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FEATURE

Many types of intelligence are required to cope with the 
common perception that time is accelerating, perhaps 

no longer just as a result of aging but also because technology is 
changing the way we process information. We send and act on 
emails in seconds, where once we contemplated a response to 
a letter that took days and weeks to reach us. Today many of us 
struggle to keep up with the unrelenting pace of change as time 
gets taken out of information. 

This is the challenge for today’s researcher who is trying to 
understand data in a sequential and logical fashion. It’s why developing 
visionary intelligence – the capacity to think metaphorically, yet 
objectively – is crucial. Business intelligence can often be too 
static, singular and one-dimensional. It doesn’t provide the same 
kaleidoscopic richness of insight that spherical and holographic 
frameworks do, which emphasise learning through direct experience 
and joining dots to build connections that bring about change. 
They reference and cross-pollinate with other types of non-linear 
perspectives, while business intelligence often separates and isolates.

However, by working with other intelligences such as EQ 
(emotional quotient), MQ (moral quotient) and BQ (body quotient), 
researchers can more readily find the patterns in the seismic shifts 
in culture and link them with deeper human truths. Observatory, 
House of Brand’s team of archetypal and cultural change specialists, 
have utilised these various intelligences on Project Chalice, our 

FINDING  
PATTERNS IN  

THE SEISMIC SHIFTS 
IN OUR CULTURE

Business intelligence can often to be too static and  
one-dimensional, which is why diverse and often unconventional 

approaches are needed, argues Kristina Dryza.

Different  
intelligence types

Emotional Intelligence
Awareness of your own feelings and  
perceptive sensitivity to enable others

Moral Intelligence
Promoting tolerance, maintaining your 
integrity, being honest and responsible 

Body Intelligence
What you know and feel about your 
body, how you take care of it and listen 
to its signals

EQ

MQ

BQ
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foundational qualitative research 
study with cutting-edge millennials 
on their value systems. These agitators 
of transformation, who are driving the 
pace of change in the business world, 
are committed to transitioning from a 
linear to a circular economy – one that 
is both restorative and regenerative, 
not consuming and discarding. These 
millennials have stressed the urgency 
of ethical and conscious consumption 
and a relentless questioning of the true 
human and environmental cost if we keep 
pursuing endless growth on a finite planet. 

While there’s countless data on climate 
change, it’s one’s emotional intelligence 
and subsequent vulnerability and 
empathy that reveals the deeper meaning 
behind macro trends. For transformation 
to occur, emotional investment is crucial. 
As one millennial stated to us, ‘Having 
agency and making the most valuable 
contribution I can make is a priority for me. 
One day my grandchildren are going to ask 
me what I was doing when everything was 
collapsing. This is a significant historical 
time and all of us are implicated in our 
own role, what we choose to do, the social 
contribution we choose to make.’

A motivating, passionate call to arms 
such as this is why we’re so committed to 
exploring the macro shifts occurring in 
society at a meta level and why our research methods have had to 
evolve to incorporate diverse and often unconventional approaches 
so we can access the underlying emotional narratives. We do this by 
not only working with our clients cognitively, but also experientially 
and energetically. 

An example of this is our millennial immersions – workshops 
that dive deep into Project Chalice themes. These consist of 
experiential body awareness exercises, outdoor nature activities, 
interactive storytelling and role playing to help get our clients out 
of their habitual consciousness (living out repetitive, unquestioned 
behaviours) and into symbolic and mythic frameworks (structures 
that engage imagination). Our experience has shown us that only 
once we’ve shifted perception from logical and analytical processes 
to nonverbal, intuitive and holistic ways of perceiving, that our clients 
can begin to recognise possibilities that they haven’t yet previously 
been able to imagine. They get out of a mental world of data and 
facts, and of solely using the past to solve problems, to instead 

experience divergent perspectives that 
ignite limitless potentialities.

My background is as a futurist and I can 
always tell which clients have the power 
to create their future in the living present 
by how they anchor their awareness in 
the here and now. I do this by gauging 
their tolerance threshold to the unknown. 
Something new must come from 
something new – which means being okay 
with the murky vagueness of unchartered 
waters. Admittedly, not always an easy sell 
to clients! 

One way we provide a safe environment 
for clients to explore the unknown is 
through working with emotions, behaviour 
and rituals so we can uncover the perennial 
human truths that exist in uncertainty. 
This type of pattern recognition (rather 
than data projection) allows us to capture 
the essence of culture by tapping into the 
psychological, archetypal and natural cycles 
driving change. It allows us to track the 
shifts in human consciousness and explore 
the light and shadow qualities of these 
patterns.

It’s why we rely so heavily on metaphor, 
symbolism and imagery as they are the 
languages of the unknown. They take us 
to feeling states so we can get a sense of 
what it ‘feels like’ to live through the larger 
play of ideas that shape cultural forces. 

We’re consistently weaving these often-ambiguous elements into 
our immersions as they take clients beyond the limitations of what 
rational data tells them so they can enlist the realm of potentiality 
and exceed habitual thresholds. We also engage the fields of ethics, 
conscience and consciousness as this gives us heart-led insights into 
higher order needs as we help our clients move from ‘knowing it 
intellectually’ to ‘feeling it as a truth’. 

In conclusion, I feel one of the millennial artists we interviewed 
best summarises how to navigate the unknown: ‘If you can’t imagine, 
you can’t create, and the future is always surprising, which means you 
can only meet it with your imagination and creativity.’ It’s not in our 
best interests to meet the unknown with strict 
beliefs and rules, but rather play and artistry and 
with the many types of intelligence that exist. 

KRISTINA DRYZA, GLOBAL DIRECTOR, TRENDS & 
FUTURES, HOUSE OF BRAND GROUP
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Linear 
 

non-linear
Linear

Process of thought following known 
step-by-step progression in a sequential 

manner

One-dimensional awareness

Logic, rationality and analytical thinking 

Thinking in a straight line

Reductionism

Non-linear

Capacity for spiral thought with 
 multiple starting points that extend  

into multiple directions 

Awareness of the consciousness inherent 
in living things, like nature and the land

Intuition, emotion and abstract thinking

Thinking and feeling circularly

Holism
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