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VISION

MISSION

FIVE
COLUMNS

A world where everyone can
live healthy and fulfilled lives

We do good work with good people. Through trusting
partnerships, we build powerful content that educates,
engages, and inspires.

Do Good
Work

We achieve success
with our partners by
working together

to solve complex
challenges within
any constraints.

Value Our
Partners

We always work in
their best interest
because they enable
us to do what we

love each day.

Be Good to
Each Other

We thrive in an
environment built
on transparency
and mutual respect,
constructively
challenging each
other to grow.

Be Humble

We can always

improve.

°o

Experiment
Often

Try new things. Test.
Fail. Tweak. Learn.



Where we work

2008 Column Five Founded
201 Visual News Founded
2012 Infographics Book
Published
Seattle, WA (2) —
Portland, OR (3) —
San Francisco, CA (1) — 2012 NY Office Opened
— Brooklyn, NY (17)
Orange County, CA (47)—— I—PhiladelphiQ, PA (1)
2012- Columbia Course
2015
Bangkok (1)—
2013 Visage Founded

Cape Town (1) —



&y WHO WE ARE

We help brdnds ﬁnd Clnd i'ell Our aim is to intimately understand our clients’
nl-heir besi- Sfories. customers’ wants and needs, then create something

of value for them.

Our focus on helping brands find and tell their best
stories is rooted in our belief that you must inform
or delight in order to attract. We must leave people
better off for having engaged with whatever story

we’re telling.



Capabilities + Services

Branding

Product and brand naming

Logo and visual identity design systems
Brand messaging

Visual language creation

Brand guidelines development

Content strategy

Competitive research and analysis
Communications planning
Persona development

Buyer journey mapping

Search and keyword strategy
Creative ideation

Campaign planning

Data analysis and data mapping

Content management

Brand publication design and development
Editorial management

Content program planning

Web analytics services

Creative content production

Copywriting and copyediting
Data visualization

Infographics

Microcontent

Social content

Presentations

E-books

White papers

Annual reports

Reports

Interactive content experiences
Live-action video

Animated motion graphics and explainer videos
Website design and development



&y WHO WE WORK WITH

Who we work with
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Branding

Visual Identity + Language
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UCI Branded Innovation

Color

These are approved calor variations for
The Cove logomark.

Lockup
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1 Full Color 2 Black and White

3 Greyscale 4 Reverse Versions
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Personality Attributes

INDEPENDENT | FLEXIBLE | COLLABORATIVE

<0
mo

Photography

2 Do choose photos that relate to The Cove's beach inspiration.

3 Dachoose photos will less busy backgrounds 4 e topr



GloFit

LOGO COLORS

Golor options for the Logo.

PATTERNS

The GloFit brand uses patterns as

secondary visual element. The patterns

support the Logo and should never

overpower it. The pattern designs are

derived from parts of the Symbol.

namely, the Hexagonal Ringand the
ing.

The Hexagonal Ring pattern
communicates protection and
stability, while the Wing represents
mobility and energy.

Patterns must use colors from the,
GloFit brand Golor Palette.

COLOR PALETTE

GloFit & Glort -

Glo Gold Black

Glo Gold i the primary color for

GIoFit. The vibrant hug evokes

the energy and health that GloFit Secondary C
products protect.

e —
- - tones to provide contrast ta the
Glorit Glorit s topre
Vermillion, Ember, and Fuchsia
bl

extending the warmth and
Reversed on Black One color, reversed radiance of Glo Gold to other hues.

Full color One color

Vermillion

Glorit

Ice slate

Fuchsia

©On Glo Gold Orchid
INCORRECT USAGE:
COMPOSITIONAL
ymbo xagonal Ring - -
Glomit Glorit
——— R —
iokdbanmat

2
AL GloFit

DO NOT place the Logo on an angle. DO NOT alter the spacing of the Logo.

Azure

Riptide

Glo

rit

DO NOT stack the Wordmark,

Glorit

DO NOT alter the angle of the Symbol.

Logo

Symbol

Glorit

Wordmark
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USA Today

DONUT AND PIE CHARTS
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LABELING

FRUIT SALES
Apple, Pear and Kiwi Sales in the U.S.

Consectetur odipiscing elil. Suspendisse st amet leadoior,
acfougiat tertor. Lorom ipsum dolor sit amet, consectotur

sectetur adipiscing elit Suspendiisse sit amet leo dolor.

2002 %
APPLE
KIw

doler o fougatiortor

@ 50.0-599 <t-~-@ Use oqualincroments ahen shomng

@ sanToRUM T8.4%.
® ROMNEY 28.3%

° 0
ol )
GO
0 e

* Q
# 0O

€]
= Q

[ ) O
s
bttt
. e

nes shoukd be e t e
et on he rightsce of he rash.

Lobol type shou makh a coicr of the e

+ Dotsonling ndicste ottty

PsL248%

o 185w

2

c

so

LABELING

40

ANNUAL INCOME

Annual Income of Dead Calebritics
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DIMENSIONS AND STYLING

CHN IND USA IDN

@ MALE

@ FEMALE

Multiple tints and shades of the brand color
can be used for color-coding purposes when
a category is divided info subcategories
(e.g., if male and female statistics are being
shown side-by-side for a given year).

JAN

10

EMPLOYMENT IN 2011

Monthly Change in Employment in Thousands
Pellentesgue habitant morbi tristique senectus et netus et
malesuada fames ac turpis egestas. Cras laoreet risus et
tellus fermentum congue. Sit amet orci tortor.

FEB MAR  APR  MAY  JUN

221 9213
I I :

-423

JUL  AUG  SEP

304
253
ﬁ I

ocT

NOV  DEC

Minimum buffer between chart

and borders: 15 px

5 Use a single brand color
for all bars in a chart.

3 Red should be used when
displaying negative values.

1710



Creative Content

Web Design + Development




oreSee

Solutions Our Clients

Insights About Us Blog Login

) Careers [-.',’: Contact Us

Customer Experience

with Certainty..

Imagine a world where you know with certainty where
your CX investments will have the biggest impact -

Voice of Customer

By running VOC like a strategic, rigorous
business discipline, companies can finally
profit from their CX initiatives.

before 'yc';u make them. That's ForeSee.

New Research

Citizen Satisfaction with E-Government
Rivals Private Sector Customer Experience:
50th Consecutive Quarterly E-Gov Index

Upcoming Events

Joln us for ForeSee Connect: the 11th
annual gathering of the world’s most
Innovative CX professionals on

ronel  souwtons  owciems msigms  asoutus  Beg  Login

Why ForeSee?  Roles & Use Cases  Products  What Is VOC?

Roles & Use Cases

°
& caroers (] contact us

Cllent Services

There are a lot of ways to Increase revenue, brand loyalty, and market share,
A comprehensive, effective VOC solution can achieve all three with ane platform

Sanior Exacutve cnannol Loager Location or Store Managar
Listen to your customers, cut Increase visioiiy ana Delignt your customers ana
through data ovorload, and crogibiity by learning how prioritize offoetive, officient
prieritize Improvamants across  enanges yeu make 1o the Imprevamants wherevar your
the entire journey to dellver CX within your channel Impact  customers interact with your
fantastic sxperlences and dilve  sales, loyaly, and markset brand In person.

sales with certainty, share across all channels.

“Brands that deliver truly
authentic, frictionless, and
delightful experiences will find
itis incredibly profitable: 85%
of consumers would pay up to
25% more to ensure a

supetior customer experience.”

Brian Solis, Altimeter Group, author of
‘The Experience When Business Meers Design

There Is no shortage of toolk and sarvices avallabie 1o Irack customer experience, <raste
custom surveys, and monitor brand engagomont through sockal modia, And yot, whilo 91%
of Businesses want to be CX leadars, eniy 37% have a formal CX Infiative and only 20%
cansidier thelr CX Inftiative 1o be at an advanced stage.

Something Isn't working.

VOC can and should be a strategic. rigorous competency, and there's a rignt way and a
Wwrong way 1o o It Your Veice of Customer (VOC) program Is the guide for your €X
declsions. It needs to be as precise, accurate and rellable as your financlal, operational
Supply enain, and other metrics you usa 16 guIde yeur businass. Censider these
requirements for VOC maturity:

> Measure the Wnole Customer Joumey: Your VOC strategy should Include measuring
the entire omnichannet experlence Including all customer touchpalnts, dovices, and
€hannels. Only a consistent, Intagrated, holstic measuremant provides actionable
Insights across the antire customar joumay.

- Unity and Analyze: You have huge velumes of customer data coming In from acrass
channels, technolagles, and business sltos. Surface key Insights and KPIs Into hollstic
views that can be customized according to roles In your arganization o shared in
@xacutive dasnboards.

> Frioritize Changes: Customer experience Initiatives often result in reams of data and
leng lists of elements worth fixing, changing, of Improving. But knowing which to
address first can boost revenue, brand loyalty and market share quickly and eficiently.

- Ellminate Guesswork and Act with Certalnty: Educatod guesses aboul your customers
could cost your company millions of dollars. Using the same rigor when measuring
customer experiance at you use In other areas of Operalions can Provide you with
hard data to support your decksions, allowing you to eliminate guesswork and act vith
centainty.

Funs@

Solutions our clients insignts AboutUs
Wny Foresaa? Clients: Researcn Leagarsnip
Rolos& UsaCasos  Industrios Whitepapers Nows
Products Case Studies Weblnars Careers
What s VOC? Events

Cllent Services

Start Measuring Now!  name@email.com

SteMap | Privacy Policy

Biog

Login

Contact Us

Anatyst

Detallea analytcs. dasnboards
exocutive reports, and
assistance with gata deep
dives give you clarlty on what
the data says and make the
case Intemally for changes
that need to be made.

Feedback Solution Sheet
Download the produst ssiutien
shoet for a moro In-dopih lack
atForesea Fasanack.
DOWNLOAD NoW &

Sontimant Analyties

Bownlaad the Sentiment
Analytics to give your
customers a stronger volce.

ToP

SEE IT LIVE

;m§ Soitions  OurClients  insignts  ABowtUs  Biog  Login & careers () Contact Us

Why ForeSee?  Roles & Use Cases  Products  Whatls VOC?  Client Services

The ForeSee CX Suite

The only complete and Integrated CX Intelligence platform that helps:
companies priertize CX declslons and profit from customer Insights.

CX Measurements

Lorem ipsum dolor

sit amet, consectetur r] ‘ ’ ’
adipiscing elit, sed .
do elusmod tempor - L -

incididunt ut labore
et dolore magna.

Ratings & Reviews

revlews from your customers leveraging your ForeSee CX measures.

LEARN MGRE b

Text Analytics

Lorem [psum dolor sit amet,
cons v adiplscing ellt. Aenean
apibus, dul a mollis gravida, Ipsum
folls matts el a pelientesque eros
1o at puns

LEARN MORE B

Case Management

pellentesque eros oo at pi

LEARNHORE

Replay

Unlaash tho powor af visualization. Suparch:

LEARN MORE >

Data/Platform Integration

00 how Customer experience IMpACts busINess
performance by correlating ForeSee matrics with
Business metrics IIke financial, sales, marketing,
service and supply chain data

LeaRN MoRE >

Learn More About ForeSee CX Sulte

Leam more yata See how customer experience

Impacts business performance by correlating

ForeSee metrics with business metrics like financial,
<, marketing, service and supply chaln data,

Get a Demo

Take a look af what's under the hood. We'll walk you through ForeSes CX
Suite and show you what's relevant {0 your business and how you work.

1mprove Drand VISIDIty and INspira CoNsUMer CONMAERCe. Caplure CONSUMT ratings and

Lorem Ipsum dolor sit amet, consectetur adipiscing ellt
Acnean dapibus, dul a mollis gravida, IpSum Tells Matus oit, a

and moblle CX strategles and streamiine decision making
with Instant playback of a user's Interaction with a website.


https://www.foresee.com/

SEE IT LIVE

Sko I I G Io ba I Th reafs FU nd @m Ending HOME TECHNICAL RESOURCES BULLETIN BOARD Q

Pandemics

End.lng m COMMUNITY TECHMNICAL RESOURCES BULLETIN BOARD

Pandemics

Can you EI:IV]-Sion - I :- r ' i : ‘_ T ] . _ 'Egggle%nics HOME TECHNICAL RESOURCES BULLETIN BOARD Q
a world without : I, || /)5
pandemics?

We can.

We are working to detect, verify,

and report outbreaks faster
around the world.


http://endingpandemics.org/
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SEE IT LIVE

Northwestern University

More people access the internet Support for tightening internet regulation is more
via phone than computer common among those who think the internet

increases political influence
Percent who use device to connect

NEWS USE n CONTENT to the internet
The percentage of people who say the following sources are important for news and information

Basa: & 2013 7527 s 2015:60 o SOCIAL MEDIA

AVERAGE LEBANON “ —2013 FREEDOM OF SPEECH

GENDER EDUCATION CONSERVATISM SOCIAL MEDIA USE

Percent who think the internet should be more
tightly regulated in their country

ONLINE PRIVACY

62%

Male National Primary or Less Culturally conservative * Post daily
Female Western Expat Intermediate Neutral Post less than daily POLITICAL EMPOWERMENT
Arab Expat Secondary Culturally progressive * Do not post messages *
Asian Expat University or more BIAS AND CREDIBILITY

NEWS USE

Television The Internet Social media

Phone Laptop or
desktop computer

Sharing news online
Those who think the Those who do NOT think
Ipiarastiipawe pegtes internet increases their the internet increases
political influence their political influence
Internet use for news
Follow local, international news
Sources for public policy info
84% % A )
[ i E = =

Scurcesiothedlalnlo More than 1in 3 people worry about governments Use of English higher on the internet

Paying for news

78%  75%  85%  62%
B1% B4% a9% 59%

92%
Sources for religious info Checking what they do online than any other medium
KEY INDICATORS OF MEDIA USE Percent who agree: "l am worried abOUE Percent who use English to access the following media
Direct messaging News apps/applications Interpersonal sources governments checking what | do online’
W nternet
v
M rzdio

W Newspaper

s6% @
sex @ 7% @
® 2
@ 26 25% @
24%
2 ®2 *
P 17% @ 16 1€
Tunisia Qatar Average s [] ik .
. 9% @ 9% /
®6% ®

2% @ 2% 2% @ 2% @ ox
Lebanon Qatar UAE Egypt Tunisia KSA



http://www.mideastmedia.org/survey/2015/question/freedom-of-speech/freedom-of-speech.html#q8%5B%5D=%3D1

The World Bank

World Bank Education Knowledge (since 2000)

SEE IT LIVE

World Bank Education Financing

Filter By
Education Area I Document Type | I Region | | Education Level
Filters Selected
EAST ASIA & PACIFIC X
Search... O

Search Results

SABER Student Assessment Solomon Islands Country Report 20..

2016 | Solomon Islands | Student Assessment | Education System Assessment

SABER Student Assessment Samoa Country Report 2014

2016 | Samoa | Student Assessment | Education System Assessment

SABER Student Assessment Papua New Guinea Country Report...

2016 | Papua New Guinea | Student Assessment | Education System Assessment

SABER Student Assessment Brunei Darussalam Country Report...

2016 | Brunei Darussalam | Student Assessment | Education System Assessment

How Shanghai does it: insights and lessons from the highest-ra...

2016 | China | Student Assessment | Education System Assessment

Vietnam - Enhancing teacher education program : technical ass..
2016 | Vietnam | Teachers | Publication

N il

S

Education Areas: Learn More

Early Childhood Development

Education Management
Information Systems

Education Resilience
Engaging the Private Sector
Equity and Inclusion

ICT

Crhnanl Aiitanama: Aand

|
i/

TOTAL DOCUMENTS

- 3 I 0 — 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016
/ \\ 3 . . . . . . . . . . . - . - . . L]

LATIN AMERICA &
CARIBBEAN

TOTAL: BASIC: 6,894

ALL YEARS

HIGHLIGHTS L+

SEC/VOTECH: 2,377

11,642

MILLION
TERTIARY: 2,371

Regions

East Asia & Pacific Latin America &

Asia Carribean North Africa

Africa ‘

| Europe & Central Middle East & ‘

‘ South Asia | Latin America

& Caribbean
All Years

PROJECTS
%«E\ @ O] @ @ O] @ @® @ @ O] @ 246

School Finance

School Health and School
Feeding

Student Assessment
Teachers
Tertiary Education

Workforce Development


http://smartereducation.worldbank.org/smartereducation/lending.html

SEE IT LIVE

Inc. 500

The largest number of companies (106)

%1018. call home-more than

(45) and (43) combined.

FILTERS

REVENUE

$100M  $10M $1M

ASNO0

Read about our methodology

Explore the Inc. 5000



https://www.inc.com/500chart/
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Course Hero

Body vs. Soul

FY Crama

Go Tell It on

the Mountain

Year Published Original Langu
1053 English

©n the cusp of his #4th birthday, John Grimes struggles with daily fife in 4930s
‘Harlem. His desire to please his family and fuffill hiz duties in his church are at
odds with the temptations of the flesh—sesxual and financial—the same

i that the i before him.

City Streets

Hymns:

lustrate communion with
Giod, community, and heritage

© Main Characters

%

300+ and
counting

Gabrial
Deacon and John's
father, punishes family to
relisve his guilt

Rachel
John's grandmather;
tries to keep har last
two children together

The Breakdown
of a Marriage

George and Martha
draw Nick and Honey
into their sick games.

@ Main Characters © Author

SEE IT LIVE

FY prama

Who's Afraid of
Virginia Woolf

Author First Performed iginal Langu o

Edward Albee 1962 English

Set in a college town in the early 1960s, Who's Afraid of Virginia Wooli?

descr

or and his wife,

ibes the night George and Martha, a college profes:

With Nick and Heney as their unwitting audience, George and Martha act al V -
P > 1 = vornda than struggling
out the strife in their wretched marriage.

Year Published

Rudyard Kipling 1894

animal habitats, including ones that overlap or

> Baok i ction of stories about re

* SUrviv and the language of survival shared among animals. As the young humans
invite a young couple, Nick and Honey, to their home after a faculty party.

In these tales come of rn to follow ti d of animals rather

Coming of Age Law & Obedience Animal & Human Interactions

animals and

George and Martha The couples' secrets The Law of the Jun
turn on Honey and about their marriages

Nick as Martha and are revealed. ive without the a thrive in the s:
Nick pair off. i

me pl humans can ed through

nts or their * as everyone obeys it understanding and respx

George
Middle-aged
history professor

Nick
Handsome young
biology professor

& Symbols

Martha
Voluptuous woman, EDWARD ALBEE
daughter of the BORN 1928
college president

One of the world's most
celebrated playwrights, Albee
has won muliple Pulitzer
Prizes and Tony Awards.

His works strike a chord with
their realistic and absurd
reflections of the medern
condition. In 1985 he was
inducted into the American
Theatre Hall of Fame.
Mowgli
Honey
Timorous, young, and
“slim-hipped” woman

Fearless boy r: by a wolf
pack; lives in the jungle and
vows to Kill Shere Khan

of indifferenc
harmful interactions.

Bagheera

Protective black Kaa
panther; keeps Mowgli
e from harm

Cunning rock python;
everyone bul Mowgll

from the Monkey People

Shere Khan

ats people
and tries to take Mowag
from the wolves



https://www.coursehero.com/infographics/

Marketo eBay Linkedin Microsoft

SEE IT LIVE SEE IT LIVE SEE IT LIVE SEE IT LIVE

].[] That Dont Ynvebve Eating 9t

But don't fret! We've found 10 ways to use the world’s worst gift to your
advantage without ever having to take a bite.

Blogging Meal Plan e .
Here is one week's worth of content for you to try. " THE STATION'S ODOMETER READ MORE
Remamber, it's impartant ta find tha right, steady diat that works best for your goals. 2

MONDNY e nmmywm

b | YIRTUAL REALITY

A Fresh Perspective for Marketers e

. THAN 1.3 BILLION STATUTE MILES

[NSTALLATION OF 153 COMPONENTS,
WHICH TOOK (68 SPACEWALKS, OR
MORE THAN 1,000 HOURS

' ' THE SOLAR ARRAY'S
ALPHA MAGNETIC SPECTROMETER (AMS), gy WINGSPAN 1S 240 FEET,

THE LARGEST, HEAVIESTINSTRUMENT & mmmmmmmm
EVER FLOWN IN SPACE, g ——— %

k

The Power of VR Is Within View

‘While VR might seem like a new or near-future technology for
consumers, marketers are taking notice.

|
i
[
f

EE

==
1
;1I-.

TMMMmeMQ

3 CUPS WHOLE,

SUBSTITUTE 1 CUP

3 HAIRS,

Projected VR Active-User Growth'

. EEEEE
"N EEEEE

= EEEEN
EEEEE
’-llll ll

. TR

" THE LENGTH AND

SATURUAY ‘egm’ﬂﬂb © WIDTH OF THEISS IS
. ABOUTTHESIZEOFA

US. FOOTBALL FIELD,

"~ POWER (THAT'S ENOUGH T0
. POWER MORE THAN 40 HOMES)

2015 2016 2017 2018

VR product revenue is forecasted to reach $4.6B in 20172

MORETHANIOOTELEPHONE -~ - THEISSWEIGHS ALMOST .
BOOTH-SIZED RACK FACILITIES ~ - [ MILLION POUNDS,
CAN FIT IN THE 158 :

Brands are starting to realize the
power of VR marketing

There's a pretty good chance you're getting a fruitcake from a random relative this year.
Rather than wasting it, lets discuss some ways to enjoy a nice fruitcake without
devouring a crumb.

o haie CINDAY | T Ao
M pubor 3 \ | Iy P ar &
[ : ‘“””‘f i W SUNDS > .
of Forbes Global 2000 ‘ e i L to sprir g



https://www.marketo.com/infographics/virtual-reality-a-fresh-perspective-for-marketers/
http://www.ebay.com/gds/10-Uses-For-Fruitcake-That-Don-t-Involve-Eating-It-/10000000186886648/g.html
https://business.linkedin.com/marketing-solutions/blog/t/the-blogging-food-groups-a-well-balanced-diet-of-content-infographic
https://business.linkedin.com/marketing-solutions/blog/t/the-blogging-food-groups-a-well-balanced-diet-of-content-infographic
https://business.linkedin.com/marketing-solutions/blog/t/the-blogging-food-groups-a-well-balanced-diet-of-content-infographic
http://www.huffingtonpost.com/visualnewscom/the-galaxy-quest-going-in_b_4352440.html
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Dropbox

Get wise beyond

your peers

Companies that optimize for the needs of modern
employees will succeed in the changing workplace

y The way we work is evolvin
The future of work Content Creation The future of work / ¢

f

Researchers at the University of
Oxford studied the automation
probability of various
occupations. Jobs that require

Researchers at the University of Oxford studied the automation probability of various occupations. jobs that
require creative and social intelligence fall near the center of the circle, and are least likely to be automated.?

Machine learning is changing how we do business,
as activities become automated and jobs are
redefined. But it doesn't mean we're going to

be replaced by machines.

IEEEE
]

creative and social intelligence 0-25% 25-50% 50-75% 75-100%
fall near the center of the circle. | —_—
These are often characterized as The hardest activities to automate include’:
knowledge work, and are least
2 ” : * Managing people
likely to be automated. Marketing 5 Content Creation
4 5 B 9%3 - Producing creative work
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0250 2550% 5075 TeT00% T % % zz - Applying expertise to decision-making and planning
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Download our Get wise beyond your peers eBook to learn more about your team, gDroprx /rﬁ%%h ?/p,f'a A need for knowledge Wor‘kers
- e,
USticy, Amid the rise of automation, knowledge workers who use information to solve
problems, collaborate, create, and make decisions will become more valuable than ever.
 om—]
Sfafw‘f/f/enq
Survey Resq | *
Manager wcres

You're a congueror of the complex, a deft
coordinator and talented delegataor.
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Needs support: 1 38% manage teams, o
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® Fighting fires, distractions and interruptions while 50% are part of '307% The future of work
o
® Managing deadlines, budgets and logistics S
teams led by others. 5 %, Researchers at the University of Oxford studied the automation probability of various occupations. Jobs that
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® Communicating with teammates and vendors § require creative and social intelligence fall near the center of the circle, and are least likely to be automated 2
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https://dropboxforbusinessblog.files.wordpress.com/2016/08/knowledge-worker-infographic3.pdf

Zendesk

SEE IT LIVE

Improving the customer

experience

How video can
enhance self-service

The human brain processes video at
astounding speeds. Try using it in your
support pages.

Building trust with
automatic answers

Automatic answers are exactly what they
sound like: they're answers that are
immediately given to a customer without
any agent interaction

A customer
experience definition

Some companies struggle with agreeing on
a customer experience definition. But
actually delivering a great one is truly the
difficult part.

Are proactive chat
scripts the answer?

hat,

oducts

How your agents handle the delicate back
and forth of a live chat conversation
matters. Some may say proactive chat
scripts are the answer. But are they?

Popular
Costcos Ridiculously
Liberal Return Policy
Outbound team: X
Welcome to the SEE

Zendesk family

What's your type? 4
types of customer
service operations

5 traits of the perfect
customer service
employee

Because newsletters can be fun

email

Maximize customer
service training

am man en

Correctly investing in customer service
training not only ensures that customers.
receive the best possible service, but agent
turnover is reduced

B

Deliver a seamless
online customer
experience

In this post, we'll share how you can stand
out from the crowd with a better online
experience for your customers


https://www.zendesk.com/blog/

SEE IT LIVE

The History Channel

THE WRIGHT BROTHERS’
FIRST FLIGHT
IN 1903

2

TO THE FIRST

LUNAR LANDING
IN 1969,

~
5
W
O
@
<
o
w
T
-

fig-s m CROPS AND AGRICULTURE
4&\\

THE LARGEST OF THESE MOONS, GANYMEDE,

4
IS BIGGER THAN THE PLANET MERCURY.

66 YEAR

A A A AR AR A AN A A A A

A COLLARDRATION
RETWEEN

&
oo ey HESTORY

LITTLE BITS
OF BIG HISTORY.

ALTHOUGH THE STICKY-RICE FLOUR-BASED MORTAR
WSED TO BUILD MUCH OF THE GREAT WALL OF CHINA

WAS AN ENGINEERING MARVEL,



http://specials.historyasia.com/bighistory/littlebitsofhistory.html
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LinkedIn

cawres (B) AOH WILLEVIRALS €A% BLELD THEWR:

Make your LinkedIn profile pop

th the following 5 key elements

Today's top-parfrming Milenniaks aro
social leacers. And here's your chance
10 join thair ranks,

1 you'ro omo of tho 87 milion Milonnials
on Linkedin but you're not sure f you'rs
gatling the most out of the Linkedin
plattorm, this playbook is for yeu. Our
‘goal 510 help you buikd authority and
anabling mere

Join the #SophisticatedMktg Movement

As a Milensial, you can take advantage:
of

P ¥
parsonal company's
brand—cn Linkedin,

visibiy in an increasingly noisy space, Alexanara Rynne S

{8 or arcrer 1 Gontont Croator 1 Contrutor, Social Modia Examiner
That's why we'va compied Linkadin's first s

Millennial Playbook, filac with axclusive

insights from top Miennial marketars and

eiched by Linkedin data.

- | >

M CHAPTER

PAGE WLLIWS

0 Seniox Manager, Membe: Marksting
& Communications, Social Media,
Linkadin

asten () WLLENNIALS TAKINS THE HORCFORCE O BY STORM

‘Our ressereh also unecvered uniue

differencas i rassarch g ajcb. Miknnial
‘wemen were mare Bkely 10 uae:

mediaand s
10 leam acout tne oampany’s cuture,
while men were more lisel 1o use search
engines and contact sameana they know
at the company.

@_

(Milennials and non-Pilenniais ai
here's what this mears for you:

First and foremost, Milennils want a

job that wil advance thek career and =
benetits package to match. So, thobest
way to get them to work for your company
o6 otfer both,

21% of Milennisls stated tho reason they
et thei joos was 10y out a new industry.
A3 a recnulter, s impartant fo conider

Vou tajent brand shoukd bs top of mind
when appeaiing 1o Milenials, Uss online
resources, such a9 your Gareer web page

o may
outsida the ndustry you're hring for

and 220l mesi unts, 10 convey
formation about your company and
ts cuture,
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Salesforce

o e . o N salesforce
Sell Smarter, New Channels Bring New ) .
Sell Faster % Revenue Streams oo 20%
-
a
71%

Eud

—————— En

0% Mobile Breakdown

67% = Next-Generation

& L)
——— "
of media execu =
<dibass 3%
elations| B e ¢ i
are tr ecnr y v ales|
01

Advertising Sales

Media organizations must focus on three key tactics to create a successful next-gen
advertising platform

e o

Moving Fast in a Rapidly Evolving
Advertising Sales Market

—— EXPLORE &



http://staging.interactive.columnfivemedia.com/salesforce/salesforce-ebook/
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Girls Who Code

SEE IT LIVE

PROGRAM MARKETS

201213 201314 2014-15 2015-16 201617

9 SIPs

} 0 CLUBS
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@ m-s50
@ 51-100
@® 101150
®

>150

WHERE ARE THEY NOW? §‘<\ i

This year, Girls Who Code’s first group of alumni will ®©

graduate college. Here's what Lesley, Maria, and Cora have 5 ~

been up to since graduating from Girls Who Code in the ¢ o O

summer of 2012! 77 2
oy k

Lesley Panama -

Girls Who Code Class of 2012, AppNexus i

Computer Science Major, New York Institute of Technology —



https://girlswhocode.com/2016report/

Krochet Kids Intl.

And we track each woman’s progress toward these goals over time.

Click through to see 12 program participants' level of empowerment across each category.
Use the timeline to see how these scores changed over the course of the year.

Lima

BROADENING OUR OFFERINGS
& OUR EMPOWERMENT

In order to further drive our beneficiaries’ impact, we focus intently on
providing customers with a wide selection of high-quality items. Our Cut & Sew
Program in Lima, Peru, enables us to do just that. This newer empowerment project

has greatly helped us broaden our impact by expanding our product categories.

Because of our Cut & Sew Program, we women and make a greater impact in the
were able to double our Peru program's communities we work with in Peru, Each
future and widen our product base product retains the story of the woman
to incly ms like our apparel collection who made it, through a hand-signed tag
and travel bags—all constructed onsite. that bears her name

Leveraging maore types of construction
methods enables us to employ more Take a tour of our Cut & Sew Initative

SEE IT LIVE

i

v

i



https://www.krochetkids.org/report-2013/
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Pacific Life 2016

 Maintained

IEVEMENTS 1,600 custo

) + Sourced

Aviation .

L] . : E
— o - ap lta rou ‘ of aireraft A racord for our company
$2.5 .
Aviation Capital Group offers tallored aircrart S
placement, trading, and investing solutions, =

enhanced by industry-leading financing capabilities
buill 011 28 years of experkence Urough mulliple
ANNUAL REPORT 2016 business eyoles. We arc @ trusted aireraftleasor to
‘approximately 100 airline customers in more than
45 countries, with a fieet of 413 owned, managed, ~ it s Y
= e
‘and committed commercial jet aircraft. ACG is @ 8 e et | a
premier, TulkService provider Of operating leases to '
5 airlines, and aircraft asset management and advisory
services 1o lenders and institutional investors.

- Proven, global fullsenvice platform
and tastod performance through
murtpla business cycies

- Committed to exceeding customer
xpactstions and building
meaningh rlationships

+ Strong capital structuro and
‘2 disciplined focus on asset
management

+ Globa aifcraft leasing, tracing
and assot managomont sorvicos
- ATocus an young, Ui,
now technology aircrat in
high demand
* Expertisa In opumizing long-
tom econamic valua crastion
for ou portners

Invest t QUALITY OF FIXED MATURITY SECURITIES DISTRIBUTION OF REAL ESTATE INVESTMENTS REAL ESTATE MORTGAGE PROPERTIES
nvestments Our fixed income portiolio holdings are very strong, with Pacifc Life emphasizes highquality proparties n salect major Thase foatured propartios roprasant just a faw of the
more than 95 percent of our fixed maturty securities rated metropolitan areas that exhibit strong demographic and high-quality mortgage loans included In Pacific Lite's real
as Invesimentgrade by the Securities Valuation Office of the economic trends. estate investment porcrolio.

National Assoeiation of Insurance Commissioncrs. (NAIC)

DISTRIBUTION OF INVESTMENTS
Pacific Life invests in carefully selected securities, mortgage
loans, real estale properlies, and private equily. Pacifi Life has
an accomplished managemant team with expariance in both
positive and negative market environments. Our disciplined
undenwiiting and diligent monitoriig helps ensure Wil we.
maintain portfolio quality over the long horizon.

® 545158 $808 S ® 53,979 ® 51617
Fixed Maturity Securities Private Equity oot oo Office Buildings Lodging

® 512175 se40 ©:420347 ® 522.220 ® 33,085 3369

Mortgage Loans. Real Estate NAIC 1 NAIC 2 Retail Credit Tenant Loans
HMighest Quality High Quality

57,437 ® 529 52,067 5604

Policy Loans Fair Value Option Securities Apartments. Othar

® s996 ® $305 Non Investment Grade
Other Investments Trading Securities.

Pieturod lof t right: Wost Villsgs I _ Dallas, Taxas; Tho Rugby — Oothosds,

sn.ens seaz Manytand, Baliston Quarter ~ Washingion, D.C. Desert Ridge Markatplace
a1 NAic 3 MAIC4:-NAKC 6 ~ Phoenix. Anzona: Hilton Waterfront Beach Resort — Huntington Beach.
Equity Scouritics Medium Quality Low Quality and Below Galitomio; Dallpark Village ~ San Diego, Calforia


https://www.pacificlife.com/crp/public/about_pacific_life/financials_investments/2016_AR_web.pdf

Pacific Life 2015 Pacific Life 2014
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AVIATION CAPITAL
GROUP

Aviation Capital Group is proud to celebrate its 27th year as an aviation
industry leader. With a platform of 266 commercial jet aircraft leased to
approximately 100 airlines in 45 countries, we are established as a trusted
aircraft lessor to airline customers worldwide. We also provide aircraft asset
management and advisory services to lenders and institutional investors.

OUR EXPERTISE OUR SOLUTIONS

Understanding our
customers and their
needs

Deep knowledge of
global aircraft markets
and airlines

Strategic manufacturer
and global financial
institution relationships

- Full-service, premier
operating lease platform
Aircraft asset
investments and
management
Commercial jet

aircraft trading



https://www.columnfivemedia.com/case-studies/annual-report-for-pacific-life
https://www.columnfivemedia.com/work-items/pacific-life-2014-annual-report
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People for Periods

#PEOPLEFORPE

People
for
Periods

S

Menstruation is a largely unmentionable experience, a taboo subject that can leave thase
experiencing it feeling embarrassed and ashamed while bystanders are confused and

uncomfortable. But why?

With a global population that is majority women, why is something that is a reality for more

than half the warld so misunderstood and off-

In this explore what factors to the silence
periods and how this lack of discussion and understanding directly impacts the health and

quality of life for menstruating peaple.

People for Periods was produced by a team of creative men and women at Column Five who
want to break the stigma around menstruation. We believe that even if you're not a person
with a period, you can still be a person who advocates for heaithy, happy, shame-free

periods.

Past, Present, Periods Know the Flow Bleeding for Equality

G

H#PEOPLEFORPERIODS

Ancient Era

Kotex's first edvertising campaign appears in tadies*Home Journsi.
featuring words like “dainty" and illustrations of women in high

society.

#PEOPLEFORPERIODS

A project by Column Five Past, Prasent, Periads

ding for Equi

#PEOPLEFORPERIODS

#PEOPLEFORPERIODS

SEE IT LIVE

Define “Luxury”

With most governments taxing sanitary products as
“luxury itams,” half the population must allocate extra

petitioning and debate, the Europa Unian voted in March
2016 to allow members to reduce their value-addad tax
(VAT) rates. paving the way for the Unitad Kingdom to
eliminate its controversial “tampon tax" altogether.

Luxury product VAT rates 26ross EU
member states

“I have o idea why states would tax these as luxury items. |
Suspect it's because men were making the laws when those
taxes were passed.”



http://peopleforperiods.columnfivemedia.com/

ucidworks

SEE IT LIVE

THE DATA THAT

LIES BENEATH

Whiat yeus know absut youe data
s only the tip of the iceberg.

DLTE THAT

LIES BENEATH G oa

k. ‘Organizations coflect data from various sources and use
ittouncierstand thei customers e grow the bisines.

Thistype o dta e clled strtured caes.

DARK DATA
PROBLEM?

COMPANIES CURRENTLY ONLY ANALYZE
10% OF THE DATA THEY COLLECT,

Accordeg o the
stk

w5

HIDDEN
POTENTIAL,

HOW DOES DATA


http://lucidworks.com/darkdata/

Huffington Post

GASLAMP

~BACBOA PARK
i ®

T, |

W 2

BALBOA PARK TRAILS AND
ACTIVITIES

ikl
2T

LSEATHON
Wi

Ml upon ries of 1rais Brillianthy showtase
San Diego's vast beauty. With mare than G0
milles' warth of pathes, the park’s terrain offers
everything from musesm-goked cononete
paths bo remede dint trails and grassy
strepches. Beyond the trails are places for

SEE IT LIVE



http://ps.huffingtonpost.com/SanDiego/index.html
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Microsoft

With none the wiser, I watch for further security weaknesses:

ANATOMY OF A

ACCESS POINT

¥3LN3 L0000

%

Named Internet TOday S b|g965t

Marketing Association’s Pe'itil{?lgpt not |
2016 IMPACT — Q0K lIke the movies.

Best Infographic

But rest assured, I'm just as destructive. I'm better organized and more sophisticated.
And there’s more at stake than ever before: data, intellectual property, and financial gain.
Before you can stop me, it'll take you days to even notice I'm there—146 days,

average.

DEFENSE STRATEGY /
In fact, I'm probably already there. Most breaches go fully undetected and completely

unknawn. o eployable software, keep
So, how do you plan on stopping me? deployment software in place, and upgrade or

ms.

The cost is high. Cyber attacks cost organizations

$ O MICROSOFT SOLUTIONS /

Credential Guard
Advanced Threat Analytics

In 2015, the average cost paid for each lost/stolen record containing sensitive or confidential Azure Rights Management
information was $154.

Can you catch your company’s potential threats before it's too late?

—
w1/o

/ The total cost of a data Costs extend far beyond financial, like
/ biiath indrested rom % brand image, customer loss, incident
[ 2013-2015 by : o response and recovery, system

upgradesy/security fixes, legal fees,

\ : _
\ 4% / e ot iral PHASE 4: THE LONG CON

X revenue/income loss. ©
s /

£ HOVIYE 0000'L /02600



https://cloud-platform-assets.azurewebsites.net/anatomy-of-a-breach/
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Always a Fan, Ann



https://www.columnfivemedia.com/work-items/always-a-fan-ann

SEE IT LIVE

Microsoft



https://www.youtube.com/watch?v=qkM6RJf15cg
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https://www.columnfivemedia.com/work-items/2017-video-reel
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Connected Learning Alliance

N 04
SARVAS'



https://vimeo.com/157289578

Stand Up To Cancer

ad il E“M

TEAM MAGENTA




The best stories are honest. They captivate. They sneak into your brain and
stir things up, reshape your perspective, or rally you to action. They pick

you up and drop you off somewhere new—but never leave you. Not all have
happy endings, and they aren’t all easy to hear. But the best stories have one
thing in common: They’re impossible to ignore.

Best story wins.
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