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CANTREALLY CALL [T ANEWSLETTER?

[TFEELS VE
YOU KNOW TH

Y SELE INDULGENT
SRE ARE REAL THINGS

YOU AND TCOULD BOTH BE DOING BUT

[AM GLAD THATYOURE HERE



| LOVE SOLVING PROBLEMS, BUT AS A
CONSULTANT, MY JOB IS REALLY
MORE BASED IN CAPAGITY BUILDING.

"30 WHAT ARE WE GOING T0 DO
ABOUTIT" TYPE PROJECTS.

PROBLEM SOLVER
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CAPAGITY BUILDER







SIRATEGY
THE VIDEQ
GAME

wkw screenshotsofdespair

What do you want to do now?

« Create another problem

« View the problem you just created
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BUT | ALSO BELIEVE THAT GIVING A SHIT
IS A SURE PATH T0 BURNOUI.
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PROGESS-
DISSECT>>




A RANDOM THOUGHT THAT
OCCURRED 10 ME THE
OTHER DAY:

WHY ~ DON'T  MORE
CATEGORIES HAVE LOSS
LEADER PRODUCTS?

LIKE IKEA MEATBALLS OR
G0SICO PIZZA (IS 1T
ALWAYS £00D?)

"M SURE THERE IS A
REASON, AND PLENTY OF
EXAMPLES ~ I'M NOT
THINKING OF, BUT SEEMS
LIKE ITWORKS REAL WELL
FOR THOSE TWO.
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SOLUTION SPACE

On top of our problem space
model we make decisions
about the products and
sarvices to offer.

PROBLEM SPACE

We gather knowledge from
reality and build a medel to
simplify and explain it.

REALITY

The source of oll learning and
the ultimate destination far
our products.

—— Surface
The details of the end interaction. Fo
includes visual design, copy, artwork

—— Interaction structure and fl
The way a person interacts with our
structure, content, and the flow and

Conceptual model
Objects, relationships, actions, termi
architecture, Independent of any us:

Product & service strategy
Which user needs to serve, and the «

User needs
What we think users are
trying to achieve, and why,

Observed behaviour
The closest we can get to capturing
research and anlaytics.

The real world
Complex, contradictory, evelving, an



WHAT'S YOUR
"HOURS WORKED"
10 “HOURS OF ADS
PRODUCED”
RATIO? -~

A QUOTE THAT MESSED
ME UP A LITILE. (A BIG
PART OF WHY | DECIDED
10 GO FREELANGE)




TACTT KNOWLEDGE
INNTRUCTTON HAPPENY
THROUGH THINGN | IKE
IMITATION,
EMULATION AND
APPRENTICESHIP. You
LEARN BY (OPYING
WHAT THE MANTER
DOES, BLINDLY, UNJIL
zou INJTERNALINE THE

RINCIPLES BEHIND
THE AGTIONN.
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" SLOUCHING IS THE ESSENCE F
ENLIGHTENED MEDIOCKITY I
RECUGNTIONTHRLOLLL L1ELE




LIVE SUSTAINABLY

a temporary v
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The absolute inevitability of this cycle
reveals a greater truth; That an
agency is little more than a
temporary vessel for people’s hopes,
dreams, and ambitions. It is never
forever, and once the castle slips into
the sea, all that remains (and
therefore all that is important), are
the relationships forged and the work
put into the world

essel
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NG OF YOU. THE
:E THEN BECOMES
'TING TO OECUPY THAT
FAR LONGER THAN MOST
EOMFORTABLE — LONG
GH TO CULTIVATE A VOICE
OF YOUR CURIOSITY THAT IS
FIDENT ENOUGH IN ITS OuN
¥ ITINUITY TO TELL YOU EXACTLY
" HAT'S WORTH COMMITTING TO
{EN THE TIME COMES.




ALEX@STRATSCRAPS.COM



