


24 HOME 
VISITS



FIVE VALUES THAT DRIVE 
CONSCIOUS CONSUMERS

HEALTH AND SAFETY

HONESTY

CONVENIENCE

RELATIONSHIPS

DOING GOOD



HAVE NO WAY OF KNOWING IF A PRODUCT 
IS TRULY GREEN OR DOES WHAT IT CLAIMS.

23% 

CYNICISM



Consumer reports

Certification seals on packaging

List of ingredients

NO WAY OF KNOWING

Endorsements by organizations I trust

Experience with the product

Company reputation

29%
28%
27%
23%
21%
21%
20%

CYNICISM

How do you know?



Friends, family or coworkers

Media mentions

Government regulation or oversight

Statements on packaging

Blogs, peer reviews, ratings

Company advertising

15%
14%
12%
11%
6%
5%

CYNICISM

How do you know?



285
B CORPORATIONS REPRESENT 
$1.1 BILLION IN REVENUES

CONVERGENCE



CONVERGENCE

A new kind of company that 
harnesses the power of private 
enterprise for public benefit. 



CONVERGENCE



CONVERGENCE



10>90
ENLIGHTENED CONSUMERS ARE 10% OF 
THE POPULATION BUT THEY SHAPE 90% 
OF THE CONTENT AND CONVERSATIONS 
EXPERIENCED BY OTHERS

CO-CREATIVITY



ALL ADULTS

48%

ENLIGHTENEDS

3X Early Adopters

3X Reward

3X Punish

3X Influence (+)

3X Influence (–)

4X Blog, post, review

CO-CREATIVITY



CO-CREATIVITY



CO-CREATIVITY



4. CO-CREATIVITY



So, how can brands
reach new consumers?
counter cynicism?
tap new models?
leverage co-creativity?
change the world?



BRAND INNOVATION 
FOR THE NEW 
CONSUMER



BRAND PARADIGM SHIFT
Brand 1.0

Logo & Tagline

Product

Marketing

Transaction

Monologue

Buying

What

Brand 2.0

Experience

Empowering Platform

Movement

Transformation

Exponential Dialogue

Being

HOW



PRACTICAL

TRIPLE VALUE PROPOSITION

Practical
How does the brand 
improve my life?

TM



PRACTICAL

SOCIAL

Social
How does the brand help
me make a difference in the
world?

TRIPLE VALUE PROPOSITION
Practical
How does the brand 
improve my life?

TM



PRACTICAL

TRIBALSOCIAL

Social
How does the brand help
me make a difference in the
world?

Tribal
How does the brand connect
me to a community that
shares my values, hopes
and aspirations?

TRIPLE VALUE PROPOSITION
Practical
How does the brand 
improve my life?

TM



PRACTICAL

TRIBALSOCIAL

TRIPLE VALUE
PROPOSITION

Social
How does the brand help
me make a difference in the
world?

Tribal
How does the brand connect
me to a community that
shares my values, hopes
and aspirations?

TRIPLE VALUE PROPOSITION
Practical
How does the brand 
improve my life?

TM



DEFINING YOUR 
TRIPLE VALUE 
PROPOSITION



PRACTICAL BENEFITS: 
PRICE + 
PERFORMANCE



Redefining Price + Performance



Redefining Price + Performance

The new commute



Redefining Price + Performance

The new movie night



Redefining Price + Performance

The new family room



Redefining Price + Performance



Redefining Price + Performance

Practical Benefits

Price/Good Value
The new commute, gym, movie night

Quality/Performance
"Big brands. Small prices."

Convenience/Ease
Locations, Everything you need in one trip

Pleasure/Experience
High Design: Isaac Mizrahi



SOCIAL BENEFITS: 
PURPOSE IN 
YOUR DNA







Purpose in Your DNA

You have Tomsitis when ...



Purpose in Your DNA

Shoe Drops: 8,000 pairs



Purpose in Your DNA

Incorporate giving 
in what you do



Purpose in Your DNA

Social Benefits

Vision of the world I want
All children have access to the most basic, 
yet too often overlooked, necessities

Issues that Matter
Children’s health and wellbeing
Global poverty
Rural education

Actions to Make a Difference
Purchasing equals giving to others
Shoe drops



TRIBAL BENEFITS: 
PASSION + 
PARTICIPATION





Passion + Participation

Tour de Fat



Passion + Participation

Largest bike parade ever



Passion + Participation

‘You get t o 
dressup and 
be a freak!’



Passion + Participation

Tribal Benefits

Defining Values
Joyful environmentalism

Social Networks
Team Wonderbike

Traditions + Rituals
Tour de Fat
Bike in Cinema
Scavenger Hunts

Symbols + Lexicon
Bikes



TRIPLE VALUE 
PROPOSITIONS



Triple Value Proposition

Practical

New Commute

Big brands. Small Prices.

Locations

All you need in one place

High design

Social Tribal

Design for all

5% of all sales donated

($3 million per week)

Education

Arts & Culture

Social Services

Target Volunteers

New frugality

Free Fridays @ Moma

Red Cards

Unifying Idea Expect More. Pay Less.



Triple Value Proposition

Practical

$44 for durable shoes

Soft leather insole

Arch + heel support

Personalization

Social Tribal

Shoes for all children

Global health

Global poverty

Rural education

Purchasing = giving

Purchase = purpose

Personalization

Committed

Fun 

Passionate

Shoe drops

One day without shoes

Unifying Idea One for One.



Triple Value Proposition

Practical

Belgian brewmaster

Palette of Spices

Seasonal Ingredients

Organic Wheat

Food Pairings

Social Tribal

Water Stewardship

Sensible Transportation

(Bike, Watershed Advocacy)

Sustainable Agriculture

Youth Education

$2.9 million in Grants

Joyful environmentalism

Team Wonder Bike

Tour de Fat

Bike In Cinema

Scavenger Hunts

Unifying Idea Follow Your Folly



ONE MORE ...



Triple Value Proposition

Save $47 in 
electricity costs



Triple Value Proposition

If all 200 
million 
Walmart 
shoppers 
bought just 
one



Triple Value Proposition

It would be
like taking 
11 million 
cars off 
the road



Triple Value Proposition



THE OPPORTUNITY



It’s How We Live



DISCUSSION



CONNECT

RAPHAEL BEMPORAD
PHONE: 212.473.4902 x205
EMAIL: rbemporad@bbmg.com

Twitter: @rbemporad
The Collective: http://jointhecollective.net
BBMG Internships: nnavratil@bbmg.com

mailto:rbemporad@bbmg.com
mailto:rbemporad@bbmg.com
http://jointhecollective.net
http://jointhecollective.net
mailto:nnavratil@bbmg.com
mailto:nnavratil@bbmg.com


Stay Informed:Stay Informed:

Check Out Future BPN Webinars:
www.volunteermatch.org/bpn

Sign Up For Our Newsletter:
solutions@volunteermatch.org




