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Introduction

One of Alan Kay’s most important quotes was that “the easiest way to predict the future is to
invent it.” While this article is not so naïve as to say that it either predicts or invents the future of
branding, there is always a benefit to imagining the future of anything as a kind of preparation that
can be derived no matter how the future unfolds.

This article is a summary of findings from a workshop held in November of 2001 and another in
January 2002 on the subject of brands, branding, and how they might evolve in the future. It is
meant as a kind of document from the future sent back to the present, but from several possible
futures instead of merely one. To be sure, these futures are extreme, and purposely so. They are
designed to push the world of branding into dynamics that haven’t and may never happen but still
illuminate for us how they interact with each other, the market, and ourselves in a way that is
difficult to see otherwise.

Summary of our findings

We uncovered several important issues relating to branding as well as many recurring themes.
Some of these will be discussed in depth while others will only be listed here:

Some Identified Issues:

• Brand management and planning will need to be more facile and react more quickly in
the future to changing markets and conditions.

• Moral and ethical concerns are increasingly important components in branding.

• As personalization and customization become more prevalent, the role of individuals and
their interactions with products, services, and experiences becomes more important.

• Individuals develop their own self brands (see Tom Peter’s Brand = You  article in Fast
Company).

• How far does a brand extend? Can everything be a brand? Cities? People? Nations?

• There is no standard definition of “brand” or “branding” within the industry or within the
general public. Some have even suggested that the word “brand” should be banished as
it means so little now.

• Is a “brand” created by designers and other professionals or can it only be created in the
minds of customers, audiences, participants, etc. through experiences? If so, brands live
outside a company or brand “owner.” What, then, is the role of the designer, manager,
and creator of “brands”?

• Contract law may be a more useful model than a promise. Promises are one-way while
contracts are two-way are require both parties to fulfill their responsibilities.

• Brands are the set of values implied by a product, service, or experience, and not the
symbol or signifier (which is usually an artifact such as a logo or logotype).
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• Since brands are multifaceted experiences, they can only be created well by
multidisciplinary teams, including engineers, scientists, marketers, designers, etc. Brand
efforts must also permeate every level of an organization and every point of a customer’s
experience to be effective.

• The experience should be branded and not the artifact.

• Brands need to be flexible, adaptable, and elastic. However, how far can they be made to
stretch and evolve without loosing their brand attributes?

• No matter how much brand designers design and name, if a brand isn’t viable or
sustainable, it won’t be strong-enough or agreed-upon and, thus, not successful.

Observations:

More than anything else, we uncovered some interesting connections between brands and
behavior. For example, the group working from the Demassification (or customization) scenario
uncovered a possible split between the branding of technologies—especially adaptive ones and
those used for manufacturing—and the branding of specific style and cultural attributes.
Currently, most technologies marketed to consumers tend to follow the same branding formula,
first emphasizing features and value, then lifestyle, etc. Microsoft Windows, for example and Nike
Air are both positioned as lifestyle brands but represent, mainly, underlying and enabling
technologies that are mostly separate from lifestyle attributes. Decoupling the linkage between
these enabling technology brands and style-oriented lifestyle brands would not only allow each to
thrive on their best assets, but also appears to be a requirement to creating the business climate
and market conditions for mass personalization to even evolve to this point.
While privacy and trust are incredibly important and recognized trends in consumer concerns, the
fact that the scenario was difficult to approach, understand, and envision points to both the
confusing nature of these concerns and the lack of understanding of their details even within our
own design community. The discussion about the scenario itself turned into a heated debate
about the place for branding in decisions about trust and privacy.

Inevitably, any discussion about branding these days begs questions about the No-Brand
movement. Though it is hard to quantify this anti-brand, anti-establishment movement, the
sentiments are well-understood even by branders. The idea that not everything should be
branded and that many people have already reached their saturation point (in this country)
concerning advertising, branding, and product identification ran smartly against discussions of
cities, religions, people, and even countries and natural phenomenon (such as the Moon) already
being branded and, in many cases, for centuries. There is no resolution yet about the point at
which brands become overpowering or obnoxious but there is clearly a dynamic to be researched
and understood that can help branding professionals decide when and where their brands
contribute or impact the brandscape negatively or are perceived poorly in this regard. Perhaps
these discussions can only have impact at a societal level since no one product or company’s
brand is the culprit but, instead, all brands and branding contribute. Clearly, the tolerance for
levels of advertising and branding are different for every person and in every culture, but similar
dynamics should underlie their interactions.

One of the reasons this becomes an important issue is that while reputation and its maintenance
is an almost universally-accepted requirement (and process) for branders of products, services,
and experiences, exactly how to maintain these reputations in a dynamic and evolving
environment is still, largely, an art. Despite the recent boom in articles, books, and classes on the
subject of branding, few methodologies or approaches have been shown to work consistently,
repetitively, or accurately or endure over long periods of time. It is not enough to know that
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brands are like reputations and must be maintained, but we clearly don’t understand enough
about how to do this for all manner of products and services and in a multitude of experiences,
media, and situations. Some of the observations in the notes for each scenario contain hints
about some of the possible actors in this dynamic dance and prove to be areas in which further
research or thinking can help illuminate more of the branding puzzle.

Whether reputation and perception is seen as being created by the customer or the company is
probably less important than how it is viewed and valued within the organization that creates and
maintains it. Tara Lemmey offered that brand values are actually contractual promises, backed-
up by all experiences with a product and company and not merely a set of attributes and words.
At its core, these promises must be delivered like any other contracts in order to have meaning
and the board of directors and executives must be held to them as such. According to Lemmey,
these form the Mission, Vision, and Values of a company in legal terms, not just social ones.
Layered around these are the products, services, experiences, pricing, support and other
mechanisms for delivering on these contracts. As designers, we have responsibilities to treat our
work in such important terms and deliver solutions that reflect and maintain such contracts or else
we run the risk of both failing our clients (by delivering solutions that break their implied contracts
with their customers) as well as devalue our own work to the level of decoration or propaganda.
Where brand is concerned, we relate to companies like we relate to each one another. It can be
said that we expect companies to behave in social terms like individuals do. Their actions and
messages are interpreted by us in personal and cultural contexts as if these were the actions of a
single person and not an organization. We often react emotionally to corporate messaging or
behaviors, then, as a result of this predisposition even though we know, logically, that these are
not personal entities but corporate ones.
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Discussion of the notes and findings from the groups

These observations are the result of the discussions that groups addressing the various
scenarios had during the workshop. It might be easier for some to first read the scenarios as they
have been defined to better understand the context for these observations. These are included in
Appendix B below. Also, a more detailed description of how scenario planning works is included
in Appendix A if this makes it easier to understand the following observations before reading
them.

Observations from Economic Peril

While it was nearly impossible to separate the events of September 11th, 2001 from the
discussion of economic peril, some clear observations (and implied strategies emerged). In
conditions of tough economic times, a split between frugality and extravagance is expected.
These won’t necessarily be two different groups, though there will, most likely, always be the
insulated “haves” and the vulnerable “have nots.” Instead, these represent two different kinds of
behavior. Most participants expect that the majority of people will seek-out value and trust brands
that show stability, concern, and quality. Of course, this isn’t surprising, but it would most likely
herald the return of generic products and a higher level of reuse and recycling. Even those who
could afford expensive things would be wise to not flaunt them as we expect that cultural changes
would make a show of wealth gauche at minimum and callous and even dangerous in the
extreme.

Since people would be sharing their space (work and home), and things more, personalization
might need to be temporarily affixed to products, if at all. In fact, personal property might become
a luxury itself and, thus, be subject to the scrutiny of others. Products might need to exude less
personal connection and more general or societal goals—they might be in danger of being
labeled negatively just as if they were too expensive. In private or in privileged company,
extravagance and personalization might become an even more important show of power, wealth,
and prestige.
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However, since we expect these two poles to be behavior-based and not necessarily
demographic, everyone will feel the need to indulge, to whatever degree they can, once in awhile.
This means that fancy restaurants, special events, social gatherings, music, film, theater, and
other media will still find opportunities to help people envision wealth and economic
security—even if only for a few hours. Experiences like fine dining, nice clothes, fast cars, etc. will
not go away entirely but the market will, obviously drastically reduce, and those who offer unique
but affordable—even temporarily—experiences will succeed the best.

Brands that represent (and those who can change to reflect) quality and value will probably have
the best success. Next, those which can adapt to either the Affordable Extravagance (lifestyle)
or Frugal (price) ends of the spectrum will also do well. Those which communicate comfort will
also thrive, whether this is emotional or physical comfort (the former possibly being more
important in these times). Products, services, and experiences that relate to personal meaning,
values, and memories will also do better than those that do not, though these are difficult to target
since people vary so much. This opens the door for many small niches that relate to different
people on emotional levels. Luxuries, as well, will need to find niches that can sustain them
through tough economic times and we expect most luxury brands to fail under these conditions.

New brands will be scarce unless they have specific and high needs that are suddenly important
(perhaps relating to security or health issues). Big brands will offer more stability than smaller
ones as long as their markets target value-concerned customers. Since luxury and personal
niches will be small, big companies may not be able to sustain themselves on these
niches—unless they are able to fulfill several niches with simple and inexpensive variations in
products. Products and services that offer variations that appeal to a wide range or price or
quality (without jeopardizing brand values) will also find survival easier.

Branded products and services that offer few benefits over their unbranded or raw counterparts
will be difficult to sell. Likewise, brands with complex messages will find it harder to communicate
over the concerns and fears their customers feel. Simpler messages may be more effective.

Observations from Economic Nirvana

Curiously, conventional branding seemed to be de-emphasized in this scenario. It’s not that
brands disappeared but that those who offered simple value or other tangible attributes weren’t
seen as offering enough. In times of general or extreme abundance, when people are not as
fearful or focused on basic needs, we felt that they would be more inclined toward personal
expression and development. Much like the rise in these areas and interests during past
economic booms, those brands that connected or espoused aspirational values and promoted
self-expression and development were seen as the biggest winners.

Increased time and decreased concerns allow people to place more emphasis on their spiritual
and communal lives. Many start their own companies not too earn extra money but to fulfill their
own visions of products, services, and experiences. People aren’t necessarily working less but
working more to their own ideals and ideas. Creativity and innovation spur more variety and more
personalization. This causes an explosion of brands, ranging in a wide variety of sizes, an
supporting a market of increased customization and expression. Think of every item on Ebay as
potentially carrying its own brand.

Advertising and communication take more risks since economic success isn’t as critical as in
tough economic times. More films, books, and music are created and accepted. Riskier narratives
and messages also explore more variety in society and appeal to more people on a deeper level,
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though mostly in smaller numbers. Richer, deeper experiences are created as they can more
easily find audiences. Consider a local version of Cirque du Soleil on every corner (though this is,
admittedly, a generalization).

Brands endlessly partner with other brands—even personal ones (an not just celebrities)—in
creating new products, services, and experiences. Anyone’s own brand can be linked to existing
ones in official and unofficial ways in a Napster-like spread and reach. This creates challenges for
branders to maintain brand values under such conditions but allows them to express their brands‘
values in new and unique ways (witness Starbucks’ music CDs).

Observations from Demassification

In a rapidly and widely demassified world, that is one in which customization and personalization
become prevalent, widespread, and deep, style becomes much more personal and brands are
split between those that reflect taste and culture and represent a particular lifestyle, and those
that represent an underlying enabling technology that might fuel any number of lifestyle brands.

While it is difficult to conceive of a shift so deep that a majority of people will take the time and
energy—and have the courage and drive—to customize all aspects of their lives, most people will
opt for increasingly personal brands that represent a narrower market niche of which they identify.
Even when they don’t opt to customize, they value the opportunity to customize in case they
decide to in the future.They become aware of both lifestyle and technological brands and savvy to
mixing and matching just the kind of features they want in the form they find most appealing.

While some are still uneasy about products that customize and adapt automatically to us while in
use (and over time), most grow accustomed to this increasingly intimate relationship between
them and the products and services they use. This deepens their relationship to particular brands,
as well as their allegiance, though it requires a high level of demonstrated and sustained trust by
customers as well as care and concern on the part of companies and brands.

Because customization takes time and energy to accomplish, people have more reason to stick
with a particular underlying technology though they will be able to take those customizations
easily into another form and style (and, thus, a different lifestyle brand). This level of
personalization is only enabled by landmark cooperation and sharing of standards and protocols
among vast alliances of manufacturers—even competitors. Most products and services come
with “preset” customization that allows customers to quickly and easily “customize” their
purchases in rough ways. These might be sets of preferences configured around a particular
celebrity or community or that reflect a particular designer or curator’s point of view. These
presets will allow people to feel like they are getting customized service though—at least
compared to today’s products and services—but these, of course, will reflect values they are
aligned with as opposed to those they develop for themselves. For everyone, this will be fine in
most areas of their lives while they will choose to focus their personalization energies in only a
few places. Just like today, some, will be more concerned with clothing than with travel, work, or
food. Others will be looking to customize their cars, computers, or other devices and be perfectly
content to accept preset styles in their clothing or other aspects of their lives.

Individuality is certainly cherished and supported in this world to a level not before seen.

It is nearly impossible for trends to go unnoticed as the mechanisms that enable
personalization—especially those that enable adaptive, automatic customization—also carry with
them the inherent possibility and necessity to track customization and aggregate it for reporting.
Lifestyle brands are able to morph, grow, and be launched in realtime, tightly coupled to the will of
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the market (though, the markets are almost all niche in today’s terms). The technology brands will
be more stable and change attributes less often, though their technologies will need to evolve just
as rapidly. However, because lifestyle-type attributes aren’t as fundamental to their brand images,
they will not suffer the same chaotic rate of mutation needed to stay viable as the lifestyle brands.

People’s perspectives and taste—especially those of celebrities—will become even more
powerful brands automatically. In addition, anyone who creates something that resonates with
others will have the opportunity to become a designer or curator of note and, if sustained,
potentially a celebrity themselves.

Brand alliances between lifestyle/culture brands and technological ones become rampant as well
as between different lifestyle/culture brands at every level. Brands must work hard to keep their
values authentic and change their messaging immediately and effectively when (and if) their
values change. Communication becomes much more difficult for brands as there is much more
brand “noise” as well as fewer distinctions between where a brand stops and a person’s own
sense of style (expressed through their customization) starts.

The experience of customization may be branded itself.

Some postulated that where customization was more about style and not performance, social
forces would inevitably lead to massification again.

Observations from Remassifcation

A return to universal trends seems nearly impossible at this point, but it wasn’t so many years ago
that trends were followed religiously in fashion, music, and other forms of design. We recognized
several galvanizing and powerful forces (such as social, economic, emotional, time, and cognitive
forces) that lead to mass production, desire, and adoption of products, services, experiences, and
ideologies. Brands are strongest where they align along these forces and last longer when these
forces or values are sustainable.

A larger and stronger sense of shared experience and community are the biggest changes in this
scenario. Though there are fewer choices, fashion and style are clarified. Of course, fewer
perspectives are evident but they are shared among many people. People construct their
personal identities around others (various social groups) on both an intellectual and emotional
level.

Uniforms of different types become more prominent, such as school uniforms. Fashion itself
becomes more prominent as a uniform. Of course, it always has been but this becomes more
publicly apparent.

Propaganda and control of messaging becomes more possible but not necessarily more
prevalent. However, though tolerance doesn’t necessarily wane, diversity is not supported.
However, most people share feeling of greater connection to “society,” if not one another.

Brands that thrive will be larger, stronger ones that are able to both appeal to a wide audience as
well as galvanize them. Competition between major brands will be more difficult as shifts in
preferences and desires among so many people will be riskier and take more resources. In fact,
brands will require more resources in order to hold their positions as they must each influence
people or communicate across a variety of people in a variety of media.
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Overall, while diversity of brands and messages decrease, loyalty to them will most likely
increase. There will still be a place for successful niche brands (as long as they have a large
enough following to support them) but these will not be the most recognized or cherished and
may very well be ridiculed.

Observations from The Mavericks

A desire to forge new messages and styles takes a great deal of courage—not only to be different
from others but to take risks in being original. Most people are not taught to enjoy creativity or
risk-taking, though people do take pride in what they create.

Maverick-like behavior makes it possible for many brands to succeed, though each brand will
have to respond to a much more chaotic environment in which tastes change rapidly and styles
and messages go “in” and “out” according to complex and idiosyncratic rules. The search for
“cool” will be much more voracious and difficult as there are many “cools” and these will change
and mutate often.

For many mavericks, not being branded is important. For them, products that don’t outwardly
display connections to established, commercial brands are important. For this reason, fashion
and other manufacturers and merchandisers develop lines of products that succeed only because
of their design and not because of their labels. For sure, brands are known as being label-less
(and, thus, sought-after) but there is an increased desire for products that do not announce their
manufacturing or marketing as these are more easily integrated in a maverick’s own sense of
style. This is a triumph for those in the No-Logo movement.

Observations when Privacy is a Rarity

While privacy and trust are incredibly important and recognized trends in consumer concerns, the
fact that this scenario was difficult to approach, understand, and envision points to both the
confusing nature of these concerns and the lack of understanding of their details even within our
own design community. The discussion about the scenario itself turned into a heated debate even
about the place for branding in decisions about trust and privacy.

One of the issues is that there are many types and levels of privacy perceived, including a
categorical distinction between “being watched” and having your data tracked. While these are
already widespread phenomena, neither have really become a critical concern to the general
public. As privacy becomes even less common—and visible signs of surveillance increase, along
with rises in identity theft and other privacy-related crimes—we expect people to become more
aware and concerned about the information they share with companies and will, correspondingly,
choose to trust some companies and brands over others. Those brands that are able to
demonstrate (as opposed to merely speaking about) privacy-keeping behavior will find
success—especially in sensitive areas. Those brands which are publicly found to violate their
customers privacy and trust will find it increasingly difficult to win those customers back, or gain
new customers.

Under these circumstances, our tolerance for intrusions will probably rise somewhat—certainly to
lighter forms such as direct mail. However, consumers and consumer advocates will become
much more vocal and wary of corporate messaging and the very same technologies that offer
potential abuses by companies of their customers” information will allow those abuses to be
exposed more quickly and to a larger audience. Brands which violate our trust will diminish only if
there are alternatives. This means that many people will be forced to accept increasingly lacking
privacy since thy may have no other alternatives. Those with knowledge of the systems and
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technologies will be the best-equipped to choose and build better privacy for themselves. Those
most concerned will opt for more primitive and less technology-driven communications and
transactions (such as cash, debit cards, face-to-face conversations, etc.).

Trust becomes a deeply personal emotion shared only within the confines of one’s personal
experience. People trust companies, organizations, products, services, and experiences much
less on a meaningful level though they may demonstrate the patina of trust in their behavior in
today’s terms. Trust will be increasingly difficult to win and, as a result, loyalty will be much more
shallow and tenuous for most companies and their offerings.

The political climate becomes increasingly hostile to businesses as governments—at the request
of their constituents—mandate more and more control over company’s information about their
customers.

Observations from Environmental Concern

This was a difficult scenario for us to generate possible influences or dynamics. While everyone
expressed an interest in improved environmental awareness and accountability, there was little
insight into what the world might be like under this scenario. Examples such as Germany’s trash
tax pointed to possible ways a society or community might help create market pressure for more
environmentally-sensitive behavior. It was suggested that vanity might become, for the first time,
quantifiable and measurable.

Of course, reuse and recycling increase along with a reduction in material quantities.

The best idea that emerged from this group wasn’t specifically brand-related but would alter the
perception of every brand. The suggestion that a quantifiable rating system be developed to allow
customers to evaluate the environmental impact of products, services, and experiences (in
economic terms) at the point of purchase would drastically transform the markets and brand
landscapes. Of course, the development of such a system would need to take into account many
different approaches and details, but it is conceivable that a clear rating system could summarize
a variety of accepted criteria in environmental use and allow people to access the cost of their
own decisions on the environment for the first time. Such a system would change the decision-
making process for customers—especially consumers—and create a new pressure within
branding to respond on these levels. Of course, to stay authentic and uphold these contracted
values, companies would be forced to rethink everything from their materials and manufacturing
processes to the very need for some products and services to exist. This also creates
opportunities to respond to new concerns with new products, services, and experiences.
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Conclusions and Lessons

While these are all worthwhile exercises and they uncover issues that can help us understand the
current brand landscape, perhaps the most important endeavor is to allow these issues to help us
redefine what our expectations for brands and branding can become. In particular, asking the
question “What do we want brand to be?” opens the opportunity to rethink its importance and
meaning in our lives.

For many designers, it is an opportunity to rethink their own values and interactions with
companies while “branding” and to reset the standards for which they want to strive. For others, it
is an opportunity to find ways of making the process of branding more flexible and enabling and
to improve the ways they approach branding.

One of the most interesting avenues is the idea that an increased awareness of branding within
the general public would not only increase the prominence of branding but arm customers with
powerful skills with which to evaluate messages and brands on a much more sophisticated level.
This would not only increase the likelihood that “good” branding succeeds (as it makes it more
difficult for less sophisticated and purposefully misleading messaging to be ineffective) but it
would allow people to make more informed choices and be “burned’ fewer times. This would have
the effect of increasing trust and loyalty in brands overall.

To this end, the most important thing branders can do now is to find ways of educating customers
and clients about brand mechanisms and processes and create ways of highlighting and
rewarding sophisticated branding (whether through traditional means such awards annuals and
competitions) or through forms yet to be invented. It is important for branders to realize that they
have the potential to be both designer/developers and educators.

Future elaboration

For sure, this is only the beginning of the exploration of possible brand scenarios—even these
here. Almost any concern or issue can be turned into a scenario to be explored in this manner.
We have already learned many interesting and new things about brand dynamics with these short
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exercises and plans already exist to continue the exploration in more venues, with more people,
and with more and evolved scenarios.

We welcome comments, observations, and ideas about these explorations and have provided
both our methodology (and kit of parts) as well as the full notes of this workshop in the following
appendices. We encourage you to explore on your own or with others to see what relationships
and issues you can uncover about branding and/or design and the opportunities that exist for you.
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Appendix A: Constructing the Future: How scenario planning
works

Scenario planning is a common technique used in government, academia, and business in a
variety of industries. Its most famous supporters, perhaps, are from Royal Dutch Shell Corp who
has developed some of the original and most sophisticated techniques for planning the future.

The process isn’t without its problems. Scenario planning is nothing more than structured fantasy
and while this might be enough for play or for science fiction, we are adamant about coming back
out from the fantasy with useful lessons that can be applied to our work. Therefore, this exercise
must be undertaken with a careful balance of imagination and expectation. Both optimism
(acceptance that such an exercise can be useful) and pragmatism (the expectation that ‘”reality”
must still be believable) are two of the most useful ingredients.

Originally developed within the US Army and refined by Herman Kahn in the 1960s, Pierre Wack
who was a planner at Royal Dutch/Shell in the 1970s refined the process even further and firmly
established the practice within the company after the Oil Crisis in 1973. The process was further
developed by Peter Schwartz (also at Royal Dutch/Shell) in the later 1970s and then he started
Global Business Network in 1987 principly to use these types of consulting processes to help more
types of businesses. His book, The Art of the Long View, describes in detail these processes.

Scenario planning is a special kind of brainstorming that structures assumptions and a perspective
of the future (the scenario) in a way that a group of people can then accept that future and imagine,
in detail, what it would be like. We’ve chosen this technique because the field of branding has
transformed rapidly in the last ten years in ways that would have been unexpected and unimaginable
in the past. For us, the opportunity to envision branding dynamics in the future required us to
construct temporary crucibles, insert ourselves inside, and observe what might happen in these
conditions.
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We began the workshops by asking each participant to bring an artifact of some kind that
represented something interesting to them about brands, branding, or the future of branding.
These proved a great way to both draw people into the discussion and set the context of the
workshop for them as well as immediately bringing-in new ideas about branding. It also required
participation from the outset and primed people to participate further into the workshop.

Next, we had several quick presentations from speakers about branding in different aspects.
These also helped set context for the later events as well as introduce new ideas to consider
during the scenario planning. The presentations were short (about 15 minutes) and followed by
some discussion to keep the group involved. Then, after a sufficient amount of energy was
created, it was time to address the scenarios themselves.

Note: The second workshop was much shorter than the first and didn’t follow this format exactly.
It lasted 6-hours instead of one and a half days and was much more focused on the scenarios
than the first. It introduced a scenario based on city brands whose results are not included here.

Each scenario was created to express a different attribute about branding and the socioeconomic
environment. All were, of course, subject to the interpretation of any one group and might
certainly create different conclusions with a different set of people. However, this is not a problem
because the most valuable end products of these exercises aren’t the conclusions about a
particular scenario but our understandings of how they affect branding.

The first scenario was run simultaneously in separate groups. Each group of 6-7 people were
given the scenario, a simple worksheet as a guideline, and time to discuss and interpret. All
groups found it difficult to both start the imagination process and stay on the topic. Recent
terrorist events are still so fresh that it is difficult for many people to not discuss them or have
them influence our thoughts. However, all groups began to work within this framework.

After this phase, each group presented their summaries to all the others so that together we built
a more complex and sophisticated vision of this possible future and how branding might change
within it.

One of the most frustrating aspects of scenario planning is that none of the scenarios seem very
real. How can things become so extreme in these futures and how are we to believe that they’ve
come to pass? For some, this is a show-stopper. They are unable to work within this scenario
without a realistic and moderately different future. Most, however, are able to accept the premises
as they would any other brainstorming activity, stave-off their reasonable doubts, and work within
the scenarios. Some even take the initiative to correct or change the scenarios to be more
workable for them. These kinds of changes are welcome as they inevitably lead to interesting
conclusions.

The purpose of first having every group work on the same scenario and then present to all of the
others, is that it allows all of the groups to see the benefits and variety of approaches taken by
others and quickly learn more about the scenario process. It also allows for some lively
discussion since there are always differences between the conclusions of different groups on the
same scenario.

For our scenarios to work well, it was critical to include participants not focused primarily on
branding. Indeed, to describe these possible futures with enough vivid detail, we thought it
necessary to include people from many backgrounds who could help describe and imagine a
future more realistic than one, narrowly-focused group could be expected to. In particular, we
included professionals involved in such disparate activities as food and nutritional research,
nanotechnology, product design, traditional graphic and packaging design, “new” media, law, and
various forms of manufacturing.



Ideally, every scenario would be addressed by several different groups of people but this requires
a lot of time. To make the workshop successful in the context of two days, after the first,
simultaneous scenario, we split people into new groups and gave each one a different scenario.
Armed with their experience from their first scenario, each group then performed the same
exercise on their new scenario and reported back their findings to the larger group once
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reassembled. Again, the discussion was lively as other groups were allowed to comment and
discuss each of the scenarios for the first time.

One of the helpful aspects of scenario planning (or all design processes for that matter) is to allow
people to sleep on their conclusions. This allows their minds time to process the material on a
deeper level and often people will rebut their own previous conclusions or be even more adamant
about them. Either way (or, often, both) the understandings become deeper.

The last part of the process is to consciously and specifically discuss the learnings that can be
taken away from the exercise. This is where most of the important knowledge is drawn-out and
developed. It is important to have good facilitators involved in the entire process to both
document and aid in the translation of meaning. Artifacts like photographs, video and audio
recordings, and notes are critical to reconstructing the thoughts and understandings in such
heady, intense discussions.

We envision that this process can be repeated many times, with the same and/or new scenarios.
The process is a valuable one for the people involved, when done correctly and should be made
available to as many people as interested. Also, the results can be compounded for an even
richer understanding of how branding dynamics work under certain conditions. It is these lessons
that allow us to be prepared to recognize when the dynamics are shifting and how to respond as
the future turns into the present.

To this aim, we’ve created a work kit of sorts to be available to groups who wish to participate in
the exercise and contribute their findings. The materials are rather simple: instructions,
worksheets, outlines, the scenarios themselves, and some guidelines for running the workshop.
These are available at http://brand.aiga.org/scenarios for those interested.

We ask that any new findings be forwarded to the AIGA’s Brand Design group for inclusion in the
larger, living document.

Reference: For more information about scenario planning and Global Business Network, visit
http://www.gbn.org
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Appendix B: Workshop Kit

Workshop Elements:

Sample Agenda
Scenarios
Sample Worksheet
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Sample Agenda:

AIGA Brand Design Workshop Agenda
Location and Date

Friday
8:00am - 9:00am Breakfast

9:00am - 9:15am Introductions (Facilitators) and Agenda overview

9:15am - 10:00 am Participant Introductions

10:00am - 10:15am Kickoff Exercise: The World in 2010

10:15am - 10:35am Speaker: Branding as a Legal Contract

10:35am - 10:55am Speaker: Brand Discoveries in Education

10:55am - 11:05am Break

11:05am - 11:25am Speaker: The No-Logo Movement

11:25am - 11:45am Group Discussion

11:45am - 12:00pm Introduction of Lunch Exercise-Scenario One

12:00pm - 1:30pm Lunch (Develop same future scenario)

1:30pm - 2:15pm Group Presentations (5 min each)

2:15pm - 2:45pm Group Discussion

2:45pm - 3:00pm Introduction of Second Scenario Exercise

3:00pm - 4:00pm Breakout in Groups

4:00pm - 4:45pm Group Presentations (5 min each)

4:45pm - 5:30pm Group Discussion

5:30pm - 5:45pm Wrap-Up

5:45pm - 6:30pm Cocktails

7:00pm - 8:30pm Dinner

8:30pm - 10:30pm Extraordinary Experience

Saturday Morning

8:00 am - 9:00am Breakfast

9:00 am - 9:20am Recap (Discussion, passion pleas)

9:20 am - 9:25am Word from our Sponsor: AIGA Brand Design Group

9:25am - 9:35am Introduce Exercise : What do you want brand to be?

9:35am -  10:35am Group  Breakout

10:35am -  10:45am Break

10:45am -  11:30am Group  Presentations

11:30am - 12:00pm Discussion/Next Steps

12:00pm - 12:15pm Closing Ritual and Adjourn
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Scenarios:

AIGA Brand Design Workshop Draft Scenarios
De-Massification: Individuality/Customization
In a world where technologies have finally made it cost-effective—even profitable—to make
customized products for all sorts of customers of almost every type. People can now extensively
customize their designs for cars, clothing, pre-made foods, jewelry, curricula, and pets just like
many houses have been for a long time. What does this do to traditional brands? If these
products can now be changed substantially, are they even the same products any more? Do
brands disappear? Can they compete? Do the customization processes and experiences
themselves become the significant brands? Do product brands fade and corporate brands
become more important?

Re-Massification
For whatever reason (economic, technological, social, or cultural), customization has either not
been successful or not been possible. There is a new interest in cultural connection to others and
building shared experiences and identities. Status as a member of a group is more important to
most consumers than status as an individual. These groups might be cultural, religious,
corporate, professional, local, regional, national, or ideological. What might help brands compete
in such a competitively reduced set of brands? How do people choose (or do they) which
groups/brands make the most sense? How does our construction of identity change or influence
the formation of these brands?

Economic Peril
The world economy suffers a tremendous collapse. Whether due to lack of resources (or
accessibility), too much demand, insecure speculation, or political conflict that destroys the
carefully balanced and orchestrated coordination of trade between countries, all monetary
systems are severely devalued and a majority of people have problems meeting subsistence
needs. Do people even worry about “brands” in this climate? Are they more concerned with
quality, substance, or “real” value as a result? Or, are they even more oriented to brands that help
them make quick judgments and decisions about their needs? Are they so busy with survival that
issues of style, fashion, and more ethereal concerns mostly go unaddressed?
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Economic Nirvana
In world economies, whether due to new priorities, technologies, understandings, or cooperation,
the vast majority of people are now able to meet all subsistence needs (shelter, food, healthcare,
work, education, etc.) and have, for the first time for many of them, something called leisure time
and new opportunity to pursue other interests. How does this effect the development of global
brands? Or, local ones? Do brands face more competition or less? Does everyone become more
or less brand-conscious? Does increased prosperity increase the quantity of brands? What about
the quality?

The Mavericks
Traditionally, only a small percentage of the population has broken-away from the “pack” and
pursued their own, ideally original identities. These people tend to be less brand-influenced and
more motivated to either eschewing brands or developing their own brands. Imagine what would
change if many more people became mavericks in their personal and professional lives. Could
the stable order of work and life be maintained without the automated responses by consumers
and expectations by companies around mass adoption of consumer brands? What happens
when everyone not only establish their own, personal brands, but also forges their own path?

Environmental Concern
Through a combination of events and communications, the greater world of consumers finally
gain a deep concern for the environment—what they might think of as nature. Not only are
environmentally-oriented brands becoming more popular, but also processes that are thought to
help the environment are adopted in full force (such as reuse, recycling, composting, reduction,
etc.). How do these new concerns change the adoption, perception, and creation of brands?
What do products and services that are seen to either have no clear relation to the environment
or are actually bad for the environment do to react to these market conditions? Do they
reposition? Change their products, services, or resources (if they can)? Do they hibernate?

Privacy is a Rarity
Due to an escalation of surveillance technologies, we are watched almost everywhere and at
every time—certainly in the public space. Only inside our homes (or in some cases, our rooms)
are we physically private and we are almost never private in a virtual space. Cameras watch our
driving (and GPS pointers and satellites monitor our speed and route), our working, and our
movement in restaurants, bars, casinos, shops, and plazas. Microphones listen into our
conversations with customers, colleagues, peers, and family members. Workers from nannies to
store clerks to managers—and even some executives are monitored via camera, phone, and
email. What effect does this have on the appearance and development of, identification with, and
visualization and presentation of brands? Are people less likely to adopt or display brands? Will
they tend to use brands as camouflage? Can brands somehow augment our sense of privacy?
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Scenarios Worksheet:

AIGA Brand Design Workshop
Scenario Worksheet

This worksheet is only meant as a guide to help you think about the scenarios and what their
possible implications might be. Feel free to ignore it if you have better questions or ideas.

Date:
Scenario Name:
Scenario Description:

Participants' names:

Briefly describe the phenomena that might have lead to such a scenario. What would have to
happen to make this scenario realistic? Consider economic, social, cultural, business, and
political forces.

What are some of the important consequences of this scenario in business, economic, political,
social, and personal terms?

What existing brands do you expect to be successes in a scenario like this?

What are the aspects of these brands that will make them successful?

What existing brands do you expect to be failures in a scenario like this?

What are the aspects of these brands that will make them fail?

What new brands, products, and/or services might arise in this scenario?

What strategies might compensate for conditions in this scenario?

How would you strategize the re/branding of a problem product or service in this scenario?

How would you brand a heinous product or service in this scenario?



Brand Futures: Possible Scenarios
AIGA Brand Design

Copyright 2002 AIGA 21

How would you create propaganda or exploit these scenario conditions to message more
successfully?
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Appendix C: Detailed notes from each scenario

Economic Peril Scenario

Social Environment:

Due to the economic environment, people will be in search of meaning and relevance in
their lives in simple but powerful ways. They will save money and seek special
experiences, on occasion, when they can afford to. This increased escapism is a way of
psychologically dealing with the lack of opportunity. Movies, books, and other forms of
fantasy or temporary escape will also become more important (Frugality vs.
Extravagance). In addition to searching for personal meaning, people will also search
more for personally revelant experiences and products.

More than anything else, everyone will reconsider their priorities, not just of economics,
but their social and personal goals as well.

People will eat-out less and, generally, consume fewer products, services, and materials.

People will either switch jobs more, hoping for better opportunities or stay put in stable
jobs they don’t like just to have a safe income. This helps define the risk-adverse from the
risk-takers.

People will be more thankful for less and feel more appreciative of what they have.
Desires will be less important than needs. There will also be a renewed nostalgia for past
good times.

Conspicuous shows of wealth will be more private. Publicly, conspicuous wealth will be a
faux-pas at best, a risk at worst as crimes like theft rise.

People will search more for comfort, safety, health, security, and capable leaders. Aside
from a return to essentials and basic needs, commonalities will guide product
development, eliminating much of the variety we are currently used to. People with
special needs (disabilities, tastes, etc.) will need to perform significant customization on
everything as their specially constructed products will no longer be affordable for either
customer or manufacturer. Quality will become a key feature.

People will make more conservative choices, but idealism will rise. They will have a low
tolerance for insincerity.

People will conserve living space, moving back home and moving into multiple-person
and multiple-family shared housing. There will be an increased need for affordable
housing.

People will travel less and travel more locally (to theme parks, national parks, theaters,
cinemas, etc.)
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Economic Environment:

The workplace will make more use of shared workstations and smaller spaces.

There will be a much wider gap between those who have enough food, shelter, medicine,
money, etc. and those who don’t. Issues of access, while still important, will get less
attention. The middle class will shrink.

Products which can serve several purposes (such as a chair and a ladder) may become
more successful.

Political Environment:

The government will play a larger role in business and social life. Economic socialism,
socialized healthcare, a reinvigorated education system, anti-immigrant policies and
resentments will all be government mandates. At low-end, jobs will be more scarce, but
at the high-end of professional services (law, medicine, technology, etc.) jobs will be
more stable. Management and middle-tier jobs will be even more scarce than low-end
ones.

Messages will be simple and popular answers will be simple ones (whether accurate or
not).

Questions:

Will communities become tighter?

Will people feel more connected or less connected to each other?

Will there be a renewed interest in craft and expertise?

Will teachers and mentors become more valued because they can share key knowledge?

Brand Environment

During crisis, brands become more relevant as a representation of quality and other
attributes. Brands need to be adaptable as conditions change.

Generic products will regain popularity.

Brands which are value-based (economically or emotionally) will thrive, whether new or
existing. This includes comfort brands. This will form one of two complementary trends.
The other is a rise in certain image-based brands that allow people to escape
temporarily. Brands in this second group will need to function in obvious, high-impact
ways but as inexpensively as possible. (Fun vs. Function)

Comfort brands are those that link to memories, personal meaning, and personal values
and are personally interpretable, emphasize experiences rather than artifacts, or relate to
personal security, protection, and health.

High-end or luxury brands will need to target specific niches.
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Big brands should do better than smaller ones where they correspond with value (such
as Walmart).

Word-of-mouth becomes even more powerful as a form of brand communication and
advertising.

New brands will be those with high needs (such as Cipro). They may only find success if
they related directly to a crisis or respond to critical needs.

Brands may need to appeal (and offer benefits) across a large range of price and quality.

Brands will return to raw materials and commodities and not just manufactured goods.

There is an opportunity for all brands to help connect people and build community if their
values are applicable and if they are big enough among the possible community
members.

Brands that are too overt or unfocused will have the most difficulty. Brands with complex
messages will also be more difficult to communicate.

Branding will emphasize sustainment rather than building.

There may be small, short-term brands that emerge that are clubby and exclusive and
represent tribal values.

Big brands will be most able to support research or product development. Power brands
that have presence, are soulful and have heritage, have resources, and create
expectations, will be more stable and in a position of brand stewardship.

Best brand strategies: innovation, stability, eliciting confidence, adaptability, flexibility,
offer choice (high end and low end), authenticity, multiple use, co-branding opportunities

Some country brands may fail as their infrastructures fail.

Questions:

Will local brands be more trusted than others?

Will be brands get even bigger?

Will brand extensions wither?

Will there be a rise in brand piracy and counterfeit brands?

Will brands become more cult-oriented?

Will temporary brands help create transitions between brands in these times?

Will frugality become trendy, like the “preppy” trend in the 1980s?

Will branding become an evolutionary “dead-end”?
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Will large corporations promise transportation, food, or shelter in return for brand loyalty
and no choice?

Economic Nirvana Scenario

Social Environment:

People have more time to follow their desires (art, design, craftsmanship, leisure,
hobbies, etc.). They place an emphasis on their spiritual life and improving themselves.
There is a renewed emphasis on art, fine design, engineering, sports, volunteerism, and
leisure.

People have less fear of others and there is an end of suffering. While not all disease and
illness are gone, most preventable ones are.

There is a near-100% literacy rate.

“Stuff” doesn’t create meaning any longer now that so many people have not only their
basic needs met but much of their desires as well.

As people are more personally fulfilled, they become less status-oriented and less
materialistic. The creation and pursuit of meaning becomes more important to people.
Experiences and memories become more important than artifacts and objects—unless
those objects serve to create or rekindle experiences and memories.

Economic Environment:

Innovation accelerates.

Cottage industries will reappear and flourish.

There is an increase in personalization and customized products and services.

Customer experiences are vastly improved and satisfying.

Political Environment:

Politicians, criminals, and unsavory characters are less able to succeed on the ignorance
of others.

Increased productivity and economic success allows new systems to be developed that
decrease bureaucracy and “red tape.”

Brand Environment:

Brands don’t go away, but they become more aspirational and personal. We still use
brands as a shorthand for attributes and identification.

There is plenty of room for big and small brands. There is less pressure to support one
brand or another and more acceptance and freedom to be or not be brand-focused.

Brands aren’t as tied to a financial model or economic success as in the past.



Brand Futures: Possible Scenarios
AIGA Brand Design

Copyright 2002 AIGA 26

Brands have a freedom to explore rich brand experiences and interactions across a
variety of media, products, and services. These brands partner extensively with other
brands.

Demassification Scenario

Social Environment:

People are very interested in not only creating or customizing their products and services
but are aware of the brand attributes of others’ customization. They are not just brand-
aware but function and style-aware on a new level.

Customization and personalization happens both in the creation of products, before they
are purchased, as well as in use after purchase. Some products are purposely
customized while others change automatically and adaptively to changes in their owners’
behavior and activities (continuous vs. one-time customization). This level of adaptivity
requires a new level of trust and intimacy and must be emotionally position.

While desired, customization takes time and energy and can burdensome for some.
These may adopt for “preset” customization in which little time is needed and the
customization isn’t truly personal but the appearance of personality and customization is
apparent.

Privacy and Trust are a requirement for customization and personalization.

Individuality is revered.

It is almost impossible for trends to go unnoticed and archetypes not to emerge

Celebrities may also become curators or designers of a variety of products. Both
designers and curators may become celebrities if their recommendations and designs are
popular. Maverick customizers may become new designers.

Demassification will inevitable lead to more remassification as mass customization isn’t
socially supportable.

Even if people do not take the opportunity to customize everything—or anything—they
will want the opportunity to be there if they change their minds.

Economic Environment:

Research and Development become critical to internal, technology brands as they are
forced to optimize performance and function.

Products improve in performance. Both products and services become better.

There are a few more layers of roles in the development and production of products and
services: Manufacturer, Designer, Curator, and Customer (Curator being a significantly
new role).

Hip vs. Trendy: Rugged individualism vs. Rugged groupism
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Curators identify and promote new trends and styles.

Coupling and integration of manufacturing, purchasing, marketing systems, etc. will be a
requirement for customization.

New branding opportunities will arise to brand the customization experience itself.

Companies and organizations who cooperate may be able to “brand” demand.

Questions:

Will people become more myopic (stuck in their own little custom world)?

Brand Environment:

External or consumer brands become style-driven and culture-driven while internal or
industrial brands become technologically-driven (and separated).

There will be more brand alliances and co-branding of products and services.

Brands will become more elastic. In fact, they will have to be more elastic in order to
survive the customization and personalization done to them.

People will develop deeper relationships with brands and deeper trust in the brands and
their producers.

Brand Questions:

How elastic can brands be after customization by purchaser?

What do people really want to customize?

How creeped-out or accepting will people be to realtime adaptivity—especially when it’s
on an intimate level?

What are the dynamics of the curator/designer ecosystem?

Remassifcation Scenario

Social Environment:

Underlying this movement of remassification is a desire for community and connection.
While trends are more uniform and choices are more clear, they are also simpler and
fewer. The majority of people find their identity in the collective community instead of in
their individuality. This unification, however, doesn’t mean a monolithic environment,
though it does probably mean fewer choices—just not one.

School uniforms become popular at school.

Trends create social uniforms and “styles” throughout all aspects of society: work, home,
public events, etc.
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More uniform messaging—and acceptance of messages—create a bigger opportunity for
propaganda, control, and censorship.

People are reassured in their connections to others, whether real or simply implied be
behavior, clothing, artifacts, or other signs.

Since people are less concerned with originality or “keeping-up” with quickly changing
trends, they are able to focus more on work or other endeavors.

There are galvanizing forces that move people toward shared or “mass” offerings. These
include:

• Social forces (the need to exist as a social creature, loyalty, building our identities
around others, the need to belong)

• Emotional forces (fear and mistrust, us vs. them)
• Economic forces (economies of scale)
• Time Limitations (not having enough time to customize)
• Cognitive Load (being too busy or having too many responsibilities to customize)
• Risk Adversity

We recognized that there were key distinctions in these forces that work on either an
emotional or an intellectual level.

Economic Environment:

Remassification creates efficiencies within companies and markets. Technologies and
processes become more standardized. This standardization makes it easier to innovate
and communicate.

Signage and other informational structures become more standardized throughout the
world.

Both mass product offerings and niche ones can be successful but the mass ones get
much more attention.

Political Environment:

There is an increase in power for groups who are able to capture or shape the attention
and beliefs of many people. Governments, religions, professional groups, and political
groups all rise in influence.

Countries become more stereotyped in their cultures, policies, and artifacts, making them
into more of a product and trend.

Questions:

Do people fight for individuality or look for something bigger than themselves?

Brand Environment:

There will be fewer brands and the ones who will survive are those that can either create
and manage the successful trends or develop huge followings of enthusiasts who support
them by buying their products or services.



Brand Futures: Possible Scenarios
AIGA Brand Design

Copyright 2002 AIGA 29

There is less room for many competing brands. While there are still several in most
categories (at least three), there are not many.

Belief in brand and authenticity grow among consumers.

Brands which align along these galvanizing forces can be successful, but the forces need
to correlate to sustainable values in order to last long-term. Branding along emotional
forces can be extremely powerful.

Mavericks Scenario:

Social Environment:

There are levels of maverick-ness and not everyone is inclined to forge their own path
through society and trends. Those who don’t, still follow maverick brands, however.
These brands exude attributes of originality and courage.

Economic Environment:

The market is more chaotic and less stable as people’s tastes change.

Political Environment:

Brand Environment:

There are many more successful brands as they all represent different desires and
original perspectives.

Many people’s maverick-ness is to not be branded in any way. Like the No-Logo
movement, products without outward signs of brands (logos, special colors, etc.) appeal
more to this market. There is a large market for unbranded fashion merchandise or, at
least, products where the brand is not externally apparent.

Questions:

Is this a sustainable situation?

Privacy is a Rarity Scenario:

Social Environment:

There are many levels and types of privacy. The main categories divide into “being
watched” privacy vs. data tracking privacy.

Privacy is routinely exchanged for celebrity. People allow themselves to be watched 24
hours a day in living environments in exchange for attention, money, and potential
celebrity already (such as the TV show Big Brother). In addition, others do similar things
on a smaller scale for advertisements, testimonials, and other promotions.

People only view a lack of privacy as negative when it is annoying or invasive (whether or
not it is obvious). We already routinely accept a loss of privacy, such as with CallerID.
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While many people have come to terms with their lack of privacy, many are still
dissatisfied, frustrated, and fearful of how their personal information might be used.

People are less trustful of companies (including brands) and each other. However, they
will be forced to trust big brands as only big brands will have the resources to coordinate
privacy technologies for their customers.

Crime becomes more clandestine as surveillance technologies become deeper and more
widespread. It certainly isn’t stopped.

People concerned about privacy resort to primitive or low-tech methods, such as
conversations in person or sign-language when not in the company of visual recording
devices.

There was confusion over the nature of privacy concerns and details—as well as
ramifications of privacy loss that many of us did not fully grasp.

To truly maintain privacy, people have to learn about how technologies and systems work
at a detailed level.

Economic Environment:

Businesses need to be careful what they do with their customers’ personal information.

Most people aren’t willing to pay a lot more for increased privacy and information
security, but most are willing to pay a little more.

Political Environment:

Governments spend a great deal of time and money trying to protect personal and
corporate rights—especially economically—and pass laws to further criminalize identity-
theft and privacy breaches, but to little result.

Questions:

How much of privacy is conditioned (vs. acceptable)?

Do people prefer “opt-in” or “opt-out” for which types of info?

At what point does privacy become an issue? When do people care?

Brand Environment:

Those brands who make an attempt to keep customer information private and secure
enjoy more success—at least for products and services that are more personal, intimate,
or sensitive.

Brands who succeed will be those who offer privacy-enhancing experiences (such as
cash, disposable cellular phones, and debit cards).
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Brands who compromise customer expectations of privacy (whether stated or assumed)
are penalized for their actions. However, this only applies to situations where the
products and services are sensitive and important or where there is choice in brands.

There is our location and demographic data
Continuum is: It doesn’t affect us  we care if it offends and affects us.
Benefits could be safety, better service, better choices, protection
Costs are feels wrong, violated, no private space, stealing of people’s time money and
privacy

Environmental Concern Scenario:

Social Environment:

Social environmentalism requires society become environmentally aware and active in
changing their behaviors. It also requires common, reliable, measurable indexes as an
identifier of environmental performance. These identifiers may result in logos or other
signifiers of various degrees of environmental performance.

Vanity becomes quantifiable.

Caring for the environment not only becomes “cool” but economically important and
realizable.

Recycling increases and becomes more sophisticated.

Economic Environment:

All products, services, and experiences need to be evaluated and ratable along
measures of environmental performance.

Tax adjustments might create incentives for products and services that perform better in
an environmental sense. A packaging tax, for example, might decrease unnecessary or
environmentally-insensitive packaging. In Germany, a trash tax has already started to
have a similar effect.

Products will become more upgradable (with new features, power, or capabilities).

Brand Environment:

These concerns create a change in status among products and services that perform well
for the environment.
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Palm, Inc.
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San Rafael, CA
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Blaine Carpenter
Microsoft .NET Enterprise Servers
Redmond, WA
blainec@microsoft.com

Laura Correa
Brand Group
Sao Paulo - SP, Brazil

lcorrea@brandgroup-idp.com

Stuart Cudlitz
New York City, NY
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LAGA
New York City, NY

Lili Cunningham
MTVi
New York City, NY

Brian Collins
Ogilvy & Mather
New York City, NY

Dorothy Deasy
Cheskin
Portland, OR
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Erica Frye
Godbe Communications
San Francisco, CA
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Palm Inc.
Santa Clara, CA
rich.gioscia@corp.palm.com
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Lisa Leckie
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Eddie Lee
Square Two Design
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Lens Ventures
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tara@lensventures.com
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