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Techne ✓ Techne knowledge: learning to use tools and methods to create something

Episteme
✓ Episteme was scientific knowledge: uncovering the laws of nature and other 

inviolable facts that “cannot be other than they are”

Phronesis
✓ Phronesis judgment: The wisdom required to make decisions when competing 

values are in play and an answer is not absolute - multiple options are possible



Agility
✓ Techne allows a practitioner to understand how to create tools/ methods and 

exercise a high degree of agility in response to change or challenges

Creativity

✓ Episteme uncovers inviolable facts of economics, consumer behavior, and 

advertising and when infused with creativity generates new ideas, new ways to 

detect patterns, and alternative possibilities in problem solving

Business 

Acumen

✓ Phronesis ensures business acumen is injected in the decision making 

process when competing values are in play and an answer is not absolute 

(strategy)



Cotton Mouth and the Pyscho-Billy Cadillac 
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2019 Automotive Shopping Behavior
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Predicted

Question 1: 

What’s happening to Industry Demand.

Question 2:

Where’s Demand going
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exercise a high degree of agility in response to change or challenges

Creativity

✓ Episteme uncovers inviolable facts of economics, consumer behavior, and 
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“It is not enough to 

do your best you 

must know what to 

do and then do 

your best”

Edward Deming



MROI (Marketing Return on Investment)











• Share of Industry Retail Sales
Sep-19 Sep-20 Δ (ppts)

Memo:

Sales Δ (%) 2019 YTD 2020 YTD Δ (ppts)

Memo:

Sales Δ (%)

Toyota 13.9% 13.3% 1% Toyota 13.5% 12.8% (18%)

Ford 10.9% 11.6% 13% Ford 11.2% 11.4% (12%)

Chevrolet 10.9% 11.4% 11% Chevrolet 10.7% 10.9% (12%)

Honda 10.0% 9.5% 1% Honda 10.5% 9.8% (20%)

Jeep 5.9% 5.6% 1% Jeep 5.9% 5.8% (14%)

Nissan 5.5% 4.9% (7%) Nissan 5.8% 5.1% (25%)

Subaru 4.4% 4.8% 15% Subaru 4.7% 4.7% (13%)

Kia 3.9% 4.5% 21% Kia 3.9% 4.4% (3%)

Hyundai 3.9% 4.3% 16% Hyundai 3.9% 4.6% 2%

RAM 3.4% 4.2% 29% RAM 3.6% 4.0% (4%)

GMC 3.5% 3.7% 11% GMC 3.3% 3.6% (7%)

Volkswagen 2.3% 2.2% 0% Volkswagen 2.3% 2.3% (12%)

Mazda 1.7% 1.9% 18% Mazda 1.9% 2.1% (4%)

Dodge 1.5% 1.5% (0%) Dodge 1.6% 1.5% (17%)

Buick 1.4% 1.3% 2% Buick 1.4% 1.2% (22%)

Chrysler 0.6% 0.4% (18%) Chrysler 0.6% 0.5% (37%)

Mitsubishi 0.6% 0.4% (22%) Mitsubishi 0.6% 0.5% (30%)

Other 0.5% 0.5% 16% Other 0.5% 0.5% (9%)

Premium 15.1% 13.7% (4%) Premium 14.0% 14.0% (14%)

Super Premium 0.1% 0.1% 22% Super Premium 0.1% 0.1% 10%
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Added Bonus:

Mike gets on a 
Soap Box






