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From:    
 
FAIR SUGAR 
Tate & Lyle sugar sold in shops is to be Fairtrade accredited, making it the biggest UK firm to carry the label. 
Granulated white cane sugar will be the brand's first Fairtrade product, followed by the entire retail range in 2009. 
To earn a Fairtrade label, firms must pay local producers a fair price, and invest further to improve working 
conditions and local sustainability. The firm says it will add £60m to the value of Fairtrade sugar inside a year.  
 
Thought:  when will the fair trade tipping point come, making compliance a necessity. 

 
 

 

From :  
 
THROWAWAY STYLE 
Forget hand-me-downs. William Good makes wearing used clothes an exercise in sustainability chic. From Nick 
Graham, the designer behind Joe Boxer underwear, the William Good line takes unwanted clothes gathered from 
Goodwill stores, turning them into high-design one-off items. When clothes go longer than 30 days on the Goodwill 
racks without being purchased, Graham picks them up and remakes them, turning them into usable ‘designer’ 
clothes to be sold in the very same stores.  
 
Thought:  find ways to add utility to things people don’t think they want any more. 

 
MEDICAL CREDIT RATING 
"What's your medical credit score?" As early as Summer 2008, people in the US may be required to answer that 
question. A health tech firm called HealthCare Analytics is developing medFICO, a medical credit rating system 
that will measure a consumer's likelihood of paying a bill. Savvy consumers already know the power of a good 
credit score — and all the obstacles that accompany a bad one. The idea of health officials tapping into their 
financial history might be enough to make some people ill, especially as the subprime mortgage crisis has put 
consumer confidence in credit rating companies is at an all-time low. But HealthCare Analytics officials claim this 
will only be used by hospitals as a tool to help plan revenue and set budgets — all post-patient treatment. 
Consumer skeptics, however, fear patients with low medFICOs may end up with inferior quality care.  
 
Thought:  will anonymity become a premium commodity? 

 
AWAKE AT THE WHEEL 
According to the National Sleep Foundation, in an increasingly sleep-deprived nation, half of Americans have 
driven drowsy and about 20% have actually fallen asleep at the wheel. In response, Mercedes-Benz is 
developing a monitoring system called Attention Assist. The system creates a driver's profile based on normal 
steering patterns and driving behavior. If a driver deviates from that profile, it prompts a warning sound that 
suggests taking a break.  
 
Thought:  seek out novel problems to address. 

 
 

 

From :  
 
COSMETICS FOR A CAUSE 
There are lots of cosmetics companies out there that donate to charities of one sort or another, or that eschew 
testing on animals. But Peacekeeper Cause-Metics appears to be unique in the industry in that it donates all its 
distributable profits to charity. PeaceKeeper was launched in 2002 with the sole purpose of helping women in need 
around the world. The New York-based company offers a line of natural lipsticks, nail polishes, lip glosses and lip 
balms that are free of toluene, formaldehyde, acetone phthalates, parabens and FD&C colouring, and that are 
made without animal testing. All after-tax distributable profits from the company's sales go to help women's health 
advocacy and urgent human rights issues. PeaceKeeper also gives one half of one percent of its gross revenues 
each year to charity, and it makes micro-credit loans to women in need.  
 
Thought:  could not making any money for yourself be a compelling consumer proposition? 

 
 



FURNITURE SWAPPING 
Over the past few years, swapping has taken off around the world. Now, flat-pack behemoth IKEA is organizing a 
furniture swap, or husselmarkt, at its Amsterdam store. The swap will let up to 250 people bring in furniture (which 
doesn't have to be made by IKEA) and swap it for items brought in by others. IKEA will also add 12.000 euros 
worth of furniture to the mix. The event is part of a marketing campaign that encourages customers to think like 
designers, which includes experimenting by rearranging furniture they already have (roughly translated, husselen 
means to shuffle, or move around). To help people redesign their living spaces, IKEA offers an online tool that lets 
users draw a room as it's currently arranged, and then move around pieces on-screen. Any furniture that no longer 
fits their rearranged room can be brought to the husselmarkt. It might seem contradictory from a business point of 
view: if people swap, they'll buy less. But IKEA knows that once a consumer rearranges a room they're likely to 
need new things to complete the makeover.  
 
Thought:  find different transactional modes. 

 
A REQUIEM FOR YOU 
Grand funerals and eloquent eulogies are all very well when it comes to marking the demise of the wealthy and 
well-respected, but there's nothing quite like a requiem to cement one's name in the annals of time. Fortunately 
though, for today's moneyed elite, Requiem for You is now on hand. An Austrian firm, they will compose a personal 
requiem on demand. Requiem offers services on three levels, the most basic of which is the composition of an 
individually tailored piece. The firm represents a network of composers, librettists and musicians who will write an 
individual requiem in advance, capturing the client's unique personality and accommodating preferences for 
balance among vocal, instrumental and textual components. In addition to composing the piece, Requiem for You 
can also produce an audio recording of it, once again honouring the client's personal tastes in the CD's cover art. 
Finally, upon request the company can arrange a performance of the requiem.  
 
Thought:  people who have everything also want a good death. 

 
DNA DATING 
'Personal chemistry' has long been a blanket term for all the things that make people compatible (or not). But until 
recently only science fiction films like Code 46 have taken the notion literally. But now Boston-based 
ScientificMatch is using DNA to assess personal chemistry for dating purposes. ScientificMatch uses three 
components to match up singles through its dating service: personal chemistry, values and personal preferences. 
While the latter two are assessed via questionnaire, personal chemistry matching is done via DNA analysis. The 
immune system is what has been found to affect sexual compatibility, with people tending to prefer those whose 
systems are different from their own. The benefits of well-matched immune systems, according to research cited by 
ScientificMatch, include a more satisfying sex life, increased faithfulness, higher fertility and healthier children.  
 
Thought:  DNA designed products…or maybe that’s DNAsigned! 

 
MAKE UP INSTANTLY 
It's not every day an innovation comes along that fundamentally changes the way consumers use a product, but 
colorOn and Eye Majic both appear to be achieving that feat with press-on eye shadow kits. Applying traditional 
eye shadow well requires considerable skill, time and expertise with brushes, sponges or other applicators. 
Matching colours can also be tricky, and eye shadow cakes are prone to crumbling and spilling, leaving consumers 
with the potential for a mess. These new press-on eye shadow kits, on the other hand, allow consumers to instantly 
apply professionally created eye-shadow designs without applicators or mess. Each single-use kit is applied to the 
eyelid using a pre-prepared strip that contains a variety of matched and blended colours. Pressing the strip 
transfers the colours onto the eyelid in just the right shades, creating a look much like one a professional make-up 
artist might have created.  
 
Thought:  provide instant applications for tricky, skill-based activities. 

 
STORE SURFING 
Sporting goods retailers that cater to divers, bicyclists and skiers strive to build their customer base into a 
community, frequently organizing outings, classes and gear clinics. The events cement long-term customer 
relationships and the experiences help those customers make the most of their purchases. A Florida extreme 
sports store called Adrenalina has gone to the next level by bringing the excitement of its surfing products right into 
its shopping mall space. Enter the FlowRider: an in-store surfing simulator that creates an artificial wave using 
highly-pressurized water. Beginners and experts alike get to try out wakeboards (mini surfboards) right in the store. 
As they balance on boards held aloft by an endless barrage of water, other customers in the store can watch their 
antics from behind floor-to-ceiling windows. FlowRiders can be found in water parks and even on cruise ships. But 
Adrenalina is the first retailer to install them.  
 
Thought:  what theatre could your brand put on? 

 



HOUSING BOGOF 
Donating money to charitable causes is all very well and good, but there's usually an abstractness about it that 
makes one wonder if the funds are really helping those who need it. A new project by California eco-urban design 
firm LJ Urban aims to make giving more concrete—quite literally—by matching its sales of homes domestically with 
funds to build homes in the impoverished African nation of Burkina Faso. LJ Urban has designed a new eco-urban 
community in the heart of Sacramento, its home town. The community is suggestively named Good, and for each 
home within it that gets sold, LJ Urban has committed to funding the complete training of a West African mason to 
build sustainable homes for families in Burkina Faso. In this way, LJ Urban aims to go beyond just providing 
homes, imparting enduring skills and jobs to the local community. And taking the notion a step further, LJ Urban 
has also opted to skip the expensive marketing campaign to promote its Good community, and to use that money 
to train more African masons instead.  
 
Thought:  relevant creative CSR promotes brand differentiation. 

 

 

From :  
 
SPECIALIST NETWORKING 
The social networking phenomenon is set to intensify this year with the launch of new specialist communities, 
according to a report from analysts at Experian. The report, The Impact of Social Networking, says companies will 
want to tap the trend for social networking but will tailor services for niche audiences that will attract advertisers. 
Specialist networks that have been launched recently include SagaZone, from the over-50s holiday and insurance 
specialists Saga, and the ResidentsHQ social network for high-end property developments. The report says that 
companies should develop these online cliques to identify and target "super advocates" - highly influential active 
web users who present a marketing challenge for brands. It added that companies need to "do everything at their 
disposal to keep these key influencers on side ... and avoid commercialism at all cost". Experian's Tony Mooney 
said companies need to think beyond gimmicks such as setting up a Facebook profile, and need to understand the 
web 2.0 environment.  
 
Thought:  how can you digitally segment your audience. 

 

 

From :  
 
THE RETURN OF OLD LUXURY 
The shift from ‘old luxury’ to ‘new luxury’ over the last 10 years involved a redefinition of the luxury market. The 
luxury marketplace used to target around 5% of consumers, but as brands realized that money was being left on 
the table, there was a deliberate softening of the definition of the luxury consumer. By various estimates, ‘new 
luxury’ incorporated between 40% to 60% of all consumers. As the chatter about the possible recession continues, 
one of the major themes is a sharp movement in the opposite direction; and a backlash is emerging. Instead of 
trading up and down, we are seeing a growing movement to consolidate. This might be an obvious consumer 
reaction as ‘new luxury’ consumers save money on. But there are signs that the ‘old luxury’ consumers, the old 5% 
are fighting back! There is a kind of bravado of ultra-luxury with high net worth consumers relishing the fact that 
they are closing the drawbridge on the mass consumers that have been their consumption partners in recent years.  
 
Thought:  give your brand some ‘old luxury’ appeal. 

 

 

From : 
 
ALCO-CAFFEINE HIT 
A new drink is rising up in the bars of LA, Tequila Espresso. Served over ice and in a rocks glass, it’s an interesting 
alternative for anyone looking for the simultaneous caffeine and alcohol buzz. As for the origins of the drink, the 
farthest back you can trace it is to a rather mischievous bartender at the Chateau Marmont, where many a great 
thing has begun and ended. Directions are simple: Pour your choice of tequila over ice, pull a fresh espresso, and 
pour the espresso into the glass. The drink often creates a polarizing love/hate reaction depending on your passion 
for the ingredients. Word of caution: drinking more than 2 of these is probably not great idea if you plan on getting 
any sleep that evening.  
 
Thought:  mix the unexpected. 

 



UNPACKED FOOD 
Founded in 2006, London’s Unpackaged only sells loose foods without packaging. Selling everything from ‘Loose 
Organic Wholefoods’ to ‘Loose Sweets’. Customers must bring their own containers to shop for items (or buy a 
one-off reusable container from them). Their rationale? Unnecessary packaging increases the price of the goods 
you buy. It means you are charged twice; first when you buy over packaged goods and then through your council 
tax to dispose of your rubbish. Also, it’s a waste of resources at every level: to produce, store and transport, 
remove and to dispose of. Finally, the two main methods of disposing of packaging – landfill and incineration – are 
major pollutants for humans and the environment and release greenhouse gases.  
 
Thought:  cut back on packaging. 

 
HIGH STREET ART 
Damien Hirst is planning to ‘democratise’ art by taking it to the high street, with the opening of his first retail store. 
Hirst has signed a 10 year lease on a shop in Marylebone that he plans to open this spring, selling artwork, T-
shirts, postcards, plates and books featuring his work, as well as stocking pieces by up-and-coming artists including 
Michael Joo, Matt Collishaw and Thomas Scheibitz. The store, which will have the same name as Hirst’s publishing 
company: Other Criteria. Hugh Allan, one of the directors of Other Criteria, said: “Art has to be experienced and the 
shop is where people can experience it in a democratic atmosphere rather than a West End gallery.” Apparently 
Hirst hopes that this shop will be the first of a chain of stores, although that will probably depend on how many 
£25,000 plastic “Happy Head’ sculptures he’s intending on shifting. Not such democratic prices for a concept that is 
stretching the realms of ‘limited edition’ a little far.  
 
Thought:  make the inaccessible public. 

 
NATURAL COLA 
Perhaps taking a cue from Jones Soda, Pepsi in the UK has launched a natural soda where they’ve dropped corn 
fructose and returned to sugar as an ingredient. The ingredients of the cola drink includes apple extract, plain 
caramel colouring, coffee leaf, tartaric acid from grapes, gum arabic from acacia trees, cane sugar and sparkling 
water. Though applaudable, the move does suggest a disconnect between the Pepsi NPD team and their 
marketing department who are going to promote it as a club drink. Because do folks in clubs and bars in the UK 
really care about their health on a night out!  
 
Thought:  natural needn’t be worthy – it can also be cool and distinctive. 

 

 

From:  
 
HEAT FREE ANTI-SAUNA 
Showcased recently, the Snow Room will be coming to luxury hotels and spas in 2008. The room will be offered to 
those hotel guests who have had enough of the blazing sun and unbearable heat, and are looking for a way to cool 
down. Because at minus ten degrees the Snow Room will be just the place. Developers the MNK Group, who are 
normally associated with conventional ‘hot’ saunas, have made great efforts to point out the benefits of a hot-cold 
therapy, something that is already common practice in north European countries.  
 
Thought:  go to the other extreme. 

 
BIODEGRADABLE COUTURE 
Hopefully you are recycling your clothes by giving them to a younger sibling, charity shop or the like. But imagine a 
world where your clothes had an expiration date and started dissolving. Helen Storey wants couture to be 
biodegradable in this way, so she has created a collection that is dissolving in a busy London shopping area: 
Oxford Street. Storey has long harboured concerns about our attitudes to waste and recycling, and during her 
career has woven plastic refuse bags and reused rags to make boas and evening gowns. To realize her idea of 
evanescent products, such as packaging that disappears as its contents expire, Storey contacted chemist Tony 
Ryan, of the University of Sheffield, after hearing him on the radio. Their Wonderland collaboration has produced 
new textiles and several patented products, including a water-purification device, a biodegradable bottle and 
orthopaedic shoes. Ryan relishes the injection of wild ideas into his lab: "Helen really pushes the boundaries of our 
knowledge, but we share the dream of a world that uses its resources more responsibly."  
 
Thought:  how do you minimise left overs? 

 
 
 
 



From:   
 
DEATH OF THE DINING ROOM 
Dining rooms are dying out as more and more homeowners knock down walls to create bigger living areas, new 
research claims. The report predicts that more than half a million dining rooms in British homes are likely to be 
demolished over the next 12 months. And if the trend continues, the traditional home of the formal dining table and 
best cutlery could disappear completely by 2020. It shows that Britons have clearly fallen for open-plan living and 
are looking at ways in which they can make better use of the space inside their homes. In many ways it's sad to 
see the decline of the formal dining room, but it appears that they may have become superfluous to modern living 
where people are perhaps less likely to eat together. Other traditional rooms are also disappearing and the report 
has found that 170,000 utility rooms will become incorporated into kitchen areas and 125,000 studies will be 
combined with adjoining bedrooms to make them more spacious. People are increasingly opting for larger lounges 
and up to 190,000 living room walls will be knocked down so the room can be combined with adjoining areas.  
 
Thought:  are your consumers expanding their lives. 

 

 

Worth a look: 
(A COMPENDIUM OF INTERESTING MISCELLANY TO WATCH AN D LISTEN TO) 
 
 
Football meets Parkour meets martial arts: 

·  http://5x5m.com/files/xtremefootball/ 
 
The ‘hero’ product from the movie Idiocracy, Brawndo has taken on a life of its own (one day, will all advertising be 
like this?!): 

·  http://www.brawndo.com/ 
 
Foals – this week’s next big thing in indie music circles: 

·  http://www.myspace.com/foals 
 
Essay on the decline of attention (it’s not a new thing): 

·  http://www.cise.ufl.edu/~ma2/essays/decline/decline.html 
 
It’s the end of the world as we know it (why climate change may have gone too far…and why we may not survive 
as a consequence): 

·  http://greenormal.blogspot.com/2008/02/it-ismuch-worse-than-we-thought-much.html 
 
David Byrne on over-analysis: 

·  “analysis is like a lobotomy. Who want to have all their edges shaved off? I’m afraid that everything will get 
homogenised and be the same. I’m afraid that reason will triumph and the world will become a place 
where anyone who doesn’t fit that will become unnecessary”. 

 
Free to download book on why it’s good for businesses to give things away for free: 

·  http://www.strategyofgiving.com/ 
 
Why digital isn’t necessarily killing TV advertising: 

·  http://www.slideshare.net/robjf/les-binets-presentation?src=embed 
 
Green, Healthy & Fair – a Sustainable Development Commission report on supermarkets: 

·  http://www.sd-commission.org.uk/publications/downloads/GreenHealthyAndFair.pdf 
 
Interview with Matt Mason, author of the Pirates Dilemma: 

·  http://creativegeneralist.blogspot.com/2008/03/creative-generalist-q-matt-mason.html 
 
 


