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Springwise newsletter |  4 September 2008 
This week's newsletter includes weeknight clubbing for the 9–5 crowd, motorcycle hearses for a 
stylish final ride, a gift service for consumers who'd like to plan their spontaneous gestures in 
advance, and more. Our next edition is due on 10 September 2008. In the meantime, check out 
our daily postings on www.springwise.com, send us your tips, and please don't forget to tell your 
friends and colleagues about us. Much appreciated!  

 
Everyone likes getting a thoughtful surprise, and giving them isn't so bad either. But it's not 
always easy to find the time to shop and send something or, for that matter, to remember to do 
so. A Brazilian startup has come up with a solution: prepaid plans for multiple gifts over a set 
period of time.  

Targeting male gift-givers, Ticket to Mind offers four different plans: Basic, Plus, Advanced and 
Express, ranging in price from BRL 19.90 to BRL 69.90 per month (USD 12.00-42.00 / EUR 
8.25-29.00). The Express plan, for example, is aimed at "conquering a new love or renewing an 
existing one", and TTM will send three bouquets of flowers over a four-month period, at random 
times. The sender receives a notification before each bouquet is shipped, and the flowers 
include a card with a message based on information provided by the sender.  

Other plans include a wider variety of gifts: chocolate, toys, cosmetics and "spicy" items. Prices 
for each plan include products, shipping and notifications, with no additional costs charged. No 
mention of TTM is made on the gifts or packaging: the company wisely points out that they're 
keen to remain completely invisible to the recipient. Once they've signed up for the service, gift-
givers can track shipments online and—depending on the plan—pick a few of the gifting dates. 
But not all of them. After all, the whole point is to be thoughtful not just on Mother's Day or 
Valentine's Day, but throughout the year. We're reminded of a trend name that our sister-site 
trendwatching.com coined a few years ago: planned spontaneity, which sums up the service 
perfectly. Amazon.com & e-commerce friends: one to add to your services? (Related: Never 
forget to send a birthday card again.) 

Website: www.tickettomind.com.br 
Contact: www.tickettomind.com.br/site/contato.asp 

Spotted by: Tiago Lucci 
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Anyone who has ever visited Mexico may already be familiar with paletas, the traditional frozen 
delicacies. Now a North Carolina confectioner has built a business on the paleta with a four-city 
chain of shops. 

Based in Durham, NC, LocoPops serves up popsicles that are a far cry from what most 
Americans are used to receiving from the Good Humor man. A variety of different flavours are 
available each day, including some based on cream and others based on juice or water. 
Mexican favourites like creamy lime, mojito, tamarind, hibiscus and mango-chili are frequently on 
offer, as are more American varieties like cookies and cream and strawberries and cream. Also 
making a regular appearance are foodie-style combinations like pear cardamom, pineapple basil 
and white chocolate tangerine. In addition to innovative flavours, however, LocoPops also 
makes an effort to use locally sourced and organic ingredients whenever possible. For instance, 
many of the herbs used to flavour LocoPops come from local sources through SEEDS (South 
Eastern Efforts Developing Sustainable Spaces), a nonprofit aimed at involving urban children 
and teens in organic gardening, according to the News & Observer. The dairy products used in 
cream-based LocoPops reportedly come from Jackson's Dairy in Spiveys Corner. LocoPops are 
priced at USD 2 each. 

Originally launched back in 2005, LocoPops has been featured in Food & Wine magazine and 
recently opened shops in Chapel Hill, Raleigh and Hillsborough. Reportedly, it's also begun 
offering PetPops for patrons' four-footed friends. What more can we say? There's nothing that 
can't be upgraded, and empires can be built on the strength of a single product. Pick the right 
one, add a dash of creative flair, and you could find your own place in the sun! (Related: Grown-
up ice cream van and—to point out another product that's been successfully upgraded over the 
past few years—Chichi cupcake delivery and Sprinkles Cupcakes.) 

Website: www.ilovelocopops.com 
Contact: (919) 286–3500 
 
Spotted by: Susanna Haynie 
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Aside from eco-burials and artistic or branded urns, not a lot has changed in how we typically 
honour the dead. A few new hearse options have popped up in recent years, however, that offer 
the biker crowd a way to give loved ones an unconventional last ride.  

The Tombstone Hearse Company, for example, offers transport of caskets or urns in a 
motorcycle-drawn nineteenth-century style hearse. Tombstone also offers the option of touring 
on favourite roads or past sentimental places along the way to the final destination. The 
Pennsylvania-based company has affiliates nationwide as well as in England and the West 
Indies. Prices for motorcycle hearse services begin at roughly USD 650.  

Texas-based Black Diamond Motorcycle Hearse, meanwhile, offers coach and driver services 
for prices beginning at USD 400, while Maryland-based Mid-Atlantic Motorcycle Hearse 
Company serves the mid-Atlantic region for prices starting at USD 795. 

The California-based Black Velvet Motorcycle Hearse company, on the other hand, uses a 2002 
Harley Davidson Road King Classic and attached hearse to transport the dead while the addition 
of a custom 2007 Liberty sidecar allows widows to ride along.  

There are other contenders as well, but the category as a whole is yet another beautiful 
illustration of the profitability of appealing to the massive ageing baby boom generation and its 
various hobbies and lifestyle choices. Whether through supermarkets, being spaces, driving 
services or hearse services, the opportunities are many to take traditional offerings and tailor 
them for this unique demographic. The reward? If you're lucky, you might just earn your own little 
piece of HOG heaven! ;-) 

Websites: www.blackvelvethearse.com — www.tombstonehearse.com — 
www.bdmotorcyclehearse.com — www.midatlanticbikehearse.com  

Spotted by: David Brundage 
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Consumers interested in handmade goods already have online marketplace Etsy to help them 
find new treasures, and now Foodzie aims to bring similar capabilities to the food lovers of the 
world. 

Based in Boulder, Colo., Foodzie is an online marketplace dedicated to helping consumers 
discover and buy food from small artisan producers and growers. The site acts as an aggregator 
that focuses on gourmet and organic health foods, allowing small producers to set up storefronts 
to display and sell their products. Though Foodzie hasn't yet officially launched its full 
marketplace, three producers are up and running in a "sneak preview" version of the site: Seth 
Ellis Chocolatier, Boulder Popcorn and Tetulia Teas, all out of Colorado. Nicely designed 
producer pages feature not just a selection of products for sale online, but also information on 
ingredients and allergens, tags, photos and background details on the people behind the store. 
Foodzie operates on a commission-based model whereby producers pay the company a fee of 
20 percent for each transaction conducted through the site, allowing the producers to keep a full 
80 percent of what they charge. (Traditional retailers, by contrast, often charge fees as high as 
50 percent.) 

Foodzie was founded as part of the 2008 TechStars incubator program, and is currently seeking 
USD 350,000 in seed funding. Not only is it another nice example of a curated marketplace—
allowing consumers and small producers to find each other as never before—it's also one 
artisan food makers will want to get in on as soon as possible! 

Website: www.foodzie.com 
Contact: bizdev@foodzie.com  

Spotted by: Susanna Haynie 
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Regular Springwise readers no doubt remember Blyk, the Finnish free mobile operator that 
targets 16- to 24-year-olds with its ad-funded service. We covered Blyk's British rollout on 
several occasions over the past year or so, and now one of our spotters has come across a 
similar concept that recently launched in the Philippines. 

ümobile is an invitation-only mobile service and community that targets 15- to 35-year-old 
Filipinos with what it says is the first ad-funded mobile network in Asia, offering a range of 
telephony services including calls, texts, MMS, internet surfing and downloads. Beginning in 
June, when the service was launched by Connectivity Unlimited Resource Enterprise (CURE)—
part of Philippine telco Smart—potential users were invited to apply for membership through a 
series of invite codes that were given away virally (and free) by already-accepted members or 
through online social networks. Young consumers with codes could then fill out ümobile's 
membership application, which includes a range of personal information as well as lifestyle 
questions such as preferences in movies and music and whether or not they go to a gym, for 
example. Also required is a willingness to accept ads, of course. 

Based on their answers, Filipinos who were approved by Aug. 31 were given their ümobile SIM 
cards for free—delivered at no charge—along with a free PHP 100 load every month for the next 
six months. Just how many ads users will be sent each day isn't yet clear, but viewing them 
earns further rewards in the form of free loads or discounts and freebies. A portion of the 
revenues generated by a brand’s campaigns is given back to subscribers, who can then 
purchase ümobile services or pursue product offers.  

Is there any market free love can't conquer? Seems unlikely. Mobile operators: where will you 
spread some love of your own...? 

Website: www.umobile.com.ph 
Contact: customerservice@umobile.com.ph 
 
Spotted by: Matthew Cua 
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When corporations donate to charity, it's often far-flung global causes that benefit. That's still 
entirely commendable, of course, but British grocer Waitrose recently launched a locally focused 
giving program that enlists customers' help in focusing on issues closer to home. 

Kicked off last month, Waitrose's Community Matters program assigns each store GBP 1,000 
each trading month to donate among three local organisations such as community groups, 
schools or local divisions of national charities. Customers nominate the organisations to benefit, 
and Waitrose's local democratic bodies make the final selection. Customers are then offered a 
token each time they shop that can be inserted in any of three Perspex tubes—one for each of 
the selected charitable groups. At the end of the month, the pile of tokens donated to each 
organisation is weighed and the beneficiaries receive a corresponding proportion of the cash. 
Following a trial in four Waitrose stores, the Community Matters program is scheduled to be in 
place at all branches in the next two weeks. 

A similar program is in place across the Atlantic at upscale chain Whole Foods, where 
customers who bring their own bags are rewarded with "wooden nickels" that can be deposited 
in boxes assigned for donation to select local charities. And as interest continues to grow in all 
things local (see our sister site trendwatching.com's still made here briefing for more on that 
trend), consumers will increasingly appreciate having a direct hand in choosing who to help in 
their local community. One to emulate around the globe!  

Website: www.waitrose.com 
Contact: customer_service@waitrose.co.uk 

Spotted by: Maria Dahl Jørgensen 
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When we wrote about Texas-based uShip last year, we noted that there were few—if any—
equivalents on other continents. As if on cue, earlier this year a new company with a similar 
model entered beta in the United Arab Emirates. 

Like uShip, Dubai-based Darrb (which means "way" in Arabic) is a delivery service marketplace 
that aims to connect people who have something to send with people who are willing to do the 
delivering. In eBay fashion, the process begins when a user posts an item they want to have 
delivered. Those interested in handling the job—known on the site as "Darrbers"—then bid for it 
with the lowest price and fastest delivery time they can offer. Darrb sorts all bids by both price 
and promised speed, with a third factor—quality of service, as measured by the deliverer's past 
customer ratings—available as a deciding factor. Once the user selects a Darrber and the job is 
done, he or she can enter feedback and ratings that get attached to that shipper's account for 
use by future users. 

Using Darrb during its beta period is free, and will remain so for users, the site says. Shippers 
will eventually be charged membership fees. More than 100 Darrbers have signed on with the 
site since its launch, and those numbers will likely increase soon: Earlier this month the team 
behind Darrb launched eMapia, a map-based online marketplace that lets users search by 
country for things for sale around the world, and it plans to promote the use of Darrb for shipping 
those items. 

Profits await those who can capitalize on the intention economy, as we've noted before in 
several related examples. Nice to see the concept spreading around the globe! (Related: Ride-
sharing for packages.) 

Website: www.darrb.com 
Contact: www.darrb.com/contactus.php  
 
Spotted by: Susanna Haynie 



This is a PDF version of the free weekly newsletter published by Springwise.  
Go to www.springwise.com for more smart new business concepts from around the world. 

 

 

We've written about a site that makes it easier for architects and designers to create green 
buildings, but a separate challenge is helping eco-minded consumers find those green 
apartments, homes and offices, since their sustainable nature is not always obvious from the 
outside. Enter GreenRenter, a new site that aims to connect owners of green buildings with 
tenants who might want to rent them. 

Launched earlier this year, GreenRenter offers a guide to the green commercial and residential 
property in the Portland, Ore., area. Separate sections for residential and commercial offerings 
list a variety of homes, offices, restaurants and retail space—searchable both by what's out there 
in general and what's currently available—with integrated Google Maps to show prospective 
tenants where they are all located. Buildings included need not be LEED certified, but they must 
include at least one feature in any of seven key green areas: energy, water, building materials, 
operations, building surroundings, certifications and awards or other innovative green features. 
Ultimately, GreenRenter plans to rate buildings listed on its site, it says, as well as to expand 
beyond the Portland area to other US cities. It's also working on a separate site focused on sales 
of green buildings. Using GreenRenter is free for both owners and tenants. 

It's not yet clear how GreenRenter will become sustainable itself, but the site's "business 
philosophy" section mentions both the triple bottom line and the prospect of future products and 
services. One to partner with in cities around the US and the rest of the world? 

Website: www.greenrenter.com 
Contact: www.greenrenter.com/contact 

Spotted by: Susanna Haynie 
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Nightclubs may operate seven days a week in many cities, but working professionals who 
partake in their late-night offerings outside of the weekend tend to regret it the next day. With 
such schedule-bound partiers in mind, Toronto's Gladstone Hotel recently launched an earlier 
alternative that still lets revellers get to bed on time. 

The Gladstone's Granny Boots series of dance parties take place each Wednesday night 
beginning at 7:30 and ending promptly at 10—"so you can go home, watch 'Law and Order' until 
11 pm and go to BED," as the hotel puts it. The events are held in the Gladstone's Melody Bar, 
which is already famous for weekend karaoke nights, and feature different performances and 
livingroom DJs each week. Admission is free.  

We also spotted something similar in Belgium, where Bart Van Orshoven's After Work Parties 
draw large crowds—and corporate sponsors—in various venues in Antwerp, Gent, Leuven and 
Brussels. The parties start at 7 pm and doors close at 9 pm to ensure a decent-sized crowd from 
the start. At 1 am, everyone is sent packing.  

Of course, in addition to the legions of business people and other working stiffs out there who 
can't afford to stay up late, there's also the substantial crowd of older people who still like to 
party but simply don't want to be up during the wee hours. Catering to such consumers could be 
the key to attracting a whole new segment. As the saying goes, the early bird gets the worm—or, 
in this case, the entertainment dollars! ;-) 

Website: www.gladstonehotel.com/events/show.cfm?id=791 — www.afterworkparty.be 
Contact: dance.granny.boots@gmail.com — bart@afterworkparty.be 
 
Spotted by: Anita Windisman 



This is a PDF version of the free weekly newsletter published by Springwise.  
Go to www.springwise.com for more smart new business concepts from around the world. 

 

A new restaurant project has joined the crowdsourcing fray: Arne Hendriks is asking fellow 
members of Instructables to participate in creating a restaurant in Amsterdam. In his words: "I 
will open an open-source restaurant that is completely made of, and only serves food based on 
the original instructables all the members on instructables.com have made or will make. I mean, 
every chair, dishwasher, menu card, light etc and all the food, will together be the restaurant. 
And I would like to ask you guys for your brilliant, funny, original ideas concerning all aspects 
restauranty. Inside the restaurant everything will be presented with the original instruction and 
accreditation to the maker."  

Suggestions from Instructables members have started to pour in, from using graph paper table 
clothes to adding a "making space," as well as thoughts on names for the restaurant and what 
the wait staff should wear. This isn't the first restaurant project Hendriks has developed; he also 
created the Night Garden, a temporary restaurant and "sub-technical indoor garden" that served 
over 30 types of sprouted micro-greens.  

While there are similarities with another crowdsourced restaurant we recently featured, Hendriks' 
project is cleverly tapping into the creative talents of an existing community, and has a very 
strong focus on MIY (make-it-yourself). As he points out: "In some restaurants you can buy the 
stuff you see, in this restaurant you'll go home knowing how to re-create what you just enjoyed, 
be it the food or the chair you sat on." Nice!  

Website: www.instructables.com/group/instructables-restaurant 

Spotted by: Franziska Luh 

 


