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Springwise newsletter |  12 March 2009 
Spotted for you this week: a service that lets banks bid on a consumer's savings, an online game 
that focuses on real-world kindness, a Korean BBQ taco truck that uses Twitter to keep the crowds 
coming, and more. No newsletter next week, so our next edition will be out on 25 March 2009. In 
the meantime, check out our daily postings on www.springwise.com, which will continue as usual. 
Thanks! 

 

Catering to customers who are tired of queuing outside club entrances before elbowing their way to 
the bar, The Gibson  is a pseudo-speakeasy with a no-waiting and no-standing policy. The 
Washington D.C. bar, owned by Thievery Corporation's Eric Hilton, doesn’t publicize its address or 
phone number. Patrons who find their way to its unmarked door are shown to a table if one is free. 
If not, the doorman takes their phone number and alerts them by text message as soon as they can 
be seated.  

Half of the 48 seats are booked in advance (reservations are encouraged), and the other half are 
reserved for walk-ins. The no-standing policy leads to a relaxed atmosphere where customers are 
made to feel like members, while a two-hour limit on tables keeps business moving and cocktails 
flowing.  

Though unmarked doors and pseudo-speakeasies are hardly new on the nightlife circuit, the focus 
is usually on exclusivity for exclusivity’s sake, rather than on creating a comfortable experience for 
an establishment’s patrons. If you’re in the hospitality business, this is one to experiment with! 
(Related: Restaurants page waiting guests on their cellphones.) 

Website: n/a 
Address: 2009 14th St NW, Washington, DC 20009 
Phone: 202-232-2156 

Spotted by: Emily Wall 
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Instead of researching which bank offers the highest interest rate, Dutch consumers can now put 
their money up for auction, getting banks to bid on their savings.  

After registering with new online facilitator Spaarbod, consumers state how much money they'd like 
to put aside, for how long and on which terms. The website automatically calculates the best rates 
that are currently available to all. At that point, consumers can sign up for that offer. However, they 
can also wait and see what banks will bid at auction. Spaarbod sends their data—minus personal 
details—to participating banks, who make an offer in a sealed-bid auction. Within a day, a user 
receives an email listing the five highest bidders, and can pick the best offer. The service is free for 
consumers, and banks pay a commission for every bid that results in a savings deposit.  

Spaarbod's method is an interesting example of the intention economy at work. Buyers state a 
purchasing intention, and companies compete for their business. Which, in theory, turns selling into 
a buyer-oriented process, and alleviates the need for advertising. One to watch! (Related: Shipping 
market capitalizes on intentions.) 

Website: www.spaarbod.nl 
Contact: info@spaarbod.nl 
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Several years ago we covered junk-removal companies 1-800-Got-Junk and Any Junk?, based in 
Canada and the UK, respectively. Though we didn't know it then, turns out a like-minded company 
was being launched in the US around the same time. Epitomizing the brand name that says it all, 
College Hunks Hauling Junk has since grown from a temporary summer gig into a multi-truck, 
multimillion-dollar franchised business with locations across the United States. 

Washington, D.C.-based College Hunks Hauling Junk taps local colleges and universities to find 
what it calls the friendliest and most trustworthy junk haulers in the industry. Serving both residential 
and commercial clients—past ones have included US Airways and the SEC—the company offers 
comprehensive service and upfront pricing that includes labour, disposal fees and travel time. 
College Hunks says it recycles more than 60 percent of the junk it collects, and it also donates a 
portion of its revenue to College Bound, a nonprofit scholarship program. Since its original founding 
in 2005, the company has expanded to employ more than 100 people in 14 locations including 
Orlando, Denver, San Francisco and Los Angeles, and has been featured in SmartCEO Magazine, 
The Washington Post and on Oprah.com. This year, it expects to grow to 30 franchises, with overall 
sales of USD 10 million. Meanwhile, a new sister business—College Foxes Packing Boxes—was 
launched last year. 

College Hunks is actively seeking franchisees across the country; one to bring to a junk-laden 
territory near you? (Related: Helping seniors relocate.) 

Website: www.1800junkusa.com — www.collegefoxes.com 
Contact: www.1800junkusa.com/aboutus-and-contactus — service@collegefoxes.com  

Spotted by: George Palmer 
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FedEx Office (formerly known as Kinko's) is extending a helping hand to job seekers today: free 
resume printing. Customers can print up to 25 black-and-white copies of their resume at any of the 
company's 1,600+ stores across the United States.  

"We understand that the economy has affected many people in a very profound way, and we want 
to help," said Brian Philips, president and CEO of FedEx Office. It's a timely expression of free love 
and sympvertising, both of which are powerful brand building tools if used in a relevant setting, and 
they're appreciated more than ever when times are tough. Time to figure out what your company 
can offer (potential) customers, with as little investment and as much empathy as possible. 
(Related: Billboards hand out free gloves, hats and scarves — Kraft serves up soup and warmth in 
heated bus stops.) 

Website: www.fedex.com/us/office 
Contact: fedexoffice.customerrelations@fedex.com 

Spotted by: Judy McRae 
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The venerable Moleskine-style notebook may claim the likes of Picasso and Hemingway among its 
past users, but an Oregon-based printing and publishing company recently launched a new 
alternative that offers the added appeal of eco credentials and customizability, and squarely targets 
(artistic) minipreneurs. 

Pinball Publishing's Scout Book is a pocket-sized notebook with saddle stitching and a durable 
chipboard cover. Artists, designers and other minipreneurs can customize the 32-page notebook by 
uploading their own cover art and choosing an interior paper style—lines, grids or blank, with a 
choice of 18 Pantone ink colours. Both the cover and interior are made from 100 percent recycled 
paper, inks are soy-based, and Pinball uses renewable energy sources in its manufacturing. 
Minimum order is 250 notebooks, and multiple cover styles can be included in one order. Pinball 
specifically targets artistic entrepreneurs on Etsy and elsewhere with the Scout Book, which seems 
a natural for branded promotional giveaways, too.  

Besides bringing one more product category into the ever-expanding realm of customizability, the 
Scout Book is also a testament to the growing ranks of (part-time) artistic and crafty entrepreneurs, 
who have become an attractive market of their own. Give them new options, make their lives easier, 
and they'll return your love in kind! (Related: White lines make paper stand out — Design-before-
you-buy on German version of Etsy.) 

Website: www.pinballpublishing.com/printing/scout-book?sec=scoutbooks  
Contact: info@pinballpublishing.com 
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We've written about several technology-enhanced games that aim to get kids to exercise; one we 
hadn't seen, however, was an online game that strives to promote social change. Sure enough, 
though, Akoha is a new, reality-based game that uses mobile, web and real-world challenges to ask 
the question, “What if playing a game could make the world a better place?” 

Launched into public beta in December, Akoha challenges players to carry out missions that involve 
performing small acts of kindness for others. Each player gets equipped with a deck of 24 mission 
cards—priced at USD 5—each of which describes a challenge to be carried out. Examples include 
“Donate an Hour of Your Time,” “Give Someone a Book” or “Send Drinks to a Couple in Love." 
Each card also includes a Mission ID number that's used to track the mission online. Every time a 
player performs one of these missions, he or she hands the card to the mission's beneficiary, or the 
person who receives the act of kindness. That person can then log onto the game's site to register 
receipt and write a short description of their experience of the mission, complete with photos or 
videos if desired. From there, they can explore the game and begin conducting missions of their 
own. The original player, meanwhile, enters their own description of the mission and earns points 
for completing it, allowing them to advance in the game; they can also track the influences of their 
missions around the globe, with each person's story of receiving and forwarding the mission 
documented online. The general idea, then, is that more players get recruited along the way and 
more good deeds get performed around the world. Players can also suggest their own mission 
cards, and they'll soon be able to custom-design their own mission decks as well.  

Akoha is another nice example of what our sister site calls the OFF=ON trend, whereby the lines 
dividing the online and offline worlds are becoming less clear. By late January players of the game 
had carried out more than 2,000 missions in 33 countries—60 percent of them having joined Akoha 
because they received a mission card. Through a community challenge with charity partner Room 
to Read, Montreal-based Akoha will sponsor the construction of a new library in Nepal once 25,000 
missions have been completed. Akoha also plans to begin offering sponsorship opportunities for 
organizations to give Akoha decks to their members. One to try out, partner with, or otherwise get 
involved in...? (Related: Clothing brand asks its wearers to be kind.) 

Website: www.akoha.com 
Contact: info@akoha.com  

Spotted by: Khady Beye 
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The word "commune" may connote images of long-haired hippies and failed experiments, but in 
today's ailing economy, that's no reason to abandon the concept altogether. So goes the thinking 
behind Wanna Start a Commune?, a website now in beta that's dedicated to promoting a fresh take 
on the communal-living idea. 

Wanna Start a Commune aims to provide members with the tools they need to share resources of 
many kinds, whether or not they actually live together. The site's 24-page "Tools for Commune 
Starters" pamphlet—downloadable for USD 3—includes a "get started" checklist, resource-sharing 
guide, potluck and workshop planning tools, organizational documents and technology tips for 
managing and growing a commune. Commune-related events are in the works; meanwhile, 
interested consumers can follow the organization's three pilot projects currently underway in the Los 
Angeles area at CuldesacCommune.org. In one pilot in Topanga, for instance, members are taking 
a communal approach to planting wildflowers, rodent control and building a new well, as well as 
carpooling and installing a communal pizza oven. The other two—one in Hollywood and one in 
Rustic Canyon—are teaming up to barter services, install a shared solar array, create a disaster 
preparedness plan and offer salsa dancing lessons. The group invites consumers interested in 
starting pilot projects of their own to contact the site for help. 

There's nothing like necessity to make once-discredited ideas gleam anew with fresh possibility, 
and that's particularly true in this case given that neighbours are already forging new connections 
online and shoppers have begun teaming up to wield their crowd clout for discounts and other 
benefits. The communes of the '60s may not have lasted, but who's to say a modern approach 
won't make them just what we need today? (Related: Neighbourhood approach to renewable 
energy.) 

Website: www.wannastartacommune.com 
Contact: us@wannastartacommune.com 
 
Spotted by: Alex Warren 
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Billions of people may inhabit this planet, but when it comes right down to it, most of us are still 
primarily interested in what's going on in our own backyards. That's part of the premise behind The 
Printed Blog, which we covered back in January, and it's also the driving notion behind The Local, a 
new initiative from The New York Times. 

Launched on Monday, The Local is a group of community news and information websites devoted 
to residents of five particular areas of New York and New Jersey—specifically, Clinton Hill and Fort 
Greene in Brooklyn, N.Y., and Maplewood, Millburn and South Orange, N.J. The sites will feature 
posts by both NYT journalists and community members alike about day-to-day life in their 
neighbourhoods, with topics including schools, restaurants, businesses and real estate, economic 
life, crime, government services, transportation, volunteer opportunities, outdoor activities, parenting 
issues and more. Features will include calls for citizen engagement, such as posts that mobilize 
users to resolve a local problem; blogs, Q&As and creative works by community members; 
neighbourhood calendars; and virtual "refrigerator" art by community children. For the Brooklyn 
sites, The Times is partnering with the CUNY Graduate School of Journalism, where students will 
collaborate in Clinton Hill and Fort Greene by both contributing and teaching residents about 
reporting and the use of interactive media.  

Jim Schachter, the NYT's editor for digital initiatives, explains: “We’ll be reporting on the big 
concerns in these communities, from deer hunts to property taxes, crime to school budgets. And 
we’ll be striving to empower residents to report on their own communities, as well as to contribute 
their creativity and ideas.”  

Combining both professional and citizen journalism with a strong element of (still) made here 
appeal, The Local has the potential to engage Generation C(ontent) in new ways—possibly 
providing a model for struggling newspapers everywhere. One to watch! 

Website: www.nytimes.com/marketing/thelocal 
Contact: www.nytimes.com/membercenter/formh.html 
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Restaurants on wheels have already come a long way, as upscale pizza, ice-cream and dessert 
trucks have joined the ranks of the Good Humor man and the hot-dog stand. Now the taco truck—a 
longstanding institution on the streets of LA—is getting a whole new spin thanks to Twitter and the 
infusion of some Korean spice. 

Launched last fall, Kogi Korean BBQ takes the taste of Korean barbecue and melds it with the 
portability of Mexican tacos and burritos for a whole new category of delectable food. Kogi's 
signature Korean short ribs taco, for example, combines marinated short rib trimmings with sesame-
chili salsa roja, lettuce and cabbage tossed in Korean chili-soy vinaigrette, and cilantro-green onion-
lime relish. Spicy chicken and pork tacos are also available, as is a version with tofu. That all 
sounds mouth-watering, of course, but at least as compelling is that the company sells its food 
primarily through two trucks that are always on the go to new locations in the Los Angeles area—to 
know where to find them, customers must follow Kogi on Twitter (and more than 7,000 already do). 
Prices are recession-friendly—USD 2 for each taco—which may account at least in part for the fact 
that it's not unusual to find hundreds of patrons lined up and socializing each evening while awaiting 
their turn at the Kogi truck, according to reports. For those who prefer predictability, meanwhile, 
Kogi also recently opened its first stay-in-place kitchen in the Alibi Room in Culver City. 

Take two taco trucks with a unique recipe, add a dose of Twitter, and you get a phenomenon the LA 
Times refers to as nothing short of "a burgeoning cyber-hippie movement affectionately referred to 
as 'Kogi kulture'." Which compels us to repeat our favourite refrain: Everything can be upgraded! 
There are always new twists, new delivery formats, new ways to create, present, package and get 
the goods to consumers, and technology increases the possibilities tenfold. Times may be tough, 
but real innovation is tougher—one to partner with or emulate in tech-savvy, food-loving 
neighbourhoods near you...?  

Website: www.kogibbq.com 
Contact: mike@kogibbq.com 
 
Spotted by: May Almero-Cruz 
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A Dutch car insurer for women recently launched a useful new service. As soon as weather 
warnings are issued that could make driving hazardous, Onna-onna sends its clients a text 
message advising them to be extra alert or even stay off the road. The company relies on weather 
reports from the National Meteorological Institute, and provides the text messages free of charge to 
clients who have signed up for them.  

Aiming to reduce the number of accidents caused by heavy winds, icy roads and severe 
thunderstorms, the warning service is part of Onna-onna's wider efforts to promote road safety. 
Which isn't a purely philanthropic gesture, of course—lower accident rates are good for any 
insurer's bottom line. Onna-onna is planning to trial the service for a year before evaluating and 
potentially adding other SMS-based perks.  

For companies trying to build their brand and forge meaningful relationships with their customers, 
text messages offer a relatively inexpensive way to keep in touch. And a powerful one, if used to 
share information that's both relevant and useful. What would your customers like to hear from your 
brand, in 160 characters or less? 

Website: www.onna-onna.nl 
Contact: www.onna-onna.nl/klantenservice/contact 

 


