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ince our last Impact Report in 
2020, the rest of the world has 
come towards us. Purpose is more 

important than ever to brands, the people 
that make them, and the people who use 
them.

And sure, sometimes the emphasis on 
purpose can feel commonplace and 
sometimes phony or forced. But this is a 
good thing; the fact that brands feel com-
pelled to over-index on purpose is a sign 
of how important it’s become.  And yes, 
sometimes there’s an overreach.  Some-
times it’s just hollow and fake.  But that all 
comes as the natural growing pains within 
a growing sector, and over time, the good 
will vastly outweigh the bad.

Of course, we at OBERLAND changed and 
evolved as a business during the pandem-
ic. We went remote. We focused more on 
our employee value proposition, joining 
others in rebalancing our relationship with 
our people. And, naturally, we’ve learned 
many lessons.

The biggest change since our last Report 
is the Great Resignation. We kept every 
role at the agency whole throughout the 
pandemic: no layoffs, no salary cuts, no 
rolling back of benefits. But when the 
world began to pick up again, the attrition 
started. In the end, we replaced 75 per-
cent of the team over a 12 month period.  
As wrenching as it was, we’re a better 
agency and a better company for it. We’ve 
replaced really good people with folks 
who are even better. We doubled down on 
our commitment to our employees as an 
important constituency. We made a major 
investment in talent at almost every level 
of the company.

We’ve also invested real dollars, over 
$100K, in our efforts to improve our talent 
development, DEI and environmental pro-
grams. We’ve retained the environmental 
tech company Plan A to help us calculate 
our carbon footprint, and plan to be fully 
carbon positive by 2023. We updated our 
handbook. We did another wage gap audit. 

And we’ve engaged a premier DEI consul-
tant to reinvigorate our DEI program.

At OBERLAND, we believe we have the 
ability to make a huge impact on the 
world. With this talent comes a respon-
sibility to act. We founded this agency to 
show others in our industry that there is 
a better way: that they could have a suc-
cessful agency, do great work, help their 
clients and brands move the needle, treat 
their people well, and still make money 
doing it. It wasn’t enough to just lay all 
this out in a PowerPoint deck. We had to 
prove our concept. And we continue to do 
it every day. 

Drew Train Bill Oberlander
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 OBERCHANGE  Our Work 

How we reimagined our DE&I efforts 
in the wake of the pandemic.

03 Our Values, Illustrated

03.1 ACLU: Reframing the fight for  
 reproductive health

03.2 Brady Project: Taking aim at  
 Ghost Guns

03.3 ACLU: Demanding action on  
 family reunification

03.4 Consumer Reports: Championing  
 fairness for consumers

03.5 March of Dimes: Innovating  
 new ways to fundraise

03.6 Acessa Health: Making women’s  
 health a priority

03.7 Mental Health Coalition: Replacing  
 stigma with acceptance

Where do we stand on hot-button issues? 
We share our views, fueled by thought 
and research.

 
04.1 Changing attitudes, except at work

04.2 Should brands defend democracy

04.3 If you see it, what should you do? 

04.4 How brands are addressing  
 mental health

04.5 How brands are confronting  
 racial equity

04.6 Where purpose is heading

A look at OBERLAND staff  
by gender and race.

 No Normal, Only New  Who We Are 
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the wake of the murder of 
George Floyd in 2020 and 
the advent of the Black Lives 

Matter movement,  the face of race 
relations in American radically changed. 

With the pandemic just beginning to 
unfold, OBERLAND sought to reimagine 
and redefine its efforts to explore 
diversity, equity and inclusion, as it 
related not only to our business climate 
but also to the role our staff played as 
members of a progressive society.

InOBER-
CHANGE
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This impetus led to the creation of OBERCHANGE, a reinvented DE&I 
initiative centering on the Black Lives Matter movement and other 
critical national issues by creating forums for hard, honest conver-
sations to happen.

Programming included monthly internal roundtables to process 
and discuss political events and allyship; a political education work-
shop with Harlem-based activist and scholar Colin Patrick Ashley; a 
workshop on Understanding the Roots of Anti-Asian Racism; and an 
agency-organized phone banking session.

OBERLAND encouraged and rewarded the active participation of our 
leadership and staff during these events.

In addition to working to improve ourselves internally, OBERLAND 
develops DE&I material for the broader marketing community on an 
ongoing basis. For example, we re-evaluated the diversity in our own 
client roster and published numerous op-eds on DE&I. 

In January 2021, we released our inaugural Purpose Forecast — an 
unpacking of the major social forces driving the cultural conver-
sation in 2020, with a guide for brands on integrating DE&I, CSR 
causes, and Purpose into their companies’ DNA in order to create a 
more diverse, equitable and inclusive world.

For a deeper overview of OBERCHANGE, go here.

Our OBERCHANGE workshops included the following:  

Understanding #BLM, with Colin Ashley

#BLM Activist COLIN PATRICK ASHLEY guided us through the 
history and framework of the contemporary Black Lives Matter 
Movement. Together, we sharpened our individual political knowl-
edge and media analysis to equip our teams in comfortably navi-
gating client needs within shifting political focus as #BLM grows 
as a historic International Black Liberation Movement.  

Bystander Intervention To Stop Anti-Asian/American 
Harassment And Xenophobia

The one-hour, interactive training taught Hollaback!’s 5D’s of  
bystander intervention methodology advocated by Hollaback! 
(now RightToBe.org). It began by talking about the types of disre-
spect that Asian and Asian American folks were experiencing at 
the time — from microaggressions to violence — using a tool we 
call the “spectrum of disrespect.” OBERLAND staff learned what 
to look for and the positive impact that bystander intervention has 
on individuals and communities. We discussed five strategies for 
intervention: distract, delegate, document, delay, and direct; and 
how to prioritize your own safety while intervening. The goal for 
the session was to leave staff feeling more confident to intervene 
the next time they see Anti-Asian/American harassment online or 
in person.

https://www.thisisoberland.com/blog/announcing-oberchange
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MoCA Tour with Nancy Yao1 

All staff took part in a one-
hour virtual  tour with The 
Museum of Chinese in Amer-
ica (MOCA) led by Museum 
President, Nancy Yao, fol-
lowed by an OBERSPEAKS 
staff-led roundtable talk.

3  Laura Mctighe, a scholar of 
religion, race, gender, and 
abolition, led the OBERPRIDE 
workshop titled “HIV Is Not 
Over,” which examined HIV 
activism in the post-Covid 
landscape. 

1  Nancy Yao, President of the Museum of 
Chinese in America (MOCA), led the OBERLAND 
staff on a guided tour of the collection as 
part of its exploration into the roots of 
anti-Asian American bias, harassment and 
xenophobia.

2  Kay Martinez, the 
renowned Afro-Latine 
Non-BInary educator, 
led a workshop centered 
around the history 
of pride, what being 
LGBTQ+ means in today’s 
society and how 
individuals can support 
this community.

OBERPRIDE: A Deep Dive into "What Is Pride?"  
with Kay Martinez2

This one hour workshop centered around the histo-
ry of pride, what LGBTQ+ means, the importance 
of sharing pronouns and how each of us can sup-
port this community. The workshop was led by Kay 
Martinez, M.A (pronouns:they/them/theirs), who’s 
been featured by Insider, The Huffington Post and 
Monster.com on LGBTQ+ workplace inclusion. Kay 
is currently the Director, Diversity & Inclusion Educa-
tion & Training, Georgia Institute of Technology, and 
a teaching fellow on Critical Race Theory in  Educa-
tion at the Harvard Graduate School  of Education. 

OBERPRIDE: “HIV Is Not Over,”  
A Conversation with Laura Mctighe3

This workshop dove into the history of 
HIV activism in the US and the impact on 
a ‘post-Covid’ public health landscape. We 
focused on our culture’s hyper-obsession 
with the bodies of folx who are HIV+ and 
the intersection with abolition. HIV activ-
ist Laura Mctighe led the workshop, giving 
our staff tools and frameworks to think 
about the structural and cultural connec-
tions between HIV Activism and our global 
public health crisis.
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02
Who
We Are

or an agency that’s set ambitious 
diversity goals, we have a ways 
to go to live up to our own ideals, 

as the graphics below indicate. 

We’re still majority white, not nearly 
enough black and brown, although our 
gender balance is strong. We’re working 
on correcting these imbalances.

F
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Agency as a Whole FEMALE

MALE

NON-BINARY

BLACK/AFRICAN AMERICAN F

BLACK/AFRICAN AMERICAN M

ASIAN F

ASIAN M

WHITE F

WHITE M

HISPANIC/LATINO F

HISPANIC/LATINO M

TWO/MORE RACES F

TWO/MORE RACES M

TWO/MORE RACES NON-BINARY

Agency by GenderSenior Exec. Level ManagersProfessional First/Mid-Level Managers
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Our 
Work

our work attests, 
OBERLAND’S overarching 
goal is to help our clients, 

whether for-profit companies or 
nonprofit organizations, effect positive 
social change in a persuasive and 
compelling manner. 

Our recent work shows how our 
product and process are aligned with 
those goals. 

As
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The American Civil Liberties Union wanted 
to energize activists ahead of an expect-
ed decision from the U.S. Supreme Court 
that could strike down the core of Roe v. 
Wade. Our campaign reframed the issue 
as a battle between government-man-
dated forced pregnancy and reproductive 
freedom, and highlighted the harms that 

abortion restrictions have on people, es-
pecially in communities of color. Working 
under the banner thalo0t "Abortion Bans 
Are Forced Pregnancy," we created TV 
spots and digital ads that drove 11.1M 
impressions and 1.2M views during their 
media flight and doubled the mentions 
online of ‘forced pregnancy.’ 

03.1 ACLU: Reframing the fight for reproductive health

The search ads drove high levels of en-
gagement, directing people looking for re-
productive rights policy content to ACLU’s 
Forced Pregnancy site. And the video ads 
achieved high completion scores as well. 
To view the videos and print ads, check 
out our case study here.

https://www.thisisoberland.com/casestudies/aclu-forced-pregnancy
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Unregulated and untraceable homemade 
firearms anyone can obtain, Ghost Guns 
are real, fully functioning firearms, and 
they’re deadly. Communities across the 
country, particularly Black and Brown 
communities, are being torn apart by 
these weapons. In this campaign for 
Brady we clearly demonstrated the need 

for ghost gun legislation by connecting 
these invisible weapons with the actual 
tragedies they create. Aimed to rally sup-
port for President Biden’s spring 2022 
proposal to classify ghost guns as fire-
arms, the campaign used headlines like 
“Ghost Guns Cause Real Funerals,” and 
“Ghost Guns End Real Lives.” It was cel-

03.2 Brady Project: Taking aim at ghost guns

ebrated by Brady and credited for help-
ing score legislative progress, as well as 
to mark events like its legal victory over 
ghost gun manufacturer Polymer 80 and 
New York’s push to stop a ghost gun 
seller from doing business in the city. See 
it in action here.

OUR WORK       CHAPTER   03  /  04

https://twitter.com/WaveEdFund/status/1425155136561848322
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We were asked early in 2021 to address 
the issue of family separation at the 
southern border. While progress had been 
made to reunite a handful of families, as 
of May of that year hundreds of children 
still remained without parental care and 
were suffering irreparable trauma. We 
sought to drive home the severe emo-

tional distress facing these children and 
ensure that family reunification remained 
a priority for the Biden administration. 
To raise awareness of this problem, we 
launched an ACLU message with a full 
page ad in The New York Times print edi-
tions on Mother’s Day.

03.3 ACLU: Demanding action on family reunification

In response to our ad, and added public pres-
sure, the Biden administration responded  
with promised efforts to reunify the thou-
sands of separated families. To review the 
ad, click here.

OUR WORK       CHAPTER   03  /  04

https://www.thisisoberland.com/casestudies/aclu
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As one of America’s longest-serving con-
sumer advocate companies, CR reached 
out for help updating their brand. OBER-
LAND, in turn, helped reimagine them as a 
destination for fairness.

Consumer Reports creates the most ex-
haustive and comprehensive ratings in 
the industry; through its reviews, testing 
and advocacy, they make sure consumers 
know what they’re getting. 

03.4 Consumer Reports: Championing fairness for consumers

By focusing on four key issues – car 
safety, internet access, price discrimina-
tion and  education debt – we created a 
multi-dimensional campaign under the 
banner “Fairness Needs a Fighter” that 
alerted the public to the critical role Con-
sumer Reports plays in their lives. To view 
elements of the campaign, go here.

OUR WORK       CHAPTER   03  /  04

https://www.thisisoberland.com/casestudies/consumer-reports
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March of Dimes came to OBERLAND with 
a challenge: how can you leverage a char-
ity gala to raise funds in the middle of a 
global pandemic? To answer the call, we 
transformed their annual fundraiser, “Sig-
nature Chefs,” into an online extravaganza 
that rivaled and in some ways improved 
on the in-person experience. 

We created bespoke online auctions that 
generated buzz, engagement and fa-
cilitated an out-of-the-box approach to 
donations. The event, dubbed “Feeding 
Motherhood,” bridged the gap between 
MoD’s meaningful work with the Signa-
ture Chefs series, sparking a greater in-
centive for people to participate and give.

03.4 March of Dimes: Innovating new ways to fundraise

The initiative culminated in a powerful 
“March for Babies” event, designed by 
OBERLAND, which allowed mothers to 
finally come together in real life. In just 
over three months, our effort raised over 
$9 million in funds. 

Even though this was at the peak of the 
COVID-19 lockdown, we surpassed our 
initial donation goal. For a look at the 
work, go here. 

OUR WORK       CHAPTER   03  /  04

https://www.thisisoberland.com/casestudies/march-of-dimes
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As the developer of a proprietary laparo-
scopic fibroid treatment, Acessa Health’s 
goal was to raise brand awareness and 
drive consumer demand for the procedure. 
To establish trust and affinity with pro-
spective patients, we needed to position  
the brand as more than a medical device. 

We needed to tap into a larger conversa-
tion about the discrimination women face 
in healthcare. Our campaign was dubbed 
“Making Women’s Health Healthy,” and in-
cluded cheeky ads that utilized humor to 
make their point. 

03.5 Acessa Health: Making women’s health a priority

Appointments for treatment held steady, 
which was an accomplishment consider-
ing the campaign ran during a time when 
elective surgeries were suspended in lieu 
of Covid treatments. 

And the brand attracted a major, multimil-
lion acquisition by a billion-dollar medical 
technology company. To view our work, 
go here.  

OUR WORK       CHAPTER   03  /  04

https://www.thisisoberland.com/casestudies/acessa-health
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03.6 Mental Health Coalition: Replacing stigma with acceptance

The Mental Health Coalition came to 
OBERLAND for help with a mental health 
awareness campaign. The organization’s 
goal was to promote more open conver-
sation around mental health, as a way to 
destigmatize the topic. Our challenge was 
to get people talking about something 
they’re largely averse to talking about.  

Our campaign tapped leaders and taste-
makers from music, fashion, film,  TV and 
politics, including designer Kenneth Cole, 
author and entrepreneur Pamela Bell 
and media darling Kendell Jenner, to get 
people to be comfortable with discussing 
how they feel, using the query, ‘How are 
you really?’ 

We reached 200M unique users, without 
spending a dime in paid media.

OUR WORK       CHAPTER   03  /  04
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No Normal, 
Only New

here do we stand on hot-button 
issues? We shared our views 
and provided guidance, fueled 

by thought and research.

People like to say about radically changed 
circumstances or situations that they’re 
the ‘new normal.’ We think the concept of 
‘normalcy’ has been redefined, and that 
now all we have is new: new sets of rules, 
new expectations, new traumas, new 
challenges and new opportunities. 

W
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Case in point: When the pandemic hit and the racial awakening 
began in the summer of 2020 – a double social whammy that left 
many with their heads spinning – we created an impactful series 
of posts titled, appropriately, “No Normal, Only New.”

These took the form of compact, easily usable content for our 
staff, our peers and the public alike, designed to help them ad-
dress some of the major issues facing the country over the last 
24 months. To create these, OBERLAND conducted original con-
sumer research throughout the pandemic. We didn’t shy away 
from difficult conversations about race, gender equality, sustain-
ability, police brutality, mental illness, voting rights or other social 
hot buttons. These issues aren’t simple or easy, but OBERLAND is 
on the forefront of these complex conversations.

Among the highlights of our content offerings under the “No 
Normal, Only New” banner are the following:

04.1 Changing attitudes, except at work

It’s been a tough couple of years, we all 
know that. To get a feel for how soci-
ety viewed people’s efforts at caring for 
themselves emotionally, OBERLAND 
conducted a survey of 600 Americans 
to gauge their prevailing attitudes about 
mental health, with an eye towards reduc-
tion or change in the stigma associated 
with varying forms of mental illness.   

Our findings showed greater acceptance 
of mental illness in society, except in the 
workplace. We created a series of info-
graphics that summarized our findings, 
which we also shared in greater detail 
with NAMI NYC, the metro NY chapter of 
the National Alliance on Mental Illness. 
Learn more here.

https://www.thisisoberland.com/blog/is-the-stigma-about-mental-illness-fading-oberland-finds-that-attitudes-are-changing
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04.3 If you see it, what should you do?

04.2 Should brands defend democracy

Police brutality, particularly directed to 
Black and BIPOC individuals, is a deeply 
seeded, systemic issue. But taking action 
against police brutality and racial injus-
tice can be a daunting task. There’s no 
one-size-fits-all response. Every commu-
nity has a different relationship with its 
police force and every single encounter 
has its own unique set of circumstances. 

So OBERLAND developed a list of actions 
to help people determine the best way 
to confront police brutality and racial in-
justice in your community. We also com-
piled a useful guide of the nation’s largest 
organizations leading the fight against 
police brutality and racial injustice. 
Learn more here.

How much of a factor should brands and 
advertisers play in helping keep America 
a true democracy? Interesting question, 
as brand activism has resulted in conten-
tion like Disney’s battle with Ron DeSantis 
and the State of Florida. We took a look at 
how much consumers want their favorite 
brands to push back on restrictive voting 

laws in an expansive survey we conducted 
in early 2021, talking to 10,000 consum-
ers of the nation’s largest, publicly traded 
brands - companies like Petsmart, Circle 
K, Sprouts, Delta Air Lines, The Coca-Cola 
Company, The Home Depot, Lowe’s, Bank 
of America, Aramark, Rite Aid, PNC Fi-
nancial Services Group, JCPenney, Whole 
Foods Market, Dell, AT&T, American Air-
lines and Pizza Hut - and found that 83 
percent of them believe the corporations 
have a duty to protect their - and their em-
ployees' - right to vote. Learn more here.

NO NORMAL, ONLY NEW      CHAPTER   04  /  04

https://www.thisisoberland.com/blog/the-oberland-guide-to-confronting-police-brutality-in-your-community
https://www.thisisoberland.com/blog/the-unexpected-duty-of-brands-to-save-american-democracy
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04.5 How brands are confronting   racial equity  

04.4 How brands are addressing mental health

We know the path to achieving racial jus-
tice is complex. There are many overlap-
ping social, economic and cultural factors 
that ignited the racial unrest that came to 
a head in 2020. As society collectively 
pushes for a more equitable tomorrow, 
we pondered what role should brands 
play in taking a stand and making a dif-
ference?

To get a read on this issue, we asked 
American consumers on real-time market 
research platform Suzy, as well as indi-
viduals on our extensive LinkedIn net-
work, a series of questions during Black 
History Month of 2021 to uncover how 
they really want to see brands respond-
ing to pressing issues surrounding 
racial justice during BHM and beyond.  
Learn more here.

We marked Mental Health Awareness 
Month in 2021 with a survey tracking con-
sumers' attitudes about how well attuned 
brands were to their customers’ and em-
ployees’ state of mind. And, since it was 
also Asian American and Pacific Islander 

Heritage Month, we dovetailed this deep 
dive into an examination of how we feel 
about how brands were addressing the 
rise in racism and racially-induced vio-
lence directed at Asians in the ongoing 
wake of the pandemic. Learn more here.

NO NORMAL, ONLY NEW      CHAPTER   04  /  04

https://www.thisisoberland.com/blog/how-do-consumers-really-want-brands-to-drive-racial-equity
https://www.thisisoberland.com/blog/the-unexpected-duty-of-brands-to-save-american-democracy
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04.6 Where purpose is heading  

After a year marked with social unrest 
and demand for brands to set a precedent 
for social change, we launched our 2021 
Purpose Forecast in January of that year. 

This inaugural report discussed how 
brands could integrate impact into the 
DNA of their work, after the historical 
events leading to 2020 and beyond. We 
examined four leading social forces that 
erupted in 2020 and predicted how they 
would shape what consumers expected 
from brands in the post-2020 era: Racial 
+ Systemic Inequities; Climate Action 
+ Sustainability; Social Connection + 
Mental Wellness; Democracy + Truth. We 
invited the industry to share our findings 
and conclusions, and plan to revisit the 
forecast in light of the jarring events of 
the past 18 months. Learn more here.

2021                          PURPOSE FORECAST 1

 20 
 21 
PURPOSE  
          FORECAST

NO NORMAL, ONLY NEW      CHAPTER   04  /  04

https://www.thisisoberland.com/blog/2021-purpose-forecast
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