


AN AFTERNOON OF DIGITAL MADNESS  

Closing keynote: Steven Sashen, XeroShoes 

The view from inside interview: Moderated by Carlotta Mast, New 
Hope. Panelists: Lori Anderson, WhiteWave; Suzanne Wolke, 

Udi’s; and Katie Proctor, Ancient Harvest. 

Birch Benders “open kimono” critique session:  

Panelists: Chuck Miller, The Market Element; Jason Cormier, 

Room214; Kaitlyn Viater, Linhart PR; Andrea Daily, Door to Door 
Organics; Lizzi Ackerman, Birch Benders Foods; and Matthew 

LaCasse, Birch Benders Foods. 

Third Street Inc. “open kimono” critique session:  

 
Panelists: Doug Zucker, SRG; Peter Genuardi, Strength in 
Members; Samantha Johnson, Vermillion; Whitney Petersen, FIG; 

and John Simmons, Third Street. 





What would you do with thousands 
more Brand Advocates on your side? 



Have you engaged the critical mass of your 
target audience – your tribe - online? 
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With Facebook’s recent changes, organic reach is 
diminished. You’re perpetually “renting” your community. 



26+ million conscious consumers. 

 

Since 1998, Care2 is the largest 

online social network 

community of people coming 
together to make a difference. 

 

 

 

Care2?  It’s an online 
ecosystem of goodness. 

  26+ Million Members 

  18 Million Unique Visitors 

  200+ Million signatures 
  1,500+ nonprofit and brand clients 

  250 media partner network 



Activate  

your tribe. 



Next Steps – call to action 

“Teach and inspire me, and I’ll follow you anywhere.” 





1. HONE YOUR STORYTELLING 

(Hint: you’re not the hero). 



Brand 

As 

Mentor 





2. KNOW THY TRIBE. 



Who is your tribe? 







HALEY 
 

  Under 30 yrs old (29% of users) 

  Very active social life on and offline. In a 

   committed relationship and has one pet. 

  On Care2, Facebook, Twitter and other social  

   networking sites obsessively. Loves to be the first 

   in the know  

  Considers herself to be a self-sufficient, and is  

   more independent than most of her friends.  
 

  Outspoken and opinionated.  
 

  Socially conscious and cares about the  

   environment. 
 

  Health conscious, exercises regularly and prefers 
   vegetables, fruits, whole grains and soy over dairy 

   products and meat. 
 
 



JILL 
 

  30-44 yrs old (30% of users) 

  Does yoga several times a week. 

  Very busy with a job, husband, two young 
   children, and a pet. 

  Owns her own house and works on it often. 

  Checks the Care2 site for news, recipes, and 
   ways to maintain a healthy home. 

  Loves to garden with the kids. 

  Looks at the ingredients of a product before 
   she buys it. 

  Prefers natural and chooses healthier 

  when she can, especially when it comes to  

  her children. 



TRISH 
 

  45+ yrs old (41% of users) 

  Enjoys hiking with her husband and two 

   rescued dogs. 

  Has more time to do the things that are 
   important to her. 

  Spend lots of time on the Care2 site and 
   has made many friends. 

  Donates to charities. 

  Owns her own house. 

  Is willing to pay more for healthier, greener 

   products. 

  Grows her own herbs and vegetables. 

  Loves sending e-cards to her friends. 

  Takes ethical considerations into account 

   when investing her money. 



http://
www.thepetitio

nsite.com/

takeaction/

847/881/661/ 

Earth Balance recruited over 
3,000 new email subscribers and 
900 shares + 6,000 pledges to 
eat a plant-based diet. 



Abe’s Market recruited 100,000  
new email subscribers in 2 months  
+ saw thousands of social shares. 



3. FOCUS.   

Go small and deep to go big. 




