








A New Seat in the C-Suite
Why the CMO position is outdated, and the benefits of creating a new role to replace it

• Only 10% of  CMO’s responding to a 2005 survey by the CMO Council rated marketing as 
“highly influential and strategic” in their company.

• The average tenure of  a CMO ranges from 28 to only 22 months.

• The marketing budget is often one of  the first expenditures to be cut in tough economic 
times, despite evidence of  its value both during and after spending downturns.

Just like the Mantella frog, 
the CMO role is endangered

As someone who believes strongly in the importance of  marketing, I naturally view these statistics 
as cause for alarm. But instead of  launching a “Save the CMO” campaign, I’m heralding his/her 
demise in favor of  a new executive more suited to the times, the “Chief Reputation Officer”.

Why I hope you’ll read my paper:

The CRO just might be the 
hero we’ve been looking for to 
vanquish the old-school views 
of  marketing that are often 
disconnected with reality.

This paper can help you explore new ideas 
for your ideal future job description.

If you are an aspiring marketer: 

If you are a business leader: 
This paper can teach you how to evolve your 
organization in light of  changing consumer 
attitudes and behavior.

If you work at an agency or brand consultancy:
This paper can offer new arguments to help 
you play a bigger role in your clients’ business 
decisions (and prepare for the future!)

So take a seat and have a read.

For the purpose of  this paper, I’m speaking of  Reputation as the sum of 
Expectation (CMO’s traditional domain through communications, etc.) 
and Experience (actual consumer transactions/interactions).

When the net experience is positive, it amplifies the effect of  creating 
expectation. However, when it’s negative, any effort to build expectation 
can be fruitless, or even harmful. The CRO’s goal is to monitor and 
optimize both of  these, never letting one overbalance the other.

Expectation
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The Chief Marketing Officer belongs on the endangered species list.
Consider the following :

Perhaps most importantly, the CRO will introduce to the C-suite all the new, more fitting 
thinking that currently circulates in branding blogs and texts, and help it reach its final 
destination in the form of  deeper, more respectful connections with consumers.

Why Reputation?
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As successor to the CMO, the CRO holds a more sustainable, more central position that is: 

Better aligned with business operations through oversight on day-to-day decisions.

Based on a dynamic yet more long-term perspective due to the exponential effect of  a good reputation.

Recognized as essential to a company’s vitality for improving its bottom line, internal momentum and 

valuable customer relationships.
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Introducing the CRO to the organization isn’t simply a case of  
changing the CMO’s title; a full half  of  the Reputation equation 
falls outside the typical CMO’s job. On top of  that, I’ll explain in 
the following pages how the CMO has become so marginalized 
that they lack the credibility to take on the other half.

Researched and written by Michael Schmidt



Consumers are empowered to share their personal 
experience with the business behind the polished 
brand image, and with the ease of  availability, have 
learned to rely on others’ word over advertising.

Iconoculture, in its “Greater Expectations” Cultural 
Zeitgeist brief, warns of  the danger for companies 
that don’t deliver on the trust they’ve been granted 
by consumers.

This artificial separation 
over time marginalized 
the CMO as the sole 
officer whose primary 
focus is external, not 
internal. Today, the CMO:

While brands were originally direct reflections of  
quality of  their products, the process of  marketing 
very quickly became more concerned with crafting 
an appealing image than reflecting reality.

Consumer behavior during the current recession has 
shown that a good reputation pays huge dividends 
vis a vis the competition. With fewer dollars to 
spend, trust is now a more important factor in the 
buying decision. And in the wake of  the mortgage 
and bank crises, consumers are understandably 
more cautious about trusting businesses.

There is more demand than ever for experience to 
match expectation. The abundance of  information 
and lack of  trust has created tension that leaves no 
room for hollow or misleading branding. 

A Tragic Flaw

Cracks in the Veneer

Shifting Expectations

An Overdue Alignment

The CMO role structurally allows the organization to 
perpetuate short-sighted separation of  external and 
internal decisions. Conversely, the CRO ensures the

BRAND

BUSINESS

The CMO Model The CRO Model

REPUTATION

3

To survive, companies must update the way they 
market and operate - focusing not on projecting 
an image, but on building a reputation.

• Is perceived as disconnected from operations, 
decreasing the value placed on branding.

• Has little input into everyday decisions, 
regardless of  impact on the brand.

• As a result of  the above, often resorts to 
marketing tactics that ring hollow with today’s 
savvy consumer.

The digital revolution without a doubt has shown 
the folly of  the separation of  brand and business.

business delivers on the brand’s 
promise, and the brand promises 
only what the business can deliver.

As Marty Neumeier will tell you, 
the brand as it exists in the 
mind of  the consumer is more 
reputation than projected image.
In contrast to the CMO, the CRO:

• Has clout as an expert who explains and applies 
our (Marty’s) modern understanding of  a brand.

• Enacts real change within the organization in 
order to re-couple brand and business decisions.

• Fosters innovation by uncovering new ideas that 
build reputation but might have straddled the 
brand - business divide.

The CRO, in pursuit of  a stronger reputation, helps 
integrate decision-making by holding a seat at the table 
with many different functional teams. In doing so, the 
CRO acts to re-marry the brand and the business behind 
it, filling in the gap between expectation and reality that 
threatens many companies today.

Putting the CRO to Work

Similarly, through its influence in so many different 
departments, this role is miles away from that of  the 
compartmentalized CMO. 

CRO’s would ideally help identify reputation-building 
opportunities in:

Operations

Customer 
Service

Human 
Resources

Corporate 
Communications

Marketing

Financial 
Strategic 
Planning

The CRO Sphere of Influence
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While the CRO’s interdepartmental responsibility and 
stewardship of  reputation mirrors that of  a good CEO, 
the two roles are distinct in that the CRO works more in 
the trenches, allowing the CEO to guide the company 
from a higher altitude.



REPUTATION

Products and 
Services

Workplace 
Environment

Vision and 
Leadership Social 

Responsibility

Emotional 
Appeal

Financial 
Performance

Source: Brønn, C. and P. S. Brønn, “Reputation and organizational 
efficiency.” Corporate Reputation Review, Spring ‘05

Measuring Reputation
The dynamic Norwegian duo of  Professors Carl and 
Peggy Simcic Bronn provide a simple diagram that 
shows how the traditional CMO metrics: financial 
performance and emotional appeal are valid but 
limited. As outputs, not inputs of  reputation, they 
may have even contributed to the 
compartmentalization of  marketing.

These companies and many others have built a focus on 
reputation into their organizations, but unfortunately 
this is the exception. Most companies must overcome 
years of  structural inertia; swapping the siloed CMO for 
the more integrated CRO is the key to a quick, effective 
switch. But with any new position, there comes the 
question of  success metrics; how can we distinguish a 
good CRO from a bad one?

Companies like Zappos, as well as Frito-Lay, with its 
solar-powered plant and corresponding campaign for 
Sun Chips, and Harley-Davidson, with its broad array of 
“Enthusiast Services,” show how thinking in terms of  
reputation helps create new value. Enviable bottom 
lines, strong relationships with customers, and 
invaluable confidence to pursue new opportunities – a 
result of  what Redscout consultant Bryna Keenaghan 
calls “clarity of  purpose” – poise them for even more 
future success, which internal - external separation 
could not make possible.

The CRO Effect

By evaluating CRO’s on the inputs of  reputation as 
well as the outputs, successful CRO’s will embrace 
the internally facing aspects of  their job description 
and actively break down walls barring them from 
the decisions that influence consumer experience.

A Reputation for Service

In its ten years in business, Zappos has 
developed a reputation for delivering an 
excellent customer experience. This is 
no accident; Zappos cultivates a strong 
internal culture based on the belief  
that employee engagement breeds 
better customer service. 

A snapshot of  some of  its tactics:

• Careful screening of  candidates for 
cultural fit, and a tempting $2,000 offer 
to quit if  the fit isn’t right (only 1-2% 
accept the offer).

• Employee leeway to handle calls however 
they see fit, forgoing scripts. Instead, 
Zappos emphasizes its ten core values 
and publishes an annual culture book to 
reiterate its ethos.

• Office outreach programs like letting any 
employee give another a $50 bonus for a 
job well-done, and aggregating internal 
activities and tweets on a website that 
both employees and fans can visit.

In addition to a culture notable for its high 
energy, productivity and employee loyalty, a 
culture that made it the highest-ranking 
newcomer on Fortune’s Best Places to Work 
list for 2008, Zappos has built a reputation 
that earned it $980 million in sales last 
year, 75% of  which came from repeat 
customers. 

Clearly, Zappos’ focus on developing 
an employee-friendly organization 
has paid off  through its positive, 
customer-friendly reputation.

Sources: “An offer you can refuse,” The Guardian, 11/17/08; 
“Zappos shows how employees can be brand builders,” Ad Age, 
09/02/08; “Zappos knows how to kick it,” Fortune, 01/22/09; 
“Your culture is your brand,” Zappos CEO Blog, 01/03/09

Bronn’s Data Envelopment Analysis



Cliff’s Notes: A Study in Contrast

                      

Partners in Reputation
Outside partners at agencies and brand consultancies should be cheering from the sidelines at this point in 
the article; the CRO’s ability to integrate brand and business decision-making promises to solve some of  the 
major agency – client issues of  the day. A good CRO potentially:

Reputation on the Horizon

The rise of  the CRO role brings unfamiliar change to all parties involved, not least of  which are 
those currently fulfilling traditional CMO responsibilities. 

But this change also brings new opportunities:

• Stronger relationships; companies - consumers, marketing - operations, clients - agencies

• Formal reestablishment of  external perception as a key consideration for businesses

• Accelerated progression toward future possibilities of  branding as it has evolved

Footnotes:
1. “Marketing execs still lack boardroom clout,” BtoB Online, 

11/30/05
2.“Reputation and Its Risks,” Robert G. Eccles, Scott C. Newquist, 

and Roland. Schatz, Harvard Business Review, February, 2007

  
3.“Greater Expectations,” Iconoculture Cultural Zeitgeist Report 
2009, 11/19/08
4.“The Brand Gap,” Marty Neumeier, 2003
5.From the Mind of  Zeus Jones, Adrian Ho, zeusjones.com/blog/

With the CRO serving as an avatar for the progressive branding ideas of  the day, partners must continue to 
innovate in order to ensure their viability. Agencies and brand consultancies must show an increased 
emphasis on the experience side of  the equation.

Evolving the Role of Partners

On his From the Mind of  Zeus Jones blog, Adrian Ho serves as the branding partner’s prophet, offering a 
glimpse at the new wave of  branding innovation:

Evaluating ideas based on how they extend to 
multiple, synchronized media

Creating additive, engaging communications

Utilizing new, nontraditional media tactics

Crafting ideas with multiple value streams; 
consumer, company, planet, etc.

Finding new ways to deliver enriching experiences

Developing new revenue opportunities

Moving Beyond... In Pursuit of...
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• Fosters more effective, engaging communications

• Encourages more lasting relationships

• Opens up the partnership to new opportunities

• Updates contract terms through better 
understanding of  objectives

• Facilitates moving beyond mass and paid media 
to find new possibilities

And it’s becoming increasingly obvious that we can’t afford not to change.

CMO: Responsible for external image

• Tied to old-school marketing tactics

• Has limited internal influence

• Perceived as disconnected from operations

CRO: Responsible for reputation

• Practices an evolved understanding of  branding

• Realigns brand and business decision-making

• Fosters innovation

http://www.zeusjones.com/blog/
http://www.zeusjones.com/blog/






What is the future of branding when 
the new world order is thrift?

OUR “WHO CAN AFFORD WHAT” CULTURE
As Americans, we’re driven by the need for status. We buy things because we believe they’ll 
bring self-respect and admiration from our friends, family, and random strangers on the 
street.

We, as advertisers, determine the criteria by which members of society judge 
themselves; we determine who and what gains respect. And over the past decade, 
advertising has proliferated the belief that Americans are defined by “who can afford what.” 
We produced ads that highlighted expensive status symbols, encouraged conspicuous 
consumption, and created aspirations of affluence that suggested respect in our society 
came from material wealth.  

BORROW, SPEND, BORROW, SPEND 
A decade of “bling” followed. And often this “bling” was bought with money we didn’t have, 
imaginary dollars handed to us by credit card companies and financial institutions.

And this was all socially acceptable. It 
was praiseworthy to be a spender. 
Having 8 credit cards in your wallet was 
normal. Spending was patriotic; after 9-11, 
President Bush encouraged 
Americans to keep buying. 

What wasn’t socially acceptable was 
saving. Penny-pinching was looked 
down upon.  If you saved, you were 
either “poor” or stingy with your money.

WEALTH GOES STEALTH
Then, the recession hit and flipped everything on its head. Wealth, the past ideal, is now 
seen as gaudy. Shoppers buy expensive items at underground shopping parties and women 
ask for their Hermes purchases to be placed in unbranded, white bags. 

And as spending became a dirty word, saving has become socially acceptable; pinching 
pennies no longer has a negative stigma. Now, it’s just smart. 

w

ThriftA SHIFT TO

Debt the average American 
with a credit file has, 
excluding mortgages

$16,635

1 in 7 Families dealing with a 
debt collector

1 in 3
Americans who say their 
financial situation was “out of 
control” at some point 

THE SHOCKING NORM

BY MERIDETH PECK AND JEFF FORTUNE

Thanks to the recession Americans are shifting from spending to saving.     

   However, this shift is not permanent.  At least, not yet...

Source: Experian, Pew Research Center, 
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A TIPPING POINT
The long-term value shift from wanton spending to 
responsible consumption hasn’t happened yet, but 
Americans are at a tipping point. In a recent survey 
conducted by BrainReserve, 90% of respondents 
said they’re considering “a simpler life.” We see 

movies like WALL-E and Confessions 
of a Shopaholic questioning 
America’s consumption habits. 
When you combine the financial 
effects of the recession with the 
social responsibility sweeping our 

nation, Americans are inclined 
for a value shift. They just 
need a relevant, mass 
message to push them in the 

right direction.

PUSHING AMERICANS OVER THE EDGE
Let’s assemble a coalition to disseminate a message promoting 
thrift in America. In order for our country to have a sturdy future, the 
crisis of American consumerism needs to be addressed like other 
social issues. Who could join this coalition?  Any organization that 
wants to be a thought-leader: accounting associations, credit card 
companies, banks, even brands. They can all work together to 
move people from being necessity savers to conscious advocates 
of thrift.

What would the coalition’s message for thrift be? 

   Then, how can brands get involved? 

This recession isn’t as “great” as the Great Depression.                                               
The current downturn is the worst since the 
1930s. But, it still doesn’t compare to the Great 
Depression where people’s lives were turned 
upside down in a day and men were jumping 
out of skyscraper windows and ex-millionaires 
were selling fruit on the street. 

 Americans aren’t uniformly affected.                                                                                                   
                                             The Great Depression affected every home and office, creating a national shift in
                                                      thinking. However, with the current recession, there are varying levels of impact:

The younger generation (18 to 28) feels removed from it.                                                                                            
The younger generation, who would be responsible for leading the permanent shift, mostly lies in the outer circle: 
the inconvenienced. They‘re not established yet so they’ve got nothing (no 401K or investments) to lose. 

Banks failing left and right Not a single deposit lost

24% unemployment
(1 in 4 Americans with no job)

8% unemployment

26%+ GDP decline 4% GDP decline

THE HARD-HIT

THE WEARY

THE INCONVENIENCED

They’ve been laid-off. Times are desperate. They’re at risk of losing their 
home and other valuable possessions. 

They’ve been mostly spared but it scares them that they “can’t see six 
months down the road.” They’ve started cutting back out of fear that 
they won’t have enough saved for retirement and their kid’s future.

They think they’re in good shape for the future. Sure, they may cut 
back a little now but it’s more out of principle and respect for others. 
The recession is more of an annoyance than anything else.  

IT’S NOT PERMANENT BECAUSE...

BUT, LET’S MAKE IT PERMANENT...

1.

2.

3.

Source: NPR

The Great Depression shaped the lifelong mindset of a generation where even the wealthy drove practical Plymouths 
and squeezed soap slivers together. But, the current recession’s mindset shift is not permanent for three reasons:

Buyers Users

Enjoyers

Conscious

Show-ers

Conspicuous

TOFROM

Source: Peck and Fortune Primary Research

GREAT DEPRESSION CURRENT RECESSION



THE UMBRELLA OF THRIFT
Once we move thrift beyond an 
association with saving money to 
the bigger idea of “wise use,” it 
encompasses other value shifts 
already going on. Now, we can 
use momentum already created by other movements, like the environmental movement and the fight against obesity. 

A BROADER DEFINITION OF THRIFT:
FROM MONEY TO MENTALITY
We have to get everyone on the same page with what 
“thrift” is. The word thrift comes from “thrive.” While the 
cornerstone of thrift is saving money, it’s really more than 
that. Being thrifty is the wisest use of everything 
we have - money, time, belongings, and society’s 
resources. So, being thrifty is not 
just money habits; it’s a mentality.

Preferential

Thoughtful

Respected

Wise use

INTRODUCING  THOUGHTFUL CONSUMPTION
We’re not suggesting America become a nation of misers. Pro-thrift does not mean anti-consumption, but instead anti-waste. 
Americans will still spend; people just need to spend and use wisely. We need to insert the cautious pause:

Chosen

Miserly

Discouraged

Money-hoarding

Consequential

Smart

Approved

Money-saving

THRIFT PAST THRIFT PRESENT THRIFT FUTURE

MESSAGE GOALS:

THOUGHTFUL POSSIBILITIES: WHAT ELSE COULD THE COALITION DO?

1. Make a childhood game to introduce thrift at an early age.
2. Give people “pass on” bins to sit next to recycle and trash bins at the side of the road.

3. Introduce thrift education programs in elementary schools like healthy eating programs.
4. Bring back Home Ec. classes in high schools to encourage repairing and mending.
5. Create a mobile app that gives you already-owned substitutes for  products you                                                

might be buying? (ex. ant killer = cayenne pepper).
6. Create a website where Americans could track their “wise use,” get ideas for            

interesting re-uses, and find information on repairing things.
7. Bring back National Thrift Week, a holiday that was celebrated after World War II.

Our coalition wants to tell Americans: 
Think before you buy. Think before you toss. Think to Thrive. 
Instead of borrowing from aloof financial institutions and buying into a culture 
based in wanton consumerism driven by celebrities, Americans need to stop and 
think for themselves. Then, in the future, respect will go to thoughtful consumers.

To give a visual identity to thoughtful consumption we’ll add a “reconsider” step 
to the current “reduce, reuse, recycle” symbol. The recycle symbol, which originally 
provided call-to-action steps, has morphed into an invisible logo. By adding a 
new thought step, we’ll once again reinforce the logo as a step-by-step guide. In our messaging 
we can spread this symbol and also catch Americans with signage when they’re at these thought steps and trigger them to 
enter the cautious pause. 

COALITION’S MESSAGE 
FOR THRIFT

Speak to everyone, not just the financially unstable.

Complement the environmental movement.

Be a call-to-action, not just a feel-good message.

1. When we’re buying something 
  - Ask, “Does this really serve a purpose in my life?  Do I need it?”

2. When we’re throwing something away
  - Ask, “Have I gotten all the use out of this? Could I pass it on?”



Amazon trades gift cards for 
used video games.  

INVITING BRANDS TO JOIN
After years of branding mostly based on wealth-based status, 
brands need to start encouraging thoughtful 
consumption. Marketers need to reverse their wrongdoings 
and the resulting mindless spending that came out of it. It is our 
responsibility as an advertising industry of sellers to make sure 
people are buying and using responsibly, and to make sure 
brands as producers are creating products designed to last 
instead of being thrown-away. It’s not a convenient truth, but it’s 
what will create a stable America where people can continue to 
flourish into the future. 

Brands need to get involved now in the thrift movement, instead 
of just jumping on the bandwagon once consumers adopt it like 
they did with the environmental movement.

SHAPING FUTURE MESSAGING
Then, in their individual brand messages, marketers can stop 
focusing on just saving people money.  Instead, they can 
demonstrate the overall worth of their product and what purpose 
it plays in the consumer’s life.  After all, buying a pair of Marc 
Jacobs shoes can be an act of thoughtful consumption if they 
aren’t just logo-ridden status symbols, but instead are high-
quality and last for a lifetime.

BRANDS EMBRACING THRIFT

A clothing brand 
named Howies has 
started making their 
garments as 
intentional hand-me-
downs. The jackets 
and bags are 
engineered to last at 
least 10 years. 

STUFF BRANDS ARE ALREADY DOING

THOUGHTFUL POSSIBILITIES: WHAT ELSE COULD BRANDS DO?

1. Target could place “return bins” by the  registers asking shoppers, “Anything you picked up you don’t  need?”
2. Brands could create a platform/website for people to trade and share their used or unused stuff. 

    Then, participants could receive points each time they participate. The points could be traded for gift cards.
3. A national chain consignment store could be launched since we are already seeing a big rise in consignment 

shopping since the start of recession.

4. Product designers could begin designing things so they can be repaired and include repair information with the 
product packaging.

5. Soap and detergent bottles could be designed so that there’s no wasted liquid left when they are thrown away.  
6. Food brands could make the expiration dates on items bigger, seeing as 27% of the food currently bought by 

Americans is thrown out. 

Create a 
Need.

Save 
money!

Show overall
worth.

TerraCycle who 
makes products from 
recycled materials 
partnered with big 
box stores to collect 
non-recyclable items 
that can be used to 
create new products.

FROM TO
How much money 
do you make?

To what purpose 
do you spend?

For once, we’re not going to sell Americans a product; instead, we want them to buy into a new 

understanding of thoughtful consumption.  We want to shift respect away from just owning flashy 

objects to living a simpler, less wasteful lifestyle where 

everything is used wisely. We want to make being thrifty 
not just something that’s socially acceptable because of 

a recession, but something Americans can be proud of in the long-run. 

With their “Reduce, 
Reuse, Resole” 
program, L.L. Bean 
repairs products and 
sells replacement 
parts.

Amazon trades gift 
cards for used 
video games.  

CURRENT 
MESSAGES

FUTURE 
MESSAGES

PAST 
MESSAGES







By Ben Alter

and Mollie Partesotti

EVER SINCE MAN HAS WALKED, man has 

worked. Throughout history, the act has been a relatively social 

endeavor. And things pretty much stayed that way until our  economy 

began to transform itself through the Industrial Revolution. When 

large amounts of  people started to congregate into cities and work  in 

much tighter quarters, control became 

more important for productivity. This 

was the beginning of what we now 

know as the era of the cubicle: an 

attempt to help workers be more 

efficient and focused in the hopes of 

being super productive robots. For  a 

few decades this system worked.

 It helped America establish itself as the 

industrial capitol of the western world. 

Detroit was known as a booming 

metropolis  and General Motors  was 

highly regarded as one of the largest, 

most progressive brands in the world.

Enter the Internet: and what we are 

beginning to see is a cataclysmic 

shift in work behavior.  We are no 

longer  a manufacturing based country, but rather an idea and service-

based economy. So why are we working within a model that is 

contradictory to the nature of our economic output?  Why do the 

majority of Americans have to sit within 3.5 closed off walls when the 

world is becoming infinitely boundless and connected? 

MAYBE IT’S TIME WE START RETHINKING THINGS.

Baby Boomers worked in a model grounded in the philosophy that the 

more hours you sat in your  office the more you got done; a model 

originally based on the agricultural clock from sunrise to sunset.  Fast-

forward a few decades and we are now are seeing a combination of 

factors that have completely changed the way we live, work and play:

(1) MULTITASKING:  THE NEW STATUS QUO.

 Gen Y workers have been severely affected by C.A.D: Cultural 

Attention Disorder. The internet allows the unique ability to find all the 

resources  and information to work, and with a click of the mouse, become 

completely absorbed in celebrity gossip or the 

newest application on Facebook  at the same 

time. “This generation has learned to live in a 

world where they’re bombarded with 

information, so that they can block out the TV or 

other distractions while they focus on the task at 

hand.”

 (2) FRAGMENTED CLUSTERS OF             

TIME ALLOWS FOR BETTER WORK.

It has been proven that the human brain can only 

process 40 minutes of information before losing 

focus and/or interest.  Think of it much like the 

way elite athletes must take a break from 

intense training to rest their  muscles on the 

road to ultimately achieving their  best 

performance.  
“I definitely work in fragmented amounts of time. 

When I’m on a roll, I might stay at the office till very late, but in 

the same vein, if I know I’m being useless and not thinking in the 

right frame of mind, I don’t waste my time at the office. I’ll leave 

early, try to find inspiration elsewhere.” -Age 26

(3) WORK NO LONGER REQUIRES AN OFFICE.

Today 66%  of work is actually conducted outside the intended working 

environment. It’s  no coincidence then that the next generation of  workers 

finds they are the most productive when the environment around them is 

as social and connected as their lives. Our research indicated that over 

64% attributed work mobility as a key factor in not only their  productivity 

on a given assignment, but allowed them to work on additional initiatives 

as well. 

1

2

1



With these things in mind, there are three key triggers that will dictate the future of work. 

Companies need to utilize these things to help facilitate necessary operational 

INDIVIDUALITY

Instead of this generation having to put on their “work hat” every morning, they go 

to work being themselves.  Their interests, their passions, their curiosity are all 

nurtured and encouraged, and because of they don’t feel guilty about spending 

time on blogs or social media outlets. It’s now all about embracing those personal 

nuances and let those things inspire what you’re working on. In effect, workers are 

allowed to use their life passions as cultural ammo towards productivity.

SOCIABILITY

Instead of being sequestered off  in a  cubicle, an employer has 

made proactive efforts to make the work environment more 

social. By breaking down these physical partitions  and being 

tolerant of social tools employees are now capable of  working 

within a system that fosters open dialogue and active 

collaboration. For  example, when your working by yourself, 

your thinking and doing is  restricted to what one individual 

can accomplish, but when you add collaboration and dialogue 

you increase the scope of possibilities infinitely. This helps 

people tap into a collective form of intelligence called 

“distributed cognition” (see model 1A) which means  that 

intelligence is  heightened through collaboration with other 

people and technology. No longer is it “how DO I solve this 

problem?” but rather “how COULD we solve this problem?”

MODEL 1A
Organic social environments give off  a tone and manner to employees that you 

are a company that believes a collective body of knowledge has an exponential 

amount of knowledge over a single individual.

Distributed
Cognition

IDEA

ID
EA

ID
EA

IDEA

social exchange

“There is something to be said for having like-
minded people around you, all working toward a 
common philosophy, at all times. It’s fun to 
ask a question out loud and have someone down 
the table be able to answer it for you.” 
- Age, 27 

MOBILITY

Instead of feeling obligated to their office the entire 

day, employees go work wherever they find 

inspiration as long (as they meet expected 

deadlines and parameters). With the freedom of 

mobility people can pick and chose where to work 

from and only come into the office when 

collaborating in person or attending meetings is 

required. For  many companies the idea of 

unrestricted satellite work might cause operational 

unrest. Corporations can't continue to view 

themselves as the parent, and the employee as the 

mischievous child.  Managers cannot live under  the mantra  of "if I can't 

see you, I  can't trust you." This new system allows for a heightened 

degree of accountability, and therefore greater responsibility and 

commitment all resulting in better work.
“If you can be away from the office, you can be out experiencing 
other things...You will be happier and more focused. There are times 
when I can’t get anything done at my desk so 8+ hours turns into 
non-productive time. Where as, if I can go work at a coffee shop 
I can get my work done in 3 hours, be more focused and be happier 
in that environment. Sometimes you just need a change of pace.” - 
Age, 28

THE BIG TAKEAWAY  is  that we as a society need to reconsider 

what contributes  to and takes away from productivity. The old model 

suggested that individuality, sociability, and mobility, are deterrents to 

work because they waste time and wasting time cuts into the 9-5 working 

schedule.  Our new model suggests that these things are catalysts  that 

allow individuals  to harness creativity, curiosity to learn, and innovation as 

opportunities to fuse those things  into their work. Ultimately, it’s about 

creating a climate of passion where the happiness of  the worker is 

directly influencing their output. 

USE LIFE PASSIONS AS
CULTURAL AMMO
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One of the best examples of this 

phenomenon is Google. They didn't become the 

biggest, most progressive brand in the world by using 

the traditional work model. They understand that, in order to bring 

in great thinkers, and therefore great work, they needed to 

approach the way people work from a completely different angle, 

so they created Googleplex - a structure that was built with gross 

net happiness in mind not gross net earnings  - an environment that 

caters  to people’s lives  rather than business efficiencies. In return, 

Google products are some of the most innovative technologies the 

world has  seen. It's important to note that Google didn't radically 

reinvent the work model just to appease the new generation of 

workers, but rather they invested because they saw the economic 

benefits for their business. 

Suppose that a brand such as  Ford or GM adopted a more social, 

flexible, and hybrid work model. All of its knowledge based workers 

could work from a much smaller more efficient headquarters. 

Workers could come in and out as they needed, facilitating 

sociability, without the expectation for them to fill an assigned space 

in the workday.  Now imagine if the things you were working on were 

assigned by passion and interest level, instead of  “delegated 

responsibility.” Employees would arguably be more infused with 

work and work with their life.   But, what about the projects that no-

one wants to touch with a 10 foot poll? Could it be that those 

assignments that brand managers have a hard time wrangling 

interest, might not be the right path to begin with.  Maybe the 

project isn’t such a good investment.

BAD
IDEA

What you get in the end is a work model 

that efficiently transforms and evolves 

from project to project and an employee 

base that never is bored by a stale,   

seemingly redundant process.

One of the biggest bonuses for 

businesses is the affect such a model 

would have on talent recruitment 

opportunities. 

Naturally, flexible work environments 

will be more desired and the culture 

created from them would foster fertile 

ground for brilliant thinking. The HR 

department would effectively have a 

queue line out the door of qualified 

passionate potential employees.

Here’s why:

(1) INCREASES OVERALL PRODUCTIVITY.

For Gen Y workers the majority of knowledge base work is already 

taking place at in-between places. In fact, only 33% of work is 

conducted in the office. According to recent studies, furthering the 

sociability of work through a flexible, decentralized model can 

increase employee output from 13 to 30% on the same standard of 

time. Such things allow for more effective uses of both time and 

space, employee collaboration and better facilitate the nature of 

multi-tasking.

(2) OVERHEAD COSTS COULD BE CUT BY 40%.

By adopting a more fluid work model, a company that once 

occupied five floors  could potentially downgrade to one or  two 

floors of open work space. This model not only breaks down the 

barriers to collaboration, but gives employees the ability to take 

advantage of other third party environments that best cater  to their 

needs. In such conditions workers would go from spending nearly 

100%  of their time in the office to a fraction of that. Through such 

shifts one can see significant reduction in overhead costs like 

electricity, real estate and  even general office supplies. 

COULD THIS IDEA TRANSCEND 

THE IDEA-BASED ECONOMY? 

(3) THE NEED FOR A MORE NIMBLE WORK 

MODEL  IS ACCELERATING    and companies that can be 

flexible and adaptive to these changes will be the ones that will 

succeed in the future. By instituting a more organic or impromptu 

work model a business is, in effect, breaking down the arduous 

systematic processes and allowing every new assignment to 

influence the way employers tackle the given problem. 
Employee interest and excitement could serve as a litmus test for investment into 
projects or ideas.

 Google employees are required to spend 20 percent 
of work time on projects that are of personal interest. [ [
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We are witness to the 

d e a t h o f t i m e , 

distance and scarcity 

of information: 
 The idea of the destination is no more, the barriers of time and distance 

are navigable through a simple click of a  mouse. What were once walls to 

communication and productivity in the workplace have crumbled, and 

what we are left with is potential. The potential to restructure and refit the 

way Americans go about work. With the emergence of technology a new 

workforce can blur the lines between their  hobbies, their career, their 

personal interests and their  work interests. It's a smarter, more efficient, 

happier way to work.

Through the case presented, we have highlighted how technological 

innovation and heightened digital connectivity are facilitating 

extraordinary behavioral changes in the way the next generation of 

Americans  work.  As the economy is in flux and there are growing gaps in 

generational work habits and attitudes, there are great opportunities  for 

companies to adapt to and navigate change in work and therefore 

productivity. These changes are not only imminent but will provide 

spillover effects that endure and ensure a more happy productive and 

passionate workforce now and in the future.

                  And this is why:

for more on this topic visit www.cubesareevil.com
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Collaborative, 2008.

“I can’t put a value on my 
computer. I was just telling 
someone the other day that 

if an airplane crashed I 
would not leave my computer 

bag on the plane no matter what 
people say – my computer and 
my phone are my life.” Age, 29

“I have my ‘desk’ in the office, but it is so many places. It is 
the conference room table, the airplane, or my kitchen table. 
Funny things is – I get the most “work” done at places other 
than my actual/physical “desk” because a lot of my work is in 
the thinking – which is not fun to do at a desk or by yourself.” 
Age, 30

“I work in fragmented  
amounts of time 

because I’m always 
online and because the 
way I think is hyper-
textual. I let my brain 

follow its links.” Age, 24
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VS.
The Sustainability of the Green Movement in a Downturn Economy

  In a crisis, the least culpable party may end up being the biggest victim.
Case in point: Our planet during this recession. Faced with making difficult personal economic 
choices, consumers are now investing their time, energy, and money on issues they deem more 
pressing than the environment. What other options do they have? Consumer brands are the 
next line of defense, after the government and special interest groups, to make a movement 
become a standard way of living. Consumer brands have not been doing as much as they 
should to help their consumers understand the importance of putting green first. We are at a 
tipping point in our cultural zeitgeist where our actions will dictate the outcome of our 
economic and environmental global future. The common mindset and consequent behaviors 
must change. The sustainability of the environment must become a way of living, a founding 
principle, a main tenet of our society and move away from being considered just another liberal 
cause. It shouldn’t be a hard transition to make since investment in environmental sustainability 
is an investment in an infrastructure that creates jobs; an investment in our economy and long‐
term prosperity. We’ve all seen the terrible ramifications of obscene conspicuous consumption 
and models that favor instant‐gratification. It’s time to begin considering models that focus on 
long‐term returns with the goal of contributing to the greater good. It is pointless to 
concentrate on win‐lose scenarios when we can create a win‐win alternative. 

  The green movement is suffering from a Dr. Jekyll and Mr. Hyde split personality. 
On one hand, people are complaining of green fatigue. They claim to be inundated with 
green messaging to the point where many believe that environmental problems are being 
taken care of, indicating a level of successful penetration of the green movement. On the 
other hand, a completely contradictory “personality” manifests itself the moment 
economic times are tough and causes many to abandon their green tendencies to pinch 
pennies. Green cannot be as integrated into our society, as many argue, if it is so easily 

sacrificed. Green needs to become indispensable. 

  The first step is to take a closer look at “green.” This is a word that has been diluted and 
misrepresented to the point where merely installing a recycling program in your office makes you 
green. But, stripped away of its false labels, the green movement focuses on three things: 1. 
Improving personal health by promoting good eating habits and eliminating harmful toxins and 
chemicals from all materials we come into contact with; 2. Healing and preserving our physical 
environment in order to maintain a healthy ecosystem for animals, plants, and humans; 3. Growing 
the economy through promoting conservation, investment in universally beneficial innovation and 
most importantly, contributing to the wellness of humans and the planet. When looked at in this 
light, it seems counterintuitive that anyone would not support a movement directly invested in 

their well‐being.  Green is the right thing to do.

“We are at a 
tipping point in our 
cultural zeitgeist 
where our actions 
will dictate the 
outcome of our 
economic and 
environmental 
global future. ”

41%
 of Americans believe 
the seriousness of 
global warming is 
exaggerated. 
‐March 11, 2009 Gallup Poll
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What is it about the green 
movement that has 
consumers less than loyal 
when push comes to shove? 

Dissuasion
  Unfortunately, many consumers become disillusioned with the green movement 
before they get to the next stage of the cycle. There is a tremendous lack of trust in the 
validity of green products and services. The prevalence of “green washing”, or false green 
claims, has become a big concern for many consumers and consequently is greatly affecting 
their adoption rate of buying green. Also, many eco‐products have entered the marketplace 
at very high price‐points further dissuading consumers from attempting a greener lifestyle.

Adoption Stage
  At this stage, consumers are now aware of a problem with products they’ve been 
using or behaviors they’ve been implementing. They’ve become aware of environmental 
solutions to that problem. At this adoption stage, consumers have decided to bring green into 
their lives by adopting eco‐friendly behaviors or buying green products. 

Dissatisfaction
  Consumers tend to exit the cycle at this stage because they are dissatisfied with the 
way products perform or are having a hard time adopting a new behavior.  Many times, green 
products work differently than the products consumers are used to. 

Advocacy Stage
   Once consumers have used a product or adopted a certain green behavior, they should advocate for that product or 
behavior in order to drive sustainability of the green movement. This stage of the cycle helps increase involvement within the green 
movement and brings in new consumers. Some consumers share what they’ve learned with others, but not everyone is an 
influencer. Other consumers are advocates for the green movement simply by adopting more green behaviors in their personal lives.

Disengagement
  Many consumers still fall out of the cycle at this stage, because there is nothing new to maintain their interest in the 
movement. Once you’ve adopted one eco‐behavior or bought a green product, what encourages you to do more? Consumers are 
rarely given the holistic view of the green movement that inspires enough motivation to promote the desire to learn about new 
green avenues.

Awareness Stage
  There are many ways to trigger a consumer’s interest in the green movement ‐ word of mouth, literature, advertising, 
package design, education, and more. They enter the GIC at the awareness stage. At this phase, consumers become aware of a 
problem they can solve by buying a green product or adopting green behaviors. This part of the cycle is extremely crucial because it 
is the first point in which the consumer needs to be convinced of the validity of going green. Adopting a green lifestyle, while 
beneficial in the long‐run, does requires considerable personal effort, so conviction is a vital component of the first stage of the cycle. 
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60.7%
 of respondents believe it 
is too difficult to put 
green into practice in 
their daily lives. 
‐Green Survey

62.3%
 of respondents consider 
MONEY to be the 
greatest barrier to 
adopting green. 
‐Green Survey

In order to better understand the 
relationship consumers have with the 
green economy, this Green Involvement 
Cycle (GIC) highlights the ways they 
interact with green and all the ways they 
are losing involvement with the 
movement. This GIC is comprised of a 
business ring and a consumer ring. We will 
start with the consumer component, the 
inner ring. 



  In order to make the Green 
Involvement Cycle self‐sustaining, 
reasons to enter have to increase 
and reasons to leave must 
decrease. Passing through the cycle 
once or twice, learning about a few 
products,  doesn’t constitute a 
sustainable lifestyle and doesn’t 
contribute to the effectiveness of 
the green movement.. The GIC 
needs a supporting component. 
This component, the business ring, 
is driven by government, 
corporations, and non‐profits. For 
the most part, the American 
government has been very 
proactive in promoting green 
innovation and sustainability. The 
2009 stimulus plan is going to help 
push forward many important 
projects, like the “smart grid.” And 
although the government could do 
more, the true underachievers in 
green involvement are consumer 
brands. There are a handful of 
brands that are making every effort 
to contribute to the green 
movement. Most brands, however, 
are contributing to the complacent 
attitude towards the irresponsible 
lifestyle many of us are currently 
living. As we go through every step 
of the business ring, the outer ring, 
there are recommendations on how 
consumer brands can positively 
impact the green economy and help 
consumers live green, sustainable 
lifestyles.

3. Brands have to start incorporating green messaging in their communications. 
Look at Walmart. There was nothing intrinsically green about the company until 
they decided to make it a part of their brand DNA. Now, Walmart is on the 
forefront of the green movement. They have invested in making their business 
environmentally and economically sustainable for themselves and their customers, 
through investments in green technology and advertising focused on promoting 
green products.

4. Businesses have to set the green standard, like Terracycle. Terracycle believes 
that eco‐capitalism is the model of the future which can be brought about by 
eliminating waste.  There products are made from waste. Brands cannot expect 
consumers to do the right thing if they aren’t first setting the example. This is the 
easiest way to silence any questions of greenwashing. Brands must show 
consumers all the different ways they can be green and demonstrate transparency 
about their own green corporate behaviors.

Awareness Stage: Persuasion
The business ring is responsible for tackling and rectifying the elements that are 
dissuading consumers from going green. Here are some recommendations that 
will help consumers progress to the adoption phase of the cycle.

1. A green standard should be formed, like the USDA has for organic food, to 
regulate what is personally and environmentally healthy. This would help separate 
true green from greenwashing and instill faith in the green movement.

2. Brands must find ways to make green products more affordable for consumers. 
The consumer shouldn’t have to absorb all surplus costs of doing the right thing. 
Take something as simple as switching to energy saving light bulbs.  They pay for 
themselves in about 6 months and use 75 percent less energy than regular 
incandescent bulbs.

Only 30% of S&P 500 companies have 
reported environmental information.

Green Involvement Cycle
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Adoption Stage: Expectation Management
It is also the responsibility of the government and brands to ensure that consumers know exactly what to expect from 
adopting green behaviors and purchasing green products. Below are recommendations for this stage.

1. Consumers are used to a certain standard of performance from the products they buy. Many eco‐friendly products don’t 
perform the same way regular products do, but are still as effective. For example, 7th Generation soap isn’t as foamy as 
regular dish soap, but it cleans just the same. These disconnects must be communicated to consumers. They need to know 
what to expect from green.

2. Consumers need to abandon expectations of instant gratification. Investing in solar power and wind energy is beneficial 
to the environment and to personal economy, but the benefits are sometimes not immediately obvious.  On average, it 
takes about 5 years to see economic benefits of installing a solar panel. Consumers’ expectations must be recalibrated.

Advocacy Stage: Sustainable Interest
Once consumers have adopted a green lifestyle, there is a responsibility and a vested self‐interest to help 
them maintain it.

1. More visible government incentives are necessary to encourage consumers to keep adopting green 
sustainable habits. Being rewarded for good behavior is always a strong motivator. In California, consumers 
who purchase zero emissions vehicles are granted up to $5000 tax deductions. It’s no surprise that 
California tops the charts in hybrid sales. 

2. There are many innovative new green products in the marketplace that people just don’t know about. 
Brands must do a better job of promoting what they are doing and keep the interest in the green 
movement alive. Ecokettle, a UK‐based company, produces the world’s first low cost, universal shower 
gauge: the Eco Showerdrop. Why isn’t there one in every American household?

3. At this stage, the most important thing that consumers can learn to do is view the green movement in a 
holistic way. Green does not focus solely on what can be done to the product once it’s been used, but also 
takes into consideration the materials used to create it, the way the product is shipped, and also how much 
energy is required to use the product. The government and brands need to continue educating consumers, 
reminding them that their actions benefit themselves as well as the environment. 

  The Green Involvement Cycle helps to show all the ways the green movement needs to be pushed forward in order to 
become a truly sustainable lifestyle. The recession our country is experiencing has unequivocally impacted consumer confidence, 
retirement funds, business development, and employment rates. Amidst all of this negativity, there is a philosophy, a dogma that can 
lead us to a mutual well‐being. It is time to become selfless and put the collective needs above individual ones, understanding that all 
those needs will be met. Green is no longer just a color or a movement. Green is good. Green is a responsibility, not a choice. Brands 
and the government have the opportunity to make a tremendously positive impact by helping green grow and getting consumers’ 
loyalty and support. The economy and the green movement are not enemies, but mutually benefitting partners. Green vs. Green is no 
longer the right conversation to be having. The right dialogue to be having is Green = Green. 
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It seems as if the publishing industry is always about to crumble. We are constantly on the brink of stockpiling our 
favorite books to one day show our grandchildren the way we used to be.  Gutenberg is rolling his eyes, but again 
we are in a similar situation.  This is the time where Bob Garfield, an Advertising Age pundit, tells of how newspapers, 
magazines, and television are “finding new expressions online, and in time will flourish thanks to the very digital 
revolution that is now ravaging them. The future is bright,” he heralds, “but the present is apocalyptic.”1  
Books are suffering from the same problem, while publishers are increasingly irrelevent to the average consumer.  
However, there is hope that the book, our first great medium, is actually the next big multi-media, 
and will redefine the effect of the written word.  Advertisers who recognize this potential and help publishers move 
toward greater relevency will be rewarded with a medium in which to create branded entertainment and consumer 
interaction.

from “The Joy of Writing”

Why does this written doe bound through these written woods?
For a drink of written water from a spring
whose surface will xerox her soft muzzle?
Why does she lift her head; does she hear something?
Perched on four slim legs borrowed from the truth,
she pricks up her ears beneath my fingertips.
Silence-this word also rustles across the page
and parts the boughs
that have sprouted from the word “woods.”

Each drop of ink contains a fair supply
of hunters, equipped with squinting eyes behind their sights,
prepared to swarm the sloping pen at any moment,
surround the doe, and slowly aim their guns.

They forget that what’s here isn’t life.
Other laws, black on white, obtain.
The twinkling of an eye will take as long as I say,
and will, if I wish, divide into tiny eternities,
full of bullets stopped in mid-flight.
Not a thing will ever happen unless I say so.
Without my blessing, not a leaf will fall,
not a blade of grass will bend beneath that little hoof’s full stop.

Is there then a world
where I rule absolutely on fate?
A time I bind with chains of signs?
An existence become endless at my bidding?

The joy of writing.
The power of preserving.
Revenge of a mortal hand.

- Wislawa Szymborska

The Problem: Book Buying is Down
More than ever people are reading, but they are doing so in radically 
different ways.  How people read is no longer linear, and more 
importantly it’s media neutral.  Stories and information, are in 
demand, and expected to be compatible with a constantly mobile lifestyle.  
According to the National Endowment for the Arts survey, “Reading 
on the Rise,” for the first time in twenty-six years reading is up, even 
among the previously most resistant, 18-20 year olds.  The internet is 
fundamentally reading based, so whether it’s a blog, a headline, 
a tweet, reading is up, but book buying is down.  In my hometown 
of Portland, Oregon, Powell’s Books, one of the largest independent 
bookstores in North America, reported sales down by 5%, which is not as 
bad as the countless boarded up bookstores across the country.  Neither 
independent nor chain can escape it. 

The 
Pull of 

Publishers
Alina Shabashevich

1.  Advertising Age, 03/23/09



What We Know About the Reader

Multitasking Entertainment
While multitasking used to be relegated to the habits of highly 
effective people, it is now the regular way people engage with 
entertainment.  Customers today expect to kill two, three, four 
birds with one stone.  

Currently, 36% of Americans simultaneously engage 
with more than two medias at a time.  Television is hardest hit with 70% of web users reporting they surf 
regularly while they watch.6  Knowing this, television is finding ways to engage all the viewers’ senses.  Take the 
popular MTV show The Hills, which implemented an interactive game that provided viewers a chat interface that 
posted their comments throughout the episode directly onto a shared window on the television screen.  

People are not multitasking out of need to be more productive; instead, stacking up 
entertainment is a source of satisfaction.  There are so many forms of entertainment available, each 
engaging different senses, and it is satisfying to captivate all of them simultaneously. 

Additionally, There is something gratifying and contemporary about mastering all one’s devices 
and using them to their full potential.  It allows every user to feel the prestige of understanding and 
controlling something so complex.  Our iPods, Blackberries, and Nintendo DS’s seamlessly  intertwine utility, 
entertainment, and community so being able to sync them is thrilling in it’s own small, personal way.  Nike+ is 

“The thing is that most of the time television 
is just not that good. I’d just as soon be 

playing games, taking photos, writing or just
 surfing the internet since I’m already sitting 

there, and I still get to watch the good parts.” 
- Blogger

Price
“When you’re buying a book, you’re not only paying for that book, but you’re also paying for the book that 
will be returned and destroyed.”2  Each book that is printed but unsold must be shredded, making books 
cost much more than they need to. 

Barriers to Books
What is preventing people from snatching books off the shelf?

The Work of Reading
 Reading requires a disciplined approach like practicing yoga or training for a sport.  You can't sit back and 

let a book wash over you like a TV show because reading is not a passive activity.  One has to focus and 
practice.  

Democratization and Explosion of Things to Read
These days people have a lot to read.  In an average day there are 900,000 blog posts and 3,000,000 Tweets 
containing links to articles or blogs.3  That excludes the amount of content coming from self publishing 
companies like Lulu and Issuu.  People’s reading time is absorbed in content from familiar and trusted 
sources. 

the classic example of empowering the user to 
analyze their own data, leaving them feeling like a 
mathematical master of what used to be intangible 
data.   

2. Dreher, Christopher. “Why Do Books Cost So Much.” 
Salon.com 3 Dec. 2002. 20 Apr. 2009 <salon.com>.
3. Media Post
4. ibid
5. The Complete Guide to Public Speaking
6. Media Post

Reading  » requires imagination, which can be easily replaced by technology, that has faster 
gratification.
» Reading takes a lot of time.  Engaging with a book requires one to step away from their other 
activities and focus, but for people who have a historical all-time low of 16 hours of leisure time a week4, 
there isn’t always time to focus.  

Finally,  » reading takes commitment.  The average adult’s attention span wanders every 7 minutes5, 
and that number is decreasing.  Is it at all surprising that a static page could not hold the twitching, 
computer-strained eyes of the average person? 



Consumers are proving they can easily follow brand and communication stories across many medias, 
even if the story is constantly changing through revision and remixing.  Therefore, the static book 

page leaves readers under-whelmed.  Unlike music, film, and games, books 
are defined not by their content, but by their delivery method.  A book is 
the covers and pages, rather than the content.  This definition siloes the written word 
in a distant place away from all other forms of entertainment, which all gracefully and 
seamlessly interact and enhance one another.  

What Can be Done About It
In order to change the industry we have to understand what in reading is the result of 
nature and what from nurture.  The desire to tell and listen to stories, is natural.  But the 
skill of reading, like any form of work, is taught, developed, and nurtured.  
If reading is like a sport, and the “bibliolete” is hard to engage, then the paradigm of 
athletic training can refresh the publishing world.  There are four steps to training: 
setting a goal, variety, balance, and maintaining enthusiasm.  All four are applicable to 
publishing.

How to Coach a Reading Fan
1. Specify a Goal
Traditionally, publishing companies focused on nurturing authors, leading them into a complicated 
model of inflated book advances, which gamble against a mass audience appeal. 

But what do publishers represent to the consumer?  Ask anyone on the street and they would likely 
not have a clue what goes on within the walls of a publishing house. How often do you hear, “man, 
I just can’t wait for that new HarperCollins book to come out!” For publishing houses to stay 
relevant they must redefine the business they are in.  Like the newspaper industry which too 
long defined themselves by paper rather than by news, publishers have for too long defined 
themselves by the book and not the content.   

If publishing companies practice ruthless exclusion, it would lend them a distinct point of view and 
a filter the consumer could relate to.  Who knows books better than the people of the publishing 
house?  Instead, who is the only influential book pundit with mass appeal?  Oprah.  

Business Week proclaimed, “Publishers estimate that her power to sell a book is anywhere from 20 
to 100 times that of any other media personality.” 

Oprah is pioneering the new form of publishing, which is less 
about pushing authors out unto the masses, and more 
about pulling in readers.  Publishers could be badges of quality 
rather than methods of distribution through direct relationships 
that develop reading fans and promote involvement with literature.  
Instead, currently, they spend most of their time gambling on the next 
New York Times best-seller.

Oprah single-handedly does what publishers currently don’t:

Gives a genuine  » human recommendation for a range of reads, light to heavy.
» Creates a community of readers linked to her and each other. 
» Provides content and support across all medias.  The Oprah Book-Club 

website contains information about historical context, authors, points of interest 
and discussion questions, which are accessible by computer, print, and mobile.  
She even has a XM Sirius radio station that has nightly readings.



2. Constantly Vary Activities
Like with any routine, variety inspires interest.  Creating variety in reading is only possible when content is liberated 
from its paper binding.  When the book becomes one of many vessels for the ideas within, it opens 
up for a richer integrated life. 
The Kindle is already successfully progressing in this direction, with seamless integration of web and mobile. 
JPMorgan Chase analyst Imran Khan “conservatively forecasts Amazon to sell another 500,000 Kindles in 2009, 
adding $63 million in fiscal 2009 revenue” If the Kindle alone can have such an impact, the integration of  television, 
DVR, music players, editorial content, consumer-generated content and all mobile technologies de-silos and further 
popularizes the content of books.  Media integration empowers readers to manipulate the content to fit their 
interests and needs, and therefore keeps their attention longer.

3. Create a Balanced Routine
Balance is crucial for publishers because it protects them from reader burnout.  Sure, reading is the primary mode 
of consuming the content, but interaction (tangible, digital, and emotional) gives people a literary 
destination when they are not in the mood to read. 

The perfect example of a publisher that is experiential is McSweeney’s, a unique publishing house that combines 
web, print, video, non-profit, and retail.  Each of the locations, under the name 826, are a hybrid of student center 
(offering tutoring, writing, and publishing for school aged children) and themed store, that could put any interactive 
retail space to shame.   Students flock to the classes and tutoring, while shoppers flock to the shopping experience 
as a tourist destination.  Whether browsing literature or buying themed tchotchkes, the profits fuel future readers 
and writers.

However, retail locations are not the only way to interact with books, characters, settings, and authors. A curatorial 
approach to the personalities, spaces, and forces that guide both fiction and non, brings people into the stories, and 
generates the desire to explore, thus replicating the relationship people value in entertainment.

4. Continue Involvement and Sharing
Continual involvement is the final step toward creating a more holistic role for publishers.  Books inspire social 
behavior.  They are marked up, discussed, passed around, bonded or argued over.  Therefore they are the perfect 
object around which to build communities.  Social object theory states that objects like a link, photo, event, or 
place, are the necessary underlying force that connects people by give them a centerpiece around which to bond.7 
However, publishers need to play the central role in defining and supporting these groups, so they can develop 
brand loyalists.  These communities need not take the form of online social networks, they can utilize Facebook 
or  Goodreads to provide specialized content and incentive to interact with one publisher over another.  They can 
also ensure that books maintain their shareable qualities even in the digital space through elements like social 
annotation, oral storytelling, and Digital Right Management free sharing. 

Why Should You Care:
Advertisers need to pioneer these changes because, if they are 
implemented, the future book will be the next big media.  Blending 
advertising with content is not new.  One example is the Hewlett-
Packard and Time, Inc. partnership in March 2009 in which HP 
products were integrated with DreamWorks characters on 3D-
rendered pages.  Similar opportunities present themselves in 
publishing. Brands can become part of both the publisher 
brand story and the literary story, helping create 
experiences with all three in the process and enabling 
more targeted and richer consumer relationships.  

7. McDonald, Iain. “Social Object Theory: The Secret Ingredient for 
   Powering Social Influence Marketing  Campaigns.” Razorfish Digital 
   Outlook Report 2009: 58-61. 20 Apr. 2009 
    <http://digitaloutlook.razorfish.com/publication/?i=13617>.







THERE IS A BETTER WAY TO BE SOCIAL
Brands just don’t know it yet

A BETTER WAY 
TO BE SOCIAL

Given that the definition of social is “the interaction 
of living organisms with other organisms,” 

and that a brand is not a living organism, 

but rather a collective of thoughts and 

gut feelings that a person has, a 

brand cannot be a member of a 
conversation.  That fact, though, 

has done nothing to dissuade 

brands from trying to infiltrate the 

online social networking space.  

Countless brands have built 
MySpace pages and Facebook 

groups, while some have even tried 

building their own networks from scratch.

Instead, brands need to understand that the 

opportunity is not to be a member of the 

conversation but rather to facilitate conversation 
between people.

The trend of social networking is being 

talked about as though it were a new 

idea. The truth is, social networking 
is a practice that has been around 

since the days of the caveman, who 

relied on communal interaction in 

order to survive.  It hasn’t always 

been limited to the computer screen.  
Since the advent of the internet, social 

gatherings have transformed from face-

to-face encounters into screen-to-screen 

“relationships.”  

ALEX ALOISE & KATIE FITZGERALD

Image courtesy of Razorfish Feed

According to the 2009 Digital Outlook Report by media agency Razorfish, brands spent 16% of their online marketing dollars in 2008 in the “community” category (i.e. placing advertisements on social online networks).  
Spending in the “news” category, on the other hand, has been on a steady downfall in the past four years and in 2008, during both an Olympic and an election year, “news” (i.e. placing advertisements on news websites 
like CNN, MSNBC, etc.) spending was only 7%. 
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Brands 
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As brands enter the social space, they find they 
have an opportunity to foster strong loyalty among 

people and thus create repeat customers.  What 

follows is a set of guidelines for brands to consider 

as they enter the social space.  These guidelines will 

not only help to improve the overall social 
experience, but will also encourage further 

interaction outside the walls of typical social 

networks:

Know Your Friends
You can tell a lot about a person by looking at the 

people they associate with. The same can be said 

for brands.  When it comes to brands, finding those 

who associate with your brand and what your brand 

means to them can help you gain a better 
understanding of your brand’s 

identity and how to grow.  

Pabst Blue Ribbon can be looked at 

as an example of a brand that 
discovered a group of people who 

identified with the brand on an 

entirely different level than 

consumers had in the past, and in turn, kept the 

brand alive.

PBR was a brand on its last legs.  To its rescue 

came the hardcore bike messenger community who 

embraced the brand as its own.  The working-class, 

anti-establishment history of the beer resonated 
with the bike messengers’ values.  Rather than 

taking this newfound community and producing 

mass communications, PBR became a silent 

partner to the lifestyle.  They did things like 

sponsoring rally races without presenting any 
explicit brand imagery, and allowed competing 

brands to have an equal presence at the events.  

Putting funds towards these events was a brilliant 

idea because what PBR understood was that by 

simply gathering those who lived the biker lifestyle, 
PBR would be seen by all, and the influence of their 

peers would reinforce the fact that PBR was the 
“biker beer.”

Co-Opt the Lifestyle
The opportunity at this point is to dive into this 

lifestyle and become a partner.  By doing this, a 
brand transcends the image of 

simple “product pusher” and 

adopts the role of “lifestyle 

facilitator.”  As Gareth Kay, 

Head of Planning at 
Modernista! says, “A brand 

needs to stand for something 

bigger than just what makes it 

stand out in its category.”  

One such partner was Jeep.  The brand co-opted 

the outdoor lifestyle that owners had embraced long 

before.  Jeeps were originally used during WWII as 

Army vehicles. However, upon returning home from 

war, people began using the strongly-built 
automobiles for off-roading adventures through 

tough and rugged terrain. 

 Over the years, Jeep has aligned itself with and 

endorsed the people who used the brand the most, 
as well as provided them with the tools to make 

their outdoor experiences even more memorable.  

The Jeep website encourages owners to go out and 

live the brand lifestyle.  It then allows people to share 

their brand stories and adventures through forums 
and Flickr. Additionally, Jeep created the Jamboree 

guidebook, which provides locations and ratings of 

Jeep trails throughout the country.  The Jamboree 

also organizes huge events where Jeepers gather 

to ride together. 



Image courtesy of Razorfish Feed

Provide Utility
Once the lifestyle has been identified, brands need 

to give people a reason to believe in their product by 

providing them some sort of utility.  Nike, and its 

Nike+iPod Sports Kit exemplifies a brand that gave 

people significant added value in each product 
usage through their online platform. 

Nike noticed that runners loved to talk about 
running and find others to run with. In response, it 

created the Nike+ community built around the new 

Sports Kit. The kit allowed runners to track their 

distance and average time per mile. The online 

community allowed runners to track their progress 
over time, give names to their favorite running 

routes, converse with other runners, create 

challenges, and find training groups as well as 

racing events.  Ultimately, Nike+ provided people 

with the tools needed to enhance their running 
lifestyle, while at the same time re-establishing itself 

as a top-of-mind name in the world of running.

Make Them Mingle

As Michael Ronkoske, 

Senior Account Planner 

from Cramer-Krasselt 

says, “The more time 

consumers spend online 
with your brand, the less 

they can spend offline 

interacting with your 

products.” One brand that took this idea particularly 

to heart was Harley Davidson.  

Owners of Harley Davidson motorcycles sought out 
one another to ride in groups on the weekends. 

Harley saw this and realized the opportunity to build 

both a stronger community and more loyal brand 

advocates.  In response, Harley created the Harley 

Owners Group (H.O.G.) chapters. The online 
community served as a place for owners to map out 

the best routes for riding, plan trips, and find others 

to ride with. 

Harley wrote the book on providing people 
opportunities offline to experience the brand as a 

community.  Rather than build a self-indulgent online 

shrine to itself, Harley realized that their online social 

network should encourage riders to go out and get 

together in order to experience what the products 
were ultimately made for, the ride.

An online social network is ultimately built to create 

a relationship between people and brands.  

Therefore, brands must move from the outdated 

measurement of hits to their website, and move to 
measuring relationships fostered by the site.  As 

Mike Arauz, Strategist at Undercurrent in NYC, 

writes, “Repeat activity or mentions from the same 

source or individual is a key performance indicator 

for relationships.”  Brands should learn to measure 
the expressions (blog mentions, brand experience- 

related Flickr pictures and YouTube videos, etc.) 

from their members, not the impressions.  

If a brand is not a social being, and can only be a 
topic of conversation rather than a part of one, then 

the true measure of success will come from the 

depth and breadth of conversations being had by the 

brand’s fans.  It’s up to the brand to be able to 

provide the platforms for those conversations to 
take place.  By following the steps outlined here, 

brands can do just that and finally find a better way 

to be social.



THE BIG PICTURE
In four soundbytes or less

1

2

3

4

Learn from those who love you best – in order to gain a better understanding 
of your brand, ask those who use your products most.

Don’t use an online platform as the only place to celebrate your brand, 
instead, celebrate the ways people use it and give them the tools that will 
make their experience with the brand that much better.

Don’t create a lifestyle or behavior for your consumers.  Find one that already 
exists and build your brand around it.

Create an online platform that will unite people who live that lifestyle and then 
push them offline to experience the brand together.

-Atkin, Douglas. The Culting of Brands: 
Turn Your Customers Into True Believers.
-Wipperfurth, Alex. Brand Hijack: 
Marketing Without Marketing.
-Worthen, Ben. "Business Technology : 
Why Most Online Communities Fail" 
<http://blogs.wsj.com/biztech/>.
-“Building Brand Communities” by Lee 
Dale <http://www.slideshare.net/>.
-Digital Outlook Report. Razorfish, 2009.
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The power of religion is crumbling

Religion, its following and its effect on people has been 

closely monitored, by many, for many years. According to 

the American Religious Identification Survey (ARIS) 2008, 

the percentage of Americans claiming no religion, which 

jumped from 8.2 in 1990 to 14.2 in 2001, has now 

increased to 15 percent. *Given the estimated growth of 

the American adult population since the last census (from 

207 million to 228 million) that reflects an additional 4.7 

million "Nones,” it is obvious that the power of religion on 

people has been diminishing. There has been a shift in 

what religion stands for and the purpose of having a 

religion.  

Religion is being redefined

I was born a Hindu but I am still trying to understand what 

my religion expects me to do. For me the values that my 

parents instilled in me is the religion I follow.  For some “ 

Religion is the way they do things everyday.”  Religion is 

being redefined and the question of “what will we pass on 

to the next generation in the name of religion?” needs to 

be given a serious thought. 

According to the ARIS 2008, the challenge to Christianity 

in the U.S does not come from other religions, but rather 

from a rejection of all forms of organized religion.  
Although this finding is based on Christianity, the same 

trend can be seen in all the other organized religions 

around the globe.

Religion gets “ Real”

People have now started questioning their religion and 

what it preaches. They do not meekly follow what’s being 

told to them. They want to make religion more tangible.  

They are dividing religion in 2 parts - spiritual and cultural. 

The spiritual part is the faith that people have in some 

supreme power but not necessarily a particular God 

belonging to a particular religion. The cultural part is the 

one that still focuses on the community aspect. People 

follow the cultural part of religion to still be a part of a 

group, but they have their own individual take on it.

Its time to look at how two different generations view 

religion and compare their viewpoints.
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*American Religious Identification Survey (ARIS) 2008

http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg
http://www.post-gazette.com/pg/images/200708/20070828BizReligion_dm_500.jpg


The religious 
renaissance. 

Having talked to two 

different age groups to 
understand how they 

view religion the insights 
unearthed put a 

completely new model of 

how the generation today 
consumes religion.

Gen X Gen Y Insights

Religion is what my sect/
people from my religion 

follow. 

Religion is what I 
interpret it as.

Religion is becoming 
more individual rather 

than societal. 

 Religion is to be 
consumed as a whole. 

Both the philosophy and 
the culture. 

Religion has 2 parts. 
Content and practice.

Religion is being 
customized 

Religion is a way of life. Religion is the 
philosophy of life.

Religion is more 
about choice than a 

code of conduct. 

R e l i g i o n s h o u l d b e 
preached and passed on.

“The more you preach the 
more we’ll rebel.”

Religion needs to be self - 
driven. 

While Gen X believed in stability and adherence to 

certain set principles, practices and customs, the 

generation today has seen a constant shifting and 

shuffling. Whether it is in the context of how they work, 

what profession they choose, what games they play or 

the media they interact with. They will not take 

anything at face value and that does not leave religion 

out.

The second point is that today’s generation has 

witnessed more destruction than the previous 

generations. Apart from the increase in such incidents, 

the connectivity that this generation enjoys with the 

rest of the world constantly brings such incidents taking 

place in different parts of the world to light. This 

generation is able to see and listen, form and voice 

their opinion on such issues.

         To better understand these view points and insights it was important to look into things that shaped these view 
points.

How does this translate to the way religion is being consumed by this generation and its future implications?



Key takeaways

This generation will move away from the idea that God is going to save the world

They have seen the destruction, the tragedy and they have seen people suffer. All this has distanced them from the idea of a 
supreme being. They will believe in spirituality because when in doubt that’s where they will draw their reserve of 
confidence from. They will take upon themselves to be the ones to make the changes - changes that will have an impact on 
the world in a positive way.

Religion will lose its sacredness

Religion will be the thing that will bind people together but it will lose its sanctity. It will be consumed like any other brand 
in the market. Religion will move from being sacred to becoming a part of the pop culture. People will engage with pop 
culture and consume religion in a way they find entertaining and spiritually energizing. 

Religion will have to change its story

This generation is following the exact phenomenon that one can see in the real market - the shift from mass to 
customization. For religion to speak to these people the religion will have to spill over from its current vessel and mix with 
others. “Only the relevant survive” law applies to religion. Religion will have to change its story. The moral will remain the 
same, but the story will have to be constantly modified. The same story will not work for the next generation. The 
ambassadors who promote a religion will also change.

Implication: 

The generation Y will be more involved in social causes. They will volunteer more for social causes and be more 
environmentally and socially conscious. They will have a better understanding of how to go about making a difference in the 
society.

Implication: 

The way our generation consumes religion will become part of a case study in a business school or a book on pop culture. 
God will become a figure that people will engage with. A figure that would educate as well as entertain them.

Implication: 

Celebrities would be the ones to spread the message of religion. The way Madonna brought Kabbalah to the forefront and 
Tom Cruise discussed Scientology. Both these celebrities attached their star value to their religion and help spread the idea. 
Religion and its teachings will have to be incorporated in a story, music, art that is relevant to this generation.



Conclusion

 All the above mentioned implications could very well lead us to believe that the whole model of religion is going through a 
radical change. This is to accommodate the new way of thinking as well as create a more tangible form of religion that this 
generation can really feel a part of and would want to interact with. 
This interaction with God is being taken out of the formal places of worship and a new way of embracing religion is being 
implemented. Music, dance and other art forms, to name a few, are becoming the means of embracing spirituality. This kind 
of self-chosen means of expression of ones religion is more likely to form a more liberal and broad platform for religion to 
exist in.

Religion will become self-sustainable

Religion will become individual and people will customize their religion. And, since they have customized it they will build 
up the energy around it and would want to share the enthusiasm. This will make people want to interact with it and 
eventually spread it. 

Implication:

Religion will not be treated like an heirloom that is passed on from one generation to another anymore. The new form of 
religion will be tested for its relevancy from time to time and only if it passes that, would it be shared and passed on to the 
next generation. Religion is going to become innovative to encompass the generation and the culture it would live in.
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T     he top-down model of designers doling 
out fashion trends is dead. When it comes 
to style, the newest trends are born from 
bloggers. And the fashion industry is begin-
ning to take a backseat to the digital trend-
se�ers. These Styledrivers are changing the 
defini�on of fashion, from an una�ainable 
ins�tu�on and toward a world of shared 
expression. For decades, the fashion indus-
try has maintained a “look, don’t touch” 
philosophy, showcasing designs in runway 
shows, chic bou�ques, and the glossy pages 
of magazines. But in an era of digital pos-
sibility, sites like Chictopia, Fashiontoast, 
and Stylemob have generated a revolu�on 
around par�cipa�on. 
   Declared “the next big thing” by Teen 
Vogue, Chictopia.com is at the forefront of 
the online style community. The site hosts 
hundreds of individual style blogs and helps 
to fill the void set by the fashion industry. 

Founder Helen Zhu explained her decision 
to start the site, saying, “A lot of the maga-
zines push great inspira�onal photography, 
and pictures of models and celebri�es, 
which is fine. It’s beau�ful and enjoyable. 
But it’s not about what real people wear.” 
   Online, style is manifested in a mul�tude of 
ways, but not all blogs are created equal. 

OBSERVATIONAL
   Observa�onal blogs seemingly offer a 
candid showcase of on-the-street style, but 
they actually reinforce the fashion indus-
try’s old model of an editorialized spread. 
Such is the case with Sco� Schuman’s “The 
Sartorialist,” a blog of on-street fashion. 
Schuman, an industry alum, hand picks 
people to be featured on the site. However, 
featured guests are hardly random. Scour-
ing the streets of Paris, Florence, and Soho, 
Schuman is more like a paparazzo to the 
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fashion elite. Among his regularly featured guests are 
fashion directors and stylists from Japan’s Vogue. 
   Though maintaining a degree of on-street authen-
� city, this one-dimensional perspec� ve builds walls of 
exclusion. The editor, in this case, Schuman, becomes 
an authority on fashion. Schuman explained the mo� -
va� on behind his blog, saying, “My only strategy when 
I began The Sartorialist was to try and shoot style in 
a way that I knew most designers hunted for inspira-
� on.”  The Sartorialist merely replicates the industry’s 
internal monologue. It’s missing the true spirit of what 
moves style online.  

PARTICIPATORY 
   Par� cipatory style blogs put sharing into prac� ce. 
Whether hosted individually or as part of a community 
like Stylemob or Chictopia, par� cipatory blogs give us-
ers the power to upload themselves. All it takes is a 
digital camera, a clever user name, and a strong sense 
of style. Each daily pos� ng is more than just a photo of 
an ou� it; it’s sharing a style story. 
    Twenty-fi ve year old Rumi Neely,   author of Fashion-
toast.com, has been journaling the history behind some 
of her favorite pieces since September 2006. “FINALLY 
wearing the Topshop sweater I bought last year. It re-
minds me of Waterworld... as horrible as that movie is, 
I’m totally into the idea of looking like an apocalyp� c 
pirate. Favorite part = s� cking my thumbs through the 
holes.” The authen� city of her voice snowballs into a 
personal connec� on with readers. Comments serve as 
a discussion forum, with the average post garnering 

about 150 remarks within a few days. 
   The infl uence of Styledrivers like Rumi 

is derived more from intui� on 
than established 

know-how. 
T h e y 

build communal connec� ons through personal pas-
sion, and no prior industry experience is necessary 
to join in the conversa� on. Helen Zhu used her lack 
of fashion exper� se to her own advantage in founding 
Chictopia, explaining, “I thought I had a talent in fash-
ion, not because of my knowledge or experience, but 
because I have good taste.”  While it may not surprise 
that the vast majority of Styledrivers are under the age 
of 25, their impact on fashion is paramount. 

FROM BLOGGER TO BRAND
    Styledrivers have generated a cult  following of 
people who get caught up in their lives, returning day 
a� er day to fi nd out what they have been up to. It’s 
this two-way commitment that makes the diff erence 
between a par� cipatory style blog and a fashion maga-
zine. These followers have an opportunity to share in 
the evolu� on of Styledrivers, and feel like they play a 
part in their growth. 
     In return, Styledrivers have begun to understand the 
extension of their role as infl uencers and are realizing 
that they can add to the community beyond the blog. 
A few leading-edge Styledrivers have already begun to 
evolve into their own brands. In this sense, they have 
a compe� � ve advantage over tradi� onal fashion ins� -
tu� ons, which are less fl exible to change. Styledrivers 
can more easily evolve and adapt to the fast-paced 
community that supports their online presence. 
   Just as a brand develops mul� ple touchpoints to 
involve consumers, Styledrivers are branching out to 
reach followers through mul� ple outlets. This blurring 
of industry lines is being pioneered by the likes of Fash-

iontoast’s Rumi, whose 
blog is a hybrid 

of style 
jour
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models

staged

forced

nalism and online retail. A� er Rumi posts an image of 
herself and shares the story of a piece, followers can 
o� en link directly to the clothing, which is featured in 
her eBay store. Rumi has essen� ally become her own 
storefront.
      Recently, she broke new ground by inking two deals 
that have tradi� onally been reserved for industry icons 
like Kate Moss. As Teen Vogue predicted, “We always 
had a feeling that our favorite fashion blogger was go-
ing to go on to do great things... We think Rumi is the 
personifi ca� on of SoCal-cool, so it’s no wonder she 
landed such a covetable campaign.”  A� er posing for 
niche clothing company, RVCA, Rumi was tapped as 
talent by a renown modeling agency. She has become 
representa� ve of the impact of everyday people to be 
at the style forefront. Addi� onally, her modeling deal 
with RVCA has grown into a designer partnership, in 
which she will be developing her own line of apparel. 
While Rumi’s case is unique, brands should proceed 
with cau� on as there is a fi ne line between working 
with Styledrivers and  taking control.

DKNY’s MISTAKE
      Several brands are beginning to forge their way 
into the digital style conversa� on. But too o� en, their 
eff orts are misguided. Recently, DKNY Jeans tapped 
Sco�  Schman of “The Sartorialist” as photographer 
for the brand’s Spring 2009 print campaign.   Following 
Schuman’s penchant as paparazzo to the fashion elite, 
the ads depict celebri� es like Sean Lennon and mod-
el Daisy Lowe, with Soho as a backdrop. While hiring 

Schuman to produce ads may seem like a wise way to 
capitalize on the blogger’s fame, but it actually skews 
the very no� on of his success. The true brand opportu-
nity is not so obvious.  
     DKNY’s co-opta� on removes all authen� city associ-
ated with “The Sartorialist.” As one Fabsugar.com read-
er commented, “Is it weird that I love the site, “The 
Sartorialist,” but really dislike the idea of Schuman 
doing ads?”  It’s clear that any brand appropria� on 
of the style blogger phenomenon is off -limits, even 
if it comes from the observa� onal blogger’s perspec-
� ve. Brands must realize that it is a privilege to be part 
of the online style community. It is a right that must 

be earned. Infamous blogger turned Marc Jacobs 
muse, Bryanboy, emphasized, “I think readers trust 
us [bloggers] because they know we don’t have a 
vested interest. We don’t have editors or adver� s-
ers to please like magazines and I think that gives 
us a lot more cred.”  

BE AN ADVOCATE 
       So, what’s le�  for fashion brands in a new real-
ity cra� ed and nurtured daily by Styledrivers? 
    The true opportuni� es will be taken by fashion 
brands that understand the need to act like sup-
porters for the advancement of online style com-
muni� es. The core value of these communi� es is 



SETTING THE STAGE
   Styledrivers have set the stage for the fashion industry’s 
revival. These pioneers have enriched fashion, culture 
and conversa�on around brands in a way that was not 
possible before. This movement of ordinary people has 
re-injected passion into an industry with a narrow view. 
There is no turning back from this contagious growth. In 
only six months, Chictopia has seen its audience grow 
from roughly 4,000 visitors to nearly 14,000 visitors a 
month.  But the industry shouldn’t fear what’s to come. 
The quicker fashion brands are to embrace these com-
muni�es, the easier it will be for them to be a welcomed 
part of their expansion. 

[sources] i. Chictopia.com/CheriChictopia   ii. Thesartorialist.com  iii. Ramos, Dino-Ray. “Entrepreneur- Helen Zu...” Asian Week. h�p://neaat.wordpress.com. 1/4/09.
iv. Nevi�, Naomi. “Fashiontoast’s Rumi Neely...” TeenVogue.com 1/16/09.   v. Fashiontoast.com    vi. Kaplan, Julee. “DKNY Jeans Hits the Street.” WWD.com 12/15/08.
vii. Fabsugar.com. 2/7/09.    viii. Wells, Rachel. “Have Laptop, Will Travel...” Sunday Age. 5/4/08.   ix. Fashiontoast.com. “The Ungaro Show.” 3/9/09.
x. (xi.) Hall, Steve. “American Apparel Hooks Up...” Adrants.com. 1/20/09.     xii. Haynie. Susanna. “Click to Buy...” Spring-
wise.com. 9/5/08.      xiii. Quantcast.com

Name: Jessica Barrera
Age: 23
Hometown: Chicago, IL
www.jessicabarrera.net

shared authen�city: real people, real stories and real 
freedom of style and expression. In order to have a li�le 
piece of this world, fashion brands must show recogni-
�on of Styledrivers by invi�ng them into the once unat-
tainable world of fashion.                 
     Recently, high-end designer Emmanuel Ungaro show-
cased Rumi of Fashiontoast, as a muse for his Fall 2009 
collec�on. Addi�onally, Rumi was given VIP treatment 
at the Paris runway show, where she was dubbed “the 
girl on the mood board.”  For a Styledriver, this is the 
ul�mate recogni�on. 
    But acknowledgement needn’t be so over-the-top. A 
subtle nod from a fashion brand can go a long way. For 
example, American Apparel has tapped into Chictopia’s 
top style icons, that is, those with the most pos�ngs. 
Not only has American Apparel hosted ads featuring 
the girls in AA clothing on Chictopia.com, with a spe-
cial discount for Chictopia members, but they’ve also 
set aside a piece of their website to serve as a stage for 
their style. As if that weren’t enough support, AA.com 
also links directly to the girls’ profile page.  

    In addi�on to recogni�on, the most successful 
brands will be those who become a partner in style de-
velopment. This means providing the tools for aspiring 
Styledrivers to define and discover their own style. One 
brand that has recently built on this idea is UK-based 
S�tsh.com. The site takes the model of on-the-street 
style to the next level by offering direct links to the 
fashions showcased. Through partnerships with retail-
ers like Topshop, users can click straight to the source 
and buy the clothes showcased on real people.  

}
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Name: Juliana Siqueira
Age: 27
Hometown: Sao Paolo, Brazil
www.julianasiqueira.com
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An Emergency Marketing Plan for Time

Excess consumerism has come to 
America. Not only do people burn their 
money on food, electronics, luxury 
products and various services, but 
engaging with these things takes a huge 
amount of time as well. And that’s the 
par t we think less about. The desire for 
more time is a new materialism. 
Materialism is not only about an 
excessive interest in or desire for money 
or possessions but for time as well. As 
stated in the Families and Work 
Institute’s National Study of the Changing 
workforce, 55% of employees say they 
don’t have enough time for themselves, 
63% don’t have enough time for their 

spouses or par tners, and 67% don’t have 
enough time for their children. It appears 
their every day is a marathon against a 
watch. A marathon that is so diff icult to 
win. The demand for time is high and the 
supply is limited. Inevitably, we are living 
in a fast-paced world, a world that 
hastens commerce, culture, lifestyle, 
education, politics, information, etc. We 
probably never imagined this. It enforces 
us to keep up with that pace level. 
Getting through the 24 hours, each day, 
is almost like wading into a raging river. 
Procrastination and to-do lists never 
found a way to compromise. 

TIME is
the

ultimate
product

Situation Analysis
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To get consumers to make decisions based on 
time-value proposition 

To encourage consumers to use time wisely and 
proactively

 

Living in a world that 
relies on and promises 
technological advances is a 
double-edged sword. It’s 
supposed to provide 
convenience and 
productivity but at the 
same time, it could turn into 
a Pandora’s box too. A 
symptom of the problem is 
putting an extraordinary 
effor t to do more in a 
workplace. Workers are forced to do several things 
at once, known as multitasking. Multitasking is not 
the most productive way to get the jobs done as a 

result of shifting a focus back and for th between 
too many things. 

A stream of choices and distractions surrounds 
consumers. Even small 
decisions require longer 
time to make because 
‘freedom to choose’ 
becomes ‘wasting time to 
choose.’ In the IPA’s 
TouchPoints study, 84 
percent of adults admit to 
having consumed more 
than one media in the same 
half an hour in any given 
week. Fur thermore, the rise 
of three-screens generation 
drives the availability and 

accessibility of the content and information. Hence, 
is having choices a freedom or a handcuff? 

Objectives

Market Def inition

Segmentation

The Time  Planter The  Lemon Squeezer

The  Equilibrium The Time Pirate

•Very meticulous about minute 
details in using time
•Hold an ability to use high f luidity of 
time to gain advantages
•Use time to make more time 

•Invest much time on organizing 
•Utilize time in hand effectively 
•Work hard, play hard
•View time management as 
playing jigsaws

•Handle time really well at work 
but loosen up for personal life 
•Well balanced in working and 
personal life
•Procrastination is a key barrier of 
being productive

•Like to waste time and steal time from 
others
•See no value in time and don’t know 

how to spend time effectively
•The way of life maybe 
slower than a second hand
•Always think time is plenty
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No matter what job or business you handle, 
checking a ton of emails, answering and making 
endless phone calls, running unimportant errands, 
attending meetings, checking out websites all 
demand a ton amount of time. The 60- to 80-hour 
work week is a new yardstick by considering getting 
up at night to send emails, making a conference call in 
bed and having 3 cell phones is normal. The f luidity of 
time has constantly increased against the notion of a 
typical daytime or weekday is for working. The 
f luidity turns a watch into just a circle of numbers 
since it doesn’t really matter anymore. Anything can 
be accomplished beyond 9-5, Monday-Friday or while 
Americans are sleeping. 

It’s time for Americans to focus more on ‘doing 
fewer things better’ instead of ‘doing more better 
things.’ There are many time wasters out there trying 
to steal our time away and we don’t have to deal 
with them by ourselves. Think about it, we can save a 
ton of time by outsourcing to personal assistant or 
specialized company. The idea of outsourcing is not 
limited to a corporate level since living in the fast 
paced world makes people squeeze every minute 
they have. Then, Americans can focus on the time 
they can save to do what they do better.

Competitive Force

Procrastination | Running errands | Rushing | Answering phones and emails | 

Paperwork | Meetings | Television | Interwebs | Social Networking

Distribution

Key to Success#1

What can personal 
outsourcing do for you?

✓Reading and answering 
+50 emails a day

✓Booking f light tickets

✓Finding a babysitter

✓Paying bills and utilities 

✓Filing tax return

✓Planning a vacation

✓Buying books and DVDs

✓Scheduling plumbers, 
maids, and electricians

✓Doing secretarial stuffs

✓Making reservations

✓Finding a date

Description Required Time

1 hour+

15 min+

1 hour+

15 min+

30 min+

1 hour+

30 min+

20 min+

30 min+

15 min+

3 hour+

You can save 9 hour+
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Moving from an era of focus on brand awareness 
to brand engagement has taught us that marketing 
doesn’t give bir th to branding, the consumer does. If 
we def ine the brand engagement term as a process 
of forming an emotional and rational attachment 
between a person and a brand and convincing a 
person to spend their time connecting to a brand as 
much as possible, the term is now obsolete because 
the consumer landscape has changed. Winning 
consumer’s hear t today is about giving time back to 
them. Once they know and understand that brand 
utility, they will keep coming back and stay loyal to the 
brand because they know they are not wasting time 
but saving time. Consider the case of Starbucks and 
Dunkin’ Donuts,  Starbucks is facing store closings 

and decrease in revenue while Dunkin’ Donuts is 
going into store expansions and increase of coffee 
sales. DD’s tagline, America runs on Dunkin’ speaks 
relevantly to today’s consumer by focusing on serving 
fast and grab-and-go. On the other hand, Starbucks 
is still talking to consumers to come hang out, listen to 
music, and appreciate their ar t on the wall without 
realizing how much valuable time they may be 
wasting.

Key to Success#2

Key to Success#3

One of the key standard criteria in def ining a 
target market is disposable income. Def ining the 
target market should go beyond typical 
demographics. No one ever talked about how much 
disposable time the target has. It becomes more 
relevant in today’s consumer whether they are willing 
to pay their time for your brand based on their 
disposable time they’ve got. If the assumption that 
wealthy Americans tend to have less time and 
middle class Americans tend to have more time is 
verif ied, the idea of disposable will be more relevant 
in today’s marketing world. (This will be a visual to 
get the point across, showing a product with price 
tag and also time tag saying if you want to buy this 
product/brand how much time do you need to 
interact with it or get your job done)

Price

Time

$ 140

5 Min

$ 24

40 Min

Price

Time

$ 700

20 Min

$ 199

2 Weeks

House Cleaning

Building a website

VS.

Oakie Chiraskamin
Communications Strategy

VCU Brandcenter



http://www.brandcenter.vcu.edu/

communications strategy

http://www.brandcenter.vcu.edu
http://www.brandcenter.vcu.edu
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