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City of
Santa Clara

The Center of What's Possible

The City of Santa Clara, located in the heart of the Silicon Valley, needed a brand
and content refresh as it prepared to host one of the largest events in professional
sports, Super Bowl 50. GlobalFluency was presented with the unique challenge of
incorporating a new brand vision across all city touch points including the
development of content for a new city website, revamping of all city collateral from
utility bill inserts to street signage and billboards. This 6-month initiative demanded
that the GlobalFluency team execute a total brand makeover, while training city
departments and staff on how to embrace, execute and leverage the new vision,
brand and tone of the city. In total, GlobalFluency created a new content structure
and architecture for a large, complex city site, developed all design, creative and
graphic assets across all traditional and digital channels and created a collateral
template library that could be used by the most experienced graphic designers as
well as the average city employee looking to adopt the new, exciting brand vision.
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Come Find
Your Mission

Library Utiities Development
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CLARA CALENDAR
NEWS

Santa Clara's History Maps
City Council Traffic Cameras

Mission Statement Business Growth

Staff Directory Housing Programs

Privacy Policy Utiliies, Waste & Recycling
Photo Credits Council Agenda




Introducing the
MySantaClara
Mobile App

Now available on iPhone and Android phones.

Find out more at www.SantaClaraCA.gov.

Available on the iPhone ANDROID APP ON
LD App Store P> Google play

Give A Little...
Help A Lot!

Help make a difference in your community!

Would you enjoy music in a shady pavilion on a balmy
summer day? Or beautiful artwork at public facilities for
your viewing pleasure? Are you interested in Santa Clara's
colorful agricultural past? Does a clean, litter- free and
graffiti-free City make you proud of your community?
Would you like to help local championship teams represent
Santa Clara at national competitions? Can you lend a hand
to residents in need of help with paying their utility bills.

Get involved! Help these city-sponsored programs that
serve people of all ages in Santa Clara.

Enclose a donation in the amount of your choice inside
your utility remittance envelope, or mail your donation
check to: Give a little...Help a lot, City of Santa Clara, 1500
Warburton Avenue, Santa Clara, CA 95050.

The donation must be made by separate check from your
utility bill payment check, but both checks can be sent in
the same envelope. Checks should be made payable to the
City of Santa Clara and indicate the project which should
benefit from your donation (listed on the reverse side of
this card). Please do not send cash.

If you have any questions about the Give A Little...Help A Lot
program, call the City Manager's Office: (408) 615-2210.

Together
We Make
Things

The countdown to the kick-off is officially
building and Santa Clara is thrilled to host

the golden anniversary of the Super Bowl at
Levi’s Stadiume on February 7, 2016. The City
cordially invites you to join us on July 9, 2015
for a regional roundtable discussion on how
communities can showcase the best our region
has to offer for Super Bowl 50.

San Francisco Bay Area Super Bowl 50 Host Committee will explain how to become
a “Super Community”
Learn what communities are planning for Super 50 and how you can celebrate locally

Discuss ideas for a coordinated and symbolic event in each community
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CATALINA

A world leader in data-driven, performance-based marketing solutions
and digital media for the Consumer Packaged Goods and Retail
industries, Catalina has worked with GlobalFluency for the past 11 years.
The agency was originally hired to help Catalina reposition its brand
from an in-store coupon company to a leader in purchase-based
targeted advertising. During the ensuing years we have developed
corporate and campaign web sites, numerous marketing collateral, print
and digital advertising, thought leadership content, infographics, video
and more. The agency has written and promoted more than a dozen
major reports based on insights from Catalina’s data and successfully
positioned its executives as industry thought leaders, speaking at
virtually every major industry conference and appearing in the nation’s
top business, ad/marketing and industry publications on a regular basis.
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Catalina can help manufacturer and retail brands deliver unprecedented performance and
healthier outcomes. Only Catalina sees the evolving purchase histories of 76 percent of US
shoppers and 130 million health consumers, with an in-store network of 50,000 food, drug
and mass merchant locations worldwide

CONSUMER BRANDS
AND RETAIL

Select Country

HEALTHCARE
AND WELLNESS
SOLUTIONS >

| MediaCenter | Legal /Privacy Policy | Site Map
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unicef

GLOBAL INNOVATION CENTER

CauseTech is bringing together a global community of innovators in order to
solve the world’s most pressing challenges. Members of our community
contribute their technologies, ideas, and innovations towards UNICEF-
directed challenges through our ideation platform. The platform allows
registered users to post ideas, form groups, comment, and vote, as well as
connect with other innovators, mentors, and potential collaborative partners.
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YOUR BRILLIANCE CAN MAKE A DIFFERENCE

CONNECT AT CAUSETECH.NET : SUCCEED

C WHERE THERES A °
CAUSE! -

unicef =
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s U CCE E D YOUR BRILLIANCE CAN MAKE A DIFFERENCE.
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unicef

INNOVATION CENTER

unicef

INNOVATION CENTER

TRANSFORMING
DEVELOPMENT
THROUGH
INNOVATION

VISION

The vision of the UNICEF Global Innovation Centre (UIC) is enabling
ial change in ing i ities and ievi
effectiveness and results for children.

The centre focuses on innovations that benefit the most deprived
people, and the areas with the highest levels of inequity. That is
why we focus on technologies, tools and solutions that can be
deployed and used in remote areas and by people who do not have
access to feature technology.

P|3

OUR APPROACH

Take Successful Innovations to Global Scale:

INCUBATE

Solutions like RapidPro (which includes tools like U-report and eduTrac) and
Digital Kiosks are currently deployed in around 18 countries at various scales
and many more are in the process of starting. USAID and the World Bank are
now incorporating these tools in their own programming.

EDUCATE DISSEMINATE
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(©) NTT Group

NTT turned to GlobalFluency when the technology corporation was
launching a new Silicon Valley applied research and development
center, called the NTT Innovation Institute, or NTT i3. GlobalFluency
worked with the founding executive team to develop compelling
messaging and content to reach and engage Silicon Valley’s technology
ecosystem and NTT customer audiences globally. GlobalFluency
developed a wide range of content to help position and launch the
Innovation Institute’s new Customer Experience Center, including
infographic signage, tour guide scripts and collateral. It developed a
wide variety of thought leadership content and product messaging and
materials for new technology introductions, placed feature and news
stories in major technology and business media, and designed and
implemented an interactive, web-based newsletter called Inside i3.
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SUBSCRIBE

The new NTT Group 2014 Global
Threat Intelligence Report focuses
on five critical areas of security.
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NTT Group

DRIVING BUSINESS AGILITY IN A CONNECTED WORLD

OUR MISSION | Veasaumedoden

provider actoss commur

510 dativer
and services that empower our socurity. aystema integration.
clients' business ambition. - fhchnology infrastructure management.

‘mobility and IT consulting

N > AT A GLANCE
billion on Global
total revenues Fortune 100 employees
Direct presence Network coverage in OFT
in s Global Fortune 100

choose NTT Group.

CORPORATE STRUCTURE

®) NTTGroup
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G5como QrTome dimonsicn A @NTTiAST @NTTWET NTTDATR

ONE STOP ACROSS THE
ENTIRE ENTERPRISE LIFECYCLE

——{{NEXT GENERATION SECURITY PROVIDER ————®
Providing i it risk services
OPERAT o oo cusromins
worldwide RESEAROHERS. worldwide

ADDRESSING THE
INNOVATION IMPERATIVE

‘WORLD LEADERSHIP

REVENUES

UP

since MARCH 31,2008 /
OUTSIDE OF JAPAN /7
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Covmy  CENTERS  BACKBONE  ITEGRATON

MAJOR COMMITMENT T

RESEARCH & DEVELOPMENT
IB,IU-IIONr GLOBAL
v
nR&D - | ,—R&D Staff —

SILICON VALLEY OPEN INNOVATION CENTER—NTTi*

APPLIED R&D,
OPEN INNOVATION &
EMERGING TECHNOLOGIES
at the convergence of cloud,
mobility, big data and
security to enable the
“asset-light” enterprise

R&D to help customers
THINK SMARTER, ACT FASTER
AND FLEX THEIR BUSINESS

i? USES HUMAN : REALIZED THROUGH
CENTERED DESIGN

IN THE
CUSTOMER EXPERIENCE CENTER (CXC)

CXC SHOWCASES TECHNOLOGIES IN:

©@® 6 @

DeTERNET

cLoup ARCED
MODERMIZATION SECURITY oF THMNGS

NTTGroup

BRAND GUIDELINES




CAPSURE"

Risk Reinvented

NMS, Inc., an Ohio-based CPA, business and financial advisory firm, sought to spin off,
position and grow one of its businesses, which helps companies form and manage
captive insurance subsidiaries. The companies they insure wholly own these captive
insurance entities, improving their risk management while growing wealth by capturing
underwriting profits that would otherwise flow to commercial carriers. After discussions
with company principals, a review of customer engagements, and online category
research, GlobalFluency developed a fresh messaging and positioning for the company,
developed a new name, CapSure, and logo, and produced the company’s initial website.
We also produced a brand guidelines and sales collateral, including a brochure,
presentation, case studies and FAQ. All of this was completed in just six weeks. We also
developed a new industry white paper, which is now being promoted through
GlobalFluency networks to drive lead flow.
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CapSure logo Is st all-caps modern mm with minimalistic graphic “dash”,
-wwwgm ] @ represents conndence, strength, medern,
. uou!m bt nt. Rellabitty, hom the mast

nw-mwanumwtm will not be shaken eas|
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CAPSURE"

Risk Reinvented

Graphic Element

The only graphic element that is used
throughout, It forms a shield as it
covers the glyph, “u",

Registered Trademark
This legal superscript i an important
Pt of th 699 and shic never ba

Tagline

This 1ogo with a tagiine which s

often used when the '““".‘,’:'?:
]

I:Eo size and needs to

Logotype

This logotype was created using

a custom typerace. It has been
converted to cutlines, 5o you do not
need msmmwnﬂuctm please
do not try to recreate the logo,

LOGO
WITHOUT TAGLINE

CAPSURE"

There are are two forms of the logo In this
brand. There Is the looomtmm,

CAPSU RE CAPSTRE"
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TWERYY

Twerly, an off-grid street lighting solution based in South Africa, sought a full-

service, global market penetration strategy and brand execution. Twerly
streetlights offer a sustainable lighting solution with ancillary features including
WiFi access, home appliance battery charging, video surveillance, and remote
monitoring capabilities. GlobalFluency developed both a South Africa-specific
and a global market penetration strategy, including competitive analysis,
highlights of top differentiators, identification of key market access points, and
go-to-market channel and partner targets. GlobalFluency made multiple
partner introductions, some of which led to new market solutions and
ventures. GlobalFluency also designed and developed a full brand identity and
customer-facing website including key content, market applications and
product breakdown. This scalable website allows for future purchasing and for
customers to monitor their Twerlys directly from the website portal.

twerlypower.com
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http://twerlypower.com/
http://twerlypower.com/

- | TWERYY

Job Title Here

©00
TWERWY
i Eotiohtene WeyARICS 27 832511622 East London Industrial
12121231234 Development Zone
12121231234 East London, Eastern Cape

email@emailaddy.com

It's time for the world to be more self-sufficient,
ustainable, and sensible in meeting micro energy

needs on and off the grid..

QA ® (@) &

OPERATIONAL ECONOMICS

|

WHAT IS TWERLY?

Using technology from South Africa, the TWERLY harnesses renewable energy

s0urces 10 provide secure. off-grid access to efficient. remotely managed green

lighting solutions. These “points-of-ight” peovide both safety and self-sutficiency
and a recharging station.
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TWERY
™ isy

OVERVIEW

THE TWERLY DIFFERENCE

TECHNICAL BREAKDOWN

Self-Powered
Streetlights with a Twist

TWERY

The Enlightened Way to Go

TWERLY APPLICATION MARKETS

Self-Powered
Streetlights with a Twist

Self-Powered
Streetlights with a Twist




Increased Demands

on Power Grids are
pushing consumers

to look for sustainable
power options.

Added-Value Features
(wifi & cameras)

Ability for Remote
Management

| TWeRwY (

Greater Sensitivity
to Sustainablity
Concerns

Unreliable Power

8upply especially in emerging
markets makes rewnewable
energy sources more desirable.

Develop of
new & cost-effe
technology

Safety &
Cong

Reduced
Cost

Low Cost
Maintenace

The societal benefits of mu|
functional bio technolgies

Development of Ne
Infrastructure.

ol

[ TWeRW

TECHNICAL BROCHURE

Twerly Street Lights (PTY) Ltd
Renewable Off-Grid Power Pack
Used as a Wi-Fi & lighting solution
for rural and urban areas

TWERLY POWER 2015

Gle




™

revstream

Revenue Recognition Management software startup, RevStream, was
looking to elevate its brand and more effectively communicate its value
proposition, technology leadership and customer successes through its

corporate web site. GlobalFluency worked with the company to more
effectively message its technology and market story. We built a new,
content-rich corporate web site from the ground up on the WordPress
content management platform, integrating customer videos, how-it-
works animations, case studies, corporate, product and

technology descriptions, and more.
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contact  suewont

WHY REVSTREAM  HOW IT WORKS

REVENUE
REGOCNGITON

Trusted by Fil
Industry Le,

infuit

It’s the
rev

SUCCESS STORMS  RESOURCES

REVSTREAM SUITE

The Industry’s Most Advanced Platform

for Enterprise Revenue Lifecycle

The Revsteeam Lifecycle M.
thrce magor applcas

-
o f -

@-o HOH
o HOH

1 -
Transaction Revenue Fair Value
Manager Manager Manager

A.’; Transaction
"% Manager

TRACK AND ANALYZE ACROSS
MULTIPLE REVENUE TYPES

Roevstream Deal Manager aliows you to manage

i
lizs bookings and. and

provides the astomated tooks 10 identy and anabme

linked arrangements.

LEARN MORE >

()

LOGO USAGE

The Revstream logo is a vital component
of the company identity. As such, it needs
to be used appropriately and consistently

across all printed and on-screen applications.

Misuse of the logo will weaken the identity of
Revstream.

In order to preserve consistency with our
identity, never attempt to recreate the logo.
The proportions and position of the symbol
to the logotype should never be altered.
The logo should be treated as an image and
should not be recreated in any way.

The following guidelines should be followed
whenever creating original printed or
on-screen pieces for Revstream.

LOGOTYPE

This logotype was created using a custom typeface. It has
been converted to outlines, so you do not need this font for
reproduction. Please do not try to recreate the logo.

stream

SYMBOL

The symbols consists of four dots of the same size. The dots
should always remain in this configuration. The top left and
bottom right dots should be orange.

Revstream Brand Guide

M




rRackable

systems

Enabling the Eco-Logical data center.

SGI (formerly Rackable Systems, now HP) innovated data center technology,
brining new levels of power and performance to the rack. But in a crowded
technology space, new conversations needed to be started and sparked.
Leveraging the Business Performance Innovation (BPI) Network, GlobalFluency
developed a thought leadership platform and ongoing demand generation
campaign highlighting the cross section of environmental thinking, technology and
operational savings in the “Think EcoLogical” campaign. The initiative asked IT
leaders to think about being “green” as more than a “do-good” opportunity, but also
a sound and overhead saving mandate. GlobalFluency developed all messaging
and thought leadership platforms for SGI, including executing a global survey of
ClO and IT decision makers to establish news making opportunities around IT
sustainability. An interactive tool was developed that empowered IT and data
center executives to gauge estimated cost savings and operational impact of their
current data center systems based on local factors including weather in the Eco-IT
Monitor. GlobalFluency also oversaw the branding transition with the acquisition of
SGI by Rackable Systems.
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THINK

ecological”

What does mean to you?
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Think Eco-Logical™ Go Rackable. Rackae
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what does “ecological™

mean o you?
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YOUR PERSONAL ECO-iT MONITOR

STORM WATCH

ELECTRICAL OUTAGE ALERT

In the US datacenters will gobble
10 new power plants of electricity
by 2010.

Power failures and low availability
will stop operations at >90% of data
centers in the next five years.”

DATACENTER COST GHOWTH
$ MILLION
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YOUR PERSONAL ECO-iT MONITOR

LOCAL REPORT

WHAT IS MY ECO FOOTPRINT

Data centers account for 25% of IT budgets.
83% spend only 10% or less of their IT budgets
on greening IT.Nearly every business is capable
of doubling its data center efficiency.

Data Center Location (zip code) 95129
Servers in the Environment (number) 300
Cost Per Server (US$) 2000

Oh, you live in a great place! Let’s see how efficient
is your datacenter (NEXT)

YOU'RE LOCATED IN
95129 ZIP CODE.
AAVERAGE COST PER
SERVER IS HIGHER
THAN AVERAGE IN THE
US: $3000/SERVER




YOUR FERSONAL ECO-iT MONITOR

ECO OUTLOOK

IMPROVE YOUR ECO OUTLOOK

Click on the buttons below to explore how
you could improve your eco-outlook today

Think
Ecological Virtualization

Servers

Datacenter
Relocation

Intel Xeon
5500 series
processors

Elevated
Temperature




PENET

Openet, a leading software and systems provider to the telecommunications industry, engaged with
GlobalFluency as part of a major brand refresh to showcase the company’s expanding solution set
and value proposition. GlobalFluency defined a new advocacy and positioning around the
company’s capacity to help CSPs develop new digital revenue streams, improve customer
intelligence and enhance both network performance and customer satisfaction. GF developed a
new tagline, “Make the Most out of Every Customer,” updated its logo, brand guidelines and
marketing materials, and re-developed major sections of Openet’s web site to reflect the company’s
new positioning. GlobalFluency’s executive affinity networks, the Chief Marketing Officer Council
and the Business Performance Innovation Network, also designed and executed a global campaign
on the imperative to more effectively manage the challenge of change and choice in today’s
communications and media markets. The multi-faceted campaign, entitled “Bringing Dexterity to
Subscriber Complexity, included a global survey of CSP and media executives, executive roundtable
discussions at Mobile World Congress in Barcelona, the publication and syndication of two industry
reports and a global PR launch of the findings. The campaign resulted in more than 600 report
downloads and extensive coverage in industry and business media. .
GlobalFluency” ... ..
®.
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Introduction

Logo
Typography

Artwork

Print Standards

© Copyright 0P

Color
And how we apply it.

and five highlight colors supported with black and white work together to

OPENET brand colors
ticated environment.

croate an innovative, modern, refined and soph
The green color must not be overused, but rathor ba roserved for subtle and oc
graphics, titles and headings.

OPENET Moss.
Pus 378G
cuvx w3000
oo eser2
Webher 080000

.

OPENET Purplo
s 3000
oMYK 08100012

Webhex 06300

The images _and illustrations in printed documents
and electronic collateral convey almost as much
about a company as the words.

Graphical Environment
The OPENET brandmark contains strong geometric shapos. The graphic envi
aphic environment i

0 of wireloss and cablo trane:

to enforce the look and feel of the logo and convey the meos bigned

actions

dynamic and controlled movement

Compositions of dimensional and straight lines in a
straight lines in any of the brand or highli
to support the logo and add texture to printed material as well as e s o b lnad

soften the transition between

background, photos and white space. It should always include OPENET g
green as a secondary color.

GIobalFIuency”‘ o.



Vilocity

Wilocity, a pioneering developer of 60 GHz multi-gigabit wireless chipsets,
looked to GlobalFluency as a branding and communication partner to help
build the company’s position in the emerging WiGig technology market.
GlobalFluency’s work included corporate and technology messaging and
positioning, development of a new corporate web site, as well as the creation
of a wide range of other marketing and communications materials. The
agency performed extensive go-to-market communications to drive industry
conversation and media coverage of company’s products and technology and
the need for very high-speed wireless data transfer to enable new
applications in the mobile computing, consumer electronics and peripheral
markets. Qualcomm acquired Wilocity in July 2014.

Q._
GIobaIFIuency“"..o !



Wilocity Bg8

COMPANY

Seamless wireless Personal
Area Networking is finally here.

Learn more »

CUSTOMER LOGIN »

MEDIA ¢

ENTER

WOy 15 SHVON) T workd's first mut
wirohess chipsets based on the new WX
S0 00 JUper G300 Cowrkd
OEtacONg 3nd NGh GHfr@on video 2
VIOAMELNON (X003

How WiGig Works
WiGy @Home Demo at CES 2012
WiGig @Work Demo at CES 2012

o
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