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CREATIVE CONCEPTS
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CREATIVE CONCEPTS

WE ARE RESTAURATEURS AND THE ORIGINAL DISRUPTOR ON 

THE SPORTS DINING SCENE.  WE ARE COMPLETELY CAPTIVATED 

BY THE OPPORTUNITY TO CREATE A UNIQUE FAN JOURNEY 

AND IMMERSIVE ENVIRONMENT FOR D.C. UNITED SOCCER 

ENTHUSIASTS AND ALL STADIUM GUESTS TO CELEBRATE  

“LIFE AT ITS BEST” EXPERIENCES.
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THIS IS THE FOUNDATIONAL PROMISE OF OUR GUIDING VISION 

AND STRATEGY FOR D.C. UNITED LEAVE:  

1.
2.
3.

C R E A T E S  C O M P E L L I N G  F O O D  &  D R I N K  A S  W E L L  A S  M E R C H A N D I S E  E X P E R I E N C E S  T O :  

F O S T E R  C A M A R A D E R I E  A N D  C R E A T E  A  L E G A C Y  O F  D . C .  U N I T E D  I C O N I C  M O M E N T S .

E N S U R E S  T H E  R I G H T  P R O D U C T  M I X  A N D  T I E R E D  O F F E R S  T O  E N G A G E  A  W I D E 

R A N G E  O F  U S E R S  A N D  S U S T A I N  T H E I R  L O Y A L T Y .

C U R A T E S  D I S T I N C T  A N D  M E A N I N G F U L  V A L U E  P R O P O S I T I O N S  W I T H I N  E A C H 

E X P E R I E N C E  T H A T  E M B O D Y  D . C . ’ S  C U L T U R E ,  S O U L  A N D  F L A V O R S  I N  A L L  T H A T  W E  D O .

HOW DO WE DO THIS FOR D.C. UNITED?
It’s called a taste story. Our taste story is the end-to-end experiential strategy that is designed to tie together food and beverage 
and unify your fans, no matter where they celebrate in and around your stadium. To develop our initial thoughts around a taste story 
for D.C. United, we engaged our researchers, designers, culinarians, analysts and operators, and together we embarked on detailed 
discovery effort including:

+

=

2.  USER DRIVEN PRODUCT STRATEGY
With the opportunity of a brand new building, we 
sought to begin to think about each product’s 
positioning, purpose and personality. Who is the 
target user and why do they come? What makes 
each product unique and special?  How can we 
use the food and beverage experience to prevent 
overlap, redundancy, dilution and “trading down?”

1.   A D.C. IMMERSION
We ate, drank and lived D.C. – We asked what’s hot 
and what’s not? -  And how do people like to dine, 
drink socialize and engage? -  What unique aspects 
of D.C. culture and international diversity can we use 
to inspire a true point of difference and resonance – 
that was our ask.

 
D.C. UNITED TASTE STORY
This is where we bring it all together. A rich experiential tapestry that unites all fan touch points and interactions. Our 
D.C. United taste story takes control over the user experience to drive the fan behaviors that are both satisfying and 
benefit the business.
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1OUR D.C. IMMERSION
Our passion to see your D.C. United market through the 
‘food lens’ took us on a wild culinary adventure. Not only 
did we immerse in the vast, varied and exciting food-scape, 
we wanted to know a bit more about the D.C. social scene 
and current D.C. soccer culture. This led to some fruitful 
insights about who our potential users are and where the 
opportunities lie to optimize their engagement with D.C. 
United.  

OUR IMMERSION 
HIGHLIGHTS FOLLOW:

UNION MARKET
We headed to Union Market to experience NOMA’s gourmet 
food hall. With it’s modern take on an indoor farmer’s 
market, we saw everyone from mothers groups socializing 
their babies, millennials getting work done on their laptop 
to neighborhood residents grabbing fresh fruit on their way 
home from Capital Hill.

TAKOREAN 
We experienced the flavor mashup trend at TaKorean 
combining Mexican tacos with Korean flavors where 
customers are able to create custom combinations based on 
their preferred flavor profiles.
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UNITED TASTE MATCH, OUR TASTE STORY
We invite you to immerse yourself in the fan experience 

vision and value proposition designed to deliver 
a purposeful D.C. United fan future that is wholly 

ownable and fun!

LEARNINGS APPLIED:  
INITIAL GENERAL & PREMIUM CONCEPTS

The concepts we have developed are social, kinetic 
and user focused, true to what D.C. United fans desire. 
These are initial concept areas that would be validated 

and developed following additional review by our 
team of dedicated analysts, as well as further refined 

through user testing. An excerpt from a winning RFP for DC United. Sent both 
as a book and digitally, this editorial piece is bold and 
incorporates elements to give it a sporty feel. 



Ogilvy Response to  
Feeding America

Opening Letter
To the agency review team at Feeding America,

First, thank you for inviting Ogilvy Public Relations to participate in your agency review.

Feeding America is an organization with a huge opportunity– hunger is a major societal is-
sue that affects millions of Americans year round. We understand the importance of bring-
ing the hunger issue to the forefront of people’s minds and positioning Feeding America 
as a leader in hunger and poverty issues. Our submission is a comprehensive overview of 
our work in the nonprofit and social change space, and includes several examples of how 
we have raised national and global issues to the forefront in traditional media and social 
media conversations.

Hopefully through this response, we have demonstrated a passion for what Feeding Amer-
ica does for millions of people around the country. We know we’re the right agency to help 
you tell your story.

We know national and global media. Whether its consumer lifestyle, national broadcast, 
or top-tier global outlets, we can find the right story angles to resonate with reporters at 
People, CNN, The Today Show, and every other outlet to reach your target audience. 

We have assembled a team of the best and brightest of our talent from Chicago and Wash-
ington, so that we can service your needs. We can draw on our extensive global network to 
tell Feeding America’s story in a compelling, human and newsworthy way. 

Building brands is in our DNA at Ogilvy. We’ve built some of the most iconic brands in the 
world, from Dove to American Express to the Heart Truth campaign.

We know that Feeding America is looking to build awareness of the full impact that the or-
ganization is making in communities across the country. Ogilvy has the experience and the 
understanding of the nonprofit landscape to inspire the Feeding America network, shine a 
light on the work you’re doing, and  help build a movement, and firmly position the Feeding 
America in the hearts and minds of families, friends, fans and followers across America.

Rory Swikle 
Senior Vice President 
Ogilvy Public Relations

We know national and global 
media. Whether it’s consumer 
lifestyle, national broadcast, 
or top-tier global outlets, we 
can find the right story angles 
to resonate with reporters at 
People, CNN, The Today Show, 
and every other outlet to reach 
your target audience. 

“

”
Ogilvy Response to Feeding America 2

We know cause-driven  
and non-profit work 

Ogilvy is recognized as one of the 
leading social marketing firms in the 
U.S. and around the globe. Ogilvy 
has built a foundation of knowledge 
and expertise in applying health 
communications and social marketing 
principles to successfully reach diverse 
target audiences with messages and 
materials that are relevant and timely. 

Our experience and proven approaches 
are the reasons why we have the 
largest public health portfolio of any 
public relations agency and are the 
go-to professionals for organizations 
like the National Institutes of 

Health, Centers for Disease Control 
and Prevention, The Bill & Melinda 
Gates Foundation, The World Bank: 
International Finance Corporation and 
others.

2

With Ogilvy’s assistance, USAID has 
unified all program areas around 
the extreme poverty mission and 
catapulted USAID as the innovative 
leader of a movement that will 
significantly improve the lives of 1.2 
billion people.

Ogilvy Response to Feeding America 3

Is your company’s pricing 
discounted for nonprofit 
organizations?

We would be willing to evaluate discounts 
on a case-by-case basis.  Our ability to offer 
further price reductions, and our average 
cost per hour, will depend on a set of factors 
including duration of contract, budget, and 
resources required.  As an example, we would 
be willing to consider offering pro bono time 
from certain resources on a case by case 
basis as well.
 

 

We would be willing to set our rates 
for the duration of the contract (up to 3 
years).  While other agencies will seek to 
negotiate rate increases in the out years, 
Ogilvy would honor the rates proposed for a 
3-year period.  This represents a significant 
discount as agencies tend to increase 
their rates by 5 - 10% on annual basis.  In 
addition, this would eliminate unnecessary 
negotiation time and would eliminate any 
delay or break in work and would ensure 
seamless service.

Ogilvy Response to Feeding America 5

1. Feeding America seeks agency support to help amplify its voice 
on a national level and increase awareness of the issue of hunger 
to attract donors, supporters and other resources. Describe 
your strategic approach to designing and executing national 
positioning and awareness building efforts. Please provide three 
to four examples/case studies. 

Ogilvy Response to Feeding America 7

Jennifer Risi
Managing Director | Ogilvy Media Influence
Head of Media Relations    
North America

Jennifer Risi is Managing Director, Ogilvy 
Media Influence; Head of Media Relations, 
North America at Ogilvy Public Relations.  
As part of her role, she is responsible for 
building and driving global strategic media 
relations campaigns for the agency. At Ogilvy 
PR, Risi led the agency’s award-winning 
global relationship with the government of 
Mexico, which focused on promoting the 
country as an investment hub and travel 
destination of choice. Currently, she works 
with the countries of Colombia, helping to 
secure 15% FDI increase and 8% tourism 
increase in 2013, and the U.S., helping to 
secure 1.1M incremental 2013 international 
visitors.   

Risi also leads the agency’s relationship 
with Citizens Financial Group focused 
on a global media relations campaign to 
promote the bank’s portfolio and executive 
team – most recently handling the bank’s 

IPO [most successful financial services IPO 
in U.S. history].  Additionally, she is the lead 
strategist for Nationwide’s new Corporate 
Social Responsibility effort – Make Safe 
Happen. 

Risi has extensive experience working with 
many leading CEOs – most notably Emilio 
Lozoya, PEMEX; Ellen Kullman, DuPont; David 
Novak, YUM! Brands and Jeff Raikes, Gates 
Foundation.  

Risi earned her Bachelor of Arts degree from 
Barnard College, Columbia University.  She 
is also on the Advisory Council for Litworld, 
a children’s literacy advocacy group, and 
serves as senior media relations’ advisor 
to Phumzile Mlambo-Ngcuka, Executive 
Director to UN Women.

Ogilvy Response to Feeding America 8

Feeding America presentation that was also printed out 
as a book. In this presentation I used the leaf element 
as a design focal point while uniting Ogilvy and Feeding 
America’s brand styles together. 
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O R G A N I Z A T I O N A L  
S U P P O R T  A N D  

C R E A T I V E  S T R A T E G Y

E15 - ANALYTICS AND PRICING STRATEGY
We leverage analytics and intelligence to drive decision making at all levels of the organization and operations. We also use analytics 
and hospitality data to help our partners make better business decisions in the areas of ticketing, corporate partnerships, arena 
operations and many more. At Levy, our decisions are fact based and not gut driven. We know what should happen and not just 
what did happen. And as a result, we maximize financial returns, deliver excellent quality, and most important, provide superior fan 
experience and value. 

A N A L Y T I C S  I S  T H E  N E W  N O R M A L
We believe that analytics is the new normal and data is the 
currency of the new millennium. Businesses who understand the 
value of data and analytics have the competitive edge over those 
that ignore this permanent shift in the business landscape. 

Hospitality data, including point of sale, social media, third party, 
and vendor data, can provide valuable insights that are critical to 
both you and us. From pre-opening planning initiatives like smart 
pricing, digital menu board strategy, menu engineering and 
product placement to in-operation performance management, all 
our strategies and decisions start and are supports by analytics, 
not guesswork. And as a result, we maximize financial returns, 
deliver excellent quality, and most important, provide superior 
fan experience and value.

WHO IS E15?
E15 is an in-house team consisting of analysts, data scientists and 
software developers with 

• Backgrounds in computer science, economics, quantitative 
statistics accounting, finance, investment banking, market research, 
strategy and business development and others 

• Competencies in business intelligence, modeling, statistics, data 
warehousing, data security and application development 

• Focused on Guest Insights, Business Insights, Emerging Technology 
and Data Creation 

Our team of analysts has served some of the largest companies in 
the world including Walmart, Barclays, Bank of America, Marriott, 
Starwood, Delta Airlines, in addition to deep team experience 
across all the major leagues. 

WHAT YOU GET
As our partner, you will have access to our analytics team. You 
will also have access to our mobile application and proprietary 
dashboard system, Levy SCOREBOARD. This application allows 
you to obtain real-time information about the operations and fan 
sentiment of the building. It also allows for a fully transparent 
relationship with accountability year-over-year and not just at 
the beginning or end of a contract.

P R E - O P E N I N G  P L A N N I N G  O V E R V I E W  –  
T H E  I N T E R S E C T I O N  O F  E X P E R I E N C E  A N D 
P E R F O R M A N C E
The most important decisions about your food and beverage 
business are made in the pre-opening timeframe. We have 
developed a planning process that enables our team to focus on 
service during events and optimize the offering between them. 
Business leaders in concessions, premium, culinary, beverage and 
analytics collaborate with your onsite operations team to create 
an operating plan that will provide the guest experience you 
want with the financial performance you need.

CROSS-FUNCTIONAL TEAM

• Our expert analysts pour over every transaction to understand the 
where, when, and what of every purchase.

• Using analyst insights, our operations leaders develop strategies to 
ensure that we are selling the right products, at the right place, at 
the right time.

• The E15 economics team uses their smart pricing methodology 
(more on this on the following page) to derive the optimal price for 
each item.

• Our beverage leaders ensure that fans get a next generation 
beverage experience that is anything but the norm. From seasonal 
lemonade cabanas to craft cocktail bars, they know how to keep 
things refreshing.

• Our chefs examine menu data from thousands of restaurants in 
the region to understand the ingredients, preparation styles, and 
serving options that resonate with your fans in your market.
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P R I C I N G  S T R A T E G Y
Levy believes it is critical to have a well thought out pricing 
strategy. Levy’s expertise in operations and pricing analytics 
will ensure that beverage and concession prices find the perfect 
balance between guest satisfaction and impact to the bottom 
line.  In any venue, it is necessary to price the menu items 
according to the fan base; therefore, we will likely price each 
venue based on historical data of the market and elasticity of that 
venue. A holistic pricing strategy considers impact of selecting 
the right products at the right price in the right place with the 
right promotion. Levy will ensure that all of the important aspects 
of pricing are considered and will partner with the Monte Carlo 
Park Theater leadership to ensure any new pricing strategy is a 
success. 

SMART PRICING
E15 brings “Smart Pricing” capabilities to ensure products are 
optimally priced to maximize consumption and satisfaction.  
Focusing on more than just what has happened in the past, 
our statistical approach will look at pricing’s influence on key 
performance and provide extra emphasis to support the priorities 
and outcomes that matter most to your business.
 
The foundation of this approach is our local basket driven model. 
It utilizes market data to determine not only local commodity 
prices, but compares the local market to the surrounding area 
to determine what items are most sensitive when priced in 
comparison to others. We integrate this model with our on-site 
consumption analysis to create a truly differentiated, data-
based approach that brings guests a true sense of value in your 
offering.

This economic based methodology allows for full transparency 
with the MGM and the Monte Carlo Park Theater on pricing with the 
objective to achieve both the revenue and strategic goals.

D ATA - D R I V E N
• The E15 pricing platform assesses historical demand for menu 

items under a variety of conditions such as event type, day of 
week, start time and other factors that impact demand

• By looking at item performance at each point of distribution, a 
deeper understanding of performance is gained that provides key 
insights regarding pricing as well as menu engineering

• On and off-premise market research is performed to tailor the 
model assumptions and subsequent recommendations to the 
specific guest base and region/market as much as possible, i.e. 
what are the prices of your items outside the venue and where 
your guests and regulars shop and live

• The breadth of Levy’s operations enable us to incorporate 
learnings from other similar venues in the portfolio to inform the 
recommendation

R E S U L T S - O R I E N T E D
• The pricing model adapts to the desired optimization target 

whether it is revenue, guest satisfaction or, as it is in most cases, 
some mixture of both

• Monitoring and reporting on pricing is a key aspect of our pricing 
capabilities that enables our operators and partners to understand 
in a more timely way how their price levels are affecting demand 
for food and beverage items as well as guest satisfaction on value

• Variable pricing based on event type, opponent or some other 
variable can be modeled, implemented and tracked    
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S O C I A L  M E D I A
To aid in our Pricing Strategy analysis, social media gives us the ability to capture explicit, preferential data about your potential guests 
on a variety of topics. E15 brings to the table an industry standard social media package that incorporates contextual analysis features in 
order to harness value from online conversation that goes well beyond basic sentiment analysis. Linking social media scraped data with 
other data sources enables the creation of powerful, timely assessment of your guests’ preferences both in and out of the venue.

Las Vegas is a unique city, a destination for those from around the country and around the world. As an example of how we can leverage 
social media, we first started with a wide net, deciding to look at posting activity referencing Las Vegas over the past year.  We then 
filtered this activity by city, finding the origins of the activity to locate Vegas feeder markets.  Results are as follows:

W H O  W E  A R E 
E15 brings together professionals from the fields of economics, mathematics, statistics,  

accounting and finance, psychology and behavioral science, and computer science who have experience working  

with some of the strongest brands and many of the largest companies in the world

“

”

S TA T E / R E G I O N C I T Y / U R B A N  A R E A %  O F  T O T A L

N E W  Y O R K N E W  Y O R K 1 3 . 4 3 %
C A L I F O R N I A L O S  A N G E L E S 1 3 . 1 7 %
C A L I F O R N I A S A N  F R A N C I S C O 4 . 5 2 %
D I S T R I C T  O F 
C O L U M B I A

W A S H I N G T O N ,  D . C . 4 . 4 2 %

G E O R G I A A T L A N T A 3 . 0 2 %
I L L I N O I S C H I C A G O 2 . 9 8 %
F L O R I D A M I A M I 2 . 6 2 %
T E X A S D A L L A S 2 . 4 7 %
T E X A S H O U S T O N 1 . 9 1 %
W A S H I N G T O N S E A T T L E 1 . 7 4 %

Interesting to note, the top couple markets are predictable, but from then on there are some unexpected cities, especially given their 
relative size, notably DC, Miami, Dallas, and Seattle.  Knowing where guests are coming from, especially when given more focus, helps us 
craft experiences that will resonate with particular tastes.

Taking this a step further, we thought it would be interesting to look at hotel preferences from some of the markets, seeing what 
differences there may be.

Interesting to note in this listing was MGM Grands’ strong performance across the board, with Atlanta being the true outlier here in 
multiple ways.  Knowing regions staying preferences, especially as they change over time, will help us craft better experiences for guests 
coming into town.

C O N C L U S I O N
As mentioned, we believe that analytics is the new normal and data the currency of the new millennium.  While many organizations silo 
analytics as simply “IT”, “Reporting”, or “Dashboards,” we’re here to help you think differently.  Analytics is about promoting to the right 
people, about the right products, at the right price, all showcased in the right setting.  Helping you understand the value of this holistic 
view on analytics gives you a huge edge over your competitors in driving the ultimate metric- guest satisfaction. 

N E W  Y O R K L O S  A N G E L E S W A S H I N G T O N 
D . C .

A T L A N T A

1 S T M G M  G R A N D M G M  G R A N D M G M  G R A N D W Y N N

2 N D W Y N N B E L L A G I O B E L L A G I O B E L L A G I O

3 R D V E N E T I A N C O S M O P O L I T A N W Y N N M G M  G R A N D

4 T H C O S M O P O L I T A N S L S V E N E T I A N P L A N E T 
H O L L Y W O O D
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A N A L Y T I C S  I S  T H E  N E W  N O R M A L
We believe that analytics is the new normal and data is the 
currency of the new millennium. Businesses who understand the 
value of data and analytics have the competitive edge over those 
that ignore this permanent shift in the business landscape. 

Hospitality data, including point of sale, social media, third party, 
and vendor data, can provide valuable insights that are critical to 
both you and us. From pre-opening planning initiatives like smart 
pricing, digital menu board strategy, menu engineering and 
product placement to in-operation performance management, all 
our strategies and decisions start and are supports by analytics, 
not guesswork. And as a result, we maximize financial returns, 
deliver excellent quality, and most important, provide superior 
fan experience and value.

WHO IS E15?
E15 is an in-house team consisting of analysts, data scientists and 
software developers with 

• Backgrounds in computer science, economics, quantitative 
statistics accounting, finance, investment banking, market research, 
strategy and business development and others 

• Competencies in business intelligence, modeling, statistics, data 
warehousing, data security and application development 

• Focused on Guest Insights, Business Insights, Emerging Technology 
and Data Creation 

Our team of analysts has served some of the largest companies in 
the world including Walmart, Barclays, Bank of America, Marriott, 
Starwood, Delta Airlines, in addition to deep team experience 
across all the major leagues. 

WHAT YOU GET
As our partner, you will have access to our analytics team. You 
will also have access to our mobile application and proprietary 
dashboard system, Levy SCOREBOARD. This application allows 
you to obtain real-time information about the operations and fan 
sentiment of the building. It also allows for a fully transparent 
relationship with accountability year-over-year and not just at 
the beginning or end of a contract.

P R E - O P E N I N G  P L A N N I N G  O V E R V I E W  –  
T H E  I N T E R S E C T I O N  O F  E X P E R I E N C E  A N D 
P E R F O R M A N C E
The most important decisions about your food and beverage 
business are made in the pre-opening timeframe. We have 
developed a planning process that enables our team to focus on 
service during events and optimize the offering between them. 
Business leaders in concessions, premium, culinary, beverage and 
analytics collaborate with your onsite operations team to create 
an operating plan that will provide the guest experience you 
want with the financial performance you need.

CROSS-FUNCTIONAL TEAM

• Our expert analysts pour over every transaction to understand the 
where, when, and what of every purchase.

• Using analyst insights, our operations leaders develop strategies to 
ensure that we are selling the right products, at the right place, at 
the right time.

• The E15 economics team uses their smart pricing methodology 
(more on this on the following page) to derive the optimal price for 
each item.

• Our beverage leaders ensure that fans get a next generation 
beverage experience that is anything but the norm. From seasonal 
lemonade cabanas to craft cocktail bars, they know how to keep 
things refreshing.

• Our chefs examine menu data from thousands of restaurants in 
the region to understand the ingredients, preparation styles, and 
serving options that resonate with your fans in your market.

*
DID YOU KNOW
That Jaime Faulkner, 
our E15 CEO, was 
recently named a SBJ 
Top Forty under 40?
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HEADER
S U B H E A D
Ces maximus ellab ius mil ide dolorero etur, optae vid que experor erempor esequate nis sitium duciamus etum sam, odipsan digent 
dipit andam facest, aborendita volupta nonsent laut odior rae dendescidus eliquassi oditiunt, omnim quas volorio. Inumquis ma quam, 
nobis doluptam iunt.

Ur aut auta ped qui te quam fugitis aligenes in et doluptam quam, odis eost que occum quianihilia aut adi de sequis vent.

Temquissi beremque et fuga. Omnis auta quia cone dis sitibus. Omnienis dit re ne et fugitatempor auditat eum eatem denit ea voluptianis 
volles diamet pro dolupta nat ra peliatia site experro tem audis de reptatem aliscie nimuscillest officia consequam, cum quaepudam 
rehendel modi tem harciis esequis experciaspel imus sa volorer ehent.

SUBHEAD B

S U B H E A D  C
Rum volupta is as aut omnisiti in conse nimusdae laboremquos eatis ant odit vendaes repuditas magnis aut faccusam, audic testia 
venimpe rumquibus adigniet ut rae offictur autatur restio que aut dolores maiore quas recaes intiur?

Ariorum nates imusape rferum faciundae sam re non non nullabo. Em faccatat raecatem quistinti as sae pro tem es verferion periorpos 
elibus, con essit exerento venda volorep ratur, vel illuptae arum aperia consequibus et velest modit in pa verior aut porro volut quatem 
qui optur magnam im natem. Incillo rerfernat audaestiam hictotas simus atur?

• Cum quae dolora aut vendio berum la nulles magni odis ipsamus earcia quate nimenienis maximpore excestibus. 

• Equi ut re conserum vitiori busaperumet is miniti serum et quisti qui dolupta quidit iminvenis dolorio reperat optati doleni quam velest volorat 
ionsequis re.

• Utet et reped et offictum et, volendam ipsumque simusto eost haribus erferor aut fugit mo dolo ma qui ad molorrum ipsam re quiberspidit 
modionsequo totas as mi, santiae cusant.

• Ipsanis doluptam veribus re vitatur arum volupti onsernam, ulparch icatempedi veniae dis erit vel iliquid quist, sus cum quas etustotat fuga. 
Cient maion reicius mo ium quiate es intiati solorias cuptaque asi sitaspel il ium nimenes si necto ipsundus ipiendit, quam qui inusa sequis que 
lat quid es que voluptatem. 
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S U B H E A D
Ces maximus ellab ius mil ide dolorero etur, optae vid que 
experor erempor esequate nis sitium duciamus etum sam, 
odipsan digent dipit andam facest, aborendita volupta nonsent 
laut odior rae dendescidus eliquassi oditiunt, omnim quas 
volorio. Inumquis ma quam, nobis doluptam iunt.

Ur aut auta ped qui te quam fugitis aligenes in et doluptam 
quam, odis eost que occum quianihilia aut adi de sequis vent.
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This is a Levy Restaurants strategy book. The overall concept is to keep 
clean swiss inspired design, while incorporating the Levy “red” as the 
main focal point. This book was used as an introductory booklet for 
prospective clients.



An Ogilvy Public Relations book and presentation 
for prospective clients. This book was tailored for 
Hyatt. My client wanted to feature bright colors 
and imagery from Ogilvy’s home office in Chicago.



This Men’s Style spread is one the 
featured editorial works I did for Crain’s 
Chicago Business as Junior Art Director. 
This work features my ability to create 
dynamic layouts, infographics and overall 
playfulness with color and imagery.
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Who We Are
Text sample for paragraphs

This Confidential Information Presentation (the 
“Presentation”) is based on information provided by 
Metropolitan Capital Bancorp, Inc. (“Company”) regarding its 
business. This Presentation and the information it contains 
are subject to, and should be handled in accordance with, the 
terms of  any confidentiality agreements which you have 
previously entered into with the Company. The sole purpose 
of  this Presentation is to provide you with information that 
may assist you in deciding whether to proceed with a further 
investigation of  the Company. This Presentation does not 
purport to be all-inclusive or to necessarily contain all the 
information that a prospective purchaser may desire in 
investigating the Company.

Text sample for paragraphs

This Confidential Information Presentation (the “Presentation”) is 
based on information provided by Metropolitan Capital Bancorp, Inc. 
(“Company”) regarding its business. This Presentation and the 
information it contains are subject to, and should be handled in 
accordance with, the terms of  any confidentiality agreements which 
you have previously entered into with the Company. The sole purpose 
of  this Presentation is to provide you with information that may assist 
you in deciding whether to proceed with a further investigation of  the 
Company. This Presentation does not purport to be all-inclusive or to 
necessarily contain all the information that a prospective purchaser 
may desire in investigating the Company.

Text sample for bold statements.

• SAMPLE BULLET POINTS

• SAMPLE BULLET POINTS

• SAMPLE BULLET POINTS

• SAMPLE BULLET POINTS

HIGHLIGHT TOPIC then add supporting 
information in paragraph form.

This is a slide title

HIGHLIGHT TOPIC then add supporting 
information in paragraph form.

HIGHLIGHT TOPIC then add supporting 
information in paragraph form.
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Sample Charts

CHART TITLE ONE CHART TITLE TWO

Playing with color
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Text sample for paragraphs

This Confidential Information Presentation (the “Presentation”) is 
based on information provided by Metropolitan Capital Bancorp, Inc. 
(“Company”) regarding its business. This Presentation and the 
information it contains are subject to, and should be handled in 
accordance with, the terms of  any confidentiality agreements which 
you have previously entered into with the Company. The sole purpose 
of  this Presentation is to provide you with information that may assist 
you in deciding whether to proceed with a further investigation of  the 
Company. This Presentation does not purport to be all-inclusive or to 
necessarily contain all the information that a prospective purchaser 
may desire in investigating the Company.

ICONS

CHART TITLE TWO

A powerpoint template design for Metropolitan Capital Bank. The client 
wanted to focus on the historical Chicago building, along with play with 
simple iconography. 



A media kit for prospective advertisers for Profile Magazine. 
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Kelley Steven-Waiss wants to

On the ground at Integrated Device 
Technology, where the rebellion’s 
already begun.

START AN  
REVOLUTION. 

BY MATT ALDERTON

BRIGHT IDEA

elley Steven-Waiss is a self- 
described “HR Anarchist.” 
When she joined Integrated  
Device Technology (IDT) as vice 

president of worldwide human resources, she 
had no intention of upholding the status quo. 
Instead, she approached her new job like a 
wrecking ball approaches a condemned 
building: she made it her mission to raze 
the human resources function and rebuild 
it from scratch.

“I first heard the term ‘HR Anarchist’ 
at a conference I attended last year … It 
was about breaking ‘sacred cows’ and ‘best 
practices’ and doing the unconventional,” 
says Steven-Waiss, who joined IDT—a San 
José, California-based supplier of semicon-
ductors—in 2009. “I decided that day that 
I wanted to integrate and apply what I was 
consistently hearing in the engineering com-
munity around innovation—specifically, 
‘disruptive innovation’—and ask: How does 
that apply to HR? I didn’t want to stand on 
the sidelines and wait for this renaissance 
in HR. I wanted be on the bleeding edge.”

Steven-Waiss is the ideal person to start 

an HR revolution in Silicon Valley. The sea-
soned leader didn’t enter human resources 
through traditional channels. She earned her 
bachelor’s degree in journalism and hoped 
to be an investigative reporter. Ultimately, 
though, she cut her teeth in retail as a store 
manager for the likes of Nike, Ann Taylor, 
Gap, and Limited. Although it wasn’t the 
evening news, it was a perfect fit, as she’d 
grown up in the retail business, working 
summers at the hardware store and nursery 
that her grandfather owned. “The core tenets 
of running a store are very similar to run-
ning a business,” Steven-Waiss says. “It was 
a great training ground.”

An even better training ground was  
Destinations Travel Clothing Co., the retail 
store that Steven-Waiss established in San 
Francisco’s Ghirardelli Square in 1998. “It’s 
the best business training I could have ever 
had,” she says, recounting how she started the 
business with an SBA loan and owned it with 
her husband until 2006. “I liken it to earn-
ing your MBA in the school of hard knocks, 
[because] you’re 100 percent accountable for 
[the business’s] success or failure.”

While she was working in retail, Steven-
Waiss received her master’s degree in human 
resources and organization development. 
In 2000, she became a senior organization 
development consultant for Watson Wyatt 
Worldwide, consulting in areas such as or-
ganization design, leadership development, 
and change management. Ultimately, how-
ever, she decided to leverage her journalism 
background to reinvent herself as a change 
communicator, helping organizations com-
municate strategic changes to their employ-
ees during times of restructuring.

That’s how she ended up at IDT. After 
spending several years as a change commu-
nicator, Steven-Waiss was recruited by one 
of her clients, also one of IDT’s competi-
tors, PMC-Sierra, to be its vice president of 
worldwide human resources. A year later, 
IDT called—and she answered.

“It was the best move I ever made,” says 
Steven-Waiss, who reports directly to IDT’s 
CEO. “I have the opportunity to be a valued 
partner to the CEO. That’s a relationship that 
most HR people salivate over.”

Such a position is all part of her mission 
as an HR Anarchist: Human resources has 
traditionally been a tactical function that 
manages personnel. Instead, Steven-Waiss 
wants to make it a strategic function that 

drives business results. “People in my dis-
cipline often say, ‘I really want a seat at the 
table,’” she says. “What I did is: I just sat at 
the table … I try to add value to every single 
interaction I have from a business point of 
view first, and an HR point of view second.”

Thanks to her approach, Steven-Waiss 
isn’t involved only in hiring employees and 
administering benefits. She’s involved in 
virtually every executive-level conversation 
at IDT, from product development to bud-
geting to marketing. One result is that hu-
man resources influences business decisions; 
another is that business decisions influence 
human resources.

“I decided that the best way to get start-
ed in adopting my ‘HR Anarchist’ point 
of view was to break something,” Steven-
Waiss says. “So, this year, I began throwing 
out performance ratings. Next, I’m hoping 
we can throw out performance reviews al-
together. One of the big questions you get 
when you make these kinds of changes is, 
‘How do you expect to drive performance?’ 
It’s a good question, but only if you come 
from a strictly HR point of view. There are 
much better questions to ask from a busi-
ness point of view: What is the business try-
ing to achieve? What behaviors and actions 
do we believe directly link to our success in 

achieving those objectives? What challenges 
internally or externally stand in our way of 
creating the environment for those desired 
business outcomes? It’s not about managing 
performance; it’s about getting results.”

Speaking of results: For Steven-Waiss—
whose grandfather advised her to always 
“own the shop”—the best result she can hope 
for is one day becoming a CEO. “I would love 
to run a company someday,” she says. “Not 
many HR leaders aspire to that, but I do.”  

Grow your people. Grow your business. 
Grow your bottom line. Talent moves where 
it’s appreciated. But appreciation does more 
than keep people happy. It reveals hidden 
talents and inspires people to grow. O.C. 
Tanner is uniquely qualified to help you en-
gage employees in the growth of your busi-
ness, align what you appreciate with your 
corporate goals and values, and determine 
your greatest potential for growth. We start 
by understanding the possibilities, and then 
create a solution for you to appreciate people 
who do great work. Because celebrating suc-
cess inspires people to invent, to create, and 
to discover. And when people are inspired, 
companies grow. www.octanner.com

 OFF THE CUFF with KELLEY STEVEN-WAISS 

  
What’s the best advice you’ve ever been given?  
Do what you love and the success will follow you.

  
What three words define you? 
Approachable. Committed. Unconventional.

  
What is your greatest passion outside of the office?  
Family and fitness.

  
How do you beat stress? 
A long run or a funny movie.

  
If you had to do something other than HR, what would it be?  
Anchoring prime-time news or taking the next spot on the Today Show.

C
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ba GET OUT IN THE COMMUNITY

 Procurement prowess from the Minnesota Twins’ Bud Hanley 

RULES TO WORK BY

 “WE TRY TO LOOK LOCALLY IN WHAT WE CALL 
 TWINS TERRITORY. THESE ARE THE FOLKS WE 
 GROW UP WITH, LIVE NEXT TO, AND WHO ARE 
 COMING THROUGH OUR GATES.” —BUD HANLEY 

rom the pencils in the front office 
to the peanuts at Target Field, Bud  
Hanley and his department make 
decisions that define the character 

of the Minnesota Twins. Through procure-
ment, the director of purchasing is able to 
create an experience for fans and workers 
alike, but he also sees a larger responsibility  
to his job: increasing vendor diversity 
and getting the best value for his team. 
Through best practices and incentives, he’s  
centralized Twins purchasing and developed a  
relationship with the diverse network of 
businesses in Twins territory and beyond.

1. CENTRALIZE BUYING OPERATIONS
At one time, the Twins were decentralized  
and every department bought its own  
supplies from whomever. When Bud Hanley  
was brought aboard, he established the  
centralized procurement function to  
minimize overall costs, without compro-
mising quality or reliability of supply. This  
allowed better prices, control, continuity,  
and efficiency while building favorable  
relationships with suppliers. On game day, 
Hanley sees the purchasing department’s 
fingerprint on a lot of things—be it signage, 
equipment on the field, kiosks, or the  
uniforms worn by guest services. His favorite  
recently was the uniforms for the “Turn Back 
The Clock” game. The Twins worked with 
several organizations to match the designs  
the players wore back in 1951, from the  
stirrups up to the patches on their sleeves.

2. COMMIT TO THOSE WHO MAKE YOU SUCCESSFUL
Hanley admits that a strong conviction for 
the financial objectives of the organization 
is crucial, but also advocates for making a 
positive difference in the lives of individuals, 
businesses, and, ultimately, the community. 
This requires the commitment to providing  
opportunities to minority and woman-
owned businesses. “When you increase 
the number of vendors, you increase your  
chances of getting good prices, quality, and 
service.” Hanley says. “It’s not a hand-out; it’s 
a method the Twins use to get better prices,  
better service, and mutually beneficial 
relationships.” The team has approached this 
by creating an Emerging Markets department,  
which actively reaches out to Minnesota’s 

Twins also like to reward some of its most 
outstanding diverse businesses. One way 
is through the Annual Jackie Robinson 
“MVDBP” (Most Valuable Diverse Business  
Partner) Award, which is given to one  
diverse vendor that reflects the character 
and commitment to excellence of the base-
ball legend. The Twins also host diverse  
businesses in suites during the season as a 
way of saying thanks for their efforts.

6. CONSIDER ANYONE THAT FITS YOUR NICHE 
When looking at suppliers, the Twins are 
always looking for the best fit. “We try to 
look locally in what we call Twins territory,” 
Hanley says. “These are the folks we grow 
up with, live next to, and who are coming 
through our gates.” The team doesn’t exclude 
national companies—it even works with a 
minority-owned company in Seattle. MLB 
also hosts a Diversity Business Summit with 
vendors from everywhere, so Hanley expects 
to meet with new potential vendors there as 
well. 

At Visions, innovation is the backbone 
of our service philosophy, and customer  
satisfaction is our specialty. As a Native 
American-owned company founded over 25 
years ago, we’ve evolved on the cutting edge 
of the communications industry, blending 
creativity, craftsmanship, and technology 
into a powerful blend of marketing services.  
From concept through distribution, we  
deliver results—and our unique offering  
combines a highly creative, integrated  
marketing group with web-development 
and interactive services, all supported by a 
complete printing, mailing, and fulfillment 
center featuring offset, digital, and variable 
data print technology.

Our mission is to build enduring customer 
relationships, and we do so by delivering   
exceptional customer service, on-time delivery,  
engaging creative concepts, and uncompro-
mised quality. We take the time to under-
stand customer needs and through creative 
collaboration, to develop successful solutions 
that significantly improve their competitive 
advantage, and to return on investment.

Learn more at: www.visionsfirst.com.

diverse communities; a great RBI (Reviving 
Baseball In Inner Cities) Program for youth; 
and a “Hope Week,” where players, staff, and 
family members give back to the community. 

3. HAVE A DIVERSITY MISSION STATEMENT
As an organization, the Twins know that 
many cultures make up its territory, and it 
is committed to providing equal opportunity 
for all cultures in areas such as employment, 
vendor utilization, philanthropic giving, and 
community relations. This commitment  
allows the Twins to grow as an organization 
in a manner consistent with the values and 
traditions of the community. In addition, the 
organization has a commitment to MLB’s 
Diverse Business Partners Program, which 
oversees opportunities for diverse suppliers 
within the procurement process.

4. REACH OUT TO SMALL BUSINESSES
Some people might think the Twins are 
too big to do business with. One of the first 
things Hanley tells a new business is that he 
knows the team has this big park downtown, 
but that’s the ballpark. The reality is that the 
Twins are a small- to medium-size business, 
and while there are some products the team 
has to buy from certain vendors, the ball 
club isn’t too big to do business with anyone. 
When the organization orders something, it 
comes through the purchasing department, 
which makes it simple for vendors to contact 
the team—which is to say, contact Hanley. 
It’s important to know who’s out there before 
a need arises, so that the Twins can include 
minority- and woman-owned businesses in 
all of its opportunities. 

5. GET OUT IN THE COMMUNITY
Good business is a matter of finding and  
developing mutually beneficial relationships.  
You have to go to woman- and minority-
owned businesses, but make sure you’re 
giving them a fair opportunity. Get to know 
them. Form a relationship with vendors. 
Hanley is a member of Midwest Minority 
Supplier Development Council; attends trade 
fairs, such as the annual Midwest Business  
Opportunity Fair; conducts personal  
interviews; visits facilities and performs 
community-based volunteer work. The 
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 M onday April 23, 2007 was an eventful 
day for Becca Polak. On the previous  
Friday, ADESA, the wholesale 

used-vehicle auction company at which she 
worked, shifted from being public to private 
through its acquisition by four investment 
firms. On Monday, all employees at the  
Carmel, Indiana, headquarters were asked to 
meet in the main conference room, at which 
time the new owners of the company—and 
the new management team—were to be  
announced. 

Like all the other employees, Polak, then a 
vice president and associate general counsel,  
was standing in the middle of the crowd. 
Suddenly, she was pulled into the hall and 

told that she would become the new general  
counsel. Moments later, she was at the 
front with the rest of the new management 
team. “I had interviewed for the position, 
but hadn’t been offered the job yet,” Polak  
recalls. “It was a bit of a whirlwind.” 

ADESA was acquired by KAR Auction 
Services, becoming one division of the com-
pany alongside Insurance Auto Auctions and 
Automotive Finance Corporation. Today, 
KAR is a complete end-to-end solution for 
automobile remarketing. Polak’s new role 
as general counsel required her to oversee 
the legal matters for each of KAR’s business 
units—handling acquisitions, general cor-
porate and securities matters, compliance, 

litigation, employment matters, and intellec-
tual property. Alongside a team of more than 
30 lawyers, paralegals, and assistants spread 
across the business units, Polak has made quite 
an impact, having been recognized in the In-
dianapolis Business Journal as a Who’s Who 
in the financial industry and named a “rising 
star” in Indiana Super Lawyers magazine.

One of the first things Polak began to  
notice was that the legal teams of the business  
units operated completely independently. 
This siloed stance, she felt, was preventing the 
company from maximizing opportunities  
that come from sharing ideas and best 
practices. Polak wanted to find a way for  
everyone on all of the various legal teams to 

When Becca Polak  
took over as general 
counsel of KAR Auction 
Services, the legal team 
of the three business 
units operated in silos.  
A look at how she 
shored up the ranks. 
BY LYNN RUSSO WHYLLY

COMPANY CULTURE

“Team building and 
trust are hard to  
create overnight, but 
through small actions 
like holding monthly 
meetings and annual 
retreats, I am proud 
to see our legal team 
meet collective goals.”

—Becca Polak

WELCOME TO THE BIG LEAGUES
When Becca Polak stepped up to the 
plate as general counsel, she knew 
she had quite a job to do. Her first 
task: unite the legal team under a 
common mission.

B
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The Real Queen Bee 
Working the bees is a patient process, 
and Robin Samora knows to give them 
space. Lessons like this have a practical 
place in the workplace as well, and 
Samora brings them to her work as a 
PR strategist. “Bees work on instinct,” 
she says. “We have to be open to  
instinct and using our gut reaction.”

OUT OF THE OFFICE

Beekeeper

I started beekeeping on a suggestion from my dad. He thought 
it was a great idea, because my mind was always busy. It was a 
way to have downtime and not think about work. I now have five 
hives and we work the bees every two weeks. If we’re lucky, we 
harvest honey twice a year, in June and September.

It’s more than an escape. There’s the goodness of honey as 
an organic substance and the fact that bees are so important for 
flowers and agriculture. It’s totally back to nature.

There’s always a queen bee, but, if the queen isn’t doing her 
job, she’s replaced; we can all be replaced. It takes a team to build 
a business. One person can lead the way, but you need a team and 
everyone working together to support you.

Bees are sensitive, just like people. You have to think about 
when to bother them when they’re working. You can get so many 
clues if you just stop, watch, and listen. Just like your business, 
the more attention you give your beehive, the more it will thrive.

Robin Samora
President, Let’s Make You Shine
Boston, MA
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good understanding of your IP so you can 
properly define what is being transferred and 
keep whatever rights are necessary. 

We are always focused on the bottom 
line. We’re very careful about the invest-
ments we make in IP, how we manage litiga-
tion, and how we manage spending. The job 
is demanding in that there’s a higher degree 
of cost consciousness. 

Recently, there has been a lot of interest 
in issues of privacy. There has been a focus in 
Washington, DC, and the European Union 
on legislation to protect people’s privacy  
online. We have had to assess how that might 
impact our business. 

Corruption within the sales channels 
for software has become a focus of the  
government, particularly outside of the United 
States. I have to be vigilant about mak-
ing sure we do business in a way that is in  
compliance with not only the Foreign  
Corrupt Practices Act here in the United 
States, but also the new UK Bribery Act, 
which has extraterritorial effect. 

There are about 200 people in the global 
legal and public affairs department—with 
approximately 80 attorneys. One of the  
advantages of having some scale is that we 
can have specialization within the group. 
We have people who are experts in secu-
rities law, employment law, IP law, and  
commercial law. 

I feel responsibility for the success of the 
company as a member of the executive staff. I 
come to work every day thinking about how 
to make Symantec better.  

With technology quickly becoming the 
nation’s hotbed sector, Scott C. Taylor 
wanted a taste of the action. He found it 
at Symantec, one of the largest computer 
software companies in the world. 

AS TOLD TO ASHLEY T. KJOS

SIGNING UP FOR  
SILICON VALLEY

fter graduating from Stanford 
University in 1986 with a degree 
in international relations, I went 
to work for the US Securities 
and Exchange Commission as 

a financial analyst. I knew I eventually 
wanted to go to law school, but I wanted to 
spend some time working—and I needed a 
break from school. After the SEC, I worked 
at a consulting firm for a short time before 
going to law school, staying in Washington, 
DC, and attending George Washington 
University. 

After law school, I joined a large law firm 
in San Francisco, where I had been a summer 
associate. I viewed the firm as a continua-
tion of my legal education, although I did 
not necessarily think that I would end up 
staying there for the duration of my career. 
I practiced corporate and commercial law, 
representing some large companies, but also 
some smaller start-up technology compa-
nies. I found it interesting, and being in the 
Bay Area, felt there was a great opportunity 
in tech. 

Eventually, I left the firm and went to 
Symantec. I worked as in-house counsel,  
focusing on intellectual-property [IP] licens-
ing transactions, mergers and acquisitions, 
and corporate legal work for the company. 
After a couple of years, I left Symantec to 
pursue some other in-house opportunities, 
but I eventually ended up back at Symantec, 
in 2007, and have been here since. 

For me, it was the fact that the technology  
was changing so rapidly and that the Bay 
Area was one of the hubs of innovation in 
that space. They were exploring new busi-
ness models and creating new categories. It 
is an interesting field to be associated with, 
and there are interesting legal issues that go 
along with that. 

I prefer being in-house, as opposed to  
being a part of a firm, because I enjoy having  
an investment in the business side of things 
and being part of the leadership of the  
company. I enjoy having a vested interest in 
the company’s success. 

You need to make sure you have a good 
patent processes so that valuable inventions 
are noted to legal. It’s an important aspect of 
the technology industry.

There’s a lot of shared technologies, and 
you need to make sure you understand how 
open source is used within the software 
that you are distributing. There are many 
programs that are built upon the standards 
or the technologies of other companies and 
that require the technology to be handled in 
a certain way. 

Because things change quickly and 
transactions are common, you must have a 

A

J A N / F E B / M A R C H  2 0 1 3   |   Profile 59

How a teenage entrepreneur made his summer job at Jersey 
Mike’s Subs a lifelong career—building the sub shop into a 
national franchise

BY CHRISTOPHER T. FREEBURN

I t was the summer of 1956 when a  
budding entrepreneur had a big idea 
for Point Pleasant, New Jersey. The 
small beach town was populated with 

family-owned shops and restaurants, and 
was a destination retreat for New Yorkers  
to beat the heat. The entrepreneur’s plan 
was simple. He would offer a culinary  
experience that the locals and visitors alike 
had never seen: the submarine sandwich.  
The entrepreneur’s name? Mike. His last 
name? Well, that’s been lost to history. The 
restaurant though, lives on. 

Today, Mike’s Subs is called Jersey Mike’s 
Subs, and the restaurant has grown well  
beyond its single storefront. In fact, the  
nationwide chain is now making a name 
for itself coast to coast. Known for its fresh 
grilled, East Coast-style subs, Jersey Mike’s 
has more than 600 restaurants to its name. 
But with new stores opening as fast as the 
company can mix the vinaigrette, the  
culture that defined the first shop remains 
the same.

The Earl l of SSandwiichch Finds aan Heir
With its friendly atmosphere, Mike’s Subs 
stood out from other shops in Point Pleasant.  
The staff learned the customers’ names 
and their favorite subs. Word of the unique 
sandwiches spread, and soon, the shop had 
customers willing to stand in line in the 
summer sun waiting for a taste. Over time, 
Mike’s Subs became a routine destination for 
the summer crowds and a leading business 

in the Point Pleasant community. 
In 1972,  Peter Cancro was a high school 

senior living in Point Pleasant. He had  
begun working at Mike’s Subs when he was 
only 14. Facing graduation, Cancro decided 
that the iconic sandwich shop was more 
than just a place for summer employment, 
but the launching pad for a career. When he 
heard the shop was up for sale, he contacted 
his former Pop Warner football coach, who 
happened to be a local banker, and asked 
if a loan was possible. Even in today’s age, 
it’s rare that a high school student hopes to 
run his own business. But the banker saw 
something special in Cancro and agreed to 
help him. With that, at the young age of 17, 
and still unable to legally slice a sub, Can-
cro became the owner of his own shop. He 
quickly fell in love with the store and decided 
to build the business by launching new sub 
shops along the Jersey Shore. “It was a suc-
cess story from the start,” says Hoyt Jones, 
president of Jersey Mike’s. “People lined up 
for the subs.”

As more shops opened, the brand’s repu-
tation expanded. Visitors to the shore carried 
word of the subs back to their home communi-
ties, and soon Cancro began to see the op-
portunity to take Jersey Mike’s far beyond 
the seaside towns in which it had initially 
thrived. 

In 1987, Cancro contacted a franchise 
consulting firm in Chicago to explore the 
possibility of franchising the business.  
Cancro hit the market at just the right  
moment. “At the time, other sub concepts 
like Subway were just beginning to take off 
and helped to make the sub a known and 
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Congratulations and

great appreciation to

Jersey Mike's for our long,

successful partnership.

Your friends
at Giordano’s

with

GREETINGS FROM  
POINT PLEASANT 
In its budding, 50-year 
history, Jersey Mike’s 
has made quite the 
impression by bringing 
the nation a taste of 
the seashore. 
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IN EACH ISSUE
Profi le’s print issue showcases the people 
and companies shaping American business.

With as many as 60 features an issue, 
Profi le’s reach and coverage is extensive. 
Combined with a polished aesthetic, 
Profi le’s capability is clear. In the quarterly 
print issue, you’ll fi nd:

1. C-Suite: A spotlight on the most 
talented decision makers working in 
America today

2. Headliners: Notable stories on 
executives making waves in the business 
landscape

3. Strategy: Insights and advice from 
today’s most experienced companies 
and leaders

4. Features: In-depth coverage of the 
biggest stories shaping how all of us 
work

5. Business Watch: Incredible companies 
that push the envelope with their 
culture, community-mindedness, and 
new ways of looking at their industry 

6. Plus: Inspired workspaces, the Profi le 
Questionnairre, and exclusive feature 
sections
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WHO READS PROFILE
Profi le is delivered straight to the desks of 
decision makers.

They are CEOs, presidents, CFOs, HR 
specialists, in-house counsel, information 
offi  cers, consultants, investors, heads 
of global operations, sports executives, 
advisers, sales and marketing leads, 
executive directors, and more.

They call the shots. Which is why they 
choose Profi le. 

45%

12%

12%

7%

6%

9%

5%

4%

Pres. CEO & Founder

General Counsel

IT/CIO

Finance

Human Resources

Operations

Executive Director

Other: Business Development, 
Communications and Marketing, 
Managing Partner, Administration, 
Supplier Diversity
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DIGITAL
Read Profi le on the go with our iPad app, 
with extended coverage, a new layout, and 
behind-the-scenes coverage from some of 
our favorite stories. Plus, stay up to date 
with our special digital issues, including 
Profi le’s Best Of 2012.

And stay connected with Profi le at 
profi lemagazine.com and with the Profi le 
E-newsletter, which is delivered each month 
straight to the inboxes of thousands of 
business leaders.

1. On profi lemagazine.com you’ll fi nd:
 Passionate entrepreneurs
 Seasoned executives
 Expert business tactics
 Leadership strategies
 Networking opportunities
 Exclusive interviews

2. The E-newsletter allows readers to 
stay abreast of the latest stories, and 
off ers access to the inboxes of top 
professionals. In it, subscribers get:
 Top posts from profi lemagazine.com
 Previews of upcoming events
 Top news on the latest trends and 
 ideas shaping the workplace
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PRESIDENT
Pedro Guerrero

EDITOR-IN-CHIEF
Christopher Howe

MANAGING EDITOR 
Sean Conner
sconner@profi lemagazine.com
312.256.8494

DIRECTOR
Heather Button
hbutton@guerrerohowe.com
312.447.2373

CLIENT SERVICES DIRECTOR
Cheyenne Eiswald
cheyenne@guerrerohowe.com
312.447.2399

VP OF SALES & ACCOUNT MANAGEMENT
Titus Dawson
titus@guerrerohowe.com
312.256.8462

SENIOR SALES EXECUTIVE
Jennifer Ublasi
jennifer@profi lemagazine.com
312.447.2353

UNDERWRITES DIRECTOR
Justin Joseph
justin@guerrerohowe.com
312.256.8464

REPRINTS DIRECTOR
Stacy Kraft
stacy@guerrerohowe.com
312.256.8460
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