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Jesse Channon // Chief Growth O�icer
Mr. Channon currently serves as the Chief Growth Officer of Columbia Care, one of 
the largest fully integrated operators in the global medical cannabis industry with li-

censes in 17 jurisdictions in the US and EU. Overseeing Marketing at the corporate, 
brand, and product levels, as well as communications, digital innovation, and retail 

experience, Mr. Channon is tasked with helping Columbia Care to continue to set the 
standard for compassion, professionalism, and innovation in cannabis, working in 

collaboration with some of the most renowned and innovative teaching hospitals and 
medical centers in the world.An accomplished leader with over a decade of 

experience in digital marketing, consumer targeting, grassroots campaigns and 
social media, Mr Channon has advised and worked with some of the largest brands 

and agencies in the world, including Microsoft, AT&T, Honda, Starbucks, NBC,
Red Bull and more.

Rachel lives and breathes convergence, embracing all things pop culture, 
beauty and technology. Her rare combination as a futurist, culture analyst, 
writer, operator, community builder and technologist positions her as a rare 
talent who has been building profitable and scalable business practices. 
Today, Rachel is a partner in L’Oreals strategic investment fund BOLD 
Ventures leading early stage investments to build the future of beauty and 
L’Oreal. Weiss is a regular speaker and guest lecturer appearing at CES, 
SXSW and has participated in many other conferences and events. She has 
been named Ad Age’s Women to Watch and Most Powerful Women in Mobile 
by Business Insider. Passionate about community, diversity & mentorship, 
Rachel also advises and invests in early stage start-ups.

Rachel Weiss // Partner, Bold Strategic Ventures



Tech companies now need to be culturally relevant in order to win.
Growth of beauty business is technology-driven BUT tech has moved to EQ FROM IQ.
The future of the internet and culture is driven by communities and cults, NOT CLICKS. 
Humans will always crave social interaction.
The l.a.b. is obsessed with future-proofing our business to drive the SCs.
Always provide your audience with reason to:
•    Trust
•    Believe
•    Engage
•    Connect
•    Love
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Key Learnings



Recommended Readings

*Click to access

https://simonsinek.com/books/start-with-why/
https://jamesclear.com/atomic-habits


Adapt Or Die // 
Brand Survival & 
Evolution To Stay 
Ahead Of Culture

As Darwin once simply said, “adapt or die”. 
Explore ‘what’s next’ as businesses tackle new 
consumer trends to stay ahead of the culture 
curve. Let’s come together to explore some of 

the most storied organizations and share 
resources to tackle the challenges ahead, as we 

usher in a new brand evolution!



Jesse Channon

CGO – Columbia Care

Rachel Weiss

VP – Loreal Bold Ventures



The part where we talk 
about who we are…



Why are we 
here… Because if everything is too good, you’re probably 

stuck not being awesome.



Rules of 
Engagement

• Try to be present

• These events are all about getting inspired…so 
share.

• Force the collaboration

• Take something with you



Too big to fail…
“Change is the law of life. And those 
who look only to the past or present 
are certain to miss the future.” –
John F. Kennedy



• At its peak in the late '90s, Blockbuster had over 
9,000 physical stores in the United States

• Employed 84,000 people worldwide
• Had 65 million registered customers. 

• Once valued as a $3 billion company, in just one 
year, it earned $800 million in late fees alone.

• In 1997, Reed Hastings founded Netflix, a DVD-by-
mail rental service at the time, in part after being 
frustrated with a $40 late fee from Blockbuster. 

• In 1999 Blockbuster passed on an opportunity to 
buy Netflix for $50 million

• In 2009, Netflix posted earnings of $116 million. 
Meanwhile, Blockbuster, with its continuing 
business problems and legal battles, lost $518 
million.



• At one point in time, Kodak was the most famous 
and revolutionary name in the world of 
photography and videography. The company was 
largely responsible for developing cameras that 
were portable, affordable, transportable, and 
ultimately accessible to the average household.

• But Kodak failed to adapt to advances in technology 
following the invention of the digital camera in 
1975. The company long maintained the belief that 
its customers would continue to appreciate and 
value a printed image over a digital one. Of course
they were wrong, but by the time they halted sales 
of traditional film cameras in 2004, it was too late to 
recover their losses.

• Kodak filed for bankruptcy in 2012 and has been 
working to reinvent itself ever since. In a strange 
turn of events, the company received a $765 million 
government loan from the Trump administration in 
2020 to produce 25% of the active ingredients for 
generic medications in the United States.

https://startuptalky.com/kodak-bankruptcy-case-study/
https://www.cnn.com/2020/07/28/business/kodak-stock-loan-drug/index.html


• Toys R Us was a much-loved children’s brand with 
more than 700 stores across the United States.

• But in recent years, the company struggled to adapt 
to the rise of e-Commerce and lacked creative vision 
— ultimately failing to provide a convenient, 
enjoyable, personalized, or competitively-priced 
shopping experience for its customers. It didn’t help 
matters that the company was suffocating 
under billions of dollars of debt, precluding much-
needed investment in its stores to modernize its 
service offering.

• The company filed for bankruptcy in 2017, listing 
$7.9 billion in debt against $6.6 billion in assets.

https://money.cnn.com/2018/03/15/news/companies/toys-r-us-closing-blame/index.html


• In 1970, printer company Xerox launched the Xerox 
Palo Alto Research Center (known as Xerox PARC) to 
develop the technologies of the future. Technologies 
such as laser printers, the Ethernet, and a prototype 
of the modern PC were all invented at the Xerox 
PARC.

• But while the company invested heavily in research 
and development and achieved some revolutionary 
innovations, it struggled to capitalize on market 
potential and achieve commercial success, 
eventually losing out to an organization with a 
better-established brand and a much bigger vision.

• Despite having developed the graphical user 
interface (GUI) and a commercial version of the 
mouse, it was Steve Jobs and Apple who reaped the 
success for these inventions when the Macintosh 
Computer was launched in 1984.

• Ultimately, Xerox was unable to seize the right 
opportunities to leverage its ideas and innovations 
and run a profitable, commercial business.

https://www.forbes.com/sites/tendayiviki/2017/07/01/as-xerox-parc-turns-forty-seven-the-lesson-learned-is-that-business-models-matter/?sh=541897287548


• Nokia was once known for being remarkably 
adaptive and forward-thinking, and so its eventual 
demise was a surprising one. The company 
consistently invested in research and development 
and invented its first smartphone in 1996.

• But in the years that followed, Nokia failed to 
acknowledge the significance of software, including 
apps, and underestimated the rapid transition to 
smartphones. In 2007, for example, Nokia was 
earning more than 50% of all profits in the mobile-
phone industry but most of those profits were not 
coming from smartphones. In contrast, the 
company’s biggest competitor Apple was paying 
equal attention to hardware and software 
development and was way ahead of the curve when 
it came to smartphone innovations.

• By 2013, Nokia had just 3% of the global 
smartphone market and in August of the same year, 
it sold its handset business to Microsoft for $7.2 
billion.

https://www.newyorker.com/business/currency/where-nokia-went-wrong
https://www.newyorker.com/business/currency/where-nokia-went-wrong


• Myspace was once considered to be the coolest 
social networking site, and between 2005 and 2008, 
it was certainly the most popular. At its peak in 
2008, the site was attracting 75.9 million unique 
visitors a month.

• There are two key reasons for Myspace’s demise. 
Firstly, Facebook came through with a far superior 
and more user-friendly service. Not only did it have 
cool features like the now iconic Facebook 
newsfeed, but it better-facilitated communication 
and networking for its members.

• Secondly, Myspace was badly managed. The site was 
acquired by News Corporation for $580 million in 
2005 and the company’s culture quickly shifted. 
Instead of focusing on optimizing the user 
experience, driving ad revenue became a top 
priority and the site was quickly saturated. As a 
result, Myspace members began migrating to 
alternative platforms. Between 2009-2011, the site 
lost over one million users per month.

• In 2011, Myspace was purchased by Specific 
Media for $35 million, over $500 million less than 
News Corp had paid six years previously.

https://startupbros.com/myspace-the-rise-fall-and-rise-again-infographic/
https://www.huffingtonpost.co.uk/entry/how-myspace-fell-apart_n_887853?ri18n=true
http://www.huffingtonpost.com/2011/06/29/myspace-sold-specific-media_n_887046.html


The 8 Biggest Business Trends In 2022 According 
to Forbes

• Sustainable, resilient operations
• The balance between human workers and intelligent robots
• The shifting talent pool and changing employee experience
• Flatter, more agile organizations
• Authenticity
• Purposeful business
• Co-opetition and integration
• New forms of funding



Sustainable, 
resilient 
operations

Every organization must seek to eliminate or 
reduce the environmental costs of doing 
business. Decarbonizing the supply chain is a 
sensible place to start, but forward-thinking 
businesses are looking beyond the supply 
chain to improve sustainability across all 
business operations. And of course, 
sustainability is linked to resilience, since 
resilience means being able to adapt and 
survive for the long term. Any business that 
ignores sustainability is unlikely to do well in 
this age of conscious consumption.



The balance 
between 
human workers 
and intelligent 
robots

We now have increasingly capable robots 
and artificial intelligence (AI) systems that can 
take on tasks that were previously done by 
humans. This leaves employers with some key 
questions: how do we find the balance 
between intelligent machines and human 
intelligence? What roles should be given over 
to machines? Which roles are best suited to 
humans? There’s no doubt that automation 
will affect every industry, so business leaders 
must prepare their organizations – and their 
people – for the changing nature of work.

https://bernardmarr.com/artificial-intelligence-machine-learning/


The shifting 
talent pool 
and changing 
employee 
experience

The way we work is evolving, with more 
younger people entering the workforce, more 
gig workers, and more remote workers. In 
their book The Human Cloud, Matthew 
Mottola and Matthew Coatney argue that 
traditional full-time employment will be a 
thing of the past, as organizations shift to 
hiring people on a contract basis – with those 
contractors working remotely.



Flatter, more 
agile 
organizations

Traditionally, organizations have been very 
hierarchical and rigid in their structures. But 
that is changing, as leaders recognize the need 
for flatter, more agile structures that allow the 
business to quickly reorganize teams and 
respond to change. It is also, in part, a 
response to the changing nature of work, 
particularly the proliferation of freelance and 
remote workers.
This is the age of flatter organizational 
structures, which are more like flexible 
communities rather than a top-down pyramid 
structure.



Authenticity

Today’s consumers are seeking a more 
meaningful connection with brands. And this 
need for connection has given rise to 
authenticity as a business trend in its own 
right. Authenticity helps to foster human 
connections – because, as humans, we like to 
see brands (and business leaders) display 
important human qualities like honesty, 
reliability, empathy, compassion, humility, and 
maybe even a bit of vulnerability and fear. We 
want brands (and leaders) to care about issues 
and stand for more than just turning a profit.



Purposeful 
business

Linked to authenticity, this trend is all about 
ensuring your organization exists to serve a 
meaningful purpose – and not just serve up 
profits to shareholders. Purpose defines why 
the organization exists. (Not what the 
organization is or what it does or for whom. 
Therefore, purpose is different to mission and 
vision.) Importantly, a strong purpose has the 
promise of transformation or striving for 
something better – be it a better world, a 
better way to do something, or whatever is 
important to your organization.



Co-opetition 
and 
integration

We live in a time where pretty much anything can 
be achieved by outsourcing. The global business 
world has never been so integrated. And it’s a good 
job, because the need to work together to solve 
key business challenges (not to mention 
humanity’s biggest challenges) is great. Indeed, in 
the future, it will become increasingly difficult to 
succeed without really close partnerships with 
other organizations. In practice, this means greater 
supply chain integration, more data integration and 
sharing of data between organizations, and even 
cooperation between competitors.



New forms of 
funding

The ways in which companies can generate 
finance is also changing. New platforms and 
mechanisms have sprung up to connect 
businesses with investors and donors – think 
crowdfunding, initial coin offerings (ICOs), 
tokenization and special purpose acquisition 
companies (SPACs). Many of these new 
methods are driven by the decentralized 
finance movement, in which financial services 
like borrowing and trading take place in a 
peer-to-peer network, via a public 
decentralized blockchain network.



What else?

The last few years have seen a Covid driven adoption of 
“virtualization”
Will we become increasingly familiar with the concept of a 
“metaverse” – persistent digital worlds that exist in parallel 
with the physical world we live in?
Ericsson, which provided VR headsets to employees working 
from home during the pandemic, and is developing what it 
calls an “internet of senses," has predicted that by 2030 
virtual experiences will be available that will be 
indistinguishable from reality.

https://www.ericsson.com/en/reports-and-papers/consumerlab/reports/10-hot-consumer-trends-2030


So how do we win…

























Group Exercise 

DO ANY OF THESE EIGHT 
TRENDS FEEL LIKE 
SOMETHING YOUR 

ORGANIZATION IS FACING 
/ WILL FACE IN 2023?

IS THERE A LOOMING 
THREAT OF PRODUCT, 
PRIORITIZATION, OR 

INNOVATION YOU SEE 
COMING?

IF YOU HAD UNLIMITED 
BUDGET OR RESOURCES 

AS A GROUP, WHAT 
IDEAS CAN YOU COME UP 
WITH / WHAT EXAMPLES 

CAN YOU SHARE WITH 
YOUR TEAMMATES TO 
TAKE BACK TO THEIR 
ORGANIZATIONS TO 

ADAPT!




