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Hello, thank you
for thinking of us.




ABOUT US

We’re The Barbarian Group, and we make work that
pushes the envelope in all things digital.

Core principles we live by:

We are fueled by the Internet

We know the Internet better than anyone. It’s the limitless potential of the Internet that
keeps us inspired to do more. We live and breathe digital, and approach any challenge
head-on and screaming. We’re the savage rock stars of the Internet. We’re Barbarian.

A diverse group of thinkers & makers

The strategic, creative and technological know-how that resides at TBG is unlike any
other. We recruit and welcome like-minded individuals while still drawing on the
potential of new viewpoints, skills and passions. We’ve become one big collective family
of friends—clients, tech industry innovators, new media.

Creativity intersecting with humanity

We’re creators by nature. There’s an effortless devotion to fostering creativity at TBG in
a (sometimes) not-so-creative world. Each person is given the ability to lead a project
they’re passionate about. Projects are influenced as much by an account person as a
developer as a designer.

Work we believe in

We work on projects that we truly believe in. Projects that enable us to do genuinely
good work that we’re proud of. We love creating new things for the Internet that are
thoughtful, affective and effective—devising creative and technical solutions in harmony
with modern Internet innovations.
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ABOUT US

V5 0 )
% THE GE SHOW
96)

episode 07
Visionsof Heolth

Manufacturing

episode one

segmentone : THE ISSUE

Got four hours to spare? Not many of us do. Our days are already crammed with work and personal responsibilities. We're on
the go, and time is precious. Yet four hours is the time we spend for an average emergency department visit. And much of

that time is spent waiting for a doctor, a room or paperwork. It's a serious problem that calls for serious thinking

PEOPLE SPEND TOO
MUCH TIME IN THE
EMERGENCY DEPARTMENT.

We create and produce The GE Show, an episodic web series to tell the story of GE's
technologies & products and the brand's human impact. The show utilizes easy-to-

digest, shareable content including video, games and infographics to tell GE's story in
unique & innovative ways.
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http://www.ge.com/thegeshow/healthyhospitals/
http://www.ge.com/thegeshow/healthyhospitals/
http://thegeshow.com
http://thegeshow.com

ABOUT US
Recent projects we are especially proud of:

O,
® Grower location 8%
@®  Farmer story
- Gfau/mg region l

Hard red winter wheat, which makes up
about 40% of the U.S. wheat crop, and

half of its wheat exports, is farmed in the ]
Great Plains, between the Mississippi 3
. River and the Rocky Mountains, and from
. Texas to the Dakotas and Montana.

How many years has wheat
‘ been around?
s " FIND OUT IN GRAINIPEDIA »

Kashi

Prior to working with Quaker, we partnered with Kashi to design & build a thriving
community site of more than a million members focused on healthy eating and living—
many of whom are frequent users who took personal health challenges centered around

their nutrition & lifestyle goals. www.kashi.com

food for ¢
g d 4+ thebarbariangroup /14 nov 2011


http://www.kashi.com/meet_us/seven_whole_grains
http://www.kashi.com/meet_us/seven_whole_grains
http://www.kashi.com
http://www.kashi.com

ABOUT US
Recent projects we are especially proud of:

wo MEN'S  #S0UTUS  SUPPORTUS  MEDIA CENTER  CONTACTUS  SHOP G |

2%?,5.,1:.05,, ADVOCATE PROGRAMS  ATHLETES RESEARCH GET INSPIRED S.H.E. NETWORK

DONATE NOW! W

A girl is healthier and happier when
she is active. GoGirlGo! is an award-
winning program that gives
community organizations the tools
and support to get girls active in
sports and other physical activities.

» r lﬂllllllluml\\\

WH u WE A R The Women'’s Sports Foundation is a non-profit that advances the lives
of women and girls through sports and physical activity. ABouT us »

L e — T————

We redesigned the Women’s Sports Foundation site, which conveys the
organization’s mission and provides users with the research, inspiration and tools
for advocacy in their local communities. www.womenssportsfoundation.org
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http://www.womenssportsfoundation.org/
http://www.womenssportsfoundation.org/
http://www.womenssportsfoundation.org
http://www.womenssportsfoundation.org

The Ask




THE ASK

Articulate our approach and vision,
both creatively and tactically, for the
Food For Good website experience.

The Food for Good website, the core site

Create a mobile-friendly website for Food for Good, with a focus on the Summer Mobile
Meals Program, that engages all of your target audience needs (organized by city).

The Food for Good website, expanded site & the future

Extend the website and roll out other initiatives to facilitate growth and engagement.
Create a logistics portal that will enable Food for Good to manage all on-the-ground
operations.
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THE ASK

We’re really excited about the potential opportunity to
work with Food for Good.

Considering your overall objectives, we’ve identified four
key ingredients that have inspired our thinking and could
play a part in shaping the future success of your program.

Help underserved communities

Keep growing

Engage the community at a local level

Collaboration makes it work
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Our Approach
& Vision




OUR VISION + APPROACH

Throughout our ideation process, we
kept those four key ingredients front of
mind, and allowed them to shape our
vision, both creatively and tactically, of
the website and overall digital approach.

On the following pages, we’ve aligned
specific tactics & functionality to each of
the four ingredients, either as part of the
immediate core website or the
expanded website + future.
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OUR VISION + APPROACH

Let’s first recap the list of must-have components that
are understood to be a part of the core website:

City-specific areas of content
Content that’s customized for each city/location.

Easy way to find meal locations

Information about drop-off locations, meals and schedules. Highlight benefits to
drive participation.

Engage existing and potential partners

Allow partners to easily contact FFG representatives. Provide information about the
program in general & about the efforts in their specific city/neighborhood.

Tell the Food for Good story

Give a clear and accurate understanding of FFG, its accomplishments and PepsiCo’s
work in using business to solve nutrition access issues.

Make it easy to contact Food for Good
Provide quick and easy ways to contact FFG and/or leave your own information.

Mobile-friendly

Make the content, especially city-specific content, accessible from mobile devices.
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Okay,
let’s dive in!
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OUR VISION + APPROACH

Help underserved communities

Enable kids to eat healthier foods and live healthier lives by delivering food to

locations where they live & play, and engage them in fun physical activities.

Here are some ways we can accomplish this:

Food/activity info & Get the word out

location tool

Knowledge Base

Organize community
buzz-worthy events:

e charity 5x5 streetball
e block parties °
e customized delivery
trucks w/ jingles ¢
* mobile farmers markets °
 trade in bad snacks for
good ones °

Build a tool that allows
you to find healthy foods Kids who show up the most
that match the $ you have. get shopping coupons to
share with their families.
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OUR VISION + APPROACH

Keep growing

The Summer Mobile Meals program, already successful in Dallas and Chicago, will

expand to Los Angeles, New York and Houston. With a strong online component,
the potential for growth is limitless.

Here are some ways we can accomplish this:

Provide many Dedicated section
points of contact for potential
partners

Tell the story

Invite conversation

Elevate the FFG story so it
speaks to a broader
definition of “food for good.”

Provide ways for

community members to  sustainable packaging °
become FFG e composting °
spokespeople and * locally-sourced food °
generate interest in new e organic food-
territories.

food for ¢

gmd 4 thebarbariangroup /14 nov 2011 @



OUR VISION + APPROACH

Engage the community at a local level

The program relies on the help of community members to perform tasks such as:

deliver and prep food, coordinate volunteers and spend time with the kids. We think
there are exciting opportunities around this community-level organization, and can
see the possibilities of having a sustained movement.

Here are some ways we can accomplish this:

Testimonials
everywhere

Use social media to
spark awareness &
encourage feedback

Extend the impact
of the program

We would build an
administrative interface
for all the partners and

volunteers to coordinate
with each other. This
portal would serve to
manage all one-the-
ground operations.

e possible partnership with
Blue State Digital
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http://www.bluestatedigital.com/
http://www.bluestatedigital.com/

OUR VISION + APPROACH

Collaboration makes it work

From media to consumers to executives to nonprofits, Food for Good has the

opportunity to create collaborative relationships amongst a very diverse set of people.

Here are some ways we can accomplish this:

How can you help?

For corporations interested
in doing similar programs,
let’s provide playbook,
from research to
implementation, for a
successful endeavor.
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OUR VISION + APPROACH
And, last but not least, our thoughts on mobile...

Our mobile component needs to serve the needs of

our audiences in a useful, clutter-free way.

Here are some ways we can accomplish this:

Tell the story, for Simplified Get the word out
mobile experience, catered
for people on the go

Local contact

food for ¢
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SUMMARY

We believe our approach will deliver all the must-have
components of the core website in a compelling way.

By requirement By objective

City-specific areas of content Generate awareness

* Top-level templated pages on the site * Immediate location and contact info

will each feature maps, delivery
details, contacts and testimonials

Easy way to find meal locations

e Food/activity info & location tool
* Get the word out

Engage existing and potential partners
e Dedicated page for partners

e Expand the impact
e Use of social media channels
e Get the word out

Build understanding and trust

* Tell the story succinctly
e Testimonials everywhere
e Knowledge base

e How can you help?

* |Invite conversation
e How can you help?

Tell the Food for Good story
* Get the word out
e Tell the story succinctly
* Testimonials everywhere

Make it easy to contact Food for Good

e Provide many points of contact
throughout the site + local contacts

* |Invite conversation

e Encourage feedback

Mobile-friendly

e Bite-sized story
e Simplified experience
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Timeline & Budget




TIMELINE & BUDGET

Core site:

Phase 1 (Dec ’11): Discovery, UX & Content Strategy
$55K

1. Site Map & Navigation Design
2. Content Strategy
3. Wireframes

Phase 2 (Jan ’12): Design & Interim Site Build
$65K

1. Concept & Design of core website + mobile site
2. Development of interim site functionality (map w/ cities, program info, contact)

Phase 3 (Feb ’12): Development
$65K

1. Front-end & back-end development of core website + mobile site
2. CMS
3. QA & deploy

Total: $185K
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Appendix




REFERENCE MATERIAL

food for

826 SEATTLE

A Tlewpreoftt Whiting & Autoring Conter G !

ABOUT US  OUR PROGRAMS  STUDENT WORK  GET INVOLVED CALENDAR THE LATEST SHOP  DONATE

Our Mission: 826 Seottle is a nonprofit writing and tutoring center dedicated to helping youth, oges 6 to 18, improve their creative and expository writing skills, and to helping

teachers inspire their students fo write. At 826 Seattle, we believe significant learning hoppens with individual atfention and that strong writing skills are essential for future success.

. ‘ OUR PROGRAMS

] e el o | N AFTER-SCHOOL TUTORING
(R \ s AT - 0 After-school tutoring, homework help and writing enrichment
¢ r clubs are available throughout the school year.
WORKSHOPS

Our workshops inspire imaginations and teach fundamentals,
v appealing to reluctant writers and aspiring authors.

FIELD TRIPS
‘ We invite teachers to bring their classrooms to our writing lab to

| experience theatrical, fun, and collaborative writing.

Welcomel! B IN-scHoOLS

Welcome! It's fall and we're back in full swing with all ou

and a new anthology of student writing is coming outon
20. You might also have noticed that we have a new webs:
check out our page of Student Work or keep up with our d
goings-on in The Latest. Take a look around, Get Involve:

IN ONE DAY We are 16 designers, architects,
engineers and artists working to
engage, inform, and activate an
awareness of Chicago's (ab)use
of our irreplaceable resource:
Lake Michigan.

RMIRRIG B A A WAR . Don't just watch it wash away.

Chicago

ﬁm"

« Prev Video / Next Video »

View Slideshow Visit Blurb to buy the Call To Action book

Watch a Flip-thru of the book
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http://www.826seattle.org/
http://www.826seattle.org/
http://www.826seattle.org/
http://itsourwater.org/
http://itsourwater.org/

REFERENCE MATERIAL

About us Blog Contact Thursday, 10 November 2011

Wh01e Site search
Education :

/ O < X

Introduction Partner projects In action People’s stories Join the Network

People’s stories

Introduction
School children
Young people
Parents
Teachers
Youth workers

Citizens

Introduction

We accept that change doesn't come easily but we now know enough
about the way children learn and the demands that society will place on
them in the future to start sharing and promoting existing education
practice that will help us to deal with the challenges that lie ahead.

Displaying 6 stories

oct
13

Ben Saunders o« 445PM p

= THIS WAS A TRIUMPH. I'M MAKING A NOTE HERE: HUGE

SUCCESS. (FOR HER SAKE, THE CAKE BETTER NOT BE A
YES I AM . 173)}

PRECIOUS -~  —

an 1 am curRenTLY 4,410.00 miLEs across amERICA
RAISING MONEY TO BENEFIT LIVESTRONG

currently in:
2 60, 3,000
Astoria, OR 30 20 1,500 ' 4500
0 120 0

N

F DOLLARS RAISED mph

73 375 9 40 59 73

RAINY DAYS CHASED BY DOG ROADKILLS NIGHTS UNDER THE STARS HONKED AT AVG MILES PER DAY DAYS ON THE ROAD
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http://www.wholeeducation.org/pages/overview/peoples_stories/0,0/people_s_stories.html
http://www.wholeeducation.org/pages/overview/peoples_stories/0,0/people_s_stories.html
http://www.wholeeducation.org/pages/overview/peoples_stories/0,0/people_s_stories.html
http://www.wholeeducation.org/pages/overview/peoples_stories/0,0/people_s_stories.html
http://yesiamprecious.com/
http://yesiamprecious.com/

REFERENCE MATERIAL

Our Cause Georgia is an elderly woman who has lived her entirelifein  The new, energy-efficient home will help Georgia save
Hale County In the same home. Shortly after Hurricane money on utility bills, therefore enabling her to afford a
Katrina, HERO to find ast program to mortgage. The home's maintenance free design will ensure
assist in the repair of her house, but the damage was too that up-keep remains manageable. All money raised will
extensive. She was living in a home with dirt floors and no help build Georgla’s home and fund other HERO Initiatives
running water. With the help of her neighbors, HERO and taking place in Hale County.
UBBT are to build glaan

1-bedroom cottage to replace this dilapidated structure.

DONATE
UBBT BLOG

CHANGE A LIFE

Ms. Georgia

Creative Capital

Artist Support Artist Projects Professional News About Us Engage
Development

“Creative Capital motivates artists to be architects of their
own future.Our programmatic blueprint melds financial
support with an array of services so that artists can build a
solid foundation for success. ”

—Ruby Lerner, Creative Capital President

FEATURED PROJECTS 1 2 3 4 5 6
Featured Projects &
Grantees
By Grantee Name
By Project Title
By Year
By State
By Discipline
By Medium NEWS ABOUT THE GRANT
By Subject
By Status OCT 04, 2011 Sign up to receive more
Project Premiere: information on Creative
SEARCH Pablo Helguera's Capital, its programs,
"School of and regional visits as
Go Panamerican Unrest” they develop
Book Launch in NYC
Learn More
SEP 13, 2011
Project Premiere:

Secos & Mojados*
“Border TRIP[tych]" at FOLLOW US
MACLA in San Jose

Sign up for our mailing

View All News list. Follow us on
Facebook and Twitter!

The Port Huron Project
by Mark Tribe,
2008 Visual Arts

EVENTS DONATE
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http://herohousing.org/UBBT/
http://herohousing.org/UBBT/
http://herohousing.org/UBBT/
http://creative-capital.org/artistprojects
http://creative-capital.org/artistprojects
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