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Here’s to the crazy ones  the misfits 
 the rebels  the troublemakers  

the round pegs in the square holes  
The ones who  see things differently 

 They’re not fond of rules and they 
have no respect for the status quo  
You can quote them  disagree with 
them  glorify or vilify them  but the 
only thing you can’t do is ignore them 

 because they change things  
They push the human race forward  
and while some may see them as  
the crazy ones  we see genius  
because the people who are crazy 
enough to think that they can change 
the world  are the ones who do  
The script from Think Different, the 1997 TV commercial that set 
Apple on track to become the World’s most valuable brand.

The crazy ones
If you're not using cognitive diversity 

to innovate, you're doing it wrong.



The Crazy Ones | Preface

The human race needs better ideas. Experts, politicians and trusted 
brands regularly fail us. We need a better approach to problem solving  
and innovation. Cognitive diversity is the answer.

The world witnessed many changes during 2020. Existential threats, 
fake news and culture wars have come to the fore. Customer behaviours 
have changed as a result. In some instances these changes happened, 
virtually, overnight. As a consequence some businesses have made 
their fortunes, whilst others have seen their empires begin to fall.

As innovators we are more comfortable than most with a state of flux. 
We lean into ambiguous situations. We take change in our stride. 
When solving complex problems, our innate curiosity stands us in 
good stead. We foster empathy for our end users. We deliver on the 
expectations of multiple stakeholders, both internally and externally. 
We spot opportunities to make things better as a result.

We learn to learn. We accelerate our understanding of new things 
and adapt quickly to changing conditions. By rapidly gathering fresh 
perspectives we can open up our worldview, better inform our responses 
and increase our chances of success. This is the power of embracing 
cognitive diversity and how it can support the plight of innovators.

We need to mitigate risk whilst taking risk. What we studied at design 
school, qualified in at university, or learned during our MBAs must 
now be called into question; stretched, challenged, built upon and 
possibly reframed altogether. Cognitive diversity can help us to do this 
systematically. Integrating this practice into the innovation process 
strengthens teams and future-proof businesses. Read on to learn how 
a Chicago barman armed with a sex toy showed the GE appliance team 
the future of refrigeration. 

There is an abundance of opportunity for businesses with the right 
culture and those who can adopt new tools and technologies. 
At Sense Worldwide we embrace the crazy ones. The people who 
see things differently. Together we make things better and make 
better things for people, the planet and business.

The future is here.

Jeremy Brown
Founder & CEO Sense Worldwide 
jeremy@senseworldwide.com

When the going gets weird, 
the weird get going.

We need 
a better 
approach 

to problem 
solving and 
innovation



Successful businesses do not 
become successful from thinking 
differently everyday. The time 
to think differently is when you 
innovate. Cognitive diversity is  
a gamechanger for all innovators 
and innovation teams seeking 
to supercharge their discovery, 
ideation and execution of 
innovation.

This ebook about cognitive 
diversity is for innovators who seek 
advantage, inspiration, ideas and 
better implementation through 
innovation workflows. 

The chapters explain why it is 
critical for every innovative business 
to seek out diverse perspectives; 
and crucially, how the power of 
cognitive diversity can expand 
the collective intelligence of the 
corporate mind to reveal truly 
breakthrough thinking.

These pages are based on  
practice; not theory or anecdote. 
Sense Worldwide is a pioneer 
in the commercial application 
of cognitive diversity.  
 
Over the last twenty years  
this unique approach to innovation 
has been proven by over 500 global 
projects. The business results 
have been celebrated by an array 
of news and magazine articles 
including Forbes, Fast Company, 
The Financial Times and Harvard 
Business Review. Cranfield 
Business School has published  
a case study of the model.

The magic behind these results 
comes from the crazy ones in  
The Sense Network. A global 
community that epitomises 
cognitive diversity and is the 
antithesis of popular social 
networks; those who create  
an echo chamber of opinion for 
their, all too similar, constituents.  

As one of the world’s first web 
based communities, The Sense 
Network continues to attract people 
with unique perspectives who think 
differently. Members can be found 
in over 1,000 cities worldwide.

In collaboration with some of the 
largest and smallest businesses  
in the world, the collective 
intelligence of The Sense Network 
has helped innovators to deliver  
the best work of their lives.

The Crazy Ones | What you will learn from this ebook

How cognitive diversity 
supercharges innovation.

#1
Teams who embrace 
cognitive diversity 
solve problems faster.

#2  
Exposure to diverse 
perspectives delivers 
breakthrough results.

#3 
Integrating cognitive 
diversity overcomes 
entrenchment  
and bias. Cognitive    

diversity   
is a    

   gamechanger    
for 

innovators

Harvard Business Review  
defines cognitive diversity  
as ‘differences in perspective  
or information processing 
styles. It is not predicted 
by factors such as gender, 
ethnicity, or age. Specifically 
it’s how individuals think 
about and engage with new, 
uncertain, and complex 
situations’. 

#4 
Cultural perspectives 
and new ideas can  
be rapidly adopted.

#5 
Disruptive, future 
opportunities can 
be identified in a 
systematic way.



#1
The Art of the Innovator: 
Reframe the future. 
What business are you in?

#2
Think the Unthinkable: 
Accelerate radical ideas  
into the mainstream.

#3
Here’s to The Crazy Ones:
Outliers, misfits and rebels 
supercharge innovation.

#4
The Cognitive Quotient: 
Systematically expand  
your mind, with metrics.

#5
The Edge of Culture:  
Where to find abundant  
cognitive diversity.

The Crazy Ones | Contents

If you’re not using cognitive 
diversity to innovate,  
you’re doing it wrong.

#6
Creative Intelligence: 
Channel your inner 
Oompa Loompa.

#7
Make the Creative Leap: 
The secret of 
breakthrough ideas.

#8
The Sense Network: 
Meet people from 
worlds unlike your own.

#9
Sense Worldwide: 
Even innovators 
need to innovate.

#10
The Future is Here: 
Cognitive diversity  
at scale, on-demand.

The 
misfits

The 
crazy 
ones

The 
rebels

outliers

round 
pegs

square 
holes

genius



#1  The Art of the Innovator

Market capitalisation of Zoom vs. top airlines, 15 May 2020Reframe the future. 
What business are you in? $14  04B

$12  30B

$5  87B

$4  11B

$3  89B

$3  87B

$2  14B

$48  78B

To disrupt. To challenge. 
To leapfrog. Making creative leaps 
(and landing safely) is the art of 
the innovator. Whichever verb your 
innovation brief uses, the strategic 
imperative for any innovation team 
is the same: How might we reframe 
the future to our advantage?

In retail banking reframing took 
us from cash to cheques, cards to 
apps and cashless to contactless. 
Other categories have been more 
disruptive. Definitions blurred 
as innovation leaped across 
categories from incremental  
to transformative. Consider  
the reframes in transportation; 
horses to cars, boats to aeroplanes;  
and from planes to video calls.

Today Zoom transports us around 
the world to connect with clients, 
colleagues and families. Ten years 
ago it would have been unthinkable 
that a video conferencing firm 
would be worth more than the 
world’s top airlines combined.  
Are you solving the right problem?

        ARE YOU  

         SOLVING  

     THE  RIGHT     

      PROBLEM?

If everyone thinks the same, 
the innovation outcome will be 
the same. Embracing cognitive 
diversity is a powerful way to 
tap the craziness and ineffable 
randomness of creativity to 
reframe the future. 

This underutilized innovation 
approach keeps innovators 
inspired and ahead of the game. 

What business are you in? 



Case Study | General Electric | The Future of Refrigerators

How might we use 
cognitive diversity 
to discover our next 
competitive advantage?

General Electric’s design team  
was tasked with creating the  
next generation of home fridges. 

Throughout the project Sense 
Worldwide collaborated with 
people on the cutting edge of ice, 
from cocktail mixologists who got 
ice from arctic lakes to a water 
sommelier. We also worked with 
culinary scientists who could  
‘print’ an artificial steak.  
 
We brought these people together 
to co-create a broad range of 
product ideas, from next year’s 
model to gadgets straight out of 
science fiction.

One of the participants had strong 
opinions about ice. As chef de 
cuisine at The Aviary, a Chicago 
cocktail bar, he allowed the team 
to peek inside the drink kitchen 
over which he presides. 

They watched him prepare 
drinks as he would for friends 
and listened as he railed against 
domestic refrigerators that churn 
out “terrible” uniform little cubes. 
Small dense cubes are best for 
shaking cocktails; a 9-inch shard 
of ice chills a gin and tonic to 
perfection and imparts just the 
right dilution.

To create the perfect ice cube, 
he had a unique technique. 
The water to make it must be 
double-boiled; poured into the 
silicon tray and carefully placed 
in the freezer. 

As he did this, he pointed out  
the barely visible air bubbles  
in the tray. To produce a perfect 
glacial clear ice cube these 
bubbles needed to be shaken 
out. From his kitchen drawer he 
produced vibrating sex toy and 
placed it on top of the ice tray  
in the fridge.

Shaken not stirred, the design 
team left the bar having just 
witnessed the future of ice making. 
Two years later the GE Opal nugget 
ice maker launched.

          How  a  
Chicago barman     armed with     
      a  sEx toy
     showed  GE         the future of   
 refrigeration

Adapted from an article that first appeared in The Financial Times



When working on government 
policy, politicians have a model 
to describe shifts in societal 
acceptance: it’s called the Overton 
window. The term is named after 
the late Joseph P. Overton,  
SVP of the Mackinac Center 
for Public Policy.

The Overton window frames the 
range of policies that a politician 
can recommend without appearing 
too extreme to gain or keep public 
office given the climate of public 
opinion at that time. Ideas fall into 
six categories: Unthinkable. Radical. 
Acceptable. Sensible. Popular. Policy. 
This is a useful framework to help 
us to understand where successful 
innovation can come from.

In every industry or sector you 
can find the crazy ones. The UK 
Government is no exception;  
it has Dominic Cummings,  
a special adviser to Prime Minister 
Boris Johnson. In early 2020 he 
published a polarising recruitment 
brief on his blog seeking assorted 
super-talented weirdos. He has 
been both glorified and vilified, 
but certainly not ignored. 

Innovators have a similar task to 
politicians, but face very different 
constraints. We don’t bow to the 
Overton window. We move it or 
we break it. An innovator’s job is 
to think the unthinkable and drive 
radical ideas into the mainstream 
to create a commercial advantage. 

Innovative businesses who can 
accelerate the awareness and 
adoption of radical ideas can  
expect a bountiful reward. So to  
the innovation brief: How might 
we think the unthinkable to find 
disruptive ideas; ideas that challenge 
the status quo and will be rapidly 
adopted by the mainstream?

#2  Think the Unthinkable

Accelerate radical ideas 
into the mainstream.

January 2, 2020 
Dominic Cummings’s Blog
 
Super-talented weirdos 
 
People in SW1 (Government 
circles in the UK) talk a lot 
about ‘diversity’ but they rarely 
mean ‘true cognitive diversity’. 
They are usually babbling 
about ‘gender identity diversity 
blah blah’. What SW1 needs is 
not more drivel about ‘identity’ 
and ‘diversity’ from Oxbridge 
humanities graduates but 
more genuine cognitive 
diversity.

We need some true wild cards, 
artists, people who never went 
to university and fought their 
way out of an appalling hell 
hole, weirdos from William 
Gibson novels…

We need 
wild cards, 

artists, people 
who never 

went to 
university...

how might we 

think the 
unthinkable?

The Overton window:

more freedom

Less freedom

Unthinkable
Radical

Acceptable
Sensible
Popular
Policy

Popular
Sensible

Acceptable
Radical

Unthinkable



The innovation team at 
SC Johnson wanted foresight 
into bathroom cleaning.  
Sense Worldwide took them 
to the extremes to find it.

In seeking a fresh perspective  
we collaborated with 
homeowners with OCD 
(Obsessive Compulsive Disorder). 
These collaborators were so 
interested in the minutiae of 
cleaning, they were willing to  
go into details that most people 
would rather not think about.

During the discovery phase we 
observed an individual wrapping 
toilet paper around the head 
of a toilet brush. They used it to 
clean; then shook the paper off. 
The OCD homeowner wrapped 
the bristles of the brush in toilet 
paper to minimize contamination 
when it came into contact with 
the bowl. 

The thought of a contaminated 
brush, sitting next to the toilet all  
day and everyday, was unbearable 
for them. This observation is 
a textbook example of a latent 
or unarticulated need.

Working with outliers makes 
an insight easier to observe. 
The contrast is sharper and brighter 
at the extremes. This insight helped 
the remarkable team at SC Johnson 
to reframe the future of bathroom 
cleaning and create a tight design 
brief for the R&D team. 

In launching flush away 
biodegradable covers for the  
brush-heads, Scrubbing Bubbles 
changed the conversation about 
toilet cleaning.  
 
As a result, SC Johnson disrupted 
the category. To great success, 
they took a fringe behaviour and 
accelerated it into the mainstream.

Case Study | SCJohnson | Scrubbing Bubbles

How might we harness 
cognitive diversity to 
disrupt a category?

        How an OCD        
      homeowner 
          inspired 
      the future 
         of toilet 
        cleaning



#3  Here’s to The Crazy Ones

Outliers, misfits and rebels 
supercharge innovation.

Note: Cognitive diversity is calculated as standard 
deviations in thinking styles present on each team. 

Source: Alison Reynolds and David Lewis using 
AEM Cube, a tool that assesses differences  
in the way that people approach novel situations.

Perspective: 
Standard Deviation

Knowledge Processing:
Standard Deviation

Performance:
Minutes to complete challenge

Team:

23.6825.98

27.1330.59

16.7417.92

24.9129.94

21.6620.06

14.6618.80

21

22.5

45 (Failed)

22

34.5

60 (Failed)

A

C

E

B

D

F

          Higher  

         cognitive  

         diversity 

     correlates  

     with better     

  performance
Innovation is driven by people 
who bring fresh perspectives  
to a challenge; it takes different 
minds to drive different outcomes. 
Often they are the outliers, misfits, 
rebels and the crazy ones. 

Although they might think and 
behave differently, they help 
to widen the aperture on the 
challenge. They help us to see 
things that we could not see 
previously.

The crazy ones expand our minds. 
They broaden our horizons and 
reveal new possibilities. The more 
perspectives we can gather, 
collectively analyse and deliberate 
on, the faster and better the 
innovation delivered. This is how 
cognitive diversity supercharges 
innovation.

Have you ever paused to think 
how well your innovation team 
performs and why?

The Harvard Business Review 
published evidence in 2017  
to support the case for cognitive 
diversity. The AEM cube is a tool 
developed by Peter Robertson, 
a psychiatrist and business 
consultant. The tool is used  
to assess the differences in the 
way people approach change. 
It measures:

Perspective: the extent to which 
individuals prefer to deploy 
their own expertise, or prefer 
to orchestrate the ideas and 
expertise of others, when facing 
new situations.

Processing: the extent to which 
individuals prefer to consolidate 
and deploy existing knowledge,  
or prefer to generate new 
knowledge, when facing new 
situations.



Case Study | Kellogg’s | What is Sexy?

How might we harness 
cognitive diversity to 
inspire innovation?

“I’m a psychology researcher 
specialising in body image. 
I believe there’s something unique 
about the way Latin Americans view 
sexy which I can discuss in detail.”

“I’m a guy who has worn 
makeup for over 30 years 
and nobody has ever asked 
my opinion on beauty and wellness 
before. I’m ready to shout about it!”

“I’m an actress and model 
who enjoys attending swingers 
parties. I’d like to explore how 
mindset, attitude, body language 
and self confidence all play a 
part in sexy.”

“I’m a Belly Dancer who had  
a very conservative upbringing  
but discovered how to empower  
my sexuality.”

“I’m head of a successful 
running club and believe 
I help build sex appeal by giving 
people marathon confidence.”

How a 
mormon born 

belly dancer 

from  sweden 

helped  kellogg's

redefine 
sexy

In an age of fat shaming, gender 
politics and blurring identities;  
what is sexy? 
 
The diet category was in decline. 
The red swimsuit, regularly 
portrayed in previous decades  
of advertising, had built equity  
for Kellogg’s Special K brand 
around the aspiration of sexiness. 
The big strategic question was 
how might we redefine sexy.

We put the challenge to the  
Sense Network. Participants 
responded to the brief and  
self-selected by stating their 
eligibility based on experience. 

Among those who contributed: 
a belly dancer, psychology 
researcher, swinger, running 
coach and party promoter. 

All 24 collaborators brought a 
fresh perspective to the question 
of what is sexy and had a different 
way of thinking about how sexy 
shows up in life. They stretched, 
challenged and built upon each 
other’s ideas of sexy.

Combining the diversity of their 
life experience, predicaments 
and divergent expert knowledge 
The Sense Network established 
a comprehensive, foundational 
understanding of sexy.

We learned that sexy is all about 
what’s on the inside not the 
outside: keeping it real, being 
natural and not trying to fake it. 
Outputs from this work presented 
a new platform from which the 
Special K brand could innovate.



#4  The Cognitive Quotient

Cognitive diversity can be directed 
in a focused and calculated way 
throughout the innovation process. 
This metric can be expressed as CQ 
(cognitive quotient) and can be applied 
to both teams and tools. To calculate 
the CQ, measure the number of unique 
perspectives in the group, multiply 
this by collective diversity of the group 
and multiply this again by the hourly 
duration of the workflow. 

A good baseline to measure is 
the weekly CQ of a lean, in-house 
innovation team. A team composed 
of 3 people who represent 3 different 
disciplines for example; marketing, 
R&D and consumer insight. A 40 hour 
week results in a CQ 360 (3x3x40).

When an innovation team needs 
inspiration or gather feedback on 
ideas to boost their CQ they may 
undertake user research or conduct 
focus groups. When you look at the 
numbers through the CQ lens focus 
groups are a disappointing
innovation tool.

Focus Group: 8 mainstream 
consumers, 1 demographic /  
discipline (no diversity), 2 hour 
sessions (8x1x2) results in an 
innovation output of CQ 16.

User research: This fares a little better, 
you will benefit from 8 mainstream 
consumers, 2 disciplines (consumer 
and design researcher working 
collaboratively), 3 hour sessions 
CQ 48. Conduct this work across three 
different regions, for cultural diversity, 
you could boost this result to CQ 144.

Consider for a moment the possibility 
of systematically boosting CQ on 
demand when innovation workflows 
require inspiration, ideation or concept 
testing. How might we supercharge 
the CQ of an innovation team using the 
network effects of cognitive diversity?

We can increase the number of 
distinct perspectives to 24 people 
across the globe and ensure that 
each individual participating will 
think about the challenge differently. 
Together we collaborate, pool our 
collective intelligence and iterate. 
During a week we can conduct  
3 loops of activities to inspire,  
stretch, challenge, build, test or learn. 

This workflow generates an 
exponential innovation output: 
a whopping CQ 1728. The Sense 
Network: 24 disciplines multiplied  
by 24 distinct and diverse processing 
styles multiplied by 3 different 
activities. The results are compelling.

Systematically expand  
your mind, with metrics.

cognitive diversity:

24 people across 
the globe

x 
24 processing styles

x
3 activity loops

= CQ 1728

user research:

8 mainstream  
consumers

x 
2 disciplines

x
3 countries

= cq 144

in-house
innovation team:

3 person team
x 

3 disciplines
x

40 hour week

= CQ 360

Focus groups:
8 mainstream  

consumers
x 

1 demographic
x

2 hour sessions

= CQ 16

10X times better than user research. 

100X better than a focus group.



Case Study | PepsiCo | LifeWTR

How might we harness 
cognitive diversity to 
create the next billion 
dollar brand?

PepsiCo has 22 brands delivering  
a billion dollars each per annum. 
The ambition was to innovate and 
create a new brand to join these  
top performers.

Consumers are consuming less 
soda in favor of bottled water, 
flavored waters, and other 
beverages that are seen as 
healthier and have fewer artificial 
ingredients. As sales of core soda 
brands like Pepsi, Coke and  
Dr Pepper decline, it has become 
critical for PepsiCo to pivot and 
take advantage of this cultural shift.

The inspiration for LifeWTR  
came from working at the  
edge of culture. LifeWTR was 
developed iteratively from  
blank page to launch in 
collaboration with a diverse 
cultural mix of 50 leading edge 
Millennials from around the globe.

Collaborators included filmmakers, 
artists, chefs, designers, editors, 
actors, entrepreneurs, musicians, 
models and activists. This team 
helped PepsiCo to understand 
and articulate the aspirations of 
Millennials; shape the development 
of the brand purpose and feedback 
on packaging concepts and naming. 
The result is a PepsiCo and Sense 
Worldwide success story. 

Extreme perspectives can deliver 
extreme results, LifeWTR delivered  
$150m revenue in the first 12 months 
from launch.  
 
Brad Jakeman President,  
Global Beverage Group stated:

“Consumers want sleek bottle 
designs and labels, as they view 
the product almost as a fashion 
accessory. It is an important part 
of people’s image. What I think 
is really smart about LifeWTR is 
that it has a much more authentic 
connection to the world. We want  
it to be connected to art, fashion 
and design. The brand’s purpose  
is to help emerging artists make  
it and be popularized and get into  
pop culture.”

How  leading edge  

millennials 
helped  pepsico 

create  a  $150m 

beverage  brand  
in a year



Science fiction author William 
Gibson writes about the future.  
He famously stated that  
‘the future is already here,  
it’s just unevenly distributed’; 
he observed that there are people  
in society who are already living 
in the future, today. These are the 
people who see things differently 
and think about things differently. 
You won’t find them living in the 
mainstream. They live at the edge 
of culture. 

What these people are thinking, 
feeling and doing right now is  
an indicator of where the world 
is heading. Their ideas, attitudes 
and behaviours, however 
extreme, radical or disruptive 
can provide us with a glimpse of 
the future. This is a predominant 
advantage of cognitive diversity; 
and why collaborating with these 
remarkable people is critical 
for innovators.

Too often businesses looking  
to innovate will conduct research  
with their existing customer base.  
This is wrong. The world is 
changing too quickly for us to 
ask average consumers what 
they think, they are still too busy 
adapting. All over the world, if you 
know where to look, you can find 
people who are living today the way 
the mainstream will live tomorrow.

This is why The Sense Network 
was created. Our role as innovators 
is to go to the edge of culture. 
Identify those at the extremes of 
the bell curve. Meet these people, 
spend time with them, understand 
their motivations, find common 
ground; and invite them to join  
the community. Members are 
inspired by the worldview of others.  
They can collaborate with each 
other to accelerate their own  
ideas into the mainstream.  

The Sense Network continues to 
grow organically via word of mouth 
and referrals: it takes one to know 
one. Invitations are extended to 
virtual meetups and Sense Suppers 
which are hosted by members in 
cities all over the world.

#5  The Edge of Culture

Where to find abundant 
cognitive diversity.

the future  

is already  here, 

it's just  
unevenly    
distributed

william gibson
science fiction writer



#6  Creative Intelligence

Harnessing cognitive diversity is not 
without potential pitfalls. Seeking 
extreme and radical perspectives 
will carry risk. Corporate culture 
is likely to reject those who do not 
follow convention, unless they are 
handled appropriately. To manage 
this risk, how might an organisation 
looking to innovate climb out of its 
own cognitive entrenchment and 
overcome bias?

You can’t re-centre a rug whilst 
standing on it. Businesses are  
great at knowing what they know, 
but often not so great at knowing 
what they don’t know. Cognitive 
diversity helps to overcome this 
problem. Prepare your team 
members and decisions makers  
to step off the rug. Don’t push them,  
they will resist. Take them by the 
hand and lead them. They will follow.

At first being open about ‘not 
knowing’ can feel uncomfortable, 
but you get used to it. The most 
adaptive companies embrace it 
as a vital stage on their innovation 
journey towards success. Frame it 
as an experiment, have some fun  
as you build in diverse perspectives; 
challenge yourself.

Channel your inner 
Oompa Loompa.

Develop the creative intelligence  
of your team. Creative Intelligence 
is a uniquely human skill; the ability 
to understand, interpret and act 
with imagination. Open their minds. 
Let the cognitive diversity seep in 
and future flow out. 

#1  
Encourage your teams 
to explore outside of  
the mainstream.

#2 
Make them aware of the 
curse of knowledge.

#3 
Help them to embrace 
ambiguity and enjoy it.

#4 
As a team develop an 
experimental mindset.

#5
Mix it up. Get them to 
experience new things.

The Rumsfeld Matrix:

Le
ve

l o
f r

is
k Known 

knowns 

Known 
unknowns 

unKnown 
knowns 

unKnown 
unknowns 

Level of observability
you are 
herE

the crazy ones   
           are there

Astro Teller Captain of 
Moonshots, X (Google) says 

“Build in diverse perspectives 
- carve out space for creative 
and weird souls. Willy Wonka 
had to build a chocolate factory 
to house the Oompa Loompas, 
because they struggled to 
survive in the wild.

And innovators and dreamers 
often can’t thrive in typical 
organizations. Their constant 
“what ifs” and “why does it have 
to be this ways” can be irritating 
for organizations trying 
to lock in an execution plan  
and meet quarterly targets.”

The Five Principles of Creative Intelligence:



#7  Make the Creative Leap

The secret of 
breakthrough ideas.

Businesses need analysts. 
Innovators need lateral thinkers.  
All of these people have roles  
to play in the innovation process. 
From finance director to frontline 
workers, the professor, the 
anarchist, the networker, the 
provocateur and the peacemaker. 
We also need catalysts: trusted 
agents to facilitate collaboration  
in a radically diverse group.

Catalysts create the conditions  
for innovation to flourish.  
They turn complex challenges  
into a simple question -  
How Might We...? and they strive  
to keep asking a better question.

Harnessing cognitive diversity 
is all about gathering fresh, 
divergent perspectives that can 
show us things that we don’t yet 
know. Things which can help us 
to leapfrog the competition and 
deliver a breakthrough strategy. 

This is how they do it: the worldview 
of those standing in front of Peak A 
on the left of the diagram can only 
see the summit of Peak A.  
This is their best analytical thinking. 

Their view towards the bigger 
breakthrough ideas at Peak B is 
hidden and obscured by Peak A.  
To expand your worldview, talk  
to the people who are standing  
on the right of the diagram; those 
who are currently out of your view.

The people looking at Peak B can 
help us to see things that we cannot 
yet see. They help us to understand 
the game changing opportunities 
and disruptive ideas waiting for us 
at the summit of Peak B. 

Through an iterative process of 
testing hypotheses and receiving 
feedback, we make the creative 
leaps that deliver breakthrough 
thinking; it’s proven.



Case Study | Sonos | The Future of Voice Control

If we can’t outspend 
Amazon, Google and 
Apple, how might we 
out-think them?

In 2016, CEO John MacFarlane 
announced the company’s pivot  
to streaming music services and 
voice control instead of local 
playback. Having collaborated  
with Sonos for 18 months ahead  
of this event; the Sense Worldwide 
team understood why this strategic  
move was a critical decision.

Sonos is synonymous with sound 
engineering prowess. The company 
pioneered wireless speakers that 
played music simultaneously in 
multiple rooms. Business success 
is driven by the quality of the audio, 
the design of the speakers and 
the seamlessness of consumer 
experience.

Sonos embraced cognitive  
diversity to help supercharge the 
insight process and reframe the 
future. The challenge was equally 
about audio engineering, and the 
reframe to voice control, as it was 
about interior design and changing 
consumer lifestyles across the globe.

Until the Silicon Valley giants entered 
the category with speakers of their 
own, category definitions and the 
competitors in home audio were 
established and familiar. However, 
these new entrants also had the 
disruptive, additional benefit of voice 
services. Future growth for Sonos 
required the business to rapidly 
adopt a more holistic view of their 
consumer’s needs, attitudes, 
and in-home lifestyles to inform and 
inspire the design of future products, 
services, and brand communications. 

A cognitively diverse community 
was assembled by Sense 
Worldwide to collaborate  
on briefs from the brand, design 
and R&D teams. The perspectives 
and skills of the community ranged 
from: technologists, ux designers 
and virtual reality producers  
(who helped bring to life the future 
of voice control) to stay at home 
dads, interior designers and 
homemakers who could help to 
understand the digital lifestyles  
and decor of consumer homes 
around the world.

“The pivot that Sonos started at this  
time last year to best address these 
changes is complete; now it’s about  
acceleration and leading. I can look  
ahead and see the role of Sonos, 
with the right experiences, 
partners, and focus, with a healthy 
future. In short, the future of the 
home music experience, and the 
opportunity for Sonos, has never 
been better. Never.” 
 
Sonos CEO John MacFarlane

“The Sense Network ushered in 
a new era of consumer-centered 
innovation for cross-functional 
teams at Sonos – more agile, more 
collaborative, and ultimately more 
impactful. The Sense Worldwide 
team are trusted partners on 
our innovation journey to deeper 
audience understanding and 
empathic immersion.”

How a Hollywood 
virtual reality 

producer 
helped Sonos  

 design the 
future of 

voice  control



#8  The Sense Network

Meet people from 
worlds unlike your own.

The Sense Network is home to 
around 5,000 outliers, misfits, 
rebels and crazy ones. You might 
be one too. We seek individuals 
who have their own edge; often 
determined by their attitude, 
outlook, experience, life choices 
or predicament. This cognitive 
diversity supercharges innovation 
and accelerates change for good; 
which is good for everyone.

Cognitive diversity will out-
innovate anyone or solve almost 
any problem. The Sense Network 
is prepared to take on any 
challenge, providing it aligns with 
our purpose: to make things better 
and to make better things.

We can help you to understand the 
future because network members 
are already identifying it, shaping 
it and living in it. The cognitive 
diversity of The Sense Network 
and its collective intelligence 
can provide thousands of fresh 
perspectives to help solve old 
problems and inspire new ideas.

Martial artist, Art podcaster, 
Astronomy lover.
Susie Kahlich,  
Berlin

“Thank you The Sense Network 
for providing a sense of creative 
connection in this space! Truly 
inspired as a global citizen.”

Kamonnart Ongwandee,
Bangkok

Experience maker, Trail junkie, 
Spy-turned-researcher.
Jeffrey Abramson,  
Los Angeles

“The one thing The Sense Network 
members all have in common is that 
they’re different.”

Douglas Bell, 
London Innovators

On the 30th March 2020 
the United Nations issued 
a Global Call Out To Creatives - 
help stop the spread of COVID-19. 
Within 72 hours members of 
The Sense Network mobilised 
in over 26 countries to provide 
campaign ideas, cultural insight 
and feedback.

Roaming, Surfing Photographer.
Bhumika Bhatia,  
Chennai

“This is ****ing cool. 
This is what dreams are 
made of for creative people.”

Global Creative Director,
Nike

together  

we make 

things better 

and make 

better things

  
Join us. 
The future needs you. 
 
app.thesensenetwork.com/register



The cognitive diversity of  
The Sense Network has always 
been a distinctive asset for 
Sense Worldwide and powerful 
competitive advantage for 
our partners. Since 1999 
Sense Worldwide has worked 
with many of the world’s most 
innovative companies to help 
them be more innovative. 

Over the last twenty years  
the business of innovation  
has changed: From a fun activity 
on leadership away days, 
to an everyday imperative 
for the entire business. 

There is more education and 
information available on creativity 
and innovation than ever before. 
Everybody is doing it. 

Global downturns have created 
more consultants. The gig economy  
has flourished. Resource pressures 
have led businesses to become 
more lean and agile. Co-working 
spaces have negated the need 
for leases. Technology and its 
exponential benefits have caused 
disruption everywhere. 

say 
Hello

#9  Sense Worldwide

Even innovators 
need to innovate.

WHAT 
BREAKTHROUGHS 

COULD YOU ACHIEVE 
IF YOU HAD 

ACCESS TO THESE 
EXTRAORDINARY 

PEOPLE, 
ON DEMAND?

Get in touch with Anthony to talk about 
how we can help you to innovate.

anthony.chase@senseworldwide.com

your 
future 
is here

As an innovator, Sense Worldwide 
needed to innovate. The industrial 
age consulting model was no 
longer attractive over the long term. 
The team needed to reframe the 
future. Taking our own medicine we 
collaborated with The Sense Network. 

A new vision emerged:
 
How might we democratise 
innovation? How might we expand 
the mind of the world? How might  
we put powerful innovation tools  
in the hands of everybody?

Sense Worldwide has since 
transformed from a boutique global 
consultancy to a scalable platform 
for innovation. We have designed 
valuable innovation workflows and 
made these tools accessible and 
affordable to individuals, start-ups 
and businesses.

We might not know the answer 
to your challenge right now,  
but we do know how to get you there. 
We work as one team. In collaboration 
with you and The Sense Network, 
we harness our collective cognitive 
diversity to supercharge innovation. 
Your future is here.



Cognitive 
diversity 
at scale, 

on-demand

#10  The Future is Here

Network Members   4,989 

Global Cities   1,016

Collaborative Hours   37,440

Future Proofed Projects   520

Cognitive Quotient   2,545,400

How might cognitive diversity supercharge your innovation? 
 
Future-proof Innovation 
Breakthrough Thinking 
Proposition Development 
Market Foresight 
Inspirational Insight



Artists  Sky Diver  Coders   
Beat Boxer  Vegans  Designers 

 Free Runners  Pagan Witch  
Gamers  Quantum Physicists  
Art Directors  Dominatrix  
Musicians  Poet Lawyer  Dicks 

 Historian  Collectors  Hackers 
 Filmmakers  Academics  

Radical Thinkers  Sex Therapist 
 And many more extraordinary 

individuals  The Sense Network 
understands the future  because  
we are shaping it and living in it  
The Sense Network. Meet people from worlds unlike your own in over 1,000 cities.
The future needs you. Join us. app.thesensenetwork/register

We help people to innovate

71-91 Aldwych, London, WC2B 4HN 
135 W 41st Street, New York, NY 10036

hello@senseworldwide.com 
senseworldwide.com
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