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ConCePT one:

THe CoVeR 
PRoJeCT
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THe CoVeR PRoJeCT 
THe FeedbaCk

over the last several days, we have come back to The Cover Project seeking to 
address the following: 

- How do we create a framework that is more than just a one-and-done execution? 
- How do we engage the fans, friends and followers for a longer period of time?
- How do we create and execute the program so that people get something deeper than  
  a gimmick?
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THe CoVeR PRoJeCT
bIGGeR and beTTeR

ok, let’s recap where we are. 

Fast Company’s gonna put the profile picture of everyone who tweets or updates Facebook with the line 
“I’m gonna be on the cover of Fast Company magazine” on their cover.

We’re talking thousands of people on multiple covers, representing the scope and spread that visualizes 
social networking. It’s a viral marketing experiment that becomes editorial. It’s cool and relevant and 
never done before and buzz-worthy for all the reasons we’ve discussed.

but we want it to be more.

We want to give these people more motivation, more information, more fun, and more reward. add an 
element of competitiveness to it, and single out those who are on the leading edge in social networking. 
We want to bring these people into the Fast Company world a bit further as well, get them to invest in it 
and see the rewards of it. and we want the resulting covers to be more than just a bunch of little pictures 
that shows how many people we got to do it. Instead, they should be a visually arresting data graphic 
of the way virality works on the web. It’s a uniquely Fast Company idea, a perspective on marketing and 
business that only Fast Company has the foresight and creative chops to pull off.

How?

scale. 
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THe CoVeR PRoJeCT
PoWeR oF InFluenCe

sCale.

Every image will be scaled according to how many other people they “influence” to partake. The more 
you get, the bigger you are. In the viral analogy, we’re looking for patient 0’s, the places where the virus 
starts and/or the places it jumps by significant magnitudes. Who are the Influencers? Where are the 
hubs?

say I tweet the line to my 150 Twitter followers. and say 5 of them participate and tweet the line. and then 
from their followers, 11 more tweet it.  etc. We track this. I can go to the cover project site and see where I 
am and how my tweet has spread. 

In the scoring, each degree would have diminishing value. So if I “influence” 5 people directly (followers 
or friends), but one of them influences 150 directly, I would get some credit for those 150, but not as 
much as he did.







10

THe CoVeR PRoJeCT
ReWaRdInG PaRTICIPanTs

Here’s where the fun starts. We track all this on the Cover Project site. There, you can see your relative 
standing vs. everyone else in a dynamic way. over the course of the project, you can watch the 
exponential growth in participants, the shifting positions, etc. And ultimately, the final “results” will 
determine the relative scale you (and everyone else’s) will have on the final cover. Which makes the cover 
itself an amazing visualization of social network influencers – the cream rises to the top. 

OK, what about the tiny specs of sand on the cover – won’t they feel gypped? Well, no, because there’s 
more.  First of all, they can go to the site to prove it is in fact them on the cover. using a “magnifying” 
cursor, they can scroll over the images on a dynamic digital version of the cover to confirm their place. 

But here’s the bigger reward. This site will allow them to bring up other info as well –info any navel 
gazing social networker will want to know. It’ll tell them the total number of people they influenced, at 
what degrees their influence had the most effect, and the path their influence took. It’s like your own 
personal game of six degrees, only now you’re kevin bacon.  I think the thrill of tracing your own 
personal path of influence through these social networking sites is pretty irresistible. And it will only be 
available through Fast Company.
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THe CoVeR PRoJeCT
deTaIls on THe PRoCess

some notes on the implementation of the thing. 

First, it won’t be enough just to tweet or update with the “I’m gonna be on the cover line.” 

Participants will first have to go to a site (ex: Fastcompany.com/thecoverproject) where they will get the 
simple instructions to be properly counted. The whole project will be laid out there, so potential users 
know the cool stuff that awaits. 

To participate they will have to log-in via Facebook Connect or Twitter’s OAuth flow so that they can be 
properly tracked. logging in via Facebook Connect or Twitter oauth will allow us to pull their personal 
photo. We’ll ask them for a couple pieces of personal information - as few as possible (ex: first and last 
name, email address and zip code). This info would give us tons of data to mash up and visualize as part 
of the experiment.  
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THe CoVeR PRoJeCT
sHaRe FunCTIonalITy

The last, but most important step will be getting the participant to share the “I’m gonna be on the cover” 
message with their preferred social network. Our site will generate a unique identification code to add to 
the end of the shortened URL accompanying the message (ex: fastco.com/lmnop). 

When this URL is clicked, it will send others to the site so they can do the same. The unique identifier 
appended to the uRl will allow us to know how the message spreads over time, and will then allow us to 
calculate the degree to which individuals influence each other (the point from which we scale people’s 
photos accordingly).

That’s the high-level process. of course there are always administrative and legal details to address, but 
this formula will give us all the needed information to construct a viral loop within The Cover Project.  









19

ConCePT TWo:

WTF Man
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WTF Man
THe FeedbaCk

We have revisted WTF Man seeking to address the below:

- Can we refine the tonality so we are mindful of the difference in being provocative 
   versus insulting (particularly in relation to potential advertisers)?
- should WTF Man have a sidekick, for gender diversity and appeal?



21

WTF Man
oVeRVIeW

WTF Man will make people rally around innovation by 
reconsidering dumb ideas that permeate their everyday 
lives.

Fast Company is a publication that is a provocateur, an 
agent of change, and a brand that not only makes you 
think about the perils of dumb, slow, corporate america 
but actually inspires its readers to do something about 
it. 

and WTF Man is going to help Fast Company on their 
mission.

He’s going to disrupt and attempt to alter the mundane 
and idiotic ideas that corporate america serves up 
everyday.  and he is going to mobilize a massive social 
network to help him. 

We love this idea because it has never been done 
before. 

let’s just make sure we don’t piss off a few advertisers.  
We’ll do this by nailing the tonality of the campaign.  
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WTF Man - TonalITy
THe PeRsona

WTF Man’s Persona. 

WTF Man is not a FC spokesperson.  He’s only here to help consumers by helping corporate america 
help themselves.  We will build this “I’m only here to help” into his persona and tactics.  He’s not a 
complainer but a Colbert-like satirical comedian. 

like John Hodgman, he’s smart as hell.  
Like Zach Galifinakis, you’ll never know what he does next.
like Michael Cera, he earnestly just wants to help.     
unlike larry david, he’ll never be an asshole.
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WTF Man - TonalITy
CoPy ConVeys HonesT InTenTIons

WTF Man has honest intentions and we will package the campaign with a simple line and copy that 
conveys FC’s mission in an honest voice. 

every execution of WTF Man will be accompanied by a tagline that conveys Fast Company’s mission.

“Fast Company. disrupting business as usual.”
“Fast Company. Ideas and people disrupting business as usual.”
“Fast Company. Taking care to take care of business.” 
“Fast Company. Reminding you that dumb ideas aren’t good.”
“Fast Company. Why didn’t you think of that dummy?”

body Copy:
The good folks at Fast Company are on a mission to bring people and ideas together to inspire and 
challenge the most creative thinkers in business.  

but inspiring innovation takes a village and WTF Man is our village idiot-savant.  
He will challenge the FC community to inspire the stagnant, outwit the beauracratic, and amplify the 
nuggets of genius that make a slow company fast. 
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WTF Man - TonalITy
FaIR and balanCed

Fair and balanced.  

We will make sure to highlight what a company is doing right in addition to the dumb ideas that we are 
trying to change. 

We will only take on issues that the masses clearly have a problem with and many times the issues we 
take on will serve the greater good.  The audience will always have a voice and we will defer to them to 
decide what issues to address. 

We will begin by bringing dozens of companies and ideas to the table. FC will decide if any companies 
are “too close.” 
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George basil:
The best improv comedian 
that you have never met. 
He’s young, funny-smart and 
completely random. Weird 
like Zach Galifinakis but more 
approachable. 
http://www.youtube.com/watch?v=b2o5wi500
bs&feature=related
http://www.youtube.com 
watch?v=5p_2Pj7PjRk

WTF Man - CasTInG

scott Parkin:
The best improv actor that he 
have worked with. We like him 
because he is so unexpectedly 
funny and looks like he works 
for Corporate america. both 
of the takes below are 100% 
improvised.
http://www.youtube.com/
watch?v=kjuvWlMvlFs
http://www.youtube.com/watch?v=Tj3-
vz3x3Cw&feature=related

Michael Meehan:
We like Michael Meehan 
because he looks like a 
Ceo. Good natured and 
affable improv style. nobody 
expects the guy wearing a 
three-piece suit to drop the 
WTF bombs. 
http://www.youtube.com/
watch?v=mao8ckncx-k

our WTF Man should be smart, funny, likeable, able to improv, and he just “gets it.”
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WTF Man
P.o.V. on CasTInG TWo CHaRaCTeRs

PoV on casting two characters.

We are fine with WTF Girl. Let’s just not have two characters. 

Creating characters is challenging. We have limited time and money to establish a character that will 
cut through the clutter and be instantly likeable.  establishing an emotional connection and instant 
recognition with two characters will be twice as hard as one. 

We agree that we must appeal to males and females. If we cast a male, we will make sure that he is 
likeable by men and women and he’ll address a few female-centric issues. 
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WTF Man
launCH sTRaTeGy - PHase 1

We will launch WTF Man with a :30 second viral video and a list of 
“WTF’s” for the audience to vote on. 

during the video, WTF Man launches a tirade about the idiotic 
bullshit that corporate america serves up everyday.  He’ll present a 
hilarious montage of ten dumb company ideas that affect our daily 
lives:
 
- Why Cable network aMC displays gigantic animated “stinger ads” that 
cover 15% of the screen during Mad Men. WTF, man?

- Why best buy cashiers asks for our home address when only buying 
batteries?

- Why Hudson news gives its customers an 8 by 4-inch wide receipt 
when buying a pack of gum?
 
- Why American Airlines charges for $8.00 to rent a flame-retardant 
“pillow & blanket package?” 

- Why the yellow Pages phone books are still printed.  Five million trees 
are cut down to make these yellow door-stops? How about just leaving 
a post-it note with a yellow Pages uRl on my door? 

- Why starbucks insists on their feel-good yet idiotic naming convention 
of cup sizes. 



The video will then present a montage of hilarious tactics WTF 
Man will use on his crusade to spark innovation. 

- using social networks to rally his crusades.
- stage “improv-everywhere” style protests.
- Crank phone calls. 
- Man on the street interviews.
- Visits to shareholder meetings. 

WTF Man
launCH sTRaTeGy - PHase 1



WTF Man
launCH sTRaTeGy - PHase 1

This video is syndicated alongside an interactive 
menu where the audience can vote on which “WTF 
issues” WTF Man will take on.  

To launch the campaign we will leverage FC’s 
magazine, site, email database, web presence, Fb & 
Twitter to post the WTF intro video & app.  In addition, 
we will tap a powerful network of digital influences to 
distribute the video. 
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WTF Man
launCH sTRaTeGy - PHase 2

We will produce three “WTF Man Films.” For each WTF Film, we will follow WTF Man as he engages with 
the audience to keep them interested and participating.

Here’s what one will look like: 

day one:    Video rant about starbucks’ cup naming system.  Call to the audience to follow WTF Man  
   for daily updates.   

day Two:    Vote on what we should call the cups.

day Three:  Man on the street video “focus group testing” new names.

day Four:  Call starbucks’ Ceo and ask his exec assistant how the new cup names make her feel. 

day Five:  ask people from around the world to walk into starbucks, shoot a mobile phone video of  
   themselves, and order a “small,” “medium” or “large” beverage.  

day six:  Post these videos on Fb, Twitter, etc. and send links to bloggers and press.

Day Seven: Post a final two minute ‘WTF with Starbucks’ film chronicling WTF man’s journey.  

It’s our hope that each film will conclude with a positive call to action such as:  
May 7th is WTF day at starbucks. order a cup of coffee in small, medium, or large and starbucks will 
donate a portion to a worthy cause.
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WTF Man
launCH sTRaTeGy - PHase 3

We create an evergreen way for people to continue the campaign themselves.  We will create and launch 
a simple mobile application that enables you to post a WTF on Fast Company’s WTF site, Fb page, and 
Twitter account.

Hopefully the FC audience will undo jackass ideas in: 
 - Fast food  
 - Hollywood 
 - Gas pumps
 - automotive
 - beverage companies
 - Grocery stores   
 - advertising
 - The Internet
 - Microsoft
 - Facebook
 - network news
 - environment
 - annoying advertising 
 - Packaging companies

at the end of the day we want your new and existing audience to say: “I can’t believe Fast Company did 
that. That was awesome.”
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THank 
you
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© 2010 mekanism. All plans, copy, ideas, art, layouts and other recommendations made by mekanism and friends 
are for presentation purposes and remain the property of mekanism until such time as the project is commissioned. 
any unauthorized use of these plans, copy, ideas, art, layouts and other recommendations is expressly prohibited. 


