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How do you explain when things don't go as we assume?

Or better, how do you explain when others are able to achieve things that seem to defy all of the assumptions?
For example: Why is Apple so innovative?

Year after year, after year, they're more innovative than all their competition.

And yet, they're just a computer company. They're just like everyone else.

They have the same access to the same talent, the same agencies, the same consultants, the same media.

Then why is It that they seem to have something different?
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How do you explain when things don't go as we assume”?
MEN DS XL TGS TEZTIC FNEESHBALEXITN?

Or better, how do you explain when others are able to achieve things that seem to defy all of the assumptions?
HEZWEEBHZETO>KDIRTELOIQRIEZ HEMDBUXRITILEEZTIC TNz ESHRALEITH?

-or example: Why is Apple so innovative?
BIZIE, ES0LTTy7ILIEHNIFEEEFRIGZDH

Year after year, after year, they're more innovative than all their competition.
BFEEF MOBEEDEILDD EFHMWTHDRIFTTWET

And yet, they're just a computer company. They're just like everyone else.
THAE LI —YDEHICIFEDLDHD TFEA MMOSEEREXDBEZHDTT

They have the same access to the same talent, the same agencies, the same consultants, the same media.
FAUELS2BAMZRUELSICED AULSBRREBECIAVYILY Y NP AT A7 ZE>TVWEXRT

Then why is It that they seem to have something different?
TIRRBETZ Y ZIVICIEMBEESADID HELDICRZADDH
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People don't buy what you do; they buy why you do It.

The goal i1s not to do business with everybody who needs what you have.

The goal i1s to do business with people who believe what you believe.

Here's the best part:

None of what I'm telling you i1s my opinion.

It's all grounded in the tenets of biology.

Not psychology, biology
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People don't buy what you do; they buy why you do It.
AlE MAZz) TEZRLS TRE) ICENENEDTT

The goal Is not to do business with everybody who needs what you have.
AN ITZ2EDZREETIAE EIVRATDEDTIEFAARL

The goal is to do business with people who believe what you believe.
AN DIEULDIEZEUDAANE EVRRTED%Z HEEINREZRLRDTY

Here's the best part:
—BHD7E DI

None of what I'm telling you Is my opinion.
IDBFELTWS Z EFFADOER TIELEL

It's all grounded in the tenets of biology.
S2TIFEYEDRBICEDWVWTWE I ETT

Not psychology, biology
DEF TR EYETT
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The Upside to Being a Designer Outside of New York City

Sure, design firms may dominate big cities. But people with innovative creative ideas and the skills to execute
them come from all over. Here's how firms in Cleveland, Omaha, and Anchorage make their zip codes part of

their gig-winning cultures.

Design firms may dominate big cities like New York, Los Angeles, and London. But people with innovative,
creative ideas and the skills to execute them come from all over. Who says you have to open your business
in @ major media market in order to be successful?

Sure, if you're in New York, Los Angeles, or Chicago, you may be positioned down the street from the
world’s biggest companies. A pitch meeting is a subway or taxi ride away. However, if you're in Cleveland,
Omaha, and even Anchorage, you can still get your firm’s portfolio out there and attract business from
major players.

Here's how firms like Nottingham Spirk (Cleveland), Grain&Mortar (Omaha), and Spawn ldeas (Anchorage)
make their zip code part of their gig-winning culture.

First, they turn their physical location into an asset.

In Cleveland, Nottingham Spirk co-founder John Nottingham pulls into the parking lot of a converted
landmark Christian Science church overlooking the city’s University Circle education, arts, and medical
district. His 60,000 square foot, neo-Roman building with an ornate rotunda ceiling contains his company’s
entire “innovation center,” from research and development, to engineering and crafting, all the way up to
executive offices.

A bird’s-eye view of the Nottingham Spirk office, looking down from the rotunda.
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While Nottingham Spirk has been innovating for major brands like Sherwin-Williams, Unilever, Mars, and
Cleveland Clinic for over 40 years, it has only been in its current location for about a decade.

The look of the building is one thing, but the space is central to Nottingham Spirk’s success. Everything is
in-house. That means consumer researchers, focus group moderators, industrial designhers, mechanical
engineers, prototype producers, production designers, and those who source materials are all under one
roof (something not always possible in cities with sky-high rents where certain departments are pushed off-
site). Having focus group rooms upstairs from industrial designers pays off when a morning focus group
gives criticism and then designers refine a prototype that wows the afternoon focus group.

“That’s real-time product development,” says Nottingham.

Codie Costello, the new business director at Spawn, talks with prospective clients while looking out a large
window onto the Cook Inlet, where she can often spot Beluga whales breaching. “You can see their white
humpbacks come out of the water,” Costello says.

While Spawn works on local campaigns, like a successful re-branding effort for all 31 Alaska-owned and
operated McDonald’s franchises (highlighting “locally-owned and operated since 1970,” on bags, cups, and
trays), the agency also hones in on something every Alaska resident appreciates.

“We're focused on leveraging our outdoor experience,” Costello says. And it makes sense that a company
across the water from Sleeping Lady, a mountain in the Alaska Range, has contracts with gear-maker
Mountain Hardwear and Intrawest, a major North American ski resort operator. Spawn looked at Mountain
Hardwear’s mitten and glove offerings and realized there were two missing sizes: XS and XL. With those new
sizes came growth. For Intrawest, Spawn boosted season sales by helping to refine the "M.A.X. Pass,” which
allows skiers to access 39 mountains for five days apiece throughout the season.

Over half of Spawn’s employees are not from Alaska. They know it is a risk to move from a city like Denver
or New York. So Costello says Spawn likes to promote risk-taking. If potential clients don’t like a non-
conformist pitch, so be it. “But I'm going to take that step,” she says. That might also mean crafting a pitch
that shows the client not just a finished product, but the original sketches in an effort to welcome them into
the creative process.

Costello admits that deciding to move to Alaska for a job is a big step. She knows, since she did it herself
after living in Northern California and New York City. But Spawn offers some key creative recruits a unique
opportunity: It will fund a try-out period. Pack a small bag, and get your feet wet in Alaska, while you're
getting your feet wet with the agency. If it's a good fit both ways, the employee is welcome to take the
plunge and hire a moving company. If Anchorage is too remote or it's not a good fit, no hard feelings.
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Baby, you are the song of my life

In the sweetest melody

And | love making love to your eyes
It's like singing in the perfect key

You are
My num
My num
My num

my num
Oer one
Oer one

eI ONeE

ner one hit
NIt
NIt

NIt

| got a studio up In heaven

And It's the perfect atmosphere, yeah
It's guaranteed to take you platinum

ke DA

All you gotta do is come here and let me make you
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