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@  Principlesfirst reasoning (sometimes referred to as deductive reasoning)
derives conclusions or facts from general principles or concepts. For
example, we may start with a general principle like “All men are mortal.”
Then we move to a more specific example: “Justin Bieber is a man.” This
leads us to the conclusion, “Justin Bieber will, eventually, die.” Similarly,
we may start with the general principle, “Everything made of copper
conducts electricity.” Then we show that the old statue of a leprechaun
your grandmother left you is 100 percent copper. Based on a)these points,
we can arrive at the conclusion, “Your grandmother’s statué will conduct
electricity.” In both examples, we started with the general principle and
moved from it to a practical conclusion.

(2 On the other hand, with applicationsfirst reasoning (sometimes called
inductive reasoning), general conclusions are reached based on a pattern of
factual observations from the real world. For example, if you travel to my
hometown in Minnesota one hundred times during January and February,
and you observe every visit that the temperature is considerably below
zero, you will conclude that Minnesota winters are cold (and that a winter
visit to Minnesota calls ( b ) a warm coat as well as a scarf, wool hat,
gloves, and ear warmers). In this case, you observe data from the real

world, and, based on these empirical observations, you draw broader
(c)

conclusions.

(3 Most people are capable of practicing both principles-first and applications-
first reasoning. But your habitual pattern of reasoning is heavily influenced
by the kind of thinking emphasized in your culture’s educational structure.

As a result, you can quickly run into problems when working with people
(d)




who are most accustomed to other modes of reasoning.

(@) Take math class as an example. In a course using the applicationsfirst
method, you first learn the formula and practice applying it. After seeing
how this formula leads to the right answer again and again, you then
move on to understand the concept or principle underpinning it. e)m
means you may spend 80 percent of your time focusing on the co(ncrete
tool and how to apply it and only 20 percent of your time considering its
conceptual or theoretical explanation. School systems in Anglo-Saxon
countries tend to emphasize this method of teaching.

(% By contrast, in a principles-first math class, you first prove the general

(£)
principle, and only then use it to develop a concrete formula that can be

applied to various problems. As a French manager once told me, “We had
to calculate the value of pi as a class before we used pi in a formula.” In
this kind of math class, you may spend 80 percent of your time focusing
on the concepts or theories underpinning the general mathematical
principles and only 20 percent of your time applying those principles to
concrete problems. School systems in Latin Europe (France, Italy, Spain,
Portugal), the Germanic countries (Germany, Austria), and Latin America
(Mexico, Brazil, Argentina) tend to emphasize this method of teaching.

® 1 felt the full force of the applicationsfirst method when I studied
Russian in my American high school. We walked into Mr. Tarasov’s class
on the first day of school, and he immediately fired questions at us in
Russian. We didn’t understand a thing. But gradually we started to

(2]
understand, and, after a few lessons, we began to speak, putting words

together somehow. Then, with our teacher’'s guidance, we began using
(h)

sentences whose structure we did not understand to create a conceptual

grammatical framework.

(@ By contrast, in a principlesfirst language class, learning starts with

understanding the grammatical principles underpinning the language



structure. Once you have a solid initial grasp of the grammar and

vocabulary, you begin to practice using the language. This is the way my
(i)

husband learned English in his French school, and ironically, his

knowledge of English grammar is far superior to that of many Americans.

The disadvantage is that students spend ( j ) time practicing the
language, which may mean they write it (  k ) than they speak it.

In business, as in school, people from principles-first cultures generally
want to understand the why behind their boss’s request before they move
to action. Meanwhile, applications-first learners tend to focus less on the
(1 ) and more on the ( m ). One of the most common frustrations
among French employees with American bosses is that the American tells
them what to do without explaining why they need to do it. From the
French perspective,( this can feel demotivating, even disrespectful.(o)&

n)

contrast, American bosses may feel that French workers are uncooperative

because, instead of acting quickly, they always ask “Why?” and are not

ready to act until they have received a suitable response.

(Erin Meyer, The Culture Map: Decoding How People Think, Lead, and Get

Things Done Across Cultures, 2014 75 —HNAEZZHE L THIH)
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D Branding is one of the most commonly experienced applications of

narrative power. Today it is difficult for anyone living in a consumer
(a)

society to be unfamiliar with the term, and the concept is widely applied.

(2 Branding operates like a magical process that gives a thing specific
narrative and emotional qualities. The expression invokes the image of a
cowboy using a cattle brand to burn initials onto a cow’s body, but the
notion of branding actually comes from the Greek and Roman penal system
where criminals had markings representing their crimes burned onto their
body. bModern branding burns emotional qualities into a thing so as to

(b)
create a lasting connection with the potential customer. If successful, the

power of narrative instills the intended meaning into the product and dish
soap becomes an explosion of Joy® or deodorant is transformed into a
symbol of virility.

3 The brand is ( ¢ ) a logo, color pattern, or specific product. The
brand is the sum total of the stories that are told about the brand and
includes images, impressions, gut feelings, and associations. ( d ),
highly visible consumer brands are vulnerable to attack and can be
important points of intervention in corporate accountability campaigns.

@ The influence of advertising is not new; it has historically played a role

(e)
in shaping U.S. popular culture and political life. The contemporary image

of Santa Claus, visualized as the happy white-bearded man in the red suit,
is the result of a successful advertising campaign by the Coca-Cola
company that began in the 1930s. Coke’s branding campaign created the
most powerful image of Santa clothed in Coke’s red and white colors. It

replaced a diverse variety of other descriptions coming from Northern



European traditions.

® Another example is the decades old branding strategy of the De Beers
diamond company. After discovering vast supplies of diamonds in Southern
Africa, De Beers decided it needed to create ( f ). In the 1930s and
1940s, De Beers sought product placement in movies with romantic
engagement scenes to make popular the offering of a diamond ring as the
engagement ritual, and to equate the desire for life partnership with the
symbol of a large diamond. Within a few decades, diamond engagement
rings became the norm and “diamonds are forever” entered the cultural
vernacular. This campaign is considered by the advertising industry to be
one of their most successful campaigns ever.

® In recent decades, the diamond industry has tried to expand its sales by

creating more “culturally obligatory” products like the diamond anniversary

ring, the 25th anniversary diamond, the “mangagement ring” (engagement
(g)

rings targeted to men) and nonengagement “righthand rings” for women
(h)

to express their independence. Meanwhile, human rights and global justice

campaigners have created the “conflict diamonds” brand to pressure the
(i)
industry to address its role in fueling war and violence.

(Patrick Reinsborough & Doyle Canning, Re: Imagining Change: How to
Use Story-based Strategy to Win Campaigns, Build Movements, and Change
the World, 2017 2>5—HNEZZE L THIH)
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