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Re-Conceptualizing a Working Net (part 2) 

 

New source of power is not money in the hands of a few; but 
information in the hands of many! 
 
INTRODUCTION 

 
> In an industrial society, the strategic resource is financial capital.  But in our 

society of 2019, the strategic resource is information.  Not the only resource, but 
the most important.  With information as the strategic resource, access to the 
economic system is much easier. 

> In the information society, we have systematized the production of knowledge 
and amplified our brainpower.  To use an industrial metaphor, we now mass-

produce knowledge and this knowledge is the driving force of our economy. 
> Unlike other forces in the universe, however, knowledge is not subject to the law 
of conservation: it can be created, it can be destroyed, and most importantly it is 

synergetic---that is, the whole is usually greater than the sum of the parts. 
> "The productivity of knowledge," notes Peter Drucker, "has already become the 

key to productivity, competitive strength, and economic achievement.  Knowledge 
has already become the primary industry, the industry that supplies the economy 

the essential and central resources of production." 
> In an information economy value is increased, not by labor, but by 
knowledge.  Marx's "labor theory of value," born at the beginning of the industrial 

economy must be replaced with a new knowledge theory of value.  Nevertheless, 
the notion that knowledge can create economic value is generally absent from most 

economic analysis. 
--- excerpts from Megatrends - Ten New Directions Transforming Our Lives, by John 
Naisbitt published by Warner Books, 1982 

 
CHALLENGES COMMUNICATING INFORMATION 

 
> "What we have here," wrote Al Reis and Jack Trout in Positioning: The Battle For 
Your Mind  Madison Avenue upside down in 1981, "is a failure to communicate." 

> How often have you heard that bromide?  "Failure to communicate" is the single, 
most common, most universal reason people give for their problems.  Business 

problems, government problems, labor problems, marriage problems. 
> If only people took the time to communicate their feelings, to explain their 
reasons, the assumption is that many of the problems of the world would somehow 



disappear.  People seem to believe any problem can be solved if only the parties sit 
down and talk.  Unlikely. 

> Today, communication itself is the problem.  We have become the world's first 
over communicated society.  Each year, we send more and receive less. 

 
EXPLOSION OF MARKETING COMMUNICATIONS 
 

> Just after WWII, the per-capita consumption of advertising, promotion, publicity 
in the United States was about $25 a year.  By the early 1980's, it was $376 per 

person.  The average American consumer was exposed to twice as much 
advertising as the average Canadian; four times as much as the average English 
person; five times as much as the average French person.  By 2005, the cost of 

marketing communications was $805 per man, woman and child in the USA. 
> Advertising, from the point of view of the recipient, is held in low 

esteem.  Advertising is, for the most part, unwanted and unliked.  In some cases, 
advertising is thoroughly detested. 
> While no one doubts the advertiser's financial ability to dish it out, there's some 

question about the consumer's mental ability to take it in. 
> Each day, thousands of advertising messages compete for a share of the 

prospect's mind.  And make no mistake about it, the mind is the 
battleground.  Between 6 inches of gray matter is where the advertising war takes 

place.  And the battle is rough, with no holds barred and no quarter give. 
> Advertising is a brutal business where mistakes can be costly.  But out of the 
advertising wars, principles have been developed to help you cope with out over-

communicated society. 
---excerpts from Positioning: The Battle For Your Mind, by Al Reis and Jack Trout 

published by Warner Books, 1981 
 
FILTERS: PRE-CONDITIONING THE MIND 

 
> Reality is viewed through through filters or grids of our pre-conceptions.  These 

filters or grids are the totality of our life experiences: DNA, ancestry, parental 
influences, education, work, play, interpersonal interactions. 
> Pre-conception exercise: Count how many "F's" you see in the following 

sentence... 
 

FINISHED FILES ARE THE RE 

SULT OF YEARS OF SCIENTI 

FIC STUDY COMBINED WITH 

THE EXPERIENCE OF MANY YEARS. 
 

> # Seen: _____ 
 

 
VIEWING REALITY IN 3 DIMENSIONS - EXTERNALLY AND INTERNALLY 

 
> Illustration from photography/landscape camera. 



 
> "Photography is 90 percent seeing and 10 percent photographing; if you can't 

see it, you can't photograph it.  Excellent photography reveals an emotional 
attachment between a photographer and subject matter.  Passion is a powerful 

force.  In my case, I appreciate the medium of photography, but I appreciate 
creation and genius of the Creator much more. 
 

> The mentor who taught me to see the picture - (Google search: Charles Forberg: 

Architect 1919-2013 for a photo essay [pdf] that was posted on the website of The 
Museum of the Jewish People at Hebrew University in Tel Aviv for a year following 

his death). 
 

> Photography is the simultaneous recognition, in a fraction of a second, of the 
significance of an event as well as of a precise organization of forms which give that 

event its proper expression.  I deliver that, through the act of living, the discovery 
of one's self is made concurrently with the discovery of the world around us which 
can mold us, but which can also be affected by us.  A balance must be established 

between these two worlds---the one inside us and the one outside us.  As the result 
of a constant reciprocal process, both these worlds come to form a single one.  And 

it is this world that we must communicate. 
---Henry Cartier-Bresson, 20th Century Photographer 
 

RE-CONCEPTUALIZING THE ARCHITECTURE OF A NETWORK MARKETING 

COMMUNICATIONS NET 
 

> Geometry is a picture of 3 dimensions of mathematics: 

• 1st Dimension: Addition/Subtraction 
• 2nd Dimension: Division/Multiplication 
• 3rd Dimension: Cubes 

 

 

 

> Horizontal rather than a Vertical view of a Binary Structure 



 

 

 

 

PARADIGM SHIFTS BY ONELIFE-USA GHROUP FOR DEALSHAKER 
ECOMMERCE PHASE OF DR RUJA'S 25-YEAR PLAN 
 

>  LIQUIDATION to UTILIZATION of OneCoins 
>  CONSUMER to PROSUMER mindset 
>  SALES to SOCIETAL MARKETING culture 
>  2-DIMENSION to 3-DIMENSION networking 
>  EITHER-OR to MULTIPLE INCOME-PRODUCING OPTIONS 
>  TOP-DOWN to BOTTOM-UP structure 
>  ME-FIRST to SERVANT-LEADERSHIP model 
 
 

THIRD DIMENSION NETWORK MARKETING COMMUNICATIONS 

MENTORING 

 

 



 

 

 

 

Part 3 - 3RD DIMENSION NETWORK MARKETING MENTORING WITH 
7K METALS MEMBERSHIP MODEL/COMPENSATION PLAN (to be 

continued) 
 

 

Ron Forberg 

 


