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PART ONE:

WHO ARE WE?



Largest tech platform focused exclusively on
young people + social change



5 MILLION MEMBERS



131 COUNTRIES



PART TWO:

WHO ARE YOUNG PEOPLE?
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juvenoia (Neologism) The fear or hostility 
directed by an older generation 
toward a younger one, or toward youth 
culture in general. 
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REJECT
LABELS

@DS_Strategic



@DS_Strategic

62%
of Gen Z do not feel that their 
pronoun matches how 
they identify

Nearly                  of Gen Z 
expect their gender identification 

to change throughout their life

¼ 

Source: Irregular Report on Fluidity, 2018.



GLOBAL
CITIZENS
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@DS_Strategic Source: Generation Z: Global Citizenship Survey 2017.

young people in are in favor of making it easier for 
migrants to legally live and work in their country. 

What factor would 
contribute most to uniting people?

“
”

14 / 20 countries 

of young people think their 
governments are doing too 
little to solve the global 
refugee crisis.

43% 

30% (the plurality)



SOCIALLY
AWARE
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@DS_Strategic
Source: Generation Z: Global Citizenship Survey 2017; 
Edelman Earned Brand study, 2018.

67%
of young people crave the 
opportunity to make a 
“wider contribution
to society” 69%

of 18-34 year-olds will buy or 
boycott a brand solely because of 

its position on a social or political issue 



54%
say it’s easier to get 

brands to take action 
on social change 
than government

Source: Edelman Earned Brand study, 2018. @DS_Strategic



PART THREE:

FUTURE-PROOFING YOUR BRAND
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What trends are we seeing on the horizon and 
what value are we providing in response?
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88%

@DS_StrategicSource: Futerra by OnePulse, November 2018

of consumers want brands to help 
them make a difference and 
change the world for the better.



Unilever’s purpose-led brands are
 

growing 69% faster 
than their other brands are. 

@DS_StrategicSource: Fortune, June 2019



Brands that consumers see as having a positive impact

grow at 2x 
the rate of other brands are. 

Source: Kantar Purpose 2020 study @DS_Strategic



TREND



PURPOSE 
IS POWERFUL.

[DONE WELL]

https://dosomethingstrategic.org/2019-report-landing-page
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29%
ENVIRONMENT
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43%
ENVIRONMENT



Source: Brand Love & Ad Nausea Report, 2017.  @DS_Strategic

58%
of young people believe 

a brand’s ads should include the 
company’s values & beliefs



Source: Cause is Working, Your Marketing Isn’t, 2019.  @DS_Strategic





49% say it’s important for a brand 
to have social change 
initiatives that 

Source: DoSomething.org. Gen Pop Survey 2018.
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84% 82% 81% 80% 79% 75%

ENVIRONMENT EDUCATION MENTAL HEALTH SEXUAL 
HARASSMENT

WOMEN’S 
RIGHTS
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Source: DoSomething.org. Member Survey 2019.  
“If you could make a difference–how likely are you to take 

action to have a positive impact on…?”  

WHAT YOUNG PEOPLE CARE ABOUT: EVERYTHING
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YOY sales spike of 38%
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Online sales jumped 31%
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“Harry’s was not trying to sell a 
product at all. 

The best way to get people 
engaged is to connect with them 
on an emotional level. 

We wanted to make something 
that makes you feel and makes 
you think.”

Brand just sold for $1.4B USD

@DS_Strategic





PART FOUR:

5 DOS & DON’TS
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       Do: Support Your External Marketing Campaign With Internal Policies1
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”AUTHENTICITY” = WALKING THE WALK



       Don’t: Avoid the Conversation Because You Have Blind Spots2
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       Do: Build a Community Around Your Cause Marketing3
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62%
Believe brands have the 

power to  create communities 
based on common interests 

and passions

Source: Spotify Survey 2019.@DS_Strategic



       Don’t: Try To Be Everything To Everyone4
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       Do: Be About More Than Just Selling Stuff5

“Systemic racism and criminal 
justice reform are big issues for a 
business to take on, but we’ve 
been advocates for social justice 
and equity throughout our 
40-year history. Our approach to 
creating social change is to raise 
up the work non-profits are 
doing on the ground.” 

—Co-Founder Ben Cohen
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World Leaders Receive Pens 
with Carbon Dioxide Ink By 
Finnish Newspaper 
Helsingin Sanomat as a     
Call to Climate Action
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" —
as fast as you’re going after your innovations, 

as fast as you’re going after your cool next campaign. 

Businesses that don’t 
do the thing that they set out to do and 

tackle a real social challenge may actually be dead, 
they just don’t know it yet. 

."

—CEO of Ben & Jerry’s Matt McCarthy



@DS_Strategic
@MeredithFerg

THANK YOU!


