Partnering with founders, Selected Projects
start-ups and creative studios
to add context to content.
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Content

Developing brands with innovative
thinking, engaging storytelling, and
considered design.



Oth Street Pickleball

Brand Development

9t Street Pickioball

Brand dentity Inepiration

gth St reet —— — — ABCDEFGHIJKLMNOPQRSTUVWXYZ
Ouir the past thioe yRars, Fverge growsh rte I Wa biaze the ek in Pickeball, sng player's Laok for Vae 2
+583%, making it the fastest groning spart in America. ambitions and cunting extraordinary camaraceris- CanceptA ' n oL I f\k _
drivan axpanences. estacliching oursaives as the M o v .
- What you'll see today By 2028, the Pickiebal incustry is estimated to reach premier destination for (badess) players to thrive.

$253 8 milion Look for Community -
Voo

70% o1 Pickiaball prayers prafor %o play indoors. Mora serious than Junny.
Equal parts cazual & formal

B - Koy Benefits Respect with a dash of sass.
h ree rand dlrectlons e S orssmidiigom by O ok iy

demand of § milion US Pickieball players

Target Consumer
- - - - - Offering a unkque expenance; bendng communiy, Baginner
including inspiration, logos e
3 5 pridates Look for Dxfferentiaticn
Baginnars to competitive athietes, accommodating 1 Spont Casual
colors, and typograph oy
, pography. .¢ .

cliod Persanaliy i

Batiene, loverage anc lrust o the sxperience of REC Obssssed Graator 50%) Envusiasic

pickdatel for all. Minsvanve:

Youthfid

Vision Sport Inspired Passianste

Inspire and engage ail piayers to become passionate . Every Porson (409%) Confidest

stewards of peckieball Community
Competitor

Mission

To blaze the trai in picklstell. lanite their obeession. Horo (20%)

Unite our communtes. Guids thar advancement. Visionary

Brand identity Irepiration Logo, Bisck & White

ABCDEFGHIJKLMNOPQRSTUVHWX
— YZ012345678810..::""/><?

Club Premium -

Concept C

The Next Level

Inepiration Logo, Bisck & White

ABCDEFGHIJKLMNOP
0123456789..:.7>

Brand Identity

The Brand Identity for Sth Street Pickleball
is based on the intersection of SE 9th
Street and SE Woodland Bivd. This is
where the magic happens. The intersection
between innovation and community, casual
and formal, respect and sass.

Pﬂ't‘mu DICKLEB]

The design language is inspired by the
aesthetics of the US highway sign system.
It's a strategic move, mirroring the
precision and clarity of highway signage,
ensuring every pickleball match serves up
drops and drives, with a side of fun.

Logs, Color Brand Celors

Dovmicad Logos Dovmived Logos
Brand Colors
Primary Colors

g Grean, Blua, and Dava Gray an tha primary
colors for 9 Street Pickiebad These primary
colors are more than jLst aesthelic choices—thay
ae a reflaction of our commitment 10 craating 8
visaly appeaing s maninglul spece for

U Picicebal enthusiasts
) Secondary Colors
) 1. ncorporating 2 touch of tracition and visibility,

our highlight color, yeliow, 18 inspred by the most
commeony used and reepocied bak coler i
Ackicdal. Tre yollow aocent dds enargy and

axcitement. cragtng & cynamic contrast against
the primary colors. it's & fod to the roots of the
3port and @ Strategic Shoios Fat eNGENCes tho
ovarall visual Picklabsll axpenance.
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Day-J
Brand Guidelines
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DAY-J

Content

DAY-J

Guiding Principles

Energy

The Day-J ideniity rapresents anany, posiive
nappy energy that NEIps guide you tha the
highs and kows o feel your best.

Confidence
The Day.J identhy rapresants axpert, sclance
backed guidarce in 3 simpia, human way,

Beauty

Day-J should represen: bokd & UNgUe beauty-
in food, in sweat, in mavement, In all peopie,
1 shapes, In al journeys

Dapd Sns Ersaninee

DAY-J

Color Inspiration

oupd ne Cusaninee

DAY-J
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Our Brand

Core Values
Cultural Relevance

Logo System
Guiding Principles
Logotype Structure
Logotype Color
Logomark Structure

Voice & Messaging
Traits & Voice

Color
Color Inspiration
Brand Colors
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Typography
Font Family
Casing

Photography
Guiding Principles
Attituce

Iconic

Intimate

Context

Desktop & Mobile
Social Media
OOH

Apparel

Contact

Nutrition

Focd & wator.

Mindset
Cognthe performance & meckation

wnasrae

Our Brand Mission
Make the world healthier,
one day at at time

Vision
A world where healthy living is
the rule, not the exception

Proposition
Daily guidance for your health

Position
Hopeful
Helpful.
Healthful
Radical

s [T
g
o
z
a
Logotype Structure
Construction
The structune of the kgotype is based on 172
the dash in DAY-), represented as 1x. The st ']
of tha logatype Is coasinictad usirg nsavals of =
1x Haight of DAS-J and Playkis! Bars is 4x
widih is 16x for the shorter bars 19x for the
0nger bars, w a spacing of 1 bewsan bars.
Cloar Space
Clear space is aso based on 1x for tha %
logotype. Hodzortal and versical space recukes &
dx on elthar sida, a5 Shown
o
o
o [
o

Daps [Reor—

DAY-J

Brand Colors

Primary Colors

The primery coior is the gradient named Fresh The
gradien: is used sgparingly with ether bisck or off white ¥
acke amphasis and clanty. Plaase see the following page
ot Golor proportions and & breskdown ol cior usage

Secondary Colors

Winen nesded. indivkdusl colors from the Fresh gradent
can be usad in websita/mobiie LI, prirg materials with
Wimited color capabilties, &t

DAY-J
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DAY-J

Cultural Relevance

[Reorv—

DAY-J

Logotype Color

The mut-color gracation is a eymicic

Be a Disrupter

Be revolutionary in scme way. Innovate with style and
technology. The more ways a brand innovates for its
consumer, the more opportunity there is for relevance.

Stand for Something
Have an authentic voice and stand for what
authentically reflects the brand's values

Drive Positive Change

Respond to issues facing your consumers and what
they are facing. Consumers want brands to make the
world a better place.

Pick Your Partners
Collaborate with intersecting cultural spheres that
embody the brand's values.

fepresantation of Day-J's commitment 1o make the

world hea'thver, one day at at bme.

Usge the Dey-J's i one of te following color

combinations. The gradation versions ars preferrad.

» Avem

in cases where color neads %o be restricied, the one

color logos are acceptable. Chocse the color option

with the highest contrast.

Download Logatypes

(o] Srnns Cutainse

DAY-J

Pamary Logo
—_—
—
—
—
DAY-J DAY-J
A, Biack

Photography

Geachent Cokr
Fresh

Caror
Oann Eart

Ty
Cavtom

Logomark Structure

Construction

The structure of the kgomeark is based on the
sarne guicelnes ko fhe logatype. The intent for
the logomark Is 15 be used on it own 1o
oot the strenglh of e plaglist concep!,
boki and approacheble st

Clear Space

There 0" any res far the Claar Space ‘ot the
Logomeark, it  designed 10 be used on
phctagraphy, graphics and can afso be appled

10 App & Socal Media cons. ix
ax
Downioad Logomarks R
£ |
|
ax 16x
Oapd s cusaninee
2
=
<
o

Guiding Principles

Photography is essential in supporting Dey-J's
markeling services across customer touch-points,
Incluckng advertiaing, wobstes, sockal media. prnt
malerials, efc.

Attitude

Al portraits are of pacple lcoking into the camera.
FReal honest, beautful & confident. Allowing thom to
express themsehves.

Ieonic

Creste Iconic shots of everyday psogle. Using a
photography a that captres their honest feeling of
their health jcumey.

Intimate
The authentic self.

Production

Black & white photography nomalizes images from
diferent sources on a preduction level whie also
creating a stronger connechion and parspactive lor the
Day~J brand
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Miami-Dade Innovation Authority

About ilbbn % Vision Guiding Principles

Founded in 2023 as an outcome of a public-private 'MDIA’s mission lf",_si'tpr_goéhelerate the adoption of MDIA supports equitable, sustainable economic Partn erShlp
partnership with the Miami-Dade County and key ‘innovative solutions to local pressing climate and growth driven in partnership between private

technology leaders, the Miami-Dade Innovation “health challenges in Miami-Dade County to drive innovators and the public sector. GrOW'th
Authority (MDIA), strengthens the relationship equitable, sustainable economic growth. 4
between the County and technology companies. MDIA’s vision is to scale solutions for people most lnnovatlon

Bran d I d enti : MDIA fosters an innovation ecosystem that supports affected by critical challenges, improve economic Accel erate
ty : the discovery and commercialization of technologies and social outcomes, and make Miami-Dade a
; de-risking capital investments and helping companies world class capital for high growth companies. Human

successfully deliver market-ready solutions along with
accompanying jobs in Miami-Dade County.

s cowny st cowny

Concept A Concept B
Color Celor
mdin a2 ©e0
VNNOVAT!ON“AU“IOR"N
M 2 R “. ndin meia 4 l
INNOVATION AUTHORTIY INNOVATION AUTHORTIY M _D IA
We support equitable, J A.. ;n w . ’ We support equitable,
sustainable economic o y sustainable economic

Concept C
Color

ul M-D ; oo
Bg M-DIA iA PEERA M-DIA

Miami-Dade
Innovation Authority

Miami-Dade Miami-Dade
Innovation Authority

Abcelerating
Human Potential

M-DiA

:l\):- @ .&lgm &?’ ?:? %} ’

We support equitable,
sustainable economic

M- 4 % i
DiA @ M-DIA MD-IA MDA @

Final
Celor

Final
Black & White

Miami-Dade
Miami-Dade Miami-Dade Miami-Dade Miami-Dade g e
Innovation Authority Innovation Authority Innovation Authority Innovation Authority =2IN

mboin mboain Mo m2In

We support equitable,
sustainable economic




NEEW

MISSION VISION KEY INSIGHTS

Cultural Diversity
Embraces and celebrates cultural diversity,
representing various backgrounds and perspectives.

An economy built on easy, equitable
access to capital, collective expertise
and powered by a global marketplace.

Create synergy between Black
entrepreneurs, investors, and consumers
to foster global economic prosperity,
generate weslth, and promote inclusivity. Economic Empowerment
Empowers Black entrepreneurs for sustainable
businesses and community wealth creation.

Global Marketplace
Pravides a platform for a diverse customer base and
global business opportunities.

Collaboration & Synergy
Fosters collaboration among entrepreneurs,
nvestors, and consumers, creating a synergistic
acosystem for growth,

Inclusivity
Sridges oppertunity gaps and creates a supportive
anvironment for everyone to thrive and succeed.

€2073-24 NEEW, LLC. ©2073-34 NEEW, LLC. ©2073-34 NEEW, LLC.

LOGO
E-COMMERCE

GUIDING PRINCIPLES LOGO TRAITS & VOICE BRAND COLORS

VERTICAL

The Brand Colors employ a carefully chosen color
palette inspired by sarthy tones commonly found in
African mud cloth, including deep browns, rich reds,
warm yellows, and serene biues. These colors not only
connect with the African heritage but also convey a
sense of trust, stability, and innovation.

The NEEW logo prominently features the double
E* within the NEEW name. When connected, it
symbolizes collsborative creativity, delivers
financial education, and bridges opportunity gaps
to support our entrepreneurs

NEEW's voice is direct and open, conveying
knowledge and authenticity, It exudes
confidence and trustworthiness, grounded in a
proven track racord. With an optimistic outiook,
t serves as a source of support and motivation
within a tight-knit community, reflecting NEEW's
commitment to being socially conscious.

This newly formed symbol, created by connecting

the double 'E's 8nd subsequently rotating and Also a nod to the US, Brazilian, and South Africa flags.

merging them, ingeniously represents NEEW's Traits Voice
core areas of interest: E-Commerce, Equity, « Knowledgeable « Direct & Open
Education, and Engagement, all interwoven. » Socially Conscious + Human & Authentic

= Trustworthy « Confident & Proven NAME NAME NAME
To pay homage to African culture and draw « Confident « Optimistic EDUCATE POWER SOPHISTICATION
nspiration from African mud cloth designs, a « Community « Support & Mctivate ROB B0 7 Robo0 ROB SsE7E 256
subtle texture is applied. HEX #EBEDS0 HEX # HEX #EFFFEF

©2073-34 NEEW, L. ©2073-24 NEEW, LLC. ©2073-24 NEEW, LLC. ©2073-24 NEEW, LLC.

TYPOGRAPHY GENERAL SANS GRAPHIC ELEMENTS INNOVATIVE

GUIDING P IN(*IPLES

- -
- -
Genoral Sens Automate :Z‘l?.ﬁﬁii";fﬁ? :S'Sf(fio"é',gi :'\?:;];rso‘?;:lxmmmc Heritage =0I00mU Photography is essential in supporting NEEW's marketing
General Sans is 2 rationalist sans serif typeface. a d 43 h ocC d ata ne- Inspired by the African mud cloth, use the ] =y - services across customer touchpoints, including advertising,
ts letterforms feel like the France of the 1950s; B We are the first global digital platform that enables pattern to add visual interest and hierarchy to — I - websites, social media, print materials, etc
they are very orderly, but also a bit spritely, q ueries collsborstive creativity, delivers financial education, and NEEW's marketing services across customer =L I
L1 " Eco N o M Y bridges opportunity gaps to support our entrepreneurs. touchpoints, including advertising, websites, ' Irinove 1
e letters’ apertures ing the i i s, ete.
b mrefI: - .rt reqfﬂ:e pr'y i) rT\Bklrg " We galvanize Black entrepreneurs, create transformative social media, print materials, etc Use photegraphy In a Innovative way oy Showcase Black entrepreneurs,
counter-forms n type i?:é eel like they an being economic empowerment and change generational wealth Incarporating dynamic visuals with investors, and consumers capturing their
’5:'" pletely ‘?:“’?M wi jT"" ”“:”’ 5"1’""“”“”9 Headiine outcomas, through four channels: creative compasition that appeals to our strength and resilience. The imagery
ol eral ily !
characters, The General Sans family comes in atears demographic and reflect themodemnand  relnforcing our commitment to fostering

Marketpiace (curating a global marketplace) Community
(promoting community cevelopment) Investment (uncovering
untapped resources) Leaming (Business news and education)

twelve weights ranging from Extralight to Bold
with complementary italics .

contemporary nature of the platform. a global economic prosperity, and
creating lasting generational wealth.

Creative

Use unique angles, lighting, and Portrait

composition to create visually stimulating Black & white photography normalizes
images that capture the energy and spirit images from different sources ona

We are a culturally diverse team of S——
professionals committed to unlocking ~ Sreois e e mdna e

shape their own destiny, inspir

this tech-Infused culture
epreneurs who seek to
action and fostering a more

wnN=Ee::2mwiiin

the pOte ntl a I Of BIaCk ent repreneu rs. Z‘I‘a‘;t“:\l\on:":ummr':z;:grc:c;::;:fx’::m caneppor of Black entrepreneurs. The resultis a production level, creating a stronger
dynamic and engaging experience. connaction and perspective for the

Subhead Toxt NEEW brand.

Regular

Sentence Case

Wi

©2073-24 NEEW, LLC.

©2073-24 NEEW, LLC. ©2073-24 NEEW, LLC.

0207334 NEEW, L40. ©2073-34 NEEW, LLC.
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©2073-24 NEEW, LLC.
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C0loc™

Seeing it and being It Is at the core of what we stand for,
and this commitment begins with our Brand Playbcok.

Uniting them is their unique
experience being Latin
United States. (8l

Our show explores the journey of
Latina women who have disrupted
industries as entrepreneurs,
founders, and CEOs.

actors, singers, chefs, artists, athletes,
politicians, educators, leaders,
executives, brothers, sisters, mothers,
daughters, and spouses.

Consistent use of our logo and visual design system is
essential to give our customers the bast experience,
from their first engagement with the website to email
correspondence to help budd a content series profiling
Latinos from ail walxs of Iife.

Some are well-known, while
others are famous in their own

Communications should be clear and free from
“marketing speak.” The Somos brand should guide now
we position and communicate with our clients, provide a
foundaticn for our visua! identity, and help unify our

Version 02.0

Wecnesday, Janoary 24 2024 mMossaging across various channals. leC'eS.
W e vonie s W s onie # ot ouce P s
§ A
s - soaice s ek neeaide = soaie s s rearse a s R m— caiae soaice PR i P
Guiding Principles Logo Structure Script Color Traits & Voice Brand Colors Primary Colors
Construction The muti-celor painted script is & symbolic Vit the marty new socid media plotforms svaible today. As mentioned in fhe Drand Idertity saction, the

The iogotype is a youthful and expressive
scrigt that embodies the brand's principles:

Poworful, passion, creativity, innovative.
The script is energetic and engaging.

Connecting and promoting authertic stores
that resonsts with & dynamic and dverse

The corstruction of the logo © based on
the asterisks in the script, The height of
the script |3 2x the asterisks.

repregentation of Somos's community, &
confdent yet approachable statement of
inclusiveness:

Actors, singers, chefs. antists, athistes,
politicians, educators, leadars, sxcou§ves,
brothers, ssters, mothers, doughters, and
3poses.

JWeg

trands have become increasingly Sfficult to find one consiatent
piatform whers their audience will 508 them as authantic.

\With this, Somos needs to speak to thelr customers with an
open, creative, and empathetic voice, laaving ego al ths docr.

To heip wih Gonmstoncy, Wo can broak down messagng into
two categories: traits and veica. Always ask the question, if we

multi-color paintod acript is a symboiic
repeessntation of omoa's community, @
confdent yet youthful statement of incusireness.

Primary Colors

The orimary cokoes for Somas are taken from the
painted color swatch. The swalch is Leed
sparngly with either black or white to add

Somea Rec
ARG

G, 29, 1)

ta(7 A4, 190%, A6%)

Somes Bue
AACDGE

RO, 218 154
DA, W%, B4

community of Latinas.
are (rand trek), then we speak with brand voice).” emphasis and clarty.
Use the Somos 3apt In one of the folloning )
color combinations. The peinted versicns ars . Secondary Colors Secondary Colors Highlight Color
prefomed. i casos where color noeds % bo Traits Volce Viten needed, indvidal colors from e pisinted
restrcted, the cne-color 10gos are acceplabio. Fanary Lo Community-centnc + Perscnal, divect, and open color can be used in wetisite/moble UL, print
Choose the color option with the highest - Approachadie, grounded, < Saiinah, ConneEton and materials with limited color capabiities. etc.
contrast. horest authentc
Censietont and trustworthy + Confident and provan
— 2 - Smart, conficent, and + Optimistee, snergetic, and Dk Worm: Orwy Worm Boch
< Irnovaive ful of enthusiasm A SO
HEEL. 20 80) .32 33)
Croative and inspratonal * Suppon and motivats NI, 7%, ) PAET. K, 1%
Noath Star, Cobr North Star, Rec-Or, Blace wira
Fiaiviin W i i Wi - e ‘ ‘ - Fiaivis | e S
s oo o o - & e o eize . s o o s g — JERS—— —— -
¥ » ¥ Guiding Principles Inspiration Portrait v
i All Walks of Life we Gve ﬂW‘
Water COla G"tCh Al this momant, Somos doesn’t have a photo asset

Photography is sssential in supporting Somos' marketing
tnclidi Ibrary but refies on royalty-4oo siook phatography,
sourced sredeminantly from Unaplash.

Use these ‘Al Walks of Life" scricts
sparingly to belp bulld # cornection b 4 » "
Setwaen the Somos beand and the
people that inspise (har stories.

websites, socel medis, print materials, efc,

villies e -

The water color glitch is used to add deoth
and dimension to the Somos Brand, Uss
aperingly but effoctively to highiight dfferent

Unaplash is & clatiorm powered by a fantastic
communty that has gifted hundreds of thousands of

expressions of the brand.
Lisa photography i & youthiul way by Use unique angles, lightng, and their phatos fo fusl craativity woridwids.
1t 15 20 advisable when used with typs, to Download INCOPOrATing dynamic VISUas with creative COMPOston 10 create visialy stimulating
neve 3 white block of color balow the type to X b 4 b 4 compesition that appesl 1o & younger Images tst capture the energy snd spirt of Unsplash license:
help with readabiity. M d demogeaphic and rafiect tha modarn and tha show's Latina audenca. The recult Is & - 4l photos can be downloaded and used for free,
ﬁ gw “" cantemporsry natwe of the show. QYNSITIC ANT BNGEGINg expanance. « Commerciel and non-commercial purposes.
Download " = No 3 neoded is
Fowartul Fortralt
——— x ¥ " Showcase powerful Latna women, Black & white photography nonmatzes Callected Images
"6 li7] "Gralty
# o e s W sosss voue P W o souce # s vouie <es
s R —— “ o R - - - ok s s A earse -
i Cortert Sy wib Mtsry
W load with heart anc soud
In 2 warld inoreasingly in
& @ ¢ reed of buman cormection
o Poccass tr *
P W sossa vowie e W soies siion # ot ouce s

# o vonie




WerkFlow

Vision

WerkFlow WerkFlow . Brand Strategy -
Brand Guidelines

WerkFlow is the future for dancers:
aplace toexpress, connect, celebrate
and showcase ourlove fordance.

dancers with tools—including access to
studio spaces—to selldance classes and
services directly to consumers.

werkflow

vergion 1.0 D2023 24 WerkFlow, LLC. f - 0202324 WerlFlow, LLC. 3 ©2023. 24 WedFlow, LLC. ©2023 24 WedFlow, LLC.

Audience Brand Creative oo

A. Teachers/Tralners
WerkFlow is simple: rent space, manage
bookings, and receive payments easily.
Focus onwhat you love: dancing

Logo

B. Studios / Gyms i

WerkFlow is convienent: make money with y 2

Jittle to no extra work, hire teachers reliably, i

and boost ‘cool factor inthe community. . G s A Werkﬁ OW
. Consumes werkflow werkflow
WerkFlow is connected: look, discover, o

book, and pay forthe perfect dance class
withtop dancers

©2023- 24 WedFlow, LLC. 0202324 WerlFlow, LLC 3 0202324 WerkFlow, LLC. 0202324 WerkFlow, LLC 0202324 WerkFlow, LLC

Typography Color Photography

Phan Jnkarts Saae Teenylee  vanasie Styles Giyphs Lynds Osiaie o Devant Seconde
b —— Hex #FFFF54 Hex AFFFFFF
s, RGB 25525584 RGB 255 255 255
? Your new go-to dance
re yo u re a y to e r ™ marketplace forinstructors,
students, and studios.
WerkFlow is empowering professional dancers with tools— Effacé
including access to studio spaces—to sell dance classes and Hex #000000
services directly to consumers. reRaoe S

@ o
We-kFlow is simple: rent space. manage bookings,  WerkFlow is corvienent: make money with little to WerkFlowis connected: look, discover, book. and
andreceive payments easily. Focus onwhat you no extrawork hireteachersreliably, and boost'cool  payforthe perfect dance class withtop dancers.
icve dancing. factor' inthe community.

©2023- 24 WedFlow, LLC. 2 ©2023 24 WedFlow, LLC. 13 ©2023- 24 WedFlow, LLC 1 ©2023. 24 WedFlow, LLC. B ©2023 24 WedFlow, LLC. 13

Context | - -} . -’ Context Conte ‘ :i I | _ Are yOU ready
| . = = to Werk?

Are youready

to Werk?

AV werkflow

©2023-24 WedFlow, LLC 202324 WerlFlow, LLC.




OppZo

asixocun e ST - SRS s . 3 - azixocunn e TN 4 - StaOSUTLS.

Contents Hello Ly Core Values » We Believe

Typography We are OppZo.

This business is your home. It takes a ot to keep things
Doing well 1o do good is at the core of what we Community Empathy Transparency Humility wnning
o s2and for, and this commizment begins with our It defines your neighkorhood,
Graphic Elements ¥ = Brand Guidelines Our Aurrber ane pa understanc firt hand the  \We pride curzelves or: being “ We believe there < no place for and you built it, dedicated Many people don't see that
P P Logo System ting the comm cfdspanityin funding  trushaorthy partne innonvatam techanioagand #90 i the wark we do vour neighbars. but-we do.
Consistent use of cur logo and visual design system ane seeing ittt avalable to cemmunities in coNmunity. funcing 1o make it csiapian
t - custom he b t- FTAl BlEnasesets gad o s talistanand 1o If you Founsh, they floursh, So we're here right beside you
) give o stomers the bes A ¢ ur & S0 w ere right beside you,
] A R i fotus on providing a <le. wrorking capital they need 1o g, al In the senvics of 4 Y ¢ ol
Photography B experience, from their first engagement with the Wia knew Vet and ‘air senvies in cur prece ; reoulding eammirities and whenever you need us,

) f g website to email correspondernce
apphcation to help fund their dream

filling out an yous businass

¥ 35 3 person,

and pricing and are des
10 ensuring that cur cu

Everyday, you bring your passion
and energy to your community We're here to take some

are conszantly inncvating

Version 015 Volce & Messaging or ;ﬂmsm:g;:r. =5 feal sanported :—.n cr e .'m to find eunn . hard St 0% your plate
- understand ng first Latter viays o sUp .
. %8 db O e, 1y e tha 2 & Business.
Context a0 1 i . ¢ Communications should bz clear and fres from WA ke thie complexsimple.  tustamers It’s more than just 2 business.

*marketing speak” The OppZo brand should guide you can do the

how we pesition and communicate with our clients, It's personal Imporant work.
provide a foundation for our visual identity, and help
Contact 1 ¢ unify our Messaging across various channe’s. BEut Dusiness isn's easy. Scale, flourish, and win.
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Doing well to do good.
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Limitless Minds

Positioning Statement.

., _ ke N N Fearless
| Our mission is to enrich culture and iz Modern
— K optimize performance by cultivating - K Impactful
Brand PlaybOOK magic C-'].s:Lh:nk‘n; positive. - - . .
a mindset without limits. & Truthful
Limitless

In today’s fluic, fast paced and competitive world - a mindset that
delivers the highest probability of success is an undenable asset

Limitless Minds

Limitl

W befieve the m

d s truly limitkess and provide workable keys
to unlock that patential

i 4 i &
G ARQUTEE™ E
i i {
v ‘n b ovec §
o o H
e —
& Fook ABCDEFGHIJKLMN llll
R OPORSTUVWXYZ
: H Druk is a study in extremes, featuring the H _
H um H narrowes:, widest, and heaviest typefaces. 12356 : 890 : R H
Dok i My - ] E
its roots in posters and editoria
[ — < " S,
— s ol il n but with a loud voice in the
a mindset that delivers the highest prabability of success
is an undeniable asset. Linitless Minds offers experien
proven insi nd trafning in what 1
big and g0 Unlike other “roh rah’
soeskers snd Firms, we don't emphasiz
thirking po e We vt the mind is truly limitl
ang provide workable keys to unlock that petential
! HEALI ’ g
i I I (S
sg} : g,{

o1

g OFCANT « :
#THINKBIG-GOFAR

Instagram/Twitter.

Limitless Limitless
Color Voice

Think Big, Go Far. Adapt ke the mind can adapt.
Itis associated with hapoiness and sunshine. Whereas the
green repeesevs 1he coONess of Change anc growin
refreshing and ¥iendly yet strong and relabie, The bive
Topeesents (e 116 Tery, Dokt $136 of IS femala nallxe.

Rucognizing that Russell Wikon and Trevor Moawad are the

| THINK BIG. Limitless
GOFAR. Vision

> Clagsic. Universal. Bold.

— T — Amythieal usually white animal ganerally dacicted
with the body and head of & horsa with long Soming
mane and tail and a single often soiraled horn in
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modop Content Studio

Mission Statement,
Disciplines Achievernent,

mod A highly innovative, efficient, creative and purposeful
op
¢ Content Studio rooted in considered strategy, engaging

Create a sub-brand for modop’s

modop Content Studio with the ethos
COntent StUdio of punk rock, driven by purpose

and teamwork.

storytelling, innovative design and focused execution.

oooooo
.....

Color

. The young
- & hungry

- S & inclusive
. . il 1 £ >,
We believe in Conteﬁt.i ;., us.

Black8&White

y uS.

Theus

that concepts, shoots and edits. creative i culture.

®

. -

' . ‘s" . * ' . \
- ~We believe.in Content*. -

@

The us that
concepts, shoots N s

& edits.

Neutral Modernism
HELVETICA

Halvgilca 8paske af modemism and rationality tue
Sans-Serif ;

: ubiseq ssms

modue operand|

“None of us is as
smart as all of us.”

—Ken Blanchard

We believe in Content.”

Concept.

We believe that content does not
resonate without a concept

We think, research, sludy, write,
create and concept

Expression
Truth
Individuality
Self

Alive

The us who is fluid
in process, creative

& culture.

The Fluldity of Content

*
Content.

We tell stories that connect
poopk and inspre the commundty.

We plan, style, concept, shoot,
fiim, record, compose and edit

A Studio Called
us.

*
Creation

The Medium is the Message and
we can build that Message.

We design, present, make, build,
prototype and execule.

Discipline
Achievement
Team
Competition
Goal

12



Context

The framework to tell a compelling
story with considered, strategic,
and insightful execution.

13



K-Swiss Let’'s Go Courting

THE BRIEF CREATIVE INSICHT

Creative Campaign
Sales Magiting

Use humor, upbeat enthusiasm, passion and court ; S i d D I' h
sport insight, to craft an unforgettable K-Swiss Sales ;i urpnse an e Ig t
Meeting Experience that amplifies K-Swiss’s ethos * 3 k b I -
and instills unwavering confidence in our J are eys to VI ra Ity-

‘Let’s Go Courting’ Brand Communication Platform.

THE SWEET SPOT i i

s::UP SOCIAL DESIGN STRATECY
*
Using the DR s 70.,5 . B Use the iconic style and timelessness of
; featuring the legendary voice of John Facenda, trading cards as a base for the Heroes of the
What What : | i we infuse Pickleball with epic drama, humor and : | 2 4 : ) ;
K Gwies Conaumers « | i e : : . Hardcourt design aethestic, adding surprise .
s e inspiration, and even education, transforming and delight throughout all media channels

every game from the ordinary to the extraordinary.

KSWISS

Let’s go courting!

HEROES
ROCOUS

* OF THE HARBGOURT »
=

peey e
RErTRARTaD
‘ { THE HARDSOURT

»

* OF THE Hlﬂﬂcl_]jlﬂ

“+ OF THE HARDEOURT «

PO’:‘SERI BILLBOARD LBC i

Let's make Pickleball cards!

U H T ¥ 1 . * Let's bring our Pickleball Trading cards to the real

E H A H D c B < world, by creating our own foil packs featuring

x 0 F T H e 4 = : J - § collections of amateurs, products and pros, all lionized
; ‘ % & o\ &7 &3 Hardoourt Heroes.

We can offer to immortaiize the first 1000 people to buy N ’ ®

a pair of shoes at K-Swigs.com - offering them a foil { L8

pack of cards in the mail along with their personal card,

incentivize posting in amateur’s social networks, and

even create a Photo Booth at Pickleball events that

creates our rading cards on the spot.

By honcring the people who love Pickleball, we show
our love and win friends & fans in the process I's a
peer to peer idea that keeps on giving.



Una Vodka

UNA Vodka

Brand Playbook

ﬁppiness

~ Brings joy and delight, making w occasion
magical and memorable

+ Elevetes mood and spirits, creating whimsy
and wonder

- Encourages a carefree attitude. inviting
paople to enjoy Iife to the fullest

WHAT WEDONT MEAN X

* Cold or typical

2023.05.31

he
LIQUID SHAPE

UNN We lead with
Ny our White Lotus.

The bottie s our North Star for the Una, with our
White Lotus as it's foundation. Sophisticated, afry,
optimistic and modern, our light cream Is the core

ormary color across our brand

OUR VALUES

WHAT WEMEAN
- Embodies strangth and confidence of
femininity

- Represents sophistication snd elegance,
nspiring confidence

~ Provides kury and exclusivity,
empowering those who consume it

WNAT WEDONT MEAN X

+ Commeon or arrogant,

PRIMARY PALETTE

Our White Lotus sits alongsiic three additional
core Una colors in our paleste. Carnation, is bsed
on our collage and works beautifully & 2 bright
accent Petunia Black Velver, helps o change the
pace and create contrast. and Azalea offers balance

To affset our primary palctte, we use a rich goid

metallic. It adds warmth and links directly 10 the
frame or four label.

Empowerment

Our strategy ts
the foundation

for everything
that follows.

J
This document nvites you to tha works of
UNA Vodka It will kuidé you throvgh the tools
e % Our strategy motivates and defines svery
aspect of cur Idantity. It's how we know what
to aim for and how bast to achieve it. Anythng
we make, say or dols done for this purpose.

brend. We will use 1t to instiff cur substance,
style and spirit in everything we do.

- ke ey

Beauty

+ Captures reture’s besuty with floral aroma
and surrcal appearance

+ Celebrates besuty in simekeity, with cean
andcrisp taste

- Reflects commitment to sesthetic excellence
with striing and unique bottle design

» Ordinary or pretentious.

s A B P BVBSEN BN EREATI . HECTTYEE

Came on, beauty,

“The logotype embodies the brand's Let's adare one another,

principles:
Happiness, empoweement, and beauty.
The logotype is energetic and engaging,

connecting and promoting authentic
experiences.

BRAND STRATEGY

T

PRODUCT FUNCTIONAL EMOTIONAL BRAND
r:‘ TRUTH BENEFIT BENEFIT PURPOSE
< Our Vodia has a floral It provides versatility It aflows drinkees 10 To inspise appreciation
fiavor profile. and 2 fragrant canvas express their individual for Beauty Defining,
for cocktails. creativity,
Come on, b p
DEFINING OUR STRATEGY Let's adorc one another,

With this connection, we know our ambitions link back
10 the truth at the heart of cur product It's how we
keep our identity consistent, genuine and believable.

Brand Creative contains
all the visual elements of
our identity.

insupgort of Drnk Exuberantly , our values define
how we speak, look and act. Whatever we're doing.
no matter who wo're with or where we are, if we keap
these values close we'll stay truc to who we are.

Came on, beauty,
Let's adore one another,
before thare is no more
ofyou and me.

With imagery & collage,

Ouw images caplure the joy and whimsy
of lita's most magical moments, nviting
viewers to join in the fun and delight.
Una Vodka inspires rappiness and our
images embody that spirit.

€ PRIN
EXUBER

before there is no more

of you and mu

OUR THREE VALUES

HAPPINESS EMPOWERMENT

Magieal and whimsical, Sophisticated and Feminine,
not cold or typical. not common or arrogant.

PRIMARY CAMPAIGN LOGO

With imagery & collage,

Ow images showcase the strength,
sophistication and feminine beauty that
Una Yodka embodies, inspring
confidence and empowering viewers. We
celebrate incividuabty and diversity in
everyimage we create

BEAUTY

Surreal and floral,
not ordinary or pretentious.




The Simple Company 16

Simple can be harder than VISION vorce ” BRAND

complex. You have_ to_ work / 2

st bl Lo, To design businesses at Smart : The world’s simplest

o make it simple. " . e b /’ -
Brand the speed of simplicity. Insightful small business

But it's worth it in the end 13
because once you get there, Direct grOWth program.

P I ayboo k you can move mountains. | e & ¢ Hum an

-Steve Jobs 25x, < ” .
THE SIMPLE COMPANY 2022-11-02 o " ‘ Wlﬁy

CREATIVE OVERVIEW BRANDMARK SYMBOL

Make every business
work through Simplicity.

Multiply

How do we achieve our wildest dreams? It’s Simple.

the Simple company

Simpli.fy
HELVETICA NEUE MESSAGING COLOR
Helvetica is a neo-grotesque design, cne
s b(,l..jf;.zn::??m‘imj Make every business work with We combine proven brand and business
(1890s) typeface Akzidenz-Grotesk anx . . I . .
other German and Swiss cesign. Aa B b C1 3 the simplest business design H . growth strategies with world-class
_ C 2 i ow do | achieve ok b i
= N t] i

15 uee bacama a halmark of the program in the world. coaching, training, and accountability to
nternational Typographic Style that Hevotca Nous Beld ¥
emerged from the work of Swiss H bring you breakthrough results.
e S, Problem my wildest dreams? 9y g
?Mo:c:z ;mo":l ’:a.:’rost ;D::nr Traits Voi - -
T——— AaBbCc123 . Solution It’s Simple.
otable features of Holvetica as originally « Punchy « Insightful
osigned include a high x-haight, the Holvetc Neus Meckm * Growth « Dirnct

- Design « Human

« Workdty - Witty

i { inaf st of izontal or

vertical an unusualh it

spacing between lettars, which combine

to give it a dense, solid appearance. i i C

Hotvosca Noue Reguiar

COLOR BREAKDOWN

Gold is the color of success and affluence. H ™
g S Ry the Simple process

and the power of the sun with its strong,
warm undertones.

How do | double,
triple or even 10x
itability?

Itis the color that is most often linked to
champicns. For products with black
packaging, a contrasting gold

embelishment croates a luxuricus

appearance

g the Simple company

It’s
Clarify + Simplify + Multiply -

Si m ple. the Simple company

h 2

w




AWS Retall

Today's Discussion

Years of inves:

a partial view

Lead, Never Follow.

1,000 of retalers

this together

July 9, 2019

ves realize Al/ML
, Totecast
nmendabions, but ne

scenarios to prioritize to

Al €0 Ranking
by IT Spend

A Foundation to Lead

Amazing Customer Stofies

Amazing Customer Stories
Industry-Leading Partners

their moments

¢ growth

lululemon athletica

“Any continuous integration and deployment
pipeline should be automated, easy to manage,

and discoverable, and that's exactly what we
get using AWS, We get a level of simplicity and
transparency we simply couldn't have in our
previous on-premises environment.”

= Hyper-Connected The Customer Journey

1 1

Requires a Purpose-Built Foundation

Case Study Case Study

“Using AWS to deploy and operate our
SAP environments, we can be more
nimble, which opens up many more
possibilities for our business. We can get
new initiatives to production faster, and
if some things aren't providing the
desired business results in pilot mode, we
can quickly shut those down.”

A

Enwpokewed

More Likely to Higher Average More Likely to Take
Undertake IT Transformation Order Value on Store Transformation

3y

- to Lea

"With an enterprise-ready option like Lake
Formation, we will be able to spend more
time deriving value from our data rather than
doing the heawy lifting involved in manually
setting up and managing our data lake.”

Journey
- .1;- :'-lﬂ

foe
-

More Predictive of
Customer Satisfaction

Lead,

More Likely a Bad Experience Incremental Revenue
Will Lose Customers Opportunity When Understood

Never Follow.

Case Study

ny had teen
nanaging all of icns and
astructure inter y with one data
r used primarily

Be Empowered Today

“Amazon Personalize saves us up to 60%
of thestime.needed to set up and tune the
infrastructure and algorithms for our ML
models when comparedite building and
configuring the environment:en.our own.
It is ideal for both small developer teams
who are trying to build the case for ML
and large teams who are trying to iterate
rapidly at reasonable cost.”




Ocean Flags Project

Marketing,

Distribution, Sales
& Engagement.

Thaee ara the channais and organizations
that will halp us to axpand and exterd the
scope of the movament and raise planstary
literacy about ocean regensraton

Glotal Social Network of
Ccean Lovers and Enthusiaste

Ocsan Flags Oniine Store
Partnar Onlina Stores

Ocean Flags Partner Natwork sharng
information and education for curent
solutions

Events -
Retall outlete worldwide, ncluding
surf and dive shops, outdoor stores
and wharever flage and related
merchandisa are sold
Facebook, Twitter, Instagram,
VERO & other social media platforms —
Events = i
Campaigns, PR & General Modia L

Ontise
Stoe

Aetsil

Outiste

A flag is a symbol of
unity, allegiance,
community and support.

“Every time | slig

[

Merchandise
& Co-Branding
Partnerships.

Theee are some of the co-created products.
that will be sok! through retail partnerships
and co-branding opportunitios to generate
revenue for our baneficiary organizatons.

When people buy Ocsen Flags branded
products a percontage of the profite will go
to our baneficiary organizations via a public
private pannership group.

The Ocean Flags Project wil only licensa its
brand to manufacturers that meet stnct
cnitonia n ecologically sound, regenerative
or sustainable methods of desion,
production and dstriteion.

Get
Involved.

* Invest n, and b2 part o a global
movemoent for Ceean Swareness,
consenvation and regenaration.

* Raisa or hang an Ocean Flag to show
your support,

« Promote giobal ooean/water sciantific
soltions through our salectod partnars.

* Halp us 1o lobby the Unitec Nations
ta reccanize a Ore Ocean Fag.

+ Coliaborats with iks-mindad ocsan
organizaticns and individuals worlowide.
\akintee 1o make a diffeence

Such as...

Artworks, Back Packs, Bathing
Suiits, Bidini's, Beach Bags, Beach
Towels, Blus Hearts, Blue Marbles
Board Sheorts, Eco Surfboards,
Fiags, Green Toys. Hand Pianes,
Headwear, Hocdios, Kammock
Flag Hammocks, Lifoguard
Whistles, Magazines, Phones,
Posters, Reusable Water Bottles,
Sandals, Scarves, Skateboards,
Sneakars, Stubby's, Surt \Wax.
Sweatshirts, Swim Fins, Tote
Bags, T-Shirts, Watchos, Yoga
Mats

* Halp us and our partners to devalop
educational programs which teach
and inepiro young peopto and adudie
to accelerate e ooaa) regansation
movement

+ Develop ongeing, acaptive, science-
driven informaticn, data & ragonarstivo
SOltONS with our partars.

+ Become a retail partner by co-creating
products using cur symbolic fag
cesigns, or suggeet and promats
products which halp 10 support our
ocean community tvough Ocean Flags
retail partoers

Sylvia Earle

Marine Siclogist, Explorer,
Author and Lecturer

Co-
Branding

Pantagonia Worn
Wear Partnership.

Wormn Wear celebrates the stores we wear, and the Oceen
Flags Project in partnership with Patagonia reminds us of
how dosply we re connecied 1o our Bue Planat.

By wearing a sewn in flag badge on your clothes or
purchasing an Ocean Flag made of rspurposed fabrics
Patagona and the OFP can ehow their support for ocean

related causes in values and actions,

Education
Program
Partners.

Tha Ocean Flags Project will share
regenerative 0oean resources and
eolutions from our glotal natwork with
tre following groups:

Primary and secondary schools
University and Institutional reeearch
progams

+ Co-created worksnops and events,
botn physical and vitual
Individuals and volunteering
communities

— b Bl o

m—

= + 11w 11 =
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In 1971 Jacques Cousteau sounded
the alarm to the US House Committee

on Science and Astronautics, declaring
“The sea is the universal sewer, where
all kinds of pollution winds up”.

Cox
Branding

Hybrid

Mini Cooper.

Tha BIM\ Group has set itself a targe of carbon-free
manufacturing workiwide by 2020, Trwir wide vanety of
community, social and cultural peojecte arcund the works also
make an important contribution to practices that prioritize

stakaholders over shareholders.

The Ocean Flags Projoct would expand on the work Mini has
akoady bagun. In partnaring with Chamnal islends Surftoards to

produce they have

hoir il

1o deepening the relationship Detween their highly mobxie youth

friendly brand and surf cuture in genaral

The Ocean Flags Project
Will Be a B Corp.

Tha Ocean Flags Project will start up under
tre guidance of Ojingo Labs Inc. with the
godt of becaming a B-Covp. OFP wil avign
With 8 putiic/ prvate partnersnip (Global
Ocean Fund) as the Fiscal partner for all
profit donalions running through this entity
to suppert Coean Causes Workdwide.

B Corps are for-profit companios cartifed
by the nonprofit B Lab to mest rigorous
standartis of social and enviconmenta
performance. accountabiity. and
trangparancy.

Cartified B Corporations™ rodefine
success in tuskess. Individualy,

B Corps mest the highest standards

of varfied social and envircomenta
porformance, p.the trarsparency, and
logal accountabiiity, and aspire to use
the power of markets to sove social
and emvironmental problams,

Collectively, B Corpe loac o growing
global mavemant of peopls wsing business
28 3 f0red Tor good™ Theough tho powsr
of thait coliective voice, one day all
companies will compete to be best for

the world ™ and society will enjoy a mare
ehared and duradle proaperty tor il

For full transsarency we will ensure the
antive project is blockchan compatibie

O o e P P

O o e P P

e

Flag Design
Explorations &
Artistic References:
Our Plan.

This is a vision board of ideas and artworks
from potential designers with the goal of
redefining the wisual language anc narrative
of aflag

Each of the six flags will have its own
individugl look. but they wili be connected
by an overall aesthetic styio.

Co.
Branding

Mizu, Miir, Klean
Kanteen, Hydro
Flask & Sigg.

Ocean Fags would pertrer with the leading manufacturers in
the sustanable accessory industry 1o create a range of
enviccnmentally produced flag-branded rousable water bottice,
tumblers and canisters.

Companies ixe Mizu, who embrace the mantra of *Protecting
Where Wo Piay®. ond Kiean Kanteen, who ars hugo
supporters of acton in plastic palktion and sirgle Use waste,
are among many who share oL values regarding safe
consumer products, tand & water conservation, clean water
rights and environmeantal stewardship

*
=
~
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WELCOME
THE OCEA
PROJEC



stupidbrilliant

stupidbrtiant

stupidbrtiant

stupidbrilliant

Keen Brand Creatve.

ideas are patient

Keen Brand Creatve.

harnessing the immense

power of a raw idea takes

stupidbrtiant

RESEARCH +
STRATEGY

QUANT + QuaL
BRAND STRATEGY
COMMUNICATIONS
STRATEGY
CONTENT STRATEGY

Keen Bxand Crestve

A Title for An Idea

this is a headline with no
capitals and no punctuatioil

This is body copy and | believe Hank Williams said it best. When you've strayed from

the fold And there's trouble in your soul. Can't you hear the Ble: aviour Callin'

Yoli? When your soul is lost in sin. And you're at your journey's end. Can't you hear

the Blessed Saviour Callin' You?

stupidbrtiant Koon Brand Creathe Bollous i the Power o eas

stupidbrilliant
.

Botoue i the Power o deas s stpidbritiant Keen Brand Creathe Bolioue i the Power o eas

we are an iconic, idea factory that solves
complex business problems with simple,
smart solutions that touch people,

intellectually and emotionally

-

[ ! — [r— e o
MAD SKILLS
/‘ LET'S work
[ R}
ADVERTISING
EXPERIENTIAL
DioitaL + MARKETING
VibES seciaL =
Deston Dot -
" At MOBILE
- PRINT + OOH
GUERILLA STRATEGY TRADE SHOW
mm Loco + BraNDING CONTENT TNFLVENCER
DiolTaL + WeB ANALYTICS

PACKAGING
MERCHANDISING

Bateve i the Pavarofdeas " stupidortiant Keen Brand Craative

ATitle for An Idea

this is a hea

2 stupiabritiant Keen Brand Creatvo

Bolve i ho Powor of6eas

we believe in the power of ideas

L— iSIHL HO2YM

7 stupiabritiant Keen Brand Greatve

@stupidbrilliant

2 stupidbritiant Keen Brand Creatve Baieve intha Powsr of ceas
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We Are an Idea Factory

this is a headline with no
capitals and no punctuation

This is body copy and | believe Hank Williams said it best. When you've strayed from
the fold And there's trouble in your soul. Can't you hear the Blessed Saviour Callin'

You? When your soul is lost in sin. And you're at your journey's end. Can't you hear
the Blessed Saviour Callin' You?
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Nike Kids. Brand Marketing

PARENTS AND KIDS ARE PROACTIVELY

LOOKING FOR EXPERIENCES

THAT CLOSE THE GAP BEEN THEM

FAMILIES ARE LIKE TEAMS; DECISION MAKING
IS COLLABORATIVE. LIFESTYLE IS A SHARED
EXPERIENCE WITH PARENTS INCREASINGLY
SEEKING TO BE FRIENDS WITH THEIR KIDS AND
MAKING CHOICES ABOUT HEALTH, LEISURE AND

TIME SPENT TOGETHER. Y

“It's fun when | make TikToks or sing
karaoke at home, because my mum
knows all the dance routines, so we
can doit together”

— Girl, 10, Non-Traditional, Germany

Nike Kids Brand Marketing

MISSION VISION POSITION

CREATE A PASSION FOR SPORT
AND PLAY EVERY DAY

MAKE SPORT A DAILY HABIT

THE
GAME CHANGER FOR A LIFETIME

Nk Kids Brand Marketing

PLAY PATTERNS WITH GRASS ROOTS IN
THE DIGITAL SPACE ARE CHANGING
KIDS’ BEHAVIOR IN THE REAL WORLD

THE DIGITAL ARENA IS FULL OF BEHAVIOR CHANGE AGENTS. '

INFLUENCERS, MAKERS, CREATORS, PLATFORMS, LIFE-LOGGERS AND

BEHIND THE SCENES CELEBRITIES CREATE TRIBAL FORCES THAT

SOCIALLY MOTIVATE KIDS TO TAKE PART IN REAL WORLD BEHAVIORS.

THESE MENTORS ARE THE ANTIDOTE TO THE SPORTS COACHES AND
Q ACTIVITY TEACHERS THAT THEY DON'T WANT TO LISTEN TO ANYMORE.

“The street performer from Venice Beach
ccomes and skates with the kids. He's the one
they all look up to. He gets into the bowl and
pulls faces at them, gives them hi-fives. They N
follow him wherever he goes.”

—Dad of Girl Aged 10, Non-Traditional, LA > e
o - LS

DV MEGA FLUFFY SLIME Giaet Sime Menstert

T & K Comne

Nk Kids Brand Marketing

MAKE
PARENT SPORT FUN*
RETAIN | CREATE

Retain demand for Sport* by championing and
celebrating Play*.

Create Demand for Sport by inspiring kids to experience

new and diverse ways to play.

Nike PLAYIist (E.G. Youtube Consumer Content) Fower 10 Moments Extra Day Of Play, Children’s Day, BTS
Brand & Innovation Marketing

Nike PLAYlist (E.g. Youtube Athlete/influencer Content)

GAME CHANGER
Gaming Partnerships: Roblox
Y
s,
o
%, :
e, gat®

SERVE
Serve demand for Sport through scaleable interactions
that help kids try, move more and move better.

Nike PLAYlist (E.G. TikTok Challenges)
NTC For Kids

madetoplay.com

nike.com

September 2019 3
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KIDS ARE TURNING AWAY FROM ACTIVITIES
WHICH RELY ON RULES AND STRUCTURE --
T o= (i . e T "'gg Recycling

KIDS EVERYWHERE ARE FEELING THE HEAT FROM
THE INCREASE IN STRUCTURED LEARNING AND THE
DECREASE IN OPEN FREE PLAYTIME. SO WHEN IT'S
UP TO THEM TO CHOOSE HOW TO HAVE FUN, RELAX
AND PLAY THEY ARE SEEKING EXPERIENCES THAT

DELIVER WHAT DAY TO DAY LIFE DOESN'T:

“Play is different from sports because
there are no rules; you have to use
your imagination; sports are strict, and
you cannot break the rules. When |
play | can let my imagination run wild
and that makes me happy.”

—Boy, 9, Non-Active, LA

Nike Kids Brand Marketing

September 2019 10

THE MORE THEY PLAY DIGITALLY,
THE LESS TRADITIONAL SPORT APPEALS

IN CONTROL OUT OF CONTROL
OPEN WORLD CLOSED WORLD
“There aren’t that “My trainer pushed
many rules. us to be better.
FOR EVERYONE FOR SPORTY PEOPLE
Minecraft lets you When | struggled,
dothings.” MY OWN EXPERIENCE PRE DEFINED EXPERIENGE she didn’t help me.”
-Boy, 9, Berlin —Boy, 11, Berlin
UNLIMITED OUTCOMES SAME SAME
UNPRESCRIBED DICTATED

DIGITAL

SPORT

Nike Kids Brand Marketing September 201 15

NIKE LANDSCAPE

WE HAVE N EFFICIENT
AND POWERFUL ECOSYSTEM
AT OUR FINGERTIPS

Nike Kids Brand Marketing

WE SERVE
SPORT

‘Soptomber 2019 2

MAKE
SPORT FUN*

SPORTKID

PARENT

CREATE /A

Reach and inspire kids to feel and
believe in the Power of Sport and draw
them to Nike through powerful innovation
and inspirational storytelling.

RETAIN

Deepen every athlete’s relationship with
sport by proactively delivering the ‘Best
of Nike’ to address their specific needs. GAME CHANGER
2

%
™t )

-

Q‘o

g
o
e, _pga®

SERVE

Be useful to kids & parents every day in the
pursuit of greatness. Leveraging data and
signals to give them what they want, when
they want it and how they want it.

Nike Kids. Brand Marketing

SPORT FEELS LIKE ANOTHER THING
THEY I'%VE TO CONFORM TO
§ STV

Nike Kids Brand Marketing

WE SERVE
SPORT

September 2019 7

SPORT KID

PARENT

RETAIN

Deepen every athlete’s relationship with sport by
proactively delivering the ‘Best of Nike’ to address their
specific needs.

CREATE

Reach and inspire kids to feel and believe in the Power
of Sport and draw them to Nike through powerful
innovation and inspirational storytelling.

Family Profile Integration With the Brand
Parent & Kid Right Journeys

Made for Growing Athletes

Be useful to kids & parents every day in the pursuit of
greatness. Leveraging data and signals to give them
what they want, when they want it and how they want it
*Every morning at the school, the teacher asked us to arrive early and run at 7:50.
This can be a bitter thing for our group of spoiled children. We were all panting,
sore and complained. We had to complete 5 rounds around the school field.”

Family Profile

NIKE BRAND MESSAGING
DOES NOT MOTIVATE THEM TO MOVE'
SR — .

Rise Concept
Nike Fit Tool
&  —Girl,9,China

Nike Kids Brand Marketing

INSTANT GRATIFICATION BREEDS A
NEED FOR EXPERIENCES WITH CONTINUAL
PROGRESSION AND SELF-DEVELOPMENT

September 2019 ki September 2013 12

o

e 47.9
THE MORE THEY PLAY DIGITALLY,
EXPECTATIONS EVOLVE, AND THE LESS

“I love DIY. | like to create
art works. | like to get
better at something and
track my progress. It gives
me a feeling and a sense
of accomplishment.”

—Girl, 9, Non-Active,
China

THESE KIDS HAVE BEEN QUANTIFIED SINCE PRE-SCHOOL; THEY KNOW
HOW MANY STEPS THEY'RE TAKING, HOW LONG THEY'VE BRUSHED THEIR
TEETH FOR AND HOW MANY FOLLOWERS THEY HAVE ONLINE. THEY NEED
T0 SEE PROGRESS AND DEVELOPMENT, CONSTANT VALIDATION AND
REASSURANCE THAT THEY ARE DOING OK.

STUDY HACKS
FOR SCHOOL:

Nt

Nike Kids Brand Marketing September 2019 Nike Kids Brand Marketing ‘September 2019 1
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THE &
b NIKE PLAYLIST

NIKE OWNED CONCEPT THAT POSITIONS
SPORT* AND PLAY AS FUN IN THE MINDS OF
KIDS THROUGH FRICTIONLESS DIGITAL
EXPERIENCES BUILT AROUND INSPIRATION, |
ACTIVITY, PROGRESS AND COMMUNITY.

KIDS LANDSCAPE

BUT THIS CURRENTLY DOESN'T
ACCOUNT FOR THE WAY KIDS ACCESS
AND PARTICIPATE IN DIGITAL

KIDS EITHER CAN'T LEGALLY ACCESS,
CAN'T PARTICIPATE ON THE PLATFORM
AND CONTENT DOESN'T ALIGN WITH
THEIR INTERESTS AND MINDSET




Keen Live Monumental 1
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LIVE MONUMENTAL This is our chance to live . Friendly and quirky I:: :?s:?oﬁ ::::I'isr ;ﬁz;*::;e:’t :::ﬁ; o
CREATIVE DIRECTION a charmed existence. but still serious. The most relevant brands speak peer-to-peer:

-’ The Headline Font

Proxima Nova
Bold

Sentence Case
All Caps

LIVE for the moment.

v
-

¥ The Text Font

Senwence Case

J
LIVE to feel

the wind in your toe:

i

For something bigger ¢
ey than alves. ;
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FEATURE FILM

Clementine.

FAMILY

The Guiding
Light.

3. While in
ctor, UPM, kne

procuces, and producer for many film and TV projects.

A

v |
1
1

Davis Priestley

AMAZON

Find Your Story.

FAMILY

The Problem
Solver.

Locizzle ipsum dolor sit amizede, shizzlia dizele sdipiscing

nizzla, Shit sapion volit, fizzls yo, we gonna ch
, gravida vizzle, arcu, Pol
Sed erizzle. My shizz zzle

shizite up yo. Da bomb fizzie

Norah Kelly

Content is Pull.

FAMILY

The Secret
Weapon.

2zl ipsum dolor sitamizde, shizzlin dizzle sdipiscing

olit, fizzles yoo, wes

hizz zzle dolor dapi
shizile up yo. Di boenb fizzle nibh 21l tupizzle.

“Those who allow themselves to be hurt in the name of
love must understand better than anyone the desire to hurt.”

Caroline Dugoni

vvvvvv

Revery is Stories.

CAESARS

Like A Caesar.

Director
Neil Brennan

zzzzzzzzzzzz

Welcome to the Family.



Crown Shy
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MENU NEW w19

GRILLED CHICKEN SANDWICH

CITRUS SPICED. G;BCK&N FINGERS

CITRUS MARENATED WINGS
preaseivaiint

AND SUNDAES

SATSUMA CREAMSICLE
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PRIMARY LOGO 3
SECONDARY LOGO 4
TYPOGRAPHY 5
COLORS 6
ILLUSTRATION...... 7
PATTERN 8
MERCH 9
ILLUSTRATION 7
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CUPS

SECONDARY

SECONDARY

SIGNAGE ....
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PRIMARY LOGO
CHICKEN CHICKEN
»°SUNDAES »°SUNDAES
MERCH

PACKAGING

SIGNAGE

10

16
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SECONDARY LOGO 4
HATS 1"
MENU ORIGINAL s 17
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CHICKEN
#°SUNDAES

TYPOGRAPHY
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APRONS......

MENU NEW
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CHICKEN
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CITRUS SPICED CHICKEN FINGERS
AN 207 SancE \
CITRUS MARINATED WINGS
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AND SUNDAES

SATSUMA CREAMSICLE
CRANGE ERERBET YANSAA MK CHEAY.
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Thank you

24



Think
Contextual




