interacting selves enough to
make the numbers in the machines read almost everything. And we all love it.
The boom in wearables could arguably be extended into the widespread adoption of smartphones, and
with them applications and access to websites that can also quantify profiles, queries, and conversations. With this information the applications are seemingly endless for foodies, celebrities, businesses,
and fitness buffs alike.
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Research
Findings

Wellness
Value Path
Motivation

Needs

Behaviours

Values

Physical

Health

Social

Trends

Data

Innovation

Mental

Virtual
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Health as Value

Well Being In the Most Traditional Sense

The obsession with health has boomed in recent years - not that it hasn't always been the most important value creator in any organisms life.
We are born, we experience, we suffer, we get sick and we die.
These truths are unavoidable and yet we spend our lives attempting to cheat them.
This inherent need has evolved into the various health structures of the modern day, the value in insurance and occupational security, the obsession with body shape, the types of resources we consume and
their affects on the body.
And with all these manifestations come stigmas. Being chronically ill makes you a "sad story", being
overweight makes you "lazy", being old makes you "out of date", being young makes you "inexperienced".
In researching health, I focused on the emerging risks and opportunities the driving forces of consumers,
innovation, privacy, regulation, services, goods, payments, technologies, stakeholders and solutions that
are emerging now or are anticipated in the coming years.
How do these things provide value? How do they try, and how do they fail?
What behaviours are not being satisfied, are not yet emerged, and provide a gap in the market that create potential for the growth of my research?
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Health Artifacts of
the Future
Source: IFTF
“Health and Health Care Signals & Forecasts: HC2020”
http://www.iftf.org/our-work/health-self/health-horizons/healthcare-2020/hc2020-4-alternative-scenarios/

What if demands for sustainability require achieving healthy outcomes without harming the environment?
What if new technologies enable us to experience the future effects of present-day behaviour choices?
What if self-tracking goes mainstream and shapes research and treatment practices?
Although the US seems like they may be the healthiest nation in the world, they rank low on longevity, spend
more income on med care than food or housing, more than 130 million suffer from chronic illness, and now 1 in
5 American 4-year-olds are obese. The challenges lie in the traditional hospital centred, 3rd party payer model,
and bad habits developed by people while still seemingly healthy.
Looking 10 years out, a distinctive and guiding strategy can be laid out that lets patterns unfold, and show a
diverse array of responses and innovations on the horizon. Sustaining Environments, Transforming bodies and
lifestyles, making information actionable, ensuring affordability and value, reinventing medical practices, and
connecting work and health categorize challenges. Commons (self help), Markets (dynamics), Policy (government assisted), and science and technology provide the response strategies that inspire artifacts of the future.
The results are very insightful. Participatory tools for identifying environmental health influences, self-organized collectives of patients as a system of support and care, using technology to enable individuals to experience the future effects of bad habits today, widespread self tracking to provide patient-generated information,
payments linked from patient outcomes to ensure improved results and care, persuasive strategies to influence
employee lifestyle choices, bio-marker based tools to screen for future diseases, facilitating holistic, seamless
integration of health and lifestyle data to generate insights, and looking to the brain for solutions, treatments,
preventions and augmentations of health problems elsewhere.
Artifacts of the future included competing public, private, and independent databases, gamify and add challenges to improve engagement, social networking for patient data, federally funded electronic health records,
creating cultures for continuous improvement, smart phone enabled medical devices, GPS enabled asthma
inhalers, emotions travelling along networks, behavioural economics, exercising for both physical and mental
acuity, genotypic diagnostics and risk assessment, individually targeted therapies, sensors to track drug efficiency, platforms for transparency, regenerative medicine, and more.
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Hospital
Game
Source: IFTF "Future of the Hospital Game Report"
http://www.iftf.org/our-work/health-self/health-horizons/futureof-the-hospital-game-report/

IFTF’s Health Horizons Program explores the future of healthcare, exploring the evolution of health and
well-being through technology, food manufacturing, consumer packaged goods, social media, and retail experience.
The healthcare industry is and will always be huge. Modern day communication technology and web platforms
have increased the kind of interaction we can have with each other about health. Three distinct capacities of
hospitals propose challenges for the communities dependant on them: Delivering emergency services, providing impatient procedures and routine screenings, and contributing to the R&D pipeline to advance scientific
discovery and integrate it into clinical practice.
There are challenges in delivering life-saving care with an overpopulated patient queue, who all feel unsatisfied
and uncomfortable with even the shortest hospital experience. In addition to that, the future of big data and
patient genetic and biometric information will need to flow smoothly and to the right people to improve the
circulation of the whole ecosystem.
IFTF groups issues challenges on
1 - Constructing a 21st Century safety-net system that is fair, economically sustainable, and that delivers
high-quality emergency Care
2 - ReImagine the hospital as a canter for community well-being, not just a place to get treatment for illness
3 - ReImagine the hospital as a focal point for closing the gap between scientific discovery and improved health
outcomes
Strategies
1 - Leverage big data, build out emergency prevention services, train smart mobs in ER care, prepare for community disasters, and move but maintain the safety net
2 - Build community wellness villages, restructure payment systems for wellness services, and streamline hospital care for high acuity illness and serious medical conditions
3 - Cultivate a culture of research, make research more open and participatory, operate social laboratories,
gamify research design, and partner with R&D organizations
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Healthcare
Online
Source: Pew Research Center
http://www.pewinternet.org/fact-sheets/health-fact-sheet/

People are generally uneducated, scared and consciously ignorant with some health problems. Many can get
medical attention, but either don’t know the signs of something serious or are too embarrassed to go.
87% of US adults use the internet, 90% own a cell phone, and 58% have a smartphone. (2014)
75% of internet users say they looked online for health information within the last year.
77% of online health seekers say they began their last session at a search engine like Google, Bing or Yahoo,and
13% started at a site specializing in health information, with 2% starting on a more general site like Wikipedia or
even Facebook to inspire a diagnosis.
Most common topics are specific conditions, treatments or procedures, and searches for health care professionals. Half of online health information research is on behalf of someone else, and 26% of seekers say they have
been asked to pay to access something they wanted to see.
Many people do still seek professional help for health, but many gain information from close friends, family and
strangers with similar conditions to themselves. Roughly 1 in 5 of smartphone users have downloaded an app
specifically for health management, and 35% of US adults say they have gone online to try to figure out what
medical condition they or someone else has.
The rise of rating in the professional health care community is also improving as 1 in 5 rate treatments and service providers. As for obtainment and sharing, 7 in 10 adults in the US have tracked their health, and 34% share
it with others, and 26% have observed others experiences with health and medical issues (whether that be a
video on Youtube, a blog or a graphic video).
In addition to this, the records for patients are 50% stored away on paper, some on technology, and 44% keep
them “in their heads”.
Clearly the situation needs to be restructured, but it is clear patients and healthy people are displaying behaviour that is no longer interested in visiting the doctor every time they have an issue.
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23andMe
Source: 23andMe

https://www.23andme.com/en-ca/

23andMe is a personalized DNA service that provides users with an in-depth look at their unique genetic makeup, and provide insight into ancestry, predispositions, allergies, and potential health problems.
I talked with a member who has had their account for 3 years now, and they said the information was insightful,
inspired them to go and discuss their health with a professional; but found that they rarely revisited the service.
The issue with 23andMe is that the cost is too high to spur on billions of members, and that lack of members
make the ancestry and community sections weaker than they could be. The site could be extremely dynamic
and popular, but the applications possible are not explored enough just yet.
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ReWorking Health
New Authorities in a Well-Being Economy

Who will people trust to help them make health decisions?
What new interventions will emerge to transform health in a rapidly expanding marketplace?
How can you use new authorities to improve health in a decade of contested change?
The 4 sources of authority in the well-being economy are computation, narratives, networks, and ambience. These sources will drive the forecasts of 12 new interventions
and each require new skills in order to support health and well being.
Methods of informing and inspiring to think about health in new ways:
What are the disruptive forces that are destabilizing authority in health and well being?
Some examples of cases that need to be reworked:
-Creating Continuous chronic care by engaging people when and where they are
-Enhance early childhood health by identifying upstream intervention that will create
long-term success
-Support end-of-life care by combining health and well-being interventions that create
long-term success
-Optimize workplace wellness by finding new ways to enhance long-term performance
with health
-Build Community health capacities by working with networks and communities to reach
populations in new ways.
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Narratives - Empathy unlocks persuasive communication

Tasks associated with care-taking will become partially or wholly automated, and the
role of people will shift towards making sense out of information generated. We will
design services that will make health experiences more understandable, memorable, and
persuasive.
Uncovering Empowering Identities
Co-Creating healthier narrative for improved outcomes will allow people to see themselves and their place in the world in relation to health outcomes. For example, asthma
sufferers who feel stigmatized are less likely to use inhalers and suffer worse. Likewise
conceptions of masculinity can prevent men from seeking care as they "tough it out".
Amplifying the Positive
Strategically engaging patients in exploring positive emotions.
Health systems will move from focusing exclusively on treating illness, towards a person-centred approach. There will be a new kind of health professional that can focus on
amplifying what is going well, using play and meaningful connections as a way of empowering and engaging patients in a positive way.
Contextualizing Science in Retail Settings
Retail settings create direct-to-consumer health innovations.
Genetic testing companies like 23andMe have been successful in bypassing traditional
medical providers to bring advances in medical and biological sciences directly to consumers. This means fewer requirements to prove efficacy, and more leeway to move
beyond medical necessity, allowing technology and apparel companies to launch consumer health products and new retail models focused on helping customers understand
information generated by the devices.
To tap narrative authority, it is critical to first practice empathy.
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Data

The Value of
Information
1010101000001110010101100101011001010011001001

The Age of information is upon us and it is just the tip of the iceberg.
The Internet is only existed for 35 years, and has spanned over one third of the world
population since 1995. It has changed form and is now acting as a platform for a new
dimension of the human experience.
Everything we can do in real life, we are beginning to work out how to do virtually.
And now, with the rise of the Internet of Things, all things we can do virtually, will be done
physically. We are merging the two worlds, and in that merge we see that the 3rd version
of the self, one that neither Aristotle or Pluto prophesied to become a reality.
This new virtual self acts as a mediator of the digital world for the mental and physical
selves. It provides them with unlimited access to opportunities, but also speeds up the
rate and intensity of risks. We have new channels to learn, find pleasure, excitement,
fear, and pain.
In addition to this experience, the use of data is taking precedence over traditional "materials" that needed to be extracted, refined, processed, packaged, and wasted. Data can
be generated at an extremely low cost, by anyone in the world, it can be as physically
small as a seed and hold tons of information that understands what the senses experience and the most efficient methods of providing that value.
Data will play an integral role in the health care of the future.
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Transforming HealthCare
through better Use of
Data
Source: CSC Global Institute for Emerging Healthcare Practices
http://www.csc.com/health_services/insights

The Next wave of data will be bigger, less structured, and less easily integrated.
Organizations are currently facing an explosion of patient health data that is both people
and professionally generated, massive in size, complex and diverse, organized and managed for rapid processing, gleaning with insights, full of linkages between time and place,
and opened up for more widespread analysis.
Hospitals right now need to become more data-driven. Many currently have enough data
to make some analytic results but they lack the foundational practices to get the most
out of it. Engaging patients "upstream", using incentive programs, and value-based purchasing packages are just a few examples of how.
The 3 major areas of opportunity for enhancing performance of data are in improving
patient care, reducing costs, and managing performance. These things require more
holistic sharing of information, on universally understood structures so as to implement
plans faster.
Data-intensive care will create an infrastructure that considers cost reduction through
bundled payments, financial penalties for monthly readmissions, and reducing cost
through improved accuracy and reduced error. Managing performance between different organizations will combine financial and clinical information in a way that predicts for
both, creating and intelligent and learning health system.
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Getting Value from Your Data

Data-Driven initiatives will have to experiment since the opportunities from data are not
yet revealed. Analytic tools provide organization with 6 key building blocks to construct
opportunity.
Data Governance:
How will the organization collect, maintain, protect and curate data assets; providing
guidelines on sharing data, where it can be done and with whom. Policies, standards, and
business rules will need to integrate analytic and creation support for decision making.
Data Acquisition:
What can emerge from unstructured or semi-structured data? Disparate sources like
patients, homes, caregivers and device are apt to arrive in the form of free text, audio,
video or streams of sensor data.
Data Sharing:
Organizations with large amounts of data only have part of the information needed. They
need to collaborate and cultivate relationships to encourage the sharing of data across
provider, plan and life sciences communities.
Integration:
Internal and external data sources must merge into a single, patient-centric data structure that is optimized for analysis.
Standardization:
Despite numerous standards that have been promulgated, organizations need to carefully select and adhere to common data models to translate information, saving time and
creating more accurate results
Analytic:
The payoff of discovering entirely new things about your enterprise can help monitor,
predicts and optimize financial and operational performance of hospitals.
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Nine out of 10
Websites that are
“Leaking” your Data

Tim Libert, privacy researcher from the University of Pennsylvania has published a
peer-review research document that sought to quantify the "privacy compromising
mechanisms" on the top million websites used worldwide. The results indicate that 9 out
of 10 leak their data to parties which the user is fully unaware of.
"Sites that leak user data contact an average of 9 external domains.... there is one web
taht the user sees in their browsers, but there is a much larger hidden web that is looking
back at them...". No surprise there, and people are not pleased about it.
Companies like Google provide the details of this data extraction in their company policy, but assuming that all users are understanding of what they are providing and how
to stop if they choose, is difficult if not impossible. Companies like Twitter, on the other
hand are leading the industry in respecting DNT (do not track policies), but the real issue
here is the relationship between user and service.
People are very concerned with privacy, but businesses know that the information tracking like this provides can be extremely useful for a variety of applications. The tricky
privacy policies and disingenuous "opt-out" solutions are not the right way to maintain a
stable, mutually beneficial relationship between the parties.
How can user tracking online become something that is widely accepted, expected, and
even sought upon? What kind of benefit can businesses offer to users that persuade
them to become even more active and informative during tasks which they were already
intending to perform?
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Technology

Computation
Source: Chapter from IFTF: ReWorking Health HH13

Discovery, diagnosis and deliberate well-being choices will be shaped by algorithms and
human intuition in a mergance. We will quantify and understand health and be able to
predict disease, understand deep emotions, and provide effective incentives.
Calibrating Pain
Quantifying pain, removing the authority from the individual's subjective experience.
Translating siloed Research into Medicine
Technology tools that enable productive interplay between artificial intelligence and human imagination. With big data, comes intelligent machine learning that help researchers
and health professionals parse through the over-abundance of information to connect
diverse ideas and blend research concepts.
Automating Media Therapy
Programming media streams to improve health outcomes. What are the connections
between media consumption and health? Streaming services and video game manufacturers will generate data-driven play lists, so why can't therapeutic media find its way into
traditional health contexts like hospitals, clinics, and gyms?
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Networks
Source: Chapter from IFTF: ReWorking Health HH13

Cooperation activates previously untapped capacities
Social networks have been full of criticism and stigma towards health, but with new technologies come the ability to be more intimately connected with people. We can establish
a new trust between us to request resources, track and share personal and community
health information, and provide insights and support.
Coordinating Caring Communities
Fostering community for health starts and ends to life.
Preventative health interventions are imperative, and end-of-life care need resources
that are found outside of the health care system. Nursing home environments have so
much potential to build relationships with the community, children's wellness centres,
trauma-informed learning environments, and animal shelters.
Activating community health Libraries
Lending programs become curators of health resources
Religious groups, government agencies, community hospitals, and health centres are
experimenting with lending programs where people can borrow medical equipment that
is too expensive or short term to purchase themselves. New social technologies will
transform underfunded and understaffed programs into robust communities of support
and sharing.
Commoditizing bodyworks
Crowd-Certification Brings bodywork to the masses
Web reviews and word of mouth recommendations help smaller practitioners of Chinese
bodywork to bring pampering services and palliative care to those who need it.
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Experience

Ambience
Design Enhancing
Encounters
Source: Chapter from IFTF: ReWorking Health HH13

Acceptance of the role social, built and natural environments play in the overall health
of individuals and communities will lead to new opportunities that use the environment
to intervene, create dynamic experiences, and tailor themselves to meet individual and
community health goals. Social norms, platforms of broadcasting, and changing demographics will rely on skills to design environments for ambient health and well-being.
Embedding Care Protocol Adherence
Automating adherence and quality standards through the Internet of Things
Demands for process improvements in health care, coupled with the rise of IOT will influence minute to minute broadcasting of provider and caregiver behaviours. These tools
will provide a layer of guidance that nudges the user towards improving care delivery,
and transferring responsibility away from the overcrowded system and onto smart systems.
Personalizing Space for Mindfulness
Workers Design their own Spaces for workplace wellness.
Our new ambient environments will intersect with increasing demands for well-being in
the workplace, and allow employees to promote a healthy space, where they can be
productive and happy. Workplace organized yoga, nap rooms, natural lighting, etc will be
the type of perks used to attract workers to be more productive and find work fun.
Optimizing the Care Effect
Strategically Deploying rituals of Care in clinical Settings
The effects of biomedical treatments can be enhanced or attributed to displays of empathy through the practitioner. Soon we will be able to quantify the effects of different
methods of care, and other non-medical treatments. Use the sensory environment strategically to improve the potency of treatments.
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Insights

Problem
Definitions

Data Obtainment
People love to quantify as much as possible, but the current methods by which to obtain
that data are either clunky and work well, accurate but only with constant manual input of
potentially incorrect information, types of data are separated into different devices, data
types, applications, processes and industries, and the information gained is not being
used to its fullest potential.
Behaviour
People are too scared of privacy issues and the possible end destination of their data to
openly allow most softwares or businesses to take it all, to attach details about them to
it, or even to apply it in ways that benefit the user in the end.
Outdated Institutions
Hospitals are running on old and inefficient methods of both user experience and patient
data processing. They are beginning to see this from both alarming returning patient
numbers, overworked hospital staff, patient care cost going far beyond the living wage,
and more. IFTF has detailed many times that there is room to improve in the relationships hospitals have with a variety of business types to develop solid strategies.
Stigma
We are all causing ourselves more illness and stress as a reaction to our illness and
stresses. For too long we have collectively and unintentionally built a stigma against the
idea of mental and physical health obstacles.
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Solutions

Data Obtainment
- Make data obtainment as passive and enjoyable as possible by building on existing
behaviours and working with unique motivations and situations.
- Aware devices and software should have strategies that can adapt and change interaction depending on context
- Give the power back to the Individual by allowing them to use their data for more creative and innovative things; and make that mutually beneficial with companies who can
use it
Behaviour
- Draw lines with consumers and businesses in mind, What is necessary? What is not?
How can a conversation be made that allows people to think more critically and long
term about everything from personal health to the health of the environment
- Incentive to participate through enticing experiences
Outdated Institutions
- Help professionals become more innovative and flexible
- Create new kinds of relationships. What can a butcher offer an accountant? What can
an astronaut offer a doctor? How can the information be standardised and optimized for
sharing?
Stigma
Redefine what wellness is, as it is more complex than teal shirts, 1970s decor and the
quiet fear of the next bad diagnosis.
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Opportunity

The Opportunities lie in the revitalized image of health, taking a step back from the idea
of the body being gross, the mind being twisted and the virtual being unsafe.
Using old behaviours and new motivations, people will find a new comfort in themselves,
in others and in the journey for what it is.
How can we develop these motivations? How can we best develop and learn behaviours? People need a partner to guide them, not to control them. Something that is more
like that little voice in their head rather than a slap on the wrist.
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Process to
Totem

Define the Selves
Process

Virtual

Expansive in locations, personas, quick to be
influenced by emotions and intrigue.
Good for cataloguing LOTS of data on interests and ideals (eg.
private search vs. Facebook posts).
Many devices available, interface allows for feedback, behaviour is
already learned.
Sources
IOT devices, internet enabled devices, video games,
Risks
Can translate into
mental health problems quickly, fast, lots of
information.

Physical

Touchable, quantifiable, limitations, easy to track, easy to maintain
(devices), slow to
implement changes, genetics and influences make concrete conclusions difficult to
assume.
Sources
Fitness wearables, bio sensitive devices, medical
records, senses, visual,
activity, form.
Risks
Must confirm with
physician before changes can be implimented.

Mental

Delicate, harder to quantify, can be quick and slow to change, subconscious emotions are difficult to remember.
Sources
Brainwave tracking, verbal confirmation and
insights, mental health
records, self perspective
Risks
Should be confirmed with psychiatrist depending on intensity of
use/need.
Requires very unique data set for individuals
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Micro Themes Process
Process
Looking at the behaviours, motivations and problems researched, the following potential themes were developed.
Each are unique in their own right, each having a unique customer segment, and all revolving around a rough idea of the 3
different selves.

Virtual

Physical

Mirror Image

Fluid Self

The online identity is able to mimic your physical and mental self to the
accuracy you specify.

Our digital identity flows through the veins of everything,
just as much as it flows through your body.

Mental
Time is Progress
Time and age are a thing of pride, that you strive to fill
With life experiences and interactions.

Conscience Emergence
The Path

Biometric Archive

Your datebook, passport, credit card, diet, social life etc is now collated.
This allows for optimization in your short-term to long term path.
“What are you in the mood for today?”
“How concerned are you with your estimated fitness level in 6 months?”
“Let me show you your options.”

Adaptive information flows in, throughout, and onwards to lay the next
steps on your path. `
You can access this information and adjust whatever you need, whenever you please.

Biometric Plasticity

Root Mind

Once it leaves your physical self, your biometric data is flexible and
evolving.

Our connected embodiment allow for a long awaited conversation, that
can heal and be healed.
We are connected as a species, as a community, and as identities.
Patterns here provide insight into interactions, environments, and potential threats.

The communication your body has with caregivers, computers, enterprises can allow for some out-of-the-box applications which only another
person could suggest.
Let your data evolve you and those you interact with.

Finally you allow your true self to speak, and it is loud.
You exist to develop the conscience, through emotions, experiences, and
interactions; the limitations of the physical are separate but guided by
you.

The Self Aware Self
The physical form expects and welcomes any obstacles to overcome,
and can mind itself through a constant stream of communication with
identities that help. A mutually beneficial sharing of information, all working for you.

Proprioception
The authentic self is both ever satisfied and ever hungry.
Your position relative to everything else is known, and processed.
You are content, you are all-knowing, you clear the path.
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Meta Themes
Process

Time is progress

The Self Aware Self

Proprioception

Conscience
Emergence

Mind Over
Matter

Fluid Self

Mirror Image

Internet of
Bodies

Digidentity

Root Mind

The Path
Biometric Archive

Biometric
Plasticity
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The value of Totem lies in its goal of finding unique balance in all
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Totem

Evolve the authentic self by allowing the connected
conscious to fully realise the possibilities of physical being

Totem

Who are you?

The human condition is one of exploration, imagination and tribulation. We strive to
achieve great things, each the main character of their own heroic story, but often we find
even daily struggles to be over-cumbering. Stress is a thing we each endure daily, and
it can be a good thing; it can be that force that drives you to achieve and take that next
step.
However, with the plethora of possibilities it can be easy to get lost in one’s own purpose and path. This is where Totum can help.
Totem acts as that little voice in your head that tells you to try harder, to enjoy this moment, to not stress over the little things, and to look ahead. It is a service that knows who
you are and what you feel when you interact with products, places, people and experiences.
Through this wisdom Totem builds a relationship with you, works at your pace and acts
as a planner to more efficiently achieve goals. This information is valuable not only to
you, but to the providers around you that can be more supportive, more successful and a
better fit to you as an individual than ever before.
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Touch

In the home, in the body, in the soul.

Helps you make a stronger emotional connection with all interactions in your day-to-day
experience.
Assists users instantly and learns over time to provide suggestions and
strategies that benefit both the user and the businesses or professionals that can provide solutions.
Working on the specific moment, and amplifying it to provide dimensions of insight for
the user, deepened appreciation, simplification and efficiency.
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Path

A guided Journey through your story.

A guided Journey through your story.
You act as a guide that helps you reach goals, gain insight, and create a sense of
enjoyment in the unique experience that your life provides.
A long term scheduling assistant, goal setter and coach that helps in improving the
motivation and confidence required to reach long term goals.
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Grow

The endless library of unfolding perspectives.

Provide manufacturers of experience with the supplies they need to ensure a more balanced and successful
relationship with the customer.
Organized user data for a variety of applications, and personalized dynamic target
marketing at the perfect moment.
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Market Research

Customer Behaviour Map
Thinking

How do we find Wellness?
Social
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---------------------------------------------------------Intellectual
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Driving Forces

Privacy

Quality

Users do not trust services to not take data, and for good reason
because even the largest companies like Google and Amazon take in
user data, and excuse it in the fine print. They know you don't want to
share, they just hope you care little enough not to look into it.
Better communication and transparency can solve this.

Quality health is opening up about the shared reality of stuggles, taking
steps to removing stigma through conversation

Health data is especially private, but depending on the situation, it could
be vitally useful when given to the right people.

Quality of care can be quantified on levels of user experience, aesthetics, pain level, etc

Quality of health in hospitals can be a positive experience, people currently don’t like the experience and hospitals feel over-cumbered

Wearable, virtual, emotional and locational data can be calculated and
applied to medical treatments

Regulation
CIHI plan to improve comprehensiveness, quality and availability of data,
to support matching services and products to customers.
Companies like Validic are coalescing medical devices, health apps and
wearables and packaging the data for companies
EU regulation is creating restrictions on the transfer of wearable data,
which will let emerging companies get data collection properly, before
any legal issues arise.
There is alot of room for user generated, shared and sold data that is
currently

Capital

Health care capital depends on the regulations of the country in which it
is situated, which makes standardisation difficult

With mobile data obtainment comes the ability to generate large
amounts of data, anywhere
People are very vocal on online forums and enjoy “rating” experiences.
This provides concrete user opinion to create change

Consumers

- People want control over their data for sharing, obtaining and understanding.
- Brand Tribalism and loyalty
- Boom in startups show an interest in consumer investment and support for small initiatives
- Health care is viewed as expensive, inconvenient and stigmatized.

Payment

Hospitals get some money from patient care, others from foundations

In many countries healthcare is done through insurance and providers, who can use more
user data to assess risk and add incentive

Wearables get capital from retail, venture capitalists and from partnerships with compatible businesses, programs and applications

People are more willing to spend small amounts on long term, preventative health care which saves them money in the end
Potential for users to get paid for their user-generated information

Technology

New developments in surgical and medical technologies make treatments faster, less
painful and more effective
With wearables becoming normal, detailed info is obtained constantly
With the IOT devices becoming more prevalent and large companies like IBM and Cisco
buzzing with interest, contextual and situational metrics can be obtained easily
VR and AR are now available to the mass, and have many applications in the medical
market

Innovation

Environmental implications on health can be geo-located and quantified
Networked health allows for data and insight sharing, and group healing
Neuroscience advancements look to the brain to create a new form of treatment, preventions and augmentations for the mind and body Information Ecologies can create and send
alot of information due to the strength of networks and size of data. Employers in Nearly
every industry will benefit from predictive employee health and performance
Personalized medicine through large and private genetic testing companies make your
genetic code mainstream		

Products
The Primary distribution channels for health information can be virtually
anywhere because of the preventative and predictive nature of daily
patient generated data
Many markets are interested in learning new perspectives of similar
clients, and wish to start partnerships of user data sharing
Patients can be located anywhere, their vitals
assessed, and emergencies avoided
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Market Analysis

Customer Segments
The main customer segments for wearables as detailed in the MaRs Market Insights
Wearable Tech report for 2015 are general consumer, fitness and sports, fashion and
apparel, home automation and remote identification, and gaming and recreation. With
non-consumer market segments including defence and security, enterprise and industrial, and of course healthcare. This includes products like Nike band, Fitbit, Jawbone.
Wearables Forecast
This puts Totem in a strategic position by coalescing the two categories. Beacon
technology was forecasted to drive $44 Billion by Business Insider, and Apple and IBM
teamed up to host new apps incorporating analytics and iBeacon products. As for
wearables, the upward trend is clear and rapid, with products like Pebble selling 190,000
units, Samsung selling 800,000 units, and Nike selling between 1 and 2 million
FuelBands. ABI forecasts that the 2018 total shipment of wearables will expand to 134

Totem Market Location
Totem exists in two sub-categories of wearable computing, “Body Monitoring (Health
and
Fitness)” which offer tools for knowing your own mind and body, and “Brain Monitoring”
which deliver biosensors that monitor and learn from the human brain. It is also in the
realm of mobile commerce, mobile marketing, and mobile payments through point of
sale systems. An example of this is iBeacon, developed by Apple, which uses bluetooth
low energy proximity sensing, and an indoor
https://www.macabacus.com/venture-capital/rounds
https://www.cbinsights.com/blog/wearable-computing-startup-investing-declines/
http://www.ibeacon.com/
https://www.marsdd.com/wp-content/uploads/2015/02/MaRSReport-WearableTech.pdf
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Target Market:
Wearables

The target customers in 2015 are 8 Million in the US, with an average age of 36, both
men and women, with higher household incomes, current owners of smartphone devices, and are health and diet conscious. Specified in the MaRS report is also a future
prediction of higher female customers, with income becoming less of a requirement as
processors and sensors drop in price and the age target expands to 25 to 44 years of
age. Although Totem’s services and product are different, our target demographic will be
roughly the same.
Startup’s Totem may model off of are Waterloo’s “Airo Health” which sells for $199, includes applications for nutrition, exercise, stress & sleep and helps post-procedure after
care and other medically focused markets.
In the future, wearables will get even smarter than now, making predictions and recommendations on how to improve based on the data generated - exactly what Totem is
proposing.

https://www.macabacus.com/venture-capital/rounds
https://www.cbinsights.com/blog/wearable-computing-startup-investing-declines/
http://www.ibeacon.com/
https://www.marsdd.com/wp-content/uploads/2015/02/MaRSReport-WearableTech.pdf
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Opportunities + Risks:
Wearables

Most devices in 2015 serve a single purpose, and record and understand very basic
interpretations of the information it records. Wearables will move in the direction of a
platform, with an expansive community of application and data sharing to develop killer
apps and clever uses of the data obtained.
However the risks are high, as hundreds of products enter the market only the
ground-breaking and well structured concepts will seamlessly integrate and inspire new
behaviours in customers. The investments for wearables have dropped significantly in
2015 at $207 Million compared to the $979 million invested the year previous.
The benefits of such flourishing technology and internet markets is that the cost will go
down, causing prices and profit margins to go down, and inspiring more than hardware
retail to monetize new innovations.
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Comparable Companies

Airo Health - Engage Biomechanics

Wearable startup’s that represents similar markets and products will be important to look
at strategies, finance brackets and potential risk and obstacle research for Totem before
exploring investment opportunities.
Waterloo Ontario’s “Airo Health” which sells for $199, includes applications for nutrition,
exercise, stress & sleep and helps post-procedure after care and other medically focused markets, and used resources and mentorship from Velocity Garage. Airo’s focus
is on the user health benefits of stress and mental health, which could benefit Totem in
the handling of such data and privacy.
“Engage Biomechanics” is based out of Toronto, Ontario and started with a funding of
$240,000 with a chest device and application for medical prevention of pressure ulcers.
This York University spin-off has a business model of appealing to institutional buyers
like hospitals and long-term care homes. This type of buyer requires strong relationships
with healthcare facilities, and must have a hand-in-hand partnership to reach success.
This relationship with institutions could be a critical customer segment to Totem if successful, and could provide insight in the different financing and partnership obstacles
institutions present.

https://www.macabacus.com/venture-capital/rounds
http://www.ibeacon.com/
https://www.marsdd.com/wp-content/uploads/2015/02/MaRSReport-WearableTech.pdf
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Influential Companies:
InteraXon
Insight into the mind

InteraXon plays a critical role in Totem’s integration strategy because the technology
required to provide emotional insight needs brainwave sensing technology. The device
itself is called “Muse” and is a brain-sensing headband that consists of a light-weight
headband with 7 EEG sensors designed to detect and measure brain activity, and provide audio and visual feedback displayed on a smartphone or tablet.
Their user goals are to provide real-time information, and to help users understand how
their brain functions and adjust their mind to achieve better results. Their target customers are people trying to decrease stress, and improve cognitive function like students in
exams, parents with stress causing children, and helping the elderly maintain cognitive
function. InteraXon has experienced issues with identifying manufacturers, managing
inventory, community management and finding talent. However in 2013 they closed their
Series A with a $6 Million round of Investment.
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Influential Companies:
iBeacon

“iBeacon is Apple’s name for technology that allows mobile apps to listen for signals
from beacons in the physical world an react accordingly”. This technology allows apps to
understand their position on a microlocal scale and deliver hyper-contextual content to
the user based on their location using bluetooth low energy.
iBeacon was introduced in 2013 at the Apple worldwide developers conference and
has been used in retail stores for mobile commerce, and offering users deals through
mobile marketing. This type of location and context aware technology will play a critical
role in the “Grow” segment of Totem’s experience cycle. But on a microscale. Similar
technologies are Google’s Eddystone, Australian’s DKTOB, and HP Research Lab’s
“CoolTown” technology.
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Customer Segments
+ Scenerios

Touch
Customer
Segments

The
Quantified Self
Seeker

Bio
I love to learn as much about my body as possible, and I want to gain as much insight as
possible. I own every vital tracker on the market and have used every fitness and health
app I can get my hands on.
Problem
Although I love generating data, I have no clue how it works.
The problem is that I need many products and services to make this possible, and although I will put effort in, it is just not possible to track it all.
Solution
I need something that will extensively track my life, everything from my interests online,
my social interactions, my emotional highs and lows, my fitness successes and failures;
all of it.
Channels
My channels are mostly digital, perhaps in store, but personal success stories and intriguing advertisements are what get me the most interested.
Values
I value a complex experience wrapped in a simple package, but with the freedom to let
me use this information for what I need.
Expansion
I am the type to be interested in expanding my utilization methods of devices, and would
likely be interested in buying partner applications, upgrades, etc.
Ceramic sculptures by Ken Price
Title: @erlsn
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The Technology
Buff

Bio
I love the latest gadgets, and will try out anything if it makes me feel like I’m closer to the
future. I expect a streamlined experience, and impressive results and I need something
that will work with all of my Internet capable devices.
Problem
The problem is that the market is flooded with so many products, and all of them do one
thing well and then try to do the rest just to pull in as many customers as possible.
Solution
The solution is to provide a service that knows what technology, behaviour and market
to target, and does it well. I want the thinking behind the data obtainment, processing and
application to make sense and be as stream lined as possible. I am very interested in the
data gained, but I am more interested in how it works and why it has chosen to do what it
is doing.
Channels
I can be found in stores and online, on forums and social media; but I am difficult to persuade that THIS is the product that will change my life.
Expansion
I may even be one of the first to participate in API developing for further products for the
business, and my involvement in forums and in interactions may help build a digital platform without the need for the business to get fully involved.
Photographs by Dan Holdsworth
Title: Lord Kelvin
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The Scatter Brain

Bio
I am disorganized and want to create some order. Even the simplest changes in my day
would make everything run more smoothly, but those small changes are the hardest to
remember.
I really need a friend to provide me with support, and a mentor to guide me through the
little things. I appreciate suggestions and would likely take them into consideration, my
day is already hectic and if it is a good fit (and with Totem it always would be), then I will
take advantage.
Problem
The applications and devices available are too dependant on manual input, and I dont
have time or money to put into professionals to take care of all aspects of my wellness.
Solution
I need something that is easy to pick up and easy to do well. I need to forget about it and
find it there when I need it, always around to catch me if I fall. I am flakey and will need a
push to jump into a new product and get addons, however I am also one of the people
who would benefit greatly from having such a tool in my life.
Channels
I will be difficult to gain as a customer, as I have no previous interest in such products.
Expansion
But if you get me, I will likely be a life long customer. I have the most room to improve
and evolve and just the change in my attitude and confidence may inspire others to ask
what I have been doing to cause such a revelation in my life.
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Touch
Value Proposition

Problem
The Quantified Self Seeker
- Limitations on methods of quantifying
emotions
- Tired of having to use multiple applications
and devices to come to accurate conclusions
- Cannot connect biofeedback with any contextual or situational references
The Technology Buff
- Disappointed by the surplus of devices
on the market that have singular, fleeting
applications
The Scatter Brain
- Perceive day to day tasks are too much to
handle by one person
- Need to be guided through most things
- Gets overwhelmed easily
- Forgetful
- Does not input data manually enough to
create useful data

Solution
Get insight from a variety of methods to create
accurate conclusions for emotional status.
Coalesce many aspects of health into one common application, to gain more perspective, make
connections, and more accurate predictions.

Unfair
Advantage

Customer
Segments

Quantify your virtual, mental and physical
self in a context and
situationally aware daily assistant .

- Constant Flow of information (regardless of
context)
-People are excited about this kind of product
- Quantifiable emotional data
- Many opportunities for marketing revenue

Users age 25 - 40
8 Million US customers and rising
Already owners of a Smartphone or similar
device
Busy Schedule

Give “the numbers” some context, a plot surrounding them that gives even more insight than
what multiple sources can provide.

Segment Personas:

With respect to user interface, make sure
interaction is intuitive and based on human and
biometric essentials.

The Technology Buff

The Quantified Self Seeker

The Scatter Brain

Create value in small moments by making them
more intense.
Create a sense of ease and confidence as a result
of broadened understanding and deepened
knowledge
Natural continuity in app’s interaction with user
to improve accuracy of data

Cost Structure
Research and Development
Data flow Service
Processing Equipment (if product)
Cost of Manufacturing (if Product)
Labor Costs
Monthly Marketing
Monthly Maintenance

Unique Value
Proposition

Channels

Key Metrics
- Matchmaking dynamic marketing for businesses
- Interaction touch point activated suggestions,
games, community and product feedback
- Device software that connects
emotion to experiences and interactions
- Interaction and location based recognition can
be used for future need

Contract Services: -$1,500
Monthly Maintenance Cost: -$550
SEO, SEM, Social Media cost: -$1,000/month
Cust. Acquisition: -$150,000

Revenue Streams

Awareness:
Online Advertising
Partner Store
Tech Blogs / Forums
Purchase:
Online Site
In Partner Store
After Sale:
Website
Deliver:
Digital Interface
Feedback Response

Brokerage Fee
Updates / Upgrades / Applications (like iOS App Store)
Location Based Advertising (like Yelp)
Mobile Advertising (like Atlas Facebook Ads)
Asset Sale (like Amazon)
Usage Fee
Subscription fee

Existing
Alternatives
Compedium of Health and fitness apps
Wearable Devices
Voice Command Devices
Medical Professionals
Secretaries

LVC: +$450,000
Est. Capital Investment: +$200K - $2 M
Est. Round A investment: +$5M

74

Touch User
Scenario
After a night of sleeping and dreaming, I breathe, my heart beats, my brain works
hard, my body is active occasionally during either moments of discomfort or light
sleep when I dream of a moment of panic in from of my classmates. `The noise of
their laughing is disrupted by some bizarre music over the PA system. I storm out of
the room, open the door...
I wake up.
Looking around I ask myself where the classmates have gone and I realize I am in
bed, my alarm blasting. Upon my obvious conscious behaviour the alarm phases the
volume down slowly; “I’m up! please stop..” I say loudly.
Alarm notes my tone, my bed notes my posture, my vitals are displayed on screen at
my desk. “How was your sleep?” “It was alright… all I remember was this presentation
going bad and oh my god, is my presentation today?” Alarm notes my description. “
No, your english presentation is tomorrow, however at the rate you’ve been focusing
on it yesterday I suggest you start working on it asap.”
I get out of bed, the blinds in my room raise and the mediocre winter sun beams
through. My Lamp in the corner, aware of my SAD depressive tendencies adds an
Instagram “Toaster” filter to the glass, the room feels warmer, as if I lived in the sahara.
Exiting my room, I approach the coffee maker, selecting a blend of Starbucks
blonde Veranda roast with a shot of caramel (as per suggested by the machine after
I expressly enjoyed that blend in Starbucks last week), I fill my cup, take a seat at my
desk and feel reborn for just a moment. “Okay time to create this presentation”.
“If you want to go for dinner with Brian later, and get to the gym after, I suggest you
skip Youtube this morning and spend 1 hour on content and 1 hour on formatting the
presentation.” The voice suggests. ‘Alright, I guess you have a point, please block
youtube for 2 hours.”

I begin to write, My notes from class are at my elbow, I love writing on paper for conceptualizing and my voice helps me to note ideas that in that moment i was REALLY excited about.
After 30 minutes, my eyes strain and my posture slouches.
“Get up” the voice demands
“Okayy….”
I exit the room to make some oatmeal. The fridge tells me that I should toss away the brocolii
i bought, and that my gala apple stock is low.
“Maybe you should add a tablespoon of protein powder to the oatmeal today, you look like
you need more iron this morning”
I collect my items, toss the brocolli out, and prepare my oatmeal on the stove. The fridge and
cupboard note what i grab, and the stove confirms that I am making oatmeal to set a timer
and temperature. I love oatmeal, it has been my breakfast of choice all week, and the voice
helps me to keep it from getting bland by making suggestions.
“Berries are on sale at Lucky Moose Grocers on Dundas street, they are in season and at a
good rate.” the voice recommends.
“Sounds great! Add it to my shopping list,”
So far in this scenerio, what data has been obtained?
The kitchen acts as a supermarket catalyst. The coffee maker asks your credit card what
you bought while at Starbucks, and the wearable tracks your pleasure created from it. It then
texts your phone and reminds you that you enjoyed it, maybe add it to your shopping list.
Which you did, and now you can enjoy it at home aswell. The fridge and cupboards note
what food comes in, what food comes out, changes in amount, and dates purchased along
with information about how to store and how long the food stays good. Making recommendations to you through bio feedback and emotional response from experiences had at other
restaurants, in advertisements, blogs read online, etc. This allows for businesses to gain
customer interest at the opportune moment, and for you to get that thing before the moment
is over. It is mutually beneficial.
The stove asks the cupboard and the fridge what you selected, and looks at your interests,
experiences, and selections in the past. It knows you are making oatmeal, and can make
suggestions for items to purchase next time, or on selections in the kitchen at that moment
to elevate the experience. It can ask the wearable while you eat how successful this suggestion was, and can adjust information as need be. All the while adjusting your shopping list to
make sure you cannot forget the items you want.
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Path
Customer Segments

The Strategizer

Bio
I am extremely organized, but need an assistant to keep better track of my progress. My life
plan is clear in my mind, but I will use a micro-analyzing tool as game, or as a social platform
to meet others like me.
Problem
The problem is that my busy schedule requires assistance to keep me on track and I overwork
myself constantly to try and keep up. I love the pressure, but it is taking a toll on my physical
health.
The programs I’ve used are a bad fit, they are either too general or too invasive.
Solution
I need a plan prepped for me, and it needs to fit into my erratic busy schedule. Something passive and low maintenance is best, I will stop using products if the work outways the value.
Channels
I can be found first in line in stores or online for this kind of product, but if I don’t go out looking
for it, I should be found through other services I already use. Fitbit, Nike, Apple, Uber, etc. I love
having control and have my hand in multiple popular applications. I will also be the loudest
when I experience issues or need help, a smooth and interactive online service that maintains
my positive experience as a customer even when I am experiencing issues will keep my reviews positive.

Colored glasses for AOC by Hans Hollein
Title: Ettore Sottsass

Expansion
If my experience is positive, I will be a life long customer. I want to have as many expansions
and partner products as possible, and will expect them to be as solid as the initial product, and
I will expect them to
produce vastly unique results. Keep my intrigued, let me develop my ideal plan by connecting
components others may not consider.
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The Young Duck

Bio
I have the whole world ahead of me, and limitless possible paths to take. I need help selecting one, and I need to become the person I am meant to be, but this task is daunting
and I am unsure how to do it.
Problem
The issue is that I feel under-confident, and overwhelmed at times. I no longer have the
guidance of parents or teachers, and I could really use some support in decision making
or a push in the right direction. I have no experience to relate to, and when hard times
come around my mental health really suffers.
Solution
I need “training wheels” for my life plan. I want to take charge but need to become more
motivated, organized, confident and openness to go with the flow. Something that puts
pressure but releases when I need it will keep me on track.
Channels
I am aware of new technologies around me, but I may be the kind of product that is given
to me as a highschool graduation gift from concerned parents, provided by my university
from a well structured school, or perhaps as a gift to myself as I mature and realise the
mental health issues and planning limitations I experience.
Expansion
I will grow up with Totem by my side, It will be there to connect me to myself like my
smartphone is there to connect me to the world. I will develop as a person and require
more or less in some areas, and possibly new apps, products and services in others.
I eventually will want this for my own children and as long as I have an overall positive
experience, can be trusted as a life long customer.
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The Old Dog

Bio
I am already well in to a particular chapter of my life, but I feel like I am not living up to my
fullest potential. I
Purpose
have an image in mind of the person I want to be and little to no motivation to get there
because of this perception of investment in where I am now.
Solution
To get me out of this situation I need to create behavioural changes that will change my
life. This is a difficult task for me to do because I am so used to dealing with things a certain way. I may cause myself to feel disappointment, hopelessness, and even depression
over this loss of control.
Channels
I would not find this product easily, and may need the push of a corporate employee
wellness plan, or some clever advertising strategy to get me interested.
Expansion
I need a service that starts small and picks me up slowly. I need help making more social
connections, wellness focused behaviour, and positivity and appreciation for the good
things I experience day to day.
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Path Value Proposition
Problem
The Strategizer
- Has plan, and needs companion
- Very busy schedule
- Needs help pacing oneself
The Young Duck
- Lots of Options, no Direction
or Experience
- Needs guidance
- Confusion and lack of control can cause stress
The Old Dog
- Lost years, Lost hope, motivation
- Habits are difficult to change
- Large potential for mental health getting in the
way of growth

Solution
- Provide a companion that users can have with
them during all experiences and interactions
- Sets a pace for the unique user that fits theirs
needs, hindrances, and schedule through descriptive, predictive and perscriptive analytics
- User learning through genetic, behavioural,
and experiential machine learning help more
accurately predict potential “futures” and strategies to get there
- Provide a personal interaction between user
and service, a mutual conversation rather than a
analog inputting of numbers
- Mental health is a key value, the delicate
balance of the unique user is considered in every
interaction
- Remove stigma, add comfort and build confidence
- Allow the user to be in control, act as training
wheels and not as an engine

A guide that shows you the path to take to reach
long term life goals.

Contract Services: -$1,500
Monthly Maintenance Cost: -$550
SEO, SEM, Social Media cost: -$1,000/month
Cust. Acquisition: -$150,000

- Constant Flow of information (regardless of
context)
- Millenials are receptive to
“unusual” behaviour for the benefit of trying
new technology
- Quantifiable emotional data
- Many opportunities for marketing revenue

High-Level Concept

Customer
Segments
Users age 25 - 40
8 Million US customers and rising
Already owners of a Smartphone or similar
device
Busy Schedule
Customer Personas:
The Strategizer

Totem Path = Guide and Planner for your life.

The Young Duck
The Old Dog

Channels
Key Metrics
- Matchmaking dynamic marketing for professionals and classes
- Interaction touch points accumulate learned
information, and use it overtime to affect future
feedback
- Long term scheduler that connects social, digital,
and social media initiated plans
- Long term learning of user wants, needs, habits
and goals

Existing
Alternatives
Compedium of Health and fitness apps
Wearable Devices
Voice Command Devices
Medical Professionals
Secretaries

Cost Structure
Research and Development
Data flow Service
Processing Equipment (if product)
Cost of Manufacturing (if Product)
Labor Costs
Monthly Marketing
Monthly Maintenance

Unfair
Advantage

Unique Value
Proposition

Revenue Streams

Awareness:
Online Advertising
Partner Store
Tech Blogs / Forums
Purchase:
Online Site
In Partner Store
After Sale:
Website
Deliver:
Digital Interface
Feedback Response

Brokerage Fee
Updates / Upgrades / Applications (like iOS App Store)
Location Based Advertising (like Yelp)
Mobile Advertising (like Atlas Facebook Ads)
Asset Sale (like Amazon)
Usage Fee
Subscription fee

LVC: +$450,000
Est. Capital Investment: +$200K - $2 M
Est. Round A investment: +$5M
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Path Customer
Scenario
I am a 27 year old accountant. I am hard working, and have been told all my life to do things in a certain order
and by a certain time. I fear change a little bit, and often seek guidance from others. I did well in university, and
found myself a stable job in a position that pays okay, lets me feel alright, and doesn’t seem to be moving anywhere. I figured since I had checked off certain things from my list, and I am nearly 30 that I would have my path
figured out and I would know who I am by now. However, I do not.
That is, until I embarked on my precog journey.
I am not one to think that fortune telling or premonitions are a thing based in reality at all, but in alot of ways believing in such things do offer a sense of stability. I am far too logical to see a psychic, and feel as though such
guidance would not leave an impression on me that would influence any changes. However, if my older brother
or mother were to say something was going to happen, I may believe them in that moment.
I have been a bit of a social loner lately, as I am fairly new at my job. Atleast that was the attitude I had in
the first month, and now I’ve just let the job take over my leisure time.
“I think it would help you reach your social goal for the month if you would go out. Last time you went with jason
you enjoyed your time, and you were discussing possibly entering a fantasy football league with him.”
“Oh ya! Well thats true, I think it will help me get out of this rut.”
I complete my work, have a meeting with my co-workers, where I am praised for my performance improving,
and because of my increased success with diet, sleep and stress, my attitude and confidence is contagious.
As the weeks progress through the difficult adoption of this latent behaviour, User B is able to communicate and build some short, medium and long term goals with the product. After spending time together, reading
biometrics, noting emotional reaction to interactions, tasks, environments, activities, etc the product can begin
to analyze recurring problems, and can approach the user in a way that feels something like their self conscious
finally speaking up. But with clear quantitative data to back up the argument. Who ever you are now is irrelevant,
the important thing is that you make this day valuable, you receive feelings of success often, and you can feel
in control over the person you want to be and the path required to do so. This interaction can be difficult with
a user like User B, because their perception is that they are “too late” or there is too much risk, and they begin
to doubt their value, and doubt their abilities. Having a tool like this in their lives would help them to have those
small things to look forward to, and to help them learn how to gain control and find success until they surpass
the goals set out to accomplish, and the product can then evolve again to start the next phase of living.

81

Grow
Customer
Segments

The Big Guy

Bio
I am a large corporation and have a brand to protect.
I have a wide array of customers, but customer loyalty is difficult to achieve and the power of emotional relationship and significant associations with my brand are difficult for
customers to have because of my size.
“Positive feelings or heightened recognition for some stimulus, say a brand name, can
be engendered simply through repeated exposure even though the consumer pays little
conscious attention to it.”
- Robert Zajonc’s theory of mere exposure effect
Problem
Awareness is there, the issue is creating a deep-seated genuine loyalty that will influence the customer to choose one major brand over another.
Solution
The solution lies in the creation of intense, memorable moments. If every customer felt
like the focus of the brand’s attention and the purveyor of this significant experience,
then that will make a powerful impression.
Channels
Reach out professionally, create a partnership or attract big names to both help them
improve brand relationship and Totem brand recognition.
Expansion
The relationship could develop into brand partnership owned devices and services.
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The Little Guy

Bio
I am a small business. I may create quality product, provide top notch service, or just be
the most convenient for the customer at that moment; but they cannot find me if they do
not know I exist.
Problem
Location based services and word-of-mouth through social media are my best allies in
creating new customer relationships. But this may not be enough to secure the revenue I
need to gain momentum and create a structurally sound business model for myself.
Solution
The solution I need is a matchmaker of customer to product. If I can provide someone
with exactly what they need in the moment they need it, they will be much more likely to
find and remember me, and it is much more likely that their pleasure from satisfying that
want will be greater than if they found me days later.
Channels
They may reach out to us, but not until we grow in brand recognition and
partnerships. They can be found at their businesses physical location, or we could utilize
social media and SEO and SEM to reach out
Expansion
If the use of Totem dynamic marketing improves their brand recognition and revenue,
their business may grow and either create a risk of losing them as a customer, or the
opportunity of growth into new products, services and
marketing strategies.
CG stills by Zeitguised
Title: Terence McKenna
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The Provider

Bio
I am a protector and safety net for all people.
I need to understand who my customers are better, and I want to create a relationship
between us where they are rewarded for being responsible, and I am more prepared for
when something goes wrong.
Problem
The problem is that people stretch the truth, forget something, and are complex in their
lifestyles and habits. It is difficult to gauge the strategy and success of an insurance plan,
health plan, doctor prescribed treatment etc; if we cannot see how the patient or client is
actually committing to it.
Solution
Through deepened insight and a more trusting relationship between client and provider,
we can benefit both parties with reduced cost, improved results and predictive models
that will allow for better preparation in the future. Health systems strengthening, helping
health workers, healthcare patient care, and corporate strengthening of production and
efficiency through employee health motivation and improvement.
Channels
Institutional healthcare partnerships play a critical role in multiple areas of global health
systems in strengthening the institution as the dynamic health market develops.
Expansion
Partnership with an institution provides Totem with the opportunity for partnership, or
mass user revenue in one customer. This could result in the institutions requiring mass
upgrades, expansion of product and service line, etc.

A series of photographs by Filippo Minelli
http://www.who.int/patientsafety/implementation/apps/global-catalyst-group.pdf
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Grow
Potential Business Model
Problem
The Big Guy - Brand Image
- Difficulty creating an intimate, loyal relationship with
customers
- In the plethora of options and information, advertisements need instinctual and emotion-based perspectives to influence prospective customers

Solution
Make big brands more approachable, relate them
to the experience and the moment rather than
the logo or the company

The Little Guy - Marketing
- Difficulty in acquiring prospective awareness with no
way to provide customers with a subjective experience
to make them stand out amongst the rest
- Lacking in established brand presence

Matchmake unknown, perfect fit connections
between businesses and new customers

The Provider - Client Data
- Insurance Companies want to gain long term and
short term risk associated with clients
- Medical and Wellness Professionals need more
honest insights and execution from patients, to ensure
they are staying on path
- Busy hospitals and too many patients cause stress
and frustration in patients

Predictive Life plan can provide insight in patients
going off path, picking up new bad habits, and
risky behaviour to provide more knowledgable
insight in person

Provide customer experience and insight to apply
to corporate strategy

Unique Value
Proposition

Unfair
Advantage

Customer
Segments

Gain insight on your customers, and create
intense, memorable experiences with them to
create a stronger relationship.

- Constant Flow of information (regardless of
context)
- Millenials are receptive to
“unusual” behaviour for the benefit of trying new
technology
- Quantifiable emotional data
- Many opportunities for marketing revenue

Businesses Seeking to market their brand, or
advertise specific things

Create a stronger association between small
business and the perfect moment

Customer Personas:
The Big Guy
The Little Guy
The Provider

High-Level Concept
Totem Path = Guide and Planner for your life.

Reduce the amount of physical space required for
doctor to patient interaction, reducing strain on
hospitals

Channels

Key Metrics

- Matchmaking dynamic marketing for businesses
- Business motivated feedback and message are tailored for ideal user experience and need satiisfaction
- Long term, short term and surplus of user profiles
are saved, packaged, and provided to provide business with long term forecasting information

Cost Structure
Research and Development
Data flow Service
Processing Equipment (if product)
Cost of Manufacturing (if Product)
Labor Costs
Monthly Marketing
Monthly Maintenance

Contract Services: -$1,500
Monthly Maintenance Cost: -$550
SEO, SEM, Social Media cost: -$1,000/month
Cust. Acquisition: -$150,000

There is potential for overlap between different
customer segments, for example a “Big Guy Provider”, who could take value from implementing
soloutions to different propositions.

Revenue Streams

Awareness:
Online Advertising
Partner Store
Tech Blogs / Forums
Purchase:
Online Site
In Partner Store
After Sale:
Website
Deliver:
Digital Interface
Feedback Response

Brokerage Fee
Updates / Upgrades / Applications (like iOS App Store)
Location Based Advertising (like Yelp)
Mobile Advertising (like Atlas Facebook Ads)
Asset Sale (like Amazon)
Usage Fee
Subscription fee

Existing
Alternatives
Compedium of Health and fitness apps
Wearable Devices
Voice Command Devices
Medical Professionals
Secretaries

LVC: +$450,000
Est. Capital Investment: +$200K - $2 M
Est. Round A investment: +$5M
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Grow Customer
Scenario

I am a large business owner. We have had great success for years and years but we
have bad quarters due to competitors that have similar customer margins as us.
It may not be an issue today, but who knows what would happen if our competitor pulls
out a highly successful campaign next quarter and forces us out of the customer's mind.
This kind of worry is only happening because we have a safe, basic strategy. We have
maintained doing what we do well but the fact that we are not dynamic enough makes
our investors wary.
To improve our dynamism I have joined Totem's grow program.
I selected my focus customer segment, proposed my business model, and listed out
some step by step scenarios where I could define user touch points.
The touch points are crucial for our successful implementation, so we looked at the
touch points of products like ours, compared and then altered them to see what works
best. Once selected we wait for some consumer feed back.
Round 1 took around 47% well, some users had stress points due to reason a, or reason
b. Totem looks at the user, the interaction, the business and the trigger type; and makes
adjustments each time to ensure a good fit.
Ever since implementing we have improved on our customer brand loyalty, and Totem
Path B has indicated that we are stable for the next2 quarters.
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Concept
Journey

The Dynamic Enterprise

To maintain a dynamic strategy, Totem will have to be flexible in its image and material.
This is why I believe it to be a software or a system rather than a physical thing. It could,
however have licensed products and applications under its name that can be updated,
upgraded, personalized, etc.
Totem will differentiate from competitors by not using a scare-tactic or sympathetic
strategy at approaching wellness. It is not clean, boring, safe and clinical.
It needs to be fun, unexpected, plastic and unique depending on the person.
Strategic Imperatives
- Find strong partnerships in unusual industry combinations that together, propose a solid
and innovative plan
- Work closely with government and healthcare realms, along with detailed and active
conumer insight to build up an image of what people actually need - where are the weak
spots in our strategy, and what kind of person spots them?
- Working with a company like Validic, find a good method of coalescing all that
information and turning it into a clever application that is not trying "too much" because
of its stable infrastructure.
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What is new about Totem?

What separates Totem from the rest of the markets it is in is the coalescing of all those
markets. It is acting as a match-maker for a variety of things.
People to things, things to businesses, doctors to gardeners etc.
Totem is the language through which all things can speak, and it can act as a platform
for products to build off of.
The three ideations based off Totem as a platform; Touch, Path and Grow are all
benefited from the other existing, and there is opportunity to create many different
products like them that each do something better than the other.
It is this that keeps Totem in a dynamic strategic position, it is as plastic as a service can
be, and its purpose is this plasticity.
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Product
Implementation +
Experience

In the home, in the body, in the soul.
Helps you make a stronger emotional connection with all interactions in your
day-to-day experience.
Assists users instantly and learns over time to provide suggestions and strategies that benefit both the user and the businesses or professionals that can
provide solutions.

Touch

A guided Journey through your story.
You act as a guide that helps you reach goals, gain insight, and create a sense
of enjoyment in the unique experience that your life provides.
A long term scheduling assistant, goal setter and coach that helps in
improving the motivation and confidence required to reach long term goals.

Path
The endless library of
unfolding perspectives.
Provide manufacturers of experience with the supplies they need to ensure a
more balanced and successful
relationship with the customer.
Organized user data for a variety of applications, and personalized
dynamic target marketing at the

Grow
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Service System
Strategy

User Experience

Prediction Strategies

Motivation
New Wants

Wants

New Goals

Goals

Implementation...

New Behaviour

New Needs

Needs
Experience
Opinion

Behaviour

Interaction
Environment

Interaction...

Influences....

Long Term Strategies...

Electronic Commerce

Insurance Agencies

Prescriptive Sale

Health Networks

Virtual Advertising

Research Academics

Dynamic Target Marketing

Market Researcher

Situation
Influence
Coherence
Inspiration
Obstacles

User Suggestion
Location Based Advertising

Pressure

Influences

Brand Experience
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Corporations
Corporations have taken huge steps in the attention to real health solutions - health is not a trend
anymore. Through a partnership with Totem, a new market for advertising, interacting and building
customer relationships can flourish

Born in hospital, babies are welcomed into a positive, ambient environment. Since the hospitals are
much less busy and many employees are available and able to attend to guests immediatly when
needed, the visits are fast, fun and memorable.

Hospitals
Hospitals act as a biological and patient data crossroad.
Consumer and clinical information is created and sent constantly, and the information gained is
processed and translated for the physician to quickly and comfortably treat the patient.

Schools

The curriculum in most educational systems has taken notice and created user-centered partnerships with digital, automated, social and self-guided learning. From preschool to PhD, students are
assessed daily on their dreams, desires, goals and strengths.

A early childhood plan is offered to parents who wish to join, and it is free. Assistance with shopping, guidance on baby health and child development is provided by the new Telehealth.
Parents are suggested to nurture naturally, and to their schedule, but some Touch suggestions can
aid them in providing the
newbies with independance at a young age.

The first genetic profile was taken in the womb, but is reassessed when the baby is older,
during the same appointment as their first shots.

Born:
February 14 / 2024
06:45 am
Regulators
Validic’s ecosystem of payers, providers, health information
technology platforms, wellness companies, health clubs, consultants, hospital systems, pharmaceutical companies and digital health technologies have successfully partnered with law makers,
health care plans and insurance agencies.

Innovation

Genetic Testing is now as common as getting the flu shot - and arguably easier. All citizens are recommended to get their gene image done bi-annually, and after any notable change in wellness. The
information is owned 100% by the patient, and can be sold, shared or given to physicians when
needed.

Developers

The community behind developers, startups and visionaries is as strong as ever. Linked to the Totem Path plan implimented in school from an early age, anyone with a good idea and access to the
network can share, collaborate, and contact or get picked up by open-source platform businesses
and venture capitalists.

Technology

Devices and wearables have drastically changed form.
About 50% of the major devices in every home are IOT equip, and “wearables” are now either
embedded in seasonal fashion, or embedded into the skin. Batteries are no longer an issue, data
networks are regulated to be free like water, and biometric information is obtained constantly, and
able to be updated digitally, and repaired as you would take your iphone in the the store.
The doctor will see you now.

Corporations are attune with parents and their need for baby products that are healthy, safe, good
for the environment and good for development.
Amazon, Kijiji and H&M backed a furniture and clothing re-life plan where parents can network for
short term baby products from their area - and its as easy as asking a neighboutr for a cup of
sugar.

Privacy laws and interference from corporations, governments, and businesses were given strict,
consumer guided regulations.
Children need to develop naturally, not feeling reliant on technology. The parents however can
reach out to a variety of support groups, social education plans, and short term consumer goods to
create a healthy budget and a healthy baby.

The revolution of play is nearly here for baby.
Brain development is understood deeply and any and all birth defects, disorders, mental handicaps,
etc are able to be treated through play and constant innovation.
Developers with kids can provide new babies with the tools to build self confidence, and growth
without any stigma or fear.
The home is a playground for baby.
Everything from a cardboard box to a mind controlled drone can be used by kids as they develop.
The Internet Connected home is now equipt with Hen, a caregiving expansion of home security
company Nest.
Hen helps parents keep an eye on babies, kids and tips as they grow so the family can feel more
calm and confident that their baby is safe.
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Welcome to adulthood!
Your health data is now available for you to use.
You can save it on file, share it with researchers, or sell it to
corporations of your choosing.
Hospitals are able to schedule you automatically with Path at the first sign of a

Your bad habits have caught up with you...in 8 months that is.
Your physician has contacted you to let you know how your
dynamic Path has shifted in the past 2 months.
The stress of work and school is causing you to sleep less, eat poor quality food, and skip
your fitness plan.
You will not reach your March goal; but not to worry, I have a retrack Plan ready when you
Your Path plan worked, you are in your thesis year at the school of your dreams, with academics you love, and applying the new skills you have to change the world.
You can now work a 40 hour week, travel, or even go back to school if you wish. Path is no
pressure, no judgement, and ever guiding. You can take another walk on path whenever you
need.

School is an experience on personal growth.
In the physical world, you are building valuable social skills,
creating relatioships, and exploring your physical and mental
capabilities. Path Evaluations occur often and can see potential learning difficulties or strengths to alter the learning strategy for maximized confidence, intelli-

Age: 16

You have chosen to purchase your first embedded wearable.
It will help you keep an eye on any medical conditions you were discovered to
have had, and keep an eye on any daily or longterm habits that could develop into
addictions or health problems.
You are in control. Your information is not given without
permission, but Path and Touch both help you to seek help if you need to

Age: 26

Wearable devices are now more interactive and behaviour based than ever. Embedded sensors with haptic feedback and gesture and voice activation allow for seamless, and natural
movements to complete tasks.

Welcome to the world of media.
Businesses are now able to connect with you on a variety of levels; which can be
good or bad.
Companies have had to change their method of interaction, and have made every
experience with them a valuable one through Grow. It is personal, there when the
user actually wants it, and extremely helpful.

Big businesses want to catch up, and little businesses want to
introduce themselves. Grow acts as your saving grace to
complete everything from monotonous tasks to life plans, by match-making you in the current moment to the thing that will solve your need.

As you start to share your information, and interact with Touch access points more
and more, you are not filled with any worry of privacy or security issues. All data is
given a vague anonymous profile virtually, and all tailored Path plans are meant for
your eyes only unless a value proposition catches your eye.

Regulations are now basing several systems on the behaviour
developed in technology and health.
Your insurance provider can tell how risky you are being, your health plan knows if you are
soon to be in danger, and your trainer knows if you are not staying on task or are developing
bad form.

With Totem’s merger InteraXon , iBeacon and 23andMe, a
completely free, open source platform package is available for developers of any
interest. The forum is full of smart applications, improvements, and strategies that,
when linked with their
LinkedIn profiile , allows for budding careers for the developer and innovation for

We are all developers.
All students learn how to code in grade 4, as they learned how to type 30 years ago. The
new language of code has merged into a universal language that allows for easier conversion between
different markets and devices.

Devices are evolving at an extreme pace.
Sensors and processors are insanely inexpensive, data takes up a fraction of the
space as 20 years ago, and the reach of data service providers is limitless.
A renewed interest in convrting technology into a more
biomimetic manifestation is now taking off, the earth can now be better maintained with improved behaviours, knowledge and motivation

Technlogy is continuing to merge with biology.
We are able to go back to a time where technology does not exist through the use of technology - oh the irony. Through both virtual real environments, to revitalized “cities” that have
no personal cars, and ecosystems everywhere, you would never have guessed the size of
the concrete wasteland we once had.
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Next Steps:
Next Semester

In the next semester of Totem's development I will tear down what I made it to be this
semester.
I want to break it to pieces, put it back together and reassess how successful it is with
new scenarios. I want to explore all of the devices required to make the three concepts
function, the numbers and companies behind them, and potential for other products and
services also living on the platform.
Once it is solid, complex, and has a step by step implementation plan and dynamic
business strategy, I want to explore how far I can go to making it become reality.
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