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You can’t save the world 

from your laptop
But we all have to start somewhere                By   Katie   Chapin

We are a generation that 
supposedly wants to save the 
world.  At the same time, when it 
comes to good old-fashioned 
volunteering, we often tell 
ourselves: we’re too busy, we’ll do 
it when we have more free time, we 
can’t make such a big 
commitment, someone else will 
help out. We make a promise that 
when we’re retired and have the 
time and money, we’ll be the best 
volunteers the world has ever seen. 

Thus we become inactive, yet 
satisfied with these future selves 
that we’ve created in our minds. 
Only, the excuses never end.  No 
matter how different we think our 
lives are going to be in the future, 
we’ll be saying the same things 10 
years down the road. But when it 
comes to volunteering, there are no 
real excuses.  The time for 
volunteering is always now. 

DO SOMETHING vs. DO 
NOTHING  
Everyone has a choice.  You can 
either choose to do nothing or you 
can choose to do something.  
Increasingly, we are choosing 
inactivity.  We’re at a point in our 
lives where volunteering is no 

longer a requirement for school or a 
fun thing to do with our 
extracurricular groups.  
Volunteering thus far has been 
mostly social events organized for 
us where the only thing we had to 
do was show up. This is no longer 
the case. The training wheels have 
been taken off. Now, we’re 
expected to take initiative and 
organize our own volunteer efforts. 

However, for some of us, those 
training wheels were the only things 
keeping us on the bike. Now that 
they’re gone, we’ve stopped riding 
all together. 

VIRTUAL TRAINING WHEELS
We need to build back up that 
volunteering muscle memory that’s 
started to fade. It’s time we get 
back on the bike.  That’s where 
virtual volunteering can work its 
training wheel magic.   While most 
of us think of volunteering as a 
term reserved for food drives, 
community clean-ups, and house 
construction, there’s a whole other 
realm that exists online. 

We grew up with the worth of our 
volunteering being judged on the 
time spent and effort exerted, but 

now you can hop online in an 
instant and be dubbed a volunteer 
for giving as little as 30 seconds of 
your time to web based work.  No 
matter how busy we claim to be, 
we all have some downtime in our 
day.  Virtual volunteer organizations  
are capitalizing on that downtime. 
And at the heart of it, virtual 
volunteering is making volunteering 
so accessible that finding an 
excuse not to act is practically 
impossible. 

TEST DRIVING 
OPPORTUNITIES 
We’ve all probably managed to get 
ourselves trapped in a volunteer 
commitment that just wasn’t what 
we expected.  This can be 
discouraging.  Yet virtual 
volunteering makes it possible to 
‘test drive’ different tasks and 
organizations before you get in too 
deep. Finding a volunteer effort that 
suits you perfectly is not an easy 
task.  But virtual volunteering 
opens up doors that you may never 
have considered by: 

Eliminating geographic barriers:  
For example, icouldbe.org, an 
online e-mentoring organization 
makes it so that the president of a 



large corporation in Arlington, Virginia can 
mentor a child in East L.A. without ever leaving 
the office. 

Removing the inconvenience of a long-term 
commitment: On beextra.org, a micro-
volunteering platform, site visitors and iPhone 
app owners can volunteer for as little as 30 
seconds doing tasks like translating documents 
and looking up job-leads.  You volunteer task to 
task whenever you have time to spare. 

Extending the hours of volunteering: 
Volunteering online gives you the freedom to 
volunteer on your own schedule.  There’s no 
need to show up at a certain time, it’s a 24/7 
opportunity.  So instead of having to plan 
ahead, you are able to volunteer at a moment’s 
notice.  

All of these benefits are making online 
volunteering an attractive option, but simply 
acting online isn’t enough.  

LOST IN TRANSLATION 
For all the great things associated with virtual 
volunteering, there’s a lot that’s missing.  

Loss of community:
Looking back at traditional volunteering, it 
started in the U.S. as a means of survival. 
Individuals couldn’t make it alone. Neighbors 
depended on each other when it came to the 
hardships of daily life.  Barn raisings brought the 
entire community together.  These communities 
were brimming with trust, collaboration, and a 
pay it forward attitude.  

Today as one couple so eloquently put it, “We 
have friends on the internet, but we don’t even 
know who lives next door.”  The type of 
communities we live in are changing.  Tight-knit 
local communities have given way to one big 
global community tied together by technology. 
But while technology may be facilitating this 
new global community, there is a central human 
element to volunteering.   It’s about forming 
relationships and sharing an experience with 

other volunteers who have your same 
dedication to service, something that’s hard to 
do while sitting alone on one side of a screen.

Loss of commitment: 
The fact that virtual volunteering takes place 
online makes it seem less ‘real.’ When you take 
away face-to-face contact and add the veil of 
online anonymity, you lose a sense of 
accountability.  No one really knows who you 
are or is standing over your shoulder watching 
you.  The nature of the internet makes it seem 
like there are tons of other people out there 
willing to do what you’re doing; that you are 
disposable.  Without physically seeing anyone 
counting on you, it’s easy to think that they 
aren’t.  

Without commitment, volunteers aren’t 
invested.  That commitment is what makes you 
feel like you play an important role in furthering 
the long-term goals of the organization.  And 
while it may demand more time, commitment 
enhances the overall experience and effort that 
goes into volunteering.   

Loss of motivation: 
A lot of people claim they volunteer for purely 
self-less reasons.  But reasons are often 
masking needs.  Whether they are looking for a 
sense of belonging or to feel wanted, online 
volunteering takes away face-to-face 
interaction, making these needs much harder to 
meet.  Online volunteers are essentially ‘doing 
good’ in a black hole.  They’re working alone, 
without necessarily knowing exactly who they’re 
helping or the impact they’re making.  When 
you aren’t feeling or seeing the affects of your 
actions it is much easier to lose motivation.   

Volunteering isn’t always going to be fun.  But 
surrounding yourself by others participating in 
the same act or seeing the smile on the face of 
the person you’re helping has the power to 
make all of your hard work worth the added 
effort. 

So while virtual volunteering is a great place to 
start, we can’t just stop there. 

RECONCILING TWO WORLDS
We often jump to the conclusion that digital is 
better.  It’s faster.  It’s cheaper.  It covers more 
ground.  But digital is limited.  At the end of the 
day, volunteering is about humanity and part of 
that is lost online.  While traditional volunteering 
and virtual volunteering can stand on their own, 
their strength lies in their convergence. 

Virtual Volunteer 
Profile: Hungry for 
More

You!d think virtual 
volunteers are the 
armchair activists of the 
world.  Many articles 
about virtual 
volunteering tout the 
benefits of being able to 
save the world in the 
comfort of your 
pajamas.  That picture 
couldn!t be further from 
the truth.  Over 75% of 
the volunteers online 
are also volunteering 
offline. Virtual 
volunteering isn!t an 
excuse to drop their 
current volunteer 
commitments; it!s a way 
for these über 
volunteers to add even 
more "good deeds! to 
their plate. 

Doing Good Online

Some virtual 
volunteering ideas that 
are currently in use: 

Translating documents
Proofreading 
Tagging pictures
Researching proposals 
Designing marketing 
materials
Tagging public locations 
Mentoring
Electronic hospital visits
Support chat rooms
Maintaining a website 
Rating conference 
tweets
Responding to questions 
Giving feedback on an 
organization!s materials 
Finding pictures and 
video clips 
Sharing stories 



How can we bridge the divide between these 
two worlds? 

1. Create a future resource pool: Virtual 
volunteering is an opportunity to rekindle that 
internal propensity to serve.  The more natural 
this behavior becomes, the better the chances 
of transforming online volunteers into more 
committed offline volunteers.  We need to treat 
online volunteers as an investment in the future.  
Engage them online in ways that offer an 
element of personal fulfillment that once 
achieved, can then be elevated even further 
with offline volunteer opportunities. 

2. Connect communities: Establishing 
relationships online isn’t easy.  Volunteers feel 
unnoticed when they are sitting alone on one 
end of a screen.  Connecting the online and 
offline volunteer communities will bring back the 
communal aspect of volunteering that makes it 
worthwhile and make online volunteers feel they 
are truly part of the organization.  This can be 
achieved by having designated free Wi-Fi spots 
where online volunteers can volunteer together 
or even by creating short-term, low 
commitment opportunities to give online 
volunteers a chance to get more face-to-face 
interaction with the organization and the 
community.  By connecting the offline and 
online communities, the result will be 
strengthened ties to the organization and to the 
cause. 

3. Mix digital with traditional: Volunteering online 
vs. offline doesn’t have to be an either/or 
decision.  Take for example, 
ifwerantheworld.com. It is an organization 
blurring the lines between online and offline 
volunteering.  It allows people to organize their 
own volunteer efforts based on their passions, 
then utilize online social networks to recruit 
others to join in and complete micro-actions 
that contribute towards their larger mission.  
While some of the micro-actions can be 
completed online, others involve offline action.  
Using the web to inspire individuals to organize 
volunteer efforts, whether they can be 
completed online or offline, is easing that 
transition from training wheels to riding all on 
our own. 

4. Paint the bigger picture: When performing 
micro-actions online, you can only see a small, 
seemingly insignificant part of the picture.  
Illuminating the grander scheme gives virtual 
volunteers a reason to believe their actions are 
contributing to the greater good.  Not to 
mention it’s also an opportunity to show them 

how they can take the next step in increasing 
their commitment to an organization.  While 
asking them to jump into the big picture right 
away might be too overwhelming, offering up 
baby steps makes volunteering seem 
manageable.   

INCREASING OUR APPETITE FOR DOING 
GOOD
I think we’d all like to do more good.  But as a 
society we’ve developed the talent of creating 
excuses and pushing what we’d like to do 
further into the future.  But no matter how far 
into the future we push, we’re never really going 
to have any more time than we do now.  When 
it comes to volunteering, now is always the 
time. 

For all the things that online-volunteering often 
isn’t: a long-term commitment with 
accountability and face-to-face relationships.  It 
does offer training wheels.  It’s a precursor for 
those of us who need a push.  In the choice 
between inactivity and activity, virtual 
volunteering is a catalyst.  It’s often easier, less 
time consuming, and still offers a sense of 
contribution.  But it is simply the start to 
pursuing a much larger end goal, recruiting 
offline volunteers.  Virtual volunteering will 
continue to evolve and become a force for 
change, but the strength of that evolution lies in 
building that bridge that leads from inactivity to 
real world action.  So get out there and put on 
the training wheels if necessary, but it is time we 
all get back on the bike.  
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 Tribal generations 

FROM CRADLE TO CAR KEYS to first job to first grandchild, we don't undertake 
life's mile markers by ourselves. 

Friends and family share our experiences on a personal level, true, but each of us 
also belong to a larger context -- our generation. With every developmental 
milestone we log, like high school graduation and marriage, we're likely to be in 
step with our larger generational cohort. When global crises like September 11th 
hit, that inter-connection deepens because these events add to the bank of 
common experiences that unify us.

William Strauss and Neil Howe, authors of "The Fourth Turning" (1997) note that 
generations cover a span of about twenty years -- the number of years once 
required for a person to be born, mature, and give birth to the next generation. 
Lately, however, advertisers and cultural forecasters have leapt into the ring to 
contest that time span. Bob  Johansen, forecaster at nonprofit research group,  
Institute for the Future, says, "for those 25 years old or younger, the definition of a 
generation is now about six years. The difference between a thirteen-year-old and 
a nineteen-year-old is significant. This world is rapidly  changing… [for instance] 
only the thirteen-year-olds are true video natives."

It's not just intellectual heavyweights speaking out either. In our online survey of 
over 100 people (Generational Commonalities Survey, March 2010), one 
Generation Y respondent noted:

"[I remember] a time when there were no computers, no cell phones... younger 
members of my generation take that for granted."

In light of the above, technology seems the likely  culprit in the breaking down of 
generational bonds. If so, technology truly is the answer that begs the 
question: what CAN'T it do? 

As it turns out, it can!t shorten a generation.

The term 'generation' essentially strips down to 'one complete life cycle'. People 
accomplish a development between the ages of zero and twenty that!can't be sped 
up, partly because the process of biological development cannot (yet!) skip  a step 
and sprint forward. Basically, nobody can beget the next generation before they 
themselves mature, technology or no.!For as long as this holds true, there must 
always be a block of people coming of age within a twenty year span, and 
sharing the same basic experience.

By: Christina Herrmann & Layne Wilson

For those 25 years old or 

less, the definition of a 

generation is now about six 

years. The difference between 

a thirteen year old and a 

nineteen year old is 

significant. This world is 

rapidly changing... [for 

instance] only thirteen year 

olds are true video natives.

“

”-- Bob Johansen, 

Institute for the Future

What some cultural anthropologists think of as 'technology slicing 

generations shorter' may not be the right way to look at the issue. What if 

that fascination and comfort with technology simply  illustrates their 

membership to a TRIBE centered around technology? We might call that 

tribe  a MICRO GENERATION, but it would still be an affinity group within 

the larger context of a twenty-year cohort {see Figure 1}. 

>>

A DUAL LENS ON 

IDENTITY



Those all-important shared experiences which once galvanized folks within geographical or generational reach only, have 
burst out of the conventional boundaries and into the World Wide Web. Does the fact that a person can now connect with 
anyone (i.e. through a virtual shared experience), at the swipe of a mouse, render the generational construct less relevant 
than the tribal one?

According to our Generational Commonalities Survey, not yet. Almost two-thirds of the respondents told us that they felt well-
defined by their generation (be it Gen Y, Boomer, etc.), even if they  jotted down a few areas where the fit wasn't glass-slipper 
perfect (e.g. religious beliefs, fashion, etc.).

We believe that both generations and tribes are useful, but 
especially poweRful when considered together, in interaction 
with one another.

A tribe, based on Seth Godin’s definition (“Tribes,” 2008) is a group that:

1. Shares a common interest (technology, in this case)

2. Believes in a core idea (arguably, that technology grants connectivity)

3. Shares a common vernacular (for instance, LOLspeak)

Lady 
Gaga 
fans

techno
philes

backyard 
activists

Micro

tribe
generation

Macro

Figure 1

Neither a tribe nor a generation is a stronger reference, but rather they must be looked at together. While our tribal references 
do have a strong impact on our daily lives, they are an added lens on top of our generational reference, which was formed 
early in life and dictates much of what we value.

It!s important to note, however, that tribal membership is not bound by age. A  tribe can contain members of multiple 
generations, and vice versa. No tribe is inherent to any one generation.



generations and 
tribes, spotlit

Brand Biology

Brands live almost human lives, beginning at infancy and developing towards ripe middle age. Unlike a human, however, when a 
brand faces death it can rebirth itself by reloading into the cycle at infancy {See Figure 2}. 

Though it might seem like a touch of the semantics, the distinction between generations and tribes needs to be sharp. We propose 
that reaching out to tribes will have a high impact during specific stages of the brand cycle, and that generation-targeted 
messaging would suit others. ! 

An infant brand should seek a tribe that matches its core. These tribespeople will love, follow and grow the brand. After the brand 
gets on its feet, it's time to expand its audience by  seeking several more affinity  tribes whose loyalty will act as a platform into 
mainstream culture. Once a brand has a stable following, it has reached midlife. Progressing into mainstream will require taking a 
megaphone to its choice generation, highlighting generational-type concerns such as value alignment between brand and 
customer. This strategy also brings the brand into maturity as it wins more generations over by helping them see their reflection in 
the brand. As a brand passes beyond its zenith, it has but two options: 

1. Allow the brand to die
2. Return to the original core target and renew itself

The distinction between a tribe and a generation can be subtle, especially since they sometimes live 

together. While generations are always independent, tribes can live either within or independently from a 

generation. 

The different but complementary core concerns of generations versus tribes are clarified by sampling 

psychologist Lev Vygotsky!s concept of value construction: core values are stable. While attitudes and 

behaviors might undergo some flux, any internalized value (i.e. independence for Millennials) will remain
u n c h a n g e d r e g a r d l e s s o f t r i b e 

memberships. In short, while a tribe!s 

attitudes and behaviors may change, we 

can expect a generation to remain pretty 

stable. 

Mobile phones, for instance, seem to fulfill 

a macro need for the Millennial generation 

(think the values depicted at the top of 

Maslow!s hierarchy). Rather than simply 

fulfilling the desire for communication, they 

fulfill a greater need on the hierarchy - 

autonomy, or untethered freedom. Though 

the tr ibe of technophi les has existed  

throughout history, the generational needs 

it fulfills are different. 

Lastly, the impact of tribes and generations 

c h a n g e s a s w e g r o w o l d e r . T h e 

generational reference becomes even more 

relevant as we age because we!re no 

longer trying on different tribes the way we did in our youth. As we age, we define ourselves more 

simply and identify more with those who share our frame of reference as opposed to our interests.

Generation Tribevs.

• Macro • Micro

• Psychographic + 
Demographic

• Psychographic

• Values • Behaviors & Attitudes

• Lasting Needs • Trends

• Stability • Change

• High Impact in the Long-
Term

• Low Impact in the Long-Term

• Membership is a Given • Membership is an Option
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Figure 2

• Look at tribes and generations in tandem, not separately. Examining, for instance, why certain 

members of a generation choose to participate in different tribes will reveal fresher insight.

• Avoid overgeneralizing generational characteristics. Statements like “Gen Y consumes technology,” 

while true, lend themselves more to media placements. It !s more important to communication strategy 

to understand the underlying motive for a generational member to use technology. After all, a 

generation is a psychographic as well as a demographic.

• Note the importance of life stage as it applies to shared experience. For example, Millennials who 

were 5 when 9/11 happened have a very different memory of the experience than those who were 18 

at the time. Though the shared experience is the same, it happened at different developmental stages 

for different Millennials. 

Pick up the conversation with us here:

Christina Herrmann
christina.marie.herrmann@gmail.com

Layne Wilson
wilslg0@gmail.com

Plannerly Suggestions

choosing a target based
on brand life cycle brand life 

cycle, 
illustrated
When Facebook launched, it was available to 
a tribe of a few select universities, where it 
took root. As the brand grew, it opened up to 
all educational institutions, expanding its 
base before going mainstream (at which 
point anyone could join). Millennials brought 
the brand to the masses, adopting a 
technology that fit the generations! needs 
and understanding of the world. As the brand 
heads towards maturity  in the hyper-
accelerated digital environment, Mom and 
Dad, or even Grandma and Grandpa are 
members. Once Facebook passes maturity, it 
will likely see the need for a more targeted 
approach in order to bring new life to the 
brand.

Brand phase
Best Target

KEY:

DISTILLATION: Generations hold steady at 20 year increments, and remain a relevant way to observe society and 
speak to consumers. Furthermore, tribes and generations are easy to confuse but critical to understand both 
separately and together because sometimes a tribe will be the target with the highest impact for a brand, sometimes 
a generation. As a brand, it's critical to understand which brand phase connects best with which target. Similarly, it!s 
important for a planner to recognize what to look out for when targeting generations versus tribes.



When obsessive individualism
encounters the world of technology
By Kelly Foss

It’s important to us to differentiate 

ourselves from others around us. 

After all, comparing ourselves to 

others helps us figure out more 

about who we are. And it affects 

all facets of  our lives, from the 

clothes we wear and the movies 

we watch, to the books we read 

and the music we listen to. We 

define ourselves by what we like 

because we believe it says 

something about what we are like. 

     And it’s true. Ultimately the 

things we like have a major 

impact on the people we become. 

They influence us in so many 

ways, from our sense of  humor to 

the people we're drawn to. In a 

way, what we're like and what we 

are like becomes an unavoidable 

repeating cycle.

This is especially relevant 

because we use technology to 

showcase our uniqueness. Think 

about the things you put on your 

Facebook, those things you want 

others to know about you. We are 

placing a lens on the way others 

see us, giving us some control on 

the impressions they have of  us.

But consider for a moment 

the sheer volume of  personal 

content to hit the internet. In an 

effort to make our lives easier, we 

divulge our interests online, 

willingly parting with them in 

hopes that we will be connected to 

new authors or artists or movies 

we have never before conceived 

of, much less experienced. After 

all, technology was created to 

assist us with our lives, providing 

us with tremendous utility and 

evolving to suit our needs, right?

For all this convenience, we’re 

losing some control over the 

information being collected on us, 

and how it’s being used. 

Technology is learning more and 

more about us, and it’s getting 

smarter and smarter. Data mining 

techniques are becoming 

increasingly sophisticated, 

according to Ian Ayres, author of  

the book Super Crunchers. 

Technology is also getting better 

at making connections. For 

instance, the company Numenta, 

which was founded on the idea of 

understanding and modeling the 

human brain, is making leaps and 

bounds on how to make artificial 

intelligence smarter. Computers 

are being trained to think using

An inside look 

into how the 

formulaic solutions 

behind online 

recommendation 

sites such as 

Amazon, Netflix 

and Pandora are 

influencing our 

decision-making 

and shaping our 

identities



The moment of serendipity
Was it really meant to be?

Stumbling across something was part of  the 

surprise of  it. Especially when you weren’t 

looking in the first place. What changes 

when you come across something that’s 

been deliberately rather than impulsively or 

spontaneously is not only the unexpected 

rush of  excitement but also that feeling of  

authenticity. There wasn’t someone behind-

the-scenes secretly responsible for it.

pattern-recognition, akin to how the 

human brain works. What does this mean 

for us? Well, as technology seamlessly 

integrates into our lives, we should 

consider the impact of  what changes 

when we turn to technology to identify 

our interests, how we ultimately define 

ourselves. 

     The next few pages will explore what’s 

at risk when we become too reliant on 

algorithms to solve our problems. Before 

we can get started, we first need to take a 

look at how the algorithm works. As it 

turns out, there are different implications 

depending on the equation lurking 

behind-the-scenes. 

Pandora weighs in:
an insider’s perspective 
to unlocking the code

In order to better understand the 

implications of  the thinking behind the 

math, I thought it best to learn from the 

experts. Lizzie Widhelm, VP of  Sales at 

Pandora, broke down what constitutes a 

solid algorithm from Pandora’s point-of-

view. Here are some points to consider:

What gets plugged in? What goes in 

can influence the quality and accuracy of 

the recommendations. Pandora 

continually tweaks its algorithm to yield 

better results. And that’s happened 10 

times in the past 4 years.

What makes the user experience 

unique? To Pandora, unless your 

experience is completely customized to 

your unique interests, something has 

gone wrong. Within a week, Pandora 

plays 90% of  their extensive music 

library, which holds one million songs. 

That means their listeners are all getting 

a little something different.

Where’s the human element? 

Pandora has its team of  musicologists 

supplement the formula by measuring 

400 attributes in every song in their 

library by ear. They don’t believe in 

leaving everything purely up to math.

who are we 
talking about?

what the equation 
looks like

what this 
means

who’s input is 
involved?

filter model
niche market, 

similar to what 
you already like

you and only you

sales-driven 
preference engineothers like you

popular results, 
based on what 

everyone’s doing

socially-driven 
preference engineothers you like

wisdom of the crowd, 
based on your 

friends’ interests
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“There’s an element of [online music 

recommenders] that denaturalizes 

the process. It was all different 

before this stuff existed. There’s a 

feeling that these computer-

generated suggestions don’t apply 

to me directly. Someone else could 

put in the same information and 

come out with the same outcome.”

Evan Cooper

Head of Digital, Red Light Media
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Long division gets divisive

What goes into the formula can result in increasingly niche 

recommendations - or on the other hand, it could result in only 

being exposed to what’s most popular, allowing others to guide you 

to your influences. I believe this has the potential to lead to a vast 

separation between those who use their own preferences to guide 

their exploration and those who opt for collaborative filtering, 

informed by sales-driven data.

Sincerity. Faux? Real?

What’s dangerous about nearly all models of  online 

recommenders is that they’re designed to make it 

look like personalized, unique communication 

intended to speak to you directly. Is it possible that 

Netflix’s “movies you’ll love” tab influences how 

personal you believe the recommendations are or 

how well you believe the brand understands you? Or 

are these sites, some more than others, getting better 

at masking a “front” for a deeper, more meaningful 

connection? It seems to me like some are better at 

fooling us than others, and we should be careful not 

to mistake a ploy for an authentic relationship.

The vip factor
When elite becomes 
universally accessible

There’s an exclusive underground cult 

feel to having access to something few 

people know about. Then the internet 

comes along and levels the playing field, 

exposing everyone else to the same stuff  

that once set you apart. Discovery can 

become less interesting when it’s just as 

easy for someone else to gain access to 

the same things.

The element of mystery
Knowing too much can 
ruin the experience

In some instances, letting the consumer 

in on the details can interfere with his or 

her independent decision-making. For 

example, one man developed a formula 

to predict wine quality using rainfall and 

temperature. While his predictions were 

spot-on (especially about the ’86 vintage 

Bordeaux being mediocre at best), his 

formulaic approach interfered with 

people’s experience of  the product. 

What’s wrong here is that a reaction is 

suggested before you have the chance to 

make up your mind.

Being an expert on “me”
Do we really know 
ourselves?

Relying on a formula means less work 

because we don’t have to think. But that 

also means we’re sacrificing control. 

We’re no longer just outsourcing our 

interests, we’re trusting numbers and 

variables to outsource part of  our 

identity. It’s frightening to think that 

years from now we may no longer be the 

authority on ourselves.

“In the haste of finding the quickest, most 

convenient and easiest ways of getting what 

we want, are we creating personal theaters 

or sophisticated echo chambers? Are we 

promoting a creative or a narrow 

individualism?”

Chris Anderson, The Long Tail
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Trading privacy for convenience

When does our reliance on outside influences mean we not only 

sacrifice the control we have over what we are influenced by, but 

also how much access companies have to who we are? It’s scary to 

think about the future implications of  our willingness to outsource 

so many parts of  our lives to technology. Today’s online 

recommenders focus on specific “slices” of  our lives, offering up 

suggestions for content that seems to fit a narrow aspect of  our 

lives, such as our taste in movies. Since these tools are now getting 

better at making connections between seemingly unrelated facets of 

our lives, the tools we use years from now may instead be 

regulating more areas of  our lives if  we allow them to, combining 

our interest in music with our style in clothes to predict what kind 

of  books we might read. Once it gets closer to behavioral targeting, 

the implications become exponentially more frightening.

Evan Cooper, Head of  Digital at Red Light Media, gives us a 

helpful way of  looking at it. As consumers, he says, for us to be 

comfortable with what the retailer is doing, the information we receive needs to be worth the sacrifice for whatever information 

we’ve given up. If  this exchange becomes creepy or invaluable or intrusive, then the equation flips. According to this model, it’s 

up to the consumer to determine which level they’re comfortable with. But I would argue that not all consumers in the future will 

be aware of  the terms of  the information barter, meaning sometimes the data we exchange is what we’re willing to part with and 

other times it’s data we’re not even conscious of  giving up.

To some, this kind of manipulation is the science of diabolically separating as many dollars from a customer 

as possible on a repeated basis. To others, it is the science of improving customer satisfaction and loyalty - 

and of making sure the right customers get rewarded. It’s actually a bit of both.

Ian Ayres

Author, Super Crunchers

As humans, we like to think of  ourselves as 

complex systems. If  a machine can decode us, 

well that’s a little insulting. Reducing a person 

to a data structure implies that’s all there is to 

know. 

When it comes to online recommenders, 

as consumers, we need to be aware of  the 

inherent limitations of  the formula behind-

the-scenes, and be conscious of  the fact that, 

to some extent, they are controlling our 

process of  discovery. While they offer us 

tremendous convenience and utility, we can’t 

allow that to replace our ability to think for 

ourselves. It only becomes dangerous when 

we don’t realize our thinking is being 

outsourced.

Finally, as advertisers, we can’t lose sight 

of  the human factor as math continues to 

evolve. As the adage goes, people are not 

problems to be solved, but rather mysteries to 

be discovered.

What separates us from machines
is our ability to think for ourselves

Primary interviews:

Evan Cooper, Head of Digital

Red Light Media

LIzzie Widhelm, VP of Sales, 

Pandora
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“People feel the depersonalizing, 

dehumanizing effect of seeing their 

character and experience reduced to 

a numerical score. They object to the 

notion that something as personal as 

one’s tastes in books or music can be 

reduced to a formula.”

Roger Martin, The Design of Business



It matters what you name things - this is equally true for products and politics. In fact, modern politics have come to 
rely on pollsters, market researchers and strategists to best determine how to frame political issues. Frank Luntz, 
one of the best known Republican Strategists, once explained in an interview, “The right name makes a policy sell 
better.”

Conservative Examples of manipulating language around issues:

However, neither party has figured out how to successfully craft a messaging strategy regarding Same-sex 
Marriage, an issue that is clearly gaining momentum. In the past three months, both the District of Columbia and 
New Hampshire have legalized Same-sex Marriage, making it possible for LGBT couples in those areas to do 
something most Americans take for granted. It is also currently in the midst of a federal trial in California whose 
outcome could make the legalization of Same-sex Marriage a federal law. Clearly our country!s perspective and 
legal attitude are shifting and shifting fast.  

But we are not here to discuss a legal battle. Instead, we want to focus on the political and social battle and create a 
communications strategy for Same-sex Marriage. We believe this means clarifying and simplifying a unified 
messaging strategy. 

What’s in a name? “Civil Union” vs. “Same-sex Marriage”
According to the timeline, it may  seem that progress has been made in regards to Same-sex Marriage. 
However, half of the states included have legalized Civil Unions instead of Same-sex Marriages. But, Civil 
Unions are not enough. 

Most people are behind extending marital rights to Same-sex couples. They are just uneasy  about using the 
term “marriage.” LGBT couples have been forced to use a different relationship vernacular: Partner, Civil 
Union, Domestic Partnership, etc. This approach creates two main problems:

1. It!s not a universally understood institution – The term "partnership!  leaves relationships open to 
interpretation. Whereas the term "marriage! has a well understood definition.

2. Separate is not Equal – Matt Coles, Director of the ACLU's LGBT Project, explained that if the 
government gives all couples, regardless of gender, the same legal treatment, the only reason it could 
possibly  have for giving some relationships a different name would be stating some relationships are not 
as good, important, or valid as others. 

Marriage Equality
It’s more than Gay Rights - it’s Civil 

A look at the recent history of the Gay Rights movement:

1990 
Ryan White Care Act

1993 
Don’t Ask, Don’t Tell

1996 
Romer vs Evans

2000
VT legalizes 
civil unions

2004
MA legalizes
same-sex marriages

2005
CT legalizes
civil unions

2006
NJ legalizes
civil unions

2008
Workplace Equality Bill

2009
Federal Hate Crime

2010
NH & DC legalize 
same-sex marriage

By Jessica Collins & Rachel Stallworth 

“Anti Abortion”  
“Global Warming” 

“Estate Tax”

“Pro-Life” 
“Climate Change”
“Death Tax” 

“Anti Abortion”  
“Global Warming” 

“Estate Tax”

“Pro-Life” 
“Climate Change”
“Death Tax” 



To achieve critical mass and shift cultural perceptions of Same-sex Marriage, we want to broaden the 
fundamental issue around Same-sex Marriage to make it more inclusive and garner more public support. 
This will accelerate the social acceptance and support of Same-sex Marriage.

The magic words
Currently, people tend to think the fight for Same-sex Marriage revolves around rational motivations: Lower 
taxes, healthcare coverage, adoption rights, etc. These make up the bulk of arguments people outline to 
explain how  civil rights are being denied to LGBT individuals. But oftentimes emotional motivations such as 
validation and social acceptance are overlooked because it!s easier to argue legal inequalities. 

The argument that combines both the rational and emotional side to Same-sex Marriage is a simple one: 
Plain old equality and the civil rights that this country is founded on.

We don!t just want to talk about Same-sex Marriage. We want to talk about basic civil rights. To do 
this, we must clarify what the issue should be called:

While this term is not entirely  new, it is underutilized. Based  on the previously  outlined barriers, shifting the 
messaging will be powerful because it will allow people to support Civil Rights vs. Gay Rights. In addition, 
it removes the qualifier “gay” from the phrase “gay  marriage.” This is important because the presence of a 
qualifier implies that “Same-sex Marriage” is not the same as plain old “marriage.” 

Crafting the language around an issue is a way  to radically  shift how people view it. We believe changing 
the conversation to "Marriage Equality" does this.

Marriage as a value extends beyond party lines, as it is not a conservative or liberal value; it!s an 
American value. Marriage Equality will hopefully be able to dissolve the party line.

As Ted Olson, a major figure in the conservative legal movement explains, “Same-sex Marriages promote 
the values conservatives prize...Legalizing Same-sex Marriage would also be a recognition of basic 
American principles, and would represent the culmination of our nation's commitment to equal rights...The 
United States Supreme Court has repeatedly held that marriage is one of the most fundamental rights that 
we have as Americans under our Constitution.”  

Emotional RationalEquality

Conservative LiberalAmerican

Marriage Equality

Plan of attack



From the amount of momentum Same-sex Marriage has gained you!d think it was an important public issue, but the 
importance people place on it varies among different groups.

Many people have strong opinions on Gay Rights issues. But this is actually counter-productive in terms of starting a 
movement. People on the extremes are often so passionate that they deter people from joining the movement - their  
aggressiveness is alienating. 

Indifferent

Pro Same-sex Marriage

Anti Same-sex Marriage
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“Passionately Anti”

This group is homophobic 
and fear the presence of 
LGBT individuals as the 

“downfall of society.” 

“Passively Anti”

This group dislikes the idea of 
legalizing Same-sex Marriage. 

Some fear what will be taught in 
schools as a result, whereas 

others simply view “marriage” as 
a religious sacrament between a 

man and woman.  

“Passively Pro”

This group has some internalized 
homophobia, meaning they fear being 

too political will reflect on them. For 
LGBT individuals this means fearing 

“outing” themselves too freely or 
being seen as too flamboyant. For 
heterosexuals, it means a fear of 
being wrongly identified as gay. 

“Passionately Pro”

This group fears inequality 
in what they deem to be 

basic civil liberties whether 
marriage or discrimination. 

OPPORTUNITY:
Most people who fall into the “Indifferent”  and “Passive” groups 
described above. Yet what the public hears most comes from the 
vocal minority (both “Passionately” Pro and Anti). How do we 
influence people who are “Indifferent” into becoming advocates for 
Same-Sex Marriage? And how do we calm the internalized 
homophobia in the “Passively Pro” group? 

Giving the “Passively Pro” group something beyond Gay Rights to 
rally behind will calm their internalized homophobia. This will allow 
them to voice their opinion without fearing outside judgement so 
they can become more outspoken about the issue. By harnessing 
this untapped group, support for Same-sex Marriage can finally 
reach critical mass and help  accelerate social acceptance and 
overall support.   

Believe Civil Unions 
are not enough

Support Defense 
of Marriage Act

Support Civil 
Unions 

Where they stand

BARRIER: OPINIONS AND FEARS 
SURROUNDING SAME SEX MARRIAGE

One common theme we found throughout 
each group  was their opinions were deeply 
connected to their fears surrounding Same-
sex Marriage.

The extremes are vocal, but actually the 
minority. Most people do not hold deeply 
rooted opinions on the issue because they 
don!t feel it directly affects them. In fact, 
there!s not a dividing line by political party. 
According to a recent Pew Report, a 
surprising statistic showed that 14% of 
Republicans actually  support Same-sex 
Marriage.

WHY “MARRIAGE EQUALITY” WORKS: 

DEFENDING OUR P.O.V. The approach of renaming “Same-sex Marriage” addresses 
all of the following barriers and missed opportunities surrounding the issue. 

Passionately Pro

Passively Pro

Indifferent

Passively Anti  

Passionately Anti

Helps them better articulate their 
opinion without alienating others.

Allows them to be primarily for 
equality and shift focus from their 
internalized homophobia.
 
Expands issue from Gay Rights to 
equality, which they are more likely 
to have a positive opinion towards. 
 
Enables them to think about issue in 
a new way.

Makes them appear closed mined 
instead of conservative. 



There are currently over sixty active Gay Rights organizations 
in the United States, from the Human Rights Campaign to the 
Courage Campaign. However, the resulting saturation forces 
groups to compete for support among their base, fracturing 
the cause instead of gaining momentum as a whole. This is 
similar to the problems philanthropic organizations like the 
American Cancer Society Susan G. Komen for the Cure face. 

Clearly, there are a lot of people talking about Same-sex 
Marriage. However there is no consistency in how they speak 
about it. In fact, organizations do not even call the issue by the 
same name. Is it “Gay Marriage,” “Same-sex Marriage,” 
“Marriage Equality,” or should it all be lumped together with 
the larger Gay Rights movement?

Furthermore, campaign initiatives by these organizations have 
radically different approaches to what they choose to 
communicate. For example, the “NoH8” campaign focuses 
more on the legal battle against Proposition 8 whereas 
Credo!s “I♥♥” focuses on supporting love. 

Recently, some campaigns have been focusing on  
humanizing homosexuals by making a personal connection 
within the larger community. For example, the Courage 
Campaign has been urging people to have “courageous 
conversations” about why Same-sex Marriage is important. 
We think that there is a bigger truth that you can bring to life 
to make it personal.

OPPORTUNITY: Right now the parts are greater than 

their whole, and we want to change that by solidifying a 
singular message to create critical mass. For example, there 
are multiple pro-choice organizations, but they all rally under 
the same “pro-choice” message. 

WHY “MARRIAGE EQUALITY” WORKS: This 

strategic approach provides terminology for 
organizations to unify  their cause. This helps solidify  the 
countless advocacy  groups and organizations that are 
currently fighting disparate battles. 

BARRIER: SYMBOLS ARE TOO INSULAR

BARRIER: ORGANIZATIONS ARE FRAGMENTED

The best known symbols 
represent Gay Pride rather than 
Gay Rights. These badges are 
for people who are LGBT. 

Identifying 

These symbols for the Gay Rights 
Movement are somewhat enigmatic.  By 
using these, organizations are only 
speaking to people already “in the club.”

Cryptic

One seemingly unique thing we found about the LGBT community  was their use of symbols. These symbols 
fell into two camps.

The vast majority of people we interviewed who had either type of sticker were LGBT themselves. As a result, 
the Gay Rights symbols struggle to catch on because the Gay Pride symbols “out you.” 

Additionally, we postulate that some of the cryptology is intentional, meaning it is meant to be hushed 
communication among those “in the club.” Ironically, this cryptic symbology  is similar to the way  early 
Christians used the fish. It is not as well known as a cross and therefore attracted little suspicion, making it a 
perfect secret symbol for persecuted believers. 

OPPORTUNITY: Currently, communication revolves around pride and cryptic support. This presents an 

opportunity  to create a new symbol to simply  show support for Same-sex Marriage, much like the yellow 
ribbon signify  support for our troops. This would potentially  allow heterosexuals to show  their support for Gay 
Rights.

WHY “MARRIAGE EQUALITY” WORKS: Highlights void in existing communication using symbols to 

create a new, clear symbol that shows support for Same-sex Marriage. This will enable people to support the 
issue without feeling like they  are self identifying as “homosexual.” Recently, letters have been added to 
LGBTQIA - the “A” stands for “ally,” thereby inviting heterosexuals  to feel a part of the equation.



example, freedom is an American value, and the Pro-Choice movement was able to wrap the issue of 
abortion around this value, creating the “freedom to choose.” 

In regards to Same-sex Marriage, organizations are wrapping their message around the wrong value: Gay 
Rights. This is only important to a small number of people who are directly connected to the cause. 

OPPORTUNITY: Find a value that people are connected to more than Gay  Rights, attach it to Same-sex 

Marriage, thereby making it relevant to a larger audience.

There is clearly  a missed opportunity  to gain critical mass 
surrounding the issue of same-sex marriage. By  using the 
terminology “marriage equality,” we are able to reach a larger 
audience.

This cultural standpoint is not a criticism of either the 
"passionately  pro" segment or advocacy groups for same-sex 
marriage. Rather, we believe there is a missed opportunity  in 
current approaches that is prolonging wide cultural 
acceptance and advocacy. By  simply  crafting the language 
that surrounds "Marriage Equality" we hope to:

• Reach a larger, untapped audience who did not have 
a strong opinion surrounding the issue

• Unify messaging throughout existing groups
• Create a visual language that enables people to show 

support for the issue

BARRIER: ATTACHING THE ISSUE TO THE WRONG VALUE

Behavior

Attitude

Belief

Value

At their core, humans are defined by  their values, which are solidified in 
individuals at a young age. Over the course of a lifetime, these values do not 
fundamentally  change. However, people!s beliefs and attitudes are much easier 
to shift. As noted earlier, political strategy  has become important and is known for 
finding ways to say, “if you believe X, then you clearly  also believe Y.” For 

Gay 
Rights

Gay 
Marriage 

Equality 

Marriage 
Equality 

CONCLUSION

We are currently in the process of sharing this idea with the 
aforementioned advocacy groups. If you know anyone that would 
be interested in hearing about this topic, please feel free to contact 
us. We would love to hear your thoughts. Please email us  at 
MarriageEqualityProject@Gmail.com.

WHY “MARRIAGE EQUALITY” WORKS: Wrapping Same-sex Marriage around equality  as a value that 

is engrained in American culture. The word “equality” makes it a bigger issue about which people have 

established values, similar to the way  "Pro-Choice" 
made abortion a larger issue about freedom. 
Ult imately, Americans are loathe to legalize 
discrimination, as we deeply value our civil rights. As 
such, we are quick to condemn other countries who 
ignore basic human rights and treat groups as sub-
human (ie: women and the Taliban or the genocide in 
Darfur). 
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Brands, Politics & Consumers: 

an Unholy Trinity?
By: Gloria Omaswa

# What happens when two guys go after the same girl? This is the situation that has befallen brands and politics. 

Today, brands and politics are making a play for the individual!s mind. Brands, in their quest for more profit are attempting 

to become integral to their consumers! lifestyles, while political parties, in a bid for power, are becoming more relevant 

through social media and the causes they support. As a result, more people are using  brands and politics to define 

themselves on Facebook and Twitter. Because of this competition some brands get drawn into politics, others enter the 

fray and others get caught in the political cross fire. 

Dragons & Nerds

How should big brands do business in emerging economies? Should a 

brand bully a country into changing its policies? When Google arrived in 

China, it went against its core value to make information as accessible 

as possible by censoring it on China!s request. However, in January of 

this year, accusations and counter accusations were made over hacked 

emails. Google decided to stop censoring its information. China objected  

believing that a foreign corporation must respect a country!s laws and 

sovereignty. On March, 22, 2010, both Google and China stuck to their 

values, Google shifted to Hong Kong and lost out on a market of about 

380 million internet users and China cut off its Hong Kong link. How did 

the Chinese people react? As a student in Nanjing University said, even 

before Google.cn left China, they were already switching to Baidhu, 

Google!s competitor. Indeed, the Chinese government later released data indicating that 90% of the population wouldn!t 

mind if Google left China.  This competition for a stake in the consumer!s mind resulted in a tie. Google left with its 

reputation bolstered on the world stage while China consolidated its people!s trust.

What considerations should come into play when a brand does business in another country?

• A brand should respect a country!s laws, however, if the host!s values and the brand!s do not align, the relationship will 

fail.

• The political landscape and the laws that govern the country are important markers.  Limited democracy, freedom of 

speech as well as intense control by the government, were all signs that Google and China just weren!t going to see 

eye to eye.



What should Google!s next steps be?

Concentrate  on the next emerging market, India. It is the largest democracy in the world, free speech is encouraged and 

there is little government control. According to a journalist, Vandana Mohal,  if India were to ask Google to censor 

information, there would be an outcry from the Indian consumer. Google!s values are more aligned with India!s politics.

A fashionista, a tech mogul and a date with politics

To what extent are the CEO!s actions the actions of a brand? How important is transparency when a CEO treads into the 

political space? In order for a brand and its CEO to successfully indulge in politics, the values of the brand, the desires of 

the shareholders and the consumers! opinion must align. Kenneth Cole, a fashion brand that embraces chic New York 

fashion and activism does this. It has a political blog. Although it indulges in politics, taking a stand on issues like 

ACORN, its political leanings are not at the center of its brand. Is this the political position of the CEO, Kenneth Cole? 

Yes, if it wasn!t, it wouldn!t be on their website. However, the Kenneth Cole brand has always commented on culture and 

politics and its consumers have come to expect this, therefore, both the brand and the CEO can get away with it. What 

happens when this perfect alignment doesn!t happen? Google, CEO, Eric Schmidt, entered the political frenzy in a very 

public manner. On October, 20, 2008, he came out publicly to support then Presidential candidate Obama. He was doing 

so as a private citizen but on the campaign trail he was spoken of as “the CEO of Google acting in his personal capacity”. 

Google officially remained neutral. If Eric Schmidt, had not been the CEO of Google, he wouldn!t  have received so much 

media attention. It was almost as if, Eric Schmidt!s position was Google!s. With the proliferation of social media, this could 

impact Google!s brand.

Why was it okay for Google ? 

Google had no real competition in Yahoo or MSN. Brands facing competition would suffer a backlash if they made 

political statements. In addition, the CEO!s level of visibility matters. Steve Jobs is Apple in the flesh, Apple consumers 

could be quite vocal if he acted politically.

What  should a CEO take into account when entering a political situation?

• Transparency is key: For high profile CEOs, there is no such thing as a private capacity.

• Alignment of values: A sound business decision to the brand, may be an ideological one to the consumer. 

A fiery talk show host, a fiery outburst and the brands that got caught in the crossfire

Does a brand!s values affect whether it advertises on political talk shows? On September, 28, 2009, 

Glenn Beck, a talk show host on Fox news labeled Barack Obama racist. The outcry that followed led 

80 advertisers to flee the show as organizations like Media Matters hounded the advertisers. For 

many brands, leaving Glenn Beck!s show was not simply about their values, it was also about the 

impact it would have on their bottom line if they stayed. However just as some brands fled the show, 

others stayed. The heavy polarization in the political climate has led to the development of niche 

brands on the far right.$Brands like “Cash4Gold” and “Survival Seeds” target approximately three 

million people who believe that the economy is going to collapse and that society shall revert to the use 

of gold and plant its own food.

Lessons from the Glenn Beck incident: 

Brands do not typically take overt political stands. Through segmentation they reach  their consumer. If 

their prospects listen to a political talk show they will advertise on it unless something extreme happens. 

While political media like Fox news may fit the demographics the brand is seeking, they need to remember that  the 

media is the message and that the brand will get tied to the political positions of the media on which they are advertising.



What does this mean for Agencies?

Values vs profit:  These three situations:  the Google China 

debacle,  the  CEO effect and the Glenn Beck  incident all 

pose the same question: whether  when brands enter 

politics, values trump profit or vice versa. I recommend a 

brand ethicist, at agencies, a person who advises the 

brand as it navigates difficult political situations. In addition, 

agencies should

Advise the brand when sensitive political decisions are 

being taken: Almost every decision a brand makes in its communications can have political implications. Therefore, it is 

incumbent on agencies to be experts on the intersection of politics and culture, so that they can advise clients 

appropriately.

Avoid politically risky advertising while pushing for bold work: The consumers! political beliefs matter when making  ads 

and ad placements. Polarization has created niche brands and media channels so that what is acceptable to one section 

of the population, is totally unacceptable to another. Gay marriage, abortion and big business are issues worth 

considering.

Know your client:  Agencies need to understand the political undertones in the different industries in terms of how liberal 

or conservative their clients are. The finance, oil and military industries may be considered conservative as they attempt 

to prevent big business from being legislated upon. In comparison, the advertising industry is considered liberal, as 

advertising is about pushing the boundaries and breaking the rules. To sustain a great working relationship with their 

clients, agencies need to have a good grasp of these political undertones. 

How important should the client!s values be to an agency? 

Cigarette ads used to be the moral quandary of the past. The brand!s political behavior will be the moral quandary of the 

future. Every brand has a few political skeletons in its closet, therefore, every agency will have to use its personal political 

barometer to determine which brand it can or can not work with. 

A peek into the future: I am of the opinion that brands and politics can and will intersect with each other more.  They will 

successfully intersect, if the brands! values, goals and the consumers! point of view  align with the political position they 

take. If they don!t brands will have to tread very carefully or else run the risk of losing their consumers! trust.  Brands that 

stick  to their values when they enter politics will win customer loyalty, but not necessarily more consumers, brands that 

are inconsistent, will struggle. The brands that succeed will analyze each political situation keeping their values and 

bottom line in sight.

Gloria Omaswa is a communication strategist with a keen interest in politics, culture and brands.
Email: gloriaomaswa@gmail.com
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It!s December 22nd. Outside, the sun is just beginning to set and snowflakes are falling 
gracefully. Grandma sits down at her kitchen table with a cup of herbal tea and takes out her 
checkbook. It!s that wonderful time of year again.$

Time to give money to charity.

It!s a process that!s stayed the same for many years.

Then Haiti happened.

Suddenly, the perception of “the dedicated $giver” shifted from rich people writing checks at the 
end of the year to 19 year-olds texting $5 micro-donations to the American Red Cross.
Some could argue that the urgency of disaster relief can!t really be compared to on-going causes, 
but one thing is for sure: Haiti showed us the future for charity communications.

Each year when Grandma sits down to make her 
contributions, she makes a deliberate decision about 
where she is going to send her check. $She walks 
through a step-by-step process of both emotional and 
functional factors to figure out who she wants to help.

Accessibility or ease 
to donate?



But!wait!!Could!social!networks!be!the!answer?!!

Recent years have seen countless causes finding themselves on Facebook trying to gain 
hundreds or thousands of fans. The ability to join a cause at the ease of a click spurs donations 
and support that everyone can see. These visible donations through Facebook, Twitter, and other 
social sites have changed what it means to commit to a cause. The American Red Cross, Susan 
G. Komen, and even your local park conservation chapter can all live happily on your Facebook 
page near your movie and music interests. Charities can and have become table stakes for any 
compassionate person. In the same way we see Radiohead on our friend's profile, we can judge 
what they care about and how much they care.

Generation!“Give!What!You!Can”
Grandma!s regimented donation style isn!t going away. A recent study by Convio featured in USA 
Today found that older generations still consistently donate by sending checks in the mail.$

The real change is in the behavior of Generation X and younger. Donations are flying in from all 
sources, from the checkout at your local Kroger to your living room. This ability to donate from 
anywhere, to any cause, has produced legions of “shotgun donors.”

We define “shotgun donors” as those less financially stable donors who prefer the convenience of 
micro-donations (aka college kids or young professionals who are living paycheck to paycheck). $
Rather than seeing them donate a lump sum to one cause we!re seeing them shotgun small 
donation bursts to several organizations. They are much more likely to make a donation when it!s 
framed in an amount they can visualize.

However, this shotgun style of 
donating comes at a cost for 
charities. $
Where we used to see donors 
standing passionately behind one 
or two organizations, we!re now 
seeing donors spread 
themselves out among a variety 
of causes and organizations. $
Rather than making one large 
donation, these younger generations are opting to spread the 
love. $But are they spreading themselves too thin? How can non-
profits and charitable organizations develop long-term 
relationships with these donors who are suffering from Charity 
A.D.D.?$

 Basically, they!re comfortable 
making a $3 donation because 
it's only giving up one cup of 
coffee for the week.



All of these questions have become increasingly complex, so those donating towards causes are 
looking for a certain amount of results. Grandma might!ve been okay with blindly sending her check 
out in the mail and getting that thank you letter for helping to save lives, but these days people 
expect to see results and know exactly where their money is going.

This "creation of compassion" can lead to and create social guilt. Remember when you saw on 
your friend's Twitter page that they donated to Haiti, or when they laid a green filter on their photo 
to support the Iranian resistance?
The ability to digitally become part of a 
movement or cause can create great 
masses of supporters, but the 
motivation is not always pure altruism. 
In a world where everyone can see 
what you care about, the pressure to 
donate can come from any friend.$

This caring convenience from new technology has made it easy to donate and join a cause, but 
hard to focus attention and effort on just one. While Grandma only worries about one check at the 
end of the year, Generation X and Y don't know where to turn to find a cause or how to donate. 

Is this charity 
trustworthy? Where did my 

$5 just go? 

All my friends have 
donated, but I haven't. 
Am I a bad person?

They not only want to see the picture of the 
Ethiopian child they sponsored, but they also 
want to know how long it took for their 
money to get there, how many grains of rice 
their donation bought, and they probably 
even want to be able to see that Ethiopian 
kid eating his bowl of rice on Google Earth.

Transparency and reports on success aren't the only 
incentives that younger generations need to justify 
their donations. Many successful campaigns involve 
experiential donations, with entertainment or social get-togethers framed around a cause. You can 
now go out drinking and still support Haiti relief at the same time. Charities have increasingly 
partnered with third party vendors to develop percentage based donations from purchases at select 
stores. A study by Convio found donations at store checkouts are one of the few channels that gets 
a large amount of money from all generations. Donations have been made simple, and most 
choices on how much to donate have been limited. Caring convenience allows shotgun donors the 
ability to donate in the simplest and most accessible ways possible.



What!does!it!all!mean??
Does this mean this new generation of optimists while donating more, have shallow intentions and 
behavior? Yes, we do spread our generosity thin, click to join causes on Facebook that we never 
donate to, and feel good after buying a cup of coffee where 30 cents went to a cause. However, 
this only means that charities cannot rely on one media to get our attention. Grandma is happy 
with her mailed check, but new generations need charities to provide a depth of conversation. 
Paid media has to be coupled with a large portion of earned media. 

There is no one way to reach donors any more. 

The one thing that Haiti showed us was that in a culture of charity ADD, 
ubiquitous messaging and scope can produce amazing results.$

Non-

Profit

SEE!YOU!IN!THE!FUTURE!

IAN!JOHNSON!AND!SARA!COBAUGH

E-mail:!ipjohnson26@gmail.com E-mail:!saracobaugh@gmail.com

Thank you to:
Pat West, National Youth Council for Red Cross

Enid Borden, CEO of Meals on Wheels
Stacie Birchett, Director of Fund Development & 
Communications, Virginia Healthcare Foundation
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Everyone is fretting that the music industry is on a downward spiral. Record labels are teetering on the brink of 

failure, while they point their fingers in blame at the digital world. Revenue from CD sales is predicted to be 
surpassed by digital downloads by 2012 and labels worry that digital sales won’t make up the difference in 

revenue lost. In response, countries throughout the world have created laws to punish illegal downloading, 
organizations have been created to lobby for anti-piracy laws and the RIAA, has even created campaigns to 

educate youth on the dangers of downloading. 

A Solution For Artists
The record industry as we know it is dying, and if Japanese 
proverbs have taught us anything, it’s that no medicine can 

heal death.  Alain Sylvain of Sylvain Labs, has introduced the 
term “Optimus Time”, ideas take off when the market is ready.  

The market is ready for independent record labels to step up to 
the plate and this is the perfect atmosphere for them to thrive.  

Independent labels have a genuine interest in keeping music 

alive, they do it for the love of music, the desire to see artist to 
succeed and the creative output - not the monetary income,  

Independent labels service bands in the traditional sense, 
bankroll the band and use established record label relationships 

to produce good music that lasts beyond a few hit singles. 

Outsourcing the marketing efforts to advertising 
agencies will free independent labels of the burden 

of finding the elusive consumer and allow them to 
focus on music. The relationship between music 

and advertising isn’t a new one. Prior to the 
scandalous lawsuits, one of Michael Jackson’s 

biggest lows was when his hair caught fire during a 
Pepsi ad. The Rolling Stones were commissioned 

for Rice Krispies jingles decades prior to Chris 
Brown and Double Mint gum. Both Nike and Lincoln 

used Beatles songs to develop a brand voice years 
before Apple and VW turned to “indie bands.”

The Impact of Media Format Changes
The evolution of new media has worked out nicely for the record industry, as consumers repurchased albums 

in new formats to replace the old. But record labels were unprepared for the way the MP3 would revolutionize 
the music industry. Labels waited anxiously for Microsoft to release WMA technology, and while they laid in 

wait, Apple released the iPod, a devastating blow to both Microsoft and labels. None of these new technologies 
have been created by record labels, which historically have been reactionary instead of innovative. 

An outgrowth that neither Apple nor the record labels were prepared for was the piracy of music. Record 

labels were the first to suffer from consumers sharing music files, but movies, video games, television and 
e-books are now also victims. These industries are waiting for the music industry to provide a solution to these 

thieving varmints. However, the bulk of tactics the record industry has cooked up equate to nothing more than 
a dead cat bounce.

Less Talk, More Rawk!
With Big Labels On the Way Out, Who Will Save Music?

The way things were....

     1. discovered by a label’s A&R     
     2. signed to the label
     3. make an album 
     4. sell! sell! sell!
     5. label finally recoups money
     6. band finally makes money
     7. tour! merch! more albums!
     8. swimming pool 
     9. contract renegotiated/start own label
     10. somebody sues somebody

                  The way things are....

           1. record album in home studio     
           2. myspace page, youtube videos
           3. someone blogs about you
           4. quit job
           5. go on tour
           6. meet someone who knows someone...wait
           7. license music for an advertising campaign
           8. tour
           9. open a bar, start a clothing line, get a “real job”
           10. fade into obscurity



The Tables Have Turned
The Internet is the game changer, transferring the power to the artist. If an artist 

chooses, they can have complete creative control over their music, marketing 
and fan base. Artists no longer need a major label to provide them shelf space at 

the local record shop or big box 
store; they can place their music 

on the virtual shelf space of 
i T u n e s f r e e o f c h a r g e . 

Consumers no longer need a 
label to tell them who to listen 

to since they can find them 
online themselves. Yet, signing 

to a label is badge of honor for 
artists, it’s a sign they’ve made 

it. It gives artists a sense of 
belonging to a community while 

instantly expanding their fan 
base.

   

Generational View on Music
Gen Y is experience driven. The record industry is pushing concert tours because 
they generate money for both artist and label. And since Gen Y wants the 

“experience”, it is a perfect fit.  
However, looking at the top five 

grossing acts from 2009, they 
all have an extensive back 

catalog of recorded music. The 
sh i f t f rom hav ing qua l i ty 

recorded music is harming the 
future of music. Recorded 

music is what allows artists to 
live on with their fans, it allows the fan to “own” the song. 

Previous generations didn’t have the Internet, online video 
game platforms or “social networking” to disrupt them from 

their music “experience.” To Generation X, experiencing 
music involved going home and listening to their favorite album, fumbling over the CD insert or album cover 

and making a mix tape for a significant other. 
Regardless of “how” a person experiences music, 

having the recorded music, allows the fan to 
relate back to the artist and the role they play in 

their lives. 

Fifth Beatle
Independent record labels want to keep the music 

industry alive. Their interest is in creating good 
music that will still be around ten years from now. 

What IS the Record Industry Doing?

     1.  issued subpoenas to an elderly man, a 12                    
         year old girl and a dead grandmother    
     2. sued napster
     3. suing vimeo
     4. shut down a foreign P2P network 
         (for 3 days)
     5. sued google
     6. have over 12 million dollars in unpaid                 
         royalties to artists they “can’t find” (even                
 though they’re on myspace)
     7. lobbying congress to make apple pay 
 performance fees on 30 second preview 
 singles

                 Other Players

           1. Live Nation - A one stop shop for established          
   artists.  Big on 360 deals. Most profitable acts from 
   2009 all Live Nation artists. Bottom line - Live 
   Nation beat labels at their own game.     
           2. Ad Supported Streaming Radio - Still in Infancy in 
    the US. Gen Y enjoy streaming radio at home, car 
    and mobile device, Bottom line -  users don’t feel 
    “ownership” of the music when it resides in a 
    “cloud”.
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“My first concert I was excited to see the   
band, but now when I go to a show it’s about 
the moment I am spending with my friends”

-Michael, Gen Y 

“I wear the shows I have been to like a badge.    
I need to hear music from real musicians, not 
stuff that's just "cooked" in the studio. I want 
stuff that stands the test of time.”

-Mandy, Gen X aged 32



They act as the “Fifth Beatle”. Emerging artists who have created a fan base 

using social media still lack a large voice and independent labels can fill that 
voice. When a listener buys an album from smaller independent labels they 

know what kind of experience they are signing up for, regardless of whether or 
not they’re familiar with the artist’s work. Huge corporate giant labels can not 

make this same brand promise.

Independent labels have a brand promise of sound which is defined by the 
bands they represent. Independent labels recognize there is a certain cut-off 

point to where they can help artists. The important thing is they are there in an 
artist’s infancy to help guide the band until it’s established enough to go it alone 

or graduate to another label.

The New Model
Artists, labels and now ad agencies will create an industry where creativity is put first. Ad agencies are experts 

in getting a brands voice to an audience that both small and large labels have struggled with. Ad agencies not 
only adapt to changing environments, many times they create new vehicles for brands to reach an audience. 

With this new model, artists are able to have the intimate relationship with their labels and focus on creating 
music and delivering an experience to their fans that can last beyond a single hit, regardless of the generation. 

This solution caters to what fans want. They no longer have to listen to someone else tell them what they must 

listen to, they are free to “discover” new music without it being prescribed to them by a giant record label.

Most importantly, this solution cuts out the big record label 
middlemen, who are bleeding money.  Independent labels will serve 

artists in a traditional sense, which ensures that new artists enter the 
market and create recorded music. By having recorded music, artists 

can expect to have a career that lasts longer than the time period that 
their singles are in heavy rotation. With labels being fully invested in 

the bands and taking on the various roles of the Fifth Beatle, artists 
will continue to create quality music, which is the main ingredient in 

the music industry.

Hats of Fifth Beatles

     1. manager    
     2. talent discovery
     3. promotion 
     4. accountant
     5. personal assistant
     6. roadie
     7. producer
     8. publicist 
     9. spiritual leader
     10. designer

                  Label Role

           1. financial support     
           2. brand identity
           3. music connections
           4. sound engineering
           5. community support
           6. artist liaison
           7. legal affairs
           8. touring & promotion
           9. business minded”
           10. band networking
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The Business of Selling Slang

Eva Schiave
What is slang?

Trying to define slang is like trying to define any word: next to impossible.  

Dictionaries have made a killing on assigning definitions to words, however, these definitions are only 

approximations of meaning. This is because words are arbitrary. The word “orange” might take on a mental 

image of a fruit for one person, it can signify something radically different for another. The same applies to 

slang.

The word “slang” has different meanings for different groups of people. Lexicographers view it as a subset of 

language, English teachers view it as the bane of their existence, and a kid views it as a sign of coolness.  At 

its core however, slang is important because it is the lingua franca of a specific social group.  

Every group--gender, age, race, interest group--uses slang. Military personal, online gamers, inner city 

rappers, middle school children, and even prepsters living in Cape Cod have their own special set of “in 

words” that they use to communicate with one another. People use slang both as a tool to identify themselves 

as part of a social group and as a way to distinguish themselves from the mainstream. It is this ability of slang 

to simultaneously include and distinguish its users that creates the potential, if used properly, to be a more 

potent form of communication than a normal word. 

As a slang word spreads into the mainstream, its! definition and cool-factor diffuses.

How buzz killed bling

Thousands of slang words are 

created every year.  Many of them 

remain trapped in their originating 

groups where they eventually die 

in obscurity.  However, a few 

lucky slang words escape their in-

groups and start to spread, slowly 

moving up the adoption curve 

until they achieve superstar 

status. For these “superstar 

slang” words, the price of fame 

can be very high. As a word is 

used by more people it’s definition 

and usage become slightly 

altered.  

For example, while “bling” was 

once a word used by inner city 

rappers to refer to flashy jewelry, 

as it was adopted by more people 

it was applied to new contexts. 



You can now “bling” your phone with a set of sticky crystals; Fiat’s newest UK advertisements feature 

cars with “more bling;” and the EPA is alarmed by the growing occurrence of “eco-bling,” an ineffective 

green technology.!

When a word’s definition mutates, it also suffers a loss of cachet. One of the most powerful things slang 

has is its identity as existing outside of the mainstream. Once someone else starts to use it, the word is 

no longer special to its originators. As bling’s original definition and exclusivity wore out, so did the 

interest and support of its early adopters, many of whom quietly walked away from their word, opting to 

use “ice” instead. As a result of its greater use, bling became over-extended. It was no longer shiny and 

new.  It lost its cachet and the support of its founders. It no longer possessed the potency it once had. 

Because its acceptance grew so large bling became a stunt word, a shadow of its former self. It became 

too overused and commoditized to have the impact that it once had. 

Using a slang word does not guarantee coolness

Slang is not democratic. It can’t be taught or learned. A father hoping to be “cool” with his children can’t 

just memorize and repeat a bunch of words from Urban Dictionary. If he did it would come off as 

embarrassing, weird, and out of place. This is because using the correct word is only part of the equation:

   Slang (Context + Social Identity)
    Permission from the Person Hearing You 
 

=  Speaker Not Looking Foolish

In order for a slang word to be used effectively, the user has to consider many factors and satisfy several 

requirements. It has to be said in the right place to the right people. It has to be delivered with the proper 

manner and tone. But most importantly, in order for the word to be genuine, it has to be said by someone 

who is considered to be an insider. If the speaker does not appear to be genuine, any attempts to use the 

slang word will be rejected by listeners.

In order for a word to work, the person who is saying it should be able to claim some form of ownership of 

the word. As lexicographer Grant Barrett said, using another group’s words is “like putting on someone 

else’s clothes… it just doesn’t fit right. You have to come by language naturally and if you don’t come by 

language naturally, it shows.” 

Because advertisers are rarely seen as genuine it is difficult for them to adopt a slang word as authentic or 

to infiltrate a group of people. Even more troubling is the fact that using such slang words can backfire 

and serve to highlight the advertiser’s “outsider” status. 

Can Advertisers Use Slang?

The fact of the matter is advertisers might never be able to use slang words to appeal to the groups that 

first used them. Once adopted by the mainstream, bling cannot be bling for the people who created it. 

However, not all is lost.  Although they might never be able to sell bling to the people who first created it, 

advertisers still can sell the image of bling (aka being both rich and cool) to everyone else.  An identity 

that, while it might not be authentic to the word’s original ethos, has a life of its own and creates a new 

meaning within culture. 

Just like any advertisement, slang is used to portray an image. A slang word is something hip, cool, and 

exclusive that a person wants to be part of. Whenever slang is used in an  advertisement, a movie, a 

magazine, or any form of expression, an identity is being sold that people want to be able to buy into.



An exception to the rule

There are some instances when advertisers strike lexicographical gold, when they are able to find a slang 

word that cuts to the core of what they want to communicate before it has hit the big time. This was the case 

with Target’s “frugalista” initiative.  Although Target’s ad campaigns are credited with creating the word 

frugalista Target actually did not create the word. 

First used in 2005 by Natalie McNeal who penned the blog Frugalista Files, frugalista spread through out the  

blogosphere showing up in the US, the UK, Australia and even Japan. In 2008 it was nominated for Oxford’s 

word of the year. However, frugalista had not reached its tipping point. Many people were introduced to the 

word by Target’s commercials in 2009. Target was able to claim ownership of a slang word before the word 

was widely known. Instead of its 

advertisements belatedly jumping on to a 

slang word’s bandwagon, by acting 

quickly, Target’s commercials became the 

word’s bandwagon. As a result,  

“frugalista” became synonymous with the 

Target brand. 

But how did Target achieve what so few 

brands have done?  Not only did Target 

grab the word early in its life cycle, it did 

so at a point in time when culture was shifting from conspicuous consumption to the thrifty trendsetter 

movement. Its reasonably priced products were a staple of this growing culture. In addition,  because Target 

was already considered to be a member of the “frugalista” group, it was able to use this word with a level of 

authenticity not possible for other brands.

Are advertisers word killers?

For the originating group, a slang word’s arrival to the big time signals its death in their vocabulary. To see their 

slang show up on the side of a bus is the last nail in their cool coffin.  However, advertisers should not be 

blamed with killing a word. Advertisers, along with the rest of society, have out-blinged bling. Its appearance 

and over saturation are merely a reflection of what is going on in pop culture at this time. It is a symptom of 

the disease, and not the cause of it. 

The beauty of the English language is that it is always changing and that everyone has ownership of it.  A word 

cannot become petrified. Instead everyone takes, reiterates and interprets the words that they think matter. 

They create new ones, reapply old ones, to showcase their own creativity and to develop new ways to express 

themselves.  If people didn’t do this the English language would be a dead and our ability to communicate 

with each other would be cut short. Not only are advertisers part of this discussion, they also have the ability 

to shape it in ways that wouldn’t be possible for an average person. Instead of speeding a word’s death, they 

are helping to evolve it. 

However, advertisers should remember that they are subject to the same rules when they are using slang.  

They must speak with an authentic voice while the word is still fresh and while it is still relevant to their target 

audience. 

“Bling” “Frugalista”vs.

Early Adoption= Ownership

Send shout-outs, props, or kudos to:
eva.schiave@gmail.com or visit www.evaschiave.com Like (or hate) what you’ve heard?
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or:

But the past 70 years of prohibition have worked to 

engrain in our minds that Marijuana is the enemy of 

a productive society. The proponents of this brand 

image? Special interest groups aiming to gain from 

the plant’s criminalization. The result of these 

conjectures was the creation of several myths and 

half-truths seeping into the subconscious of the 

American people: 

Marijuana was outlawed in 1837 

because it was widely believed if 

smoked it would send people into fits  

of hysteria or rage, hence the notion of  

reefer madness. But in actuality 

no case was ever documented. 

So, If people weren’t going crazy 

after smoking it, then surely they 

were becoming lazy and 

incompetent leaches on 

society. Thus, the rise of 

America’s beloved stoner 

hippie known as Tommy 

Chong. And with Cheech and 

Chong heralding the cause, the 

only thing  that appears to be on 

the mind of the Cannabis user is Sex, 

Pot, and Rock & Roll. 

!     Knowing what a brand’s 

core audience looks like, thinks like, and 

values, is central to creating  successful 

communications. Brands can get lost in the 

forest looking for imaginary audiences instead 

of embracing the audience that they actually 

have. So who are Marijuana’s core users? Well, 

it could be those stoners we like to imagine 

from the movies, but more likely you’ll find that 

it’s teachers, lawyers, politicians, writers, and 

artists... maybe even you.

Whether you call it Cheeba, Herb, Skunk, or the 

Sticky Icky, everyone has heard of the plant called 

Marijuana. For five centuries this plant has 

traversed the globe taking on many different forms. 

It has clad us, feed us, sheltered us, and better yet 

intoxicated us. From top to, it’s a multibillion dollar 

industry and the No. 1 cash crop in America. The 

catch? Marijuana is a criminalized narcotic. But 

attitudes are shifting; as to date over 53% of 

Americans support its legalization, 14 states now 

allow its medial use and almost 15 million 

Americans report using it regularly.*1

! With such a massive shift in cultural 

acceptance, I couldn’t help but 

wonder what factors had 

contributed to the plant’s new 

place in our minds. Then it hit 

me: I couldn’t look at  Marijuana 

as a plant people use to get  high 

but as a highly sought after 

commodity igniting its own 

economy. Looking at Marijuana 

The Brand  is a much different 

picture then looking at Marijuana 

The Plant. 

! As a “brand”, Marijuana 

has encountered several major  road 

blocks to mainstream acceptance, yet 

its ability to adapt to inhospitable environments is 

why it has become one of the world’s most sought 

after products. What follows, is a brand strategist’s 

new interpretation of Marijuana’s past and its 

current journey to legalization.

"  Arm and Hammer, a baking soda 

company sold 4 times as many boxes of baking 

soda per household by repositioning itself as an 

odor eliminator. In the same vein the Marijuana 

Industry realized that in order to achieve 

legalization, it had to fundamentally shift consumer 

perceptions about what the product was.

Reefer Madness

Cannabusiness How Marijuana 
walks and talks like 

a brand but gets none 
of the credit.



In 2009  the Director of the 

FBI reported to Congress that 

Marijuana was, “the gateway 

drug leading to the use of cocaine, 

heroine, and meth.” Two months 

earlier, however, a 12 year study conducted by the 

University of Pittsburgh concluded the opposite; 

revealing that no property of Marijuana could be 

shown to increase one’s desire to experiment with 

drugs*.2 So why such polarized opinions? Federal 

agents consider Marijuana to be a gateway drug 

simply because of its distribution channels.

! Marijuana, though not inherently a 

gateway drug, is sold on the black market 

and therefore put into the hands of drug 

dealers who also sell hard drugs. 

The only concrete reason Marijuana 

users would try other drugs is 

because they are shopping from a 

drug dealer who is more than happy to 

sell them everything he’s got.

" Change the distribution channel, 

change the context people experience 

the brand in. 

The Gateway Drug

Who hasn’t heard that smoking a joint is 

the equivalent of smoking 20 cigarettes? 

It’s something I distinctly remember hearing 

on the playgrounds of my middle school. But 

how valid are these pre-pubescent 

ponderings? 

Lobbyists would have you believe 

it to be 100% truthful when in 

reality it has 0% merit. In 2006, 

UCLA released a research report 

which  found a 0% correlation rate between 

smoking Marijuana and the development of cancer. 

Cigarettes on the other hand, kill more people each 

year than aids, heroine, cocaine, meth, car 

accidents, murder, and fire combined*.3 But the 

damage has been done. People now view 

Marijuana and cigarettes as existing in the same 

product category and it has been devastating to 

the brand’s reputation. 

! When a brand fails its consumers or is 

slandered in the media it has the 

responsibility to take action, not only for 

itself but for its community as well. 

Recently, Hummer was dragged 

through the mud for being an 

environmental plague despite the fact 

that other SUV’s had significantly worse  

eco-impacts. Hummer did nothing to 

defend its brand from competitive 

attacks, so people stopped trusting 

them and with no one driving their 

cars, the brand no longer exists.

""When a brand publicly engages 

in dialogue, not only with its followers, 

but with the people in its opposition, space is 

created for understanding  and acceptance. 

Not only can an honest conversation shift 

attitudes it can shift behaviors as well.

" Brands exist in the minds of consumers, all 

we can do is foster the image*.4 Brands that 

reposition themselves successfully have to find new 

ways to talk about their brand that stem directly 

from the product benefit. 

Drug Dealer

Drug Store

Cancer Causing Chronic



For Marijuana, the myths 

and half-truths  of the  past 

70 years served as the only 

source of information people heard 

about the plant. But new access to more reliable 

information has naturally turned people on to its 

key attribute: its healing power. 

! Medical Marijuana has become the poster 

child of the legalization movement. And rightfully 

so. Medically, Marijuana can aid in the pain relief of 

the terminally ill and chronically suffering, 

prevent nausea, and increase the 

appetite of patients undergoing 

chemotherapy. Marijuana in 

many ways has been 

touted as the newest 

miracle drug to hit 

the market*.5

 " With this 

newly embraced brand 

image comes  new 

opportunities to develop 

better business strategies. And 

it’s the job of the  brand 

strategist to insure that all of  

Marijuana “The Brand’s” actions reflect its 

new image of legitimate business.

! It is estimated that if the state of 

California were to fully tax the Medical 

Marijuana industry it would generate almost 

$120 million in tax revenues. But currently, no 

statewide architecture for taxation exists.  The 

city of Oakland is a different story, however, as 

in June of last year a 1.8% gross receipts tax 

was placed on licensed medical Marijuana 

dispensaries*.6 Who spear headed the 

taxation movement? Local Marijuana  

dispensaries.

 

In a personal interview with Richard Lee, owner of 

Oaksterdam University & Dispensary,  stated,  “ we 

sought out taxation from the government not just 

because it legitimized our businesses, but we also 

wanted to show the community that we could be a 

positive force in revitalizing the city.” 

! By actively seeking out taxation from 

the government, the Marijuana industry has 

proved  its commitment to legitimacy. Local  

Oakland coffee shops and boutique 

clothing stores actively support their cities 

Marijuana economy because of the 

continuous flow of clientele that flocks to 

dispensaries and then into their stores.

Despite Marijuana 

“The Brand’s” 

efforts to be taken 

seriously in pop culture, the 

concept of good design has yet to 

catch up with individual product 

retailers. They are still perpetuating the old 

stereotype with tie-dye logos and 1970’s 

psychedelic fonts. For a brand strategist 

this is a massive problem because brands need to 

support the words they say with the images they 

project. When it doesn’t, consumers are left unclear 

about a brand’s identity, making it difficult to trust. 

In order for a new brand with a rocky past to 

successfully endear itself to the hearts of 

Americans, its message needs to present a united 

front. That’s not to say, individually, different brands 

can’t market themselves based on their own 

unique attributes, it just means that a more 

consistent caliber of design is needed across the 

board.

Marijuana’s brand 

actions need to reflect its 

new image

Designer Drugs

Medical Marijuana 



But a shift in design esthetic is rapidly becoming a reality as 

more money becomes available and companies recognize 

the need for communications strategies and mature brand 

identities. 420Science, a company that specializes in 

glass storage containers for Marijuana, is an 

example of a company that has understood the 

value of branding from the beginning. The owners, 

Matt LaPrairie, a graduate from ASU’s Advertising and 

Strategic Media Program, and Gary 

Kannings, a graphic designer,  have put all 

of their knowhow into their business and the 

results have been clear. From a Facebook fan 

page of more than 5 thousand loyalists and 

repeat shout-outs on shows like Showtime’s 

Weeds their company is growing rapid appeal  

all of which are signs of  smart brand strategy 

and equally smart design. In an interview Gary stated, “ The 

industry is in serious need of good design, which is a 

symptom of a lack of knowledge and money. But once 

people realize the value of a brand identity I think we 

are going to see a different approach to the game.” 

And Gary couldn’t have been more right, just last 

year, Print Magazine reached out to several design 

firms with the challenge of, 

“Building a Better Baggie.” The 

results were impressive and mark 

a turning point in the thinking for 

both the Marijuana and 

advertising industries*.7

! As a brand strategist I see nothing but opportunities 

for young industry pioneers. The ground work has already 

been laid for success and Americans are just waiting for that 

one brilliant campaign that finally normalizes support for 

legalization. But being a pioneer is more then seeking out 

fame and glory its about having the foresight to see a need 

in society  and having the courage to lead the way in 

changing it.

Open call For 
Pioneers:

1. Harvey, Brett. (2007)“The Union: The Business of Getting High
2. Desimone, J. S. (1998) Is marijuana a gateway drug?, Eastern Economic Journal, 24, 149- 163
3. Kandel, D.B., et al. “Prevalence and demographic correlates of symptoms of dependence on cigarettes, alcohol, 

marijuana and cocaine in the U.S. population.” Drug and Alcohol Dependence 44 (1997):11-29.
4. Neumeier, M. (2005). ‘The Brand Gap’, Crawfordsville, R.R. Donelly & Sons
5. Turner, Carlton E. The Marijuana Controversy. Rockville: American Council for Drug Education, 1981.
6. CNN.com, Oakland, California, Passes Land Mark Marijuana Tax, July 22, 2009.
7. Print Magazine, ‘Building a Better Baggie”, August 2009.

The goal of this article is to inspire people to think 

differently about Marijuana and the role it has played in 

our daily lives over the past several decades.

By putting my stake in the ground I hope to find other like 

minded people in advertising just crazy enough to take 

the first step. If anything you read today left you feeling 

unconvinced or equally inspired to act, I’d love to talk.

My Commitment:

Marika Wiggan: Communication Strategist

email: marikawiggan@gmail.com

Sources:

Richard Lee, Owner of Oaksterdam University, 

Oakland CA
Matt LaPrairie, Brand Strategist 420Science, 

Austin, TX.
Gary Kanning, Graphic Designer, 420Science. 

Austin, TX. 

Primary Interviews:
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What Is Off-Consumption?

! In its most simplistic form, it means only buying what is 

necessary and avoiding the consumption of mass media. Why media?  

Americans are being bombarded with messaging of how we should be 

living, feeling or thinking from every direction.  A step away from 

media is a step into psychological self-sufficiency.  Obviously, moving 

away from consumption is not as black and white as this definition 

may suggest.  There are many forms, levels of commitment and 

motivations that this transition can take. 

Downshifting is a social behavior or trend 

in which individuals live simpler lives to 

escape from the rat race of obsessive 

materialism and to reduce the stress, 

overtime, and psychological expense that 

may accompany it.           !     Source: Wiki

 Source: Unhappyhipsters.com

The things that once so defined him — shag carpeting, Room & Board sofas, 
mahogany  — now suffocated him.

Why Go Off-Consumption?

work-life balance    --    to define identity autonomously    --    freedom from technological addiction    --    environmental 

sustainability    --    life untethered from possessions and routine 

! Ultimately the reasons are endless, but the most all encompassing concept is Work less, Spend less, Live more.  An 

increasing number of Americans are rejecting their role as consumers, as they desire to seek alternative routes to self-

definition. Generally speaking, we can define ourselves in five different ways, by the people we know, the job we occupy, 

the things we experience, the stuff we have or the stuff we make.  These people are simply trying to trim down the fat.  

" Long before advertising made the shift from selling specific product attributes to selling branded lifestyles 

consumers were purchasing to fulfill more than functional needs.  Brands have evolved into ideologies, and hedonism is at 

the root of modern American consumption.  When we think of the future and our aspirations, we think in terms of the 

things we will own.  We worry about keeping up with the Jones’s.  This is for many, until now.  As Americans we have 

consumed harder, faster and greater than any other people worldwide.  The decision to move away from a consumption 

based lifestyle has already been made by many and the future looks like a nation divided as this movement begins to 

snowball within the Millennial generation and those that follow.

O F F - C O N S U M P T I O N :  
A  F U T U R E  A M E R I C A

By: Michael Whitten

http://en.wikipedia.org/wiki/Affluenza
http://en.wikipedia.org/wiki/Social_behavior
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http://en.wikipedia.org/wiki/Rat_race
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http://en.wikipedia.org/wiki/Affluenza
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Who Are These People?

#" I had the great pleasure of speaking at length with Amber Hartman and Vince 

Artusio, millennial anti-consumerism evangelists currently based in San Francisco.# From their 

experiences, it would seem, the most dedicated anti-consumerists are self-employed in fields 

that allow them to make their own hours, while also following their passions, namely 

designers, artists and artisans. The average American puts all of their efforts into their job, so 

they can afford a specific lifestyle, filled with modern conveniences.  While those off-

consumption enjoy working hard for their lifestyle, so they can afford the luxury of working 

less.  Working hard in their context refers to the planning, time and energy that involves 

getting from point A to point B by foot, bike or bus, just to provide one example.  They claim 

that the vast majority find themselves filling various odd jobs as a way to introduce variety into 

their lives.  These people are, for the most part, highly educated and driven folks, not bums or 

high school drop outs like you may presume.# Amber, a graduate of Southern Methodist 

University, decided to move off-consumption after four years of climbing the corporate ladder 

within a high-end department store headquartered in Dallas, TX.# She and her partner, who 

also “grew weary of the rat race and pressure to keep up with the Joneses”, then moved to 

California, because “Dallas just wasn’t a place where we could find ourselves and our 

community.”# While anti-consumerists live everywhere, she claims based on experience, that 

“California currently has the largest community and the best attitude for a simpler life.”# Vince, 

currently self-employed as a capoeira instructor, loves life ever since leaving his job as a 

paralegal two years ago.# He claims that being able to treat each day as a new adventure, 

“devoid of routine and playing who has the nicer car”, is his ultimate happiness. 

“Anti-consumerism has become one of the most important cultural forces in millennial North 

American life, across every social class and demographic.” Joseph Heath of This Magazine

“While many are yuppies, jumping off the work-spend treadmill, down-shifters, are found at all 

income levels.”

Kim Humphery, author of Excess; Anti-Consumerism in the West

“While many are 

yuppies, jumping off 

the work-spend 

treadmill, down-

shifters, are found at 

all income levels.”

Kim Humphery, Excess; Anti-

Consumerism in the West

“Anti-consumerism has 

become one of the most 

important cultural forces 

in millennial North 

American life, across 

every social class and 

demographic.”
Joseph Heath, This Magazine

What Type of Lifestyle Changes Do They Experience? 

Comfort versus Fulfillment

The problem with being off-consumption is that you can no longer buy a ‘treat’ for yourself in 

order to snap out of a bad mood. Being off-consumption means no comfort food, no self-

gifting, no temporary postponement of pain by the rush of adrenalin triggered off by that 

perfect purchase.  This has a way of putting life into perspective and forcing you to actually 

face your joys, frustrations and concerns.  The concept of “I deserve this” is the most difficult 

to abandon; however, the end result being total self-awareness and self-actualization is worth 

the trouble, according to Amber and Vince.

“The things we 
have are 
physiological 
compensation.”

                            - anonymous monk  



Amber volunteers 

regularly at the SPCA, 

loves her book club, 

considers taxi cabs to be 

her mortal enemy as a 

cyclist,  hates when 

people talk about buying 

green, and refuses to 

purchase non-secondhand 

clothing.

The Ultimate Relationship Test

Moving off of consumption 

can be very stressful on 

relationships with friends, 

family and significant others 

that have not made the move 

themselves.  Looking at my own life, I 

wonder how easily I could maintain a relationship with 

someone who I couldn’t frequently go to a bar, movie or 

restaurant with or someone who I couldn’t shop, watch TV or 

share viral videos with.  As such material items are set aside so 

are many material relationships.  This is the sad and ugly truth.  

Community can however offer support for any turbulence 

experienced along the way, but the lack of community is often 

the reason many abort such an undertaking.  Thankfully the 

internet offers many self-help communities and suggestions for 

undertaking this venture. 

Andrius Kulikauskas

“I will learn that I must call on others 
and accept their help. I become sensitive to the 

extent that I may impose on them. Asking for help may 
strengthen our friendship, but asking for too 

much may end it.”

Vince shops only local 

produce, loves NPR but 

can’t name a single Lady 

Gaga or Lil’ Wayne song,  

reads the free newspapers 

he finds littering the city, 

only uses his six year old 

laptop for about 3 hours a 

week in free hotspots to 

email his friends scattered 

across the US, and 

considers dining out as 

eating at a friend’s home. 

Only Authentic Interactions

Part of the joy of shopping is the experience of being doted on and showered with 

compliments, as well as the power and respect that comes with trying to be pleased.  For 

some people this is the only scenario when they can feel completely in control and 

respected.  Moving away from this into entirely authentic interactions, ie. friends, family 

and strangers that aren’t trying to sell to you, can be eye opening in how it provides a 

sense of freedom and true self-awareness.  

Awareness Addiction

When you consume so little, each purchase becomes a highly educated one. These 

people still consume, but are hyper-consumers of what little they buy.  From food to 

laundry detergent, these anti-consumption consumers don’t just purchase on a whim.  

They read the packaging, ask the clerk, ask friends, and sometimes even go online to 

know not only how their product was made, but what it was made of and exactly who 

made it.  Amongst other things they wonder if it’s all natural, if it’s made by child labor, 

if it will last forever without being replaced or repaired, or if they can find it cheaper 

somewhere else.  The common theme between all anti-consumerists is that they care 

because they understand the power of their purchases as economic votes, according to 

Alex Smith, another San Francisco based anti-consumerist.  

An evolution from 

conscious 

consumption to 

conscious expression. 

This Seems Highly Niche, What Potential Does It Have To Disseminate?

Within the Millennial population and those to follow it, there is great potential for this 

movement to gain traction.  I am not suggesting that every millennial will move off-

consumption overnight, but that these extremists will set the core beliefs and rules, 

allowing a greater degree of participation from outsiders. Nor am I suggesting that new 

participants will become extremists.  Most people will find themselves living a 

downshifter’s life through small steps and simple adjustments.  



Signs point to yes

There are signs within our generation that provide a degree of natural inclination and 

reaching the tipping point to this way of thought.  The most easily identified and concrete 

rationale derives from the Millennials’ sense of entitlement.  

Guarav Mishra, CEO of India’s 2020 Social, is most commonly know as the marketer who 

went off-consumption.  In his year of off-consumption, Guarav adapted a diagram, 

commonly used by sociologists, as a way to explain the tipping point of anti-consumerism.

Most Millennials fall within the middle 

range of this diagram, where they have 

enough things to survive and live 

contently.  At this point the focus on 

things, experiences and relationships are 

interrelated, they can’t be separated out.  

Because they are not able to 

differentiate things from experiences they feel entitled to more than previous generations.  

We, as a generation, are teetering on the edge of the tipping point.  I argue that as we 

continue to progress, consume and educate as consumers we will see a much greater shift to 

the right.    This is where consumers realize that they have more than enough material 

possessions to be content.  At this point they are able to differentiate between things, 

experiences and relationships.  They realize the difference between material possessions 

and meaning in life.  Other support points for my theory come from a recent Pew Report 

involving the Millennial generation’s need for flexibility in work, the fact that they are the 

first generation not to identify ‘work ethic’ as a defining characteristic and that Millennials, 

18-29, are happier with their earnings during the recession than Gen Xer’s were in the late 

90’s boom.  As a generation we saw what our parents went through with mass layoffs in the 

recession and are beginning to question our loyalty to “work as life.”

Meaning

Post-Materialistic

Survival

Pre-Materialistic

Things/Experiences/Relationships

Key Research & Sources:
*Expert Interviews

- Amber Hartman 
- Vince Artusio 

* interviews with millennial anti-
consumerists
* Anti-Consumption Blog Crawl
*Millenials: A Portrait of Generation 
Next - Pew Report - 2010
*Kim Humphery - Excess; Anti-
Consumerism in the West - 2009
* Adbusters Magazine
* This Magazine
* CurrentTV.com
* Paco Underhill - Why We Buy - 

2000
* Judith Levine - Not Buying It: My 

Year Without Shopping - 2006
*http://www.gauravonomics.com/
offconsumption/
*http://www.ms.lt/en/
workingopenly/givingaway.html

How will it happen?

Using a diagram I created when 

analyzing the expansion of Burning 

Man, with Kelly Foss, Marika 

Wiggan and Cat Herrmman, I will 

answer this complex question. The 

spiral’s center represents the core 

principles of the movement, while the red markers represent the movement’s participants. 

Their proximity to the center represents the level of proper participation, extremists at the 

center and simple downshifters at the periphery. In early stages, most participants are close 

to the movement’s core and to each other.  This is the current reality of off-consumption and 

anti-consumerism within America. In later stages once the movement has reached cultural 

traction or as others reach the tipping point, the overwhelming majority of participants live at 

the edge and participate in less extreme ways.  This point of large growth within the 

movement is surely years down the road, but the signs can’t be ignored.

Time

Michael Whitten
Brand and Culture Aficionado
MichaelgWhitten@gmail.com
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What!s Happening to Our Brains?
<< Neural Networks are Rapidly Changing >>

W
T

F

Doing To Our Wiring?

Is The 

Internet 

by Ashleigh Edwards & Krystal Plomatos

<<Two Communications Strategists That Care About Your Big Brain >>

85

dedicated interest in brain and body science. Given the copious amount of time we spend online, 
we began to wonder how our intense internet habits might be affecting our brains and bodies at the 
neural level. 

Since Digital Natives are relatively young (20s and 30s), none of them have lived an entirely digitally 
dependent life yet. 

s a self-described medical geek and a health-obsessed athlete, we have always maintained a AA

Gary Small is a neuroscientist at UCLA who specializes in brain function and is considered the 
foremost expert on technology!s effects on the brain. He ran a study documenting the MRI scans of 
Digital Immigrants while they practiced using Google for the first time. After only 5 hours of 
interaction - the neural networks in the brains of Digital Immigrants changed dramatically to match 
the neural networks of Digital Natives. 

What will Digital Natives look 

and feel like as they grow into 

Digital Old Age?



”
““

II f only 5 hours of internet activity can fundamentally alter the brain, what are the implications for 
those of us who spend an average of 9 hours a day online?  Bear in mind that:

hat!s Happening to Our Bodies?W<< The way we work affects our bodies >> 

Every single action - online or not - lays down a 

corresponding set of neural pathways in the brain, 

which can become permanent with repetition. 1

With the majority of us spending a growing amount of time online, it sends the message to our brains 
that we must really enjoy being online, so the brain releases an increasing amount of dopamine to 
reinforce that behavior. Conversely, when we tear ourselves away from the online experience, we 
feel like we!re missing out on everything that!s going on. 

Our growing appetite for digital content is causing the same neurological changes that occur when 
nicotine or alcohol addictions are formed. In other words, we!re causing ourselves to become hard-
wired to crave spending more time online than offline. This is worrisome because:

For every hour we spend on our computers, 

traditional face-to-face interaction time with 

other people drops by nearly thirty minutes. 2

As the brain evolves and spends more time on new technological skills, there is less time being 
spent on strengthening fundamental social skills, such as reading facial expressions during 
conversations or grasping the emotional context of a subtle gesture. 

Then in 1950 when we entered the Age of Information, work-related maladies became more 

emotional: there was an increase in cases of depression and anxiety, and an entire industry 

flourished around alleviating heartburn, ulcers and acid reflux, symptoms which were largely 
attributed to job-related stress. 

When America was an Industrial Society from 1750-1949, work-related maladies were primarily 

physical: bad backs, lost limbs, black lung, etc.

Where are we now? In the last ten years the internet has created 1.2 million jobs 3, with many 
workers spending an average of nine hours a day online. Society has entered into what we call the 

Digitally Dominant Era, with a combination of both physical and emotional maladies that are 

unique to this era. 

1 Small, Gary. iBrain : Surviving the technological alteration of the modern mind. p.5     2  Ibid. 3 http://www.computerworld.com/s/article/

9134231/



II
that: deep reading and concentration seem to be a thing of the past, they suffer from a loss in 
productivity while unsuccessfully attempting to multi-task, and feel intensely deprived when they 
lose or forget their favorite digital device. 

Now, more than ever, we need to be increasingly diligent in how we treat our brains if we expect 
them to handle and process the amazing stream of information at the break-neck pace that the 
internet provides.

According to Lester Thurow, author of The Future of Capitalism, “Brainpower will continue to 
become far more valuable than muscle, mechanical power, or even technical power.”  Thurow goes 
so far as to say that:

n addition to the increase in cases of Carpal Tunnel Syndrome, people are increasingly reporting 

“the era of brainpower industries is causing a fundamental 

shakeup in classical capitalism, because the brains of 

employees have become the most valuable strategic assets, 

not machines.” 

85Noah and the Steak 
An Abysmal Love Story 

from the Near Future 

illustration    russel arthur 

Noah’s left quarter panel screen 

indicated his protein stores 

were running dangerously low. 

He flicked open a new tab with 

an image of 17 oz. Ribeye, 

blackened on the outside and 

viciously raw on the middle. 

All six screens immediately 

synced up the image and began 

to emit the aroma of steak 

charring while the Bang Olufsen 

subwoofers screeched with the 

sounds of a proper Delmonico 

steak meeting the flames. 

Noah was always delighted with 

how the virtual representation of  

food satiated him in only 4 

seconds- much more efficient 

than the actual experience 

which cost him six minutes of 

interruption from his power-

browsing regime. 

<< story cont. p4 >>

Digital Addiction at Your Fingertips

<< We treat our brains and bodies as if 

they are renewable resources >> 

! If I strain my eyes, 
I can get LASIK 

surgery. 

! If my back hurts, I 
can go to the 

massage therapist.

! If I can!t seem to 
shut down and go to  

sleep at night, 
there!s a pill for that. 

While we can 
alleviate symptoms 
of our 24/7-wired 

lives, there!s no pill 
or quick-fix for 

restoring the brain!s 
balance of offline and 
online experiences... 



85
and pleasure receptors that make you 
addicted to your digital life are reinforced. 

Even more troubling, according to the 
American Psychiatric Association:

 !Internet Addiction" is 

being considered as an 

official disorder in the 

Diagnostic and Statistical 

Manual of Mental Disorders 

[DSM-IV].

We need to develop our own personal 
system, or !digital diet," to track the 
balance between our offline and online 
lives. 

Left unchecked, the neural connections L
He summoned up a picture of Maya- he wasn’t sure if he liked her or 

not. She didn’t apply bioluminescent face dust like the other 

females, which made her skin seemed pallid compared to the others 

whose skin beamed with the bluish tint of a backlit monitor. 

She always obeyed the DTO chime and often lingered long past the 

mandatory ten minutes. After spending hours figuring out how to 

hack the ScreenStack so he could avoid the daily DTOs, she wasn’t 

at all impressed. Instead her face  formed the emotion of :\ and she 

begged him to stroll offline with her.

That was so pointless to him- he could conjure the entire span of the 

Galapagos Islands across his ScreenStack faster than any other 

male- yet she always preferred to unplug and comment on the daily 

breeze.

He was afraid to ping her emoticons, each time he did, she would 

suddenly crawl into his ScreenStack to reply. He never knew what to 

say without his file of ConversationStarters at his fingertips.

She also had the queer habit of looking him in the eye instead of his 

primary screen. Both of these behaviors made his screens pulse and 

he was afraid she would sense his synapses firing alerts of 

discomfort and intrigue.

During the year of his FourthIteration, he stumbled upon an illegal 

torrent with images of females from the Beta version of the Universe. 

Those females had warm undertones to their skin and curves 

instead of flattened backsides- he wondered how they withstood 15 

hours of daily screen activities. He had always been instructed that 

females with curves were substandard mates and ought to be 

dragged off-screen. 

But those very curves in their form were seared into both his mind 

and screen- and the moment Maya sauntered by his ScreenStack 

looking somewhat like those Beta females, his screens powered off 

from excessive sensory overload. He immediately captured and 

logged the moment 4:47:03 of Month213 when she first walked by. 

It was the only thing he could bring himself to favorite. ////

<<Noah and the Steak cont.>>

You Can!t Quit the Internet,

<< Our short-term solution for 

avoiding Digital Dependence >>

But You Can Break From It

85We adore the internet, but question 
whether we know what our intake-limit 
should be...

And even if we know our precise limits, truthfully we don"t know whether we"d obey them because the 
internet has such a vast array of uses and applications. 

Unlike those suffering from nicotine, caffeine or alcohol addictions, you simply can"t quit the internet 
completely. 



that both “breaks” are actually just feeding a caffeine or nicotine addiction. 

What we propose is something fundamentally different. It!s not about indulging in X,Y, or Z to get 
you through the day instead, it!s about stepping away. 

WWhile we take coffee breaks throughout the workday or some take smoke breaks, the truth is 

The DTO 

The Digital Time Out

Daily DTO: a 10 minute window where you leave all your devices on the desk and step away from 
the office. 

It’s 10 minutes of you-time, meant for you to actively observe the world around you or let your 
thoughts wander. 

Bring an office-mate along to regain some of those 30 minutes of lost face-to-face time, or do it 
alone, but let all the world know that when it’s DTO, it’s DTO.

DTO is intended for you to let the parts of your brain that process your online 
activities take a break, while flexing the under-utilized regions of your brain.   

When you see people posting “DTO” on their status updates, it!s a sign that 
the behavior has been adopted and it!s become socially acceptable rather 
than stigmatized to take a break. 



\Call to Action for More Attention, Discussion & Funds
<< Four Dreaded Words: Further Medical Studies Needed >>

A

We interviewed an array of current medical students and were shocked to learn that medical 
students from 2006-2010 reported that within their four years of study, 

Nowhere in the curriculum did 

they come across any 

discussion of the

effects of digital lifestyles 

on our health or future.

Which means we are ailing at a rate that’s faster than our medical professionals know how to 
adequately care for it. 

Even medical doctors with up to 20 years of experience in the industry were unable to shed light 
on the situation. 

Because research and literature hasn!t kept up, the likelihood of misdiagnosis, or even dismissal, 
of someone!s concerns about what they feel is going on inside their bodies and brains increases. 
Nothing is scarier than a doctor telling you “There’s no treatment available” or “I don!t know 
why...”, or dealing with the stigma of “You must not be trying hard enough” to handle your internet 
addiction.  

A comprehensive plan for a multi-disciplinary study assessing all of the body systems affected 
by our digitally dependent lifestyle must be outlined, funded and completed. Research funds 
need to be allocated towards the internet’s effects on our health since we are all the ones who 
have to suffer the consequences. It!s one thing to avoid caffeine, nicotine or alcohol, but to avoid 
the internet completely in this Digitally Dominant Era isn!t realistic for the vast majority of us.  



Could Our Most-Loved Brands Help Save Us?

While the medical community is overwhelmed with many issues needing funds for research, 
perhaps a non-medical organization could make this their rallying cry. Specifically, an 
organization with a vested interest in protecting our intellectual capital- our brains. 

These three organizations have the right ethos that aligns with the consequences of a digitally 
dependent life:  

Google has a vested interest in protecting the brains that 
they hire. As part of their recruitment strategy, they 
include a two page primer on:
“How to Care for Your Big, Wonderful High-Performance 
Brain” and the company schedules in exercise and 
power-naps for employees. 

Facebook depends on people doing interesting things 
in their offline lives to have something worthy to post 
online. How can Facebook do a better job of 
facilitating a better online/offline balance?

More than ever the Titans of the Web: Google, Facebook and Microsoft are all lusting 
for the silver bullet that establishes their marketplace dominance while making them 
seem less like a Big, Evil, Corporate Machines. For any of these three companies to 
advocate a life slightly less digital would signal a genuine commitment to putting 
people above profits.  ////

The goal of the foundation is to !bring innovations in health and learning to the 
global community." Given their current presence in classrooms, can the 
Foundation champion the importance of maintaining a healthy digital diet?

Google

Facebook

Bill & Melinda 
Gates Foundation 



The Epilogue

When we proposed the DTO to our class of Communication Strategists who 
are fellow Digital Natives- it was met with great enthusiasm and led to an 
engaging discussion. The overwhelming response was: 

“Yes, we!ve gotten to the point where we!re all working relentlessly and feel 
like we can!t take a break without looking like a slacker.” 

The most commonly asked question was: “What specific activities are the best 
way to spend our DTO so we can exercise the parts of our brains that are 
being neglected?” 

This presents a great opportunity for a brand to develop exercises, games, and 
activities that challenge those neglected regions. 

Perhaps you have tips on how you manage your online/offline balance. 
If so, we!d love to hear hear them and help share them if you like. 

AsheighEE@gmail.com and krystal.plomatos@gmail.com 

Krystal PlomatosAshleigh Edwards




