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RN 6 iconocuiture

TREE HABITATION

When it comes to buildings, there are different shades of green, as there are different degrees of vegetarianism.
Purists, the raw-food consumers of the architecture market, demand minimal processing and want to leave no footprint
on the natural world. So they might like the look of this. Architects Mitchell Joachim and Javier Arbona have teamed up
with environmental engineer Lara Greden to dream up the ultimate tree house — a two-story, water-recycling, solar-
powered, living crib. They're testing techniques for growing a weave of vines and trees that will form a lattice-like outer
structure. Inside walls will be packed with clay and plastered. The team is also experimenting with a soy-based film for
the windows that would expand as the house grew. The trio say a house would take about five years to grow. They
envision tree-house farms where growing houses are tended and homeowners can pick out a finished house for
transport as far as 100 miles.

Thought: could you produce a fully ‘live’ product?

HAUTE CANS

Taste, a brand of canned foods, is anything but downmarket. The sleek blue-and-silver tins scream upscale luxury and
"Eat me now." All of the vegetables are products of Italy, including the prized San Marzano tomatoes that foodies
wouldn't be caught dead without. The seafood line reels in items like Maine lobster and Pacific Dungeness crab.
Lychee fruit direct from Thailand? Look no further. It all goes to show that even gourmets need convenience foods from
time to time. And as long as the vittles are of premium quality and minimally processed, time-challenged foodies should
go ga-ga for such tastefully packaged products.

Thought: give something downmarket an upmarket make over.

From:

LIFE STORY LABELS

Dole Organic lets consumers travel to the origin of each organic product. By typing in a fruit sticker's three-digit Farm
Code on Dole Organic's website, customers can find the story behind their banana. Each farm's section on the website
includes background info, shows photos of the crops and workers and tells consumers more about the origin of Dole's
organic products. Now that carbon footprinting has become a household term in mature consumer societies, expect
consumers' desire to find out about the origins of a product to become a given. Questions no one ever asked a few
years ago will become an integral part of the purchasing process. How was the product made? By whom? How did it
get to its point of sale? What effects on the environment will it have after purchasing?

LI

Thought: people want transparent and honest provenance.

BLOCKBUSTER PREDICTION

Think consumers can predict the next big book, CD, television show or movie better than top producers and publishing
houses can? Media Predict challenges users to put their virtual money where their mouths are with an online prediction
market game, where players buy and sell shares based on how well they think new entertainment ventures might do in
the real marketplace. Here's how it works: when users register, they get 5,000 virtual dollars to begin investing. They
can scan the markets for book proposals, up-and-coming musical acts, script treatments and TV pilots. Each is valued
in virtual dollars per share based on perceived potential. If shares of a particular book proposal are going for $55, for
instance, the book has about a 55% chance of being published. If a project seems like it might take off, a wise investor
can put his or her money behind it. Or, conversely, he or she can sell if stock seems like it might plummet. In doing so,
players drive the market value—and those who have a keen eye for the next big blockbuster get rewarded for it. When
a deal goes through—for instance, if a book proposal gets signed to a publisher—shares pay off at $100 each. And on
the flipside, when a venture doesn't succeed, share value bottoms out at $0. With new markets being added every day,
Media Predict makes for an addictive pastime for media lovers—but it's more than just a game. Similar prediction
markets have had an amazing track record for forecasting election results, economic indicators, sales levels and more.
And some media giants are already taking note.

Thought: could consumers predict what would succeed in your market?



EATING FAME

“Eat, drink and be famous” is the motto at Spotlight Live, a hot new nightspot nestled in the heart of New York's Time
Square that's serving up whimsical American cuisine and American ldol style entertainment. A four-story performance
amphitheatre, Spotlight Live is a far cry from your average hole-in-the-wall karaoke bar. Aspiring popstars and starlets
of all ages can work with a team of entertainment professionals—from make-up artists and choreographers to back-up
singers and dancers—to create live performances they will remember for a lifetime. Acts are broadcast online via
streaming video and on Spotlight Live's own Times Square Jumbotron! And performers can purchase CDs, DVDs and
even posters or other memorabilia to commemorate their shows. The audience gets involved, too: Spotlight Live has
employed some cool technology to make the experience interactive. Diners can vote on their favourite performance,
instant message other tables and post comments online using touch-screens at each table. With talent-based reality
shows like American Idol still creating a buzz around workplace water coolers, it's a smart move to cash in on those
looking for their 15 minutes of fame.

Thought: up-grade the experience you offer to full professional performance status.

CLOTHES THAT TALK

T-shirts have long been conversation starters, letting their wearers express bold political views, support their favourite
artist or display their quirky sense of humour. Reactee takes the interaction to another level by harnessing the power of
text messaging, creating t-shirts that "text back". How it works? A customer picks a personal slogan and a unique
keyword, which Reactee prints on an American Apparel t-shirt. The user gets the t-shirt and flaunts it. Anyone
interested in knowing more about the slogan or its wearer can text the keyword to 41411, and will get an immediate
response as set by the wearer, who also receives a copy of the message including the sender's cellphone number.
Reactee users include individuals who want to connect others to a cause they're passionate about, or who simply want
to ignite a response from potential admirers ("Am | hot?"). On a broader scale, organizations like the Philharmonic
Orchestra of the Americas and YouthNoise are using the t-shirts to connect to supporters.

Thought: introduce some texting interaction for your consumers.

SHORT TERM RESTAURANTS

A new restaurant recently opened on East 63rd Street at Park Avenue. Within three months, it will close. And reopen.
And close. And reopen. With each season, what was formerly known as Park Avenue Café will be reborn as a new
restaurant. Park Avenue Summer, as it's currently named, is part of the Smith & Wollensky restaurant group and is
supremely in tune with the seasons. While most restaurants adapt their menus to accommodate the available foods
and prevailing moods of the time of year, Park Avenue takes seasonality to a new heights and will also completely
revamp its décor, staff uniforms and place settings. Currently, waitresses wear sundresses, wall panels are yellow, and
guests are served Lemon Sole and Peach Sorbet. The restaurant's interior was created by design agency AvroKO,
which took cues from theatre stage sets to help facilitate the transition to Park Avenue Autumn in September. It's all an
interesting combination of adherence to nature's rhythms and of the appeal of anything short-lived.

Thought: change regularly to keep people interested..

THIN SKINNED BOTTLES

Pitched as a water skin, a new bottle created by French packaging manufacturer Sidel provides a lighter alternative to
traditional PET bottles. A regular plastic half-litre water bottle weighs 13-16gms. Sidel's NoBottle weighs just 9.9gms.
given that we consumed 160bn litres of water in 2006, waste reduction of 20-30% adds up. The innovation was made
possible by using a highly flexible type of plastic with shape-memory, which lets the bottle bounce back into shape after
being gripped or otherwise compressed.

Thought: consider the cost savings and green bonus of reduced packaging.

From: i

A TASTE OF POLAND

Borsch packet soup and goulash ready-meals are the new battleground for British retailers and manufacturers as they
meet the demand for home-grown comfort food from the country's burgeoning Polish community. An estimated 750,000
Poles — 2% of the total Polish population - now live in Britain and the market opportunity afforded by the ‘Polish pound’
is not going unnoticed. Heinz stole the march with the launch of a ready-meal range under the Pudliszki brand this year.
Aimed at ex-pats, the company believes they could also find favour among Brits who are becoming increasingly familiar



with their cuisine through themed restaurants and delis. Now Nestle is getting involved by bringing Winiary, its Knorr-
style Polish food brand, to the UK. The brand is a household name in Poland, generating sales of around £100m and
Nestle is to launch the bestselling product lines. The move is backed by a campaign in Dziennik Polski, the daily Polish
language paper which has a UK circulation of around 30,000.

Thought: is there an ethnic audience you could own?

BAG OF MILK

One of Britain's leading supermarket chains is to start selling milk in plastic bags after green campaigners said the sale
of millions of plastic milk cartons was threatening the environment. Waitrose will start selling pouches of milk, alongside
special jugs to use them with, from tomorrow. Campaigners hope the scheme will be the first step to abolishing plastic
milk bottles, thereby reducing landfill and saving the energy used in their manufacture. Britons consumes around 180
million pints of milk a week, of which at least two-thirds is sold in plastic bottles, with only one in four getting recycled.
Milk pouches have caught on in Canada and India. And if the environmental benefits can be proved, there could be a
big change in the way British people buy milk. On similar lines, Asda has just tried out the 'Greenbottle' milk container
made of biodegradable and recyclable plastics, and other supermarkets are considering how to reduce packaging.
Compostable milk bottles made of chalk have also been tried out in mainland Europe.

Thought: try a radical packaging reinvention.

From:

THE 3 SECOND CUPPA ""‘""W“&ﬁ—
Time seems to stand still when you’re waiting for the kettle to boil, leaving you shuffling around :
impatiently, craving that first caffeine injection of the day. OK, it might only be 3 minutes but it's still true. -
In fact, research says it's 2m 47secs. Still too long? Then you might fancy Tefal's latest kettle, which
promises you a cup of boiling hot tea in 3 seconds. Oh yes! You fill the Tefal Quick Cup kettle as normal
then hit the red button. The kettle sucks up enough water (220ml) for one cup through a coiled heating
element so that by the time it hits the spout, it's boiling. Not only that, but it also houses a water filter and
the company says its uses up to 65 per cent less energy [or £30 a year] than a regular kettle.

Thought: do it really quickly.

From: REUTERS :§

DESIGN VS. THE BARBARIANS

Philippe Starck, whose minimalist interiors star in luxury hotels worldwide, thinks design is less important now than
taking on the "barbarians" — those not helping to care for the environment: "l believe we are definitely in a time of
barbarians and therefore it is less important to talk about design or art. Priority is to be given to political action in order
to fight barbarians”. Paris-born Starck, who also designs useable household items with a twist like a striking long-
legged steel citrus squeezer, considers barbarians those who do not seek to preserve life and the earth. "The most
positive action is to refuse...to buy. But if you need to, the minimum is ethical. To go back to the essence of things and
ask myself: do | need this?" he said. Getting that message across, however, is hard because "l am only a designer and
each letter of the message | want to give is made of objects and places | design. So it takes a long time to share my
ideas. | am not a politician who can change the world with one law, | am not a singer who can change the world with
one song, | am not a journalist who can change the world with one article" he added.

Thought: can design make a difference to the world?



From: [1[=

WATCHING ADS

Billboards that know when you're looking at them will soon be a reality, if new eye-tracking gear from a Canadian
startup makes good on its maker's claims. The eyebox2 from xuuk is a palm-size video camera surrounded by infrared
light-emitting diodes. It can record eye contact with 15-degree accuracy at a distance of up to 33 feet. A simple glance
from a passerby scores an impression, providing a tally that enables new Google-like measurement metrics that real-
world advertisers could only dream about until recently.

Thought: is your marketing effectiveness provable?

From: gl

FASHION AS REHABILITATION

An ltalian cooperative, known as Project Alice, is helping rehabilitate inmates in Milanese prisons through the art of
fashion design. You may be serving 15 years for murder but that's no reason to let standards slip. Female inmates at
this Milanese secure unit have the option to take a course in fashion design, even holding fashion shows in the prison
grounds. They are also set to collaborate with major Italian designers in future. Having already created costumes for
both TV and La Scala theatre productions, the project teaches both design and production, aiming to instill useable
skills to help the women make something of their lives. Up next is the inmates creation of their own fashion brand,
which will be available in stores within the next couple of months under the label Gatti Galeotti - Jail-cats!

Thought: introduce novel designers to generate interest and talkability.

ONE CHARGE

Here’s what could be next Christmas' number one gadget gift - an ultra thin pad that can instantly re-
charge any and all devices laid upon it. However, it is expected that a special module will need to be
installed on each battery for it to receive it's electromagnetic induction. The Wildcharger itself runs on
a singe AC power cord and is expected to cost somewhere between $40 and $100. Their site reads:
Just place any device that is fitted with a WildCharge adapter on the WildCharger™ surface and it will
immediately receive full power for charging and operating! You can even place multiple enabled
devices on the pad, simultaneously powering them all, even if their power requirements differ!

Thought: simplify the hassles of gadget ownership.

SECRET BARS

There has been a resurgence of secret bars in Tokyo, which used to be a staple of Japanese night life. Hidden in the
maze of urban Tokyo, these bars are intentionally hard to find and maintain a certain intimacy that exudes exclusivity.
They are Japan's equivalent to Western red velvet ropes - the smaller and more obscure they are, the more exclusive.
These are reminiscent of pre-war Tokyo, when the city was packed with "counter bars" called Nomiya. These bars only
sat about a half dozen regulars and the host was as much a bar tender as a confidant. Today, a younger creative class
is reviving nomiya culture, in what has been described as a "postmodern nostalgia for pre-Sony Tokyo." It reflects a
new focus on traditional culture developing among younger Japanese: they are starting to wear kimonos and reject the
Western ideology pushed on them by their parents' generation.

Thought: small and secret maximises appeal.

PRINTABLE ELECTRONICS

The printing industry is quite excited right now due to the rapidly developing field of printable electronics. The
technology will allow for innovations ranging from flexible e-paper displays (which, in turn, could radically change the
way we read books), more easily manageable RFID tags and, among other things, animated posters. Industry analysts
are encouraged by the quick take-up of the technology, as well as growing research into future uses - and are
predicting that more than 15,000 specialized printable electronics printers will ship between 2007 and 2013. It looks as
though this business is going to be a winner. Certainly, by the sound of the technology itself, it's hard to deny that the
world is poised for a major shift in the way it does paper and printing. We'll keep you posted.

Thought: how would you use printable electronics?



From:

MEMORY ERASER

Everyone’s got something in their past they want to forget. Now there is a pharmaceutical delete button. Why go
through years of therapy or self-medication then rehab, when you can take a sci-fi wonder pill? Remember Total Recall
and Eternal Sunshine of the Spotless Mind? Now, an amnesia drug that blocks or deletes bad memories is under
development by researchers at Harvard and McGill University (in Montreal). The technique seems to allow psychiatrists
to disrupt the biochemical pathways that allow a memory to be recalled. In a new study, published in the Journal of
Psychiatric Research, the drug propranolol is used along with therapy to "dampen" memories of trauma victims. They
treated 19 accident or rape victims for ten days, during which the patients were asked to describe their memories of the
traumatic event that had happened 10 years earlier. A week later, they found that patients given the drug showed fewer
signs of stress when recalling their trauma.

Thought: even if not permanently, how could you help people to forget?



