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“

A L I F E I S N OT I M P O R TA N T

hen we first sat down to toil around the
concept of The Impact Issue, our conversation immediately delved into the stories
and companies that are making moves in the social
enterprise realm. The brands, doers and makers that
have pieced together the lineage between product,
profit and powerful change. Those who are turning
consumable dollars into do-gooding global change.
But when we thought even deeper, we realized “impact” can mean so much more. It’s about the impact
a strategic brand story can have on the success of
your campaigns (and sales). It’s about the impact direct-to-consumer companies have had on the retail
industry. It’s about the shifts and changes that have
eternally changed the way we think, act, do and buy.

EXCEPT IN THE IMPACT IT HAS
ON OTHER LIVES.
JACKIE ROBINSON

Generally speaking, I’m enthralled with consumer
behavior and the variety of impacts that can shift it
from day to day, year to year. I can’t get enough of
it… I mean, we’re marketers after all. It’s our job
to consistently strive to find the best way to connect
a brand with it’s consumer, to best influence their
decision to act, and to flex our creative storytelling
through every channel possible.

EDITOR-IN-CHIEF
C H E L S E A M AT T H E W S

“

I HOPE IT IS TRUE THAT A MAN CAN DIE AND
YET NOT ONLY LIVE IN OTHERS BUT GIVE
THEM LIFE, AND NOT ONLY LIFE, BUT THAT
GREAT CONSCIOUSNESS OF LIFE.

Jack Kerouac
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FINDINGS

PRIME DAY
To celebrate 20 years, Amazon launched
“Prime Day” - but what does it mean for
retail?

READ HERE

Hint:
Don’t send it during the weekend.

READ HERE

B*TCH BETTA HAVE
MY MONEY
President Obama announces a rule
change that will make millions of
Americans eligible for overtime.

READ HERE
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FINDINGS // BUSINESS

THE PERFECT
TIME TO SEND

INSTAGRAM BLOCKS
#CURVY
Instagram publically admitted to
blocking the ability to search #curvy.
And the reason behind it is, well,
pretty vague.

READ HERE

A newsletter from Lena Dunham?
Sign us up.

READ HERE

TOO MUCH
DISCOVERY?
Snapchat brings discovery to the forefront. And users don’t love it.

READ HERE
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FINDINGS // SOCIAL MEDIA

LENA DOES IT AGAIN

THE RIGHT TO
BE FORGOTTEN
A new Euporean law will allow people
to delist themselves from
Google Search.

READ HERE

Apple will start sending you ads based
on your credit score. Aka only things
you can afford.

READ HERE

SAY CHEESE
Future Google Glass Camera snaps
pics with finger frames.

READ HERE
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FINDINGS // TECHNOLOGY

TECH FORECAST

#FREETHENIPPLE
Just why is the male nipple ok, and the
female isn’t?

READ HERE

FINDINGS // CULTURE

LABELS ARE
FOR CANS
Coca-Cola is removing its logo from
its cans of soda in the Middle East to
encourage people not to judge one
another.

READ HERE

MARTHA INTERVIEWS
JUSTIN
Private jets, platinum records and
finishing high school with a 4.0.

READ HERE
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QUEEN BEE REIGNS
OVER AUSTRALIA
A 68-story, Beyonce-inspired skyscraper will soon be built in the land down
under.

READ HERE

Copenhagen-based photographer
Mikkel Jul Hvilshøj creates visual recipes with a minimal flare.

READ HERE

TRASH GETS SMART
Introducing Bruno, the world’s first
smart trashcan.

READ HERE
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FINDINGS // DESIGN

RECIPES
FOR DUMMIES
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TOOLS

TOOLS

BIKE SHARE
“EFFORTLESSLY FIND A
BIKE ANYWHERE.”
Because traveling and cycling go hand in hand, even when
you don’t have your own bicycle with you.

2.1

D E SKTOP

TOOLS

#CLIMATE
“A PLATFORM FOR
CHANGE”

DESK TOP

Harness social media influence to benefit social impact...on
your own terms!

2.2

TOOLS

DROPCOUNTER

“SAVE WATER, SAVE
MONEY, SAVE TIME”
Optimize your mindful water usage by connecting with
your neighbors to collaboratively cut back on your utility
usage!

D OW N LOAD

2.3

TOOLS

DOCTORS ON DEMAND
“VIDEO VISITS FROM
THE DOCTOR”

DESK TOP

For the workaholic who doesn’t have time to sit in a waiting
room.

2.4

TOOLS

GOODGUIDE
DESK TOP

“HEALTH, ENVIRONMENT,
AND SOCIAL IMPACT.”
Discover where to purchase environmentally conscious, safe, accessible products complete with comprehensive reviews!
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COLOR THEORY

C.1

C.2

“

WHAT IS INTERESTING IS THE POWER AND
THE IMPACT OF SOCIAL MEDIA... SO WE MUST
TRY TO USE SOCIAL MEDIA IN A GOOD WAY.
Malala

04

F E AT U R E S

THE GIG ECONOMY
IMPACT
By Marissa McKinney

Marissa McKinney is an accounting professional
with over 8 years of experience in financial planning,
bookkeeping and accounting, specializing in the small
business entrepreneur. Get in touch at logistis.us.

T

here is a lot of hype swirling around
the Millennial’s movement toward a
“Gig Economy” and the effect it will
have on labor force and employers.
The general consensus seems to be
that people have redefined their ideas of success and
in this transformation more people are gaining greater
autonomy in their careers. The title “freelancer” has
gained more esteem in recent years and the previous
negative connotations associated with that title are a
thing of the past. The desire to move up the corporate
ladder has diminished and what we are left with is a
movement towards a nation of independent contractors (IC) and start-ups.
There is a clear increase in the supply and demand for
freelance work and telecommunicating makes it easier

than ever to begin working independently. The service
industry makes up 77.7% of the US GDP (according
to the CIA World Fact Book) and many people are realizing their potential in the “Gig Economy.”   With
the barriers to entry minimal, mostly for service related
work, many people are gravitating toward this idea of
detachment from the corporate world. Companies like
Uber, Airbnb and Task Rabbit are a direct reflection
of the desire for people wanting to work on their own
time. These companies have aided in the revolution
for individuals growing self-reliance. The idea of independence is dreamy but other side of the coin is less
palpable.
The perks to self-employment may seem obvious. Who
wouldn’t want to make their own hours, work from
home or take their laptop on a Caribbean cruise with-
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out having to ask their boss for time off ? School teaches you how to land a job, but more than likely, your
college or vocational school did not teach you how to
be self-employed. When you work for yourself there
is no calling in sick, there is no one to plan your retirement or offer healthcare. And, if you are fortunate
enough to be successful on your own, what happens
when you max out your time and need more help in
order to advance in your career? At this point you
will need to expand, and in that expansion the next
step is generally to hire help. Once you have crossed
the threshold from being self-employed to becoming an
employer, you enter a world where many people stumble. You may have mastered being the best cupcake
maker in the world, but it is very difficult to be the
best cupcake maker and successful entrepreneur. Being
a business owner and employer can have you fumbling
through laws, regulations and a whole gamut of other
unanticipated complications.
Some of the obstacles business owners are facing today
are higher wage demands, health insurance, salaried
employees requesting overtime, the general complications of human resource laws and taxes. All of which
can be a huge burden on the individual establishing
their business. So can the “Gig Economy” be a winwin for employers and employees alike? I believe so,
as long as an employer follows the IRS’s laws and strict
stipulations for hiring an IC, then the employer can
hire more freelancers and perhaps retain less need for
actual employees. This outsourcing simplifies many of
the employer’s complications in the preliminary stages
of expansion.
The symbiotic relationship between employers and
employees has become more pronounced and the “Gig
Economy” is changing the entire fundamental nature
of “employment”.
Venture capitalist Nick Hanauer and the labor leader David Rolf, argue in the latest issue of Democracy Journal that, “It’s an economic transformation that
promises new efficiencies and greater flexibility for
‘employers’ and ‘employees’ alike, but which threatens
to undermine the very foundation upon which middle-class America was built.”

In June of 2015, the US had the lowest unemployment rate in 7 years with a steady decline. Is the “Gig
Economy” helping this trend? Perhaps more people
are being proactive in initiating their own success. Y
Combinator leaders anticipate that “there is still room
for another ten-fold increase in the number of (good)
startups.”

WHEN MAKING THE CHOICE TO WORK FOR YOURSELF
VERSUS ENTERING THE CORPORATE WORLD, IT IS
BEST TO KEEP THE FOLLOWING IN MIND:

-Make sure you have at least one mentor
-Have a business plan written out
-Find a financial advisor
-Plan for taxes
-Plan for retirement
-Network and be active on key networking sites like
LinkedIn
-Always think ahead and be prepared for growth
The entrepreneur needs to remain savvy in their everyday decisions, even as a sole proprietor. As individuals
begin to grow, they are going to have to adhere to a
multitude of governmental rules/regulations and taxations and it is important to be prepared. There are
people and businesses that can help startups save time,
money and allow entrepreneurs to focus on what they
do best. Success is utilizing the vast amount of resources and consultants in the market. With the modern convenience of social networking and accessibility
to resources, it is easier than ever to become self-sufficiently efficacious.
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BEYO N D THE
N U MBE R S
By Justin Herber

A

couple of years ago, a group of department heads sat in a conference
room discussing the upcoming seasonal campaign. The roundtable format
that kept returning to the same question: how do we
sell more product?
Flash sales? Coupon codes? Reward programs?
The goals seemed to be short term, moving product to
hit numbers. While every business needs to hit sales
goals, it was becoming clear that the brand wasn’t focused on selling what it was best known for - creating a
better tomorrow.
TOMS was founded on a simple idea - for every pair
of shoes sold, a new pair would be provided to a child

in need. The company evolved into selling eyewear,
coffee, and bags that help benefit people in over 70
countries worldwide. TOMS wasn’t selling just products; but the idea that every purchase had the ability to
improve someone else’s life - One for One.
In taking a step back, there were new and unique opportunities to tell the story of impact within the forthcoming campaign. The giving department had recently partnered with Save the Children, allowing TOMS
to expand giving in the United States, while the product team developed an athletic giving shoe that would
promote a healthy lifestyle for the recipients. What
emerged from the conversations was the desire to tell
the story of how all the pieces come together to create
the TOMS Ecosystem.
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The challenge I put forth was to not only measure success in numbers, but also in letters - meaning written
letters from customers, letters from giving recipients,
and letters from partners. When all of those involved
had a meaningful experience, we were telling the true
story of One for One.
The result was a brand film centered around Joey, an
eleven-year-old aspiring basketball player from Kentucky. He was hard-working, kind, and had a great
jump shot. The film focused on every participant’s desire to work hard to create the world they envisioned
- a better tomorrow. Within an Ecosystem each part is
interdependent, and that was the case with the TOMS
Story as well. Joey had hopes and dreams that were
made possible by the efforts of the customer, the giving partner, and the TOMS team, but he also fulfills
the promise of creating a better tomorrow for them.
Every piece is connected and works in harmony. After screening a cut of the film to a handful of people, it was followed by a silence and then a clearing of
throats. The piece had moved them to tears.
The TOMS Giving in the US Campaign video has received almost 4 million views. TOMS received a lift in
PR stories, and most importantly countless letters and
comments thanking them for giving in the US and for
telling Joey’s story.
While not every brand has the same mission as TOMS,
it is still important to remember that the best brands
tell a story and sell something beyond product. It is
a creative’s job to help evoke that emotion. If the response is authentic and genuine, the numbers will follow.

J u s t i n H e r b e r i s a W r i t e r, D i r e c t o r, a n d C r e ative Consultant. His clients include T he
We i n s t e i n C o m p a n y, T O M S , U S A N e t w o r k ,
REVISIT Products, Se phora,
and Mullen Lowe.
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“

THE CHALLENGE I PUT FORTH WAS
TO NOT ONLY MEASURE SUCCESS
IN NUMBERS, BUT ALSO IN LETTERS - MEANING WRITTEN LETTERS
FROM CUSTOMERS, LETTERS FROM
GIVING RECIPIENTS, AND LETTERS
FROM PARTNERS.”

PHOTO G RAPHY,
SO C I A L MEDIA AN D
T HE F UTU RE
By Pete Halvorsen

P e t e H a l v o r s e n i s a P h o t o g r a p h e r, C r e a t i v e
Advisor and Co-Creator of 2 children.
Fo l l o w h i s j o u r n e y @ p e t e h a l v o rs e n .

“EVERYONE IS A
PHOTOGRAPHER NOW.”
ferent from Flickr, Google, 500px or even Twitter. You
get to know someone through the images they share
and you understand how they view the world. So while
it may feel that “everyone is a photographer” it’s because everyone has a story to tell.

I

hear that quite a bit when people find
out that it’s what I do for a living. It’s
normally said in a sarcastic tone, but
I don’t look at that statement as a bad
thing. Just the opposite, I think it’s
great. Great for photography, great for people who enjoy viewing images and great for brands interested in
telling their stories through new points of view. To understand how I came to this point of view, let’s take a
quick trip through my journey.
February of 2011, I downloaded a fun new application
called Instagram. I started throwing a few filters on
images and following new people all around the world.
I was heckled by peers asking “What filter are you going to put on that one Pete?” Four years and 175,000
followers later those same photographers are asking me
for shoutouts and advice to grow their own following.
I found myself using Instagram to sharpen, curate and
find my voice as a photographer. As a fine art photographer I found myself selling to new markets around
the world. As a commercial photographer I found myself being contacted directly by art buyers and creative
directors who now follow me on Instagram. As a community builder I found myself as the figurehead for
InstaMeets globally (a way Instagrammers meet IRL).
All of this because Instagram created a platform where
virtual people felt like they had a personal connection
to the artist behind the image. It has become less about
the image and more about the people who create them.
That personal connection is what makes Instagram dif-

Instagram’s very simple platform is giving brands the
unique ability to create an intimate relationship with
their customer base. It has become a talent farm to
find innovative content creators who have the ability
to give brands exposure and usable assets. This community has been given the exciting task of writing this
new playbook.
My history as an early user of Instagram and as a
commercial photographer initiated a new kind of
relationship with brands. Last year I was hired by a
large automobile company to shoot their international
print campaign as well as promote them on Instagram.
Respecting the Instagram community, I curated this
activation giving users a behind the scenes look at a
photographer’s creative process. The traditional agency activation would have simply reused assets from the
shoot.
InstaMeets are also a way for brands to activate their
customer base in an organic and personal way. I have
organized and hosted InstaMeets for companies like
TOMS, Leica, Microsoft and Twitter/Niche. Instagram recently wrote an article about the TOMS InstaMeet and pointed to it as a successful way for brands
and their customers to connect.
Social Media is changing photography for the better.
Over the past 4 years I’ve watched everyone become
a photographer because of Instagram…but they have
also become an art director, copyrighter, stylist, creative director, publicist and talent.
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THE SEA RCH
EFFECT
By Courtney Messerli

Courtney Messerli is currently the SEM & SEO Specialist for
NastyGal.com and specializes in large scale e-commerce search.
She has an affinity for bass music and festivals and can spend
countless hours on SoundCloud.
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I

mpact is actually what drove me to
the field of SEO/SEM. Ever since
my adolescence, I had wanted to be
a driver of impact. In grade school
music classes when we were asked to
select an instrument of choice, I was
one of the few young girls to choose the snare drum. To
me the other instruments went unnoticed as separate
entities, instead blending as one into the mass of the
sound. Craving distinction, I figured that the drums
stood out. They carried the overall rhythm, and their
sound carried weight over the other instruments. They
drove the impact.
As a female who has always had an interest in merchandising and marketing, people always ask me how I
became specially interested in SEO and SEM. To outsiders it may seem to be a dry, tech-y and boring aspect
of marketing. I can actually attribute this to impact as
well. After college, (I graduated with a BS in Merchandising and a BSBA in Marketing), I knew that I wanted to focus more heavily on marketing than anything
fashion or merchandising related, given that I’d always
been more interested in the business of fashion than
fashion itself.

“

NO MATTER THE SIZE OF YOUR BUSINESS,
YOU MUST HAVE SOME TYPE OF SEO
STRATEGY IN PLACE IN ORDER TO REMAIN
COMPETETIVE IN THE SEARCH RESULTS.”

I knew that if I ever wanted to position myself as an
asset to prospective employers, I had to select a niche
focus. I performed extensive research on various types
of marketing during this time of self- exploration, and
knew that since my professional journey was just beginning, I needed to select a field that would not become
obsolete in the near future (direct mail? what’s that?).
I also wanted to select a niche within marketing that
had the largest reach. I mean go big or go home, right?
It’s the millennial way. I thought, “How do I personally find information, products, entertainment, etc.?” It

was through Search that I found answers to my questions, found products, and fulfilled any need that I had.
SEO and SEM it was.
Talk about impact, through Google you are essentially reaching the largest audience imaginable. Think of
your listings in the search results as a driver of brand
awareness and the most upper funnel way to reach your
audience. To provide some context, here’s a real-time
statistic from Internet Live Stats:
“Google now processes over 40,000 search queries every second on average, which translates to
over 3.5 billion searches per day and 1.2 trillion
searches per year worldwide”
At the highest level (and to be very blunt) if you cannot be found on Google, you do not exist. Whether
you are a brand, retailer, blogger, creator of any content, or provider of any service with the goal of either
generating revenue or establishing a following (likely
both!), you first must be able to be found. The concept of SEO intimidates many, but it is actually fairly
simple. Google’s goal is to provide its searchers with
the most relevant and accurate information for every
query that passes through the engine. Think of Google as the world’s largest library, or index of information. In milliseconds, it processes a search query and
populates what it deems to be the most relevant list of
results matching to the query using its ever changing
algorithm.
No matter the size of your your business, you must
have some type of SEO strategy in place in order to
remain competitive in the search results. SEO isn’t just
your search strategy, it is your web presence. Since it
would be impossible to achieve a page one ranking for
all the products, services or content pieces that you
provide, (and since 90% of searchers rarely venture to
page two of the search results), you have to narrow
your focus. Searchers use Google to find answers. Your
goal is to answer the questions that your target audience is asking.
In order to gauge your audience’s interest in a content
piece, product, or service, make Google Trends your
new best friend. Google Trends can be leveraged as a
comparison tool in determining search interest for any
keyword, throughout any period of time, either worldwide or in your country of choice. For example, if you
are a fitness/lifestyle blogger and want to gauge interests in topics such as barre classes or spin classes, let’s
enter them into the comparison tool:
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With the heightened fitness craze, interest in both topics is peaking, but you may want to focus your content
piece on barre classes considering this search term has
slightly higher recent interest.
Now that we have selected “barre classes” as the topic for the fitness/lifestyle blogger’s content piece, let’s
briefly discuss a few simple ways to make this content
piece SEO friendly:

1

2

URL STRUCTURE: When selecting your
URL structure, keep it readable, simple, and
inclusive of the main keywords relevant to
your post. For this piece, I would select /fitness-trends-barre-classes. Not only does Google crawl URLs to determine their relevancy
for search results, but this URL will also be displayed in the search results. The more similar
your URL is to a users query, the more likely
the searcher will click on your listing.
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META TITLE AND META DESCRIPTION: Your meta title and descriptions are
simply the title and description of your webpage. Google also crawls this information and
features it in the search results. These should
include relevant keywords, but most importantly should be engaging to readers, so that they
click on your listing over competitors’. To provide context, I did a quick search for “barre
classes” and found this organic result for Pure
Barre. “New to Pure Barre Workout Class What to Expect” is the meta title and the paragraph below the URL is the meta description.

3

EARNING LINKS: The more links you generate linking back to your URL /fitness-trendsbarre-classes, the more relevant Google deems
this page to be in relation to competing web
pages for a given search query. For example,
if other bloggers or media sites just love your
content piece on barre classes and include a
link to this URL on their website or blog, the
more credible Google deems your URL to be
for this topic, helping you to rank higher in the
results. Creating compelling content that answers a question and is relevant to search interest for a trend is the best way to generate
natural links.

4

SOCIAL ENGAGEMENT: Once you write
your content piece on barre classes, post this
URL to all of your social channels - Facebook,
Twitter, Google+ etc including “barre class” or
“fitness trend” related keywords in your posts.
The more engaged your audience is (likes,
shares), the better. Social channels are generally not a direct causation of higher rankings,
but they certainly don’t hurt. Your social posts
linking to this URL may also show up in the
search results, driving further awareness and
engagement.

Keep in mind that I am only scratching the surface of
SEO in this article, but I wanted to make it clear that
SEO doesn’t have to be a scary or deeply technical endeavor. If you get in the habit of writing compelling
content that answers your audiences’ questions, select
clean URL structures, and write engaging meta information, even these small efforts will benefit your overall SEO strategy and increase your web presence.
Happy optimizing!
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THE DO’S AND DON’TS
OF INFUSING IMPACT
INTO YOUR BUSINESS MODEL
By Danielle Gano

H

ow many companies can you name
that are giving back with each purchase made? If you’re anything like
me, your closet is full of them.

What started as a simple idea from a shoe company
headquartered in an apartment in Venice has exploded into a new marketplace where purchases create a
domino effect of philanthropy. And with this new industry came a host of new vernacular, too. Terms like
“one-for-one,” “ethical,” “give-back,” “conscious” and
“impact brand” appear on the packaging, websites and
social media descriptions for many organizations that
have a philanthropic action embedded in the purchase
price of their product. Call it what you want to call it,
but I believe this is one of the most promising trends
America’s culture of consumerism has seen in my lifetime.
Except when it isn’t.
While most – if not all – of these companies have great
intentions, many have unintended outputs that do more
harm than good in the communities in which they’re

working. And the lack of clarity, measurement or certification of these companies can mean a lot of confusion for consumers who also have good intentions, but
don’t have the insight or discernment to know what
to look for in these brands. Even worse, there are organizations muddying the water with cause marketing
campaigns that do little to help the world and a lot to
help the public perception of their brand.
But regardless of whether companies are attaching
themselves to the impact trend because of their personal drive to make the world a better place – or because they recognize that this is increasingly becoming a requisite for certain segments of the population
such as Millennials – the social impact trends is here to
stay. And through our work at Elle Communications,
a bi-coastal PR firm specializing in impact brands, we
have seen just about all of the models that exist. So, I
thought it would be helpful to share some of the do’s
and don’ts we have uncovered for making sure your
helping isn’t hurting.
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DO
CREATE SOMETHING WITH REAL DEMAND.
Brands like Zady and Stella McCartney started by
thinking about the design first and how it fit into consumer desires and trends. Then they thought about
how to access those designs in a more ethical fashion
and use their sales to lift up people and the planet.
Shopping ethical shouldn’t mean you have to sacrifice
on style, after all.

BE HONEST ABOUT YOUR CHALLENGES. One
of the many things I have admired about my friend
Chris Fabian, who co-founded UNICEF’s Innovation
Unit, is his willingness to share their failures. Not only
does it make him a trustworthy person to invest in (in
my opinion at least), but it also helps to strengthen the
entire impact community by enabling others to learn
from his mistakes and to not make the same ones. It
also creates an internal culture of humility and honesty
with colleagues that I have personally found to be imperative for this kind of work.

SELECT A SOCIAL MISSION OR CAUSE CAMPAIGN THAT ALIGNS WITH WHO YOU ARE AS
A COMPANY. I love the past few years of campaigns
from Patagonia encouraging customers to buy less,
which ultimately promotes them buying high quality
products from their company that will last a lifetime.
And just this week, Reformation announced an apparel recycling campaign that encourages their customers
to use the box from their online orders to return old
clothes back to them, which they will then recycle. This
is a perfect complement for a brand with sustainability
at its core.

KNOW YOUR AUDIENCE. One of my favorite ethical brands is Maiyet, a luxury fashion line that is ethical
as a standard, but doesn’t use this as a marketing tool.
They never try to guilt consumers into shopping from
them or gloat about their empowerment of artisans
around the globe. Instead, they have taken the time to
truly understand what appeals to their consumer – travel, luxury, aesthetics and sophistication – and they have
created beautiful marketing campaigns that tap into
these desires, inspiring them to become brand loyalists
and ultimately support their artisans in the process.

BUILD WITH PLANS TO SCALE. When The Honest Company started, they made no small plans because they knew that in order to create healthier and
safer environments for everyone, they had to create
a large company – one that would rival the big guys.
They started their company with a goal of being “dramatically large” as co-founder Brian Lee once said and
their decision to take the company public was part of
that plan for expansion.
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DO
N’T

THINK LIKE A NON PROFIT. Sometimes I see
companies gravitate to messaging that hangs too heavily on the impact and not enough on the product, which
won’t create a sustainable relationship with consumers.
It’s also import to think about finances like a for-profit
rather than a non-profit. Impact organizations have to
offer competitive pay, think about incentivizing partners and ambassadors through equity or royalties and
should be thinking about scalability from the start.

OVERLOOK UNEXPECTED EFFECTS. There
have been many companies that have started with all
the right intentions, but once they began to scale realized they had some unintended outputs. For example,
a one-for-one company might give out free products
for each one purchased, but in doing so they could put
local businesses out of business who were making their
living selling those products. Obviously, free products
would do less to help transform the community than
economic opportunity would.

MISTAKE YOUR COMMUNITY AS YOUR COMPETITION. Too often I hear brands in the impact
space direct their competitive muscle toward like-minded companies. Until ethical becomes the mainstream
requisite, it’s my recommendation that brands focus
their attention on helping to grow the overall pie of
demand for ethical products before they start trying to
make sure they have the biggest piece of it.

DO IT FOR THE MARKETING. Greenwashing and
other similarly less-than-authentic forms of cause marketing can have a profoundly negative impact on both
consumers and the community at large. Proceed with
an impact campaign with intentions of sustainability,
effectiveness and real impact, or not at all.
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It’s my belief that there really is enough to go around
in the world and it just takes those who have more than
enough extending a helping hand to those who don’t in
order for everyone to have enough in the world. Now,
obviously that is a simplification of the issues and there
is a lot of innovation and strategy left to be uncovered
and implemented to eradicate big challenges like poverty and hunger and homelessness, but successful companies being willing to shave off a bit of profit in order
to help others with every product they sell is an exciting step in the right direction. I hope these ideas help
you as you consider infusing impact into your business
initiatives!

Danielle Gano is the founder and CEO of Elle Communications, a communications boutique with of fices in Los Angel e s a n d N e w Yo r k t h a t r e p r e s e n t s i m p a c t c l i e n t e l e . S o m e o f
the brands Danielle has worked on at Elle include Invisible
C h i l d r e n , U N I C E F, B r i g h t P i n k , I A M T H A T G I R L , W o r l d
V i s i o n , N o t Fo r S a l e, M u s i C a r e s, S u r f A i d , O m a ze, T h e Pa r a d i g m P r o j e c t , B U L L D O G D R U M M O N D , R a v e n + L i l y, S s e k o
Designs, T he Giving Ke ys, KAMMOK, MiiR, Project 7 and
T his Bar Sav es Liv es. Danielle receiv ed her Bachelor’s De g ree
in Communications with a minor in Art History from San Die go State University in 2006 and her Masters in Business Administration from National University in 2008. She cur rently
serves on the UNICEF NextGen Steering Committee in Los
Angeles and on the Invisible Children Advisor y Committee.
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O B S E RVAT I O N S

How are you making an Impact? We asked and you answered. From our personal
endeavors, to an impact in our professional lives, we ascertained that a majority of
you want to make an impact for the better. See below for a look at what is essentially
driving humanity and our desire to leave an impact on the world.

THE WHO
83% of respondents are aged 18-29; 10% are 30-39
83% of respondents have a 4-year college degree
10% of respondents work in an agency, 4% are in
Fashion, 7% in Tech, 24% in Advertising and 18% in Film.

THE QUESTIONS
TO THE QUESTION: WHO OR WHAT HAS HAD THE BIGGEST IMPACT
ON YOU IN YOUR LIFE? SOME NOTABLE ANSWERS:
“Literacy”
60% of respondents said their family
“Music in all its forms has constantly made the biggest impact on my
throughout my life”

TO THE QUESTION: WHAT IMPACT DO YOU HOPE TO HAVE IN BUSINESS? SOME NOTABLE ANSWERS:
“Not really looking for much of an impact. Just to help improve it.”
“To be an asset. Always seen as a positive and willing to own up to my mistakes when I
make them so as not to lose credibility. ”
“I hope to create meaningful stories in books, stage and screen that allow people to see
themselves, learn about themselves and ultimately, know that they are not alone. ”
“I’d like to create something that affects people in a positive way, which in turn inspires
them to create and affect others positively.”
“Develop an advertising co-op within each major city, whereby connecting various media
platforms to reach consumers through traditional and interactive methods, thus reducing
the modern-day dependency on electronic devices as a source of B2C communication.”
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TO THE QUESTION: WHAT IMPACT DO YOU HOPE TO HAVE ON FRIENDS
OR IN YOUR PERSONAL LIFE IN GENERAL?
“I hope to help people realize that it’s okay to cut toxic people out of your life, and that I will
foster numerous healthy relationships.”
“A subtle, but strong one. I try not to force my opinions on others, but instead try to back them
up with strong reasoning in hopes that they are first understood and then possibly accepted. ”
“I want to be the true friend who picks you up when you’re down. Or, at least lays there
with you for a little while and listens until you can get up again. ”
“I want to give the opportunity to have experiences: travel, concerts, dining, but also pursuing their dreams further to help them have an impact on the world. At the least I want to
find enough fulfillment for myself that I can be a source of joy and strength for my friends
and family. On a bad day I want to make someone smile.”
“I hope that people can see me as a friend who is always there, thick and thin.That I am
also someone who can listen to their problems without judgement and their successes without envy. ”

100% of respondents wanted to make a positive impact on their lives, or the lives of those around them.

TO THE QUESTION: WHAT CHANGES COULD YOU MAKE IN YOUR LIFE
TO HAVE MORE OF AN IMPACT?
“I need my own apartment so that I can have greater freedom to achieve certain goals. My
own apartment will also allow me to be in a healthier mindset, which will let me make better
decisions.”
Pursue volunteer work, be more intentional relationally.
“I’ve hit setbacks and there have been times in my life where I get frustrated and feel like
I’m spinning my wheels. I think it’s important to acknowledge that there’s nothing wrong
with feeling this way, giving yourself the time and the break you need to gather your wits,
and then hit the ground running a little harder and a little wiser. And always take everyone
you love with you on that ride.”
“Take my own advice, and be more willing to use others.”
“This pertains to me specifically, sometimes I really need to force myself to take more advantage of the time that I have.”

5
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PORTRAIT

JED
JEDIDIAH JENKINS IS AS UNIQUE AS HIS NAME. HE
HAS A PASSION FOR TRAVEL, WRITING AND A
COMBINATION OF THE TWO.
FOLLOW HIM @JEDIDIAHJENKINS.

J E D I D I A H J E N K I N S // L O S A N G E L E S , C A

SS: What’s your 9-5? (Or let’s be real, your 8 to 8?)
JJ:

I am in the process of becoming a few things.
I am writing a novel and I am co-editing a new
men’s magazine. I’m also about to go on an audition to be a voice for a cartoon show. So... I’m a
low-key hustler. That’s what I am.

SS: How did you get into doing what you do?
JJ:

I worked at a charity for a number of years as a
writer. I loved it. Writing copy for youth activism
campaigns and voice over scripts for documentaries. I realized writing was my future and my love.
So I committed to spending my thirties becoming
a writer. I quit my old job at thirty and that’s
what I’m doing now at thirty-two.

SS: When are you your most creative?
JJ:

In the first half of the day. When I have my coffee and it still feels good to drink. When I’m not
shaking from my fifth cup yet. When I’ve just had
a long night of deep conversations in the backyard with a best friend and my mind finished
spinning in my sleep and is ready to talk about
how it changed.
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SS: What does impact mean to you?
JJ:

SS: Social impact seems to be a recurring theme

for brands old and new. What do you think the
future of social good is?

Impact means contributing something, to people,
to the planet, to joy, to knowledge, to awareness.
It means helping more than it is hurting. It means
life instead of greed.

JJ:

SS: How is social impact infused into your life?
JJ:

I feel like writing is a calling. And to me, the best
writing makes people feel less alone and more
of a friendship with their own thoughts. That’s
my goal. The more we understand ourselves and
each other, the less we fight. The less we murder
each other and think that someone with different
skin or language is other than us. This is my life
mission: to chip away at otherness.

I think our grandchildren will look back on the
early 2000s and the twentieth century as a tragic raping of our planet. A near-sighted ignorant
greedy feeding frenzy. The economy will become
a beautifully symbiotic exchange with our planet, where everything benefits. That is my hope
at least. The niche ethical economy that we are
seeing now is the birth of this, the seed that will
outgrow the field.

SS: As a person with influence, how do you try to

impact your friends, family and…Instagram
following?

JJ:

I try to do the impossible: live authentically in
a photoshopped world. I’m going to butcher this
quote, but it goes something like ‘by being true to
yourself, your liberty liberates others. Your freedom teaches others to break their own chains.’
Or something like that. That’s what I want to
give. Freedom.

SS:

Who is someone to follow on Instagram?

JJ:

You know who I love? @Grizkid. He traps bears
and relocates them to safety for a living. He has a
pet raccoon. He always brightens my day.

SS: What’s your go-to source for inspiration?
JJ:
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I would say my number one is John Steinbeck. I
want to see and write about the world the way he
did. Every time I read his words I feel like I know
myself better. That’s what I hope to do for others.
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AUGUST
This calendar is to help you get ahead of the social game,
because no one wants to be last to post on #nationaltequiladay.

1
2

3

4

5

6

7

8

9

10

11

12

13

14

15

16

17

18

19

20

21

22

23 24

25

26

27

28

29

30 31

DAYS TO N OTE
2
S I S T E R ’ S DAY

4
N AT I O N A L U N DE R W EAR DAY

7
N AT IO N A L H A P P I N E S S H A P P E NS DAY

10
B E S T F R I E N DS DAY

16
N AT I O N A L DOG DAY
N AT I O N A L WO ME N ’ S E Q UA LI T Y DAY

NAT I ONAL M U STARD DAY

3
NAT I ONAL CHOCOL AT E CHI P DAY

5
PU RPL E HEART DAY

8
NAT I ONAL L AZ Y DAY
NAT I ONAL S’ M ORES DAY

15
NAT I ONAL RU M DAY

26

LOS AN G EL E S
1
US O PE N S U R F I N G

7
S PL AS H H OU SE

9
N E W WO RKS F E S T IVA L EN DS

16
CRAB CAKE @ B E ACH NAT I ON

19
L A F O O D & WIN E B EG I N S

N EW WOR KS F EST I VA L ( B e g i n s)

2
T ER M I N ATOR 2 J U D G EM EN T D AY

8
C I C LAVI A : C U LVER C I T Y

15
D 2 3 EX P O

17
LA K ESI DE LOU N G E

21

N EW YO R K CITY
1
FAT H E R J O H N M I S T Y + ANG EL
O L S E N + S U MM E R MOON

8
B ROOK LY N BE E R A N D W I N E F EST I VAL

15
P E N N A N D T EL L ER

22
1 S T A N N UA L YA C H T PART Y

30
U S O P E N DAY 1

SHAKESEPEARE I N T HE PARK (ENDS THE 23RD)

5
NEW YORK I NT ERNAT I ONAL F RI NG E FES TIVAL

14
JAZ Z AG E L AWN PART Y

16
AF ROPU NK F EST

23
B RI G HTON B EACH JU B I L EE F EST I VAL

31

LO N DO N

1
F IL M 4 S U M M E R S C R E E N I N G (Be g ins)

7
T H E GR E AT BR I T I S H B E E R F E S T I VA L (Be g ins)

14
T R I N I T Y S U MM E R C I N E MA SERI ES

30

B U CKI NG HAM PAL ACE TOU RS B EG I N S

6
PREM I I ER L EAG U E F OOT BAL L RET U RNS

11
RED B U L L AI R RACE WORL D CHAM P IO N-

18
NOT T I NG HI L L CARNI VAL

PHOTO PACKS
Like what you see? Purchase the Impact photopack for
your social & digital use, royalty free.

GET THE PACK

UNTIL NEXT TIME
While you’re waiting, enjoy the weekly
news + soundbytes on
www.shapeshiftreport.co

@shapeshiftreport // @wearematteblack

