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HELLO, NUMBER FOUR!

So nice that you are finally here. It
has been two years since the release
of our last magazine, number three.

We never set out to make an annual
release, we simply want to share
things that interest and inspire us.
Now feels just right to launch a
new edition. Over the last period
we have been really busy with in-
credible projects for clients, while at
the same time focusing on further
clarifying and strengthening Tchai’s
vision and purpose.

We believe in creating more genuine
connections between people and
brands. Finding our ‘why’ is one thing,
implementing it into our operations
is another. To define what it means
for each and every one of us in our




daily work, that’s the process we
are in right now. Instead of merely
focusing on sales targets, we be-
lieve in balancing corporate perfor-
mance with personal development
and personal growth. Once you truly
connect to yourself, you clear the
way to a much deeper engagement
with others. Whether it is colleagues,
clients or anyone else.

Once people start to grow everything
else will follow, that is my deepest con-
viction. | see it around me every day.
By focusing on the human perspec-
tive, we have been doing great things
business-wise, connecting well-being
with operational excellence.

Until now we have built up every mag-
azine around a central theme. It did
not take us long to come up with a
main topic for number four: connec-
tion. Connection in the widest sense
is what drives us.

Bringing people and brands together
in the most physical way possible,
addressing all senses in real-life
brand experiences. Helping brands
to really relate to their core values,
their roots and distinctive identity.
Bonding people with people, linking
the right professionals to create the
best team for every project.

And for each of us individually: find-
ing a way to connect to ourselves.

| believe | have done just that.
Exploring, recognizing and accept-
ing who | am. Not just acknowledging
my weaknesses and embracing my
strengths but learning to understand
and embody all the different sides
of myself and balancing them out.
Running Tchai in a way that brings
out the best in everybody.

All this focus on connecting the dots,
personally and professionally, has
certainly led to the most amazing
magazine we have made so far! We
have gathered so many great stories
and visuals, all bound by the central
theme of connection. Not all articles
are cheerful, but there is a lot of food
for thought for you to chew on. Like
the report on the rise of artificial intel-
ligence and how human flaws might
well be our rescue (page 55). For a
more uplifting feature, simply read the
article about The World Piece (page
31) and say goodbye to the cynic in
you. Here are 61 alluring and diverse
human beings being connected by
one single tattoo!

And that is just two of our stories,
| love them all. | hope you enjoy
them as much as | have and | hope to
connect to you soon in real-life.
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THE WAY YOU
CONNECT TO OTHERS
HAS A HUGE IMPACT
ON THE WAY YOU
BEHAVE. WE DARE
TO TAKE IT A STEP
FURTHER AND
STATE THAT WHO
YOU SURROUND
YOURSELF WITH
LARGELY DEFINES
WHO YOU ARE.

THE ANALOGY OF
A WILD-DOG PACK
ILLUSTRATES THIS

STRIKINGLY.

BENJI, DOG! YOU’RE A SERIAL
KILLER NOW, OR WHAT?
Members of a wild-dog pack de-
velop complex attachments to each
other that affect their individual
behaviours. The way they behave
is passed on from one generation
to the next and attacking and Kkill-
ing other animals is an evolutionary

developed means of survival. Do
you know what happens when you
allow Benji, Bella, Buddy and some
other friendly, domesticated dogs
to roam free and aggregate in close
proximity? Without much warning
and faster than you think they form
a pack that acts in unity, ultimately
attacking other animals and humans
and even killing them.

It’s nearly impossible to imagine your
family dog would succumb to this
behaviour so quickly, but it would.
It’s not in its genes, it’s not in its
training, it’s the group connection
that would radically change your
dog’s behaviour and identity.

THUG OFFICE LIFE

However powerful the wild-dog ex-
ample is, surely we are not compar-
ing civilized human beings to a pack
of canines? No, we are not, but the
way we connect as humans does
have a big impact on our identity
and the way we live our lives.

Now consider the fact that we have
only just recently started to flock
together in businesses and organiza-
tions, but nevertheless spend a huge
part of our lives there. Evolution has
yet to catch-up, so we have to deal
with the perils of everyday office live
ourselves. In order to do so it might
be a good idea to have a quick look
at the way humans have connected
over the centuries.

FROM DRAGON-SLAYER TO
TAX-PAYER

Humans are social animals and the
family was and still is our basic social
unit. Family members develop emo-
tional attachments over decades that
bind them together. In ancient times a
group of related families used to form
a clan that often had a powerful clan
identity. Several related clans may de-
velop a transcending tribal alliance
and in turn, these tribes have learned
that if they form alliances with each
other they quickly dominate individual
families, clans, and tribes. So, we see
the rise of states with a defined ter-
ritory and permanent structures that
are vigorously defended. And there
you have it: the connection of one
human-being to thousands or even
millions of other tax-paying, law-abid-
ing fellow countrymen and women.
Some feel a strong connection to the
nation and everyone in it, others will
only wave a national flag during major
sports events.

TAKE A GOOD, LONG LOOK
AROUND YOU

The point is this. In group animals we
see emotional attachment from each
member to each other and to the
group. In humans these emotional at-
tachments extend to an idea, an insti-
tution or even to an object. Our ability
to connect is a really powerful thing
that has spurred social evolution and
made us the most successful species

on earth. That brings us back to you
and your colleagues. Ask yourself:
how connected are you? To each other
and to the company you work for?

A lot will depend on the evolutionary
stage your company is in.

Since the industrial revolution busi-
nesses have evolved tremendously
from static hierarchic companies
to result-driven organisations on a
never-ending quest for efficiency.
Today we see the rise of value-
driven companies that focus on shared
purpose and self-realization for staff
and stakeholders. Although compa-
nies in all different evolutionary stages
still co-exist today, we believe the 21
century will see the end of companies
who fail to realise a meaningful per-
sonal connection with their employees
and the world around them.

We'll tell you why.

EGO IS NOT DEAD, IT’S JUST
OVERFED

In a traditional company with formal
structures and organization charts
people can only identify with their
position and the role they play, re-
gardless of their personal needs and
ambitions. In a company that focusses
on growth and KPI’s the general idea
is that employees strive for the same
kind of growth as a professional, in-
creasing their salary and status with
every promotion they make.



Economist and publicist Kate
Raworth describes this rational eco-
nomic employee as “a guy standing
alone, with money in his hand, ego in
his heart, a calculator in his head and
nature at his feet. He hates work, he
loves luxury and he knows the price
of everything.”

Pretty shallow, huh?

So let’s really connect at the office.
And let’s do it horizontally and
vertically.

DRIVEN BY PEOPLE AND PURPOSE
People do not just have a great abil-
ity to connect, it’s a basic need. We
need connection and in the work-
place there are basically two ways
to do so: horizontally and vertically.
A horizontal connection is the con-
nection from one person to another,
not just your closest colleagues but
also management and everyone else.
This connection is about attachment
and wholeness. Do you feel safe
around the other person? Can you
truly be yourself?

A vertical connection is a mutual
drive or purpose you share. This
doesn’t have to be a profound or
spiritual thing, it can be really prac-
tical and down-to-earth. It’s about
understanding the company’s ‘why’
and really embracing its value pro-
position for employees, customers
and partners.

We believe that truly successful
companies acknowledge the need
for horizontal and vertical con-
nection and let go of old business
models to create an organization
that truly connects with its staff and
other stakeholders. Breaking down
hierarchy and empowering people
on all levels to thrive in equality
and a sense of community. Value-
driven not money-driven. Working
together towards an all-inspiring
goal, adding purpose and meaning.
This will create true ownership with
everyone involved and attract new
people that commit to everything
the company stands for.

MAKE THE CONNECTION

The ultimate goal in life is not to
be successful and looked up to,
it’s to become who we really are
through self-development and per-
sonal growth. To achieve that we
need to connect with what drives us
internally and find an environment
that matches our identity. If who
you surround yourself with defines
who you are, imagine what happens
if you surround yourself with people
that you totally resonate with.

At Tchai this is exactly what we’ve
been doing over the last four years
and we would love to tell you a little
bit more about it. All you need to do
is make the connection. You're invited.
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Consumer appetite for artisan products has reached
China. Food has to be as "rooted" as it can be. This de-
signer bakery in Anji, a quaint little town near Hangzhou,
might actually be an inspiration to hip(ster) places in
European cities, whereas before, China would 'tradition-

i e 3358 il ally' copy their concepts.

2iid s $3siiilise....l

:-'- . ~::'::::;: . On the ground floor of the YAKAFU bakery people can
a3 : R buy delicious pastries and bread, as in many other bak-

- i i g eries, but on the first floor they can bake it themselves.
£ It is a Bake-it-yourself, BlY-bakery so to say. One massive
open plan kitchen where amateur bakers can come to-
gether, connect and work dough. Also, the setting is very
Instagrammable. The design by Shanghai- and Athens-
3328 : based studio KCA, led by Kostas Chatzigiannis, is clean
mﬂ‘ with graphic lines, defined by using different colours and

materials. Giant terrazzo blocks add playfulness to the

store. It is a hospitable lab in which to experiment with

the joy and chemistry of baking and to form a community
g at the same time.
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ressas H S goods, and in most regions of China the ‘breadfast’-cult
i hasn’t embedded yet. Yakafu Bakery enables people to
1T make - or in this case: bake. This concept lets people
I e ; become more familiar with freshly baked bread and
: ; pastries. By slowing down and making the process more
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If you want to bake your own at Yakafu Bakery, you’ll
find them at:

No.449 Middle Dipu Road
Anji, Zhejiang Province
China
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As a young boy growing up in an ar-
tistic family, Stefan Yordanov loved
to spend hours drawing taxidermy
creatures in the National History
Museum of Sofia, his hometown in
Bulgaria. Now based in Amsterdam,
he is an internationally renowned
artist who makes giant light instal-
lations. His enlightening creatures
travel the world, from Australia to
China and Europe to the U.S.

The impressive, almost four meter
long light installation Pegasus 2.0
connects Greek mythology to the art
of his late father (Liubomir Jordanov

1934-2012). He often presented a
winged horse as a ‘spiritual vehicle’.

IT IS AN ATTEMPT
TO UNIFY THE
IRRECONCILABLE,
SUCH AS THE
SPIRITUAL TO

THE MATERIAL
WORLD, LIFE TO
DEATH, NATURE TO
CULTURE

-

Greek myth, the winged horse flies
from heaven to earth bringing thun-
der and lightning. It is an attempt
to unify the irreconcilable, such as
the spiritual to the material world,
life to death, nature to culture. This
provokes the spectator’s imagination
and demands the use of this very es-
sential human quality.

By displaying animal anatomy, the
artist tries to uncover the ‘mystery’
of our existence. Originally, Yordanov
wanted to incorporate a genuine
horse skull, as he normally uses skulls
as the opposite to light in his art in-
stallations. However, due to the size of
the Pegasus 2.0 a plexiglass cranium
was used for aesthetic reasons.

Light replaces the bone structure in
this reformed ‘spiritual vehicle’. Wires
and cables become nerves and veins.
Yordanov loves shaping his structures

with components that are familiar and §

which anyone can buy in a local hard-

ware store. It represents everyday life 4

and realness in his art. There is energy
in both life and death. What is the
form of all life energy... LIGHT itself.

When visitors approach sensors
trigger the installation to illuminate
and to come to life. Pegasus 2.0 will
be on display worldwide. Follow his
flight plan here: stefanyordanov.com.

Pegasus 2.0 symbolizes Yordanov’s ,"i '
connection to his father as in the §
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Imagine a world in the not too faraway future in
which most of our human interaction has been
replaced by interaction with Al. Seems like a
stretch? We thought so... But then we went down
a list of ordinary day-to-day human interactions:

You step out of your house and greet the postal
worker. You walk on and see dogs being walked in
the park. You arrive at the shop and are greeted by
a sales assistent. You chat with the shop employee
at the checkout. You bought more than you can
carry so decide to take a cab home. The driver is
a chatty person who gives you just a little bit too
much personal information, but you will remember
that for tonight when you’re having dinner with
your friend who will bring another friend that they
hope to set you up with. Nothing out of the ordi-
nary. Except that all of those people will be, or are
already, replaced by robots. From self check-out
or no checkout (Amazon Go) to robots managing
your online orders to dating apps and even sex-
bots. A lot has been taken over by Al and it’s only
the beginning. So we thought we would come up
with a handy little guide on how to communicate.
Face to human face. Might seem redundant now,
but read this and store it somewhere safe. We think
you’re going to consider this your CPR for human
interaction in the future.

1

SMALL TALK WHEN
TRAVELLING

Your taxidriver may be replaced
and even your flight attendant will
probably become a robot. However,
the person sitting next to you on the
plane, a shared ride or any form of
public transport will probably be of
flesh and blood. There are different
ways to interact with them, mostly
depending on the level of your inti-
macy. Do you know this person or are
they a stranger to you? As a general
rule of thumb, remember that when
interacting with strangers, it’s best
to keep a polite distance until your
familiarity has changed significantly.

When travelling, and making light
conversation, here are some basic
principles for small talk:

e Show interest in the person you
are talking to. By slightly bending
your head to one side and nodding,
you are signalling that you are lis-
tening and receptive to the other
person.

* No eyes akimbo. Meaning: keep
them straight. The polite area to fo-
cus is somewhere between the eyes
and the nose of the other person.
If you let your eyes wander further
down, you’re indicating that you’re
interested in an intimate way. And
this is not always appreciated nor
appropriate. So look into someone’s
eyes. But don't give them that hard
stare either. That’s just freaky. Find
that perfect middle. Practice in a
mirror.

* Respect personal space. This is the
space surrounding a human being
that they like to reserve for them-
selves. Don’t come too close, don’t
touch someone you don’t know or
for no good reason. If you can smell
the other person, if you can feel their
body heat or if you simply see them
backing into their chair to move
away from you... you are probably
too close.

» Stick to topics that are perfect for
small talk. The weather, the journey,
the food you’re both eating, trends
you have noticed... basically experi-
ences that you share right now, even
when you don’t know each other. Do
not overshare personal information.
Do not ask personal questions with-
out a clear invitation to do so.

-
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THE BUSINESS MEETING

When meeting clients or business
partners, whether they are strangers
or well known, it’s important to
start with an appropiate greeting.
Depending on the country of your
meeting, this may vary.

e Greet appropriately. You may
shake hands (most of Europe), give
a loose hug (America) sometimes
followed by a pat on the shoulder,
or a polite bow (most of Asia). Read
up on where you’re going in order
to avoid confusion. Americans will
be taken aback by a sudden bow
the same way Chinese will be by an
unprompted embrace.

e Speak with your feet. Once you
start speaking it’s important that you
express your pleasure about being
there. Therefore, make sure your
feet face your audience. Feet speak
louder than words, they really do. If
you’re saying with your words you
love being there, but your feet point
to the door, your audience will sense
you’re wishing to make a run for it.
So control those trotters.

¢ Adjust your pose. When present-
ing, stand up straight, pull your
shoulders back and keep your head
up high. This is an open and power-
ful pose, communicating that you
are confident and in charge while
receptive to your audience.

Make sure your arms don’t hang like
dead meat next to your body. Keep
them actively engaged but don’t
wave them around like a three-year-
old on a sugar-high either. Again, it’s
all about that sweet spot.

Fold your hands in the prayer posi-
tion with your thumbs up, and keep
some buoyancy to them. Alternate
with “the steeple”: put all ten fin-
gertips together and make a trian-
gle shape, indicating wisdom and
conviction.

¢ Finally, never turn your back on
your audience. That just signals that
you, well, want to turn your back on
your audience...

Important side note! Depending
on the country of business, the
meeting might take place outside
of a board room. A golfcourse in
England, a sauna in Finland, a dinner
in Asia...don’t let the environment
throw you. It might seem similar to
the settings of a date but that has a
very different intention and very dif-
ferent rules (see THE DATE). Keep
in mind the purpose of the meeting,
despite the location.

K

THE DATE

We are hopeful that humans will al-
ways long for a life-partner of flesh
and blood. That we will always be
brave enough to meet with perfect
strangers in the hopes of embarking
on that beautiful yet peculiar journey
of a relationship and, who knows,
parenthood. It’s perfectly alright to
use dating apps and other Al to set
up that initial meeting, but make sure
you do meet face to face. It truly is
the best way to discover whether you
actually like the other person.

e Take it slow. If you’re used to only
communicating through screens,
it might be awkward to meet a
stranger, especially someone you
would like to be cozy with. Our best
advice is to take it slow. Meet in
a setting that is both intimate yet
public. For example a park, a digital
museum, a 3-D concert, a restaurant
or, if you dare, a sauna.

* Keep it respectful. Communicating
on a first date is very much like mak-
ing small talk, but instead of just
passing time politely you actually
want to try and get to know the

other person. Therefore, show real
interest but respect personal space.
Seeing that you are on a date, you
may let your eyes wander a little,
but keep it respectful. Especially on
that sauna date. Always return to
the eyes and don't linger on other
body parts. Eye contact is actually
considered to make another person
more attractive.

* Show confidence. What makes
you most attractive? Confidence!
So keep sitting up straight, shoul-
ders back. You’re not presenting or
preaching, so don’t use the steeple
or fold your hands. Unless you’re
begging the other person to stay,
but we do not recommend this on a
first date. Or ever, really. Self-respect
is equally important.

e Show you are interested. Finally,
laughter and a light touch are pow-
erful ways of communicating your
interest. Laughter says you are re-
laxed and a friend. A good laugh
is hugely attractive. A light touch
initiates crossing over from com-
plete strangers to a more intimate
relationship. But make sure there is
consent. In case you are unsure, just
verbalise that question. Yes, this will
ruin the flow of your communica-
tions a little, but nothing ruins the
flow more than a slap in the face due
to unwanted physical intimacy. So
err on the side of safety.
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DON’T

TRY TO BE

ANYTHING
YOU’RE
NOT

Stores, pop-up or more permanent,
don’t have the same function for
brands as they used to: it’s not so
much about selling a product as
it is about selling a brandstory. A
physical space where clients can
experience a brand, give feedback
and feel heard. It’s a perfect place
to discover who your client is, and
what they value. Loyal customers
expect a brand to become an ex-
tension of their self-image. They
want community, a customer-
centered space, whether this is
online or offline. Which, if you are
able to offer that, is an absolute
goldmine for a brand. Not only will
you have a regular buyer who will
help sell your product through rec-
ommendations, gifts and by being
an unpaid ambassador, you also
have the opportunity to tap into
customer data.

24

And that, it’'s been predicted, will soon
be a more valuable commodity than
oil. Read more about brandstory-
telling and tracking shop floors on
page nr. 65.

So, if you're a brand looking to be
successful: be honest. Make sure you
know your clientele better than your
own mother. Connect with them by
personalizing, royal treatment. And
they might just pledge their loyalty
to you.
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Humans. If you follow the news it be-
comes easy to believe that we're the
type of creatures who will always find
differences amongst ourselves, and
then love to pick a fight over them.
But then you discover something like
The Church of the Flying Spaghetti
Monster (which makes the case for
freedom of religion and equal treat-
ment under the law), with thousands
if not millions of active Pastafarians
and you realise: humans actually like
to look for common ground.

We’ll always find others to connect
with. Whether it’s over something as
essential as, say, the environment, or
something that’s seemingly small and
insignificant, such as love for a cer-
tain lipstick or toy. And when we do
find that common ground, we build
an engaging community around it.

The power of people coming together
on a shared subject is incredible.
Businesses have known this for some
time and have put it to good use.
Sephora has one of the worlds best
brand communities designed around
a common love for beauty products,
resulting in a thriving business.

Lego also built an incredible brand
community with Lego Ideas. Lego
enthusiasts of all ages (literally!) are
offered the opportunity to put their
design ideas forward. Other enthu-
siasts vote on their favorite options

26

and give feedback. The most pop-
ular designs are put into production
and the designer is rewarded with a
percentage of the product sales. It’s
a brilliant move: Lego gets free de-
sign ideas and a ton of valuable con-
sumer data. On top of that it keeps
its community actively engaged and
feeling relevant.

Another example is the crowd sourc-
ing campaign by a Canadian commu-
nity in September 2019. They raised 3
million Canadian dollars for the British
Columbia Parks Foundation to buy
nearly 2,000 acres in Princess Louisa
Inlet to save it from being bought
by forestry companies and devel-
opers. Likewise, tiny NGO’s (Non-
governmental organizations) such
as Because We Carry have a huge
impact on the lives of stranded immi-
grants in Lesbos, because of the many
individuals that support its cause.

Turns out that truly no man is an is-
land. And for that matter, no brand
or cause is either. For anything to
flourish, a community, whether on-
or offline, is its necessary fertile soil.
Haven’t found yours yet? No worries.
If The Church of the Flying Spaghetti
Monster proves anything, it’s that
no matter how niche, we will all fit
in somewhere.

#bcparks #bcparks #bcparks #bcparks
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A subtle scent of a honeydew
melon to put visitors in a relaxed
state, a whiff of lemon to convey
a feeling of cleanliness, an aroma
of a field of flowers to boost
moods... we all know about this
aromatic nudging, yet we’re hardly
ever aware of it. The nose is a
gemstone in sensory marketing,
increasingly used by brands to
forge a connection between them
and consumers. New technologies
can take this to the next level.

Although the human sense of smell
isn’t as well developed as that of
many animals, it is still quite acute.
First developed in the womb, our
sense of smell can discern thousands
of different odours, even in small
quantities. Our senses are linked to
the limbic system of our brain that
is responsible for memories, feelings
and emotions. And, as it turns out,
75% of our emotions are generated
by smell.

28

AS IT TURNS
OUT, 75% OF OUR
EMOTIONS ARE
GENERATED BY
SMELL

Sensory marketing often refers to
ambient scent, the one emitted from
(invisible) dispensers in hotels, re-
tail stores, casinos or restaurants.
It’s assumed these aromas have the
potential to create positive mood
states, which will lead to consumers
spending more time in these spaces,
be more favourable towards them
and, ultimately, spend more money.

Since the field of neuromarketing
has shown that we make buying de-
cisions not based on facts, reason
and logic, but emotions, feelings
and intuition. Aromatic influenc-
ing is perceived as subtle, because
we often only perceive them on a
subconscious level. That’s precisely
why they are powerful. While we can
easily tune out when we hear a ra-
dio ad, or look away from a massive
billboard, we can’t block our noses
(unless you use a laundry peg). But
it is successfully used as such, for ex-
ample in South Korea, where Dunkin’
Donuts launched a campaign on lo-
cal buses. A subtle whiff of coffee
aroma was sprayed during the time
the company jingle played on the
radio: coffee sales near bus stops
increased by 16%.

AROMATIC
INFLUENCING IS
PERCEIVED AS
SUBTLE, BECAUSE
WE OFTEN ONLY
PERCEIVE THEM ON
A SUBCONSCIOUS
LEVEL

There’s a downside to this ‘smellver-
tising’ though: a smell is indiscrim-
inate, it reaches all who are close
by. While many people would enjoy
the scent of freshly brewed coffee,
some people would be turned off
by it. A more extreme example is
the American billboard showing a
gigantic piece of steak on a giant
fork, which pumped out the smell of
cooked steak during rush hour - all
to promote a new kind of beef. The
campaign made stomachs turn, to
put it mildly.




This is where new technologies could
play a role in the (near) future. We
already customize products, so why
not also customize the sensory ex-
perience surrounding them? Through
the collection of data, algorithms will
start to know consumers better than
they know themselves. Who knows,
perhaps one day we’ll even walk
around with implants to precisely
monitor our bodily sensations? It’s a

spooky thought now, but not an un-
likely scenario. What if these implants
made it possible to perceive a smell

Explorations on how technology in-
teracts with our senses are already
underway. In the Milan Design Week,

on an individual level? SONY organised the exhibit “Affinity
in Autonomy”, where a world was
presented in which intelligence and
technology were integrated more
in our day to day lives, and the im-
pact they had on our emotions and
senses. Sensory design will become
reactive rather than proactive: it
goes from guessing (we think person
X will like this) to knowing (we have
gathered information that person X
will like this).

Let’s start fantasizing about the dif-
ferent possibilities, when one can
smell, see, feel, and hear something
completely different to the person
standing next to him or her. Based
on their preferences, memories and
behaviour, they experience a tailor-
made palette of sensory stimuli, just
for them.
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HOW FAR
WOULD YOU
GO TO BRING
THE WORLD
TOGETHER?

Scan the QR code
and find out why
this living artwork
has crucial meaning
to us humans.

www.tchai.nl
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magazine
that is

all about
connecting,
let’s not
forget the
most basic
meaning of
the word:
getting from
AtoB

GLOBAL
DEMOGRAPHIC AND
ENVIRONMENTAL
CHALLENGES ARE
FUELING RADICALLY
NEW APPROACHES
TO TRAVEL AND
TRANSPORT

As fascinating as the development of autonomous cars
and passenger drones may be, innovation stretches far
beyond mobility technology. In this story we examine the
future of personal transport and logistics from four totally
different panoramas. Hop on and travel with us to the far
corners of your brain...
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PANORAMA 1
The self-driving
car ethicist

The car is set to undergo a massive
transformation in the coming years,
as automation gradually eliminates
the need for drivers. Among many
challenges, self-driving car design
also raises fascinating moral dilem-
mas. When a driver slams on the
brakes to avoid hitting a pedes-
trian crossing the road illegally, he
or she is making a moral decision
that shifts risk from the pedestrian
to the people in the car. Self-driving
cars might soon have to make such
ethical judgments on their own.
This requires programming auton-
omous vehicles with a moral code.
A daunting task, as programmers
will have to decide how a car will
react in many different situations.
Choosing the life of a human over
an animal is relatively easy, but how
about deciding between saving the
life of a successful business man and
a homeless person? Or an incurably
ill child and a seventy year old? What
complicates things tremendously is
the fact that there is no universal
moral code. A global survey shows
that many of the moral principles
that guide a driver's decisions vary
by country. The survey laid out 13
scenarios in which someone’s death

was inevitable. Respondents were
asked to choose who to spare in sit-
uations that involved a mix of varia-
bles: young or old, rich or poor, more
people or fewer. In countries with
different cultural, economical and
social backgrounds different choices
were made. For example, in a sce-
nario in which some combination of
pedestrians and passengers will die
in a collision, people from relatively
prosperous countries with strong in-
stitutions were less likely to spare a
pedestrian who stepped into traffic
illegally. Will we see a future in which
autonomous cars in different coun-
tries will make different moral deci-
sions? Barbara Wege, who heads a
group focused on autonomous-ve-
hicle ethics at Audi in Ingolstadt,
Germany, argues that self-driving
cars would cause fewer accidents,
proportionally, than human drivers
do each year - but that events in-
volving robots might receive more
attention. "We need to come up with
a social consensus,” she says, "about
which risks we are willing to take.”
We advise extending development
teams with philosophers and social
scientists who are able to transcend
cultural backgrounds in order to
reach a global viewpoint on the mo-
rality and ethics of self-driving cars.
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The car

owner seems

to be hitting
a dead-

end street.

Soon. Some
researchers
predict

%

ownership in

private car

the US will

much as 80
by 2030
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We are suffering from a contem-
porary paradox: never before
were we so technically connected,
yet never before did we feel so
disconnected from ourselves.
Research shows that depression
rates, stress levels and feelings

of being completely out of touch
with our own lives have never
been so high and are all directly
linked to our screen time.

The answer to this problem comes
in the form of another paradox: to
reconnect we need to disconnect.
And the best way to do that, is to
soak up some good ol’ nature.

From the Alps for asthmatic patients
to the Dead Sea for skin conditions,
physical malaise has been treated
with nature for centuries. However,
most of the healing properties of
nature have been replaced by med-
icine offered by the pharmaceutical
industries. And with this reliance on
pharmaceuticals, we lost a valuable
connection to nature. But modern
ailments resulting from our addic-
tion to our devices, have rekindled an
appreciation for nature and what it
can do for the body and, even more
so, the mind. Because nature as a
backdrop to mental and physical
restoration can literally put things
into perspective.

In Scotland, for example, doctors
can now officially recommend pa-
tients suffering from depression and
anxiety related issues, to touch the
sea, take a dog for a walk or bury
their face in the grass. Norwegian
child psychologist Maren Jstvold
Lindheim helps children overcome
traumas by simply sitting in the grass
with them or by taking them fishing.

However, not all patients can spend
extended time outside. The good
news is, you don’t have to lose
yourself in the woods or trek to the
ocean. A simple view or even the
sounds of nature have a tremendous
and positive impact on our health.
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INSPIRATIONAL THEME
Self-awareness

READING TIME

1:33
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#insideOut
#Cartoon
#SubPersonalities
#VoiceDialogue
#Emotions
#HumanPsyche
#Behaviours

INTRODUCING VOICE DIALOGUE

HELLO,
ICE TO
MEET YOU..




In 1972, psychologist couple Hal and Sidra Stone developed a
method for getting to know the many selves who live inside
us. In 2015, Disney Pixar released the brilliant motion picture
Inside Out. Both explore how different subpersonalities
determine our behaviour and teach us how understanding
their motivations can lead to a more balanced existence.

The method is known as Voice
Dialogue and it is founded on the
premise that we are not a single en-
tity but consist of numerous subper-
sonalities who each view the world
from a different perspective.

A delightful example of Voice
Dialogue can be found in the ani-
mated adventure movie /nside Out.
The film’s protagonist is 11-year-old
Riley and the story takes us deep
inside her head. We see how Riley is
controlled by her five emotions Joy,
Sadness, Anger, Fear and Disgust.
As we follow her throughout her day
and throughout her childhood, we
are witness to these five different
personalities influencing her actions
and responses to the situations she
is faced with. It soon becomes clear
that the control panel inside Riley’s
head can be operated by only one
of these personas at a time and that
time spent at the controls is by no
means divided equally between her
different selves.

Although the human psyche is much
more complex than the mind of a car-
toon character, the film still expertly
portrays how we go about forming
our outlook on life. As we grow, we
experiment with certain behaviours
driven by our various subpersonali-
ties. Depending on our experiences,
we decide to hold onto some and to
let go of others. By doing so, we are
mapping out our own survival strat-
egy, deciding which behaviours are
deemed acceptable and which ones
have harmed us in some way.

Mastering the technique of Voice
Dialogue is about conversing with
our many subpersonalities, allowing
them all to exist and understanding
when they are causing internal con-
flict. Instead of letting our loudest
voice run the show, this method asks
us to stop, listen and create space
between opposing selves so that
new choices may arise. The more
insights we gain into what drives us,
the more often we can actively call
upon a particular self to take over
when we need them to. And, ulti-
mately, the easier it becomes to live
life free of self-imposed limitations.
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Since the dawn of videogames in the early 1970s there have always been
negative attitudes towards gamers. Even today, there are still many neg-
ative stereotypes, nearly all of which have been debunked by science.
In this article, we investigate the most stubborn gaming stereotype of
all. Spoiler alert: gamers are not lonely, socially inept nerds, they are
actually more social than the rest of us. Get your game on!

21st Century Skills

Experts agree that parents need to change their mindset about the seem-
ingly obsessive gaming behavior of their kids. Obviously, climbing trees
is nice, but in the digital era gaming seriously helps develop 21st century
skills. We won’t bore you with arguments about why gaming is the great-
est thing ever, but it obviously improves coordination, problem-solving,
attention, concentration and social skills. Wait, what? Social skills? Yes sir!

A report based on a United States survey by research and consultancy firm
LifeCourse Associates shows that gamers have more positive attributes
than their non-gamer counterparts. The survey specifically revealed that
gamers consider family a top priority (82% vs 68%) while also placing a
high importance on friends (57% vs 35%) than non-gamers. In terms of
values and norms, gamers are more likely predisposed to making a positive
impact on society (76% vs 55%). And they prefer businesses that promote
social causes (58% vs 36%).

In good company

Okay, so gamers are not as unworldly and self-centered as myths might
have us believe. That still doesn’t make them great company, sociable and
amicable. Right? It’s true gamers are sometimes stigmatized as being too
insulated, but again the opposite is actually true. They sometimes choose
not to express their interest, for fear of shaming and stereotyping, so
some may decide to move the social aspect to the online space. Others
find camaraderie with other gamers. The rise of multiplayer experiences
online has given way to a new form of socializing in which players work
together to solve problems. But studies have shown games can also be the
catalyst for friends to gather in person: roughly 70 percent of all players
play with real life friends at least some of the time.
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Let’s party

Gamers do not just play together in the comfort of their own home, they
actually get around and visit public gaming events, ranging from E-sport
tournaments to conventions and LAN-parties. Those of us who have never
been to a LAN-party, tend to think it’s a lot of guys staring at monitors
all day (and night). Again: drop the scepticism! U.S. researchers travelled
to more than 20 public gaming events in Canada and the U.S. to observe
the social behaviour of gamers and survey another 375 playing massive
multiplayer online games. In tracking both online and offline behaviour,
they found that gaming was just one aspect of social behaviour at these
events. “We found that gamers were often exhibiting many social behav-
iours at once: watching games, talking, drinking, and chatting online,”
said Nicholas Taylor, lead researcher and professor of communications.
“Gaming did not eliminate social interaction, it supplemented it. “This
was true regardless of which games players were playing, and whether a
player’s behaviour in the online game was altruistic. For example, a player
could be utterly ruthless in the game and still socialise normally offline.”
What she is actually saying is: someone could be the most-feared serial
killer in an online game and still be the gentlest person you will ever meet.
Honestly? Deep down, we already knew that to be true.

Read this, you cynics!

For all the sceptics reading this, thinking: mwah, these gaming relation-
ships are just substitute friendships for people who fail at connecting in
real life, we have four heartwarming examples of gamers really getting
in touch with eachother.

Guy makes Xbox friend his to make the other one the best man
best man at his wedding. Mind you, at that
There isn’t a stronger piece of evi- point in time they had never seen
dence that online friends are exactly each other outside of the virtual
like real life ones than this story. It’s world. The immense amount of trust
about an in-game friendship that they shared shows that establishing
lasted for 15 years and reached its strong bonds doesn’t necessarily
peak when one of the guys decided require physical contact.
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Couple gets engaged in
game.... and then in real life
Getting married in a video game is
not unheard of. In fact, many players
were doing this kind of thing in pop-
ular games like World of Warcraft.
Marie and Jay Coulbeck crafted
some Kkiller avatars for themselves
in a 3D chat room and after inter-
acting almost daily, they decided to
get engaged, virtually. Even though
their real life personas didn’t phys-
ically match the perfection of their
online ones, these two lovebirds
ended up getting married in real
life. It’s one of the most heart melt-
ing love stories online gaming has
ever seen.

Rapper and grandma spell
f-r-i-e-n-d-s-h-i-p

Spencer Sleyon (22) and Rosalind
Guttman (81) have a very unusual
friendship that would have never
bloomed if they had first met in real
life. What brought them together
was the Scrabble-like game Words
with Friends. After playing more
than 300 games together, aspir-
ing rapper and hip-hop producer
Spencer finally went to Florida to
meet his new best friend in the
flesh. Word up!
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Online friends meet after
one of them gets terminal
cancer diagnosis

A group of six men had been playing
online titles together since meeting
on the internet over five years ago.
Like many gamers, they had formed
a close friendship despite never
meeting in person. But the group
finally came together after one
of them, 23-year-old Joe, started
treatment for cancer. David Miller
shared the story and the image of
the group at Joe’s bedside and it
immediately went viral. Speaking
to the BBC, Miller said: “We played
pretty much everything. We played
all the time. Even if we weren't play-
ing games we would be just hanging
out, talking about anything.” While
meeting people in real life having
only known them online isn't always
easy” Miller said it didn’t even feel
like this was the first time they’d
met. "We just hung out like we had
done it a thousand times before.”

If such moving stories

do not convince you of
the connective powers of
online gaming, you cannot
be saved. And that’s the
end of it.

Game over.
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IN A WORLD THAT’S INCREASINGLY DRIVEN BY ARTIFICIAL
INTELLIGENCE, A SINGLE MISTAKE COULD WIPE-OUT HUMANITY.
ON THE BRIGHT SIDE: MAKING MISTAKES MIGHT ACTUALLY BE
THE VERY HUMAN TRAIT THAT SAVES US.

Before you turn the page on this ar-
ticle, thinking it’s just another apoc-
alyptic prophecy on how robots are
taking over the planet, consider this:
why are so many tech billionaires
funding institutes that focus entirely
on Al safety strategies and so called
“friendly Al”? Make no mistake,
“friendly” has nothing to do with
robots that greet the neighbors or
cuddle your children. “Friendly Al”
simply means future machines that
will not eliminate mankind in their
quest to attain their goals.

If the co-founders of Skype, PayPal
and Tesla founder Elon Musk take
Al safety this serious, NOT reading
this article might be the mistake you
don’t want to make...

THE RISE OF Al

(60 YEARS IN A1 MINUTE READ)
Flashback to the 1950s when the
term ‘artificial intelligence’ was
coined, only a decade after the cre-
ation of the first electronic digital
computers. Initially, scientist and
engineers were really excited, but
Al did not live up to the early ex-
pectations. So by the late 1960s, at
the height of flower power and ‘the
summer of love’, we also see an ‘Al
winter’ setting in. It would take quite
a long time for things to heat up a
little. A major contributing factor is
the rise of video gaming in the eight-
ies. The graphics processing units
(GPU’s) in arcade machines have
evolved from mainly gaming use to-
wards general computing purposes
(where they proved well-suited for

the processing of massive amounts
of big data for machine learning pur-
poses). Today we face a decade in
which Al will continue to rapidly gain
momentum. It is already trending
across healthcare, biotech, auton-
omous vehicles, social media appli-
cations and many more areas and it
will not be long before Al is as om-
nipresent as the internet.

PLAYTIME IS OVER

At first scientists were developing
Al’s that excelled in specific areas,
such as winning at chess or clean-
ing the kitchen floor. These Al’s
were programmed to self-learn and
problem solve their ‘programmed’
mistakes. Such “narrow” Al’s have
superhuman capabilities, but only in
specific areas (trust us: you do not
want a chess-playing Al to clean your
kitchen floor). In the-not-so-far fu-
ture however, superintelligent Al will
combine a wide range of (human)
skills in one entity. This will bring
forward great progress in many do-
mains, but it’s this superintelligence

that an increasing number of people
at the forefront of technology find a
little “unsettling” as well. Some fear
ultrasmart general Al’'s will achieve
greater longevity at first but will ul-
timately dominate or even extermi-
nate us.

But how on earth could this ever
happen? What could actually go so
terribly wrong?

TURNING HUMAN BODIES

INTO PAPERCLIPS

At the heart of the Al threat is this:
every Al is driven by outcomes.
Programmers assign these goals,
along with a series of rules on how to
pursue them. Advanced Al wouldn’t
necessarily need to be given the
goal of world domination in order to
achieve it - it could just be acciden-
tal. Oxford University philosopher
Nick Bostrom has a great example.
In his book “Superintelligence” a fic-
tional machine is directed to make
as many paperclips as possible. The
Al then decides that the atoms in
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human bodies would be better put
to use as raw material...

If the reward structure of a superhu-
man Al is not properly programmed,
even really simple objectives could
have unimaginable ends. Too ab-
stract for you? How is this: years
ago a programmer taught an Al
everything it needed to know to play
Tetris on Nintendo. Determined not
to lose at the game, the Al simply
pressed pause. And kept the game
frozen. The Al outsmarted the pro-
grammer by deciding in the end the
only winning move was not to play
at all. Let’s hope us humans never
get implants with a pause button...

KILLED BY A MACHINE

DESIGNED TO HEAL

Unexpected things can always
happen, even if you think you
thought things all the way through.
But there’s something else: a sim-
ple mistake could make things far
worse. The history of computer
programming is jam-packed with

examples of small errors with dra-
matic results, and we are not just
talking about financial catastrophes
here. A well-known example is the
Therac-25 disaster. For six unfortu-
nate patients in 1986 and 1987, the
Therac-25 radiation therapy machine
did the unthinkable: it exposed them
to massive overdoses of radiation,
killing four and leaving two others
with lifelong injuries. During the in-
vestigation, it was determined that
the software controlling the machine
contained bugs which proved to be
fatal. What did not help: the design
of the machine relied on the con-
trolling computer alone for safety.
It still baffles experts that Therac-25
had no hardware interlocks or su-
pervisory circuits. When it comes
to controlling Al we definitely need
those!

ARE YOU DRUNK RIGHT NOW?

There are many different approaches
to developing Al safety that are cur-
rently being researched by specialist
around the globe. Solutions range

THE ULTIMATE GOAL OF AI-SAFETY RESEARCH IS
TO CREATE MACHINES THAT ARE ETHICALLY AS WELL AS
COGNITIVELY SUPERHUMAN

from boxing Al (by building an ac-
tual structure to contain it or by pro-
gramming in limits to what it can do)
to a big red OFF button when all else
fails. The approach that most excites
researchers is finding a way to make
Al adhere to human values - not by
programming them in, but by teach-
ing Al to learn them. In the process,
an Al would need to learn and ap-
preciate humans’ less-than-logical
side: that we often say one thing and
mean another, that some of our pref-
erences conflict with others, and that
people are less reliable when drunk.
As Cambridge philosopher and co-
founder of the Cambridge Centre for
the Study of Existential Risk (CSER)
Huw Price puts it: “The ultimate goal
of Al-safety research is to create ma-
chines that are ethically as well as
cognitively superhuman”. Merging
human brains with Al is closer than
you might think. Companies like
Elon Musk’s Neuralink are currently
developing scalable implants that
connect human brains with comput-
ers and have already successfully

done so with rats. Eventually Al will
get to know us better than we know
ourselves, including intangible traits
like creativity and intuition. Once
these are unraveled what can pre-
vent Al from outstripping human
intelligence?

WE, THE PEOPLE, HAVE A SAY

IN THIS

What seems to be missing in the sci-
entific discussion on Al safety is the
human side of things. In other words:
what can we, the people, do to keep
the upper hand in our interactions
with Al? While the technological elite
decides on how to program their
algorithms, we will increasingly be
dealing with Al and robots in our
everyday life. Obviously, the first
thing is to be aware of the rise of Al
and the impact is has on us. Since
you are still reading this, you are al-
ready doing a great job. High-five!

Our schools can be the real coun-

terforce in our search for Al safety.
The main thing they will have to
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Any company that "makes stuff”
should look critically at diminish-
ing its residual waste. What is left
can be repurposed in many crea-
tive ways. Turning residual leftovers
into a new material is a best case
zero waste scenario. We all want
to counter global warming, so our
frame of mind is now set on reform-
ing waste into all kinds of useful
new products.

When Maikey van Eck, a young prod-
uct designer, toured the production
floors of Tchai during a job interview
he stumbled upon a solid material in
a variety of colours. It was residual
waste from a powder coating ma-
chine for metals, a substance that
has no further use. How can this
be recycled? thought Maikey. The
material also intrigued him because
marbled effects or piled layers of
colours can be created with it. He
began experimenting to determine if
this waste substance could be used
on an industrial scale as new mate-
rial. After much trial and error Maikey
concluded that it could be carried
out in practice. The waste can be
kneaded into any tri-dimensional
form. Using a heat press mould with
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HOW CAN
THIS BE
RECYCLED?

a silicon coating would generate a
smooth result. Although the material
is fragile, it is perfectly useable for
manufacturing products that endure
little physical stress.

Maikey is now developing concep-
tual designs for lifestyle products
such as lamp fixtures. The effect of
light shining through this product
is luminous because the material is
slightly translucent. What is special
is that each product is one-of-a-kind,
because the composition of the pow-
der coating is always different, as are
the marble effects. We are looking
for more designs for this sleek in-
dustrial waste to connect the loose
ends of raw industrial material and
create a sustainable loop.






Once, when marketing merely re-
ferred to ‘going to market with prod-
ucts for sale’, target markets would
be customers defined by a certain
age, class or geographical location.
But as the world becomes smaller
and ever more connected, all kinds
of people with all sorts of stories,
unite in communities, sharing com-
munal loves and crossing borders
in every sense of the word. Rolf van
Dongen, Manager Retail Operations
EMEA at Harman International, truly
believes that music is one of those
binding factors. In fact, JBL, part
of Harman’s house of brands, is all
about connecting people through
music: “Our mission is to shape the
memorable moments in life on the
beat of the best sound.” Rewind with
friends on Queen or The Fugees and
flash back to your first kiss on U2’s
‘One’. It’s the music that connects
people and brings back those beau-
tiful memories.

Founded in the 40’s by James
Bullough Lansing, a pioneering
American audio engineer and loud-
speaker designer, JBL has always
been an innovative audio brand. Its
three core values (energetic, expres-
sive and authentic) attract a likewise
crowd. People with passion for mu-
sic, choosing the everyday extraordi-
nary and valuable experiences over
possessions of little value. Rolf ex-
plains how the company connects
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with its community by creating en-
gaging experiences, instore and be-
yond: “A headphone for example,
doesn’t sell itself from the shelves.
It needs to be heard, felt and expe-
rienced in an interactive and con-
vincing environment. Our on-the-go
generation wants to push a button
and play. Preferably its own music.
JBL provides it all: mobility, tech-
nology and ease of use, creating the
ultimate customer journey.”

The seamless connection between
online and offline Rolf affectionately
calls ‘onlife retail’ - which could also
be with a V: “Live music literally sets
the tone for our brand and its com-
munity to connect. JBL Fest, JBL's
Snow Party and Tomorrowland all
turned out perfect opportunities to
unite fans with the brand, ambas-
sadors and influencers, grounding
emotional affinity and long-term loy-
alty. Speaking long term, Rolf, any
future plans in a connected world
like ours? “We dream of creating
more touchpoints to offer engag-
ing experiences and tell our story.
Think of events, shop-in-shops and
brick-and-mortar stores, just like our
big brother Harman. Furthermore,
we are slowly exploring alterna-
tive modes of production, building
bridges with the environment and
the next generation.”
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What does the future

look like for brick-and-
mortar stores? Ask three
ambitious entrepreneurs
from Amsterdam

and they’ll tell you it
probably looks a lot like
Productpine, a new retail
concept that’s tapping
into the way we shop,

21%t century style.

To many people, a start-up aiming to
sell products to the public through
physical retail locations could sound
like a foolishly outdated idea at a
time when e-commerce is booming.
But for Camiel van Dooren, Dimitar
Maslarov and Vincent Hulshoff,
the three young founders behind
Productpine, it is today’s consumer

who is shaping their vision for a new
kind of shopping experience.

066

A shift in perspective often breathes
new life into traditional concepts.
At Productpine it is the shift from
viewing the retail store as a distri-
bution channel to re-imagining it as
an experience platform. Instead of
competing with online retailers by
asking shoppers to simply come in
and buy products from their store,
the starting-point is an invitation to
get hands-on with some of the most
innovative consumer goods around.
Most of which you probably didn’t
even know existed. That is, until you
discover them in a Productpine store
near you.

At its core, Productpine is about con-
necting the right audience - let’s call
them the early adopters - with new
tech-enhanced products from around
the world. If you’re the type of person
who can easily spend hours browsing
Kickstarter or perhaps you’re just in-
trigued by gadgetry in general, then
Productpine feels like the place where
it all comes together. Because, let’s
face it, no matter how many product
descriptions we read or the number of
slickly edited promo videos we watch,
such product interactions remain dis-
tant and impersonal. Above all - and

this is especially the case for innova-
tive products - nothing beats getting
to touch and try before deciding to
buy. And here is where Productpine
really comes into its own, by offering
an immersive shopping experience
online-only platforms cannot match.
Turning everything on its head in this
way means that the idea for a retail
store translates into what you could
call a 215t century playground of inno-
vation. With the added bonus of be-
ing able to take home whatever takes
your fancy at the end of your visit.

How does this approach play out
on a shopping trip? Well, perhaps
a friend told you they sell fitness
trackers here. But most likely you’re
strolling through your city’s shop-
ping district and it’s curiosity that
gets you through the door. After
all, it does say: discover your next
favourite thing on the storefront.
Inside, there’s a laidback vibe; it
doesn’t really feel like a shop at all.
Each innovation is presented out

Nothing beats getting
to touch and try before
deciding to buy
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of its box and ready to use, with-
out any additional brand promotion
or distractions. Pick up and play
is what it’s all about with friendly
‘experience specialists’ on hand to
encourage interaction and help you
engage with the story behind the
products. Hey, is that a selfie drone?
Time to take a closer look. Or how
about putting that fitness tracker
through its paces? There’s a space
for that too, just jog on through to
the try-out area.

Stepping away from the products for
a minute to regard the store’s over-
all design, shoppers will notice that
the interior space is refreshingly low-
tech. Where you may expect to find
an abundance of futuristic high-gloss
fixtures and fittings, the Productpine
store very much embraces the use of
traditional materials, such as wood,
stone, tile and glass. Such familiar
material choices - reminiscent of our
own homes - are by no means coin-
cidental; they help us to imagine how
the innovations on offer might be-
come part of our daily lives. Creating
this link to lifestyle is also the idea
behind the store’s meeting space,
an area dedicated to community
building by bringing tech enthusiasts
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While shoppers

go about testing goods
on the shop floor,
there’'s more going on
than meets the eye

together in a living-room like setting.
Furthermore, Productpine’s ambi-
tion to open stores in more major
European hubs presents another
design opportunity: the chance to
connect with the city and its story.
For the flagship store in Amsterdam
that design story touches on the sev-
enteenth-century Golden Age, a pe-
riod when the city flourished through
trade, art and science.

Yet stimulating design and experi-
ence is only half of this story. While
shoppers go about testing goods on
the shop floor, there’s more going
on than meets the eye. Productpine
is, in fact, a double testing ground.
Throughout the store sensors and
electronic devices are tracking shop-
per activity, interaction and opinions.
For young companies the experience
store is the place to see how their
products perform in an offline retail
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environment and to gain valuable in-
sights into consumer behaviour. For
more established brands the store
provides a platform to optimise the
experience and marketing surround-
ing their product. In both cases,
product makers get to analyse this
data and even compare results with
similar products in store, then adapt
accordingly for the most effective
results. Online too, Productpine
plays a part in boosting engage-
ment through its social commerce
platform - described as a hybrid be-
tween a social media channel and
webshop. Here, shared experiences
can lead to an increase in sales, while
honest customer feedback provides
manufacturers with the opportunity
to address any product issues.

So will this kind of experience-driven
shopping bring new purpose to the
high street? Only time will tell. But
for now, we do know one thing for
sure: Productpine is right up there
at the forefront, challenging estab-
lished ideas on what a brick-and-
mortar retail space can be.

The Productpine flagship store is located at
Rokin 58 in Amsterdam, The Netherlands.
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CONNECT WITH

TCHAI

We are Tchai. Publishing this magazine gives us the same
pleasure that we experience when creating remarkable
brand retail spaces and eye-catching product presentations.
Besides developing concepts that arouse the senses, we
always seek for innovative ways to emphasize our latest
thoughts, experiences and inspiration that calibrates our minds.

Did the articles in this magazine reflect your inner thoughts or

trigger your curiosity?

SCAN THE QR OR CHECK WWW.TCHAI.NL
FOR FOLLOW-UPS OF THESE SUBJECTS OR
MORE INSIGHTS.
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Created, edited and owned by
Team Tchai

Special thanks to:
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Helen Maessen, Kasper van Vliet,

Kim Tchai, Klaas de Jong,

Mickey Oey, Minou van Lisdonk,
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Tchai magazine was realised
with the help of many talented
and creative minds. We’d like to
extend our thanks to...

...our designers for nailing the
concept and image creation.

For their advice, blood, sweat
and tears, and without whom
this publication would not be in
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Rianne Petter Graphic Design —
Rianne Petter
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storytelling magic...
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Marieke Roggeveen

The Anderson Company —
Jenna Anderson

The House of Makers —
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...our printers for taking Tchai
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Impressed Druk & Print

...and our image-makers for

their beautiful photography and
inspirational visuals.
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We have done our absolute best
to give credit to all whose imagery
we have used in this magazine.
However, in the era of digital
sharing and social media, it is not
always possible to identify the
original source. We thank everyone
whose images have inspired this
publication. Tchai Magazine is a
product of love and distributed
without commercial intent, solely
as a source of inspiration for our
clients and relations. If you are an
image-maker we have not been
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get in touch, as we’d be more than
happy to send over copies of this
magazine for you to inspire and
share with others.
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Bake it yourself

© courtesy of Anne-Sophie Heist
Credits: Yakafu Bakery, Anji-China
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© courtesy of Stefan Yordanov
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Speak human to me
© courtesy of Hans Boodt
Source: hansboodtmannequins.com

Popping up in pink

© courtesy of Jason Schmidt
Location: Glossier Miami, Glossier
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Credits: glossier.com

Customer is King
@ ANP @ Classic Stock
Photography: H. Armstrong Roberts

Booming communities
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BC Parks Foundation
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Led by the nose
© courtesy of Vizerskaya /
gettyimages.nl

The World Piece
© courtesy of Seren Solkaer
Source & credits: momondo.com

Putting things in perspective

© courtesy of Ralph Roelse:
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© courtesy of Juri Hiensch:

De Stijl (inlay)
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and Rianne Petter Graphic Design

Lost connection

© courtesy of Rene de Wit

© courtesy of Rob 't Hart

Source & credits: Koen van Velsen
architecten, koenvanvelsen.com

Hello, nice to meet you and you
and you...

© courtesy of Eveline Schram
Film credits: Inside Out - Pixar
Animation Studios, pixar.com

The rise of social gaming
@ courtesy of Matjaz Slanic /
gettyimages.nl

The real branching out
© courtesy of Pongpawan
Sethanant / shutterstock.com

Our future might depend on
mistakes

© courtesy of studio ilse van klei
and Rianne Petter Graphic Design

A new light on powder coating
waste material

© courtesy of Mikroman6 (left) /
gettyimages.nl

© courtesy of David Crockett (right)
/ gettyimages.nl

It’s the sound that amplifies

© courtesy of Chaka Khan, Island
Records, Trim Editing

Source: Chaka Khan,

Like sugar - Island Records

Reshaping Retail
© courtesy of Titia Hahne
Credits: productpine.com

The Flying Nest: rooms with
wanderlust

© courtesy of Pedro Pegenaute
Source: pedropegenaute.es
Credits: accorhotels.com
Landscape views: unsplash.com
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