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Thanks to our tireless network of Springspotters, we've found another twenty bright new business

ideas for you. Our next edition is due on 7 October 2009. 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! 

Pop-up retail is a concept we've been covering for years, generally focusing on a store that opens

for a limited time in an otherwise unused space. Turning that notion on its head, in some respects,

is Planeshop, a permanent store opening soon in the Glasgow Airport that will be periodically taken

over by a different brand.

The brainchild of the founder of Vacant —which was probably the first pop-up store way back when

—Planeshop is billed as a permanent shop with a flexible retailing concept. Brands will take over

the store for a limited time, including changing the shop's exterior graphics to match their identity.

Currently, consumers are invited to vote for the brands they'd most like to see in that role. No word

yet on how long each brand will stay in place, but once that time is up, another brand will move in

and take over, ensuring that there's always something new to see in the store. Also available at

Planeshop will be Planemix, a downloadable selection of global digital music tracks that rotates

each month, and "Foodflight," a selection of tapas and sangria for takeout or in-store dining.

Planeshop's flexible retail concept is patent-pending, the company says, and it seems safe to

assume that brands are currently lining up for a spot in the store's rotating roster. One to watch—or

get in on early yourself...? (Related: Retail space helps brands collaborate — Store perpetually

reopens.)

Website: www.planeshop.net
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Much like socks, gloves have the tendency to lose their other halves. In the spirit of 'waste not, want

not', environmental group Green Thing has launched a venture that pairs up single gloves and sells

them to new owners. Matched by size but not colour, Glove Love offers unique pairs for GBP 5.

Single gloves are washed, repaired and (re)paired by Green Thing, which also adds recycled labels,

nametags and letters of introduction. 

Last winter's strays were harvested from lost and found boxes through donations from The Natural

History Museum, Transport For London and other organisations, and Green Thing is asking people

to send in unpartnered gloves to keep its online store stocked. Profits go to Green Thing Trust,

which is a registered charity. 

As Green Thing points out, each sale keeps single gloves out of landfills and avoids manufacturing

a new pair. It's a fun and practical approach to sustainability, and one that Green Thing hopes will

be copied by people in other parts of the world. Not just for gloves, but for "all sorts of single things

that can be put together in new, creative and aesthetic ways". Get cracking before temperatures

drop! (Related: Doing the green thing — Leather jackets remade into designer bags.)

Website: www.dothegreenthing.com/glovelove

Contact: hello@dothegreenthing.com
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From an online store that specialises in personalised gifts comes a literary appeal to anyone's

vanity. GettingPersonal sells classic novels—mostly as gifts—that let recipients and their friends

star as the main characters. Taking a concept we've already seen applied to travel guides and

stories for younger children, the company has chosen a range of books with lasting appeal (and

without pesky copyright issues). For the romantics there's Pride and Prejudice and Romeo and

Juliet; adventure-seekers get Robin Hood and The Hound of the Baskervilles; those after something

more sinister can take their pick from Frankenstein and Dracula, while Alice's Adventures in

Wonderland and The Wonderful Wizard of Oz provide a healthy dose of fantasy. 

Gift packs cost GBP 19.95 and include the chosen novel's cast list, which gives a brief rundown of

each of the five main characters. Customers decide who they would like to put in each role and

submit the information online or by post. Within 28 days, the personalised classic is delivered,

featuring the name of the main character on the cover and the revised names of all the main

characters throughout the book. Otherwise, the story remains the same. There's no doubt that

consumers enjoy seeing their name in print—one to adapt for popular classics in other languages? 

Website: www.gettingpersonal.co.uk/personalised-gifts/personalised-classic-books.htm

Contact: www.gettingpersonal.co.uk/contact_us.asp

Spotted by: John Smith
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There are countless brands of jeans in the world, most of them actually *made* all over the world,

with components sourced from multiple countries and manufacturing done in others. Aiming to

present an alternative at the polar opposite on that scale is Raleigh Denim, a North Carolina

company whose jeans are reportedly 98 percent local.

Run by a husband-and-wife team, Raleigh Denim uses nearly all local materials, with everything

from thread to denim produced within 200 miles of its workshop. Its distinctive selvage denim, for

instance, comes from Cone Mills’ White Oak plant, a 100-year-old local mill that weaves the fabric

on the only original shuttle looms still working in the US today. All of Raleigh Denim's design,

pattern-making, cutting, sewing, washing and finishing, meanwhile, are carried out by hand in the

company's Raleigh workshop. No automated equipment is ever involved; rather, the couple prefers

to incorporate traditional construction methods and vintage sewing machines. Every pair of Raleigh

Denim jeans is handcrafted and signed by its maker, with unique touches such as an x-ray of the

hip joint printed on the inside pocket.

Priced from roughly USD 215 to USD 285, Raleigh Denim jeans are now carried in major retail

stores across the US, including Barneys New York and Steven Alan, and have reportedly

developed quite a following. Which just goes to show, once again, that even in tough economic

times, a heaping helping of (still) made here appeal can help virtually any medicine—that is, price—

go down. Time to bring Raleigh Denim to your neck of the woods—or, better yet, create a local

version of your own...? (Related: For the first time, jeans to be made in North Korea — Luxury jeans

tinted a long dormant blue.)

Website: www.raleighdenim.com

Contact: holler@raleighdenim.com

Spotted by: Cecilia Biemann
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Does teaching children to drive make them better drivers as adults? Mercedes-Benz thinks so. This

summer saw the launch of its Mercedes-Benz Driving Academy in the UK, which teaches anyone

over 10 years and 1.5 metres tall the basics of manoeuvring a car. 

With packages tailored to different age groups, the Academy aims to show young people the ins

and outs of driving, rather than the minimum needed to pass a test. Children aged 10–14 are taught

the basics of road safety and car handling, taking an A Class out for a half-hour spin for GBP 40.

The 'Pre-Road Sessions', meanwhile, are targeted at 15–17 year-olds and delve a little deeper into

the theory of driving, the traffic code and dealing with emergency situations. Prices start at GBP 75

for a one-hour track session. A 3-hour, GBP 205 'Parent-Partner Package' is designed to improve

parents' confidence and patience when teaching their child how to drive, no matter how hair raising

the experience may be. Last but not least, those over 17 are also catered for: there's a full driving

test package available to assist with passing the theory and practical test. 

Mercedes-Benz isn't alone in offering a service like this: we spotted BMW and Audi offering driving

lessons a while back as part of the status skills trend. However, the Mercedes scheme adds a

clever twist by engaging kids with its aspirational brand. With a bit of luck, they'll lust after MB cars

throughout their teens and twenties, purchasing one when they can afford to do so. Or else cajole

their parents into buying so they can happily travel in a Merc back seat.

Website: www.mbdrivingacademy.com

Contact: www.mbdrivingacademy.com/useful-info/contact

Spotted by: David Licona
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It's no secret that satisfying a craving for chocolate can instantly improve a person's mood. It's

lesser known that a huge range of natural foods can stimulate longer-lasting 'happy' hormones than

chocolate ever could. Knowledge that could become more memorable thanks to Van Gogh is

Bipolar, a restaurant and cafe that opened in Quezon City earlier this year. (The Dutch painter has

been posthumously diagnosed with bipolar disorder by some psychiatrists, while others believe he

suffered from schizophrenia.)

The cafe only serves all-natural 'happy-hormone-producing' foods, set to lift customers' moods. Its

menu is loaded with foods that are believed to help balance the brain's levels of serotonin and

dopamine, which in turn helps alleviate mild to moderate depression. While nutritional scientists

have assumed this for a while, it's the first time—as far as we know—that the theory has been used

as the starting point for a restaurant. 

Resembling a living room, Van Gogh is Bipolar's interior is meant to make customers feel

comfortable and at home. Dish names, meanwhile, are inspired by celebrities known to have

suffered from mood disorders. There's the Larry Flynt Cabbage Experience and Jim Carey Sardines

—and even a series of Presidents' Meals that includes concoctions for Roosevelt, Lincoln and

Clinton. The menu is designed to show customers the key foods that maintain healthy hormone

levels, helping them include these foods in their diet at home. Combining functional food with social

entrepreneurship, the concept aims to make a real difference in a new way. An idea worth

spreading!

Website: www.facebook.com/pages/Quezon-City-Philippines/van-gogh-is-bipolar/78957949878 

Menu: www.facebook.com/note.php?note_id=252266930260

Spotted by: Robert Alejandro
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Ace Hotel in Portland has partnered with local distillers House Spirits to stock their minibars with

limited-edition artisan spirits. In addition to gin, vodka, rum and blended whiskey, guests can also

get a cocktail kit including fresh citrus, bucket of ice, cocktail shaker, jigger and martini glasses.

Plus cocktail recipe cards for amateur mixologists in need of inspiration. 

Launched by native Northwesterners in 2004, House Spirits Distillery makes its spirits on SE 7th

Avenue, less than two miles from Ace Hotel's lobby. Its Apothecary Line—a collection of small-

batch, limited edition spirits packaged in individually numbered 375 ml bottles—is currently only

available at its own Apothecary Tasting Room, and in the Portland Ace Hotel. By offering guests an

exclusive homegrown product, the hotel adds a unique element to their experience while supporting

the local economy. Move over, Absolut and Toblerone ;-) (More urban beekeeping, this time atop a

Toronto hotel — Loews Hotels adopt local farmers.)

Website: www.acehotel.com/portland

Contact: www.acehotel.com/portland/contact

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.



It should no longer come as any surprise to brands large or small that they are the subject of

conversation online—whether they participate or not. Launched by Seth Godin, Brands in Public is

a new site that aggregates all those diverse conversations and presents them through a unified

public-facing dashboard that gives any brand the chance to lead the discussion.

A Google search on a brand name may retrieve many of the online conversations going on out

there, but Squidoo-powered Brands in Public differs by virtue of the fact that the brand in question

can curate the conversation. By sponsoring the page about its brand, a participating company can

edit the introductory text, highlight the tweets and posts it likes, point to its blog, videos, Twitter feed

and corporate website, and even—if it's truly bold—highlight ways to get in touch. No censorship is

involved, since the automatic feed of conversations from across the web—via Twitter, blogs,

YouTube, Google Trends and more—is just that: automatic. Rather, it is through the left-hand side

of any brand page that the company in question can answer its critics, highlight its fans, contribute

questions or quizzes, or point to its official materials. So, rather than passively monitoring the public

conversation, in other words, participating brands actually coordinate it and shape it as it happens.

Brands in Public is supported by Boston-based BzzAgent. The cost of participation for a brand is

USD 400 per month; no long-term commitment is required. For nonprofits, however, there's the

chance to be selected for a free Brands in Public page, thanks to a special selection process at the

beginning of every month.

There's no doubt consumers will talk about pretty much any and every brand under the sun—again

and again, in forum after forum, and probably with widely varying results. It's by having a hand in

those conversations, however, that brands can embrace what our sister site would call foreverism

and turn transparency tyranny into transparency triumph. Bottom line, as Brands in Public puts it:

"People are talking about you. Are you going to show up?"

Website: www.squidoo.com/brandsinpublic/hq

Contact: bzz@bzzagent.com
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Last year we reported on Bin Ends, who gave the public the opportunity to take part in wine tastings

via Twitter. Last month, a London restaurant got in on the social media act by crowdsourcing their

wine list selection. L'Anima, Time Out's pick for Best New Italian Restaurant 2009, hosted a tasting

for six wine experts, including wine writer Anthony Rose, wine vlogger Denise Medrano and

resident sommelier Gal Zohar. The tasters formed three teams to sample Zohar's short list and

settle on the final selection. "Unfortunately," said the sommelier on his blog, "these enthusiasts,

rarely agree with each other." That's where the public came in.

For three wine categories where the experts couldn't reach a consensus, L'Anima uploaded videos

of each team pleading their case. Members of the public, who had been given advance notice of the

wines and were updated on the selection process, were then asked to vote for the wines that they'd

like to have in the restaurant. The exercise proved a successful marketing tool for L'Anima, not least

because a prize of free wine and a tour of the restaurant was up for grabs for a randomly chosen

Twitterer who tweeted about the process. And L'Anima's audience benefited too, getting its nose

into proceedings that were once the exclusive domain of experts. 

Website: www.lanima.co.uk

Contact info@lanima.co.uk

Spotted by: Cecilia Biemann
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Innovative startups managed to scoop up some hefty cash prizes in Amsterdam on Friday. In

addition to RidgeBlade winning EUR 500,000 in the Green Challenge, augmented reality browser

Layar bagged EUR 75,000 in Vodafone's Mobile Clicks contest. 

Layar is a free mobile browser that displays digital information over the real world image that a user

views through his or her mobile phone. By turning on Layar and pointing her phone's camera at a

row of houses, for example, a user can see prices and details for houses that are on sale, can

easily find nearby Thai restaurants or—in case of a cardiac emergency—locate the closest

defibrillator. Besides layering practical information, the Dutch application is also being used to

create games that mix real and imagined worlds. 

Developed by the same team that created ING's ATM finder, Layar presents endless opportunities

for entrepreneurs aiming to reach, help, entertain and delight consumers wherever they are. One to

check out, if you haven't already! Layar is currently available for phones that run Android, with a

version for iPhone 3GS to follow soon. (Related: iPhone app uses augmented reality to help road

warriors find a place to work.)

Website: www.layar.com

Contact: www.layar.com/contact
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Judged by a select group of insiders, art awards aren't known for their democratic approach.

Uprooting that tradition is a contest that's currently being held in Grand Rapids, Michigan. ArtPrize

will award the world's largest prize—USD 250,000—to the piece of art that receives the most votes

from visitors. Aiming to "reboot the conversation between artists and audiences on a grand scale"

the competition allows any artist to enter, any visitor to vote and any venue in Grand Rapids to

exhibit. By uploading their portfolios on the ArtPrize website and connecting with venues, 1,262

artists have secured exhibition space at 159 sites across the city, including galleries, office lobbies

and outdoor public spaces.

Voting is divided into two separate stages. During the first week, each visitor can give an "up-vote"

to every piece they like, and a "down-vote" for every entry that doesn't take their fancy. (Only up-

votes will decide the winner; down-votes are used to help highlight the most controversial works, or

decide in case of a tie.) In the second week, the top ten pieces are voted on—one person, one vote.

To be eligible to vote, all visitors must register in person with ID. They can then vote online, or via

mobile devices as they browse through the galleries. The winner will be announced on October 8.

ArtPrize is the brainchild of entrepreneur Rick DeVos, son of local businessman and politician Dick

DeVos, who is sponsoring the competition through his family's charitable foundation. It's breaking

ground not only by letting the crowd be the judge, but also in allowing any artist to enter and any

space to exhibit. For two weeks, the city of Grand Rapids is one big art gallery, and a smart

example of how to put crowd clout to work.

Website: www.artprize.org

Contact: info@artprize.org

Spotted by: Jordan O'Neil
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Finding a convenient, healthy snack can be difficult in workplaces and schools where fruit trees are

long gone and the best on offer now comes from a vending machine stuffed with junk food. Back in

2007 we picked out YoNaturals, a company that responded by supplying vending machines filled

with organic produce. Now a Barcelona company—Lof (short for 'Lo Fresco')—has brought a similar

service to market in Spain. Sidestepping the debate over whether organic food is all it's cracked up

to be, Lof's emphasis is on solid nutritional value. Their machines, which are supplied, installed and

maintained for free, sell nuts, prepared fruit, ready meals and Spanish speciality, gazpacho soup. 

Novel uses of vending machines are a staple of the Springwise diet—we've dispensed reports on

vending machines for everything from bathing suits to hot pizzas. By using them to promote healthy

eating, Lof has latched on to two key trends: convenience and organic foods, with a model that

creates social value as well as profits. 

Website: www.lofresco.es

Contact: info@lofresco.es

Spotted by: Joandó Reverter
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While the web is disrobing many businesses in the name of transparency, the City of San Francisco

is happy to expose itself. A month since the launch of DataSF.org, a public archive of government

data, Mayor Gavin Newsom has announced that the site will now showcase applications which

manipulate that data to make it more useful and accessible to the city's residents. Inspired by the

success of Apple's iTunes App Store and Facebook's open developer platform (60,000 and 350,000

apps respectively), writes Mayor Newsom, San Francisco is encouraging democratic participation

by “giving residents the tools to build the kind of government that works for them.”

A number of apps are already online, with the new showcase expected to stimulate many more

creations. Among those currently available, EcoFinder helps residents find out where their nearest

recycling services are located, while Cabspotting—a project by the Exploratorium interactive

science museum—displays a real-time map of cab locations in San Francisco. 

It's not the first step the tech-centric Bay Area has made towards ‘Gov 2.0’—in June we reported on

their Twitter service for civil complaints. But this latest effort could mark the start of a sea-change in

the way governments provide public information services. Don't let your local government miss the

boat!

Website: www.datasf.org/showcase

Contact: www6.sfgov.org/index.aspx?page=44

Spotted by: Duncan Rickelton
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New Zealand start-up Your Pure Honey is offering customers the chance to own a share of a

beehive in and enjoy the Manuka honey it produces. A basic share costs USD 285 per season

(September–May) and yields 2kg of raw honey (delivery costs are included). Those who their own

personal colony can adopt an entire hive as a 'Premium Partner' for USD 2,500 and receive 20kg of

honey at the close of the season.

Your Pure Honey is keen to establish a personal connection between partners and their hives. Each

partner receives a personal link to a website that's updated throughout the season with photographs

and videos of their hive, and the material is collated in a photo book and DVD at the end of the

season. Like the vineyard shares and adopted olive tree that preceded this venture, it's all about

creating a unique story and product that can be shared with friends.

And there's an extra dimension that should appeal to consumers: forest preservation. Manuka trees

are often felled to create extra farming land. Your Pure Honey rents land from farmers (one hectare

per hive), protecting Manuka forests and providing farmers with an alternative source of income. It's

a sweet deal all round. (Related: Remote-controlled farming for city dwellers — Sustainable

crowdfunded forest — Rooftop beekeeping at Fortnum's.)

Website: www.yourpurehoney.com 

Contact: info@yourpurehoney.com

Spotted by: luxist.com via Chris Turner
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Amid all the many charity-focused efforts to help the people of developing African nations, others

strive to provide economic empowerment and help African entrepreneurs establish sustainable

businesses. We've covered several of these—including some of the microfinance initiatives that

have popped up—but Canadian shoe company Oliberté is taking a different approach by sourcing

and setting up its manufacturing operations in Africa instead.

Oliberté makes and sells what it says is the first line of footwear to be made from natural rubber in

Liberia. Two styles of lightweight shoes are currently available: Elika for women, and Rovia for men.

Both feature a rubber sole crafted naturally and fairly in Liberia along with premium goat and cow

leather sewn in Ethiopia. Elika is priced at CAD 106, while Rovia is CAD 115. Oliberté ensures that

farmers, factory workers and suppliers are all paid fairly and treated responsibly, and it supports

local training and communities in every country it works in. It's also working in partnership with

factories to improve its environmental footprint, it says. Toward that end, Oliberté even promises to

take its shoes back at the end of their useful life, with plans to recycle and make them new again.

The company's website explains: "Africa is more than just poverty and Oliberté is the start of a

revolution that shows, through urban footwear, this is the real Africa! With every pair of Oliberté

bought, we are making a powerful statement that Africa is proud, free and full of potential. You do

this all while being a hero, because you are the reason men and women from Liberia to Swaziland

to Ethiopia have a job, have food on the table and can send their children to school. Oliberté is not a

charity—it is a company that believes you can change how the world views Africa and help build

lives every time you buy a pair of Oliberté shoes."

Oliberté's shoes are available both online and through select stores in the US and Canada.

Retailers: one to offer up to your own ethical consumers...? (Related: Shoes for good — Coffee life

stories — Yak down: luxury yarn with a story and a cause.)

Website: www.oliberte.com

Contact: info@oliberte.com

Spotted by: Cole
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Traditionally, access to content on wire services such as Reuters and the Associated Press has

required that publishers foot a hefty bill for a subscription. Aiming to open up its content to a wider

audience, however, CNN has launched a new à la carte service that sells CNN Wire stories for

single use for USD 199.

After introducing a subscription model for its wire service earlier this year, CNN now hopes to

provide an option for publishers that need content for single use and on demand. The self-service

CNN Wire Store allows publishers around the globe to browse through CNN Wire articles, hold

selected articles in a cart for review, check out easily with a credit card and then download story

content on demand. Content available includes Christiane Amanpour's reports from around the

world, medical reports from Dr. Sanjay Gupta, and the economic and financial reporting of

CNNMoney.com.

Susan Grant, executive vice president of CNN News Services, explains: "CNN understands the

changing business landscape of journalism and the marketplace. The expanded CNN Wire provides

an opportunity for a new platform to make CNN Wire stories easily accessible, and for the first time,

on a per-story basis to any publisher, anywhere on their own timetable. With the launch of the CNN

Wire Store website, we've made our original journalism easily available to other publishers on

demand."

While Reuters and AP reportedly offer single-story reprints through iCopyright for about USD 500

per story, CNN's lower pricing and easy access makes it more likely to appeal to bloggers and other

smaller news outlets—which, by the looks of things, just may be the future of publishing. Don't look

now, but the news landscape has changed again! ;-) (Related: Online marketplace for content —

Royalty-free content.)

Website: www.cnnwirestore.com

Contact: cnnwirestore@cnn.com

Spotted by: Cecilia Biemann
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Just last week we covered SRS Energy's Solé Power Tiles, which disguise solar panels as clay roof

tiles. Now a similarly unobtrusive solution for cloudier climes is on the horizon. RidgeBlade is a

wind-power system that can be fitted to buildings with minimum visual impact and maximum energy

conversion potential. This micro-generation system employs discreetly housed cylindrical turbines

positioned horizontally along the apex of a sloping roof. The slope of the roof naturally channels

wind into the turbine chamber, meaning RidgeBlade can "produce electricity under low or variable

wind conditions." This high efficiency means that the system could pay for itself within a few years.

Designed by a former Rolls Royce turbine engineer under the wing of UK-based The Power

Collective, RidgeBlade is one of six finalists in the Dutch Postcode Lottery's Green Challenge.

Director Dean Gregory presented the design to judges today at Picnic '09 in Amsterdam. If they are

successful, the team will receive a EUR 500,000 grand prize (or EUR 100,000 if they are one of the

two runner-ups) to help them bring the design to market within the next two years. It's a rapidly

accelerating industry—one to get involved in now! (Related: Urban windmills.)

Update 25 Sept 2009  | RidgeBlade won the EUR 500,000 Green Challenge Prize! "It's beyond a

dream,” said English entrepreneur Dean Gregory when Skype founder Niklas Zennström, a contest

juror, announced his name. "This means we can focus solely on bringing this to market." Gregory

entered the Challenge on behalf of the English company The Power Collective Limited—after

finding out about it two days before the deadline.

Website: www.thepowercollective.com

Contact: info@thepowercollective.com

Spotted by: PICNIC Amsterdam
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Dhows are boats of an ancient design that East Africans have long sailed on the Indian Ocean from

Goa to Oman, following monsoon winds back and forth to Mozambique for fishing and cargo

transport. Though such vessels typically get beached and abandoned when they can no longer

weather the seas, Portuguese House of Wonders salvages and gives them new life in its line of

one-of-a-kind furniture.

Retired dhows typically contain hardwood planks and frames that are still salvageable, so House of

Wonders buys them from sailors on the coast of Tanzania, giving those owners the funds to build

new ones. Meanwhile, the company ships the salvaged boats inland to its workshop near Dar Es

Salaam, where more than 40 "fundis," or craftsmen, carefully disassemble and then re-invent them

using almost exclusively traditional hand tools. More than 150 unique pieces are currently available,

each with a certificate of origin including the story of the particular dhow that provided its wood.

Custom pieces are also available. In addition to a showroom in Dar Es Salaam, the company's

standard furniture line will also be displayed in a gallery in Tortola, British Virgin Islands, and

Cascais, Portugal, starting in November. Products are available for shipping directly from Tanzania

or consolidated through House of Wonders' logistical points in Europe, the Caribbean or the

Americas.

While using salvaged wood with an interesting history is undoubtedly a clever move for any furniture

maker, what's even more clever about House of Wonders' approach is making the most of that

history with a certificate that explains each product's background. After all, as regular Springwise

readers know, there's nothing like a product life story to elevate its authenticity and still-made-here

appeal—not to mention its value. What recycled materials could *your* brand salvage and

incorporate into its design and marketing...? (Related: Virgin Atlantic's seat covers, reborn as bags

— Airplane trolleys, revamped & repurposed.)

Website: www.house-of-wonders.com

Contact: www.house-of-wonders.com/Index.asp?pagename=Contact+Us&site=1&siteid=1873
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What's the simplest way to get from A to B with the aid of a machine? That's the question the New

Zealand-based creators of recently launched YikeBike set out to tackle from scratch. The result is a

super-lightweight folding electric bicycle, with eco-iconic looks. The YikeBike is the first production

version of the Mini-Farthing design concept which has been five years under development.

Departing entirely from the norm, YikeBike features a radically novel riding position, steering

mechanism and wheel configuration. It's the evolutionary offspring of a Segway and a penny

farthing.

So why the strange design? First, YikeBike does away with exposed mechanics (chain, gears,

standard brake mechanisms etc.), replacing them all with a lightweight, 1.2 kW electric motor and

"smart electronics". Allied with the carbon fibre frame, this helps keep the weight down to less than

10kg, reduces the need for maintenance and makes the YikeBike a breeze to carry in its case. The

electrics also power safety features, such as anti-skid braking, brake lights and indicators. It's

claimed that the design is the equal of its 120 year old predecessor in terms of stability, and even

safer as the upright position increases visibility and allows the rider to jump off unimpeded in the

event of a crash.

The YikeBike has max-speed of 20 km/h and a range of 9 km, so it should be up to the

requirements of most commuters. Bikes are available for pre-order now, with expected pricing at a

steep USD 3,500–3,900 (we're hoping that's an early-adopter price that will go down as production

goes up). Seems like it could be just what the doctor ordered for the congested arteries of our over-

populated cities. But there's just one thing a standard bicycle can do that YikeBike can't—keep

people fit. The Mini-Farthing design is equally applicable to non-electic bicycles, though, and

available for license—will you be the one to roll it out? (Related: Lightweight electric bike targets

urban commuters — Honda unveils U3-X electric unicycle.)

Website: www.yikebike.com

Contact: www.yikebike.com/site/contact-us

Spotted by: Stephen Church
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Mention greenhouse gases, and most people think of cars. The reality, however, is that more than

20 percent of such gases around the globe come not from machines but from cows—specifically,

the 500 billion liters of methane gas that get emitted by the world's billion or so cows every day.

That's more than what's produced by all the cars, planes, ships and trucks on the planet, but

Mootral, a small UK startup, may just have found a solution.

Working with Welsh company Neem Biotech, Mootral (a pun based on "moo" and carbon neu-"tral")

has developed a unique feed additive for livestock that reduces cows' methane emissions by at

least 25 percent. Methane is a gas reportedly some 22 times more potent than carbon dioxide, but

Mootral's garlic-based extract is a natural antibiotic that fights bacteria in the stomachs of cows and

sheep to dramatically reduce its production. In fact, Mootral estimates that it can reduce cow

emissions enough to generate GBP 30 per cow of carbon credit per year; all together, that would

amount to a carbon credit market potential of more than GBP 30 billion per year, it says. Neem

Biotech is already producing the additive—based on a substance called allicin—on a commercial

scale, which could be particularly useful now that countries including Estonia, Denmark and Ireland

are considering or have implemented an emissions tax for farmers on a "per ruminant capita" basis,

according to a report in the Financial Times. Mootral was shortlisted this summer in the Financial

Times Climate Challenge; more recently, it's one of six finalists in the Dutch Lottery's annual Green

Challenge competition, the results of which will be announced this week during PICNIC’09.

Mootral is currently undergoing final dosage tests, with plans to launch a sample test at the United

Nations Framework Convention on Climate Change (UNFCCC) Copenhagen Summit this

December. One to get involved in early...?

Website: www.mootral.com

Contact: miche@mootral.com

Spotted by: PICNIC Amsterdam
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