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Episode 6: The Aha


An aha is a true or useful idea that runs against what the buyer already believes, and that moves her once she hears it. This episode gives you seven of them for this market. For each one you will hear the belief it contradicts, the mechanism that makes it true, a proof the buyer can check for herself, and a label. Your rule is that science and facts are judged on whether they are true, and a marketing frame is judged on whether the buyer acts, so every aha here is marked as one or the other, and where a frame rests on facts, the facts are named. The first aha is the master idea that the offer’s philosophy is built on, and the rest support it or serve particular doorways.




Aha one: everyone you would call is set up to record the loss, and nobody is set up to find it

The belief it contradicts is the quiet assumption behind step zero of the journey, that if something goes wrong, the people in charge will handle it: the airline will find the bag, the police will deal with the thief, and the bank will sort out the cards.

The mechanism is a description of what each institution’s process is actually for. When a bag fails to arrive, the airline files a report, traces the bag by the last time a scanner read its tag, searches for a period that in the United States typically runs around ninety days, and compensates the owner up to a capped limit if the bag never appears; after that, unclaimed bags are sold by the pound to a store in Scottsboro, Alabama. When a wallet or a car is stolen, the police take a report, which the insurer needs, and they clear about twelve percent of larcenies and somewhere between nine and twelve percent of vehicle thefts. Even when an owner hands them a tracker location, a ping alone often does not give them grounds for a search warrant, as police in Chicago and Sacramento have said publicly. The bank cancels the cards and posts new ones. Each of those processes is right for its job, and each one exists to record the loss and pay for it. None of them includes going to look.

From there the conclusion follows directly, and it runs like this. If none of the people whose job it is can see where the thing went, the only person who can see it is the owner, and only if something inside the thing is reporting its position. With the card inside, the owner holds the one piece of information every institution lacks, and she can walk to the spot, or hand her screen to airport security, a hotel manager or a police officer and change what they are able to do.

The proof a buyer can check is easy and slightly shocking when she tries it. The next time a bag is delayed, she can ask the baggage desk where the bag is right now, and the answer will be the last place it was scanned. She can read the airline’s own contract of carriage, which describes compensation and limits. She can look up her city’s clearance rate for theft. She can search for the Unclaimed Baggage Center and see the shop.

The label matters a great deal for this first idea, because this aha is a marketing frame, and it is judged on whether buyers act. It rests on true facts: the clearance rates, the airline process, the warrant problem and the bank’s role. The framing that these systems are built to record and replace is a fair summary of those facts, and it is the domino statement in the offer’s philosophy file. Its test is the falsifier written into that file: a story-led ad built on this frame has to beat the AirTag-upgrade control on cost per purchase at matched spend. Until the motive sweep runs, it is a strong hypothesis with the competitor’s best-performing story ads behind it.

The dinner-party version, the sentence a buyer would repeat to a friend, is this: when your bag goes missing the airline can only tell you where it was last scanned, and the police clear about one theft in eight, so the people who get their things back are the people who can see where they went.




Aha two: the card has no GPS, and every stranger’s phone is its GPS

The belief it contradicts is the mechanism doubt from Episode 5: Bluetooth only reaches a few metres, so the card can only help when the owner is close. Two hundred and seventy-three rows of the corpus raise the question of GPS or range.

The mechanism is the crowd network. The card broadcasts a rotating encrypted code. Any iPhone, iPad or Mac that passes within Bluetooth range hears it, attaches its own location, encrypts the report so only the owner can read it, and sends it to Apple, all without the passer-by knowing. Apple describes the network as hundreds of millions of devices, and other estimates run above a billion. On the Android version the same thing happens through Android phones on Google’s Find Hub network.

The proof is a ten-minute experiment that anyone can run, in which the buyer puts a card in a friend’s car or bag, lets the friend drive across town, and watches the dot move on her own phone while she sits at home, miles out of Bluetooth range.

The label is truth, with its limit stated. The card reports wherever phones pass and goes quiet where nobody does, so it updates every few minutes in a city or an airport and may go hours without a report in the countryside. Saying it plainly makes the claim stronger, because the buyer’s own experiment will confirm it.




Aha three: most lost bags are only delayed, and the tracker shows you where they are days before the airline does

The belief it contradicts is the traveller’s picture of the empty carousel, which is that the bag is gone. The mechanism sits inside SITA’s own numbers. Of the thirty-three point four million bags mishandled worldwide in 2024, about seventy-four percent were delayed, about eighteen percent damaged or pilfered, and only about eight percent lost or stolen. Transfers between flights caused around four in ten mishandlings. Industry figures quoted by the Unclaimed Baggage Center put about eighty-five percent of delayed bags back with their owners within forty-eight hours and ninety-eight percent within a week. For those days, though, the airline’s knowledge stops at the last scan, while a tracker in the bag reports from wherever the bag actually sits, whether that is the wrong airport, a storage room or the back of a delivery van.

The proof is all public, since SITA publishes its report each year, and the viral stories from 2022 onward show travellers watching their bags on a map while the airline said it did not know: Elliot Sharod following bags from Frankfurt, Valerie Szybala following a bag around Washington, and the passenger whose AirTag led the Okaloosa County Sheriff to a baggage contractor’s home.

The label on this one is truth, and the selling use of it is precise: the card turns the worst days of a trip, the days of not knowing, into days of watching the bag come back, and on the rare occasion the bag is stolen, it gives security or the police an address.




Aha four: when a thief throws the wallet away, the card shows you where

The belief it contradicts is the hardest one in the market, held as a near certainty, that a thief will find the tracker and toss it. The buyer Richard said it most clearly: “if my wallet is stolen it will probably be tossed after all valuables are taken so all I’ll recover is the tracking card.”

The mechanism has two parts. First, a pickpocket’s interest is cash, and a wallet full of someone else’s cards and identity documents is evidence he wants to be rid of quickly, so the common pattern described by police and victims is that the cash goes and the wallet is dropped. The card is flat and looks like one more bank card, so it tends to go wherever the wallet goes. Second, what the owner gets back in that case is everything that is expensive to replace in time rather than money: the driving licence, the bank cards, the residence card, the health card, the photographs, and for Americans sometimes a Social Security card, which the Social Security Administration will replace only three times a year and ten times in a lifetime. A Reddit poster in r/adhdwomen wrote that she thought she was on at least her fourth. The replacement ordeal is what a stolen wallet really costs most people, and the card is what lets them skip it.

The proof is in the stories buyers tell, and a Spotminders buyer who was pickpocketed in Japan wrote that “this spotminders card is what I used to track my wallet to the thief and retrieving my wallet.” And Richard’s own sentence, read carefully, describes the card working.

The label is mixed, and you should hold it carefully. That pickpockets usually discard wallets is widely reported by police and victims, but the team found no clean statistic for it, so treat it as a strong pattern rather than a measured rate. That the cash is gone is true in nearly every case. That the card can be detected is also true: as Episode 2 explained, a thief carrying the wallet long enough may receive an alert on his phone that a tracker is travelling with him. The frame that a discarded wallet is the good outcome is a marketing frame, judged on whether it moves the buyer who holds belief two. It is also the open lane in the auction, since the team’s pulls found nobody running it.




Aha five: most people who find a wallet try to give it back, and they usually cannot find you

The belief it contradicts is the cynical one, that anyone who finds a wallet keeps it, which shows up in Google’s autocomplete as the question “do lost wallets get returned.”

The mechanism comes from one of the largest field experiments in behavioural economics. In a study published in Science in June 2019, Alain Cohn, Michel Maréchal, David Tannenbaum and Christian Zünd turned in seventeen thousand three hundred and three wallets at banks, hotels, post offices and police stations in three hundred and fifty-five cities across forty countries, and measured how many recipients contacted the owner. On average about forty percent reported a wallet with no money and about fifty-one percent reported one with money in it, and in thirty-eight of the forty countries, wallets with more money were returned more often. The economists surveyed in advance predicted the opposite. People are more honest than we think, and the obstacle is usually logistics, because a finder holding a wallet has no easy way to reach a stranger.

The card closes that gap from the owner’s side. A Spotminders buyer named John wrote that his wallet fell out of his pocket on a bike ride, another rider picked it up and took it home, and “I was able to track it to his home while he was still trying to contact me.”

The proof is the study itself, which is freely summarised by Science and by the University of Michigan, and the finder stories in reviews. The label on this one is truth, and it is also a gentle, hopeful aha that suits the self-loss doorway and the older buyer far better than a thief story.




Aha six: you did not forget where you put your keys, because you never recorded it

The belief it contradicts belongs to the forgetful and ADHD buyer, who says she is stupid, broken, or just someone who loses things. Three hundred and nineteen rows of the corpus carry that self-blame in so many words.

The mechanism is basic memory science. To remember where something is, the brain has to encode the moment it was put down, and encoding needs attention. Routine actions, such as dropping keys on a counter or a wallet in a coat pocket while talking or thinking about something else, are performed on autopilot and often never encoded at all, so there is nothing to retrieve later. The neuroscientist Lisa Genova explains this plainly in her 2021 book Remember: the failure happens at the moment of setting the thing down, long before the search begins. ADHD makes attention harder to direct, so these unrecorded moments happen more often.

The proof is something the buyer can test on herself. If she puts her keys down while deliberately noticing the spot and saying it to herself, she will find them without effort, and the next time she drops them while distracted, she will not.

The label here has two sides, because the memory science is truth, while the absolution, that losing things is a property of how memory works rather than a personal failing, is a marketing frame, and it is the second spine described in the philosophy file, the one reserved for the self-loss doorways. It must never be mixed into a theft or travel ad, because those buyers blame the world and this buyer blames herself, and each needs a different villain.




Aha seven, for you rather than the buyer: protection against a rare loss is sold by a story

This aha is about how buyers decide, so it is for you as the seller. The belief it contradicts is the marketer’s instinct to quote big numbers, such as millions of bags a year, and expect fear to follow.

The mechanism comes from decades of research on insurance. Schade, Kunreuther and Koellinger found in 2012 that worry, far more than probability, set willingness to pay for protection against a rare loss, and that raising the probability a thousandfold barely moved it. Gallagher found in 2014 that flood insurance purchases jump after a flood and fade over several years, and that people who only saw the flood on television bought at a fraction of the rate of those who lived through it. Johnson, Hershey, Meszaros and Kunreuther showed in 1993 that people will pay more for flight insurance against a vivid named cause, terrorism, than for insurance against all causes. Hsee and Kunreuther found in 2000 that people are more willing to insure things they feel affection for, at equal money value.

The implication for this market is concrete. A bag stolen off a named carousel in Denver sells better than a promise never to lose anything again, which is precisely why Spotminders’ most engaged creative opens on forty bags stolen at one carousel in one year. A restored Mustang sells better than a car. A card slipped into the bag of someone you love sells better than a card for yourself. And because the effect fades, each ad needs a near occasion, a trip, a gift season, a new car, and has to be told again.

The label is science about buyers, judged on truth. Two of the four findings, the 1993 flight-insurance result and the 2000 affection result, come from papers whose existence the team confirmed while the details were taken from memory, so check them before quoting a number from either.




The aha ladder for each doorway

Put together, the seven ideas sort neatly by doorway. For travel and luggage, lead with aha three and close with aha one: the bag is usually only delayed, the airline only knows the last scan, and the card shows where it is. For theft, lead with aha one and answer the stall with aha four: the police clear one theft in eight, and when the thief drops the wallet, the card shows you where. For the forgetful buyer, lead with aha six and add aha five: you never recorded where you put it, and the honest stranger who finds it can be found. For every doorway, aha two is the single explanatory sentence the page owes the buyer, and aha seven tells you how to stage all of it, as a peer’s loss in a named place with something loved at stake.


