


Bakertweet. to electronic devices, BakerTweet uses a specially designed box that can withstand the messiest
kitchen conditions. Bakers begin by creating an account online with BakerTweet, detailing all the baked items
they want to twitter about, along with the body of the Tweet that will be sent out for each product. The wall-
mountable BakerTweet box captures that information, allowing bakers to turn a dial to select which item
they want to Tweet about at that moment and then push a button to send the full Tweet wirelessly to Twitter.
Customers following the bakery then get updated immediately.

Alerting is the new searching. No wonder that real-time alerts aimed at stimulating impulse buys (if not
urges) are taking off: Launched in San Francisco in early August 2009, Curtis Kimball’s mobile Creme Briilée
Cart (http://twitter.com/cremebruleecart) has attracted more than 10,000 Twitter followers, who rely on his
tweets to find out exactly where he’ll be, and what flavours are on the menu.

The Warm Cookie Radar from Specialty’s Cafe & Bakery (www.specialtysdirect.com/cookiealert_popup.asp)
sends customers email alerts when batches of just-baked cookies have rolled out of the oven.

Kogi Korean BBQ (http://kogibbq.com/) sells its Korean/Mexican fusion food primarily through two trucks
that are always on the move to new locations in the Los Angeles area. To know where to find them, customers
must follow Kogi on Twitter (http://twitter.com/kogibbq).
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Don’t have a finger on the online pulse yet? Not yet taking your brand'’s online pulse? Take your pick from the
following random list of real-time search engines, content aggregators, alerting services, friend finders and

so on: Almost.at (www.almost.at). An online application that aggregates news from sites such as Twitter,
Flickr, Youtube in real-time. The site then allows viewers to tag messages from users who appear to be actually
witnessing an event, and that user’s future posts will be given prominence in search results.

RAW | A (pleasant?) side effect of LIVING THE LIVE is that ‘live’ cannot be edited, controlled or censored and
therefore offers the possibility of boredom-beating surprises. And surprises, excitement, controversy, scandal,
realness, and rawness is exactly what many consumers are openly or secretly craving. Top ratings and top
traffic for anything ‘raw’ that slips through in a sanitized, traditional corporate and media environs are

easy proof.

So, in the next 12 months, anything that is live (Concerts! Election nights! Parties! Tastings! Football Games!
Musicals! Festivals! So You Think You Can Dance!), tied to a specific place and time will be a brand booster, or a
direct revenue source, or both. If you execute these well of course ;-)
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Some easy-to-digest LIVING THE LIVE examples, mostly from the entertainment business:

US reality TV show So You Think You Can Dance (http://fox.com/blogs/dance/2009/07/08/s0-you-think-you-
can-dance-tour-2009/) launched a live tour in September 2009. Fans of the show can see the top 10 finalists
performing live on stage at 40 venues across the US.
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Madonna’s (www.madonna.com) “Sticky and Sweet” world tour (2008-2009) made USD 408 million, making
it the highest grossing tour ever for a solo artist. Madonna toured 32 countries and performed 85 shows.

grow researches future trends to find macro trends that are going to ajfect your business. Companies that
take note of these macro trends and incorporate the findings in their business model will increase their share
of market and share of voice and reduce their customer acquisition costs as their brand strengthens.

These macro trends (long life, major pull) run across all demographics, economies, government, people and

technologies and therefore have a long shelf life, usually over decades, with a major effect on the fundamental
fabric of society and the way it operates and communicates.

Our focus on clear thinking and beautiful design enables grow, the largest independent branding, advertising
and design agency in Qatar to provide that “Factor X" ingredient and insight that makes ordinary brands great.

Success in business depends upon your ability to understand the “big picture’, the long term macro trends and
changes that determine the future business environment. Our role is to help you understand these trends and
shape your company and your brands’ future.

grow. Clear thinking. Beautiful design.

3rd Floor, Thani Bin Abdullah Complex, Ibn Seena Street, Doha, Qatar
Tel: +974 444 6222, Fax: +974 431 4982, e-mail: grow@growqatar.com, web: www.growqatar.com
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