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Perspective on the road.

Welcome to the second issue of Perspective 
– Plan’s biannual magazine that takes a step 
back to reflect on developments in design, 
business and technology. As the daily deluge 
of information continues apace, we take  
a moment to sift the signal from the noise.

The theme that emerged for this issue is 
urban mobility. On a big-picture level, it’s 
a hot area, as the worlds of transportation 
and mobile tech merge. They’re two worlds 
we’re passionate about, and it’s exciting to 
be involved in connecting them with projects 
such as Ford’s GoDrive – a new breed of  
car club we’ve helped bring to London.

The world of mobility has had a turbulent 
few months. Debates around autonomous 
cars have entered the mainstream. Rumours 
around Apple’s intentions to enter the sector 
continue to mount. Uber and Tesla are 
rarely out of the headlines. Then, suddenly, 
Volkswagen – after hitting some impressive 
numbers – are knocked from their perch in  
a scandal that we haven’t heard the end of.

But where is this all going? It’s a confusing 
time, with so many initiatives, rumours  
and claims. It’s time for a little perspective.

I will begin by taking a look at what it takes 
to make car sharing work as a business 
(page 6), before we map out the emerging 
urban mobility landscape (page 12). Plan’s 
automotive expert Richard Green sets out 
to debunk some persistent myths and 
misunderstandings around the belief that 
Gen Y don’t want cars – spoiler alert,  
they do (page 14). 

If cars aren’t your thing, Dominic Fried-Booth 
looks at how the world of mobile apps is 
about to radically change (page 20) and Iain 
Aitchison lays out some simple steps for 
building capabilities (page 26). Finally,  
we dip into the Plan article archive where  
I explore the opportunities and shortcomings 
of Design Thinking (page 30).

This future scenario by 
Daimler envisages Berlin  
in 2030, but which road 
will urban mobility 
really take? 



April
Elon Musk launches Tesla Energy  
and announces the Powerwall  
Home Battery.   

July
Volkswagen Group fulfills a long-held 
goal by surpassing Toyota as the 
world’s largest automaker. 

May
Another design buyout – McKinsey 
acquires Lunar design group.

August
The auto industry proves its 
commitment to fending off Silicon 
Valley: BMW, Audi & Daimler acquire 
Nokia’s HERE mapping unit  
in a $3.1 billion deal. 

June
Apple launches music streaming 
service Apple Music in direct 
competition with Spotify. Apple Pay 
hits the UK only a month later.

September
Volkswagen Group admits to using 
‘defeat devices’ to influence emission 
monitors and announces plans to 
recall 8.5m vehicles in Europe alone. 

54 5

Review
Notable developments from the last six months.

Apple Watch goes on sale – selling 
more in its first day than Android  
Wear did in all of 2014.

Kraft and Heinz agree a merger which 
creates the fifth-largest food company 
in the world with a market value of 
$100 billion.

Google unveils another weapon  
in its smart-home arsenal, with  
the launch of Brillo, an operating 
system for The Internet of Things.

Google begets its own parent company: 
Alphabet. Existing businesses, such as 
its search engine, become the Google 
division; Alphabet’s other divisions 
focus on new businesses such as 
driverless cars.

Impressive new prosthetic hand 
unveiled by Touch Bionics, based  
in Livingston, UK.

Swiss TV station Léman Bleu 
ditches standard TV cameras to 
go 100 percent iPhone to improve 
responsiveness  and reduce 
production costs.
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DriveNow recently integrated itself 
with Copenhagen’s public transport 
services by leveraging the car’s  
built-in inter-modal routing system.

Which road for urban mobility?

Making car 
clubs work
: Kevin McCullagh 
October 2015
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For example, both London and San 
Francisco have relatively good public 
transport systems, leaving car sharing 
schemes to fight over a small slice of  
the mobility market – and a small 
number of expensive parking spaces. 
Other cities like Berlin are more fertile 
ground, thanks to an abundance  
of space and a large population  
of young, cash-strapped drivers.

Enduring desire to own cars  
Rationally, the numbers stack up 
against owning a car in the city. Yet 
many urbanites continue to covet a car 
of their own - including Gen Y, who 
some (see ‘Millennials don’t want cars’: 
Debunked, page 14) claim have fallen 
out of love with cars. On the contrary: 
a recent survey showed that 75 percent 
of Gen Y drivers in developed markets 
(79 percent in developing markets) 
believe that they are likely to be using 
their own, personal car in five years’ 
time.5 Despite the demonisation of cars 
by policy wonks and pressure groups, 
for most the automobile remains a 
powerful symbol of personal freedom 
and individuality. In other words, buying 
a car is not an entirely rational act.

Translating intention into action 
While plenty of people are aware of car 
sharing and think it sounds relevant 
to them, getting them to try car clubs 
out – let alone engrain them into their 
lives – is an uphill battle. For example, 

8 percent of Londoners who signed up 
for car clubs in 2014, for one reason or 
another, never actually rented a car.6 
This presents operators with a classic 
marketing challenge: how to convert 
interest into action?

The challenge of keeping busy  
Car sharing enthusiasts love to quote 
statistics about how most private cars 
spend the vast majority of the time 
unused – typically they are only used 
5 percent. However, they tend to gloss 
over the fact that car club vehicles also 
spend a sizeable chunk of time unused 
(and not earning) during the troughs 
in demand for mobility. Zipcar quotes 
utilisation rates of 30-40 percent7. 
Sweating these assets effectively is 
critical to the commercial viability8  
of car clubs, and it’s a real challenge.

One car, many motivations for use  
In the popular imagination a car club 
user is a young, environmentally-aware 
hipster who spontaneously decides to 
nip down to the new artisanal coffee 
shop. In reality, driver profiles and 
use cases vary widely over time and 
location within a city – for example, 
few customers are explicitly driven by 
sustainability concerns. This diverse  
set of customers and motivations 
makes targeted service development 
and marketing challenging.

Parking battles 
Both DriveNow and car2go cited 
parking access as a major factor behind 
their withdrawals from San Francisco 
and London respectively. “Super 
permits” that let drivers drop their 
cars off in any public parking space 
within a defined zone are central to 
DriveNow’s model, and San Francisco 
city authorities did not play ball. 
car2go negotiated a similar deal with 
two London boroughs, but the permits 
were expensive and annoyed local 
residents9 who not only have to jostle 
with each other for scarce spaces, but 
increasingly with car club and bike 
rental bays too. Car clubs operating  
in  San Francisco have also faced  
similar challenges from residents10.

Remember how the “sharing economy” 
was going to revolutionise urban car 
ownership? Car clubs like Daimler’s 
car2go are still enjoying the tail end 
of that hype, but converting the 
buzz into bucks is proving far from 
straightforward. It’s clear that there  
are real opportunities out there  
for car clubs, but it’s up to each  
operator to find their niche. 

As Uber continues its march, the 
urban mobility marketplace is 
evolving fast. The car sharing schemes 
that succeed will be the ones that 
adapt to very specific local needs, 
hone their operations to suit niches 
within increasingly diverse mobility 
ecosystems, and then market their 
service in creative, compelling and 
nimble ways.

Revving up

The modern era of commercial car 
sharing  began in the early noughties 
with pioneers like Zipcar making use 
of dot-com era technologies. After a 
decade of slow growth the services got 
a kick-start from the smartphone and 
app economy boom. Another boost has 
been the direct and indirect support of 
city authorities. Many cities actively 
encourage car sharing – by, for example 
making parking spaces available – 
while discouraging private car use. Car 
clubs are now part of a growing jigsaw 

of mobility services that complement 
public transport, such as bike hire, ride 
hailing and ride sharing (see map on 
page 12). These alternatives to private 
car ownership shine a light on its cost 
and hassle – especially in urban areas, 
where cars are used less. It seems car 
sharing is an idea whose time has come.

Trouble getting out of first gear 

Yet despite the zeitgeisty goodwill, there 
are signs that the prospects of turning 
a profit in car sharing are not so rosy. A 
recent survey suggests that membership 
of car clubs is now falling in the USA.1 
Zipcar, the market leader, managed to 
turn a 3 percent profit in 2013/14.2 In 
2014, car2go’s “free floating” service 
pulled out of the UK3 and the joint 
venture between BMW Group and 
Sixt recently announced that it was 
withdrawing its DriveNow service from 
San Francisco.4 So why are two of the 
most sophisticated car sharing providers 
finding it impossible to get established 
in two of the world’s most progressive 
and tech-savvy cities? The reality of 
car sharing is a bumpier road than first 
appearances seem to suggest. 

Speed bumps

Each city is unique 
The most obvious challenge to rolling 
out a global car sharing service is that 
cities have different mobility profiles. 

Car clubs have been given a 
kick-start from the smartphone 
and app economy boom and are 
now part of a growing jigsaw 
of mobility services that 
complement public transport.

‘ Despite the zeitgeisty goodwill, 
there are signs that the 
prospects of turning a profit  
in car sharing are not so rosy.’

Which road for urban mobility?
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Car club membership  
has grown rapidly
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Daimler’s Car2Go service withdrew 
from the UK in May 2014 citing the 
UK’s strong culture and tradition  
of private vehicle ownership, and
co-ordinating multiple individual 
boroughs across the city.

Wrestling with local politics  
Which brings us to the thorny area 
of dealing with local authorities.  
Negotiating officialdom is a key car 
sharing competence: operators must 
be both canny and patient if they want 
to access parking bays and permits, 
congestion zone waivers, signage for 
parking bays and charging stations for 
electric cars. In many cases, they also 
need deep pockets11. However fostering 
positive relationships can result in 
highly advantageous partnerships,  
such as Autolib’ in Paris and  
DriveNow in Copenhagen12.

Go big or go home  
It’s hard to dabble in car sharing. To 
reach a reasonable level of awareness 
and convenience, cars need to be close 
to where users might want them. This 
requires a considerable commitment 
in terms of fleet size, as well as careful 

consideration of where cars are located 
and how they are priced, to maximise 
car utilisation. DriveNow has managed 
this in London by focusing its free-
floating fleet across four adjacent 
boroughs in the north-east of the city.

Rhetoric vs reality  
While many users like the idea of the 
sharing economy, providers would be 
wise not to test this enthusiasm too far. 
For example, drivers definitely don’t like 
coming across traces of others users, 
such as someone else’s food wrappers 
– never mind a slight odour. They want 
the car to feel like their own while 
they’re in it. Another factor is that, car 
sharing is just not that convenient for 
many drivers and use cases.

Competing claims  
The promise to cities is often that 
car clubs will reduce congestion and 

emissions. However, the jury is still 
out on such assertions. There’s a lack 
of credible supporting evidence, as 
so many of the studies are funded by 
car sharing suppliers and pressure 
groups. So while some users do seem 
to be giving up their own cars, it is 
also plausible that car sharing may 
generate more road journeys overall. 
For example, 75 percent of German car 
sharing members surveyed saw joining 
as a way to add an additional car  
to their households13. Perhaps  
San Francisco’s Municipal 
Transportation Agency sums up the 
problem: ‘While promising in many 
respects, the potential benefits and 
effects of the [free-floating] model  
are still insufficiently documented  
and understood at this time.’10

Conclusion

The car sharing business is hard. Now 
15 years old, it’s in an energetic and 
adolescent phase of development as 
new entrants experiment with different 
models (see Usage models on page 10) 
to strike the right balance between 
cost and convenience for the right 
customers. The winners will be those 
that get beyond ideologically-driven 
behaviour change agendas, and adapt 

to the highly diverse transport needs  
of different cities, users and use cases. 

Despite the grand claims of some 
operators, the potential for car sharing 
is limited to finding its niche within a 
blooming range of options for urbanites 
(see map on page 12).

In the short term, car clubs must fend 
off the aggressive advances of Uber 
– the new sharing economy hero or 

villain – which runs customers door-
to-door without any fretting about 
parking or insurance waivers. In the 
longer run, car sharing schemes and 
Uber drivers alike may find themselves 
run off the road by shared autonomous 
vehicles – but that’s another story, and 
one that we (or our future driverless 
equivalents) will be updating you  
on in future editions of ‘Perspective’. 

Marketing material for 
car clubs often focuses 
on young, stylish, 
environmentally-aware 
urbanites. But in reality, 
driver profiles and use 
cases vary widely, which 
makes service development 
and marketing challenging.

‘ In the longer run, car sharing 
schemes and Uber drivers alike may 
find themselves run off the road by 
shared autonomous vehicles.’

B2C/B2B 
Company rents car  
to customers, e.g. 
Zipcar, DriveNow

B2B2C 
Platform allows companies 
to book out competitor cars 
to customers for a fee, e.g. 
Flinkster

C2B2C 
Consumer buys a car on credit, then 
rents it via the car company periodically 
to cover monthly payments, e.g. Opel 
CarUnity, Mini (via easyCar)

P2P 
Car owners rent 
their cars directly to 
other consumers, e.g. 
RelayRides, Getaround

Vendor models
Back-to-base 
Cars are collected and 
returned to their  
original starting point,  
e.g. Zipcar, Hertz 24/7

Free-floating 
Cars can be collected from and 
returned to, any public parking 
bay within a pre-defined area, 
e.g. DriveNow, car2go

Point-to-point 
Cars are collected from and 
returned to, stations or hubs  
– similar to bike sharing,  
e.g. Ford GoDrive, Autolib’

Delivery and collection 
Concierge delivers and picks up 
the car. Consumers can specify 
colour, model and accessories, 
e.g. Audi on Demand

Usage models

Which road for urban mobility?

‘ The promise to cities is 
often that car clubs reduce 
congestion and emissions. 
However, the jury is still 
out on such assertions.’



The Emerging Urban 
Mobility Landscape
Urbanites are being offered a growing range of transportation choices, both in terms of 
modes of transport and mobility services. Much of the innovation is exploring the area 
between cheap and often inconvenient public transport and private car ownership. 
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with an app, e.g. Uber Action 
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car sharing

Car owners rent their  
cars directly to other 
consumers, e.g. RelayRides
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floating  

car sharing

Cars are collected from and 
returned to, any parking 

space within a pre-defined 
area, e.g. DriveNow

Shared 
Scooter

Shared 
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Micro 
car sharing

For smaller (typically 3-5) 
pre-determined groups 

of users, e.g. Audi Unite

Point-to-point  
car sharing Back-to-base 

car sharing
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Which road for urban mobility?

e-bike

Bicycle with integrated 
electrical motor for 
propulsion, e.g. GoCycle
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 ‘ Millennials aren’t interested  
in driving or owning cars’
 
It’s the conventional wisdom 
that’s become the rallying cry of 
environmentalists and urban planners 
everywhere and the death knell for the 
carmakers, espoused in what seems 
like a new article every week. Boomers 
and Gen-X’ers defined themselves with 
their automobiles; Millennials (so it 
goes) reject them in favour of sharing 
and smartphones. But can it be so 
black-and-white? Is the truth less  
about stop-or-go, and more about  
how you take the corners?

Millennials’ car behaviour is different 
to previous generations. They’re less 
likely to have a license. They take 
fewer and shorter trips. They’re more 
likely to use alternative transport. Car 
sales are even dropping. But is this 
all really an indicator that Millennials 
have fallen out of love with cars, or is 
something bigger at play?

We’re told three factors are at work: the 
rise of the sharing economy, a shift to 

smartphone centricity and a generation 
disadvantaged by global recession. 
Despite these much-hyped narratives, 
our own research with experts and 
Millennials themselves suggests  
reports of the car’s demise may  
be grossly exaggerated.

The sharing myth

PR spin claims that the sharing 
economy allows users to get what 
they want, on demand, without the 
burden of ownership. Scott Griffith, 
CEO of Zipcar (unsurprisingly) believes 
Millennials are indebted1 to the 
model. ‘One trend is abundantly clear: 
Millennials welcome the collaborative 
consumption movement with open 
arms.’ It’s easy to understand the buzz 
when auto-execs like Sheryl Connelly, 
Head of Global Consumer Trends at 
Ford, proclaims2, ‘Young people prize 
access over ownership. I don’t think 
car-buying for Millennials will  
ever be what it was for Boomers.’

The Millennials we spoke with 
agreed that there are cost benefits 

to car sharing. They were, however, 
quick to raise concerns about such 
services being dirty, inconvenient 
and impersonal. It seems leftover Big 
Mac wrappers are not a Millennial 
aspiration! Bike sharing – regularly 
dressed up as part of a progressive 
vision for mobility – fared even worse, 
with everything from safety to weather 
protection and the embarrassment of 
being seen using one being barriers.

When it comes to “sharing economy” 
poster-children like Spotify and Netflix, 
Millennials clearly see the benefits of 
“access-not-ownership” models. But 
they’re under no illusion that mobility 
plays by  the same rules: make no 
mistake, Millennials prefer the comfort 
and convenience of their own wheels.

Smartphones don’t  
replace supercars

The smartphone has been hailed as 
the focus of attention for Millennials; 
conqueror of the car as most visible 
status symbol and curtailer of journeys.

Jim Lentz, CEO of Toyota USA agreed3: 
‘Many young people care more about 
buying the latest smartphone or 
gaming console than getting their 
driver’s license.’ Mark Norman, 
President of Zipcar was bolder: ‘Cars 
used to be what people aspired to 
own. Now it’s the smartphone.’ On 
the subject of reduced journeys, 
Ford’s Connelly concluded4: ‘You no 
longer need to feel connected to your 
friends with a car when you have 
this technology that’s so ubiquitous, 
it transcends time and space’. 
Researchers at UMRTI in Michigan 
have expressed a similar view5.

In contrast, our Millennials still saw 
the car as a symbol of independence, of 
style and status, and most had their  
sights firmly set on seductive and  
well-established luxury brands and 
sports cars. Given they grew up with 
celebrity culture and are reportedly  
more materialistic than previous  
generations6, this should come as 
no surprise. They also cited Skype 
and FaceTime as a factor in reducing 
journeys. But real people still want real 

people, and Millennials still prefer to 
interact with their friends and family in 
person. Dana Boyd, Principal Research 
at Microsoft, agrees7: ‘Most teens aren’t 
addicted to social media. If anything, 
they’re addicted to each other.’ 

Elsewhere, by drilling into wider travel 
data, we also learned that Millennials 
actually travel more8 than the Boomers 
did. Yes, car journeys are down, but 
air-travel is up. Millennials still aspire 
to travel. Its just low-cost flights abroad 
are the new road-trip staycations.

Don’t get me wrong, smartphones  
are clearly here to stay, but their mass 
uptake means they are increasingly 
difficult to justify as a lifestyle signifier. 
Meanwhile, the deep-rooted allure 
surrounding the car, and the benefits  
it brings, remain strong.

Cash-strapped – for now

House prices, education fees, high 
unemployment, falling incomes, 
recessions and the rising cost of car 
ownership have all conspired to put cars 

‘ Our Millennials 
still saw the 
car as a symbol 
of independence, 
style and status’

Plan’s research suggests 
that the lure of the sharing 
economy and smartphone status 
symbols can’t replace the car, 
even for Millennials.

Which road for urban mobility?

‘ Millenials  
Don’t Want Cars’: 
Debunked
: Richard Green 
LinkedIn Pulse, July 2015
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Millennials

Baby Boomer
Pre-Boomer

Gen X
Millennials’ car purchases 

are on the up

out of reach for Millennials. More than 
ever before9, young people live with 
their parents, so when faced with such 
adversity, it’s inevitable they’ll travel 
less and even rely on their parents’  
cars instead of buying their own.

The young people we spoke to 
confirmed that a lack of cash is a 
barrier. This also explains the rise of car 
sharing – which tends to make a virtue 
out of an economic necessity. Purchases 
are instead being delayed until later 
in life when they anticipate having 
more financial clout. Indeed, wider 
life milestones like first jobs, buying a 
home, marriage and parenthood are 
also being delayed — a far-reaching 
social shift pre-dating the recession. 
But a J.D. Power study10 in July last 
year confirmed that starting a family 
often drives Millennials out of cities and 
acts as a key trigger for a car purchase: 
‘As Millennial consumers enter new 
life stages, earn higher incomes and 
grow their families, their ability and 
desire to acquire new vehicles is 
increasing.’ Deloitte11 and MTV12 have 

also since reported that Millennials  
are passionate about cars after all.

Car ownership may not be a priority 
– even a possibility – for many 
Millennials right now, but it  
may just be a matter of time.

Millennials want their own  
wheels, but questions remain

While Millennials clearly have different 
behaviours to previous generations, 
there are also striking similarities in 
attitudes, needs and desires around 
cars. Make no mistake: Millennials 
want their own wheels. But while the 
car still represents many of the things 
it did for previous generations, it’s 
unlikely they will want the same car as 
their parents. The real question is not 
if Millennials will buy cars, but what 
they will buy, and why. Which raises 
further questions…

How do those enduring meanings 
of the car – freedom, status and 
individuality – translate to Millennials? 

Technology and connectivity are 
clearly important, but how should they 
be manifested in the brand, product, 
design and user experience? Is there an 
opportunity to target Millennials more 
specifically or does the demise of Scion 
in the USA suggest otherwise? Small, 
efficient cars have proven popular with 
Millennials so far, but will they follow 
their parents and buy SUVs as they get 
older, wealthier and have families?

Whatever Millennials want from cars, 
manufacturers should take conventional 
wisdom with a pinch of salt. The real 
challenge will be developing a deeper 
and more nuanced view of Millennials 
within the wider socio-economic, 
cultural, technological and mobility 
landscape that continues to evolve. 

‘ How do those enduring meanings of the 
car – freedom, status and individuality 
– translate to Millennials?’

Which road for urban mobility?

 Starting a family often 
drives Millennials out of 
cities and acts as a key 
trigger for a car purchase.

A recent survey in Europe shows SUVs are highly desired 
by Millennials because they make them feel powerful 
when they drive, are the kind of vehicle they want  
to be seen in and are more sporty and fun to drive.13
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MUJI Kettle

Japanese design legend Naoto Fukasawa 
creates minimal jug kettle for MUJI. The new 
affordable kitchen electronics range also 
includes a pop-up toaster and a rice cooker.

Eye  
catchers
  New products that turned our heads.

Beep

A faceted copper home music streaming 
device referencing traditional audio dials 
by Gadi Amit’s New Deal Design.

Samsung Serif TV

The Bouroullec brothers release their 
first electronics product: a playful 
reinterpretation of a television  
in a homely form for Samsung.

Shiawase banana packaging

Nendo studio replaces the packaging for 
this premium banana brand with a double 
layered sticker, revealing both the product 
information and the story behind the fruit.

19

Adidas x Parley

Collaboration with the Parley For The 
Oceans initiative produces a footwear  
concept with an upper made of plastic 
salvaged from the world’s oceans.

Le Cube S

Yves Behar’s Fuse Project  
re-imagines the TV set-top box  
for French broadcaster Canal+.

Porsche Mission E

All-electric concept car combines smooth 
surfacing with exquisite detailing to ensure 
a puristic look in keeping with the timeless 
appeal of classic Porsche models.
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Mobile’s Quiet 
Revolutions 
:  Dominic Fried-Booth 
October 2015

20

Far from the polish and gloss of Apple, 
Google and Microsoft’s recent launch 
events, a subtle revolution is changing 
the way we interact with mobile 
technology. The cumulative effect of 
three new dynamics – notifications, 
deep linking and proactive assistants 
– will have profound effects on mobile 
products and services. Individually, 
these changes might seem like nothing 
more than surface tweaks. Combined, 
it could mean brands must completely 
rethink how consumers discover and 
use their services in a mobile world  
even more tightly controlled by the 
industry’s Goliaths.

Notifications, the first game-changing 
new dynamic, may have begun as 
simple signposts, but have rapidly 
become lightweight apps in their 
own right. Since the 2013 launch of 
Apple’s iOS7, which demonstrated the 
convenience of being able to access 
simple functions from a smartphone’s 
lock screen, such functions have 
transformed into interactive 
notifications. Now, a user can do 
everything from answering a tweet 
to shopping without entering a main 
service app.

In a world driven by content and context 
– rather than any one specific device 
– information must be conveyed in a 
way that can be acted upon regardless 
of screen: smartwatch, smartphone, 
tablet or laptop. Which is why quick, 
glance-able notifications are on their 
way to becoming the “full” experience 
themselves.

With the average smartphone user 
having 36 apps on their phone1, but 
using only one in four daily, brands 
can no longer expect users to view 
the bank of app icons as their primary 
point of entry into an experience. 
As notifications become richer and 
more interactive, users will spend 
progressively less and less time  
inside the app itself. 

Research done by app analytics firm 
Localytics2, however, shows that 
notifications can be beneficial to brands. 

According to their work, 52 percent of 
users agree to allow notifications from 
an app, and these users’ engagement 
levels are much higher than average, 
with 88 percent more app launches 
and a much lower likelihood of app 
abandonment. But this very precise and 
targeted form of user engagement has 
parallels in the second major dynamic: 
deep linking. 

Deep linking is something that we do 
routinely on the web each day, clicking 
on a link on one page to take us to  
a precise location in another – but this 
is only now reaching mobile apps. Just 
as a link in an e-mail forwarded by a 
colleague takes the user to a precise 
page in a website, a mobile app’s deep 
link sends the user to a precise location 
inside an app. Unlike the web, though, 
deep linking in the mobile-app world 
has long been a mess of inconsistent 
formats, meaning that different sets  
of links are required to access the same 
app on a different mobile operating 
system. But this problem is now well  
on the way to being solved. 

Without deep linking, app users spend 
an increased amount of time inside  
apps searching for the right content.  
In doing so, they pass through multiple 
different pages on their way to the right 
destination, something that’s valuable 
to those using mobile marketing as a 
source of revenue or acquisition. 

With deep linking, app users are guided 
straight to the content they’re seeking. 
This is a double-edged sword for brands 
and marketers. On the one hand, it 
reduces the amount of time spent inside 
the app, which reduces engagement 
time. On the other hand, it increases the 
potential for better targeting as the user 
quickly sees the most relevant content: 
less time, higher quality engagement. 
Coupled with the precise, shortened 
action suggested by notifications, we 
can see how working through a bank 
of app icons as a primary interface 
becomes less and less relevant. But it’s 
how that deep linking is being leveraged 
by the key mobile operating systems 
that reveals the third dynamic. 

Deep linking will allow 
personal assistants such  
as Apple’s Siri, to take  
a huge step forward in 
their precision and power. 
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essential and contextually relevant 
information. They’ll need to work from 
an assumption set that doesn’t include 
engagement with an app. This is going 
to require them to leverage context, user 
behaviour and “big data” in ever more 
sophisticated ways. What are the timely, 
meaningful “micro-moments” in which 
brands need to be present? 

Secondly, mobile advertising is set  
for another jump in its precision, 
something that might help cushion 
the decline in revenue caused by 
mobile-ad blocking software. Brands 
will need to be ever smarter at locating 
themselves inside deep-linked apps. 
It will be a job not just for analytics 
teams, but also for marketing teams, 
as smart association with other apps 
will help discoverability: think of an 
accommodation brand working in 
association with a train-travel brand.

Thirdly, as mobile operating systems 
place more and more emphasis on 
intelligent assistants, brands need to 

work out how to be front and centre 
in these experiences. For big players, 
integration within mainstay apps makes 
this less of an issue. (For example, 
Uber, who are integrated into Google 
Maps.) But for smaller players, the 
key will be ensuring that they offer 
distinctive services that mark them out 
uniquely for the assistants to discover 
and prioritise. It suggests that the future 
for service providers lies in either 
being incredibly distinctive, narrow 
and specialist, or being part of a large 
constellation of natural brand allies 
that support each other. Placing more 
emphasis on horizontal integration – 
learning how to work embedded deep 
inside an ecosystem – rather than going 
toe-to-toe with a competitor at an app 
level, may be a better investment. 

With most smartphone forecasts 
showing a levelling off of growth in 
mature markets for the foreseeable 
future, and smartwatch forecasts 
coming down all the time, it’s unlikely 
that there is a new wave of hardware 

around the corner to drive service 
engagement. Meanwhile, Apple, Google 
and Microsoft are ever more forcefully 
shaping the interaction rules. 

Looking ahead to 2016, brands need a 
deep, precise understanding of where 
they add most value. They must also 
be utterly rigorous in shedding services 
that are just ‘nice to have’, and better 
leverage partnerships – otherwise the 
consumer quite literally won’t give  
you a second glance. 

The ability to retrieve information in 
the deeper parts of your phone and 
apps allows mobile intelligent personal 
assistants such as Google Now, Apple’s 
Siri and Microsoft’s Cortana to take 
a huge step forward in their power 
and precision. Capable right now of 
performing relatively simple tasks 
(e.g.: “find me a restaurant nearby”), 
they will instead be able to handle 
more nuanced, layered questions  
(e.g.: “find me a Chinese restaurant  
in London for tomorrow night  
under 30 pounds a head”).

These assistants perform contextually 
aware tasks automatically, such as 
scanning your e-mails for unknown 
phone numbers when you have 
incoming calls. (In a similar example, 
Google Now will scan your e-mails for 
events and place them automatically on 
your calendar.) But to reach their full 
potential and be genuinely proactive, 
mobile assistants and others need 
information from within frequently 
used apps. The APIs provided by 
Apple, Google and Microsoft encourage 
service developers to make their 
content available so that their data 

can be searched and used by the 
personal assistant. The combination of 
sharper data and intelligent assistants, 
permanently listening for requests, 
opens the door to “ambient computing”.

Growth in this area isn’t just confined 
to the mobile operating systems, either. 
Amazon has “Echo”, a device for 
the home, which comes alive when 
addressed by its first name, Alexa. 
She can be consulted for tasks like 
checking the weather, doing quick 
sums or conversions, playing music 
and audiobooks or setting timers. Even 
Facebook has an assistant app in the 
making – although “M” can’t yet access 
data in your apps, and for the moment 
blends an automated interface with 
humans ‘training’ the algorithm in the 
background when a request exceeds  
M’s capabilities. 

This is yet another mixed blessing for 
brands and app developers. On the one 
hand, the opportunity of having your 
content surfaced is a good thing. On the 
other, if two apps provide near-identical 
information services, such as train 
times, whose content will be prioritised? 

Open your smartphone: how many 
apps on there do you have that perform 
similar functions? So who will control 
what, where and when something gets 
surfaced? After all, the idea that the 
internet is a meritocracy has long been 
banished: AdWords, where brands pay 
for their name to appear at the top  
of search terms, is Google’s primary  
source of income.

The cumulative impact of these three 
dynamics is a long way from the app-
centric experience of today. Brands will 
have to learn how to exist in a world 
where they compete to have their 
content highlighted by an OS they don’t 
control, contained in an experience 
which encourages users to interact with 
a very narrow, discreet part of a service, 
and potentially never even enter the full 
service in any form of depth.

What are the challenges brands  
and service developers will need  
to contend with?

Firstly, they’ll need to ensure their 
service can work as a “glance-able” 
experience, distilling only the most 

Integration into mainstay 
apps like Google Now  
is fine if you are a  
big player like Uber,  
but smaller players face 
far greater challenges.

‘ Brands will have to learn how to 
exist in a world where they compete 
to have their content highlighted by 
an OS they don’t control.’

Glossary

Glance-able notifications
Alerts from apps pushed 
to a device screen. 
Increasingly, these allow 
users to accomplish app-
related tasks within the 
notification “pane”. 

Intelligent Personal Assistants
Software that performs tasks for the user 
based on elements such as location, weather 
or schedule. These tasks can be done 
without explicit intervention by the user.

Deep linking
Using a hyperlink to go to a specific piece 
of information contained in a website or, 
increasingly, “inside” an app.

Indexing
The process of collecting, parsing and storing 
data so that it can be quickly retrieved by 
search engines and applications. 

API
A set of requirements that govern how one 
application can talk to another. APIs make it 
possible for apps to “piggyback” on the offerings 
of big services like Google Maps or Facebook. 

Richer, more interactive, 
actionable notifications 
like this ZipCar feature 
mean users spend less time 
inside the app itself.

‘ With deep linking, app 
users are guided straight 
to the content they’re 
seeking.’
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Gig 
economy

 
Work done by a rapidly growing 
workforce of independent and 
insecure freelancers

A large and growing demographic 
within the on-demand economy 
are contingent workers, often with 
portfolio careers, who have been 
referred to as the Human cloud. 
This shift began when companies 
increased outsourcing and introduced 
zero hour contracts. It has been 
boosted by labour marketplaces 
such as Mechanical Turk, TaskRabbit, 
Upwork, Topcoder – and Uber. 
 
It is estimated that 30 percent  
of the US workforce falls into the  
so-called “Precariat” class of precarious 
workers1. In Spain, almost 70 percent 
of young workers are on temporary 
contracts2, and 25 percent of new job 
contracts last less than a week. It has 
been predicted that the rate of growth 
in these workers will be three to four 
times that of traditional workforces, and 
that they eventually will make up about 
25 percent of the global workforce3.

Peak  
car

 
The theory that miles-travelled-
by-car per capita has plateaued  
in the West, needs revisiting

In 2008, The Brookings Institution 
reported4 that the US had hit “Peak 
car” in 2004. Further studies in 2010 
proposed the trend in cities across 
seven other nations5. Proponents of 
the theory touted many causes: the 
recession, online shopping, tech-savvy 
Millennials, the “sharing economy” and 
a wider demonisation of the car. But 
following the economic recovery, and 
with hindsight, the trend now seems 
over-hyped. 

Recent data6 suggests “Peak car“ has 
indeed occurred in Australia, Japan and 
the UK – although the later shows a 
wider reduction in all travel since 19957. 
However, in most other developed 
nations, miles-travelled-by-car are still 
rising and outpacing population growth. 
New car sales are also rising and close 
to record highs in the U.S.9 and UK10. 
The demise of the car, it seems, has 
been grossly exaggerated.

Redefined 
town centres

 
The purpose of city centres is 
being re-thought, as new uses are 
found for vacated retail space

The contraction of physical retail 
is leading to the questioning of the 
centrality of shopping to city centres. 
Retailers are adapting in different ways, 
from the rise of independent coffee 
shops capitalising on lower rents, to 
supermarket chains moving back into 
town centres in the form of the smaller 
convenience stores preferred by the 
young. Others are turning space over to 
showcase products that can be bought 
and delivered – increasingly on the 
same day. Meanwhile online retailers 
are experimenting with various forms of 
pick-up points.

Local authorities are experimenting 
with new uses such as encouragement 
of more residential development even 
as they place a greater emphasis on 
leisure and other services. And in an 
attempt to increase liveability, many are 
also actively discouraging cars from 
city centres.  
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Macro trends
Developments that transcend 
markets, sectors and demographics 

Micro trends
Particular dynamics with specific 
impact on certain markets, sectors 
and demographics
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tips for 
successful 
capability 
building

Design is on the march in large 
organisations like never before: from 
the recent rapid growth of design 
departments in banking and energy 
sectors and the assimilation of agency 
pioneers into consulting behemoths, 
to the rapid ramp-up of service design 
teams at the heart of governments 
around the world. But this exciting time 
for the field comes with an inherent 
challenge: how might design managers 
build capabilities in their teams – the 
knowledge, skills and experiences – 
necessary for design to thrive  
in its new organisational role? 

As design capabilities become central 
to the working of organisations, and 
business smarts become ever more 
important for designers to master, 
many design managers are taking 
roles as corporate educators. For 
those used to working with R&D and 
marketing departments to marshall 
resources and deliver design outputs, 
these new collaborations with internal 
learning departments and “change 
management” directors can be a 
bewildering culture shock.

How, then, can design managers ramp 
up their skills for these new roles? 

It’s a question we’ve confronted more 
and more at Plan as we have developed 
training and coaching programmes 
for clients in a variety of sectors. We 
believe that a conscious approach 
to skill development can ensure 
the effectiveness of every learning 
opportunity and help foster a sustained 
culture of capability building. Looking 
back at the experience we’ve gained 
developing and rolling out these 
programmes, some of the lessons we’ve 
learned can be distilled into a few main 
messages. 

Here are five tips for success at  
building capability in design:

1. Design  
for learning
For managers embroiled in the daily 
cut and thrust of project delivery, being 
asked to initiate change in innovation 
culture or lead the development of 
new capabilities is often a marker 
of success. The temptation here 
(particularly for designers used to 
delivering a  “product”) is to codify 
and communicate personal practice 
to the nth degree, creating guidelines 
or “playbooks” that broadcast their 

knowledge to a wider audience. 
However, just as filling in a “paint-by-
numbers” landscape doesn’t make you 
the next Van Gogh, ever more detailed 
instructions do not good capability 
building make. 

Successful managers look beyond their 
own experience to survey the broader 
needs of the organisation, rather 
than starting only from their own 
knowledge and conceiving training 
from first principles. That way, they 
can understand good learning practice 
and design effective programmes 
that encompass an array of training, 
coaching and practice activities.

Key questions
—  What are the capabilities  

needed by the organisation?
—  Who needs to be trained and 

coached, and to what level?
—  Do people need to learn new 

knowledge, skills or attitudes?

2. Make it real
In many organisations – large and 
small – the world of development can 
be divorced from business realities, 
with conference attendance offered as 
a sweetener for good performance and 

:  Iain Aitchison 
October 2015

5
training as something to be sent out 
on or brought in. If not arrested, this 
situation can lead to cynicism towards 
any efforts to ramp up skills and hamper 
work to create a learning organisation. 
But it doesn’t have to be this way. 

Successful managers’ capability 
development programmes include a 
significant amount of live application, 
tying the delivery of training and 
coaching to a pressing business need. 
As learning becomes intrinsically 
linked to real-life practice, projects 
benefit through better results. By 
creating carefully crafted flows of 
training, on-the-job experience and 
expert coaching, the benefits are 
shared: the organisation, by gaining 
a solid return on investment, and 
participants, through demonstrable 
progress and career development.

Key questions
—  How are training and coaching 

currently organised?
—  What’s the current perception  

of their effectiveness?
—  Is there an opportunity to develop  

a capability development  
programme around a live project?

3. Create cachet
Leadership-driven changes typically, 
and understandably, focus on 
collective impact and the benefits to 
the organisation as a whole. However, 
without addressing the individual 
being asked to change, capability 
development programmes are likely 
to fall at the first hurdle. Moreover, 
there is a risk that highlighting a need 
to change implies dissatisfaction with 
current performance. 

Rather than shy away from the 
apprehension and uncertainty that 
new learning experiences can prompt, 
successful managers tackle these issues 
in their design of learning experiences. 
They do so by providing space and 
time for participants to think through 
the impact of change and the steps to 
be taken to overcome these challenges. 
By developing programmes that inspire 

participation – through imaginative 
content, special selection of 
participants, or completion incentives 
– programmes can be designed to 
create pull for participation through 
the cachet they bring, generating that 
all important word-of-mouth buzz 
throughout the organisation.

Key questions
—  What’s in it for participants?
—  Why won’t the desired change work?
—  What can be done about it?
—  How can it be launched with a bang?

4. Layer it up 
A common pitfall of subject-matter 
experts who design training or coaching 
is to try and compress as much content 
and learning as possible into precious 
development time. While motivated by 
noble intentions – to make efficient use 
of resources, or accelerate development 
as quickly as possible – the result  
can be a less effective experience. 

Just as a boxer practices separate 
sparring sequences or a golfer spends 
hours on both the green and driving 
range, successful learning designs 
break down the complexities of expert 
practice into bite-sized chunks. These 
can be introduced, tried and mastered 
in isolation before being strung 
together in the heat of day-to-day work. 
This careful layering happens not 
only at a macro level when working 
out how to train a particular skill or 
area of knowledge, but within micro 
learning interactions themselves. 
Great trainers and coaches not only 
introduce new ideas and ways of doing, 
but demonstrate through examples, 
encourage skills practice and allow 
space and time for reflection.

Key questions 
—  What are the key  

modules of learning?
—  How can new knowledge, skills  

or attitudes be broken up into 
discrete sequences?

—  How can learning activities  
include ‘tell’, ‘show’, ‘do’  
and ‘reflect’ components?

5. Curate a 
community
Capability development programmes 
– no matter how well-designed the 
materials or activities, and how well 
trained or coached – can succeed or fail 
based on one key variable: the selected 
participants and how they are managed 
as a group. With too broad a level of 
existing expertise or not enough time for 
personal and group reflection, collective 
development becomes difficult. 

Successful learning design ensures 
that participants are carefully selected, 
engaged throughout and consciously 
connected afterwards to kick-start an 
enduring community. When effective 
development happens, learners 
foster a shared sense of purpose that 
encompasses their own goals and those 
of the wider group. If maintained after 
the learning programme – through, for 
example, the curation of ongoing skills 
clinics or project shares – participants 
will, over time, develop their own 
identity as capable practitioners within 
a wider community of practice that 
becomes self-sustaining. Even better, 
this community often yields the next 
generation of coaches and trainers who 
can continue capability development 
efforts for lasting organisational impact.

Key questions
—  What are the key participant 

selection criteria?
—  How can the cohort become a 

community for the long-term?
—  Who are future trainers  

and coaches?
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Killer
stats
Numbers that made us think.

29

$ 0.012
That was LG’s net profit on handsets 
sold in the second quarter of 2015. 
Despite shipping a record number 
of handsets, LG could only buy 235 
iPhones with their profits. 
 
Source: LG Financial Results, Q2 2015

Auto industry = 

$72 billion was invested 
in the automotive industry 
between the two regions, 
underlining its importance 
to the global economy. 
 
Source: EU Commission,  
Innovation Union, 2015

25 %  

of total R&D  
spend in both the  
EU and Japan

25,000
350profit

vs
Mercedes struggles to make a margin 
on its mass market models couldn’t 
be clearer from the difference in profit 
between their entry-level A-Class and 
their flagship, the luxury sedan S-Class.
 
Source: Mercedes Revamps the S-Class to Lure  
China’s Wealthy Buyers, Bloomberg, May 2013  
(via Commerzbank)

€

€
per smartphone

What’s more, according to Google, those 
which are opened are quickly forgotten: 
only 1 in 20 is used after the first month.

Source: Richard Waters, Apple and Google brew up battle 
over future of mobile devices, FT.com, May 2015

smartphone apps 
are downloaded 
but never opened

17,000
call-outs per month to 
the UK’s AA breakdown 
service from drivers 
baffled by warning lights 

As automotive companies introduce 
head-up displays, augmented reality 
and touch screens, it’s sobering to 
reflect how confusing drivers find 
well-established UI elements.   
 
Source: The AA, September 2015 
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Beyond  
Design  
Thinking
: Kevin McCullagh 
Design Management Review, Summer 2013

Process is not enough, success 
also requires design leaders to 
set the right context and deploy 
high quality design talent.

PROCESS

CONTEXT TALENT

It’s not  
for everyone.

Design thinkers are right that there is 
a more strategic role for designers – 
but only for some designers.

For those with the potential and 
drive to step up, traditional design 
skills only get them so far. To raise 
their game, they must acquire new 
know-how.

Design is  
not important.

Design Thinking offered ‘designing 
for nondesigners’. Let us be 
clear, purposefully shaping our 
environment is what separates all of 
humanity from baboons – everyone 
can design.

Exceptional design is what 
matters and is much harder. To 
quote Jonathan Ive, ‘Design is 
not important. Good design is 
important.’

Process is  
not enough.

Unwisely, Design Thinking sold a 
simple and snappy version of the 
product design process as a magic 
method, which could be applied 
universally. In reality, process is 
nothing without first setting the right 
context (e.g. problem definition, and 
vision) and the right design talent.

‘ Design Thinking is a failed 
experiment...the success rate 
for design thinking is very low.’  
Bruce Nussbaum, One-time proponent of Design Thinking

From the 
archive
Where we take a rummage 
through past articles and 
revisit some old ideas that 
still ring true today.

Design Thinking was the most potent pitch of design to business  
in history. For all its woolliness1, the snappy message penetrated  
the C-suite like no other. In practice, design thinkers have struggled  
to deliver on their overblown promises, and former evangelists2  
have distanced themselves from the term, while former  
clients3 warn of it becoming just another ‘fad that failed’.

Designers on the ground, many having been wary of the spin from 
the outset4, are now turning their back on it entirely. But are we really 
going to throw the baby out with the bath water? For all its failings, 
Design Thinking uncovered real opportunities for design managers 
aiming to play a more strategic role in business. The problem stemmed 
from a naive combination of overreach and a lack of ambition to learn. 
It was unwise to claim that one simple approach could be the catch-all 
solution to problems as disparate as climate change and the health care 
crisis. It was vain not to recognise that new capabilities would have to 
be mastered to tackle more strategic challenges.

For those who are still serious about stepping up, it’s time to 
take stock and brush up. Let’s begin with three fundamentals.
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Macro-micro 
persepective

Situating problems 
within a big-picture 
context is a strategic 
fundamental. Design 
strategists earn their 
coin by adopting 
this helicopter view, 
and zooming down 
to the fine details of 
experience aesthetics.

This helps senior 
management engage 
with design effectively. 
This is the hardest 
capability to acquire, as 
it requires a sustained 
acquisition of 
contextual knowledge.

Analytical rigour

Designers are often 
criticized for their 
overreliance on 
intuition and lack 
of grasp of reality5. 
Analytical techniques 
and tools are relatively 
easy to pick up, but 
they need practice 
to wield effectively. 
Rigour is a habit of 
mind that is developed 
through higher 
levels of systematic 
interrogation of data 
than is usual in design. 
Analytical rigour fused 
with intuitive leaps is a 
rare and potent mix.

Opportunity  
framing

Strategic challenges 
tend to be fuzzy, 
multi-dimensional and 
often wide in scope. 
Designers are not 
taught how to define 
opportunities in ways 
that are credible in 
a business context. 
Framing essentially 
consists of distilling a 
complex set of issues 
down to a few critical 
variables. These are 
then used to frame 
problem definitions, 
hypotheses  
and points of view.

Guidance  
frameworks

There’s much truth in 
the maxim ‘Strategy is 
easy, execution is hard’. 
A sound strategy is a 
precursor to success, 
but no guarantee – 
quality of execution 
is critical. Strategists 
appreciate the craft 
and compromises 
of design, while 
finding ways to help 
designers focus on 
the ultimate objectives 
– by developing clear 
decision-making 
principles and tools.

Reasoning and 
communication

Strategies have a 
tendency to bounce off 
organizations, unless 
they are presented 
with impact and 
“socialized” through 
more tailored one-tone 
communication. To 
persuade, messages 
should be honed to 
be clear, concise, 
and cogent. Make 
them appeal to the 
head through sound 
rationale, and the heart 
through well-chosen 
examples, metaphors 
and stories.

Five capabilities  
to build on

Five capabilities  
to brush up on

Cross-silo 
communication

Working at the 
intersection of 
marketing and R&D, 
designers can play 
the role of translators 
or bridges between 
departments. Being 
able to talk people 
and technology 
enables them to 
facilitate effective 
crossfunctional 
dialogue.

This ability could 
be strengthened by 
learning the language 
of finance and supply 
chains.

Experience 
awareness

Many designers are 
good at grasping the 
subtleties of consumer 
perceptions and 
behaviors. Whether 
through observational 
research or more 
intuitive cultural 
interpretation, they 
situate and solve 
problems in a cultural 
context. As products 
and services become 
more complex, the 
ability to focus on 
experiences across 
touchpoints is more 
highly valued.

Foresight and 
vision

Creating the future is 
part of every designer’s 
job description. While 
others seek data, 
designers spot  
ways to make 
tomorrow easier and 
more enjoyable than 
today. Fascinated 
by change, they 
excel at imagining 
future scenarios, 
anticipating new 
needs and envisioning 
potential solutions. 
As businesses drown 
in data, clearsighted 
visions are sorely 
needed.

Visualisation  
and prototyping

Making ideas tangible 
by sketching and 
prototyping is one 
of designers’ most 
obvious skills. As 
design solutions 
become more 
multifaceted, this 
ability will become 
more highly prized, but 
new techniques will 
need to be mastered 
– from infographics to 
Arduino prototyping.

Resolving and 
completing

One of designers’ 
most underrated 
abilities is pulling 
tangible stuff together 
for deadlines. While 
the alpha IQs wrestle 
with complexity and 
analysis paralysis, 
designers inch the ball 
forward by offering 
tangible solutions – 
in time for the key 
project review. Design 
strategists build on this 
discipline by producing 
objects of synthesis 
beyond design visuals.

1 2 3 4 5

Conclusion

As design thinking becomes associated with dilettantes 
and the backlash mounts, it’s worth drawing a 
distinction between its overblown claims and the real 
inroads some designers have made into more strategic 
roles. This trajectory takes more than smart talk and 
ambition, however. Designers who have stepped up  

 
 
successfully have built on firm design foundations 
and acquired brand-new capabilities. As traditional 
definitions of design shift and stretch at the seams, 
these design strategists are charting new career tracks 
fordesigners in diverse areas and demonstrating real 
value to senior management. 

1 2 3 4 5

From the 
archive
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Word on 
the street
Industry rumours on what’s next.

Nokia will re-launch with  
Android devices in 2016. 
 
 
 
 
 

Apple will launch an electric  
vehicle in 2018 which could  
share components with  
BMW’s i series. 
 
 
 

Google will disrupt the  
insurance industry by selling 
and underwriting policies. 
 
 

 
 

The city of Paris will  
ban diesel cars by 2020. 

 
Lexicon
New terms that made us smile.

 

volkswagening 
verb 
Hoodwinking industry 
regulators over a  product’s 
environmental credentials. 

uberisation
noun
Application of real-time asset 
allocation, dynamic pricing 
and mobile payments to other 
businesses.

cobot
noun
Collaborative robots that 
function alongside humans  
in the workplace.

mobivore 
noun 
A digital-technology consumer 
solely reliant on mobile devices.

wantrapreneur 
noun 
A would-be entrepreneur who 
never actually gets started. 
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