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By DORIAN BENKOIL |  If there’s any doubt about the power

SocialVibe has to motivate a community, consider this: After 

a quick blog post and a note to the company’s “street team” 

of volunteers, our Web site was flooded with hundreds of votes 

and impassioned comments, swamping every other finalist

in the awards.

Since its launch last April, SocialVibe’s core concept has been to

give users on social networks a choice of brands for ads they place,

and benefits for placing the ads. The benefit an overwhelming

number of users selected was to have the profits from their ads be

donated to charities. “With social media and social networks, it’s

not about what I can do as one person. It’s about what we can do as

a community,” says founder and president Joe Marchese. “Even

though each person might only raise a dollar or two dollars in a

month or a quarter, tens of thousands of people coming together

are raising tens of thousands of dollars.”

An advertiser pays $1-2 for every user who opts in, all of which

currently goes to the chosen charity. SocialVibe by the end of last

year had  generated more than $250,000 for charities, funded the

digging of wells in Africa and gotten donations of more than 1.6

million meals, as just a few examples. Once the user base and rev-

enues grow, SocialVibe will also compensate the social networks

and will take a cut for itself to fund the operation and, it hopes,

make a profit.

Social advertising meets social good

Social Vibe succeeds 
by motivating communities
of action in extraordinary
ways across platforms and
ideologies.

Social Vibe

for unleashing the power

of distributed advertising

on personal media.

SocialVibe taps into the

networks of the young and

connected, creating a place

where members get spon-

sored and give back. Social

media meets syndication

and social good.
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The business model creates a “win” all around. Social networks like

Facebook, MySpace and Bebo get a way to encourage users to put

ads on their pages for which those social nets will ultimately be

compensated. The brands get the new holy grail of advertising,

“engagement,” as people pro-actively choose the ads on their pages

and get friends to do so as well. Charities, which have been careful-

ly vetted by SocialVibe, get thousands of dollars they otherwise

wouldn’t. And SocialVibe some day turns into a profitable business

that can compensate its owners, investors and employees. “The

idea of charitable giving on the Web supported by advertising is not

new,” says Chris Cunningham, founder of social network ad com-

pany Appsavvy, “but SocialVibe is tapping into the most powerful

environments -- social networks -- to take this idea to new,

unprecedented levels.”

There are plans to expand SocialVibe to the Ning social networking

platform and beyond social networks to WordPress, email and

instant messaging. They hope to work with

feeds like Twitter and Friendfeed. And by the

time you read this, the company will likely

have announced a second round of $8 million

in financing on top of the $4 million it had

already raised from venture capitalists.

Marchese says they’re following a model

that’s always worked in advertising: The

advertiser pays the company that runs an ad,

which gives some of that money to those who

create the content. The difference is that the

content producers in this case have chosen to give their proceeds to

their favorite causes. “No one has ever treated people like the con-

tent producers they are today. And the amount of money that is

owed to people if everyone adopts their own advertising and goes

through the process, is a massive amount, and could lead to signifi-

cant changes in the way the world sees advertising and what the

people will do for charities,” he says.

That would change the game even more.

Causes find a welcome
audiene at Social Vibe

Social Vibe
www.socialvibe.com

Creates a new business model by

combining brand and cause mar-

keting with social networks. You

choose the cause, attach your

favorite brand, then launch YOUR

campaign to market and raise

money for your cause.


