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Don’t waste your time, I’m still waiting 
for the product I ordered 3 months ago.

Like    Reply

Seriously, I got mine right away 
and have never had a problem.

Like    Reply

Same. Always a problem, but I have 
had better luck with this other company. 

Like    Reply

SHOP NOW

Like Comment Share

TO THE
BY JACKIE MILLER,  
CHIEF MARKETING OFFICER

As our world has continued 
to shift on its axis, the current 
marketplace changes have 
not only been visible, they 
have been undeniable. As 
brands and consumers, 
we were already on the 
path to move more 
and more virtual with 
both our personal and 
professional relationships. 
As marketers, we have 
seen channels fragment 
even further. Consistent, 
impactful communications 
become a struggle. 

The top-down idea of 
broadcasting and controlling 
a brand’s marketing efforts 
are a thing of the past. The 
power has shifted to the hands 
of the audience. With the fall 
of controlled messages, we are 
experiencing the rise of consumer 
expectations. And the backlash that 
can be met when those expectations 
aren’t met.  

Whether business-to-business or 
direct-to-consumer, the audience 
has become the channel, not just the 
target. The rise of social media and 
the 24/7 news cycle has increased the 
influence of the consumer as a participant, 
not just a consumer of content, products 
and services. They have the power and they 

are using it. This shift in power will 
drive higher standards, transparency 
and innovation from brands. The idea 
of accountability is not an option,  
it is a requirement of doing business. 

In this issue of Thinking, we 
explore the dynamics of this 

power shift and how we 
as marketers can drive 

meaningful engagement with 
consumers and businesses alike.  
We check our egos at the door  

and find new ways to build business 
and create a culture of community 

development and innovation.  
We are the facilitators of this 

change and we can guide our 
clients and communities to 

a more meaningful and 
sustainable marketplace, 

collaborating to harness 
the power of the people 

through earned and 
shared media. 

THE POWER  
HAS SHIFTED  

TO THE HANDS OF  
THE AUDIENCE.

WE'VE GOT THE POWER!

Did you hear? Kylie Jenner’s out, and 
Samantha Kozuch is in. Don’t know 
who that is? Your customers might. 
And as a micro influencer, she’s a lot 
cheaper and can be quite effective. 
That’s the kind of thing we’ll get into in 
this special, final edition of our Thinking 
Media Series. This two-in-one wrap-
up will discuss everything you should 
know about earned and shared media, 
including cancel culture, hashtags and 
algorithms. So read on ... and feel free  
to share this information on your  
social channels when you’re finished. 

That’s What She Said.

#Influencer #Beach 
#Vaca #SunFun #Work
#Travel #Instagood
#WorkRemote
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Seinfeld’s Kramer would have loved Gen Z and 
their demographic cohorts, the millennials. The ‘90s 
character had a penchant for boycotts, too. Whether 
he was objecting to Kenny Rogers Roasters or refusing 
junk mail from the USPS, Kramer was never afraid to 
scratch his protest itch with a good, old-fashioned 
boycott.

Today’s boycotts, of course, are in disapproval of 
much more serious matters – your brand. And it’s 
called cancel culture. 

It’s not just Gen Z and millennials who are riding on 
the cancel-culture bandwagon. They have the reins, 
but, according to a recent survey from LendingTree, 
four in 10 consumers are currently boycotting a 
company, which includes:

• 52% of Millennials
• 51% of Gen Z
• 37% of Generation X
• 22% of Baby Boomers
• 16% of the Silent Generation

Fear of getting canceled
All of the boycotts and canceling are ultimately 

meant to keep brands and businesses more 
accountable – for their record on racial and gender 
equality, their political alignment, their carbon 
footprints, and so on. These things matter in 2020.

If your brand doesn’t jive with the boycotters’ 
dogmas, you risk being canceled (read: put out 

of business). It’s a cultural movement that holds 
accountable everyone from influencers and brands  
to celebrities, politicians and anyone with power.

If the online mass believes you’re in the wrong, they 
might stop buying your products and services, and 
encourage everyone else to do the same. With the 
internet, and the blistering pace at which social media 
moves, that doesn’t take long.

So, what’s a brand to do?
In a world where “reputation is everything” rings 

louder than ever, it’s important to have a plan of 
attack. And, according to Emma Monks, VP of crisis 
intelligence at online crisis monitoring firm Crisp, that 
plan “should include 24/7 monitoring of the changing 
tides of sentiment and commentary about the 
company and its associated high-profile individuals 
on social so that the brand can be the first to know and 
the first to act on the signals of an impending crisis. If 
the brand does become embroiled, fast and authentic 
responses can ward off a serious boycott attempt.”

Evolution, revolution
In the end, all these boycotts are essentially micro-

revolutions – the kind of revolutions John Lennon 
was singing about. It was true back in 1968, and it’s 
true today: We all want to change the world. But 
now we all have rock-star reach; social media is our 
microphone. And the question for brands is: Are you 
plugged in?

If the online mass believes 
you’re in the wrong,  

they might stop buying your 
products and services, and 

encourage everyone else  
to do the same. 

$ $$
$

n o  s a l e s  f o r  y o u !

by jim “serenity now” minge 
senior content developer

hello, newman.

jerry, can i interest you in these records?

/////////
To Grease 

or Not  
to Grease

/////////

A Rights to Privacy advocacy group is calling 
for the boycott of Netflix. They claim the 
streaming service’s “Are you still watching?” 
notification is an invasion of privacy.

Silly? Perhaps. But if one person puts that 
out there on social media, it could grow into 
a movement. Pretty soon, there’s nothing to 
remind us that, “Hey, you’ve been watching 
18-consecutive hours of ‘Ozark.’ Maybe you 
should chill … without us.”

Sure, that boycotter might be a squeaky 
wheel. The question is, should Netflix grease it?

If they acknowledge it, do they risk amplifying 
the gripe unnecessarily? It’s a fine line for 
businesses deciding whether or not to grease 
 a squeaky wheel. Navigation is key.

As Bozell Creative Director Tim Young said 
on a recent edition of Bozell’s “Then & Now” 
podcast, “That’s the benefit of having a strong 
brand, so that you can navigate those waters. 
And what I mean by that is … you have your 
North Star. You know and understand where 
you fit in the conversation.”
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the
Cancel 
Culture

revolution

c’mon, elaine, 
 just watch one more episode. 

you know you want to.

play



The media has a PR problem. 

A series of new studies indicate distrust in the 
media is growing. According to the latest poll - 
conducted by Gallup and the Knight Foundation 
– 86% of Americans think media outlets lean 
politically one way or the other, 84% say the media 
are creating political division, and 80% believe 
media outlets are trying to convince their  
audience to adopt a certain viewpoint. 

Certainly not all outlets are the same, and some 
are trusted by people on both sides of the aisle, 

right? By Pew’s account, there is a handful:  
PBS, BBC and the Wall Street Journal. A few others, 
including USA Today, don’t fare too poorly either. 
From there, though, it goes south pretty quickly, 
and how you vote is a major indicator of which news 
sources you trust. 

The outlets that are most trusted by one party 
are the ones distrusted most by people of the 
other party. CNN and The New York Times are 
most trusted by liberals. On the flip side, Fox News 
and talk radio personalities are most trusted by 
conservatives. 

Perhaps most interesting is  
that more than half of respondents 
admit that the media outlets they 
turn to have a bias, but it’s not 
stopping them from going to  
those sources for information.  
Four million viewers tune into  
Fox News during primetime 
and 1.38 million have a digital 
subscription to The New York 
Times. They may be biased, but 
their reach remains massive. 

Love them or hate them, 
we need the media. 
And by “we,” I don’t just 
mean individuals. I mean 
businesses, organizations 
and brands. Earning press 
is still one of the best ways 
to gain credibility and 
reach new people.

So what is a brand 
to do?

1. Avoid hyperpolarized 
platforms.

If your customers tend to vote 
one way or the other, it’s clear 
which channels your audience are 
turning to and where you should 

prioritize your PR pitches. But if you 
want to reach Donald Trump and 
Joe Biden voters, it’s not as simple. 
In this case, avoid the online media 
platforms that are overtly political 
or have the highest bias ratings. 
That would be websites like Vox, 
Vice, BuzzFeed and Breitbart. Give 
talk radio a pass, too. 

2. Prioritize outlets and 
reporters who tend to be 
impartial.

Americans may believe the 
media as a whole is biased, but 
that doesn’t mean every outlet is 
or that every journalist reports in 
a slanted manner. There are still a 
number of good ones out there (I 
assure you), and many of your local 
outlets won’t have the same level 
of leaning as the cable news  
outlets. The Omaha World-Herald, 
for example, does quite a good job 
of maintaining a certain level of 

professional neutrality. Working 
with these types of outlets and 
reporters will help you to reach a 
balanced demographic and score 
you the most points in credibility. 

3. Build an infallible story.
Build a story based solidly on 

the facts. Be ready to share the 
data and evidence supporting your 
claims so people will trust what 
they read, hear or watch. 

4. Don’t be too critical.
At the end of the day, good press 

is good press regardless of where  
it comes from. A positive story in  
The New York Times and a friendly 
Fox Business interview are both 
huge wins, no matter who you are 
trying to reach. 

How to Adapt Your PR 
Strategy in the Age of

News Today

Media Distrust

84% say the media  create political division

The outlets most trusted 
by one party are the 
ones most distrusted  
by the people of 
another party.

Be aware of the bias but don’t let it stop you from telling your story.

Love them or hate them, 

we need the media.

by Mike Gilloon, Director of Strategic Communication

| 7  6 |



| 9  8 |

It used to be that only the big brands with  
the big marketing budgets made influencer 
advertising a focus. 

Pay a celebrity to apply your lipstick for an 
Instagram post and bam! Everyone is clicking to add 
that signature red to their online cart. But in 2020,  
you don’t need Kylie Jenner or Hailey Bieber to launch 
a successful influencer campaign. You may actually be 
better off if you enlist those who have never been on 
the cover of Vogue. 

Everyone from The New York Times to BBC is saying 
the age of celebrity intrigue is dead. It might have 
something to do with the average American not being 
able to relate to JLo’s post about sheltering in place 
at her fiancé’s 11,000-square-foot mansion in Miami. 
And is it just me, or does the kind of handbag Anna 
Kendrick is carrying seem far less important now that 
we’re all navigating unprecedented times of sickness, 
joblessness and loneliness? 

That’s good news for emerging brands with 
modest budgets.

Today’s influencer marketing is less about follower 
numbers and more about content. Brands are 
increasingly working with micro (10k–50k followers) 
or even nano (1k–10k followers) influencers, who are 
less expensive or free. 

Start by finding content creators who will believe 
in your brand nearly as much as you do. Seek out 
those who are already passionate about finding 
a solution to the problem you are trying to solve. 
And once you line up your influencers, give them 
creative liberty to develop the content (it’s more 
authentic). That’s how you’ll meet people where 
they are and achieve results.

From what we stream to products searched, and 
even to the news we read, algorithms affect almost 
every aspect of our digital lives. But algorithms 
aren’t anything scary; they are simply a step-by-
step procedure for solving a problem. Although 
it is just a procedure, algorithms can have a huge 
impact on our view of the world.  

 

Think of your favorite search engine or 
news aggregator. The algorithms behind 
them utilize your online decisions to display 
articles, products and friends’ news. Every 
time you follow a link, click on a product or 
like a story, the algorithms update to show 
you more of what you like. And soon, that 
is all you see.     

 If you prefer one brand over another, you 
will see less and less of competitor products. If 
you don’t like a friend’s pictures, you see less of 
them. The World Wide Web shrinks down to a little 
room that echoes with the same old data, lulling us 
into a sense of consensus.  

• Research the topics that interest your target group. 

• Publish content about the subjects they are  
interested in so your content will show in their 
searches and feeds. 

• Contact the blogs they read or influencers  
they follow about your material.

In the end, you must go to the customers  
because they won’t see your content that’s not  
in their echo chamber. 

AS A 
MARKETER, 
HOW DO YOU 
BREAK IN? 

BY ERIC LARSEN
Director of  Interactive  Development

Head of PR & Social 

$
BEWARE BEWARE 

THE ECHO THE ECHO 
CHAMBERCHAMBER

BEWARE 
THE ECHO 
CHAMBER

Research, publish and do outreach. 
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Today, there are hardly any 
posts on social media that don’t 
carry a hashtag. And like a lot 
of content creators, you may be 
asking, are they even relevant 
anymore? Our answer is … #YES.  

Hashtags were first used in 
2007 when a web marketing 
specialist walked into Twitter’s 
offices with an idea that the 
company should start using the 
pound symbol to group related 
Tweets together. Who knew that 
just one character, 13 years ago, 
could spark a global movement 
today?

Simply put, hashtags are 
topics. But they’re important 
because they highlight 
trending conversations. Funny 
conversations. Life-changing 
conversations. Incorporating 
hashtags in your social media 
content is arguably more relevant 
now than ever before.

In 2013, #BlackLivesMatter was 
created to track the conversation 
about the George Zimmerman 
trial. Fast forward to 2020, the 
phrase “Black Lives Matter” is 
being used now as way more 
than just a hashtag. It’s a cry 
for change. A social stance. 

Protestors write it on their signs 
and shout it as they march. 
Globally, it’s being used to show 
solidarity.

If you’re posting only 
#ThrowbackThursdays on Twitter, 
your brand can do a lot more. 

The point is, hashtags can help 
your content get discovered. 
Research shows that Instagram 
posts containing a single hashtag 
received 70% more engagement 
than posts without any. It may 
take extra time to find the right 
hashtags, but the results are 
worth the effort. 

DO test and  
retest hashtags.
Try using different hashtags and analyzing 
them, so you can identify the ones 
that generate the most attention and 
engagement with your brand. 

DO use the right  
amount of hashtags. 
Using the right number of hashtags can be 
confusing, but it really boils down to what  
social media platform you are on. Here 
is a list of the recommended number of 
hashtags to use based on platform:

•   Twitter: 1–2

•   Instagram: 9–15

 DO promote your 
hashtag across  
multiple platforms.
Your hashtag needs to be seen all over 
to generate curiosity. The more people 
become familiar with it, the more they will 
share it on their social platforms. Whether 
it’s in the news, used in your press releases 
or on social media, if people see it, they’ll 
talk about it.

DON’T make your 
hashtag too long.
Hashtags are meant to be concise, easy 
to read and shareable. However, avoid 
shortening too much or turning it into an 
acronym. That’ll just confuse people and 
reduce the usage. 

DON’T use  
more than one 
campaign hashtag.
Users on social media will most likely 
use your hashtag with others associated 
with your campaign, so try not to include 
another trending hashtag in addition to 
your brand just to get more impressions. 
This comes off as tacky and might make 
your campaign get lost in a different one.

So, there you have it. Hashtags are far 
from disappearing from the social media 
dimension. Don’t underestimate these tiny 
digital characters. When used strategically, 
they can be more powerful now than ever. 

# DOs & DON’Ts 

Campaign ContentTrending

There are many types of marketing strategies for hashtags, but here are three important ones: 

•  Facebook: 1–2
•  LinkedIn: 1–2

By Christie Do

1. 3.2.

These are created to market 
your business or services. 

#ShareACoke

These are specifically 
to go along with the 

content you are posting. 
#DogsOfInstagram

 If a topic is popular, 
then the hashtag created 
around it will trend and 

be easily searchable. 
#MotivationMonday

Social Media 
Strategist
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Hashtags can help your content 
get discovered, but first you must 
find the right hashtag for you. 

#WINNING


