Jim Carroll asks:

“ARE YOU GUILTY OF
AGGRESSIVE INDECISION?”

“I can’t be a futurist and be a pessimist.
When I look ahead, I see nothing but opportunity.” —Jim Carroll
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cknowledged as a leading global futurist, Jim Carroll is also an author and
motivator with a massive global blue chip client list. He helps transform
growth-oriented organizations into high-velocity innovation heroes.

How many times in the past two years have you heard this
sentiment: We’re not going to pursue that opportunity right
now due to the current business climate? Jim Carroll calls this
mindset aggressive indecision, and believes it is a trap that all
too regularly blocks progress and ensnares opportunity.
Jim Carroll considers this most recent recession the fifth
downturn he’s experienced, a sentiment that suggests he is a
seasoned Boomer who has been around long enough to possess a decent perspective on the cyclical nature of markets.
And, while he acknowledges that every downturn has had its
challenges, he reminds us that each has also been followed
by a recovery.
But rather than simply saying to look on the bright side, Jim
points to what he calls Long-term Transformative Trends.
“These are the big issues that will impact our lives 15 years
down the road,” he outlines. He invites us to calm our fears,
to step back from the precipice, and take a look at what these
big changes mean and the opportunities they present.
“I can’t be a futurist and be a pessimist,” states Carroll. “When
I look ahead, I see nothing but opportunity. We are constantly
witnessing the birth of new industries, new jobs, new careers.
These transformative trends represent huge potential.”
So just what are some of these transformative trends? Carroll
covers five here:

losing money. The other one
saw that there were more ethnic
groups demanding more eggplant, so he switched his crops to
eggplant, resulting in his unprecedented prosperity.
Ethical Packaging: There will
continue to be a push to create
more efficient packaging that has
less impact on the environment.
Wal-Mart has set a goal date
of 2015 to be completely environmentally friendly in its packaging. Other companies are
following suit.
Retailer/Consumer Relationships: Citing companies such as
Apple and Trader Joe’s, Carroll notes that the retail landscape
is changing in terms of brand loyalty and customer relationship.
As social media infiltrates our culture, mobile technologies
with apps that generate electronic coupons will influence purchasing decisions, as will greater in-store promotions.
Smaller Niche Markets: With more single consumers living
in large cities, an opportunity will be created for portion size,
consumer relationship. It doesn’t take a social scientist to
see that large department stores are losing market share to
smaller niche stores.

Healthcare: With an increased focus on healthy lifestyles,
a greater emphasis will be placed on managing diet by increasing the use of fruits and vegetables. This represents
enormous opportunities for the produce industry to create
innovative ways to differentiate and market existing products
and come up with new varieties and packaging solutions.

“Twenty years from now, we [Boomers] will have less of an
impact on what happens in the world,” admits Carroll. “If we
can acknowledge that the world is changing, step away from
the fear, and make the decision to adapt,” he believes that the
opportunities are virtually limitless.

Demographics: Ethnicities will represent a larger percentage
of the population, which will result in different demands.
Carroll tells the story of two farmers, one of whom continued
to plant the same crops year after year, even though he was

Don’t miss Jim Carroll’s engaging session at
Fresh Summit Monday, October 18, at 8:00 a.m.
To learn more, visit www.jimcarroll.com.
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