Rebranding and Building
~ a Marketing Strategy for
~ Business Anthropology

-------------------------------------------------------------------------------------------------------



Introductions

Participants introduce
themselves, affiliation, what do
you want to get out of the
workshop?

Melissa Vogel Adam Gamwell



Goals

Anthro’s branding problem--what does that
mean?

Explore venues for marketing anthro--op/eds,
blogs, LI, webinars, podcasts, social media (FB,
Twitter, 1G)

Identify actionable strategies--personal,
disciplinary, immediate and long-term
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Owning our Concepts Dealing with Bias

Ethnography \Within anthropology
Holism against applied work
Culture

Ritual Within business against

Value ‘academics’



Activity 1: Personal Branding
(15 min)

Find a partner

Create and practice your elevator pitch

Pick a venue/medium to promote your work
Discuss results with larger group



Get Promotional

Medium, blogs (Business Anthro, COPAA)

Slack communities (Ethnography Hangout, Service Design)
Facebook, Twitter, Instagram, social media

Op-ed, columns

Association publications (AAA, AIGA, QRCA)

Digital magazines (Sapiens, Scientific American),

Podcasts!

YouTube
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Marketing Strategies for
Anthropology: Challenges (10 min)

‘Democratization” of ethnography
What value does anthro add to business?
Learning the lingo of business

Encouraging cross-pollination of business
and anthropology



Activity 2: Systems-level Branding

Get in groups of 4-5

Pick target group: current faculty, industry
decision-makers, consultancies, journalists,
colleagues in other disciplines

Design a value proposition for that group &
venue to promote anthropology



Wrap up/Next Steps

What did we come up with?
What are you willing to commit to?
Fitting this into your time and priorities

We want to hear from you - what are you
sharing? What mediums? How is it working,
what's challenging?



Thank you!

Adam Gamwell
adam@missinglink.studio

Melissa Vogel
mvogeli@gmail.com



Photos from
Workshop
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