@ e



VISION

MISSION

FIVE
COLUMNS

A future where everyone can
live healthy and fulfilled lives.

We do good work with good people. We tell stories and create

experiences that bring people togther to help build the future

we want to live in.

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.



<<<<"// WHO WE ARE

We help brands find, tell, and

share their best stories

Founded in 2009, Column Five is a B2B-focused
creative agency that helps ambitious brands find
and tell their best stories to drive real results. We
believe that businesses can shape the world for the
better, and they can do it with strong communities
of people behind them. By using the power of
story—one of the last competitive advantages—we
help brands reach their lifelong customers, build
meaningful relationships, and make choices that are
good for people and profit.



Capabilities + Services

Brand Strategy

Brand Heart

Product and Brand Naming
Logo Design

Visual Identity Design Systems
Brand Messaging

Brand Guidelines

Content Strategy

Competitive research and analysis
Discovery

Persona development

Customer Journey Map

Search and keyword strategy (SEO)
Channel Planning

Content Roadmap

Creative Recommendations
Campaign Planning

Measurement Approach

Content Creation

Annual Report

Copywriting and copyediting
Data Visualization

Ebooks

Explain Videos

Infographics

Interactive Content

Motion Graphics
Presentation Design
Reports

Social Media Content
Microcontent

Video

White Papers

Web Design & Development

Distribution

Audience Targeting
Campaign Management
Earned Outreach

Media Planning

Paid Social

Reporting
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Who we work with
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Brand Strategy

Visual Identity + Language
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UCI Branded Innovation

Color Personality Attributes

These are approved color variations for

The Cove logomark.

INDEPENDENT | FLEXIBLE | COLLABORATIVE
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1 Full Color 2 Black and White
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3 Greyscale 4 Reverse Versions

Lockup Photography
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3 Do choose photos willless busy backgrounds 4 Dochoose backgrounds to provide contrast to the overlayed logo.




GloFit

LOGO COLORS

Color options for the Logo.

PATTERNS

The GloFit brand uses patterns as a

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 Ring and the
Wing,

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

Patterns must use colors from the
GloFit brand Color Palette.

Full color

Glorit

G Glomit

Reversed on Black

On Glo Gold

Glorit

& Glorit

One color

& Glorit

One color, reversed

COLOR PALETTE

Primary Colors Neutrals

Glo Gold Black Ice slate

Glo Gold is the primary color for
GloFit. The vibrant hue evokes

the energy and health that GloFit Secondary Colo
products protect.

Ice and Slate are used as neutral

e I

Vermillion, Ember, and Fuchsia

are the secondary brand colors, Yermillion Ember Fuehsia
extending the warmth and :
radiance of Glo Gold to other hues
tiary Colo
orchid Aaure Riptide

INCORRECT USAGE:
COMPOSITIONAL

Glo

Glorit Glorit o

DO NOT squish or stretch the Logo DO NOT change the Symbol to Wordmark DO NOT stack the Wordmark.
disproportionally. ratio.

<
AL Glomit Glomit

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

Logo

Symbol

Glorit

Wordmark



Nike

ROUGH SKETCHES & EXPLORATIONS ROUGH SKETCHES & EXPLORATIONS
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USA Today

DONUT AND PIE CHARTS

WHENTO USE
DATARELATIONSHIP. Partto-vhole.

Ple charts and donut charts are used in much the same way:
Afow difforences tonote:

Thetotalvalue can be placed inthe middle of o donut chart.
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FRUIT SALES

Apple, Pear and Kiwi Sales in the U.S.
Consectetur adipiscing elit. Suspendisse sit amet leo dolor,
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Ploce type on photos.

Use photos asbackgrounds
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DIMENSIONS AND STYLING

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.

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).

1o

FEB MAR  APR  MAY

304 174
221 28
213
180 190 176
65
B o

-136

JUN

-423

JUL AUG SEP  OCT NOV DEC

Minimum buffer between chart

and borders: 15 px

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

. Red should be used when
displaying negative values.
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vidzoamp LET'S TALK

Measurement for Data-Driven

Advertising

WHAT WE 0O

R DATA

Data That
Delivers

R PLATFORM

Setting a New
Standard

TELL ME MORE

SEE IT LIVE
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vidzoamp LETS TALK

PLATFORM

The New Standard for
How Advertising Is
Valued, Transacted
and Measured

Insights

Assess yo against advanced
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TECHNOL

Better Data,

Best Results

Platform i

TELL ME MORE



SEE IT LIVE

ms§> Solutlons  OurCllents  insights  AboutUs  Blog  Login & carers () contactus msa> Solutions  OurCllents  Insights  AboutUs  Blog  Login & careors () Contact Us

I o I es e e Wny ForeSee?  Roles & Use Cases  Products  Whatis VOC?  Client Services Why ForeSee?  Roles & Use Cases  Products ~ Whatis VOC?  Client Services.

Roles & Use Cases The ForeSee CX Suite

There are a lot of ways to Increase revenue, brand loyalty, and market share.

The only complete and Integrated CX Intelligence platform that helps
A comprehensive, effective VOC solution can achieve all three with one platform.

companles prioritize CX declsions and profit from customer Insights,

O O CX Measurements
[ Lorem ipsum dolor

sit amet, consectetur
Senlor Executive Channel Leader Location or Store Manager Analyst adlpl}sclng il sizid
do eiusmod tempor

Listen to your customers, cut  Increase viibity and Delgnt your customers and Detalled anaiytics, dashboards, incididunt ut labore
through data overioad, and credbilty by learning how priortize effective, efficient executive reports, and
priortize Improvements across  changes you make to the Improvements wherever your  assistance with data deep et dolore magna.
the entire Journey to deliver X within your channel impact customers interact with your dives give you clarity on what
fantastic experiences and drive  sales, loyalty, and market brand in person. the data says and make the
- sales with certalnty. share across ail channels case Internally for changes Ratings & Reviews
Solutlons Our Clients Insights About Us Login ) Careers Contact Us

that need to be made.
Improve brand visibllity and Inspire consumer confidence. Capture consumer ratings and
reviews from your customers leveraging your ForeSee CX measures.

LEARN MORE >

“Brands that deliver truly
authentic, frictionless, and
delightful experiences will find
it is incredibly profitable: 85

of consumers would pay up to
25% more to ensure a

superior customer experience.”

Text Analytics

Lorem Ipsum dolor sit amet,
consectetur adipiscing elit. Aenean
dapibus, dul a mollls gravid, Ipsum
fells mattis ell, a pellentesque eros
180 at purus.

LEARN MORE b

Brian Solis, Altimeter Group, author o
X: The Experience When Business Meets Design

Customer Experience
with Certainty. .

Case Management

Lorem Ipsum dolor st amet, consectetur adipiscng el
rere e e of et 1 seces vt o et ) . Aenean dapibus, dula molls gravds, psu fels matis el a
Imagine a world where you know with certainty where custom surveys, and montor brand engagement through soclal media. And yet, while 91% petientesd P
- ) v : f ' of businesses want to be CX leaders, only 37% have a formal CX Initiative and only 20% LEARN MORE >
your CX investments will have the biggest impact -

consider thelr CX nitiative to be at an advanced stage.

= before/you make them. That's ForeSee.

Something Isn't working.

VOC can and should be a strtegi, igorous competency, and there's a rght way and a

Wwiong way to do It. Your Voice of Customer (VOC) program s the guide for your CX

decisions. It noads to be as precise, accurate and rellable as your inancial, operational,

supply chaln, and other metrics you use to guide your business. Consider these | .

eautements or VOO maturty Download the product solution Replay
sheet for a more n-depth ook

atForesee Foedback

oownLoRONow &

Feedback Solution Sheet

Unleash the power of visuallzation. Supercharge your web

> Measure the Whole Customer Journey: Your VOC strategy should Include measuring e et et e s e e

the entire omnichannel experlence Including all customer touchpolnts, devices, and et b e A

channels. Only a consistent, Integrated, hollstic measurement provides actionable

Insights across the entire customer Journey. LEARN MORE »-
> Unify and Analyze: You have huge volumes of customer data coming In from across

channels, technologles, and business silos. Surface key Insights and KPls Into holistic

Views that can be customized according to roles In your organization or shared in

executive dashboards.

v

> Prioritize Changes: Customer experlence Inltiatives often result In reams of data and
long lists of elements worth fixing, changing, o improving. But knowing which to

Voice of Customer New Research Upcoming Events

Data/Platform Integration
adress st can boost revenue, brand loyaty and market share quickly and sicienty.
Ciminate Guessmork and Act it Cortany: Educated - Sentiment Anaiyics See how customer experience mpacts business

By running VOC like a strategic, rigorous Citizen Satisfaction with E-Government JoIn us for ForeSee Connect: the 11th ot cort s company millons of dotare. Using the sama rr e messurg. Downioad the Sertiment performance by correlating ForeSee metrics with

) stomer cxparance tat you use nciereas ofopraions < ravde you anayics o gve you businessmetncs ke ancia sals, marcatng,
business disclpline, companies can finally Rivals Private Sector Customer Experience: annual gathering of the world's most Hord data to support your dacisions, llowing you (o climinate guescviork and act vith customers a strongor volce service and supply chain data.

sowntoRD Now £ amnwore >

profit from their CX initiatives. 50th Consecutive Quarterly E-Gov Index innovative CX professionals on certoiny.

gorithmic certaint

(8) Loyalty Programs

Learn More About ForeSee CX Suite

Fo“@ ° T T S S G S D &, customer Relationships

Impacts business performance by correlating
Foresee metrics with business metrics like financial,
sales, marketing, service and supply chain data

Solutions Our Clients. Insights About Us Blog .mn
— ot o e - o

Roles& Use Cases  Industries Whitepapers News

Contact Us.
Products Case Studies Webinars carcers
What is voC? Events

Cllent Services. Get a Demo

— Start M Now! name@email.com Take a look at what's under the hood. We'll walk you through ForeSee CX
art Measuring Now! e@email Sulte and show you whats relevant to your business and how you wrk
B ——— -mum Avemo

ved | SiteMap | Privacy Pollcy




SEE IT LIVE

Th e s kOI I Fo U n d qfi o n m Endmg HOME TECHNICAL RESOURCES BULLETIN BOARD Q

Pandemics

[ All Approaches

[ Detect

[ Respond
0 Verify

End.lrlg m COMMUNITY TECHNICAL RESOURCES BULLETIN BOARD

Pandemics

Can you EI:].V].S]'.OH . - / l::?‘_'a-_'- _ ;: : g : i I- - { Al : b '--l \ Eggf{'egmics HOME TECHNICAL RESOURCES BULLETIN BOARD Q
a world without ' & .05 | i
pandemics?

We can.

We are working to detect, verify,

and report outbreaks faster
around the world.
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Northwestern University

NEWS USE

The percentage of people who say the following sources are important for news and information

Base: Al Ressondants | 207

AVERAGE

GENDER
Male

Female

EGYPT

Television

78%  75%  85%  62%
1% B4% 8% 59%

2%

Direct messaging

ts 1 2015: 6093 respondents

B4%
7% 8%

LEBANON QATAR

NATIONALITY
National
Western Expat
Arab Expat

Asian Expat

EDUCATION
Primary or Less
Intermediate
Secondary

University or more

News apps/applications

“ T

CONSERVATISM
Culturally conservative *
Neutral

Culturally progressive *

SOCIAL MEDIA USE
Post daly
Post less than daily

Do not post messages *

Social media

Interpersonal sources

CONTENT

SOCIAL MEDIA

FREEDOM OF SPEECH

ONLINE PRIVACY

POLITICAL EMPOWERMENT

BIAS AND CREDIBILITY

NEWS USE

Paying for news.
Sharing news online

Interast in news genres
Internet use for news

Follow local, international news
Sources for public pelicy info
Sources for health info

Sources for religious info

KEY INDICATORS OF MEDIA USE

Phone

38% 39% .
329 30%
29% -
26% 26%

0
Lebanon UAE Tunisia Qatar KSA

More people access the internet

via phone than computer

Percent who use device to connect
to the internet

MIDD! 15: E N | Qs | ARAI

ore than 1in 3 people worry about governm

checking what they do online

Percent who agree: "l am worried about
governments checking what | do online”

W 2013
I 2015

0% 43%

Laptop or
desktop computer

SEE IT LIVE

Support for tightening internet regulation is more
common among those who think the internet
increases political influence

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

Those who think the
internet increases their
political influence

Use of E

£ E/

Those who do NOT think
the internet increases
their political influence

T | LEBANC 2 RAE TUN UAI

nglish higher on the internet

than any other medium

Percent who use English to access the following media

56% @

[ 123

Lebanon

Qatar

W nternet
v
M Radio

- Newspaper

37% @
@26 25% @ 24% @
169 16%
* @
9% @ 9%
®7%
2% @ 2% 2% @ 2% 1% @ ox

UAE Egypt Tunisia KSA



The World Bank

World Bank Education Knowledge (since 2000)

Filter By

| Education Area Document Type | | Region | Education Level
Filters Selected

EAST ASIA & PACIFIC b

search... m]

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

VN

\\\\ \\\\\\\\

Education Areas: Learn More

Early Childhood Development

Education Management
Information Systems

Education Resilience
Engaging the Private Sector
Equity and Inclusion

ICT

Crhanl AvitAanAamiur and

TOTAL DOCUMENTS

/
/

School Finance

School Health and School
Feeding

Student Assessment
Teachers
Tertiary Education

Workforce Development

SEE IT LIVE

World Bank Education Financing

HIGHLIGHTS [+]

LATIN AMERICA & ALL YEARS
CARIBBEAN

TOTAL: BASIC: 6,894

11,642

MILLION

SEC/VOTECH: 2,377

TERTIARY: 2,371

Regions

Latin America
& Caribbean

East Asia & Pacific

Africa ‘ Asia Carribean North Africa

| Europe & Central Latin America & Middle East & ‘ ‘ South Asia |

All Years

2000 2000 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016
. . . . L . . . . . . L . - . . L PROJECrS

@ @ @ @ ®©@ @ @® @ @ ®@ @ 246




Inc. 500

Im The largest number of companies (106)
500 call home—more than

(45) and (43) combined.

FILTERS

REVENUE

RSO0

Read about our methodology

Explore the Inc. 5000
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Course Hero

FY Crama

Go Tell It on

the Mountain

Year Published Original L
1053 English

Body vs. Soul On the cusp of his 44th birthday, John Grimes struggles with daily life in 10308
‘Harlem. His desire to please his family and fuffill hiz duties in his church are at

odds with the temptations of the flesh—sexual and financial—the same

that before him.

City Stroets

Church

Represents community,
safety, and sahvation

TEMPLE OF THE
| ! FIRE BAPTIZE]

'
|

Hymns

llustrate communion with
Giod, community, and heritags

@ Main Characters

The Breakdown
of a Marriage

%

300+ and
counting

Gabriel
Deacon and John's
father, punishes family to
relfieve his guilt

Elizabath
John's mother, tries to
absalve her past by
-caring far her family

Rachel
John's grandmather;
tries to keap her last
two children together

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

@® Main Characters © Author

SEE IT LIVE

Play PY brama

Who'’s Afraid of

Virginia Woolf

Author e Original Language
Edward Albee English

Set in a college town in the early 1960s, Who's Afraid of Virginia Woolf?
describes the night George and Martha, a college professor and his wife,
invite a young couple, Nick and Honey, to their home after a faculty party.
With Nick and Honey as their unwitting audience, George and Martha act
out the strife in their wretched marriage.

Coming of Age

George and Martha The couples' secrets Although characters begin as
turn on Honey and about their marriages young children, they learn how
Nick as Martha and are revealed. to survive without the aid of

Nick pair off. their parents or their “pa

George
Middle-aged
history professor

Nick
Handsome young
biology professor

@ Symbols

Children’s Literature & Fiction

The Jungle Book

Author Year Published | Original Language
Rudyard Kipling 1894 English

Setin a variety of animal habitats, including ones that overlap or clash with
humans, The Jungle Book is a collection of stories about respect, rul

and the language of survival shared among animals. As the young humans
in these tales come of age, they learn o follow the lead of animals rather
than struggling against them.

Law & Obedience Animal & Human Interactions

The Law of the Jungle allows Mowgli and others show how
many different animals to interactions between animals and
me place— humans can succeed through
as long as everyone obeys it. understanding and respect—or
fail because of indifference and
harmful interactions

Bagheera

Protective black Kaa
panther; keeps Mowgli

Baloo
Martha
Voluptuous woman, EDWARD ALBEE Sleepy bear; helps wolf
daughter of the BORN 1928 cubs and teaches Mowgli

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

His works strike a chord with
their realistic and absurd
reflections of the modern
condition. In 1985 he was
inducted into the American
Theatre Hall of Fame.

Honey
Timorous, young, and
"slim-hipped" woman
[N ] ne
I —

J

_—

the Law of the Jungle

Mowg

\ v ¢ Fearless boy raised by a wolf

NG pack; lives in the jungle and
vows to kill Shere Khan

safe from harm

Cunning rock python; scares
everyone but saves Mowgli
from the Monkey People

Shere Khan

Lame tiger; eats people
and tries to take Mowgli
from the wolves




Marketo SEE IT LIVE eBay Linkedin Microsoft

................................................. " B|ogging Meal Plan

\WDRT@AIL REALITY

A Fresh Perspective for Marketers

Here is one week's worth of content for you to try.

Remember, i's important to find the right, steady diet that works best for your goals. - THE STATION'S ODOMETER READ MORE

- THAN L BILLION STATTE WLES
MONDAY Voo TUESDAY 3o |

2 4

Virtual reality (VR) is poised to make a big impact on
et

ront of the movement, leveraging VR f
exploring best practices, and will continue to lo
ways to use it in the future

[NSTALLATION OF 158 COMPONENTS,
WHICH TOOK 168 SPACEWALKS, OR
MORE THAN 1,000 HOURS

].[] That Dont Ynvebve Eating 9t

BN

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.

The Power of VR Is Within View

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

: : THE SOLAR ARRAYS
ALPHA MAGNETIC SPECTROMETER (AMS) -~ | WINGSPAN S 240 FEET,
THE LARGEST, HEAVIEST INSTRUMENT ~ = _--..... LL
EVER FLOWN IN SPACE, e pren

i
]
i
|

THURSI]AY Condimerts

3 CUPS WHOLE,

SUBSTITUTE 1 CUP

3HAIRS,

Projected VR Active-User Growth!

IllIm EE
/-Illl .
E=EEEE EEE

N
|
T
il B
1§l
/!

~—— POWER (THAT'S ENOUGH T0
©OTHELENGTHAND """ POWER MORE THAN 40 HOMES)

SMURDAY ge“’““ " WIDTH OF THE 1SS IS -

ABOUT THE SIZE OF A

.S, FOOTBALL FIELD.

2015 2016 2017 2018

VR product revenue is forecasted to reach $4.6B in 2017.2

MORETHAN IO TELEPHONE . THEISS WEIGHSALMOST . _
BOOTH-SIZED RACK FACILITIES  ~ - | MILLION POUNDS,
CAN FIT IN THE IS§ :

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.

’ DTN e o
“Madt popular choice A
i g
of Forbes Global 2000 i

THE ISS EFFORT
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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

—
; The way we work is evolving
The future of work Content Creation The future of work
: y Machine learning is changing how we do business,
Resea rChers‘ atthe Umvers't_y of Researchers at the University of Oxford studied the automation probability of various occupations. Jobs that as activities become automated and jobs are
Oxford _S?Udled [he alitomation require creative and social intelligence fall near the center of the circle, and are least likely to be automated.?
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redefined. But it doesn't mean we're going to

be replaced by machines.
creative and social intelligence
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Zendesk

10 10

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

s, Customer experience

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?

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:
Welcome to the
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

Sub:

Maximize customer
service training

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



The History Channel

sies |l CROPS AND AGRICULTURE

A COLLABDRATION

LITTLE BITS NETWEEN
OF BIG HISTORY.

ALTHOUGH THE STICKY-RICE FLOUR-BASED MORTAR
WSED TO BUILD MUCH OF THE GREAT WALL OF CHINA
WAS AN ENGINEERING MARVEL,

THE WRIGHT BROTHERS’
FIRST FLIGHT
IN 1903

TO THE FIRST

i\ }\\ P LUNAR LANDING
AN AN IN 1969,
q/}-»

4

TOOK ONLY

66 YEAR

THE LARGEST OF THESE MOONS, GANYMEDE,
IS BIGGER THAN THE PLANET MERCURY.
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LinkedIn

t

llennials Taking
thesWorkforc

Today's top-performing Millennials are.
social leaders. And here's your chance
o join their ranks.

If you'rs one of the 87 millon Milennials
‘on Linkedin but you're not sure if you're
getiing the most ot of the Linkedin
platform, this playbook is for you. Our

As a Mitennial, you can
of

g o

more.

your company's
brand—on Linksdin.

‘That's why we've compiled Linkedin's first
Milennial Playbook, flled with exclusive
insights from top Milennial marketers and
enriched by Linkedin data.

visibity in an increasingly noisy space.

0 Senior Manager, Member Marketing

& Communications, Socil Media,
Linkedin

wweren (@) MILLENIALS TAKING THE

Our research also uncovered unique.
differences in researching a job. Milennial
‘women were more likely to use social
media and a company’s caroer website

to lear about

=y

For any recrutters reading this eBook

while men were more likely 10 use search
engines and contact someona they know
at the company.

(Milennials and alke)
here's what this means for you:

First and foremost, Millennials want a
job that will advanc thor caroer and a
benelits package to match. So, the best
way to get them to work for your company
510 offer both,

21% of

left their jobs was 1o try out a new industry.
As a recruiter, i's Important to consider
candidates who may be coming from
outside the industry you're hiring for.

b top of mind
‘when appealing to Millennials. Use online
resources, such as your career web page
and social media accounts, to convey
information about your company and

its cuture.

Make your LinkedIn profile pop with the following 5 key elements

Join the #SophisticatedMktg Movement

Alexandra Rynne e pRei
il Markstr | Contont Groato | Contriutor, Social Media Exariner

kedin

I oo s~ 500+

$Roasons Wy Every 12 Gucte tht Are Changing Succoed n 231 with your
Urkeing Toam Neods 0. th Foco ol Nrkeing . new Unkadi Coment

==
B @&
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Salesforce

T — salesforce

Sell Smarter, New Channels Bring New
Sell Faster o Revenue Streams S

9%

71%

* & Rer I 51638
selling faster and eng y I 2033

12
s2098

== Next-Generation
Advertising Sales

relationship mar
are the technc iith the greatest

ROI

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

2 O

Moving Fast in a Rapidly Evolving
Advertising Sales Market

—— EXPLORE ¢
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SEE IT LIVE

Programs by market in the U.S. and Canada, 2012-2018

© © © @
2012-13 2013-14 2014-15 2015-16 2016-17 2017-18 2018-19

Girls Who Code

SIP
Campus

Loops

Wy thep mummbary Rapanding ey ‘Wi ter HHH T parteawy [ . Number of clubs
= >100

100 - 250

Giris Wiea Code Annual Report 208 251 - 400

; - 4071 - 550

551 -700

= 707 - 850

The future is =

sisterhood

By the numbers Expanding Deepening Vision for 2019 Our partners Financials

Brave, Not Perfect podcast

Rep. Alexandria Ocasio-Cortez
By Brave, Not Perfect with Reshma Saujani

In 2018, we launched “Brave, Not Perfect” with
Reshma Saujani. The podcast features interviews
with brave-not-perfect changemakers including
Congresswoman Alexandria Ocasio-Cortez,
award-winning musician Lizzo, Girls Who Code

Cne of the most powerful bonds a girl can have is the
alum Natalia Ramirez, and author Allison Yarrow.

bond of sisterhood, the bond of a community that rises

3rd-5th grade Clubs

Because we know that it's important to reach girls as
early as possible, we expanded our after-school
programs to include 3rd-5th-grade students. Through
these clubs, girls can learn to code in an unplugged
environment using our bestselling book “Girls Who
Code: Learn to Code and Change the World.”




Krochet Kids Intl.

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

K

R SR

Click through to see 12 program participants' level of empowerment across each category. % 1\ v;
w 1
Use the timeline to see how these scores changed over the course of the year. N
AR

¢

Lima 4

i

i
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]fl'v‘\}‘;

* ! AkweroE.

1

i

i}

i

|

BROADENING OUR OFFERINGS
& OUR EMPOWERMENT

drive our beneficiaries’ impact, we focus intently on

Inor
providing customers with a wide selection of high-quality items. Our Cut & Sew

er to furth,

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 preduct retains the story of the woman

to include items like our appa ollection who made it, through a hand-signed tag

and travel bags—all construct nsite. that bears her name

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




Pacific Life

Pacific Life

ANNUAL REPORT 2016

Aviation
Capital Group

Aviation Capital Group offers tailored aircraft
placement, trading, and investing solutions,
enhanced by industryleading financing capabilities
built on 28 years of experience through muttiple
business cycles. We are a trusted aircraft lessor to
approximately 100 airline customers in more than
45 countries, with a fleet of 413 owned, managed,
and committed commercial jet alrcraft. ACG is
premier, full-service provider of operating leases to
airlines, and aircraft asset management and advisory
services to lenders and institutional investors.

- Proven, global fulkservice platform
and tested performanca through
multple business cycles

meaningful rlationships

+ Strong capital structure and
a discipiined foous on asset
managemant

 Global airoraft laasing, trading
and asset managament services
- Afocus on young, liquid,
naw tachnology aircrat in
High demand
+ Expertiss in optimizing long-
tam aconomic value craation
for our partnars

Investments

DISTRIBUTION OF INVESTMENTS
Pacific Life invests in carefully selected securities, mortgage
loans, real estate properties, and private equity. Pacific Life has
an accomplished management team with experience in both
positive and negative market environments. Our disciplined
underwriting and diligent monitoring helps ensure that we-
maintain portfolio quality over the long horizon.

Dollars in millon

QUALITY OF FIXED MATURITY SECURITIES
Our fixed income portfolio holdings are very strong, with
more than 95 percent of our fixed maturity securities rated
as investment-grade by the Securities Valuation Office of the
National Association of Insurance Commissioners (NAIC).

Dolars in millons 1,2016

SEE IT LIVE

ouR
ACHIEVEMENTS

2018

In billons of dollars
LEADERSHIP

DISTRIBUTION
NETWORKS

2015

DISTRIBUTION OF REAL ESTATE INVESTMENTS
Pacific Life emphasizes highquality properties in select major
metropolitan areas that exhibit strong demographic and
economic trends.

® $45,158 5808 \vestmentGrad
Fixed Maturity Securities Private Equity vestmentGrade
® $12175 5646 ® $20,162 ® $22720
Mortgage Loans Real Estate NAC 1 NAIC 2
Highest Quallty High Quality
$7,437 529
Policy Loans Fair Value Option Securities
® $996 5305 NonnvestmentGrade
Other Investments Trading Securities
$1.684 $592
s127 NAIG 3 NAIC 4-NAIC 6
Equity Securities Medium Quality Low Quality and Below

lars in millons Decer 2016
® 53,979 ® 51517
Office Buildings Lodging
® 53,085 5969
Retail Credit Tenant Loans
52,667 5604
Apartments Other

+ Maintained
1,

- Sourced $3 billi retive airoraft purc
multiple channels wpleted approximately $1 bil
of al

pleted two
r $2.5 il

tovenu

d our $1.
continuing to trai
strengthening and
b sheet

annual
tax

alreraft commitmants.

REAL ESTATE MORTGAGE PROPERTIES
These featured properties represent just a few of the
high-quality mortgage loans included in Pacific Life’s real
estate investment portfolio.

Picturad ot o right: West Vilage Il - Dalas, Texas; The Rugby - Bethosda,
Maryland; Balston Quarter — Washington, D.C.; Desert Ridge Marketplace

— Phoanix, Arizona; Hitor
California; Ballpark Villaga — San Diego, California
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People for Periods

#PEOPLEFORPERIODS

People
for
Periods

N

Menstruation is a largely unmentionable experience, a taboo subject that can leave those
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 world so misunderstood and off-limits?

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

quality of lfe for menstruating people.

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 healthy, happy,

poriods.

Past, Present, Periods Know the Flow Bleeding for Equality

o s

#PEOPLEFORPERIODS #PEOPLEFORPERIODS

Ancient Era

AN

Kotex's first advertising campaign appears in Ladies' Home Journal,
aturing words like *dainty" and illustrations of women in high
society.

o o =

A project by Column Five Past, Present, Periods Know the Flow Bloeding for Equality

Source: Flow: The Cultural Story of Menstru

SEE IT LIVE

Define “Luxury”

‘With most governments taxing sanitary products as
“luxury items,” half the population must allocate extra
funds for these necessities each month—which has many
people rethinking the classification. After much
petitioning and debate, the Europe Union voted in March
2016 to allow members to reduce their value-added tax
(VAT) rates, paving the way for the nited Kingdom to
eliminate its controversial “tampon tax” altogether.

Luxury product VAT rates across EU
member states.

“I have no idea why states would tax these as luxury items.
suspect it's because men were making the laws when those
taxes were passed.




Lucidworks

LIES B

T4 TMAT

ENEATH

AR

DARK DATA
PROBLEM?

SEE IT LIVE

THE DATA THAT

LIES BENEATH

What you know about your data
Is only the tip of the iceberg,

"k tounderstand their customers and grow thelrbusiness.

his type of dota b colld structured cata

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

Accordin

HOW DOES DATA



Huffington Post

GASLAMP

'BACBOA PARK

BALBOA PARK TRAILS AND
ACTIVITIES

Miles upon milles of rais brilliantly showcite
San Diego's vast beauty. With maore than G0
milles' warth of pathes, the park’s terrain offers
everything from musesm-gotied cononene
paths bo remede dint trails and grassy
strebches. Beyond the trails are places for

SEE IT LIVE
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Microsoft

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

ANATOMY OF A

¥ILN3 1000°0

I'm

%

Named Internet TOday S blggeSt

Marketing Association’s PelitT'IL’nlgﬁt Not .
2016 IMPACT — 00K like the movies.

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.

Best Infographic

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

unknown. et up deployal
So, how do you plan on stopping me?

The cost is high. Cyber attacks cost organizations

MICROSOFT SOLUTIONS /

$ O Credential Guard

per year

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?

—
01/0

Costs extend far beyond financial, like

breach increased from brand image, customer loss, incident

2013-2015 by ° response and recovery, system
upgrades/security fixes, legal fees,

4 % regulatory fines, PR/marketing PHASE 4: THE LONG CON

The total cost of a data

response expenses, and
revenue/income loss. ©

< HOva¥E 0000'L /02600

g continuo
tely connecting to your network through a
y, my job only gets easier with time.

0

Average total of a data breach

ASE 1: THE BREAK-IN

$1,570,000

ith a permanent backdoor or alternate
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Always a Fan, Ann
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Connected Learning Alliance
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Spotify

Spotify Launches
“Singles” & “Live”

Spotify Reveals
Programmatic Ad buying

Spotify is rolling out its programmatic
advertising offering

~
By

Spetify Launches
Playlist Targeting

your audience is listening.

@ Spotify’ | FOR BRANDS




Stand Up To Cancer

Ry

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.



THANK YOU.

\/

COLUMN
FIVE

|

150 Paularino Ave, Suite D170
'/// Costa Mesa, CA 92626

|

+1 949.614.0759

+1 646.351.0639



