
243

Index

A
Accountability: belief in community 

and, xxiv; demanding 
governmental, 21

ADT, 38
Advertising Age, 195
Affl uenza, xviii
Age. See Generational values
Aggregation, 193
Agility, 61
Alice.com, 190–193, 211
Amazon, 139
America Online, 35–36
American Ball Jar Corporation, 42
American City Farms, 19, 220, 223
American Institute of Architects, 

13–14
Anderson, John, 174, 175–176, 

177–178
Andrews, John, 213
Antiques Road Show, 119
Apple, 38, 178–179
Architecture, 113
Armin-Parcells, David, 26
Armor Guitars, 125–126
Arrogance, 157
Artists: expressing values on Etsy, 

123–126; relevance to community, 
120

Asia Dogs, 118
Atkin, Douglas, 82–84, 87
Atlantic Monthly, 175
Authenticity: architectural 

contributions to, 113–114; brands 
associated with, 126–127; 
endorsing, 20; valuing, 114; visiting 
Brooklyn Flea for, 116–117, 119

Automotive industry: building 
customer relationships, 157–159; 
Chrysler, 132, 159, 184; converting 
Ford’s critics, 170–171; Detroit’s 
decay in Great Recession, 1–3; 

developing social marketing for, 
167–172; environmental efforts by 
Ford, 162; focusing on customer’s 
needs, 159–160; GM, 132, 159, 
184; government aid for, 160, 184; 
increasing car size, xv. See also 
Ford Motor Company

Avsar, Vahap, 120–123

B
Backyard egg production, 39–42
Backyardchicken.com, 41
Badshah, Akhtar, 180–181
Bar codes, 189
Barnes and Noble, 49
Barnes, Greg, 142–143
Bear Stearns, 132
Bearing Point, 43
Beliefnet.com, 42
Berkshares, 69, 70, 71, 72–73
Betaworks, 152–154, 155, 217
Bing, David, 27
Blanchard, Heather, 199
Blanchard, Torya, 9–12, 211
Blogging, 99–100, 175–177
Blu Homes, 64–65, 66, 67
Bone, Krystle, 128–129, 135, 146, 

147, 211
Booz & Company, 62
Borders, 49
Borthwick, John, 152–153
Boston, Massachusetts: Berkshares 

experiment, 69–71, 72–73; city 
government in, 54; developing 
effi cient, green housing, 64–66; 
fostering local business, 70–72; 
incentives for household recycling, 
55–56; networked car rentals, 
75–77; recycling in, 53–55; savings 
with RecycleBank program, 56–57

Bowling Alone (Putnam), 87
BrandAsset Consulting, xvii

CO
PYRIG

HTED
 M

ATERIA
L



Index244

BrandAsset Valuator: about, x–xi; 
brands associated with clarity and 
sincerity, 126; charting consumer 
behavior trends, 114–116; 
companies rated socially 
responsible, 84; companies 
recognized for values most 
appreciated, 167; economic data 
from, xix–xxix; effect of bailout 
money on brands, 132, 160; 
evaluating product’s goodness, 187–
188; infl uence marketplace 
decisions via Internet, 84; 
international trends in spend 
shifters, xxii–xxiii; Microsoft’s 
scores in, 179; optimism for 
entrepreneurship, 12; performance 
of indestructible spirit fi rms, 25–26; 
positive values charted by, xviii; 
refl ecting values revolution, xvii; 
surveying changing levels of trust, 
131, 133; trends in liquid living, 
59–61, 209; Walmart’s ratings for 
kindness, 178; watching self-
reliance trends, 37–39

Brands: abandoning logos, 186–187; 
Apple vs. Microsoft, 179; 
associating with authenticity, 126–
127; developing devotion to, 
83–84; effect of government bailout 
money on, 132, 160; enhancing 
social standing with, 115, 116; 
evaluating eco-friendliness of, 187–
188; focusing on customer’s needs, 
159–160; future changes for, 211–
212; preferences for simpler, 59; 
trends in agility and simplicity for, 
61; trust and building of, 151–152; 
valuing authenticity over, 114

Brixton Pound, 73
Bronfman, Edgar, ix
Brooklyn Brine, 103–105
Brooklyn Flea, 116–117, 118–119
Brooklyn Industries, 119–123, 214
Brooklyn, New York: building 

community spirit with Brooklyn 
Flea, 116–119; developing business 

to speak directly to customers, 
121–123; expressing values on Etsy, 
123–126; maintaining feeling of, 
112–116, 122–123; pickle 
production in, 103–107; restaurants 
creating renaissance in, 107–112; 
revealing foundation truths in, 116

Brownstoner, 117–118
Burt’s Bees, 126
Business: adopting indestructible 

spirit, 25–26; affecting with 
conscious consuming, xxvi; 
avoiding corporate greenwashing, 
150; basing on sustainability, 104–
105; ceding control of social 
messages, 165–167; championing 
local, 49–52; changes based on 
human values, 216–218; 
community support for start-up, 
15–16; competing with well-
funded, 186; connected strongly 
with values, 167; creating in Great 
Recession, 10–11; customer 
forgotten in diversifi cation, 
158–159; dealing with public 
criticism, 178–181; demands for 
value from, xxx–xxxi; Detroit’s 
entrepreneurial spirit in, 9–13; 
developing culture within, 
136–137; encouraging customer 
feedback process, 170–173; feeling 
impact of green shoppers, 188; 
fi nding start-up, 5; fostering local, 
70–72; full product disclosures by, 
149–151; generosity as part of, 
218–220; giving to employees to 
run, 91–92; importance of 
corporate culture, 168–169; 
innovating ethics and values of, 5, 
8; learning to listen to customer, 
161; lending funds based on values, 
74; local shops supported by Dallas 
community, 50–52; losing 
customer’s trust, 131–132, 134; 
marketing goods with storytelling, 
124–125; new ethos for CEOs, 
135–136, 138; offering discounted 



245Index

services to groups, 93–95; optimism 
about starting, 12–13; partnering 
with local government, 58; 
personal connections within, 75; 
protecting local values with, 110–
112; publicizing social responsibility 
of, 151; rebuilding trust from the 
inside, 154; recognizing industries 
as individuals, 170–171, 212–214; 
setting priorities for, 135, 137–139; 
speaking directly to customers, 
121–123; suggested reading on, 
228; targeting Millenials with 
promotions, 163–167, 169; 
teaching Zen capitalism to, 140; 
transparency required by, 100, 150

Business image: Ford’s social 
marketing model to infl uence, 167–
172; NFCU’s Facebook image, 143; 
Walmart’s changing, 174–175

Business Leader of Michigan, 20
Butler, Jonathan, 118
Butler, Stefania Pomponi, 170–171, 

172

C
Capuchin monks, 18
Carrotmobbing, 88–92, 211
Cars: declining interest in new or 

expensive, 61–62, 63; median age 
of, 35–36; networked rentals of, 
75–77

Carter, Jimmy, 63
Carter, Majora, 19
Catholic Charities, 79
ChallengePost, 153
Change: belief in community’s power 

to, xxiv; in consumption patterns, 
xxiv, 183–184; cycles in adopting, 
76; in future for brands, 211–212; 
levels of trust, 131, 133; providing 
incentives for, 55–56; redesigning 
companies on human values, 216–
218; setting as corporate value, 
137–138; small groups and 
possibility of, 221–222; values-based 
spending for, xvii, xxv–xxvi

Chanterelles, 104
Charities: food kitchens run by, 18, 

32; Microsoft’s philanthropic 
involvement, 179–180; tithing to, 
47

Chartbeat, 153
Chase, Robin, 75–77, 211
Chen, Perry, 198–199
Choi, Roy, 207
Chouinard, Yvon, 150
Christian Science Monitor, 144
Chrysler, 132, 159, 184
Citizen engineers, 36
City Bird, 16–17
Clorox, 188
Coca-Cola, 55, 58
Cohen, Sam, xiii
Colgate, 126
Columbia University, 55
Comcast, 174
Community: accountability and, 

xxiv; artist’s relevance to, 120; 
belief in, xxiv; Berkshares as 
covenant for, 73; Boston’s city 
government, 54; building spirit of, 
116–119; business support in 
Dallas, 50–52; car companies’ 
duty to, 159–160; collaborating 
with local business, 15; 
contributing to successful 
businesses, 5; developing online, 
175–176; entrepreneur’s interest in, 
110–111; evaluating group’s 
potential as, 85–86; expressing 
artistic values on Etsy, 123–126; 
fostering in business environment, 
90–91; increasing cooperation in, 
xxxi; linking on- and offl ine 
Brooklyn, 118; Microsoft’s 
contributions to IT training, 179–
181; personal investments in, 
19–20; restaurants creating 
resurgence in, 107–112; urban 
farms for, 17–20, 39–42

Community Technology Center, 
179–180

Companies. See Business



Index246

Competitors: competing with well-
funded, 186; helping your, 9

Confl ict resolution, 39
Consumerism: charting behavior 

trends in, 114–116; conspicuous 
consumption shifting among, 115–
116; death of, xi; household debt 
and, xvi; organizing purchases for 
causes, 88–89; participating in, xv; 
values-based spending and, xvii

Consumers. See Customers
Consumption: shifting to production 

from, 220–221; shifts in 
conspicuous, 115–116; values 
colliding with, 225. See also Spend 
shift

Continuing education, 215–216
Control in social media, 101
Cooperation: rise in community, 

xxxi; since Great Recession, 
34–35

Corporate social responsibility. See 
Social responsibility

Corporations. See Business
Costco, 188
Courtney, Mike, 43–48
Craftsman, 38
Creativity: endorsing, 20–21
CrisisCommons.org, 198, 199, 200
Crouch, Patrick, 18–19
Culting of Brands, The (Atkin), 83
Culture: developing within business, 

136–137; fi nding dedicated 
corporate, 168–169; history of 
consumer, 173

Curves, 38
Customers: abandoning brands when 

trust breached, 152; aligning values 
with spending, xxvi–xxix; building 
relationships with Ford, 157–159; 
charting behavior trends for, 114–
116; commitment to serving, 136, 
137–138, 139; consumers becoming, 
xi–xiii, 210–212; converting critics 
at Ford, 170–171; demanding value 
from corporations, xxx–xxxi; 

driving change, 221–222; forgotten 
in corporate diversifi cation, 158–
159; fostering optimism for, 110–
111; GoodGuide’s consumer tips, 
187–190; history of modern 
consumer culture, 173; looking at 
corporate social responsibility, 84, 
181; making friends with customers, 
90, 91; marketing Walmart via 
Elevenmoms, 175–178, 213; 
matching business values to 
potential, 108; measuring feelings 
of, 63–64; organizing purchases for 
causes, 88–89; responsiveness by 
Walmart to, 174–175; shifts in 
values of, ix, xvi–xvii; speaking 
directly to, 121–123; websites 
mobilizing, 92–95

D
Daily Beast, The, 193
Dallas Central Library, 28–31, 33, 213
Dallas Morning News, 40–41
Dallas, Texas: awakening in values, 

47–49; championing local 
businesses, 49–52; community 
support in, 50–52; job resources at 
Dallas Central Library, 28–31; 
retooling in, 39–43; taking local 
vacations in, 32; urban chicken 
coops in, 37–42; volunteers helping 
others fi nd employment, 31–32

D’Antonio, Michael, xi
Davos, Switzerland conference, 

155–156
Day, Rainy, 64–66, 67–68, 73, 213
Daytum, 197–198, 222
De Graaf, John, xviii
de Waal, Frans, 130
De West, Kiersten, 178
Dearborn, Michigan: developing 

social marketing model within 
Ford, 167–172; focusing on 
customer needs, 158–159, 161–162; 
Ford’s responsiveness to input in, 
38, 157–166



247Index

Debit-based society, 60, 208–210
Deglobalization trends, 7
Deloitte, 58
Deluxe (Thomas), xv
Demby, Eric, 117–119
Demographics of spend shifters, 

xix–xxvi
DEMOS, 107
Designathon, 80–82
“Detroit Declaration, The”, 

20–22
Detroit, Michigan: AIA concept for, 

13–14; business support by UCCA, 
14–15; decisions to homestead in, 
4–5, 6; deglobalization’s effects in, 
7; “Detroit Declaration, The”, 
20–22; entrepreneurial spirit in, 
9–13; failure of big systems in, 24; 
Great Recession in, 1–3, 13; 
growth within, 14; mayor requests 
shifts in values, 27; optimistic 
vision of, 24–25; pursuing values 
in, 6–7; urban farming in, 
17–20

Devry, 38
DeWalt, 39
DieHard, 38
Diner, 108–109, 112
Disc Graphics, Inc., 75
Do-it-yourself skills, 35–38
Dollar General, 62
Dollar Tree, 62
Dove, 126, 167
D.R. Horton, 141–142
Dreher, Rod, 42
Du Bois, W.E.B., 70

E
Earthworks, 18, 220
Economy: Berkshire currency, 69; 

cutbacks simplifying life, 44–45; 
death of consumerism, xi–xiii; 
declining trust in fi nancial 
institutions, 132; displaying 
project proposals on Kickstarter, 
198–199, 222–223; 

diversifying, 21; dominance of 
consumer spending in, xii–xiii; 
fueling online product comparisons, 
191–193; Nevada’s housing 
industry, 141–146; out of balance 
during Great Recession, 78–79; 
return on Etsy postings, 123–124; 
savings with RecycleBank program, 
56–57; spoofi ng offi cial accounts of, 
96–99; trust erosion in meltdown 
of, 130–131. See also Great 
Recession; Money

Edelman, Richard W., 155
Edison, Thomas, 22
Education: continuing growth in, 38, 

215–216; prioritizing, 21; spreading 
via libraries, 28–33; teaching hen 
keeping classes, 41

E.F. Schumacher Society, 69, 70
83DegreesTampaBayMagazine.com, 

96–97
Electricity: providing solar-powered, 

200–204; redesigning delivery 
of, 22–24. See also Energy 
effi ciency

Elevate America, 180, 219
Elevenmoms, 175–178, 213
Employees: city living requirements 

for, 8; emphasizing rights and 
safety of, 121–123; fostering 
optimism with customers, 
110–111; giving business to, 
91–92; job loss and unemployment 
rates, xii; reassuring future for, 
139–140; sensitivity to customer 
relations, 109; using social media, 
171–172; Zappos’ recruitment of, 
136–137

Employment: countering trends with 
innovation, 106; Dallas Job 
Resource Center, 28–29; education 
as key to, 30–31; encouraging with 
small businesses, 5, 11; second 
careers seeded by Great Recession, 
54–55, 58–59; volunteers helping 
others fi nd, 31–32



Index248

Energy effi ciency: developing housing 
for, 64–66; organizing group 
shoppers to support, 88; powering 
stores with wind turbines, 122; 
purchasing energy-effi cient 
appliances, 58

Entrepreneurs: developing local 
business to protect values, 110–112; 
displaying project proposals on 
Kickstarter, 198–199, 222–223; 
found in Detroit, 9–13; optimism 
about starting own business, 12–13; 
responding to layoffs as, 34; starting 
home-based business, 120; values 
initiating new business, 103–107

Environment: avoiding corporate 
greenwashing, 150; corporate 
disclosure for products, 149–151; 
creating sustainable businesses, 
104–105; developing effi cient 
housing, 64–66; evaluating 
product’s eco-friendliness, 187–188; 
Ford’s commitment to, 162; locally 
grown foods protecting, 108–109; 
providing solar-powered electricity, 
200–204; purchasing energy-
effi cient appliances, 58; recycling 
in Boston, 53–55; saving money 
and, 203–204; stewardship of, 68; 
using profi t to benefi t energy 
effi ciency, 89–92; Walmart’s more 
eco-friendly stance, 172–173

Environmental Defense Fund, 173, 
175

Etsy, 123–126
Every Child Ready to Read, 32–33
“Everything Will Be All Right”, 26, 

208, 225–226
Extreme Makeover, 38

F
Facebook. See Social media
Falcon, Lori, 176–177
Farmers, 25, 39–43
Fast Followers, xx–xxi
Felton, Nicolas, 197–198

Feng, Eric, 193–194, 195–196
Fenster, Ed, 200–201
Fiesta promotions, 163–165, 169–170
Fifty/twenty paradox, xv–xvi
Financial Peace (Ramsey), xviii
Firth, Mark, 107–110
Fisher Price, 167
Footprint Chronicles, 149–150, 151
Ford, Bill, 160, 161
Ford, Henry, 94
Ford Motor Company: brand image 

of, 38; converting critics at, 170–
171; developing social marketing 
within, 167–172; Fiesta promotions, 
163–165, 169–170; focusing on 
customer needs, 158–159, 161–162; 
listening to customers, 157–166; 
realigning to avoid bankruptcy, 
160; refuses government aid, 160; 
thriving in changing economy, 223

Frabbielle, Brian, 142
Francis, Alyssa, 177
Freshjive, 185–186
Fried, Jason, 153
Fried, Limor, 36–37
Frugality: Elevenmom’s tips for, 175–

178, 213; impact on spending, 
208–209; liquid living and, 62, 209; 
promoted by Walmart, 174–175

Fun as corporate value, 137–138
Funk, Lexy, 120–123

G
Garcia, Melissa, 176, 177
Gartner consulting group, 134
Gates, Bill, 94, 179–180
General Electric, 25
General Motors, 132, 159, 161, 184
Generational values: disappearing 

divides in, 214–216; goals of 
Millenials, xxv; spend shifter 
demographics and, xix–xxvi; 
targeting Millenials with 
promotions, 163–167, 169; value 
shifts by age, xx. See also 
Millenials



249Index

Generosity, 218–220
Gerson, Michael, xxx
Gerstner, Jr., Lou, 161
Gerzema, John, x
GetSatisfaction.com, 153, 217
Gladwell, Malcolm, 92
Glee, 195
Globalization: acting individually 

with, 77; declining trust worldwide, 
133–134, 155; Microsoft’s training 
and activism, 180–181; trend 
toward deglobalization, 7

GoLoco, 76
Gonen, Ron, 55–56, 57–58, 73, 215
Good Girls Go to Paris, 9–11, 211
GoodGuide, 187–190, 217
Google, 25
Great Recession: betrayals of trust in, 

130–131; building community spirit 
with Brooklyn Flea, 116–119; 
charitable food kitchens in, 18, 32; 
consumer behavior before and 
after, 114–116; cooperation since, 
34–35; Detroit’s decay in, 1–3; 
effects of, xiii–xiv; fi nding business 
opportunities in, 10–11; hidden 
virtues of, xxx; joblessness in 
Dallas, 28; lending standards’ effect 
on, 144; mortgage “walk aways” 
during, 144–146; re-evaluation 
forced by, 88; second careers seeded 
by, 54–55, 58–59; in Tampa, 
96–97; volunteerism during, 31

Greenberg, Eric, 106
Greenwashing, 150
Grocery Manufacturers Association, 

188
Gross, Bill, xiv
Groupon.com, 92–95, 211
Groups: developing community or 

business, 82–86, 218; evaluating 
potential of, 85–86; mobilizing for 
bargains and profi t, 92–95; 
purchasing for causes, 88–89; 
sharing stories on building and 
sustaining, 86

H
Habitat for Humanity, 25
Haemisegger, David J., 33
Haile, Tony, 153–154, 218
Halleck, Leslie, 39–42
Haney, Bill, 66
Hantz Farms, 19, 20
Hantz, John, 19
Happiness: designing lifestyle for, 135; 

fi nding in simplicity, 48–49, 59; 
recession and individual, xiv; 
reducing goods and services needed 
for, 62

Harkai, Rachel, 4, 6–7
Harte, Beth, 172–174, 182–183
Health care, 32–33
Hermes, 182–183
Hertz, 159, 160
Hidden information, 101–102
Hobbies, 60–61
Home canning, 42
Home Depot, 38, 55
Honesty, 100
Housing: building green, 64–66; 

household debt and consumerism, 
xviii; Nevada’s revival in, 141–146; 
restoring historic community, 19; 
Tampa’s losses in recession, 78–79. 
See also Mortgages

Hovey, Hollister, 112, 116
Hovey, Porter, 112, 114, 116
Howe, Neil, 106
Hsieh, Tony, 134–135, 137–141, 

219
Huffi ngton, Arianna, 99–100
Huffi ngton Post, 99–100, 193, 

223
Hughes, Chris, 87
Hulu, 193–197

I
IBM, 25, 43, 101, 161, 172, 213
IKEA, 114
Income: basing on mortgage equity 

withdrawals, xvi; redirecting uses 
of, xvi–xvii



Index250

Individuals: happiness and recession, 
xxiv; recognizing industries as, 
170–171, 212–214; setting 
innovative trends, 212–213

Industry of individuals, 170–171, 
212–214

Inn on Ferry Street, 3, 16
Internet. See Social media; Websites
Investors: backing RecycleBank 

program, 58; coaching companies 
invested in, 74–75; contributing to 
urban farming, 19; seeking 
independent bookstore, 50

It’s Always Sunny in Philadelphia, 195

J
Jacobs, Jane, 70
Jaguar, 159, 160
John Deer, 38
Johnson & Johnson, 126, 167
Jones, Shamus, 103–106
Jumo, 86–87
Jurich, Lynn, 200–203
JWS Art Supplies, 71, 72

K
K&D Market, 88
Kaleisia Tea Lounge, 89–91, 217
Kalin, Rob, 123–125
Kansas City, Missouri: BrandAsset 

Valuator fi ndings offered in, x–
xxxi; foreclosure rate in, xi–xii

Kaplan, 38
KB Homes, 141
Keller, Kevin, xvii
KGO Radio, 149
Kickstarter, 198–199, 222–223
Kindness, xxix, 31–32
Klein, Naomi, 187
Klotz, Rick, 185–187
Kogi trucks, 205–207
Kogut, Bruce, 154
Korean tacos, 205–207
Kotkin, Joel, 146
Kotler, Philip, xvii
Krugman, Paul, 77

L
Land Rover, 159, 160
Las Vegas, Nevada: building trust at 

Nevada Federal Credit Union, 
142–144, 217–218; business- and 
customer-friendly attitudes in, 136; 
citizens refocused on fi nancial 
obligations, 146–147; downtown 
revival ideas for, 140–141; local 
housing industry in, 141–146; trust 
building at Zappos, 134–141

Le Petit Zinc, 3–9, 213
LeapFrog, 38
Lebar, Ed, xvii
Legacy Books, 49–50, 223
Lehman Brothers, 132
Lending: contributing to Great 

Recession, 144; for eco-friendly 
SunRun, 201–202, 224; evolving 
new standards for, 217; funds based 
on values, 74; moving toward 
debit-based society, 60, 208–210; 
weak credit standards for, xiii, 131–
132. See also Mortgages

Levin, Tom, 71–73
Levinson, Daniel, 74–75
Levi’s, 25
Libraries: business support for, 33; 

championing job resources, 28–29; 
rising interest in, xxx; services 
provided by, 33–34

Liesen, Kathy, 17
Lighthouse effect, 214
Linn, Andrew, 16
Linn, Emily, 16–17
Liquid living: declining interest in 

expensive cars, 61–62, 63; effect on 
selling, 209; frugality and, 62; 
spend shifters and, xxiv; strategies 
for, 59–63

Listening: companies committed to, 
161; Ford’s commitment to, 157–
166; getting help from GoodGuide, 
189–190; importance of, 101–102; 
recruiting customers to do, 
177–178



251Index

Local neighborhoods: community 
collaboration with local business, 
15; developing business to protect 
values of, 110–112; enhancing 
quality of, 21; fostering business in, 
50–52, 70–72; high mortgages 
refocusing citizens on, 146–147; 
homesteading in, 4–5, 6; requiring 
workers to live in, 8; taxes from 
local businesses for, 50–51; urban 
farming, 17–20, 39–42, 108–109; 
vacations taken locally, 32. See also 
Community; Urban village

Longman, Wendy, 93–95
Lot on Cochrane Street, The, 17

M
Maddow, Rachel, 77
Make, 36
MakerBot, 36
Mancini, Dave, 9
Maoz, Michael, 134
Marchese, Joe, 151
Marlow and Daughters, 107, 109, 

211
Marlow and Sons, 109, 110, 112
Mason, Andrew, 93
Massachusetts Municipal Association 

(MMA), 55, 56
McCarthy, Maura, 66–67
McGuire, Mark, 191–192
Mead, Margaret, 221
Meaning: desire for, 167; effect on 

purchasing power, 209–210. See 
also Values

Meetup.com, 80–82, 85–86, 87, 218, 
223

Melvile, Herman, 70
Microsoft: Elevate America program, 

180, 219; philanthropic 
involvement globally, 179–181; 
scores in BrandAsset Valuator, 179; 
Sync system for Ford, 162; thriving 
in changing economy, 223

Milk Truck, 118
Milken Institute, 51

Millenials: characteristics of, 106–
107; corporations reaching out to, 
167–172; developing business for, 
121–123; goals of, xxv; protecting 
values with local business, 110–112

Millenials Rising (Howe and Straus), 
106, 167

Miller, Lonnie, 35–36
Mizik, Natalie, xvii
Money: building trust at Nevada 

Federal Credit Union, 142–144; 
business values vs. making, 109–
110, 135; effect of recession on use 
of, 60; harmonizing values with 
making, 45–46; household debt and 
consumerism, xvi; mobilizing web 
consumers for bargains, 92–95; 
reducing debt, 60; saving on solar 
power, 202–203; shifting toward 
debit society, 60, 208–210; spend 
shifters’ views on, xxiv; teaching 
Zen capitalism, 140. See also 
Lending; Mortgages; Savings

Monty, Scott, 165–169, 172–173, 
213, 219

Morgan Stanley, 74
Morrone, Francis, 113
Mortgages: basing income on equity 

withdrawals from, xvi; citizens 
upholding, 146–147; rate of 
foreclosures on, xi–xii; “walk 
aways” during Great Recession, 
144–146

Mosey, Sue, 14–16, 223
Motor City Wines, 26
Mulally, Alan, 157, 159, 166, 

219–220
MyBarackObama.com, 87

N
Nasher, Nancy, 33
National Association of Home 

Builders, 61
National Geographic, 126
National Wind Power, 122
NBC Universal, 193



Index252

Neighborhood. See Local 
neighborhoods

Nestlé, 188
Nevada Federal Credit Union, 142–

144, 217–218
New localism. See Local 

neighborhoods
New York Times, xxx, 118–119, 155
New Yorker, 109
Newman’s Own, 167
Newscorp, 193
Newsweek, xv, 146
Nextek Power Systems, 22–24, 224
No Logos (Klein), 187
Nonprofi t organizations, 87, 90
North Haven Gardens, 41
North Park Mall, 33
Northam, Steve, 203–204
Northcott, Geoffrey, 165
Norton, Jon, 53–55, 56–57, 58–59, 

73, 215

O
Oakland Athletics, 148
Obama, Barack, 219
Oprah, 38, 167
Optimism: economic performance of 

fi rms with, 25–26; emerging from 
Great Recession, xvii; for 
entrepreneurship, 12–13; recruiting 
employees to foster, 110–111; 
shifting to, 225–226; spreading in 
business, 5, 8; teaching positive 
thinking, 29

Orbitz, 192
Ores, Pauline, 101–102, 172, 213
O’Rourke, Dara, 187–190
Outsourcing production, 122

P
Patagonia, 149–151, 218
Pearson, 38
Peters, James, 126
Pets.com, 185
Pew Research Center, xxviii, 62
Pham, Kim, 89–92, 217
PIMCO Investments, xiv

Pinellas Hope, 79
Pltacek, Jesse, 43
Politics: developing MyBarackObama.

com, 87; organizing online 
campaigns for, 98–99

Popular Science, 36
Probst, Daniel, 41
Products: advertising via social 

media, 182–183; durability of 
future, 221; exchanging private 
information for free, 190–193; 
full corporate disclosure for, 
149–151; independent ratings for, 
187–190

Propagandist, 185
Putnam, Robert, 87

Q
Quality: enhancing local 

neighborhood, 21; of goods, 37; of 
life, 49; trusting customers to 
support, 185–187

Quelch, John, 62–63, 207

R
Ramsey, Dave, xviii
Reagan, Ronald, 219
Recycling: Boston’s, 53–55; 

developing hip product line using, 
121–123; incentives for household, 
55–56; RecycleBank, 55, 56–58, 
215, 224

Red Hook Vendors, 118
Regional thinking, 21–22
Relationships: building with San 

Francisco Giants fans, 147–149, 
211; converting brands into, 
172–173; developing trust in 
customer, 134–137; strengthening 
with customers, 90–91, 152–154, 
157–159; Walmart’s steps to 
improve, 176–178

Relay Rides, 76
Religion: church-based aid for 

unemployed, 46–49; tithing, 47
Repairing goods, 38
Reselling baseball tickets, 148



253Index

R.L. Polk & Co, 35–36
Rockwell, Norman, 70
Rodriguez, Miriam, 29–31, 32, 34–35, 

213
Roman’s, 109
Rothwell, Doug, 20

S
Safeway, 188
Sahenk, Ferit, 156
San Francisco, California: Alice.com, 

190–193, 211; eco-friendly 
SunRun, 200–204, 224; 
GoodGuide’s consumer tips, 
187–190; new media markets with 
Hulu, 193–197; trusting customers 
to support quality, 185–187

San Francisco Giants, 147–149, 211
Savage, Fay, 24
Savage, Paul, 23–24
Savings: declining rates of, xv–xvi; 

increases in, xxvii; RecycleBank 
program’s, 56–57; solar power 
creating, 202–203

Schulkin, Brent, 88–89
Score, Michael, 19
Sears/Craftsman, 25
Self-reliance: Berkshares experiment, 

69–71, 72–73; emerging, xxiv; 
surveying trends in, 37–39

Sharing in social media, 101
Shay’s Rebellion, 69
Shift Report, 178
Shin, Alice, 206
Shopping trends, x–xi
Simplicity: brands adopting, 61; 

cutbacks leading to, 44–45; fi nding 
happiness in, 48–49, 59

Simplifying lifestyle, 44
Slalom Consulting, 43
Slow’s, 9
Small Is Beautiful (Schumacher), 69
Social media: advertising products 

via, 182–183; advertising special 
offers via, 94–95; attracting local 
groups with, 86–87; Betaworks 
contributions to, 153–154; building 

trust for companies on, 152–154; 
converting brands into 
relationships, 172–173; developing 
marketing model for, 167–172; 
elements of social networking, 102; 
making living and creating impact 
with, 95–99; Meetup.com, 80–82, 
85–86, 87, 218, 223; NFCU’s 
image on Facebook, 143; 
publicizing good deeds on, 151; 
refl ecting declining public trust, 
134; sharing and control in, 101; 
social activism on Jumo, 86–87; 
targeting Millenials on, 163–167, 
169; tracking Kogi trucks via, 
205–207; Walmart’s Elevenmoms, 
175–178, 213

Social responsibility: publicizing 
events for, 151; social 
consciousness of corporations, 167; 
Walmart’s shift to, 178

SocialVibe, 151
Sorel, Charles, 3–5, 7–9, 213
Sorel, Karima, 4
Spend shift: allowing optimistic point 

of view, 225–226; consumer 
behavior before and after recession, 
114–116; disappearing generation 
gaps, 214–216; dominance of 
consumer spending in economy, 
xii–xiii; effects of Great Recession 
on spending, xiii–xiv; fi fty/twenty 
paradox leading to, xv–xvi; 
frugality’s impact on spending, 
208–209; generosity as business 
model, 218–220; industry seen as 
individuals, 170–171, 208, 
212–214; knowing everything will 
be all right, 26, 208, 225–226; 
moving from consumption to 
production, 220–221; openness to 
values-led innovation, 184–185, 
224–225; regulating marketplace 
humanly, 216–218; shifting toward 
debit society, 60, 208–210; 
summary of, 208; thinking small, 
221–224



Index254

Spend shifters: changes in 
consumption for, xxiv, 183–184; 
contributing to society, 166–167; 
demographics of, xix–xxvi; 
international trends in, xxii–xxiii; 
suggested reading on values of, 
227–228; tracking Kogi trucks via 
social media, 205–207

Spending. See Values-based spending; 
Spend shifts

Stamitiou, Paul, 169–170
Stanley, Russ, 147–148
Stanley, Vincent, 150–151
Starbucks, 55, 196
Stewardship of environment, 68, 150
Storytelling, 124–125
Straus, Williams, 106
Sturm, Eric, 95–99, 217
Suburban living, 61
Suggested reading, 227–228
SunRun, 200–204, 224
Supercollider blog, 165
Supino Pizza., 9
Sustainability: building businesses 

encouraging, 220–221; as 
community value, 21; developing 
business based on, 104–105; energy 
self-suffi ciency and, 203–204; 
evaluating product’s goodness and, 
187–188

Swann, Robert, 69
Swezey, Brianne, 79–82, 218

T
Talents: developing multiple, 221
Tampa, Florida: creating living and 

impact with social media, 95–99; 
developing community or business 
groups, 82–86; effects of Great 
Recession in, 96–97; Great 
Recession in, 78–79; Groupon.com 
efforts in, 93–95; organizing profi ts 
for energy effi ciency, 89–92; 
spoofi ng offi cial economic outlook, 
96–99; Tampa Graphic Design 
Meetup, 80–82, 85–86, 218, 223

Tarlow, Andrew, 107–112, 211
Technology: converting do-it-yourself 

skills into living, 35–36; 
redesigning electrical delivery, 
22–24

Telephones, 60
Television: Comcast, 174; Hulu, 

193–197
Tesla, Nikola, 22
Thepoint.com, 92–93
Thibodeau, Robert, 157–161
Thomas, Dana, xvii
Thomas, Julie, 31
Thrift: frugal lifestyles and, 62; trends 

toward agility and, 61; websites 
selling, 61. See also Frugality

Timberland, 25
Time: effect of recession on use of, 60
Tipping Point (Gladwell), 92–93
Tithing, 47
Tom’s of Maine, 167
Tom’s Toys, 71–72
Torrone, Phil, 36–37
Trader Joe’s, 188
Transparency: discipline required for, 

150; Footprint Chronicles example 
of, 149–150, 151; generating trust 
with, 154; required by corporations, 
100; sharing information as, 102

Transportation alternatives, 21
Trebay, Guy, 118–119
Trust: brand building and, 151–152; 

building at Nevada Federal Credit 
Union, 142–144; changing 
dynamics in, 130–134; creating 
with San Francisco Giants fans, 
147–149, 211; Ford’s refusal of 
government aid and, 160; full 
corporate disclosure for, 149–151; 
generating with transparency, 154; 
importance in transactions, 214; 
interspecies, 130; Microsoft’s 
reputation for, 179; rebuilding in 
business, 155–156; undermining 
with arrogance, 157; upholding 
mortgage agreements, 146–147



255Index

Twitter: Fiesta promotions on, 
163–165, 169–170; Twitterfeed, 
153. See also Social media

Tyler, Teri, 49–52

U
Unemployment rates, xii, 28
University Cultural Center 

Association (UCCA), 14–15, 
223

Urban village: architectural infl uences 
in, 113–114; backyard egg 
production, 39–42; businesses 
renovating inner city as, 3–5; 
creating sense of town square, 
117–118; farming within, 17–20; 
pursuing values in, 6–7; 
redesigning inner city as, 13–14, 
142–143

U.S. Army, 25
U.S. Bank, 201
U.S. Bureau of Economic Analysis, 

xxvii
U.S. Bureau of Labor Statistics, xxx, 

31
U.S. Department of Homeland 

Security, 37
U.S. Postal Service, 60
USA Today, 61

V
Vacations: taking local, 32
Values: awakening in, 47–49; brands 

associated with authenticity, 
126–127; championing local 
businesses, 49–52; changing, xxiii–
xxvi; companies recognized for, 
167; developing local business to 
protect, 110–112; emerging 
positive, xvii–xviii; entrepreneurs 
developing business on, 103–107; 
focusing persuasion on, 95; grow-
your-own, 39–43; harmonizing 
money making with, 45–46; 
innovating business ethics and, 5, 
8; lending funds based on, 74; 

making money vs. business, 110; 
marketing by telling story of, 
124–125; matching to potential 
customers, 108; pursuing in 
alternative cities, 6–7; 
re-evaluating, 88; renewed by hard 
times, 35; requesting Detroit’s shift 
in, 27; set in “Detroit Declaration, 
The”, 20–22; setting corporate, 
135, 137–139; spending habits 
illuminating, 207–208; tithing, 47; 
websites comparing economic, 
xviii–xix. See also Generational 
values; Values-based spending; 
Values-led innovation

Values-based spending: aligning 
values with spending, xxvi–xxix; 
for change, xvii, xxiv, xxv–xxvi; 
emerging positive values, ix, 
xvi–xvii; hidden virtue of Great 
Recession, xxx; power wielded by, 
xvii, xxv–xxvi; rise of dominant 
consumer spending, xii–xiii; shifts 
in, xxviii–xxix

Values-led innovation: American’s 
openness to, 184–185, 224–225; 
business’ innovations in ethics and 
values, 5, 8; displaying project 
proposals on Kickstarter, 198–199, 
222–223; experimenting with Hulu, 
193–197; individuals setting, 212–
213; Klotz’s trust in customers, 
185–187; spend shifting requiring, 
184–185

Verizon, 60
Virtuous circle, 181
Volunteer Center of North Texas, 

31
Volunteers: giving more during 

recession, 79–80, 82; helping 
others fi nd jobs, 31–32; increase 
in, xxx

W
Walcoff, Rich, 148–149
Wall Street Journal, 42–43



Index256

Walmart: agility and responsiveness 
of, 174–175; Elevenmoms 
communications for, 175–178, 213; 
green shoppers frequenting, 188; 
recruiting customers to do 
listening, 177–178; thriving in 
changing economy, 223

Walt Disney Company, 193
Watson, Gary, 43, 46–47, 48–49
Wayne State University, 15
Websites: Alice.com, 190–193, 211; 

Backyardchicken.com, 41; 
Beliefnet.com, 42; comparing 
economic values on, xviii–xix, 
83–84; creating at Designathon, 80; 
CrisisCommons.org, 198, 199, 200; 
expressing artistic values on Etsy, 
123–126; GetSatisfaction.com, 153, 
217; helping creating group 
activism, 92–95, 211; impact of 
blogging, 99–100; Kickstarter, 198–
199, 222–223; Meetup.com, 80–82, 

85–86, 87, 218, 223; selling agility 
and thrift, 61; working with 
bloggers, 175–177

Weight Watchers, 38
Wendy’s, 167
Westinghouse, George, 22
Who Says Elephants Can’t Dance 

(Gerstner), 161
Whole Foods, 107, 188
Windsong Charters, 93–95, 219
Wired magazine, 39
Witt, Susan, 70
Wolfensohn, James, ix

Y
Young & Rubicam, x, xx, xxix

Z
Zappos, 128–129, 134–135, 137–141, 

146, 155, 211, 213
Zappos Insight, 140
Zipcar, 75–76, 77, 211


