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of your organization. It may change how 
the organization is structured, governed, 
and staffed. It may impact how consen-
sus is built, how meetings are managed, 
and how decisions are made. It may im-
pact how a product is reformulated or 
how a marketing campaign is planned 
and executed. When conducting multi-
cultural communication, answer the 
questions: “Are we prepared to succeed?” 
“Are we ready for change?”

Conclusion

Effective multicultural communi-

cation is a critical factor in engag-

ing and garnering support from the 

full spectrum of voters, donors, cus-

tomers, constituents, and stakehold-

ers that make up the American 

mosaic. By applying the eight prin-

ciples, your organization can better 

advance your goals and help cre-

ate a stronger and more equitable 

society. While there are many nu-

ances, approaches, and perspec-

tives to learn and apply, ultimately 

it all comes down to what we like 

to call the 3Rs: Relevance, Relation-

ships, and Results.  LJ 

Metropolitan Group is a full-service social 
change agency that crafts and integrates 
strategic communication, resource develop-
ment, and creative services that empower 
social-purpose organizations to build a just 
and sustainable world. More information 
is available at www.metgroup.com.   

because of the uncertainty of the market, 
companies should be more proactive. 
“Entrepreneurs should consider preemp-
tive term sheets instead of waiting for in-
vestors,” says Adam Borden, managing 
director of Bradmer Foods LLC, a special-
ty foods venture capital firm. 

Think Outside the Box 
Investors are seeing fewer exit oppor-

tunities for their portfolio companies, 
which makes early-stage investing even 
riskier. Borden says that “as a result, 
many angels have become reluctant to do 
straight equity investing. Some [inves-
tors] have become more interested in 
deals that would allow them to recoup 
part of their investment before an exit.” 
Therefore, entrepreneurs should think 
about alternative funding structures, such 
as convertible debt with a scheduled pre-
payment, to demonstrate that they under-
stand the challenges facing investors. 

Operate Smart 
If your company isn’t poised for fund-

raising success during the recession, sur-
vival should be your next goal for future 
success. According to Bonny Moellen-
brock, executive director of SJF Advisory 
Services, a nonprofit that provides sup-
port and access to capital to socially re-
sponsible businesses, “if funding is not 
certain in the near term, companies 
should try to operate lean, conserve cash, 
and just try to survive. If you weather 
this storm, by this time next year there 
will not be as much competition for 
funding.” 

While fund-raising in the current 
economy will undoubtedly be tricky, 
keeping these strategies in mind can help 
LOHAS companies succeed even in this 
difficult economic climate.   LJ 

Matt Lombardi is the director 
of operations for  Investor’s 
Circle, a nonprofit national 
network of angel investors, 

institutional investors, and foundation 
officers who seek to balance financial, 
social, and environmental returns.

There are some new frontiers that are 
ready for marketing to embrace.

(“The 100 Mile Diet” goes mainstream)

-
chased badges of community

products

guerilla, rather marketing that has a 
purpose beyond marketing)

Advertisements tend to signify cultural 
trends. They enforce classic structures of 
economy and politics.  But they can also 
subvert the same.  We are advocating for 
LOHAS marketers to push harder now 
more than ever to promote their goods 
and services through the principles and 
ideals of the LOHAS marketplace, not 
just the associated signs and signifiers. 
Move beyond language, go deeper into 
the trends, and create new levels of busi-
ness consumer dialogue and engage-
ment. 

In 1968, when Garrett Hardin wrote 
“The Tragedy of the Commons” he was 
describing a particular dilemma in which 
individuals acting independently in their 
own self-interest ultimately destroy a 
shared resource—even where it’s clear 
that it is not in anyone’s long-term inter-
est for this to happen. Today’s green ads 
may be serving the interest in meeting a 
company’s quarterly bottom line, but few 
are acting in the interest of communal 
sustainability.

Unfortunately, advertising shapes 
American culture; it shapes our image of 
ourselves. But it is through deconstruct-
ing the codes of advertising that we can 
begin to learn the limits of these codes. 
And, in turn, improve the odds of sus-
tainability, social equity, and enduring 
value.   LJ 

John Rooks is the founder of 
The SOAP Group (Sustain-
able Organization Advocacy 
Partners), an advocacy 

company developing brands and communi-
cation programs. More at www.thesoap-
group.com.


