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Bored, disinterested and overwhelmed. No, I�’m not referring to that
teenager on your couch. I�’m talking about the average consumer in
North America today. We�’ve all seen the statistics: �“Consumers see

more ads in one year than people fifty years ago saw in a lifetime,�” and
�“Every consumer is confronted with 2,500 to 3,000 brand messages a day.�”
And since this is not a new phenomenon �– it�’s been going on for more
than a generation �– consumers have become overwhelmed.The defense
mechanism most of us employ is to become numb to all the noise. The
cacophony of messaging is boring and we show our disinterest in the way
we react �– we don�’t. At least not the way marketers would like us to.

To be sure, there are strategies said to
overcome this problem. Commonly, brands
will seek to diversify their messaging by uti-
lizing multiple touch points, or to make
their communications more relevant by
segmenting their customers and honing
their message to specific constituencies. But
even those strategies are generating dimin-
ishing returns.Why? One word: Relevance.

Whether they�’re conscious of it or not, the
average consumer is averse to being �“sold.�”
They prefer to seek out information when
they need it, and with the widespread access
the Internet provides, consumers can do just
that.They don�’t need you to �“tell�” them what
or how to think about your products. They
have blogs, consumer reviews, peer groups and their intuition to do that.
They expect you to make information available, they�’ll find it when they�’re
ready, and they�’ll make decisions on their own, thank you very much. So
how do you break through given this environment? Again, one word:
Relevance.

Relevance is gained through engagement. Yes, this is one of the trendy
buzzwords floating about the marketing communications community these
days. But it�’s real, and it passes the intuition test.We�’d all agree that when
we�’re delivered a message that resonates with us as human beings, rather
than one that�’s aimed at �“selling�” us something as consumers, we react
more favorably and with increased interest.

This article is about what happens when engaging content takes the form
of entertainment. For the purposes of this discussion, entertainment is
defined as any combination of sensory stimuli that captures consumer
attention. When executed correctly it overcomes message fatigue, builds
affinity for your brand, establishes credibility and helps cement your posi-
tioning.

Recently we produced a campaign for Post cereals. The client wanted to
re-tool the positioning of its adult-centric brands, with an emphasis on
healthy lifestyles. Additionally, management sought a pantry loading pro-

motion for a short-term sales increase. Clearly, there�’s not
much that�’s groundbreaking about that.

However, the approach we took was fresh,
engaging and had significant impact. We pro-

duced enhanced CDs, shown through a window
in the packaging, with a �“collect all three�” message.

The discs featured music appropriate for the audi-
ence and the brand, and were playable in any
CD player.The enhanced portion was accessed
when the disc was inserted into a computer,

generating a user interface that featured value-
add content designed to complement the
positioning of the cereal being an intricate
part of a healthy day. In other words, we
helped Post show how their products con-
tributed, not just talk about it. In addition,
there was real-time tracking and measure-
ment built into the enhanced CD which 
not only tracked response rates to the pro-
gram but also lead to cost-effective CRM
initiatives.

The results, without getting into proprietary
information, were dramatic. While Post

measured the boxes flying off the shelves, we were able to measure the
impact of the interactive content via our tracking software.We could report
to Post exactly what content on the disc was accessed, how often and for
how long. Impact and ROI measurability came in one package.

continued on page 2

Breaking Through

SFA M A San Francisco Bay Area Chapter of the American Marketing Associa tion • 100 Webster Street, Suite 101 
Oakland, CA 94607-3724  Phone: 510-625-2007     Fax: 510-832-7300   email: info@sfama.org w w w.sfama .org

HOW MARKETERS SHOULD THINK ABOUT THEIR MESSAGING 
IN THE ERA OF BRANDING BOMBARDMENT

by Scott Kellner



2

The use of entertaining content has more uses than you might imagine.
For instance, one of our clients was seeking a  new way to engage pet
owners.We produced a campaign for a major brand targeting this audi-
ence. Distributed through a nationwide events-based outreach program
was an interactive enhanced CD featuring music, training tips, an age-
specific feeding chart (the client was a dog food brand), and other fun
stuff designed to make owning pets even more fun. The interactive 
messaging provided real value to the audience, connected the event to
consumers’ lives back home, and established the client as the helpful
industry expert.

Entertainment has the further benefit of being readily segmented for dif-
ferent demographic and psychographic groups. Marketers need only
repurpose the information already at their fingertips.Through data gen-
erated by consumer habits regarding “traditional” forms of entertain-
ment (radio,TV, movies, Web), we know what different groups appreci-
ate. As marketers, we must merely use that information to design cam-
paigns that leverage it to greater effect.

For instance, a major bank recently worked with us to develop an inter-
active CD-ROM featuring up and coming pop rock and hip hop bands
so that they could open a dialogue with today’s youth market. Another
project, in a successful campaign to overcome lack of comfort with bank-
ing services, utilized high-end Latin jazz, plus valuable small business tools
interspersed with video content in a campaign to get the attention of
Hispanic entrepreneurs. In these cases, not only was engagement achieved,
but credibility was established.We’ve also had success with these types of
programs when they’re delivered via micro site or through a redevelop-
ment of existing Web sites.The campaigns have been so successful we’re
working on versions nine and ten for the client at this writing.

Which leads me to another important benefit of using entertainment: It
can be straightforwardly utilized across multiple touch points, from
portable media to Internet delivery to live events. Leveraged properly,
this can lead to a cumulative effect much larger than the sum of the
parts, a synergy within the messaging that leads to significant share of
mind, and impact that leads to action.

The use of entertainment dictates that certain delivery mechanisms,
such as those listed above, are used. Each is measurable and offers the
opportunity to establish a relationship with the target customer, as well.
Internet activity is easily tracked; portable media and events also offer
unique and interesting ways to kick start CRM programs. Links between
touch points means that even when you utilize entertainment content
via “traditional” channels such as TV, you can set a feedback loop in

motion fairly easily.

I’m often asked what using entertainment as a marketing tool costs.The
simplest way to answer this is that it’s based on four criteria: 1) Content
(are we talking about Dave Mathews latest hit song or content that’s in
the public domain?); 2) Packaging (do we want a streaming engine for
user-generated content or a simple Flash movie?); 3) Quantity (is this
aimed at a relatively small business to business audience or everyone in
North America between the ages of 12 and 17?); and 4) Distribution
(how are we getting the content into the hands of the target audience
– the Web, portable media, in person?). Agencies that are well-versed in
the use of entertainment as a marketing tool can guide you through this
process and propose the ideal solution for your budget.

Your brand or client, no matter what the budget, can afford to use enter-
tainment to break through the clutter of today’s marketplace and
achieve real engagement. There are many options available and many
have significant benefits. When you consider the diminishing returns on
traditional forms of marketing communications, and the fact that audi-
ences continue to fragment, you must find new ways to engage.

Entertainment content stops your target audience for just a moment –
long enough for you to get your message communicated and a dialogue
started.This opens the door for strategic options such as CRM, but also
has tactical benefits like enabling pantry loading (collect all three CDs!)
or account-specific campaigns in which entertainment is used to differ-
entiate the offerings.

Entertainment content, executed properly, overcomes boredom by its
very nature, does away with disinterest via targeted, emotionally-charged
stimuli, and breaks through the overwhelming amount of messaging in
the world because it’s just different enough to stop folks in their tracks.
Remember, entertainment takes many forms, and its beauty is in the eye
of the beholder, so consult an expert, and you’ll get a tremendous bang
for your buck.

Scott Kellner is the CEO of SUGO – the music and multi-
media agency, with offices in San Francisco and New York.
He’s a 19 year veteran of the advertising and entertainment
industries. SUGO’s clients include Kraft, P&G, Google, HP,
Wells Fargo, Pottery Barn, Tommy Bahama, Ebay, Teavana,
The Sharper Image, Santa Clara University and Kimpton
Hotels. Scott is based in SUGO’s San Francisco office. He can
be reached at 1-800-927-SUGO, ext. 32 or via email at
skellner@sugoagency.com.
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• Consumer Protection

• Actions for serious injury and death

Dennis Sullivan is an experienced
business practitioner and litigator,
having represented owner-managed
companies of all sizes for over 25
years.

He has served as judge pro 
tem and court arbitrator for 
the Alameda County and San
Francisco courts and as a Court
Commissioner for the Local 
and District Courts of Germany. 
He presently serves as General
Counsel to the SFAMA and is the
Legal Advisor to the Consulates
General of the Federal Republic of
Germany, Switzerland, and Brazil.

Dennis M. Sullivan, ATTORNEY AT LAW
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SOCIAL SECTOR MARKETING MATERIALS MAKEOVER:
TIPS F O R GETTI N G  G REAT RESULTS
PART 1 OF  A 2 PART SERIES

by Dalya F. Massachi 

Years ago, the word �“marketing�” smacked of shadiness to me and many
of us in the social sector (nonprofits, socially responsible businesses, and
related organizations). It often conjured up images of sleazy peddlers
trying to hawk the latest unnecessary snake oil treatment or gadget that
didn�’t work.

How times have changed! 

With terms circulating such as �“social marketing,�”�“cause-related market-
ing,�” and the even more benign �“outreach,�” we now realize that we too
have to get out there and �“hustle�” to attract attention to our good work.
And we know that everything we write is a potential marketing tool.

It�’s no longer just about building a better mousetrap that serves the
community. It�’s also about making sure that people with rodent control
problems are aware of you, can access you, and will spread the word.
Actually, most people (with or without pests) probably don�’t want the
little creatures running loose.They just might want to help eliminate the
entire problem once and for all. Bingo!

But first, to make sure you and I are on the same page, let me clarify
what I mean when I say �“marketing�” in the social sector context. I�’m talk-
ing about:

Promoting your product or service to interested people who want to get their
needs met by exchanging their involvement or support for the value we add
to them and their community.

That exchange is important.

YOUR WRITING: A POWERFUL TOOL

With the proliferation of email, websites and direct mail, clear and con-
cise writing is a powerful tool that no one in the social sector can afford
to ignore. Great writing will boost your marketing effectiveness, attract
media coverage, and help you avoid the risks of mixed messages and
embarrassing errors. It can also give you more self-confidence and help
unlock your creative potential.

Sounds good to me!

But most people under-utilize the power of the written word - especially
when it comes to marketing! According to Jay Conrad Levinson, father
of the Guerrilla Marketing strategy, �“Writing skill is becoming mandato-
ry today. . . It often makes the difference between a person saying, �‘Yes, I
want to buy [or support] that,�’ and �‘No way I�’m going to buy [or sup-
port] this. I can�’t even understand it.�’�”

When you write on behalf of a social sector organization, you are
charged with interpreting your work clearly and concisely to the people
who can make your ideas a reality: funders, clients, the press, activists,
volunteers, colleagues, and other stakeholders. And you have to write
strategically!

In addition, you want to cultivate relationships with your readers over
the short- and long-term. You want to encourage them to see your
work as credible, successful, and vital�— and a solid investment of their
time and/or money.

That�’s where my tips come in.

THE 2P2R PRE-WRITING SYSTEM

To get started on your writing project, you need a solid plan. I suggest
trying this easy method, which I have dubbed the �“2P2R Pre-Writing
System.�” I designed it especially to help you jumpstart your writing proj-
ect.You may have learned in school to use a formal outlining process. If
so, no problem! I suggest that you also may find it helpful to frame your
piece in terms of these 4 key steps:

STEP 1: DETERMINE YOUR SPECIFIC WRITING 
PURPOSES.

Think about precisely what you�’re trying to accomplish with your docu-
ment. You probably want to establish your organization as the best solu-
tion to your readers�’ problems. This may be in the short-term or as a
long-term investment. Perhaps you want to excite and entertain your
readers, while encouraging trust in your organization. You might be aim-
ing to pique their interest with a special offer they can�’t refuse. You will
also need to make it easy and convenient to support your work.

As a social sector organization, you probably also want to demonstrate
that you share goals, values, and concerns with your readers. If your
organization has a mission statement (which it should) your particular
document should also have a purpose related to that mission (e.g., pub-
lic education about a specific aspect of your issue).

You also need to decide if your piece will serve as an introductory sum-
mary, a backgrounder, a detailed fact sheet, or something else entirely.
Will it be delivered as postal mail, e-mail or a printed handout; posted
as a flyer or on the web; or offered as an audio or video presentation?

STEP 2: IDENTIFY YOUR PRIORITIES.

Now that you know why you�’re writing, it�’s time to brainstorm about the
most important information you want to convey. Start outlining what
you want you reader to take away after reading your piece.This might
be a set of facts, a certain emotion, and/or the motivation to act. Recall
the PURPOSES you pinpointed in Step 1.

Your piece should show that you understand your readers�’ needs, and
that you have what it takes for them to get great results. I use a handy
acronym: FIRST.

Facts and figures of the problem facing your readers (the 5 W�’s of who,
what, when, where, and why)

Importance to your reader and the community of solving that problem
(why should we care?)

Results your readers can expect after working with you (how will the
world be different when you succeed?)

Solution you are proposing (how will you arrive at those results
through your product or service?)

Track record or Testimonials from your past successes (with names and
places if possible)
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SOCIAL SECTOR MARKETING MAKEOVER
(continued from previous page)

STEP 3: KNOW YOUR READERS.

Writing with your readers in mind is like engag-
ing in an intimate conversation. And for that, you
need to know who you�’re talking to �— and what
they want to get out of the conversation.

By doing some market research, you can learn a
lot of that valuable info. Try using surveys and
focus groups, and study your event evaluations.
Hang out where your readers congregate. Ask
others in your organization about their experi-
ences with your many different stakeholders. If
there are any important cultural differences
between you (the writer) and your readers, you
will also need to navigate those waters.

Here are just a few things readers of social sec-
tor documents often seek:

�• Enough information �— everything they need to
make a decision to act (support you, buy from
you, etc.)

�• Simplicity �— ease of interacting with you
�• Uniqueness �— knowledge that your organiza-

tion offers something they can�’t get elsewhere
�• Value and quality big bang for their buck (not

just affordable prices)
�• Professionalism �— no errors of fact or even

typos
�• Personal or customized attention �— no one

wants to be treated like a number
�• Free or low-cost trial �— ways to try before

they buy

STEP 4: REFINE YOUR MESSAGES.

Now you�’re ready to match your PRIORITIES
with your READERS�’ interests, while keeping
your PURPOSES in mind. Think about what
sequence would make the most sense. Of
course, it takes time and practice to REFINE
your messages �— so don�’t give up! In fact, your
first draft should NOT be perfect. (Even though
I�’ve been a published writer since childhood,
most of my pieces still go through at least three
drafts.) It�’s often a good idea to get feedback
from a professional who can provide an outside
perspective.

In Part II of this article series, we will examine
several powerful ways to continue to REFINE
your messages. In the meantime, take a stab at 
figuring out your 2P�’s and 2R�’s!

Dalya F. Massachi, founder of Writing for Community
Success, specializes in helping social sector profes-
sionals get great results from outstanding written
materials. This article is excerpted from her forth-
coming book, �“Writing to Make a Difference: 50
Tools & Techniques to Boost Your Community
Impact.�” For more information, and to subscribe to
her free enewsletter, visit www.dfmassachi.net.

Case Studies
In the social sector, �“return on investment�” can mean a lot of things.Your organization
may or may not be ultimately pursuing a profit. And you may not be able to see the
full fruits of your labor for years �— or even decades.When we�’re talking about chang-
ing social behaviors or attitudes, things get a bit messy. Often, the best we can do is
measure the short-term return on our investment of time, money and sweat.

Below are a few examples from my clients who have used the 2P2R Pre-Writing
System to do successful Marketing Material Makeovers:

A) The Health Trust

This organization operates Family Health Centers on-site at schools. They needed to
create new materials that showed various constituents the benefits and impact of their
work over time. Since they were located on school campuses, it was also important 
to provide information about how they were funded and why they needed support.

We worked together on pieces that would emphasize their value and enlist support
from school administrators, students and their families, and a wide spectrum of poten-
tial funders: individuals, corporations and foundations, and various county, state, and 
federal agencies. This language then served them for years to come, as it was excerpt-
ed for use in all kinds of successful documents.

B) The Shimoda Group

A consultant working with outdoor recreationists and conservationists participated in
one of my workshops to jumpstart a project on which she had been procrastinating:
an e-newsletter. She had a lot of excellent information to share, but she had not
planned a way to present it to her constituents in their email inboxes. She worked with
me to clarify her positioning and messaging focus.

C) Male Contraception Information Project and Male
Contraceptive Resource Center

After taking a private writing workshop from me, these two affiliated organizations
started sending out press releases about emerging �— and promising �— male contra-
ception methods. Our first press release on the web,�“New Male Contraceptive Clears
Hurdle,�” yielded a huge blog response and almost 100,000 Google results on our key
search term (vs. about 600 before the press release went out). Soon afterward, we
released �“New Male Contraceptive Targets Sperm, Not Hormones�” and attracted the
attention of the Playboy magazine advice columnist, a major Canadian newspaper chain,
and the Discovery Health Channel.

Subsequent press releases have won my clients exposure to many new audiences! They
have been covered in the New York Times, the Journal of the American Medical
Association, Scientific American, BBC News, CBS News, the New York Observer,
�“Geraldo at Large,�” WebMD, Bloggers News Network, and publications in India,
Bahrain, China, Australia, Nigeria, and Russia. University campus newspapers are also
starting to pick up the stories.

D) Successful jobseekers

I have worked with numerous social sector jobseekers who needed a bit of help under-
standing their readers, and crafting effective resumes and cover letters that highlighted
their most relevant strengths, skills, and experience. With their newfound confidence
and strong materials, they have gone on to land jobs in a variety of social sector organ-
izations.

E) Others

Several other social sector folks have used the 2P2R Pre-Writing System to motivate
them to get �“back to basics�” when they get stuck. For example, Josh Kahn, Production
Director of Humanized Productions, found that �“the structured brainstorming before
writing was a useful way to get started�” with his grant proposal. While training in San
Francisco, a group of Russian nonprofit organizations working in collaboration �“discov-
ered new ways of thinking critically and communicating effectively about the problems
they are working to address,�” according to the organizer of the delegation, Jennifer
Gaspar of the Fund for International Nonprofit Development.
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GOOD WORK DESERVES RECOGNITION!
SAVE THE DATE: MAY 17TH
Join your professional colleagues and some of the Bay Area’s hottest marketing 
organizations at the SFAMA’s annual awards gala – The Excellence in
Marketing Awards (EIMA). Now in its 18th year, this premier event
brings business and marketing professionals with Bay Area compa-
nies selected for their excellence in marketing achievements. Last
year’s winners included Adobe Systems, KQED and Charles
Schwab among others. This year awards will be given in a number
of categories for both for-profit and non-profit organizations.

The awards gala will be held on May 17th at The Old Federal
Reserve Building next to Le Meridien Hotel, and will feature 
a cocktail reception, dinner and our “signature” silent auction.

For details visit: http://www.sfama.org/events/EIMA.
DON’T MISS IT!!

Sign up by March 1 and save $50! 
Hosted by the student marketing organizations of Golden Gate University,
The University of San Francisco and San Francisco State University

SFAMA MARKETING CAREER AND INTERNSHIP FAIR
Register to Exhibit Today at SFAMA.org
Reach hundreds of qualified marketing students efficiently.

SFAMA JOB BANK

When: Thursday March 29, 2006, 10:00 am - 3:00 pm
Agenda: 10-11am open for AMA "student" members

11-3pm open for all students; 1-3pm for non-student AMA members 
Sponsored by: The San Francisco Chapter of the American Marketing Association (SFAMA).

Location: 
San Francisco State University
Cesar Chavez Student Center
1650 Holloway Avenue
San Francisco, CA 94132 
(415) 338-1111

Register to Exhibit Today! Space is limited and will be assigned on a first
come, first serve basis.
Prices include table, two chairs, tablecloth, table card, two parking passes
and lunch for two 
Sponsorship opportunities available
For questions, contact Jennifer Lacanlalay by phone at 650.892.8384 or by
e-mail at mktgclub@sfsu.edu.

Cost to exhibit:
Prior Exhibitor and AMA Job Bank employer:
$275 by March 1, 2007 
Early-Bird Registration:
$300 by March 1, 2007 
Regular Registration: $350 after March 1, 2007 
Non-Profit Registration: $150 

If you are looking for a job, changing careers,
exploring new options, or in need of some
expert advice, the New SFAMA Job Bank is
just the place to begin your search!

The SFAMA Job Bank offers a variety of job
listings and information you need to help get
you started.Whether you are in need of a full-
time career, a part-time job, and/or an intern-
ship listing, you’ve come to the right place.

Take a look at some of this week’s recent
postings:

Director of Marketing – Health Care Industry
Marketing Programs Manager – Life Sciences

and Technology
Director, Marketing Communications - BioTech
Communications Managers – 5 newly 
created positions
Marketing and Communications Manager –
Health Care/ Health Services
Marketing Manager, Alliance Development –
Pleasanton, Menlo Park area

SFAMA members receive discounted job
postings and there is no charge for posting
resumes.

Visit the SFAMA Job Bank for more:
http://www.sfama.org/careers/jobbank

MARCH 30: SALES MESSAGING: 
THE BEST WAY TO INCREASE YOUR SALES
APRIL 30-MAY 2: INNOVATION: BALANCING 
THEORY AND REALITY
MAY 17: EXCELLENCE IN MARKETING AWARDS 
(EIMA) (see above)

2006-2007 MONTHLY 
PROGRAM SCHEDULE
For full monthly meeting descriptions visit
www.sfama.org



4

By Nicole Whiting

DOING WELL BY DOING GOOD:   
Marketing and  Sustainability

BP, once known as British Petroleum, now self-identifies its acronym to
consumers as �“Beyond Petroleum�”. Wal-Mart recently announced its
intent to sell environmentally preferable products and to eventually
create zero waste. At Gap Inc. a 90 member team ensures fair con-
ditions for the company�’s overseas factory workers. Once relegated
to Environmental Health and Safety departments or charitable giving,
corporate social and environmental initiatives are being brought to
the forefront of business strategy and reconceptualized more broad-
ly as �“sustainability�”.

If the business of sustainability is striving to operate a company so that
current needs are met without compromising the ability to meet
future needs�…is this good for business? Jeffrey Hollender, CEO of
Seventh Generation, would say �“yes�”. His environmentally friendly
cleaning products company has successfully penetrated its mature
market to achieve 40% growth each year for the past 5 years. For Clif
Bar Inc., rising consumer environmental and social consciousness vali-
dates the way the company has always strived to do business. Jeff
Johnson, Clif Bar�’s Director of Grassroots Marketing, notes that their
efforts on these issues have been a continuous learning process that
has strengthened customer relationships.�“Over the past five years, we

have been sharing what we have learned with our customers, engag-
ing them in conversations about how our efforts might translate into
individual actions on issues such as greenhouse gas reduction�”.
Demand for Clif Bar products is so strong that the company is chal-
lenged to keep pace with their grassroots-oriented marketing efforts.

To the degree that they are integrated into the company�’s operations,
corporate sustainability initiatives impact, and are impacted by the
marketing mix. This integration presents both a challenge and an
opportunity for marketing managers. How will the company or prod-
uct brands be affected?  Do customers value the more sustainably
produced products or services?  How can these initiatives enhance
competitive differentiation?  How should environmental and social
concerns impact relationships with channel providers? How do issues
like factory labor monitoring and European �“product take-back�” direc-
tives impact product management? How and when should a compa-
ny communicate its sustainability efforts to its customers, and what
happens if those efforts fall short of expectations or claims? 

We invite you to explore these issues at SFAMA�’s April 19, 2007,
meeting, when we will discuss the relationship between marketing and
corporate sustainability.

If you were one of the approximately 35,000 who attended the
Green Festival in San Francisco last Fall, you couldn�’t help but notice
the huge diversity of businesses representing themselves as �“green
businesses�”: from health bars to investment firms to electric cars to
home improvement.

This was not just a granola-head, tree-hugger fest. It was a movement.
A BIG movement bio-fueled by the number of Baby Boomers, Gen
X-ers, Gen Y-ers and the LOHAS* among them all who showed up
to support the hundreds of businesses there, doing well by doing
good.

Now, more than ever, planning for the future of a business includes
planning for the future of the planet and for preserving precious nat-
ural resources. How do we train leaders to help create the world we
want and help transition consumer habits, preferences, and attitudes
toward a more sustainable way of life while maintaining profits?

With many Bay Area businesses leading innovations in products and
services, it only follows that two Bay Area Graduate Business Schools,
Domincan University and Presidio School of Management would
develop cutting edge �“Green�” MBA programs.

�“A true tipping point is happening in the business world around cor-
porate social responsibility,�” says John Stayton, Program Director of
the Green MBA program. This, the first graduate program in the
country to focus on sustainability, will take up residence at Dominican
University in San Rafael in the fall of this year after a 5-year incuba-
tion period at New College of CA in Santa Rosa.

The trend toward social and environmental responsibility is gaining
momentum with 54 percent of graduate business courses nation-
wide, up from 31 percent in 2001, requiring a class in corporate social

responsibility and sustainability. But just three schools have made this
the cornerstone of their programs: the Green MBA program at
Dominican University in San Rafael, Presidio School of Management in
San Francisco, and the Bainbridge Graduate Institute in Washington
State.

These programs integrate social and environmental values through the
entire MBA curriculum by focusing on the concept of the �“triple bot-
tom line�”: people, planet, profits.

The Presidio School of Management, the largest of these programs,
defines Sustainable Management as �“directing the course of a compa-
ny, community or country in ways that restore and enhance all forms
of capital (human, natural and financial) generate value, and contribute
to the well-being of current and future generations.�”

By offering degrees focused on sustainability, these schools are appealing
to the increasing number of students looking to get into green business.

The environment is expected to become a moneymaker. Research firm
Clean Edge, cited in an article on nbc4.com, predicts that wind and
solar energy alone will become a $100 billion business within eight
years.

Brand development consultant, Sofia Dumitru of Authentic Branding, is
in her 2nd year at Presidio, and speaks of the Sustaintable MBA pro-
gram as the only MBA she considered pursuing. �“What was considered
fringe thinking even 3 years ago, is truly beginning to be embraced as
Best Practice in today�’s market. My clients want to know how
Sustainabilty applies to them, and then, how can I help them build sus-
tainability into their business strategy?  I see marketing as more educa-
tional today than ever, as the market redefines itself in the context of
sustainable business.�”

BAY AREA SCHOOLS LEAD THE WAY OFFERING GREEN MBA DEGREES
By Alana Jelinek
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*LOHAS, is an acronym for Lifestyles of
Health and Sustainability, a market segment
focused on health and fitness, the environ-
ment, personal development, sustainable
living, and social justice.

The Natural Marketing Institute (NMI) broke down the
LOHAS market into five subcategories and reported the
2005 sales figures for each, as follows:

�• PERSONAL HEALTH: $118 BILLION (includes natural/
organic foods, supplements, personal care, alternative
medicine, yoga, health/fitness, media)

�• ECO-TOURISM: $24.2 BILLION (includes eco-travel and
adventures, new age/spiritual travel)

�• ALTERNATIVE ENERGY: $400 MILLION (includes
green pricing programs, renewable energy certificates
(RECs))

�• ALTERNATIVE VEHICLES: $6.1 BILLION (includes
hybrid vehicles, biodiesel, car sharing)

�• GREEN BUILDING: $49.7 BILLION (includes ENERGY
STAR products and homes, other green-certified homes,
materials and solar panels)

�• NATURAL LIFESTYLES: $10.6 BILLION (includes home
furnishings/supplies, natural pet products, cleaners, appar-
el, philanthropy)

There are around 40 graduates of the New College (Dominican)
Green MBA program thus far. About half of them have started their
own businesses; the other half is �“pretty evenly divided between hold-
ing consulting jobs and doing intrapreneurial work in conventional
companies. �”The people we attract have strong environmental and
social values.The Green MBA opens doors people didn�’t know exist-
ed, and gives them practical tools to move their initiatives forward,�”
says Stacie Wickham, Director of Marketing and Communications for
the Green MBA and a program graduate herself.

Another graduate of the Green MBA program is Shana Levy
McCracken, President of Gigantic Idea Studio, Inc., a social marketing
firm that specializes in environmental campaigns for government
agencies. �“I have people tell me all the time that they�’d like to work
in the field of sustainability, but they don�’t want to sacrifice a good
income. That�’s absurd in my opinion. Sustainability is such a broad
industry �… and I know that I�’m having a greater impact as an entre-
preneur.�”

For more information about the Dominican University Green MBA pro-
gram, see www.greenmba.com

For more information on the Presidio School of Management MBA in
Sustainability see www.presidiomba.org

For information about Bainbridge Graduate Institute, see www.bgiedu.org

Alana Jelinek, principal of alphagrlCreative, is our SFAMA newsletter
designer, and a Dominican University Green MBA candidate.

schools, continued from previous page



If you are like most marketing professionals,
you will change jobs an average of six to
eight times in your career - and probably

make at least one complete career change
during your professional lifetime. In today’s
dynamic and competitive workplace it is no
longer enough just to do your best on the job.
To be successful you need to be actively man-
aging your career - developing your professional
credentials, building your network and keeping
yourself constantly marketable.

But as marketers, do we approach a job search
as a “marketing campaign”, with ourselves as
the product? If you are honest, I am betting
your answer is no, but that is absolutely how
you should be managing your career and
approaching a job search. Here are a few
things to consider the next time you are thinking
about making a career change.

HOW STRONG IS YOUR BRAND?

Yes, “personal branding” is a hot topic, but in
today’s competitive job market it is now more
important than ever to be stand out from the com-
petition. Ask yourself the following questions:

• Can you state the four or five most relevant and
compelling brand attributes (adjectives that
describe you)

• Do you know what those around you would say
is your greatest strength?

• Do you know how your self-perceptions dif-
fer from the perceptions of those around you?

• Can you clearly describe what differentiates
you from your competitors or colleagues?

• Are you clear on your target audience - those
people (professional contacts, recruiters, employ-
ers) who need to know about you so you can
achieve your goals?

Having strong and credible answers to these ques-
tions and others with allow you to position and dif-
ferentiate yourself effectively in the job market.

WHAT ARE YOUR JOB TARGETS?

Approaching this part of your search with a market
research mindset will help you to develop clear and
focused targets for your search:

• Have you done the research to understand what
industries and companies would represent the best
opportunities for you? 

• Have you taken the time to understand how your
experience, skills, interests and values match up with

potential job opportunities?

• Are you clear on how your accomplishments translate
into benefits for a potential employer?

• Have you developed a target list of companies and
individuals that you can share with contacts to help
you network into these organizations? No doubt, this
is hard work...but it will bring focus and clarity to your
search and help you find the shortest path to
employment.

HAVE YOU CREATED POWERFUL
PERSONAL COMMUNICATIONS?

How you are viewed as a job-seeker goes beyond
creating professional job search tools:

• Do your resume and cover letters reflect your posi-
tioning as a professional? 

• Do you proof every written communications you
send to an employer for typos, grammatical errors and
a professional business tone? You would be surprised
how many job-seekers sabotage their candidacy

because they overlook these communications basics.

• Are your on-line profiles (e.g. LinkedIn et al) consistent
with your resume; do they present the same professional
image you are working to create?

• Have your done the necessary preparation for the inter-
view process (practice, practice, practice). Potential
employers develop a lasting impression of you in the first
20 seconds of an interview, so make sure your personal
appearance and presentation give the best possible
impression

• Say “Thank You”....this may seem obvious, but less than
10% of job-seekers take the time to thank the people

they have interviewed with - and I am talking about a per-
sonal, handwritten note, not an email!

These are just a few examples of how you can apply
the elements of the marketing process we use every day
as professionals to manage your career and conduct a
successful job search.The next time you are “in the mar-
ket”, reflect back on how you would approach your cam-
paign with “you” as the product!

Roberta (Bobbie) LaPorte is the President of the San
Francisco Chapter of the AMA, and President and Founder of
RAL & Associates, a career and leadership development firm
that works with marketing professionals in career transition.
Bobbie can be reached at: blaporte@sbcglobal.net.

MANAGING YOUR CAREER:
HOW TO CONDUCT A SUCCESSFUL MARKETING
CAMPAIGN WHEN THE PRODUCT IS “YOU”!
by Bobbie LaPorte

reprinted from SFAMA Marketing Connections, March, 2007
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