




















accompanied by a public art project—life-sized, bright-pink objects shaped like houses spread across ten city
blocks. GRAFT, an architecture firm with which Brad has worked closely, evolved and managed the concept with
stunning results.

The bright pink “houses” were in pieces scattered across the neighborhood, and as donors went online and
sent donations to pay for parts of the houses (sinks, toilets, floors, solar panels, etc.) the pink houses would be
assembled. All of this was driven by Brad’s passionate and articulate media appearances and supported by a
Web site that allowed people to act, connect, and make a difference in New Orleans.

Makeitrightnola.org allows visitors to walk through 3-D models of the houses, selecting parts of the home to
sponsor. Along the way, people are educated on green building. Sponsorship opportunities range from $10 to
$150,000. Teams can organize themselves online to raise money together. You can send a toilet or a sink to a
friend as a gift. The site engages visitors and brings to life the difference that can be made.

The results have been remarkable. Thirty thousand dollars came in during the first thirty minutes the site was live.
Over a one-month period, the American people came together and gave enough money to build over 60 houses.
We have offers from companies wanting to donate everything from building materials to linens. The campaign is
still underway, and we will break ground and begin building homes this spring.

Hurricane Katrina devastated New Orleans and the Gulf Coast—thousands of people died and hundreds of

thousands of people have had their lives turned upside down. Through the innovative use of technology, art,
and media, the American people are helping Make It Right.

MGX LAB partnered with the Jolie-Pitt Foundation to develop makeitrightnola.org.
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Changing the World with Technology

Pangea Day
and the Encyclopedia of Life

By Amy Novogratz, Director, The TED Prize

The TED Prize was initiated in 2005 by the TED Community. It honors three individuals per year who have shown
that they can, in some way, positively impact life on this planet. Winners of the TED Prize have been granted one
wish to change the world, along with a community of thousands of people who are committed to making that wish
come true. Each wish is different; they range from raising awareness about poverty in Africa to inspiring architects to
use design to improve living standards to the wish of Harvard entomologist E.O. Wilson to catalog all life on earth.
But the cornerstone of each wish is to bring a global community of people together to work toward a common goal.
Through the power of technology, we have created remarkable online communities that have become the force
behind fulfiling a number of these wishes.

The creation of Pangea Day, a wish made by documentary fimmaker Jehane Noujaim, is about bringing the world
together through the power of film. Pangea Day will come to fruition on May 10, 2008, as eight sites worldwide
video-conference live to produce a four-hour program of powerful films—supplemented by visionary speakers and
global musicians. A global audience of millions will simultaneously watch this event.

To stay true to the vision of Pangea Day and ensure its success, it must be a day of fims truly made by the world,
with the world watching. Pangeaday.org is the vehicle that will make this happen. The site allows fimmakers and
storytellers worldwide to submit their films. It captures the vision of the day and inspires storytelling. While the .org
site is the means for artists to submit their work, Pangeaday.com is a platform for the world to come together.
Through this site, you can sign up to be a part of live events all over the world. There is an interactive map that
features the geographic locations of screenings and there are already hundreds of locations lit up worldwide
representing groups taking part in the day. There will be a live stream going out to people globally, and they’ll have
the ability to send in photos and comments that will become a part of the event. Obviously, without the Internet, the
ability to connect and participate wouldn’t be possible.



Another exciting TED Prize is E.O. Wilson’s wish to use the Internet to create the Encyclopedia of Life. There are
currently 1.8 million named species, and each will have its own, ever-evolving page on the Encyclopedia of Life.
EOL.org is an engaging, dynamic site that is open to the contributions of thousands of scientists from all reaches
of the world. Importantly, it also offers free access to everyone, with the content itself customized for each user.
It's a site that will help the world understand our environment and its species a little better, and will serve to inspire
preservation of earth’s biodiversity.

The TED Prize works because of the intricate collaboration involved in each wish. Corporations, non-government

organizations, and individuals across the globe have a chance to work together to own pieces of a project that will

become a part of something much larger than one person’s idea. Connected online communities are the only way

this could happen. &

Avenue A | Razorfish partnered with the TED team on their Pangea Day effort, as well as on the Encyclopedia of Life.
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Changing the World with Technology

The 1’'m Initiative

By Tara Kriese, Senior Product Manager, Microsoft Windows Live

The world is going digital fast, with nearly 1.2 billion people expected online in 2008. Instant messaging has become
a powerful channel for change by helping people partner with social causes they are passionate about while doing
what they do everyday—sending instant messages.

In March 2007, 10 of the world’s most effective non-profit organizations announced their involvement in the

i’m Initiative—which contributes a share of IM-generated ad revenue to social causes—and to discuss the role
technology is increasingly playing in their efforts to reach new audiences. Every time an individual has a conversation
using IM on Windows Live Messenger, Microsoft shares a portion of the program’s advertising revenue with the
participating i'm Initiative organization. When users join, they are asked to select the cause organization they are
most passionate about to benefit from donations.

According to a 2006 Cone Cause Millennial Study, 61% of young Americans between the ages of 13 and 25 are
currently worried about the state of the world today and feel personally responsible to make a difference. The i'm
Initiative empowers people to make a difference through their online conversations, without spending a dime, in
support of some of the world’s most urgent social issues. Not everyone can make financial contributions or volunteer
their time for the causes they care about, so it is Microsoft’s hope that the i'm Initiative will empower people to give
simply by engaging in an online activity that they’re already doing anyway.

The 10 organizations that Windows Live Messenger users can choose to support are the American Red Cross,
Boys & Girls Clubs of America, The Humane Society, the National AIDS Fund, the National Multiple Sclerosis Society,
ninemillion.org, the Sierra Club, stopglobalwarming.org, Susan G. Komen for the Cure, and UNICEF.

The American Red Cross sees its participation in the i'm Initiative as a way to extend its online fundraising. Explains
Kristine Templin, director of corporate partnerships, “When the Red Cross was approached to participate in the i'm
Initiative, we were excited to provide people, particularly youth, another channel to support the lifesaving mission
of the Red Cross. While youth can help the Red Cross through volunteering, taking health and safety classes, and



giving blood, they don’t always have the means to make a donation even though they may want to. The i’'m Initiative
allows anyone to be a philanthropist.

“The 'm Initiative is beneficial to the Red Cross through the financial revenue generated for its Disaster Relief Fund
and the forum it provides to educate its users on Red Cross disaster relief services. While the Red Cross is most
visible after hurricanes, wildfires, earthquakes, and tornadoes, it also responds to the needs of families affected
by destructive home fires every day. The Red Cross is a way to help others, and this has a profound effect on the
person who provides the help as well. By supporting the Red Cross through the i'm Initiative, people are changing
lives, starting with their own.”

While there is no set cap on the amount each cause can receive, Microsoft will make a minimum $100,000 donation
to each of the 10 organizations during the first year of the program.
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three

things every
executive
should know
about digital
in 2008



it’s a tangled
web we weave

It’s long been accepted that consumers want media on their
terms. As it turns out, everyone has different terms. The
audiences that were once neatly organized around a small
number of media properties are now scattered across thousands
of destinations. In this environment, media owners must not
only produce compelling content but also have a cogent strategy
for distributing chunks of that content to the many different
places customers now spend their media time. For marketers,
this tangled new personalized media environment requires a
reinvention of customer connection. Different stories must be
told in new places, and on a number of devices.



the geek shall
inherit the earth

Or at least the advertising business. For all of the disparate
efforts and skills that are required to succeed in digital
marketing, there is one tie that binds—data. It’s data that allows
us to segment customer groups and deliver relevant messaging
about our brands. It’s data that feeds business intelligence
platforms, enabling reporting on ad effectiveness, customer
engagement, brand health, and site performance. While it’s easy
to become focused on videos and virtual worlds, widgets and
WAP sites, it’s data and analytics that will be at the heart of the
most successful digital businesses.



this time, 1t’s
personal

From LiveStrong to ProjectRED, cause marketing has become
increasingly prominent over the past several years. Digital is
accelerating that trend. The depth of information on the Web
makes it easy to understand the challenges non-profits face.

Digital enables individuals to financially support a cause at the
moment they are inspired—and then encourage their friends

to do the same. And perhaps most importantly, it provides

the single, passionate voice the bullhorn needed to reach the
masses. Quite simply, technology is empowering consumers to
make change, and those consumers will support and trust those
brands that share their desire to make a difference. It’s not just a
buying decision, it’s a personal choice.






About Avenue A | Razorfish

Avenue A | Razorfish is one of the largest interactive marketing and technology services agencies in the world. The company
helps industry leaders such as Starwood Hotels, Kraft, Ford Motor Company, and Carnival Cruise Lines use digital channels to
acquire and service customers. Avenue A | Razorfish’s full suite of digital offerings includes online advertising, Web site design
and development, e-mail and search engine marketing, emerging media strategies, and enterprise portal development. Its award-
winning client teams have a great understanding of customer needs and provide solutions through distinct business disciplines,
which include: analytics, strategy, technology, media, creative design, and user experience. Avenue A | Razorfish has offices in
markets across the United States and global operations in Australia, China, France, Germany, Japan, and the United Kingdom.
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