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Here’s how Brandon Stanton spends several hours each 
day: He walks up to total strangers in New York City, 
requests permission to take their pictures and then asks 
questions so personal they might make Oprah Winfrey 
blush.

“What was the saddest moment of your life?” Mr. Stanton 
asked Jonathan Cummings, a 29-year-old from Queens 
who was loading crates of beer into a restaurant in the 
East Village on Tuesday. Mr. Cummings, who had just 
agreed to be photographed and seemed charmed by 
Mr. Stanton, didn’t hesitate before giving an answer. (It 
involved an arrest after a brawl in Las Vegas.)

With a combination of disarming folksiness and passable 
— though admittedly inexpert — photography skills, Mr. 
Stanton has achieved one of the most unlikely success 
stories in a city filled with them. After posting pictures 
and quotations on his Facebook page, Tumblr blog and 
website, HumansOfNewYork.com, he has amassed 
more than one million fans in three years. Now, hundreds 
of those pictures and interviews have been compiled 
into a book, “Humans of New York,” which has become 
an instant publishing phenomenon. After its first week 
on sale last month, the book landed in the No. 1 spot 
on the New York Times hardcover nonfiction best-seller 
list, catapulting past Bill O’Reilly’s “Killing Jesus.” During 
an event at the Barnes & Noble in Union Square, Mr. 
Stanton attracted such a crowd that the store ran out 
of his books.

Mr. Stanton — a hybrid of interviewer, photographer and 
eager chronicler of street life — said this week that he 
was still stunned by the runaway success of his book, 
which has more than 145,000 copies in print.

“It seemed like a stupid idea, just taking 
pictures of people on the street. But there’s a 
comfort, an affirmation, a validation in being 
exposed to people with similar problems.”  
 

Brandon Stanton
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the IKEA effect:
Change the way you shop

Ingvar Kamprad, who started Ikea as a teenager, has died at the age of 91. He started with 
stationery and stockings, but went on to build one of the world’s biggest furniture companies. 
And the way he did it has revolutionised how retailers operate. There are two facets of modern 
life that we have Ikea to thank for: flat-pack furniture and a shop layout that gets you buying 
more of its products than you initially intended to. Both are principles that a number of other 
companies have put to good use.

Ikea first brought out its now signature style of flat-pack furniture in the 1950s. Whether 
you love or loathe this concept, it was a stroke of genius and a effective way of making the 
masses value the brand. There are the obvious aspects of cost efficiency and the practicality of 
shipping. But flat-pack furniture also has an important subconscious influence on consumers. 
Tests have shown that the actual act of putting something together (even though there may 
be sweat, swearing and tears involved) so that it becomes a complete object generates a 
much more favourable perception of that object than it would purchasing it in a completed 
form. The phenomenon is known as the Ikea effect.

WONDERFUL 
EVERYDAY,
EVERYDAY 
A WONDER 
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