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Market Analysis:  The 
VeteranShield™ Project 

Utilizing the Hallmark® Research 

By Mark Withrow 

Every new brand – whether a product, service or social 

cause – eventually has to face the life-or-death 

question: Will there be a market?  Finding the answer 

to that critical question is the Ǌŀƛǎƻƴ ŘΩşǘǊŜ behind the 

ever-expanding science and art of forward-looking 

Market Research.  

Our organization is very fortunate in this respect, as the 

vast majority of the heavy lifting has already been 

accomplished by someone who is pre-eminent in the 

field of tracking market trends and countertrends: 

Marita Wesely-Clough, a professional trends forecaster 

for Hallmark Cards.  The magazine American 

Demographics identified Ms. Wesely-Clough as one of 

the top five trendspotters/futurists in the nation.  

Hallmark, with more than forty-two thousand stores 

nationally, counts on her analysis to keep its retailers 

ahead of the consumer curve. 

Her annual trends overview is particularly applicable to 

the needs of our nonprofit organization, as the target 

demographic for the Hallmark product line is practically 

identical to that of The VeteranShield Project. 

A careful review of her 2007 analysis shows that our 

new VeteranShield will undoubtedly be “the right 

product, in the right place, at the right time” over the 

coming years.  What we have discovered – and will now 

move to satisfy – is a tremendous potential market 

demand for a completely new product category:  the 

Personal Outdoor Display©.   Fueled by the rising trend 

for unique, highly-personalized, mid-range luxury 

products, design-built to the consumer’s exact 

specifications, the new VeteranShield product will be in 

Trends for 2007 and Beyond 

Hallmarkôs trends expert looks to 

warp-speed cultural change fueled by new 

attitudes, behaviors, and reality 

While attitudes, perceptions and behavior have 

evolved for centuries, what is news is the speed of 

evolution born of new ideas, instantaneous facts and 

opinions, and physical capabilities.  As individuals 

accept change more rapidly, some trends become 

cultural characteristics in less than a decade, 

observes Hallmark's trends expert, Marita Wesely-

Clough.  And countertrends are spawned by every 

trend. 

 

Wesely-Clough expects this pattern to intensify as 

society rethinks everything ï from the definition of 

ñluxury,ò to the possibility of a dying planet, to the 

power of one individual. 

 

ñA social trend becomes part of a culture when it 

lasts five to eight years or more, Wesely-Clough 

says.  ñBargain hunting, for example, has become 

the cultural norm.  When we identified the bargain or 

good-deal mentality emerging in 1998, it was 

surfacing as a countertrend to designer brands and 

upscale stores.  During the past decade, deep 

discount and bargain stores have grown into an 

accepted mind set, invading car buying, surgery and 

more.ò 

 

Wesely-Clough sees an emerging countertrend ï the 

new middle market with moderate pricing, 

reasonable quality, and realistic expectations.  

 

Wesely-Clough tracks shifts in attitudes and 

behaviors to help Hallmark product and creative 

teams stay ñon trend.ò  Her observations provide 

insight and perspective to quantitative and 

qualitative data from the Hallmark Research 

Department. 

 

Understanding the consumer is essential and the 

first step in creating innovative products, according 

to Hallmark. 

 

http://pressroom.hallmark.com/trends_marita_profile.html
http://pressroom.hallmark.com/trends_marita_profile.html


2 | P a g e  

 

an ideal position to take the fullest advantage of the 

upcoming new attitudes, behaviors and market realities.  

By working together with our PR agency, we’ll be able to 

address those trends by crafting a professional Social 

Marketing campaign to properly launch this exciting 

new product directly at our target demographic. 

Note:  While reading through the Hallmark 2007 analysis 

(left), please make certain to note the most salient trends, 

which are highlighted in yellow and bracketed; those 

trends refer to the Talking Points that are particularly 

relevant to The VeteranShield Project, and are expanded 

upon below.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

2007 and Beyond: Emerging and 
Evolving Trends 

By Marita Wesely-Clough 
 
RETHINKING EVERYTHING  
We have reached a tipping point and people are 
ready for a change.  Old paradigms and pat answers 
to complex issues just arenôt working.  Somethingôs 
got to give.  Watch as established models are 
rethought and revisited.  Accepted approaches to 
economics, politics, governance, business and 
leisure will give way to new and unexpected 
solutions.  Major course changes will occur in both 
public and personal realms, opening the door to the 
future. 
 
THE POWER OF ONE... strengthening  
Though culture and technology will continue to 
shape ñgroup think,ò people will recognize that some 
achievements happen only through the critical 
thinking, deep analysis, inspiration, innovation, or 
genius of one person. Whether it is a breakthrough 
idea, a creative piece, or a scientific discovery, all 
originate in the imagination of one individual. People 
in increasing numbers will move from spectator to 
originator and demonstrate the ñpower of one.ò 
Individuals, stirred to conscious action through 
awareness of what could be made actionable, will 
set change in motion. People will take responsibility 
to better their neighborhoods and communities. 
Expect grassroots volunteerism and philanthropic 
activity to begin locally and expand to national and 
international levels ï going beyond blog into action. 
Individuals will begin to take accountability for their 
small piece of the world. 
 
THE RED (GREEN) HOT ISSUE  
Sustainability now is accepted as THE critical issue 
it is.  Climate and biological shifts have accelerated.  
When we singled out sustainability in 2003, it didnôt 
attract much interest.  The facts are forcing leaders 
into action ï locally, nationally, and internationally.  
The question will be: Can the destructive changes 
that have been set into motion in the earthôs natural 
rhythms be remedied?  Will disaster be averted, and 
balance restored? 

Design direction reflects sustainability 
As our ecological awareness grows, design 
sensibilities will be altered subtly yet steadily and 
move toward an aesthetic of the feminine.  Shapes 
become rounder, less angular, and sensuous 
contours reminiscent of the earthôs natural forms 
become pleasing and are more popular.  Look for 
this softer influence in the arts, automotive design, 
fashion and home furnishings. 

 

 

ÎÎÎÎÎÎÎÎÎÎ 

The back story of the VeteranShield is 

inspiring.  It began as a straightforward 

design conceived by a Vietnam-era Marine, 

Mark Withrow, who wished to create a 

respectful means to publicly honor and 

preserve the history of his late uncle, a WWII 

Army Air Force Veteran.    He soon found 

that his innovative idea had struck a 

receptive chord with his friends and 

neighbors; the response he received from 

those to whom he showed his prototype 

design was truly amazing.   Through the 

growing encouragement of his enthusiastic 

friends and supporters throughout the U.S., 

the impetus needed to grow The 

VeteranShield Project was born.  Very slowly 

– aided mainly by word-of-mouth – the 

original idea blossomed into a grassroots 

nonprofit organization focused on a truly 

uplifting mission: to provide a meaningful 

symbol of remembrance of all U.S. Military 

Veterans – past, present, and future – so as  

to publicly honor and celebrate their 

individual lives each Memorial Day and 

Veterans Day, for generations to come. 

ÎÎÎÎÎÎÎÎÎÎ 
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LUXURY X4 

Moving beyond the idea of limited editions and 

exclusivity, the entire concept of luxury is being 

revisited and redefined.  Conscience will guide in 

purchase and participation decisions, and will make 

a difference in what is seen, chosen, or experienced 

by elite consumers.  ñConscious consumingò will 

integrate ñbuying the right thing,ò and ñdoing the right 

thingò ï creating almost an intersection of luxury and 

sustainability. 

 

BEYOND ADVERTISING ï INTANGIBLES 

Marketers and corporations will begin to see that the 

emotion, excitement and context surrounding a 

brand matters even more than advertising.  The 

encounter with a brand ï in its broadest sense, 

whether experientially or subliminally ï will play a 

significant role in attracting and keeping consumers. 

Creating desire for a brand's products, services, and 

most importantly ï the intangibles associated with it 

ï will build in importance.  

 

THE GENUINE ARTICLE 

The authentic anything will become increasingly 

difficult to find.  Whether a person, experience, an 

organization, or a brand ï encountering the real deal 

will be a rarity.  As a result, when uniqueness, 

reliability and trustworthiness appear together, 

simultaneously in one place, something irresistible 

will happen.  

 

MADE TO MEASURE 

People have gone beyond the desire for the unique 

to wanting ñmade specifically for me.ò   Whether itôs 

the exquisite bespoke suit, the perfect design-built 

great room, or an amazing vacation experience at an 

Italian villa, each element of consumersô lives will be 

personalized precisely for them.  Look for people to 

expect greater levels of tailoring, control, and service 

in everything (retail, housing, travel, banking, politics, 

religion ï the list is endless.) 

MEETING IN THE MIDDLE 

Middle Market... A Must 

For the last six years, weôve talked about the 

designer/luxury market and the discount market.  Itôs 

been a high-end vs. low-end retail world, with not 

much in between.  The middle market has... 

ÎÎÎÎÎÎÎÎÎÎ 

Many “conscious consumers” will naturally 

desire to honor a family veteran by 

commissioning an heirloom VeteranShield – 

because they will intuitively understand that 

publicly displaying a VeteranShield will 

allow them to “do the right thing” on 

Memorial and Veterans Days. 

 

 

ÎÎÎÎÎÎÎÎÎÎ 

Each and every illuminated VeteranShield 

placed on public display will act to create 

additional pride, desire, excitement and 

support for both the brand and the social 

cause behind The VeteranShield Project. 

 

 

ÎÎÎÎÎÎÎÎÎÎ 

Each heirloom VeteranShield commissioned 

will be custom-built to the customer’s exact 

specifications by a skilled digital collage 

designer.  It will feature a life-size head-and-

shoulders portrait of the honored Veteran, 

surrounded by a photomontage of their 

family, friends and/or comrades-in-arms.  It 

will serve to proudly and publicly celebrate 

the life story of an individual Veteran and 

their family on every Memorial and Veterans 

Days for years to come.  Could any product 

be more personalized? 

ÎÎÎÎÎÎÎÎÎÎ 

 

ÎÎÎÎÎÎÎÎÎÎ 

The exclusive, patented VeteranShield will 

stand out as a truly genuine and unique 

product, and the trustworthiness of our non-

profit efforts in addressing the authentic 

need to annually honor our nation’s Veterans 

will ensure long-term public support. 
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édisappeared.  People want to see a change in all 

of that.  The markets are ripe and ready for classic, 

mid-price, mid-range goods that last more than a 

season, but wonôt break the bank.  People will 

compete for quality, good value, and variety at 

reasonable prices.  Watch as businesses and 

corporations clamor to satisfy consumer demands. 

CONNECTED COLLECTIVE 

Fueled by open source software, enhanced by 

companies like Google and Wikipedia, and 

celebrated by the YouTube phenomenon, any one 

of us can offer an opinion, share a personal video or 

a piece of music, and comment on or contribute 

information to the broader collective.  This totally 

transparent digital environment will change peopleôs 

perspective on ñprivacyò as technology becomes 

more accessible across the globe.  The question will 

become, whoôs watching you watch them?  

 

CONSTANT COMMENTARY 

Due to the immediacy that technology and the 

electronic media foster, the commentary culture will 

accelerate.  Regardless of what happens globally, 

nationally, or locally; whether in economics, politics, 

pop culture or religion; itôs a caught-on-tape 

mentality.  Everyone is weighing in with running 

commentary and critique.  Readers, listeners, and 

viewers will become increasingly uncomfortable in 

their passive roles, and in huge numbers will join 

bloggers as they spew forth incessant 

ñopinionation.ò  Once somethingôs been ñbroadcastò 

on the wire or web, itôs OK ï no, our duty ï to weigh 

in, pass judgment, or make fun of whatôs occurred. 

CULTURAL COARSENING 

The culture will continue to coarsen.  From manners 

to mores, from courtesy to common decency, 

refined behaviors will continue to slip.  The media 

and technology will contribute, as advertisements, 

TV shows and web sites feature content which less 

than a decade ago would have been prohibitive for 

general audiences.  What we encounter in public ï 

movies, programming, newspapers, conversation, 

daily life ï will push the boundaries of 

appropriateness.  The cultural commons become 

more "common.ò 

ÎÎÎÎÎÎÎÎÎÎ 

Our member’s website (VeteranShield.org) will 

provide all VeteranShield guardians, friends 

and family members the ability to log in and 

view every VeteranShield ever created – listed 

by Veteran name and hometown – in an online 

“Hall of Honor.”  Our incredible online museum 

will allow the public to visit, share, link to, 

research and cross-reference the entire 

Veteran database, thus helping to build a solid 

“connected collective” of members across the 

nation and around the world, comprised of 

dedicated individuals who wish to contribute 

to our organization’s mission of establishing a 

new American tradition of family memory 

preservation and public remembrance of our 

U.S. Veterans on each and every Memorial Day. 

The creation and guardianship of an individual 

VeteranShield will serve as an exclusive “family 

key” to membership in this honored 

community.  Furthermore, the patented 

VeteranShield will allow our organization to 

establish a loyal following and enjoy long-term 

domination of this new market niche. 

ÎÎÎÎÎÎÎÎÎÎ 

 

 

ÎÎÎÎÎÎÎÎÎÎ 

For a minimum donation of only $500, the 

illuminated VeteranShield is a truly exceptional 

product:  a valued “modern family heirloom” 

that is unique, durable and affordable.  Plus, it’s 

backed forever by a Perpetual Care Program!  

ÎÎÎÎÎÎÎÎÎÎ 
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FAME TRUMPS SHAME 

The world is increasingly desensitized.  Real life 

pales in comparison to the internet, video games and 

reality TV.  We expect reality to be as dramatic and 

engaging, and daily life cannot compete.  We believe 

we need to know ï about everything.  Thereôs 

always a bit of disappointment when no one is 

shamed or maimed.  Fame trumps shame. 

 

GET A(NOTHER) LIFE 

Pop culture, hype, technology, and dissatisfaction 

with lifeôs perceived "imperfectionsò converge to 

push people toward alternative realities.  Fascination 

with celebrity culture, plastic surgery, mood altering 

pharmaceuticals, and curiosity about ñwho I really 

can beò play out in technologically empowered 

worlds.  Avatars rule, potential is unleashed and 

dreams come true without human connection.  As 

long as the program is running. 
 

Countertrend: FACE TO FACE  

Scientific evidence is growing to reveal that human 

contact, shared emotion and positive experience 

contribute even more than previously recognized to 

human well-being.  Communal since our beginnings, 

connecting and communicating will be reinforced as 

the ñsocial glueò that holds us together ï both as 

individuals and groups. 

 

SYSTEMS THAT SIMPLIFY 

Expect more simplification in the use of technology. 

In an effort to meet a new and growing need created 

by the universal electronic culture, an innovative 

system will be developed.  Accessing and changing 

PIN numbers and passwords will be made easy and 

secure.  As a result of the proliferation of phone 

numbers ï work, home, land line, digital, cell, pager, 

car, assistant, etc.ï there will be a movement toward 

total integration ï the use of one ID number only.  

This move toward one identifier will be considered a 

positive step in the ecology of communication. 

 

© 
2007, Hallmark Cards, Inc.  All rights reserved.  Hallmark

®
 is a 

registered trademark of Hallmark Cards, Inc. 

Further information is available at: 

http://pressroom.hallmark.com/trends_2007.html 

ÎÎÎÎÎÎÎÎÎÎ 

A major goal of The VeteranShield Project will 

be to publicly raise the question, “Who in our 

society should be a celebrity?”   

Unfortunately, the shallow and phony values 

represented by the GET A(NOTHER) LIFE 

trend (i.e., Paris Hilton, Anna Nicole Smith, 

pampered professional athletes, Bratz® dolls, 

etc.) have built up a toxic influence in our 

national culture.  Many people in U.S. society 

(parents in particular) have grown 

increasingly alarmed  at the strident media 

onslaught of the superficial “fame trumps 

shame” celebrity culture, and are concerned 

that our nation’s children are not being 

exposed to enough positive role models. 

Therefore, The VeteranShield Project is 

specifically designed to support the equally 

powerful countertrend of FACE TO FACE, 

which is arising out of our growing need to be 

inspired by the positive stories of real lives, 

and the authentic American values they 

represent (i.e., Flags of our Fathers , Saving 

Private Ryan, Olympic athletes, American 

Girl® dolls, etc.) 

Our organization will act as a communal 

catalyst within that countertrend, using the 

VeteranShield product and website to bring 

parents, teachers and children together to 

rediscover, share, and celebrate the true 

stories and sacrifices of the real-life heroes 

within their own families and neighborhoods.  

ÎÎÎÎÎÎÎÎÎÎ 

 

©
2008, POD Development Holdings, Inc.  All rights reserved.  

VeteranShield™ and Personal Outdoor Display
©

 are registered 
marks of POD Development Holdings, Inc. 

www.VeteranShield.org 
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Additional talking points: 

 

The War on Terror in the U.S.
•Since 9/11, the free world continues to be exposed to localized attacks by 
Islamic terrorists, as witnessed by the bombings in the London Underground 
and Bali, Indonesia.  It is generally agreed by most experts that we should 
expect more such terrorist attacks in the U.S. in the future, and that they will 
once again result  in a tremendous negative impact on our economy.

•Compared to many non-essential and luxury consumer items on the market 
(such as holiday vacations and air travel), the VeteranShield Project will be 
relatively immune to the sharp and immediate drop-off of consumer interest 
which has occured following such terrorist events.  In fact, the VeteranShield 
Project is designed to serve as a much-needed morale builder in such times of 
national crisis; therefore the commissioning and public display of 
VeteranShields can be expected, if anything, to actually increase after any such 
future tragedies, as a show of strong and continuing homeland support for our 
troops fighting the War on Terror.

The Immigration Furor
•The subject of illegal immigration is presently eliciting intense debate and 
strong emotions within U.S. society.  Unfortunately, many Americans have 
expressed feelings of “being besieged by Mexicans”, due to the large influx of 
illegal immigrants flowing northward in search of better-paying work.  
Ironically, one of the groups most hurt by this situation –both psychologically 
and culturally –have been native-born and legal-immigrant American-Hispanic 
families .  Many of those families have produced proud, patriotic and law-
abiding American citizens since before the American Revolution.  Their 
understandable sensitivity towards the unfair stereotyping and denigration of 
their entire Latino race was recently highlighted by the huge public outcry of 
American-Hispanic Veteran groups against the PBS documentary film The War 
by Ken Burns, due to the unfortunate failure to profile even a single American-
Hispanic Veteran from the large number who served during WWII.  

•This regrettable situation highlights a strength of the VeteranShield Project.  
Since the VeteranShield Project will allow any and all U.S. Veteran families to 
publicly display their American heritage on their front porch each and every 
Memorial Day, it will naturally provide a much-needed outlet for proud 
Americans to individually and publicly celebrate their family’s proven 
patriotism and past sacrifice in service to our country, no matter when their 
family tree first put down roots on these shores.  More importantly, it will 
allow all of us to do so where it most counts –in our own neighborhood.



7 | P a g e  

 

Additional talking points ɉÃÏÎÔȭÄɊ: 
 

 

GLBT Veterans
•Throughout our nation's history, gay, lesbian, bisexual, transgender, and two-
spirit Americans have always served (and are currently serving) in our Armed 
Forces.  Just like all other service members, they took an oath to support and 
defend the Constitution of the United States of America against all enemies, 
both foreign and domestic.  Working as individuals, or in cohesive units with 
others, GLBT Veterans have proudly and steadfastly served our country in both 
war and peace, and have quietly accumulated distinguished records of military 
service that demonstrate a resolve and a commitment to cherished American 
ideals. 

•Despite the current frustrating and unfair policy of "Don't Ask, Don't Tell, Don't 
Pursue", military personnel still retain their civil right –immediately available 
wihout fear of penalty upon their discharge from the service –to honestly and 
freely express any and all aspects of their lives, including the truth of their sexual 
orientation and/or gender identification.  The VeteranShield Project will provide 
these proud , honorably-discharged GLBT Veterans, and their partners and 
families, a permanent means to do so.  At long last, GLBT Veterans will be able 
to publicly celebrate their proven record of service and sacrifice to our country, 
each Memorial and Veterans Day for the rest of their lives; as is the case for all 
U.S. Veterans, such a hometown honor and personal recognition is long 
overdue.

Memorial Vandals & Thieves
•The traditional model for permanently honoring our local Veterans –a public 
memorial or statue erected in the town square or park –has now proven to be 
anything but permanent.   Unfortunately, such memorials make attractive and 
exposed targets for cowardly vandals (as shown by the recent staining of The 
Wall in Washington, D.C.) and unscrupulous thieves (who often break and steal 
cast memorials and battlecrosses for their valuable copper, brass and bronze).
The annual nationwide costs to protect, insure, clean, maintain, repair or 
replace our Veteran monuments is staggering; sadly, many communities and 
Veteran's organizations have simply given up and removed all of their local 
Veteran memorials and placed them in long-term storage (at additional 
expense).

•To combat this deplorable scourge of disrespect and dishonor, every 
VeteranShield comes equipped with a secret weapon: the VeteranShield 
Guardian.   And, because each Guardian (i.e., the person who commissioned the 
VeteranShield) will be publicly displaying and personally protecting their 
individual VeteranShield –on private property –the chances of an anonymous 
vandal attack are far less likely.  In addition, the publicly-owned VeteranShield 
cannot be legally sold and does not contain any intrinsically valuable materials, 
therefore making it completely unattractive to thieves.


