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production artist ohotographer

art director digital strategist

web developer course director
freelancer editor copywriter

project lead project manager

after effects ninja  social media specialist
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Designer ?
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“shit work but it

pays the bills" just a hobby

“entry-level job”
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DESIGN SALARIES
2001-2007

Average Salaries measured in US S.

COROFLOT.COM
BUREAU OF ENGRAVING

880k
CESIGN MANAGEMENT 870k
FASHION DESIG $60k
850k
INTERACTION/WEB DESIGN ARCHITECTURE
INDUSTRIAL DESIGN
INTERIOR DESIGN $40k

GRAFPHIC DESIGN

2001 2002 2003 2004 2005 2006 2007

Coroflot.com - Creative Career Site - Dasign Jobs & Portfolios






Nobody has ever been happy in a job
they obtained by handing in a resume.

— Douglas Coupland, jPod



Digital Strategist



Design Strategist
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a new way to think






(Full-Time MBA Class of 2012, entering September 2010)

CLASS SIZE

AVERAGE AGE

AVERAGE WORK EXPERIENCE

AVERAGE GMAT SCORE

WOMEN

INTERNATIONAL STUDENTS




(Full-Time MBA Class of 2010, entering September 2008)

GENERAL MANAGEMENT
MARKETING/SALES
FINANCE LEGAL SERVICES
OPERATIONS/LOGISTICS

TECHNOLOGY

HUMAN RESOURCES

CONSULTING OTHER




(Full-Time MBA Class of 2010, entering September 2008)

« AVERAGE STARTING SALARY
« MEDIAN STARTING SALARY
« SALARY RANGE

These are base salaries as reported by students and do
not include bonuses. All figures are in Canadian dollars.
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Roger Martin argues that to
TAK E compete in a design-based economy,

companies must become more like
design shops. That means:

THINIKING LIKE A DES/GNER

5 A PROJECT - THERE ARE NO
PERFECT SOLUTIONS

The work style in conventional
companies is to seek the perfect answer.
That's inefficient and slow. Designers “try it,

prototype it, improve it”"—and move it.

DON'T WAIT FOR
>> THE PROOF
Traditional companies reward

on’t come from
those who “prove that something actually

managing big budgets and :
| operates or that something must be.” Design

¢ large staffs. Like designers,
managers will be rewarded for
“solving tough mysteries with
elegant solutions.”

shops reward those with the foresight and
courage to act on what “might be.”
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MANAGER



o FUTURE
k- MBA

DESIGNING THE THINKER
OF THE FUTURE

Mihnea Moldoveanu
Roger Martin




HIGH-VALUE
DECISION MAKER



Selection Development Network

Rotman

Source: Mihnea Moldoveanu, Roger Martin. The Future of the MBA


http://www.amazon.com/Future-MBA-Designing-Thinker/dp/0195340140
http://www.amazon.com/Future-MBA-Designing-Thinker/dp/0195340140

The Future of the MBA

Rotman
er Martin. The Future of the MBA
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Know-What — Know-How

Rotman

Source: Mihnea Moldoveanu, Roger Martin. The Future of the MBA
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a new way to think

Rotman

Source: Mihnea Moldoveanu, Roger Martin. The Future of the MBA


http://www.amazon.com/Future-MBA-Designing-Thinker/dp/0195340140
http://www.amazon.com/Future-MBA-Designing-Thinker/dp/0195340140

MIND




INTEGRATIVE THINKING

Rotman

Source: Mihnea Moldoveanu, Roger Martin. The Future of the MBA
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Reliability vs. Validity

Business People Designers

100% : 100%
Reliability 50/50 Validity
Mix

Rotman

Source: Roger Martin on reliability versus validity at the Institute of Design Strategy Conference, May 2006  Copyright © 2006 Roger L. Martin
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The Predilection

Gap

Rotman

Source: Roger Martin on reliability versus validity at the Institute of Design Strategy Conference, May 2006  Copyright © 2006 Roger L. Martin
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Reliability
MEETS EXPECTATIONS

» Proot

» Consistent outcomes
» Past data

» Depth by limits

» Avoidance of bias

reliability versus validity at the Institute of Des

Validity

MEETS OBJECTIVES

Possibility

New ideas

Future events

Breadth by diversity

Leverage of bias

ign Strategy

Con

Rotman

ference, May 2006 Copyright © 2006 Roger L. Martin


http://vimeo.com/5274469
http://vimeo.com/5274469

Reliability Validity

Rotman

Source: Roger Martin on reliability versus validity at the Institute of Design Strategy Conference, May 2006  Copyright © 2006 Roger L. Martin
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THE
DESIGN

OF
BUSINESS

goode

WHY DESIGN THINKING
IS THE NEXT COMPETITIVE
ADVANTAGE

ROGER MARTIN

AUTHOR OF THNE OPPOSABLE NMIND







The integrator is valuable, not
subcontractable, and non-algorithmic.

— Mihnea Moldoveanu & Roger Martin.

Rotman

Source: Mihnea Moldoveanu, Roger Martin. The Future of the MBA
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DESIGN THINKING
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Helen Walters is a writer, editor and researcher at innovation consultancy
Doblin, part of the Monitor Group. A New York City-based journalist, with
experience editing and publishing content across multiple platforms, Helen
was formerly the editor of innovation and design at Bloomberg
Businessweek. She is contributing editor at Creative Review magazine in the
United Kingdom while she writes about creativity and design for numerous
international publications, including Fast Company Design, Core77 and
Design Observer. She regularly participates in discussions about the business
of design at conferences around the world and curates the website,
thoughtyoushouldseethis.com. She is the author of a number of design-
related books. She tweets @helenwalters.
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The 7 Biggest Challenges in
Merging Design and Co.Design
BUSlneSS business + innovation + design

BY NOW, BUSINESSES SHOULD HAVE LEARNED TO EMBRACE
DESIGN. YET THEY STILL DON'T. WHY?

Source: http://www.fastcodesign.com/1662706/the-7-biggest-challenges-in-merging-design-and-business
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REDESIGNING BUSINESS SUMMIT
THE BIG RETHINK

March 11th - 12th 2010 « Kings Place, London

Sample the fresh thinking that business needs to seize opportunities in a volatile world

WHAT HAPPENS ...
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http://www.economistconferences.co.uk/sites/www.economistconferences.co.uk/files/uploaded-resources/redesigning-business/10_0312_350_ECONOMIST_THE_BIG_RETHINK_LONDON_SC.pdf
http://www.economistconferences.co.uk/sites/www.economistconferences.co.uk/files/uploaded-resources/redesigning-business/10_0312_350_ECONOMIST_THE_BIG_RETHINK_LONDON_SC.pdf

ROBIN Bew p——
Sir a‘r” C‘x - T WORD WL Gl

Four starting peints fer businesses
te be built on these trends

. GLOWNG EONOM IES -
ow - 0 MicH DT

i &
7 coumtrs WirH

X AYiNY population

" QLY - _,-' ""  2 o
e 5 : A0 cuA Yo 5
Ak L2 \ SHIFT T WO o
: 9 EMERGING MARKETS ferazit e 5@ :
/ . \ . ~
AS ATT TUDES CHANGE I\ 203 I

0 THERE Wil B
MANY, manv
&9" OPPORTUNTIES

Lok 5 RIMEMBER Jencs
o 1 NEED
i

> SPEED

, YoUu NEED
fIND QAPITAL ALSO
{ wit. balls and
R s sustainakle
PrOBLOMS uhderwear

cognitivemedia All images © CognitiveMedia 2010 The Economist Redesigning Business Summit: The Big Rethink, London, 12.03.10
Source: http://www.economistconferences.co.uk/sites/www.economistconferences.co.uk/files/uploaded-resources/redesigning-business/10 0312 350 ECONOMIST THE BIG RETHINK LONDON_ SC.pdf


http://www.economistconferences.co.uk/sites/www.economistconferences.co.uk/files/uploaded-resources/redesigning-business/10_0312_350_ECONOMIST_THE_BIG_RETHINK_LONDON_SC.pdf
http://www.economistconferences.co.uk/sites/www.economistconferences.co.uk/files/uploaded-resources/redesigning-business/10_0312_350_ECONOMIST_THE_BIG_RETHINK_LONDON_SC.pdf

Good ideas can be ugly.



craigslist ©

post to classifieds
my account

help, faq, abuse, legal

search craigslist

( B

" for sale

event calendar
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13 14 15 16 17 18 19

20 21 22 23 24 25 26
27128/29|1 /2 |3 | 4
5|6|7|8|9|10|11

avoid scams & fraud
personal safety tips
craigslist blog
craigslist factsheet
best-of-craigslist
craigslist TV
craigslist movie & dvd
craigslist foundation

craigconnects
system status

terms of use about
privacy help

toronto "

community

activities local news
artists lost+found
childcare musicians
classes pets

events  politics

general rideshare

groups  volunteers
personals

strictly platonic
women seek women
women seeking men
men seeking women
men seeking men
misc romance
casual encounters
missed connections
rants and raves

discussion forums

1099  qifts pets
apple haiku philos
arts health  politic
atheist help psych
autos  history queer
beauty housing recover

bikes  jobs religion
celebs jokes rofo
comp  Kink science
crafts  Ltr. shop

diet legal spirit
divorce linux sports
dying locpol tv.
eco m4m tax
educ money testing
etiquet motocy transg
feedbk music travel

film npo vegan
fitness open w4w
fixit outdoor wed

food over50 wine

tor drh yrk bra mss oak

housing

apts / housing
housing swap
housing wanted
office / commercial
parking / storage
real estate for sale
rooms / shared
sublets / temporary
vacation rentals

for sale
antiques  appliances
baby+kids arts+crafts
barter auto parts
bikes beauty+hlth
boats cars+trucks
books cds/dvd/vhs
business cell phones
computer clothes+acc
free collectibles
general electronics
household farm+garden
jewelry furniture
materials garage sale
vs motorcycles
sporting music instr
tickets photo+video
tools toys+games
wanted video gaming

services
beauty automotive
computer farm+garden
creative  household
cycle labor/move
event real estate
financial skill'd trade
legal sm biz ads
lessons therapeutic
marine travel/vac

jobs
accounting+finance
admin / office
arch / engineering
art / media / design
biotech / science
business / mgmt
customer service
education

food / bev / hosp
general labor
government
human resources
internet engineers
legal / paralegal
manufacturing
marketing / pr / ad
medical / health
nonprofit sector
real estate

retail / wholesale
sales / biz dev

salon / spa / fitness

security

skilled trade / craft
software / qa / dba
systems / network
technical support
transport

tv / film / video
web / info design
writing / editing
([ETC]

[ part-time ]

gigs
crew computer
event creative
labor domestic
talent writing

english | francais

nearby cl
ashtabula
barrie
belleville
brantford
buffalo
chautauqua
erie
finger lakes
guelph
hamilton
kingston
kitchener
london
meadville
niagara region
owen sound
peterborough
rochester
toronto
twin tiers
canada
ca provs
ca citles
us cities

cl worldwide
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We are a global design consultancy. We create impact through design.

__JTIDEO

Home » Work » Bloomberg Terminal Concept

BLOOMBERG TERMINAL CONCEPT FOR
PORTFOLIO MAGAZINE

Envisioning the future and
adoption of financial data
delivery

Email | Share

The Bloomberg terminal is a staple in any financial
institution, providing real-time data about pricing,
analytics, and print and multimedia news across a
number of financial markets. Despite an estimated
75,000 machines in use worldwide—including one
in the Vatican—users find the aesthetic is dated and
the interface synonymous with MS-DOS.

Conde Nast's Portfolio magazine asked IDEO to
address the aging Bloomberg terminal and create a
speculative and disruptive new interface design.
Drawing from expert users and insights gathered
over vears of ethnographic research in the financial
services and computing industries, IDEO set out to

create a simple and pragmatic design that avoided

being overly fanciful or appearing dumbed-down. e o p———
To enable ready adoption of such an interface, ' ‘ “‘

IDEO minimized complexity to avoid the inherent —a f i ::
switching costs of changing to a new interface. At | — = =

the same time, the design also incorporated certain
“badge of honor” elements inspired by expert users
of the previous system.
< . ; . 2R AWARDS
Working with a thres-wesk deadiine, IDEO CTORARRAL. o o e
an interface that presents information in a logical IDEA Silvar Awiid froin INSA snd BustnocssWeask: soo8
progression, with news and data displayed left to



DES P235 Corp DES

SECURITY DESCRIPTION Page 1/ 1
DISNEY (UALT) CO DISS % 12/15/17  105.968/105.968  (5.23/5.23

ISS’D UNDER MTN SR. UNSEC’D. SHORT 1ST CPN.

Australia 61 2 9777 8600 Brazil S511 3048 4500 Eono 44 20 7330 7500 Gernany 49 69 520410
Hong Kong 852 2977 6000 Japan 81 3 3201 8900 Singapore 65 6212 1000 U.S. 1 212 318 2000 Copg-lght!zczlzs"alwo%.gé
el m & 1



AL IE =N
e, sl
* -

AR




Bad ideas are seldom beawutiful.
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Cra;F Logo Yourself

Why hire an expensive firm to rebrand?

Enter Text to be Crap Logo'd:
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@GaplLogo
Gap Gap Logo

That new MySpace logo? I mean I know I
have very little room to talk but holy shit.

40 minutes ago via web Favorite t3 Undo Retweet 4 Reply

Retweeted by walterelly and 41 others
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Make things beautiful
make beautiful

— Saul Bass, when asked what he wanted to do with his life



Saying me can be harder than yes.



Starbucks: An lllustrated History

1992 20Mm

Source: http://best-ad.blogspot.com/2008/08/evolution-of-logos.html


http://best-ad.blogspot.com/2008/08/evolution-of-logos.html
http://best-ad.blogspot.com/2008/08/evolution-of-logos.html

Google - Google



Bloomberg
Businessweek

Get our new FREE iPad app now I Home I Finance I Technology I Innovation

The 25 Most Innovative Companies 2010 13027 Q0

Viotiolt

Research In .
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SIMON HAYTER/GETTY IMAGES
No. 14: Research in Motion
The BlackBerry's maker has invested much of its recent research budget into speeding up the

text-typing capabilities of its smartphones. But touchscreen handsets from Apple (AAPL) and
others are threatening to turn the device into an also-ran.

[Z] readthe story L) postacomment



RIM vs. Apple

Oct Nov
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2011
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Research In Motion Ltd

May Jun Jul







They ask, “Why can’t you be more like Apple?”

So we should go bankrupt and fire our founders and
bring in a moron¢ That's what we should do?

— Roger Martin, “Detying RIM's critics”
Globe and Mail, February 10, 2012

Source: http://www.theglobeandmail.com/report-on-business/careers/careers-leadership/the-lunch/roger-martin-defying-rims-critics/article2334739/page2/
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Balance Sheet Get Balance Sheet for: (GO 7\

View: Annual Data | Quarterly Data All numbers in thousands
PERIOD ENDING 29-Sep-07 30-Sep-06 24-Sep-05
Assets
Current Assets
Cash And Cash Equivalents 9,352,000 6,392,000 3,491,000
Short Term Investments 6,034,000 3,718,000 4,770,000
Net Receivables 4,811,000 3,452,000 1,226,000
Inventory 346,000 270,000 165,000
Other Current Assets 1,413,000 677,000 648,000
Total Current Assets 21,956,000 14,509,000 10,300,000
Long Term Investments - - -
Property Plant and Equipment 1,832,000 1,281,000 817,000
Geoawill 38,000 38,000 69,000
Intangible Assets 382,000 160,000 27,000
Accumulated Amortization - - -
Other Assets 1,051,000 1,217,000 338,000
Deferred Long Term Asset Charges 88,000 - -
Total Assets 25,347,000 17,205,000 11,551,000
Liabilities
Current Liabilities
Accounts Payable 6,230,000 6,471,000 3,484 000
Short/Current Long Term Debt - - -
Other Current Liabilities 3,069,000 - -
Total Current Liabilities 9,299,000 6,471,000 3,484,000
Long Term Debt - - -
Other Liabilities 67,000 14,000 601,000
Deferred Long Term Liability Charges 1,449,000 736,000 -

Minority Interest - = .
Negative Goodwill . . .

Total Liabilities 10,815,000 7,221,000 4,085,000
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De5|gn|ng for

a design thinking tool kit for managers

i

JEANNE LIEDTKA AND TIM OGILVIE

Source: Designing for Growth: A Design Thinking Toolkit for Managers by Jeanne Liedtka and Tim Ogilvie


http://www.amazon.com/Designing-Growth-Thinking-Managers-Publishing/dp/0231158386
http://www.amazon.com/Designing-Growth-Thinking-Managers-Publishing/dp/0231158386

Source: Designing for Growth: A Design Thinking Toolkit for Managers by Jeanne Liedtka and Tim Ogilvie


http://www.amazon.com/Designing-Growth-Thinking-Managers-Publishing/dp/0231158386
http://www.amazon.com/Designing-Growth-Thinking-Managers-Publishing/dp/0231158386

Source: Designing for Growth: A Design Thinking Toolkit for Managers by Jeanne Liedtka and Tim Ogilvie


http://www.amazon.com/Designing-Growth-Thinking-Managers-Publishing/dp/0231158386
http://www.amazon.com/Designing-Growth-Thinking-Managers-Publishing/dp/0231158386

Rationality, objectivity; Subjective experience;
Ly e o Reality as fixed and quantifiable Reality as socially constructed
Method Analysis aimed at proving one Experimentation aimed at iterating
“best” answer toward a “better” answer
Process Planning Doing
Emotional insight;

Decision Drivers  Logic; Numeric models Experientiasl models
Pursuit of control and stability; Pursuit of novelty;

Valuss Discomfort with uncertainty Dislike of status quo

Iterative movement between

Levels of Focus  Abstract or particular abstract and particular

Source: Designing for Growth: A Design Thinking Toolkit for Managers by Jeanne Liedtka and Tim Ogilvie


http://www.amazon.com/Designing-Growth-Thinking-Managers-Publishing/dp/0231158386
http://www.amazon.com/Designing-Growth-Thinking-Managers-Publishing/dp/0231158386

Source: Designing for Growth: A Design Thinking Toolkit for Managers by Jeanne Liedtka and Tim Ogilvie


http://www.amazon.com/Designing-Growth-Thinking-Managers-Publishing/dp/0231158386
http://www.amazon.com/Designing-Growth-Thinking-Managers-Publishing/dp/0231158386

Visualization
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Source: Designing for Growth: A Design Thinking Toolkit for Managers by Jeanne Liedtka and Tim Ogilvie


http://www.amazon.com/Designing-Growth-Thinking-Managers-Publishing/dp/0231158386
http://www.amazon.com/Designing-Growth-Thinking-Managers-Publishing/dp/0231158386

THE TEN TOOLS

1. Visualization: using imagery 10 envision
possibilities and bring them to life

2. Journey Mapping: assessing the existing
experience through the customer’s eyes

3. Value Chain Analysis: assessing the cur-
rent value chain that supports the cus-
tomer’s journey

4. Mind Mapping: generating insights from

exploration activities and using those to
create design criteria

5. Brainstorming: generating new possibil-
ties and new altemnative business models

6. Concept Development: a<sembling inno-
vative elements into a coherent alternative
solution that can be explored and evaluated

7. Assumption Testing: isolating and testing
the key assumptions that will drive the suc-
cess or failure of a concept

8. Rapid Prototyping: expressing a new
concept in a tangible form for exploration,
testing, and refinement

9. Customer Co-Creation: errolling custom-
ers to participate in creating the solution
that best meets their needs

10. Learning Launch: creating an affordable
experiment that lets customers experience
the new solution over an extended period of
time, to test key assumptions with market data

Source: Designing for Growth: A Design Thinking Toolkit for Managers by Jeanne Liedtka and Tim Ogilvie


http://www.amazon.com/Designing-Growth-Thinking-Managers-Publishing/dp/0231158386
http://www.amazon.com/Designing-Growth-Thinking-Managers-Publishing/dp/0231158386

The Design Process

Revisit problem analysis o y
to focus research Revisit research if necessary

Problem Concept Design Final
Analysis Research Development = Development =~ Design

Project Brief

Source: Angela larocci












Facebook helps you connect and share with
the people in your life.







Rail Europe Experience Map
Guiding Principles

People choose rail travel because it is
convenient, easy, and flexible.

Rail booking is only one part of people’s larger

People build their travel plans over time. People value service that is respectful, effective

travel process. and personable.

Customer Journey
STAGES Research & Planning Shopping Booking Post-Booking, Pre-Travel Travel 3 Post Travel
RAIL EUROPE Research destinations, routes and products sgnﬂrm De!v ?:y Paytmﬁnt Revrlﬁw m& Wait for paper tickets to arrive
Select pass(es) finerary options options contir Follow-up on refunds for booking changes
Destination L
0ok Up ch - Sh
pages q ange Check ticket ) ) are
time tables plans status E-ticket Print photos
at Station
Get stamp
raileurope.com Live chat for _ for refund
. - questions —
Plan with Map itinerary
interactive map (finding pass) Share
i . experience
DOING May call if Buy _addltlonal (reviews)
difficulties tickets
occur
. N /7 View
Blogs & Rayak, : Paad maps web/
Travel sites Co_r:‘fpare : Print e-tickets apps
alrfare v v v :
at home Paper tickets S—— Plan/
\ arrive in mail Look up SERiT
Talk with oo —_— timetables Arrange activitios Re;quzst l\f/la|| tl}:kectjs
frionds g Research \ travel refunds or refun
searches hotels
* What is the easiest way to get around Europe? e | want to get the best price, but I'm willing to pay a * Do | have all the tickets, passes and reservations e Do | have everything | need? e | just figured we could grab a train but there are  Trying to return ticket | was not able to use. Not
e Where do | want to go? little more for f‘rSt class. ) | need in this booking so | don’t pay more * Rail Europe website was easy and friendly, but not more trains. What can we do now? sure if I'll get a refund or not.
THINKING e How much time should I/we spend in each ° FOSV m#d; will my whole trip cost me? What are my shipping? when an issue came up, | couldn’t get help. * Am | on the right train? If not, what next?  People are going to love these photos!
place for site seeing and activities? rade-ofis - * Rail Europe is not answering the phone. How e What will | do if my tickets don’t arrive in time? e | want to make more travel plans. How do | * Next time, we will explore routes and availability
* Are there other activities | can add to my plan? else can | get my question answered? do that? more carefully.
* I'm excited to go to Europe! e It's hard to trust Trip Advisor. Everyone is * Website experience is easy and friendly! e Stressed that I'm about to leave the country * | am feeling vulnerable to be in an unknown place in e Excited to share my vacation story with
© Will | be able to see everything | can? S0 negative. e Frustrated to not know sooner about which and Rail Europe won’t answer the phone. the middle of the night. ‘ ‘ my friends.
FEELING ° What if | can’t afford this? * Keeping track of all the different products tickets are eTickets and which are paper tickets. o Frustrated that Rail Europe won't ship tickets ° S“esse? that the train won't arrive on time for my o A bit annoyed to be dealing with ticket refund
e | don’t want to make the wrong choice. is confusing. Not sure my tickets will arrive in time. connection. i |
¢ ° Am | sure this is the trip | want to take? Y to Europe. ) . . . * Meeting people who want to show us around is fun, issues when I just got home.
® Happy to receive my tickets in the mail! serendipitous, and special.
EXPERIENCE Relevance of Rail Europe Relevance of Rail Europe Relevance of Rail Europe Relevance of Rail Europe Relevance of Rail Europe Relevance of R:
Helpfulness of Rail Europe Helpfulness of Rail Europe Helpfulness of Rail Europe Helpfulness of Rail Europe Helpfulness of Rail Europe Helpfulness of Rail Europe
Opportunities

GLOBAL mmmms PLANNING, SHOPPING, BOOKIN G /50— POST-BOOK, TRAVEL, POST-TRAVEL

Communicate a clear value
proposition.

Help people get the help they
need.

Support people in creating their
own solutions.

Enable people to plan over time. Visualize the trip for planning

and booking.

Arm customers with information
for making decisions.

Improve the paper ticket
experience.

Accommodate planning and
booking in Europe too.

STAGE: Initial visit STAGES: Global STAGES: Global STAGES: Planning, Shopping STAGES: Planning, Shopping STAGES: Shopping, Booking STAGES: Post-Booking, Travel, Post-Travel STAGE: Traveling

Make your customers into better,
more savvy travelers.

Engage in social media with

Connect planning, shopping and
explicit purposes.

booking on the web.

Aggregate shipping with a
reasonable timeline.

Communicate status clearly at
all times.

Proactively help people deal
with change.

STAGES: Global STAGES: Global STAGES: Planning, Shopping, Booking STAGE: Booking STAGES: Post-Booking, Traveling STAGES: Post-Booking, Post Travel

Linear Non-linear, but
process time based

Stakeholder interviews
Cognitive walkthroughs

Information
sources

Customer Experience Survey
Existing Rail Europe Documentation

Ongoing,
non-linear

Experience Map for Rail Europe | August 2011

adaptive path
P P
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BUY ONE, GET ONE FREEMIUM

Product 1
FREE 3

("Freemium”; a few
people subsidize
everyone else)

FREE 1
(Direct cross-subsidy;
get one thing free,
pay for another)

Product 2

AD-SUPPORTED GIFT ECONOMY

Product

FREE 2
(Ad-supported; third

party subsidizes
second party)

FREE 4 FREE
(Gift economy; people
give away things for e G
non-monetary rewards) v

Attention, Reputation, Etc

Product 2
(ad space)

C = Consumer: P = Producer; A = Advertiser

Source: http://www.longtail.com/the_long_tail/2008/09/revised-the-fou.html


http://www.longtail.com/the_long_tail/2008/09/revised-the-fou.html
http://www.longtail.com/the_long_tail/2008/09/revised-the-fou.html
http://livepage.apple.com/
http://livepage.apple.com/




One more thing.






Making tasty treats.

3

How can we freeze
things faster?
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minutes using your own healthy ir'gredients.
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the VIPawards

ZOKU* WINS GOOD HOUSEKEEPING'S VERY
INNOVATIVE PRODUCT (VIP) AWARD!
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