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world do more epic shit.” For
the most extravagant iteration
of the three-year-old event, that
means 1,000 summiteers are
expected to pay $3,500 each

to take a 14-story ocean liner
to a private island in the Baha-
mas. Daily meditation is fol-
lowed by expert panels on
altruism, revelry, and innova-
tion; shark-tagging; and party-
ing in the 24-hour music
pavilion, headlined by the
Roots. If it seems over the top,
that’s the whole point.

“It’s all work and all play,
24,7 Rosenthal says. “When
you have lucid-dreaming gurus
and past presidents doing
things they've never done before,
it leads to crowd-accelerated
innovation for everyone
involved. Qur goal is to catalyze
as much change in the world
as possible by connecting
dreamers and doers.”

Last year, in Washington,
D.C., those dreamers and doers
raised $600,000 for child sol-
diers in Uganda and for the
Conrad Foundation, a program
for high-school entrepreneurs.
This year, the summit is turning
its attention to the sea. The
team has been stationed in
Florida since October, aggres-
sively recruiting for the event
while kiteboarding and tagging
sharks with marine biologists at
the University of Miami. Natalie
Spilger, a past attendee and a
professional soccer player who
founded the not-for-profit
GreenLaces, was hired to lead
the summit’s environmental
initiatives. First up: “We're
going to offset carbon emissions
from the ocean liner and make
sure most of the fish on the
menu are sustainable,” she says.

Why the obsession with
the ocean? “It’s the most
important issue in the world,
and it’s on the brink of col-
lapse,” says Thayer Walker, the
company’s director of recon-
naissance. “Without a healthy
ocean, there’s no healthy
business.” And there’s no point
to business without a heavy
dosage of hedonism., @
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Bizwords

SELF-PROCLAIMED “social-media guru” and “jargon techspert” Alex Blagg from BajillionHits.Biz
keeps sending us lists of “hot new Bizwords,” which he insists are creating tons of buzz in the biggest
meetings and boardrooms. We'll let you decide.

REHABUZZITATION

A hibernation period
during which a person or
brand takes a break
from ereating Internet buzz in
order to recharge their buzz-
driving batteries

APPTERNOON DELIGHT
(AKA ANGRY LUNCH)
The practice of
barricading oneselfin a
bathroom stall for 20 or
30 minutes every afternoon
just to play Angry Birds
on your smartphone

FACEBLOCKING

Losing an otherwise solid

sale, job, or business relation-

ship just by acting like a
jackass on Facebook

REVENUDE

The sensation of vulnerable
nakedness one feels when
all one’s puffed-up BS and

profit-jargoning has
been stripped away to reveal
actual numbers in the harsh
light of day

CONTENT
SHARECROPPING
A practice employed
by large online
“content farms,” in which
they festoon their harvested
content with a bunch
of pointless social-media
sharing buttons in order to
give their “erops” more
substance
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