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“DOUBT KILLS MORE DREAMS 
THAN FAILURE EVER WILL.”

SOPHIA AMORUSO, 
FOUNDER OF NASTY GAL
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A  N O T E  F R O M  T H E  E D I T O R

ell here we are, kicking off  2015 with The 
Resolution Issue. Sounds cliché doesn’t it? 
That’s not our intent at all. Rather, we in-

terpret ‘resolution’ in the problem / solution sense, 
and will explore this concept throughout the issue. 

The reality is we’ve all reached a crossroads – wheth-
er in business or otherwise – when we have to step 
back and assess what road to take, and assess deci-
sions that will most greatly impact your next step. It’s 
at this crossroads that we all see change, and essen-
tially: evolve.

Which is how we come to resolution. Not in the, “I’m 
going to work out more” kind of  way, but in the “I 
want to make change, or reach resolution, and this is 
how I’m going to do it” way.

We have some great perspectives in this issue, from 
Volcom’s VP of  Sustainability to the co-Founder of  
integrated marketing company, i.d.e.a, all whom pro-
vide valuable insight into how they come to their re-
solves, and what path they choose to get them there.  
We’re also excited to present a new section of  the 
report: “Tools”, where you’ll find some of  our must-
have, must-download, must-use-daily apps and web-
sites tied to each issues theme.

Cheers + enjoy!

W

“I  H A V E  N O T  F A I L E D .  I ’ V E  J U S T 

F O U N D  1 0 , 0 0 0  W A Y S  T H A T 

W O N ’ T  W O R K . ”

T H O M A S  E D I S O N

E D I T O R - I N C H I E F
C H E L S E A  M A T T H E W S



“IT’S NOT ABOUT MONEY OR CONNECTIONS 
— IT’S THE WILLINGNESS TO OUTWORK AND 

OUTLEARN EVERYONE...  AND IF IT FAILS, YOU 
LEARN FROM WHAT HAPPENED AND DO A 

BETTER JOB NEXT TIME.”

MARK CUBAN
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Mirriam Webster gets us. Their word 
of  the year, “culture,” is right up our 
alley

READ HERE

Indiegogo Life

READ HERE

INDIEGOGO

CULTURE

THE YELLOW PRESS 
Aaron Sorkin explains why journalists 
should not have helped the Sony hack-
ers.

READ HERE

1.1



Amex increases it’s social engagement 
by 23% after working with social influ-
encers. We told you so.

READ HERE

The secret to success in social media 
is more than just communicating with 
your audience. You must tell a story.  

READ HERE

SOCIAL MEDIA 
AND NARRATIVES

AMEX 
TAPS INFLUENCERS

1.2
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1.3

Activewear brand Puma names pop-
star Rihanna its new Creative Director. 

READ HERE

These are the biggest brand fails of  
2014. Digorno, we’re looking at you..

READ HERE

OUCH

CREATIVE DIRECTOR 
RIRI
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ALL IN THE CLOUD 

Cloud computing has major, positive 
effects on business, cost-reduction and 
customer satisfaction.

THE INTERVIEW

The movie that everyone (including 
North Korea) has been talking about 
made over $15 million in online sales, 
beating out the small percentage of  in-
depedent theatres it was shown at. 

GOOGLE DRIVE

RIP Word. Google Drive, Handoff & 
Quizlet are the productivity apps tak-
ing over highschoolers everywhere.

READ HERE

READ HERE

READ HERE
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MARSALA

Pantone names it’s 2015 color of  the 
year. Like? Dislike? We have mixed 
feelings.

A LA CARTE

IDEO redefines the school lunch. We 
almost wish we could go back.

READ HERE

READ HERE
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“ ALBERT EINSTEIN

THE FRAMING OF A PROBLEM IS OFTEN FAR 
MORE ESSENTIAL THAN ITS SOLUTION.”



S T U D I E S
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am not a hippy; At least in the true sense of  that 
title. I think there were times that I tried to be, but 

honestly, the allure of  capitalism has had its grip on me 
since I was a kid… and I never really have been able 
to shake it. Makes perfect sense then, that as soon as I 
got on the career track that all I’d be concerned with 
was dotting is, crossing ts, and climbing the ladder....
In fact, even during the course of  obtaining the two 
degrees I’ve squeezed under my belt – I’m a Studio Art, 
B.A. with a follow up MBA – the topic of  looking 

IDENTIFYING 
ABSTRACT NEEDS 
AND MEETING 
THEM

I

out for anything besides that (when it came to business 
at least) wasn’t really a concern that was discussed; Or 
at least it wasn’t a topic I paid much attention to. That 
said, however, even as I tried to be a good cog in the 
wheel, it was something that Mamma taught me that’s 
stuck; even all through those early years: Be a good 
person, treat others with respect, and, for cryin’ out 
loud, appreciate this beautiful planet we live on…

It was about 2005 when I first got the memo that busi-
ness could be 
done in a bet-
ter way. It was 
like someone 
turned the 
lights on…
”You mean I 
can keep my 
values AND be a business leader?” It was a little bit of  
a revelation at the time, and I was awestruck that no 
one had pointed that out to me. 

Sometimes we need others to lead by example, and a 
much-revered friend and mentor of  mine did just that 
and it really shook the foundation of  who I was. 

By Derek Sabori

3.1

COSTA MESA-BASED DEREK SABORI IS THE 
VP OF SUSTAINABILITY AT THE LIFESTYLE 

BRAND VOLCOM. HE IS DEDICATED TO SHAR-
ING HIS VISION OF A HEALTHY AND SUS-

TAINABLE FUTURE THROUGH PROGRESSIVE 
CHANGES IN THE BUSINESS. ON TOP OF ALL 

THESE HE ALSO SELF-PUBLISHED A CHIL-
DREN’S ECO-ACTION PICTURE BOOK. 

“YOU SEE, ONCE YOU OPEN THE DOOR TO 
MORE RESPONSIBLE BUSINESS, YOU CAN’T 
REALLY HELP BUT WANT TO LOOK IN.”



You see, once you open the door to more responsible 
business, you can’t really help but want to look in. So 
as that door was opened for me, I not only looked in, I 
stepped in and simply closed the door behind me. 

Volcom was in its heyday back then. In fact, the com-
pany had its IPO in June of  2005, and by then we were 
designing and developing product for 2006. Things 
were moving so fast and the orders were coming in 
with product flying off  the shelves. We couldn’t do any 
wrong, and no one was asking questions…but there was 
that door – and a few of  us had stepped into the room 
and were starting to look around. 

In the mid-2000s we were meeting new and intriguing 
people – entrepreneurs that had built their small busi-
nesses around the idea of  building product with a lower 
impact and they wanted to build our product.

3.1

IF PEOPLE- OUR 
CUSTOMERS OUR 
EMPLOYEES, OUR 

EXECS- WERE LOOK-
ING FOR ANSWERS, 
THEN I WAS GOING 

TO FIND THEM.”

“

The Volcom Verde line debuts. A 
collection of  organic cotton tees, wal-
lets and totes as well as hemp hats, and 
a reusable water container

Volcom Verde changes to Volcom V.Co-log-
ical Series and 1% of  all sales go towards 
environmentally focused non-profits 
through a partnership with 1% for the Plan-
et. The program runs strong for seven years.

2005-
2006

2006

Volcom launches the Give Back Series 
to also raise awareness for an funds for 
people-based causes.

2008

Volcom launches Give Jeans a Chance 
teaming up with retailers and other partners 
to collect new and worn jeans for the home-
less. The campaign spreads globally.

2009

Volcom appoints a Director of  Sus-
tainability and Corporate Social 
Responsibility and adopts the New 
Future moniker to encompass all Sus-
tainability activity.

2010

Volcom is acquired by Kering (then PPR), 
a world leader in apparel and accessories. 
The brand is rolled up into their ensemble 
of  powerful brands and their world-class 
sustainability program.

2011

The first year that the Volcom Pipe Pro (a 5 
Star World Tour surf  event) takes on a New 
Future model, leading to what became the 
first Deep Blue Certified Surf  Event in con-
junction with Sustainable Surf.

2011

Volcom helps launch Leaders of  Environ-
mental Action Films, a contest to engage 
high school kids to make Eco-mmercials 
promoting sustainable living amongst their 
peers.

2011-
2012

Volcom, alongside Kering, commits to be-
ing a part of  the Environmental Profit & 
Loss (natural capital accounting) initiative, 
as well as to reducing emissions, waste and 
water (amongst other goals) by 2016

2013

Volcom continues to work with Kering’s 
Sustainability Team to further engrain sus-
tainability into the ethos of  the company’s 
operations and product design. Follow along 
with updates at newfuture.volcom.com and 

2014



3.1

These were some of  my first influencers in “CSR;” 
what would go on to just be called ‘Sustainability’ here 
at Volcom and I reveled in the fact that these guys 
based their business on how good something could be, 
as opposed to how cheap it could be. They marketed 
the benefits of  hemp, of  organic cotton, of  recycled 
PET, antimony-free polyester, and re-purposing. They 
did it with flair, style and charisma – and passion.  And 
you know what? They spoke the Volcom language. 
They understood our market, our brand, our people, 
and that really spoke to me.

So, fast-forward a few months. Thanks to these influ-
encers, Volcom has its first range of  eco-inspired prod-
ucts. In the grand scheme of  things, it’s a tiny collec-
tion, but it exists, and guess what, people are interested 
in it. And interest, fuels interest. 

I took note of  the nods that these few products received 
and took it upon myself  to start selling them in a bit 
more – finding new customers, spreading the word 
about this new found niche (for us, at least). What a 
blast it was…the funny thing is though, once you put 
yourself  out there as an advocate, people assume you’re 
a part of  the solution and if  people consider you a part 
of  the solution, they’re going to come to you looking 
for answers, and at the time…I didn’t have a whole lot 
of  them. 

This, however, was not a problem – it was pure motiva-
tion, and I took it as a personal challenge. If  people – 
our customers, our employees, our execs – were looking 
for answers, then I was going to have them. This drove 
me to make changes in my own life. Gone was the Audi 
A4, hello vegetable oil fueled 300TD. Recycling be-
came the norm at home, and at the office and we at 
Volcom began to build some very good partnerships 
in this space. The momentum was quite contagious, 
and more and more people were looking to me as the 
“eco-expert” – the guy in the know about everything 
“green.” 

It was 2009 when I looked around and saw the momen-
tum building. The team was very excited about every 
one of  the ‘Sustainable Fridays’ newsletters that I’d put 
out, they were eager to do more at home and at the of-
fice, and we were all talking about taking the “Volcom 
V.Co-logical Series” to the next level. This was becom-

ing a good problem to have…people inside and outside 
of  the company wanted more, but we didn’t have a real 
direction, a real commitment, or even a clear vision for 
what to do with this movement. 

At the time I had gone from being a Divisional Mer-
chandising Manger to Managing the Planning & Anal-
ysis division at Volcom. My time was pretty occupied 
with the daily workings of  the business, and I was re-
porting to the President of  the company. I had been 
at Volcom for fourteen years and had gained the re-
spect of  staff  and the execs and had a pretty decent 
understanding of  how the business worked, and how 
our company operated, but that door had been opened 
and I wasn’t going back.

In my yearly performance review, it had come up, and 
in 2010, we finally made it official – we needed an 
official position; an official ambassador to steer this 
program we had organically created. By then we had 
styles that were raising awareness for, and giving back 
to, people-based causes. We were a 1% for the Plan-
et partner with a line that continued to gain momen-
tum, and we had an appetite for more. My new role 
as of  2010: Director of  Corporate Social Responsibil-
ity. How I was actually going to effectively tackle our 
TRUE environmental impacts…I had no idea.

Today, we’re still working on it; tackling and reduc-
ing the significant environmental impacts of  our prod-
ucts, along the entire supply chain is no easy task, and 
there’s no quick fix, but we’ve found a solution…it’s the 
people. Change comes from within, and change needs 
a spark. For us, that spark can be traced back to (de-
pending on which path you choose to trace) even just 
one person. One single person can, indeed, change an 
organization. One person can change the course. You 
won’t do it on your own, but perhaps, you will be the 
one to put things in motion. So, be the spark – every 
great change needs one. 

And the story continues…
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NEW 
BUSINESS.

OUR
RESOLUTION:
NOT JUST
‘IN WITH THE NEW’

BUSINESS;
BUT IN WITH THE

RIGHT

By Ryan Berman

f  you’re like me, you probably have a wish list of  
personal and professional resolutions you’d like 

to conquer in the new year. And why I’ll spare you 
the TMI details of  my personal resolutions, I have no 
problem revealing i.d.e.a.’s professional intentions. 

So without further ado…

I



WHAT’S I.D.E.A.’S 2015 

AS A CREATIVE AGENCY?

IT’S NOT ONLY TO STAY IN HEALTHY PARTNERSHIPS 
WITH OUR EXISTING CLIENTS — BUT TO ‘DATE’ THE 
RIGHT NEW PROSPECTS RIGHT FROM THE START. 

3.2

Everyone loses when you’re in the wrong relationship. 
And acquiring new business is like living through an 
exciting new affair. And when we find ourselves first 
going out with the wrong prospects we do so for many 
of  the same reasons we date the wrong people: 

1) Fear of  not being desired. 
2) Hope that this could be a love affair right from the 
start. 

So how are we attempting to eliminate the ‘it’s not you, 
it’s me’ conversation with future prospects? 

With RequestForClient.com 

RequestForClient.com begins to change the way we 
prospect future ‘dating opportunities’. If  our sense of  
humor’s match, new prospects will be able to see so 
here. As strategic and creative partners for our clients, 
the ones that ‘get it’ (‘get us’) will be better suited to 
take the tree trust fall when it’s time to buy that coura-
geous campaign we present that truly would move the 
needle for clients. 
 

The cliff  notes version of  the above?

We believe there is a better way than only adhering to 
the herding process of  the existing RFP process. RFC 
is our strategic way to make sure we start our BD ef-
forts off  on the right foot. If  you can flip the script in 
2015 and come up with your own vetting process, go 
for it. 

And if  this isn’t your cup of  tea, then let us at least help 
you land on your New Year’s resolution at Resolution-
Roulette.com.

R Y A N  I S  F O U N D E R  A N D  C H I E F  I D E A 

O F F I C E R  A T  I . D . E . A .  - -  A  7 0  P E R -

S O N  C R E A T I V E  A G E N C Y  B A S E D  I N 

S U N N Y  S A N  D I E G O ,  C A .  A S  A  P R O B -

L E M  S L A Y E R ,  R Y A N  H A S  C R A F T E D 

S T O R I E S  F O R  B R A N D S  S U C H  A S  N E W 

E R A ,  K S L  R E S O R T S ,  P U M A ,  S U B W A Y , 

S U P R A  A N D  U N I C E F .  D O N ’ T  F O L L O W 

H I S  I N S T A G R A M  @ R Y A N B E R M A N 7 6 

U N L E S S  Y O U ’ R E  P R E P A R E D  F O R  A 

H E A V Y  D O S E  O F  H I S  S O N  A N D  D O G .
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SOCIAL MEDIA’S
NEW YEARS 
RESOLUTIONS

By Jeremy Simon



I am Social Media, and after much thought, I have come up with some resolutions 
that mirror the resolutions of  my 2,000,000,000 closest friends.  But I need an “ac-
countability partner”, and I want that to be you.  Throughout this post, I will be 

referring to myself  in the Third Person, you were warned.

GET IN SHAPE
I am older than most people think.  Though it is highly debated, I have been around since 
the 1960’s, most think I was born around 2002.  Even though I guess that I look good for my 
age, I am constantly bloated and continue to add to my weight daily.  In 2015, Social Media 
is going to Get in Shape by doing the following:

•Consume less SPAM and instead care about high quality content I put into my 
body;
•Stop listening to so many “experts” that think they know Social Media and in-
stead limit myself  to those that curate information the best for my lifestyle;
•Consume smaller portion sizes and focus on the most relevant contents needed 
to energize Social Media.
•Exercise more often by eliminating distractions that continue to prevent me from 
obtaining the best possible output from Social Media.

LEARN SOMETHING NEW
In my life, I have proven that you can teach an old dog new tricks.  I have constantly adapt-
ed from my Six-Degrees stage to my Friendster stage to my current Snapchat stage.  I have 
always been able to keep up but there is always more to learn.  

This year I am challenging Social Media to Learn Something New.  I also encourage all of  
my friends to consider a topic or app or network that they have never experienced before.  
Learning something new is a great way to stay young and relevant.

GET OUT OF DEBT
I am blessed with a golden smile and winning personality that encourages people to invest 
billions upon billions of  dollars on my ideas, both old and new.  But I need to figure out how 
to get out debt and start making some money without annoying my 2,000,000,000 friends.  

I am going to concentrate on what I do best, which is providing communication channels that 
have the power to bring people and communities closer, share interests, and learn diversified 
points of  view.  If  I focus on this, everything else will fall into place and I will achieve all of  
my revenue goals.

HI,

J E R E M Y  S I M O N  I S  A  D I R E C T O R  A T 

K B S +  A T T E N T I O N ,  A  S O C I A L  M E -

D I A  A G E N C Y .   H E  E N J O Y S  F O O D , 

S P O R T S ,  T E C H ,  B E E R ,  A N D  B E A R S .  

F O L L O W  H I S  A D V E N T U R E S  O N  I N S -

T A G R A M  @ J S I M O N Y C
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By Micah Heykoop

reating a new strategy is a signifier of  beginnings 
in business. Whether this means a new product, 

HR changes, or a seasonal marketing plan, a strategy 
document is the chicken that came before the prover-
bial egg. I will admit it, I have been the chief  of  sin-
ners when it comes to this topic. Sitting down to create 
a top-level plan only to realize hours later that every 
thing I wrote in “Strategy to Grow the Men’s Market 
Share, Spring 2015” is an action step that could be 
checked off  with one simple click. The problem here 
is that strategies are supposed to be fluid documents 
that exist at a high-level and allow for creativity. If  
your “strategy” consists of  individual bullet points that 
could be labeled “not done” or “done”, you are already 
setting yourself  into rigid guidelines and to-do’s that 
won’t evolve with the business needs. 

C

BUILDING A 
MARKETING 
STRATEGY,
NOT A MARKETING
CHECKLIST



I come to this topic because for the first part of  my 
career I worked in the retail-marketing department of  
a shoe company and built strategies for Nordstrom, 
Bloomingdales, and Neiman Marcus each season. I 
have since moved on from the brand to this Agency as 
the Director of  Strategy where I am able to step back 
from individual retailers and look at the entire repre-
sentation of  the brands that we work with. Building 
strategies has been my focus for both of  these jobs, and 
while the scope has changed, the base principles have 
not. Here are three items to consider so your strategy 
allows you to be goal-oriented and creative: 

3.4

/ PUT YOUR
GOALS FIRST:

I have always found 
that I am much 
more successful 
when I start with the 
end in mind. From 
the agency side, I al-
ways want to clarify 
with clients their top 

3 goals before I put any recommendations onto pa-
per for them. Once it is clear exactly what we are 
trying to achieve, I lay out a strategy and then note 
which goal each point in the strategy is aiming to 
accomplish. This is the “what” and the “why”, leav-
ing only the “how” to be explored in the tactical side 
of things versus in the strategy itself. Starting with 
your goals on the top of the page will help you filter 
out any distractions and unnecessary items that you 
are building in, saving you time and energy to work 
of what is really crucial.

// CONSIDER 
THE 
CUSTOMER 
EXPERIENCE:

When building a 
framework that will 
allow you to be cre-
ative, keeping the 
customer experi-
ence in mind will 
help you focus on 
the top-level issue 
and keep you out of 
the minutia. For ex-
ample; if you want 
to build customer 
perception of and engagement with your brand, 
don’t write down throw events and create more 
point-of-purchase materials. When putting this on 
paper, look at it as, “Create physical touch points 
for customers to experience brand in new and en-
gaging ways”. While inside of that you are obviously 
going to be throwing an event, it also leaves room 
for you to consider a multitude of options when 
planning. If your strategy isn’t around product but 
rather an internal process, consider the employees 
who it touches as the customers. 



M B  B L U R B  A B O U T  M I C A H

3.4

/// DIFFERENTIATE 
BETWEEN 
HI-LEVEL AND 
TACTICAL:

What should you do with these checklist items 
then? While “post daily on Instagram” shouldn’t 
be on your strategy document, it is most definitely 
an important point inside an overall social media 
strategy. When building out any plans it is im-
portant to make a tactical document as well that 
outlines key actions, dates, and costs inside of the 
larger strategy. This document can be made after 
over arching strategy is approved and will serve as 
a great roadmap for whoever is executing on what 
you have laid out.  

Marketing strategies are built to be in a constant 
state of evolution and change. Even with the 
amount of analytics and insight available to us 
today, marketing will always be a science as well as 
an art. Make sure that you are constantly testing, 
adjusting, readjusting, and evolving. A well-built 
strategy will help keep the ship pointed in the right 
direction no matter how much of the detail chang-
es. 
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e took a poll to get a better understanding of  
promblem solving and work patterns. The re-

sponses were pretty great. 

W

YOU CAN FOCUS ON THINGS THAT ARE 
BARRIERS OR YOU CAN FOCUS ON 

SCALING THE WALL OR REDEFINING THE 
PROBLEM.

“
TIM COOK



THE STATS

67% of  respondents would rather work collaboratively as opposed to 33% who would 
rather work autonomously.
    For those who would rather work collaboratively, you like to focus on getting better 
rather than just being good. People are always bringing new perspectives to situations 
that you may not necessarily think of, and when you combine forces, usually an outcome 
for the problem gets fixed faster.

72% of  respondents plan their day in the morning, right when he/she gets to work.
    For respondents who plan their day in the morning rather than at night, you like to 
focus on what you will do, not what you won’t do. You enjoy walking into your office, 
and writing out a succinct list of  things that need to get accomplished for the day. It is a 
guideline you follow clearly refreshed by the morning cup of  coffee in hand. A day ends 
at night, so why boggle down an evening already worrying about what you have to do 
the next day?

56% of  respondents would rather communicate via Email while 44% would rather 
communicate via phone.
    Email is quick. The phone call takes time. Email doesn’t account for human in-
teraction, the telephone does. Maybe your job doesn’t require a lot of  phone-based 
conversation, but these results were almost 50-50. Talking on the phone can sometimes 
make people nervous, however it is more direct. Email is a faster form of  communica-
tion for those who are busy and do not want to be bogged down by taking the time to 
talk. Problem’s can usually be fixed via email, however managerial problems are usually 
addressed via phone. 

At a party, 74% of  respondents listen more than they talk.
     Those who listen more than they talk are building their willpower, their self-control. 
You walk into a room and observe the conversation, the body language. And before 
commenting/engaging in conversation, you measure the climate that it’s taking. When 
the opportunity presents itself  to jump in, you seize the moment to act on your goals in 
some way - whether that involves voicing an opinion to build a better networking rela-
tionship or offering a solution to a problem someone is facing, you have an end game 
in mind. 

4



A quarter of  respondents usually wait until a deadline is near before focusing on a task 
while 33% never procrastinate. 
     For the 25% who wait until a deadline, you like the drama of  a deadline. You like 
focusing on the little tasks that lead up to it, and then tackling the big project at the end. 
For the 33% who never procrastinate, you see life in long-term. You don’t like the drama 
that comes with a deadline and you are probably more relaxed because of  it. You can 
focus on the long term because you do little things each day to help you complete tasks 
with looming deadlines. 

88% of  respondents prefer to handle conflict in person. 
     Any person in a managerial role likes to handle conflict in person. It is the most direct 
way to get to the bottom of  a problem and offer a solution to fix it. You have grit and a 
participative, coaching, affiliative style of  management. You take time to hear out the 
situation while setting a visionary for the team.

If  you want something done right… 49% delegate in a clear and concise way while 
51% do it themselves.  

     For the 49% of  respondents who would rather delegate to the team in a clear and 
concise way to have something done right, you have a pacesetting style of  working. You 
have performed many tasks for the company and when something else needs to be done, 
you know when to delegate the task to others, yet you expect employees to follow your 
example and you set high standards. For the 51% who would rather do it themselves if  
something needs to be done right, you get specific. You set a goal for completion and 
take those steps exactly in order to do what needs to be done.

THE STATS continued
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- A circle is easier to open and close

- So it is easier to install

- So the lid can’t fall in the hole.

4

serious

not-so serious

WHY ARE MANHOLE 
COVERS ROUND?Q

Q & A, CRITICAL THINKING STYLE

- Because manholes are heavy and making it round allows them to 
be rolled when removing and/or replacing them. I thought about 
why it could be round. An obvious place to start is to say it is be-
cause it is the best shape to fit a municipal employee who needs 
access. But any shape (e.g. square, triangle,) would perform that 
function. Then I though that it would be heavy to take off and move 
a manhole cover.

- In fact I’m not too familiar with what a manhole is. I have heard 
it referenced in an Everybody Loves Raymond episode but that’s 
about it.

- There is scientific reasoning behind the shape, with the roundness 
giving it certain intended properties to serve a purpose. I got to this 
conclusion by thinking of  other objects - what determines shape, 
why might it be a certain shape, how could the shape serve a func-
tion and a purpose.

HOW MANY CATS LIVE IN 
NEW YORK CITY?

Q
- Depends on if  Taylor Swift is in town, but I’d say around 1 
million.

- Hopefully not a lot. Cats (emoji thumbs down) Dogs (emoji 
thumbs up).

- A lot since there are a shitload of  rats. It’s a buyer’s market.

- Approximately 250,000 cats. I assume that 5 million people 
live in NYC and that half  of  the population own at least one 
cat. (As you can see, this respondent isn’t great at math)

not-so serious

- Well statistically, if  I take how many people I know own cats 
as a percentage of  people I know (about 25%) and add 20% 
for the strays around town. If  I take the population of  new 
York city (I think 6 million) and figure 1 cat for 2 people (avg 
household with a cat I think). I would figure 1.2 million cats 
(domestic and stray)

- 2 million --total guess

- Factoring in homes with one cat, homes with multiple cats, 
and cats with no homes, I would estimate that there are at 

serious



P O R T R A I T
05



For me, an 8 to 8 is rare but a 7-10 is very real. I start my day producing 
creative content and digital marketing strategies for two lifestyle brands (I 
call this my desk job). When I get home from my desk job, I start editing 
videos for clients and looking over photos with my boyfriend on our love 
child AKA Hunter & Fox. My days are pretty jam-packed and my brain is 
always thinking of  new ideas. Moleskins and daily to-do lists have always 
been my best friends. 

HUNTER & FOX
SS: What’s your 9-5? (Or let’s be real, your 8 to 8?)

ER:

E R I N  R I V E R A  //  L O S  A N G E L E S ,  C A

With Erin Rivera



Hunter & Fox is a visual storytelling production 
company founded by my boyfriend and I. We cre-
ated Hunter & Fox two years ago after cultivating 
our passion for photography and video. Through-
out these two years, we’ve worked and collaborat-
ed with amazing brands and super talented LA 
creatives. Along the way, we’ve also produced a 
video portrait series with Bunch magazine. What 
started as a fun weekend filler has progressed into 
a company with signature emails and business 
cards. It’s been a great two years to say the least!

SS: What is Hunter & Fox all about?

ER:

My love for photo and video started in college. 
I was ultimately hooked after my first photo 
class and thus began taking all the photo classes 
I could. Eventually, my counselor told me I was 
practically double majoring in communications 
and photography. I ended up walking out with 
two diplomas and a very expensive obsession. I 
never thought 5 years later I would be running 
my own production company, but everything fell 
into place about 4 years ago with my first digital 
marketing job.

It was there that I ignited my love for storytelling. 
As with all my projects during the time, I was cre-
ating visual content for clients and telling their 
stories through social media. I was then instruct-
ed as a side project to create a Q+A series of  LA 
creatives. Right away I knew it was going to be 
a video series, even though all my past photog-
raphy education was analog; I was intrigued by 
video and desperately wanted to learn. I quick-
ly found a friend who was interested in video as 
well and together we learned how to edit and 
we created the video series. Through filming the 
first couple of  episodes I learned a lot, and I be-
gan filming with my boyfriends camera at home. 
When my friend couldn’t help anymore, my boy-
friend automatically jumped in and assisted with 
the series. From there we started making videos 
on the weekends, showcasing our friends talents 
and displaying them on a Tumblr for fun.

SS: How did you get into doing what you do?

ER:
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As much as I can! Cooking for me has always 
been important. My dad cooks a lot and it was 
something he instilled in me growing up, along 
with his famous recipes. Frankie and I try to cook 
4 times a week and we try and make it manda-
tory for Sundays. It’s the best time to relax, talk 
about our day, have a glass of  wine and listen 
to music. It’s also probably our English Bulldog 
Ozzy’s favorite part of  the day, especially when 
we’re cooking chicken or bacon. 

SS: Do you cook much?

ER:

Well, not to sound bias, but I would have to say 
my boyfriend Frankie Pimentel (@Eighty5keys). 
His talent has grown unbelievably and he’s slowly 
taking away my fear of  being in front of  the cam-
era. He always inspires me and challenges me in 
the best ways!

SS: Who is someone to follow on Instagram?

ER:

Next, I would also have to say Vanessa Hernan-
dez (@vanessavaguely), she was one of  my first 
friends that we shot for our first video portrait 
series and my camera absolutely loves her. Skilled 
in the art of  typography and loving life, her feed 
is always double-tap worthy and her gold leaf  ad-
diction is everything.  

Also to round out with a lucky third, Lauren M. 
Brown, editor of  Fashion Grunge (@fashiongrun-
ge) has a nostalgic esthetic. 

Pulling from the 90’s her editorials are always 
raw with moody undertones. I had the pleasure 
of  working with her last year and her camera case 
is unreal. She shoots with a plethora of  cameras 
ranging from digital, medium format, 35mm and 
Polaroid’s. The fact that she’s still looking at film 
negatives on the daily is inspiring to say the least!

Magically as social media works, we started get-
ting messages and emails from people wanting to 
work with us. It was then, that I took the plunge 
and left the agency to fulfill this new adventure. 
It was all truly organic how everything came to 
fruition. For me, it’s the best part of  my day and 
working with my best friend is just an added bo-
nus. Everything I do involves a creative outlook 
and fresh ideas, and it’s what I know I’m the 
best at. Waking up every morning is no longer a 
chore, but a need to fulfill my creative cravings.



Los Angeles has always been my source for inspi-
ration. Meeting local creatives and hearing their 
stories have inspired me tremendously to keep 
doing what I love. After living in the city for 30 
years, I still find streets and alleys that inspire im-
promptu photo shoots and treatments for videos. 
And don’t get me started on road trips! From the 
desert to Big Sur, everything is visual gold here.

SS: What’s your go-to source for inspiration? 

ER:

We haven’t had much time in the past 6 months 
to get away, but one of  my favorite road trips we 
took in the beginning of  the year was to Big Sur. 
We stopped in Solvang along the way and spent 
the night at the Madonna Inn (which is a total 
gem and a must!), then the next day we drove 
back up the PCH to Big Sur. It was the MOST 
BEAUTIFUL scenery ever! We stopped numer-
ous times to take photos and enjoy the coast, 
which included a hike to a secret beach and a 
pit stop to watch zebras graze in a field. A trip I 
always recommend. 

SS: What is the most important part of  your, or 
any Creative Process? 

ER:

5
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This calendar is to help you get ahead of  the social game, 
because no one wants to be last to post on #nationaltequiladay.

     1 2 3

4 5 6 7 8 9 10

11 12 13 14 15 16 17

18 19 20 21 22 23 24 

25   26    27      28    29    30    31



NEW YEARS DAY1

3FESTIVAL OF SLEEP DAY

NATIONAL HAT DAY15

17CUSTOMER SERVICE DAY

19 MARTIN LUTHER KING DAY

23NATIONAL PIE DAY

25 OPPOSITE DAY

26AUSTRALIA DAY

31 BACKWARD DAY

DAYS TO NOTE

NATIONAL HOBBY MONTH

All Month:



ROSE BOWL // ROSE PARADE1

2WICKED ( t ou r ing )

LA ART SHOW (be g in )

10

14

MONSTER JAM 2015

16 CAMP NO COUNSELORS (be g in )

17RIOT LA

18 LA ART SHOW ( ends ) 

19CAMP NO COUNSELORS ( end )

LOS ANGELES

LA SUCKS (Improv  Tour)

25 BOCK FEST (Beer  Fes t )

26GOLDEN STATE OF COCKTAILS

30 TIG NOTARO @ THE REGENT



CONEY ISLAND NEW YEAR’S DAY SWIM1

3HARLEM GLOBE TROTTERS: 
MADISON SQUARE GARDEN

CABARET4

8WINTER JAZZ FEST

11 NO PANTS SUBWAY RIDE

15SAM SMITH @ MADISON SQUARE GARDEN

18 PINOT DAYS NYC

19MAC CONNOR: A NEW YORK LIFE

NEW YORK CITY

NUTCRACKER ROUGE

All Month:

22 GOOD SPIRITS BROOKLYN

23NYTIMES TRAVEL SHOW

24 WINTER JAM CENTRAL PARK

31CHINESE NEW YEAR FIRECRACKER CEREMONY



UNTIL NEXT TIME

While you’re waiting, enjoy the weekly 
news + soundbytes on 

www.shapeshiftreport.co

@shapeshiftreport // @wearematteblack




