C&l BRAND GUIDELINES

AAAAAAAAAAAA



CONTENTS

ABOUT C&lI IMAGERY

How It All Started ‘C&l Feel”

Manifesto

Vision APPLICATION

Mission Stationery

What is C&lI Marketing Documents
Who We Are Pitch Documents

What We Do Presentation Slides
Why a Studio? Layout Examples

Story is King Visual Hierarchy Examples
Core Values Event Posters

Brand Pillars Digital Advertisements
The People Website Design
Services Social Media

VISUAL IDENTITY C&I1 VOICE

Visual Identity System Tone of Voice

C&I Agency Logo Key Words and Phrases
Brand Logo Extensions Words We Use
Typography Words We Don’t Use

Headline and Body Copy Style
Color Palette
How We Use Color

lconography




BRAND EXTENSIONS 7 pending

UNCREATIVE

How It All Started

What is Uncreative

VISUAL IDENTITY
Visual Identity System
Logo

Imagery

C&I1 VOICE
Tone of Voice
Key Words and Phrases

Words We Don’t Use

NEXT DOOR

How It All Started

What is Next Door

VISUAL IDENTITY
Visual Identity System
Logo

Imagery

C&I VOICE
Tone of Voice
Key Words and Phrases

Words We Don’t Use

THE SHOP

How It All Started

What is The Shop

VISUAL IDENTITY
Visual Identity System
Logo

Imagery

C&l VOICE
Tone of Voice
Key Words and Phrases

Words We Don’t Use

C&I PHOTOGRAPHERS

How It All Started

What is C&I Photographers

VISUAL IDENTITY
Visual Identity System
Logo

Imagery

C&l VOICE
Tone of Voice
Key Words and Phrases

Words We Don’t Use

REACH

How It All Started
What is Reach

VISUAL IDENTITY
Visual Identity System
Logo

Imagery

C&l VOICE

Tone of Voice

Key Words and Phrases
Words We Don'’t Use

All men dream: but not equally. Those wha dream by night in the dusty recesses of their
minds wake up in the day to find it was vanity, but the dreamers of the day are dangerous

men, for they may act their dreams with open eyes, to make it passible.

T.E. Lawrence



HOW [T ALL STARTED

“if you wanna go fast go alone, if you wanna go far, go together”

joshua miller

Joshua started his film career out when he

was 13 years old, fiddling and breaking TVs

and cameras. Justin and Joshua actually had
another media production company called

Lief Captures before C&I that failed miserably.
Joshua came to Fort Lauderdale in 2008 to
grow Fort Lauderdale. C&I moved from an
apartment to a 500 square foot office, to a 1200
square foot office 10 months later, and later
into the 4000 square foot office in Fat Village.
Joshua is bi-coastal between Fort Lauderdale,
Florida and Los Angeles, California. He has a 7
year old daughter, Freedom and his wife Amy is

C&I's main Producer for all company projects.

Joshua sleeps on the floor, does not have own
a bed and loves anything that is gummy. He
doesn’t say “Coke” he says “Coca Cola. If you
haven’t seen Jerry Maguire he doesn’t want to

talk to you.

sarah dreyer

Is an originial founding member of C&l who
has helped shaped the vision and brand
development for the company and its clients
internationalluy. Her insight to the direction

in which C&I navigates has been invaulable

to our growth over the years. She exemplifies
the focus and consistentcy needed to keep
the ship in order at all times through her
digital organization of the entire C&I Staff. As
a creative force that speaks wisdom into the
hearts of everyone she comminuicates with
her passion extends to her family and friends
inviting light to all those that know her. Sarah
pursues with precision as processes and
problems arise in everyday life. Her approach
to design is one that allows thinking to be
made visible and tangible to the world around
us. Always up-to-date with technilogical
advances that forever change our landscape
she is the Oracle that C&l leans on for answers

to the far and beyond.

joseph miller

He has been with the company since its
inception. His highly involved understanding

of company practices qualify him as the

ideal candidate for overseeing all functions
related to C&I Studios and our various brand
extensions. As first intern and first employee,
Joseph Miller started off as an integral member
of the team. During these initial stages he
redesigned our logo into what it currently is
today, and proved to be a positive influence on
our brand. He worked alongside our first clients,
was directly involved in finding solutions to

our first problems, and helped to create our
first major successes. Even more importantly,
he is the only employee to work in every single
department: video, photo, graphics, web,
accounting, rentals, events, marketing, and
administrative. Joseph Miller’'s long-standing
history with the company was one of the
earliest building blocks in creating such an

involved company culture.



MANIFESTU

We create media to do our part in changing the world. While we
do not have millions of dollars in the bank, trust funds or, wealthy
parents, we have cameras, pencil and pens and ideas. We believe
that we have a responsibility to use media to change the way

people view themselves and the world.




Our vision is to create inspiring art with exceptional quality to reach
Humanity 2.0. We believe that media can be used to educate, empower,

and inspire individuals to greatness.




From every service that we provide, C&I Studios supports three
international children’s organizations every month: Flutemaker
Ministries, Watchmen on the Walls Ministries, and Jedidiah Learning

Steps through its Reach (501c3) program.




WHAT S C&

/

C&l started out as a side project in 2006. Joshua had a full time job at
the moment, but with a new family in tow, he was looking for a creative

outlet that could also contribute to the household income.

But where there’s talent, there’s also a way and things started to pick

up quickly. A professional opportunity brought Joshua and his family in
Fort Lauderdale in 2008. This seaside town, still reeling under its spring-
break reputation, quickly transformed into the perfect setting for Joshua
to expand C&l. Opportunity was aplenty and supply for arts, crafts and

ideas was sparse.

But Joshua didn’t want to confine into strict industry definitions. C&I may
have started as an abstemious and rather supplementary photography

and videography enterprise, but the vision was and still is bigger.




What sets us apart is our unique approach to our clients’ problems
and our ‘come as you are” attitude towards our employees or, fellow
craftsmen if you like.

This all may sound a bit too hippie, but the truth is that although we
operate within structure, we strive to preserve an independent spirit.

This is out of respect for our team. Each member is characterized by

singular talents, that need room to grow and flourish.

Bottom line, this is our distinctive trait. We're all different when it comes

to skills and interests, but similar in terms of seeking perfection and [ an idea agency ] that solves marketing challenges with innovative
growth. Therefore, we are able to come up with exceptional and a bit concepts, multimedia, and distribution to organizations around the
peculiar ideas for our clients, always trying to pursue innovative paths world. We create ideas with a higher purpose and deliver them to a

from concept to execution. targeted audience for maximum growth.




WHY A STUDIOY

We love our jobs, the fact that we get to wake up everyday and do what

we love is surreal to us. More than that, we get to help people promote

and market their dreams.

SIURY 1S KING

C&lis a combination of fresh, incredible ideas, the perfect team —

who fears no project or deadline, and a little bit of magic.

It is tough to describe what C&I means to us, because its more than
a company. Being able to help business owners and corporations
accomplish a marketing goal through storytelling is an incredible

feeling, and we are addicted to seeing these campaigns work.




CORE VALUES

do the impossible
unyielding courage

take flight

give everything

nothing is beneath you
be our guest

deliver. every single time

dream bigger
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IHE PEOPLE

Creators, professionals, rebels, kids in the basement,
aren’t afraid to take sides and talk about the things no
one else wants to do, they would rather die than quit.

Perfectionists, love for their craft.

SRAND PILLARS

PURPOSE: We create ideas with a higher purpose and deliver them to a targeted
audience for maximum growth.

POSITIONING: Create inspiring art with exceptional quality to reach Humanity 2.0.
VOICE TONE: Sarcastic, snarky, sharp, edgy, challenging, reflecting, and pushing.

LOOK AND FEEL: Modern, timeless, earth-toned, moody, and epic.
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VISUAL IDENTITY

Our brand logo has the iconic typographical

element that represents “C&I".

C&lis an idea agency that solves marketing

challenges with innovative concepts, multimedia,

and distribution to organizations around the world.

We create ideas with a higher purpose and deliver

them to a targeted audience for maximum growth.

The logo for C&lis usted in all communications:

marketing through print and digital collateral.

@

AN IDEA AGENCY




LOGO CLEAR SPACE LOGO PRIMARY USAGE

The logo should be surrounded with clear space to Our logo is primarily used in black. It can

ensure its visibility and impact. No graphic elements also be used in white over black and other

of any kind should invade this zone. Make sure that dark colored backgrounds.
you provide generous amount of space around the & & &

logo, to let it stand out clearly.

AN IDEA AGENCY AN IDEA AGENCY AN IDEA AGENCY

Clear space is developed from the width of “an idea

agency” in the logo.
BLACK WHITE



LOGO INFRINGEMENTS
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AN IDEA AGENCY

DO NOT add a stroke or outline.
The logo should only have a
single color fill.

&

AN IDEA AGENCY

DO NOT make any part of the
logo a different color. It should
all be the same color.

Q
C

AN IDEA AGENCY

DO NOT redraw the logo or
create your own variation.

DO NOT use a black logo over

an image. Only use white.
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N IDEA AGENCY

DO NOT fill the logo with an
image, gradient or color other
than black or white.

Cs

AW IDLA AGEMNCY

DO NOT use a web logo for a print

publication or vice versa.

C=

AN IDEA AGENCY

DO NOT use another typeface
in the logo element.

AN IDEA AGENCY

DO NOT move or resize any of the
logo elements. Always hold down

the shift key when resizing the logo.

C

AN IDEA AGENCY

DO NOT enclose the logo within
another graphic or add a
graphic to the logo because it
creates a new mark.

LOGO PLACEMENT

The logo should always go on the top left

or bottom left of any kind of branding

document or print collateral.

Letterhead Portrait

Letterhead Landscape



C&lis not only an agency.

C&l also represents a radio/blog, space, airstream

boutique, photographers, non-profit, and community.

BRAND LOGO EXTENSIONS

YUNCREATIVE




TYPOGRAPHY

TYPEFACE VARIATIONS

C&I's brand aesthetic is modern

and professional.

Poppins family brings a variety
of typefaces, used for print
materials, web, and social media
platforms. Its clean confidence

makes it ideal for C&I's brand.

Barlow is a slightly rounded,
low-contrast, grotesk type family.
It creates a contrast for headlines

and hierchy.

Poppins and Barlow can be
interchangeable, depending on
the brand materials and design

adesthetic for communications.

POPPINS

PRIMARY TYPEFACE

BARLOW CONDENSED

SECONDARY TYPEFACE

POPPINS LIGHT
PRIMARY BODY COPY TYPEFACE
PRINT / WEB

LATO

DEFAULT / WEB

Lato is
brand
as a default font

sending e-mails.)

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

1234567890!@#$%A&*()-+?/

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

1234567890!@#S%"&*()-+?/

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk LI Mm

Nn Oo Pp Qg Rr Ss Tt Uu Vv Ww Xx Yy 7z

1234567890!@#$%A&*()-+?/

Aa Bb Cc Dd Ee Ff Gg Hh li Jj Kk LI Mm Nn
Oo Pp Qg Rr Ss Tt Uu Vv Ww Xx Yy Zz

1234567890!@#%$%"&*()-+?/




HEADLINE AND BODY COPY STYLE

OUR SERVICES GO BEYOND
We create inspiring art through graphics, photography,
and video. All with exceptional quality to reach Humanity 2.0

Headline: Poppins Medium +60 Tracking

Copy: Poppins Regular +60 Tracking

WHAT IS C&I?

C&lis a combination of fresh, incredible ideas, the
perfect team—who fears no project or deadline, and a
little bit of magic.

Headline: Barlow Condensed Regular +50 Tracking

Copy: Poppins Regular +60 Tracking

WE ARE UNCREATIVE

THIS IS THE MOVEMENT THAT ECHOES THROUGHOUT OUR
INDUSTRY. WE ARE THE NEW SCHOOL, THE TROUBLE-MAKERS,
THE REJECTS. THIS IS OUR BLOG, OUR ART, OUR AIR. CALL US
UNCREATIVE IF YOU WANT. WE WILL PROVE YOU WRONG.
WELCOME TO THE INSIDE.

Headline: Poppins Extra Bold +150 Tracking

Copy: Poppins Regular +60 Tracking All Caps

REACH JUST DOES THAT

People all over the globe are doing amazing things,

fighting for change. Some people look at this world and
think about all the negative things that happen. We don't.
We look at it the opposite. We know there are amazing
people and organizations all around doing selfless,
amazing, life-changing work. The problem is, no one knows
about them. No one sees it. People actually don’t know.

Headline: Barlow Condensed ExtraBold Italic +150 Tracking

Copy: Poppins Italic +60 Tracking

The main style that can be used for branding
purposes, especially internal brand documents.
Laying out type is essential for a successful design.
Look out for details, widows, orphans, and have fun

combining different variations of the typeface families.

Feel free to use both typeface families, Poppins and

Barlow Condensed as headline and body copy.

This combination is perfect for digital assets. Any
type of graphics that can be used for marketing

campaigns, social content or promoting events.

The italicized version of both typeface families,
Poppins and Barlow Condensed. It can be used for
quotes, newsletter copy, video copy, subtitles, or

e-mail templates.




COLOR PALETTE

CORPORATE COLOR PALETTE

These are the main colors for the
overall C&l Agency branding. The
main colors apply for deliverables
such as the stationery, website, app,
and more.

ADDITIONAL COLOR PALETTE

The following colors enhance all
the brands that belong to C&I.
Depending on the mood or style for

the specific deliverable, these colors
can be used to support what is being
communicated.

WHITE

R255 G255 B255
CO MO YO KO
HEX #FFFFFF

GRAY

R139 G138 B141
C48 M40 Y38 K4
HEX #8BBA8D

DRAGONFLY BLUE
PANTONE 122-4 C
R144 G197 B197

C54 M9 Y21 KO

HEX #72BBC5

MOCHA
PANTONE 43-15 C
R90 G59 B52

C48 M68 Y68 K48
HEX #5A3B34

PEACH
PANTONE 486 C
R238 G144 B123
C3 M53 Y47 KO
HEX #EE907B

CHARCOAL
PANTONE BLACK C
R45 G42 B38
C67 M64 Y67 K67
HEX #2D2A26

MIDNIGHT BLUE
PANTONE 539 C
R1 G38 B56

C97 M76 Y51 K57
HEX #012638

BLEU CELESTE
PANTONE 551 U
R148 G191 B207
C41 M13 Y14 KO
HEX #94BFCF

WINE

PANTONE 188 C
R121 G36 B47
C33 M92 Y73 K38
HEX #79242F

HIP MUSTARD
PANTONE 7752 C
R208 G175 B33
C21 M27 Y100 KO
HEX #DOAF21

STUDIO WALL
PANTONE 308 U
R40 G102 B130
C87 M53 Y34 KN
HEX #286682

STUDIO WALL
PANTONE 308 U
R40 G102 B130
C87 M53 Y34 KN
HEX #286682

FERN

PANTONE 158-15 C
R155 G151 B63
C60 M23 Y99 K5
HEX #73973F

CRANBERRY
PANTONE 201 C
R163 G32 B53
C24 M99 Y78 K18
HEX #A32035

BREW LATTE
PANTONE P 12-10 C
R207 G185 B143
C20 M24 Y48 KO
HEX #CFB98F

OCEAN WAVES
PANTONE 7718 U
R50 G128 B130
C80 M34 Y46 K8
HEX #328082

PEA GREEN
PANTONE 163-15 C
R191 G201 B74
C29 M8 Y88 KO
HEX #BFC94A

TERRA COTTA
PANTONE 486 C
R199 G108 B97
C19 M67 Y60 K3
HEX #C76C61

LIGHT BREEZE

PANTONE 7534 C
R209 G204 B189
C18 M16 Y24 KO

HEX #D1CCBD




HOW WE USE COLOR

The color palette is designhed
specifically to highlight the
mood, feeling or style of

the deliverable. Color is an
essential part of branding,

for it conveys meaning and the

message without words.

The following examples
show how color can be used
throughout the brand of C&lI

and its brand extensions.
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Icon package can be found in

the server of C&I Studios.



IMAGERY | THE C&I FEEL

As you scroll through your Instagram feed, a familiar image appears,
and you already know it was taken by C&l. The feel can be described as
‘energetic, powerful, moody, detailed-oriented, unique”. We have designated

C&I Photographers who edit to create this feel for every image.




BRAND APPLICATION

Business cards need to have a
modern and clean look.



LAYOUT EXAMPLES

DOCUMENT TITLE C

AN IDEA AGENCY

HEADER

Lorem ipsum delor sit amet, consectetur adipiscing elit, sed do eiusmed tempor incididunt ut
labore et dolore magna aliqua. Ut enim ad minim veniam, quis nostrud exercitation ullamco
laboris nisi ut aliquip ex ea commodo consequat. Duis aute irure dolor in reprehenderit in
voluptate velit esse cilium delore eu fugiat nulla pariatur. Excepteur sint occascat cupidatat non

proident, sunt in culpa qui officia deserunt mollit anim id est laborum.

SUBHEAD

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut

Cover Page

lobore et dolore magna aliqua. Ut enim ad minim veniam, quis nestrud exercitation ullomco
loboris nisi ut aliquip ex ea commeodo consequat. Duis aute irure dolor in reprehenderit in
voluptate velitassacillum dolore eu fugiat nulla pariatur. Excepteur sint occaecat cupidatat

nan proident, culpa gui officia desarunt mellit anim id est laborum.

- Sed ut pers unde emnis iste natus error sit
voluptatem

A consistent look for internal brand « totam rem

antium doloremgue laudantium

1. eaque ipsa quae ab illo inventore

documents is important for client meetings, veriatiel rohitegls
. . R + Sed ut pers s unde omnis iste natus error sit
pitch presentations and internal team . .
voluptatem antium doloremque laudantium
meetings. Templates for brand documents + totam rem m, eaque ipsa quae ab illo inventore
can be found on the C&l server. erioteet rehiteess

Lettersize Document Intro Page



PRINT ADS

/
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Event posters, flyers, postcards are useful

to let the community know we always have
something going on! The headline should

be clear, typography needs to be clean and
tight. Imagery should usually be taken by our
very own C&l Photographers.
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MOME  ABOLTUS  COCKTAND  MUSK  IVINTE DRSO

ELIIAH GEE

Creating exclusive creative content is

incredibly important for us! Look for ways
to keep the color palette and the C&l feel.
People will instantly recognize C&l's style.

“4’
-
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i, &

HOME  ABOUTUS

COCCTANS  MUSIC

EVENTS

THRECTIONS.

CALLUS

DIGITAL ADS

Feel free to explore with typography, handlettering, motion graphics,
animated gifs, anything you can think of!l Remember to pay attention
to who the audience is, be incredibly creative and make people say
‘wow” at your work! Titles can be personalized, but only use Poppins
or Barlow Condensed for the copy.

Designed by the C&I Graphics Team




The website for C&l is heavy on imagery,
captivating the visitors to engage with
the content shown. Easy to navigate,

click, and communicate.

cistudios

3,400 21.5k

Edit Profile

C&l Studios
Ideas with a higher purpose. #cistudios

c-istudios.com

The social media feed creates an
environment where creatives come
together, showcasing our work,
promoting Next Door events, and
engaging with our audience.



TONE OF VOICE

THIS IS HOW WE SOUND:
Snarky, sarcastic, sharp, edgy

Example: “We don’t care if you don’t come, we are cool”

CHALLENGING, REFLECTING, PUSHING

Example: “We know we are the cool kids, we know you can sit with us”




OUR CLIENTS

There are a few big names, and few small ones. To us it doesn’t

matter, we want to make something incredible every single time.

It’s not just about money for us, it’s about relationships.

GROWTH

AS THE BRAND GROWS, WE WILL CONTINUE TO GROW.

“There are a lot of milestones, all carrying their fair share of recognition
and significance. To me, a moment that is emotionally charged is coming
to our own space in FAT Village. C&l started in a bedroom in Maryland and
moving to South Florida was not what one would describe a life dream and
aspiration. Believing in this little dot on the map and working relentlessly

towards making it happen, was a constant challenge.”

- Josh
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BRAND PILLARS

ART WITH PURPOSE:
“‘Above all else, it will be real, honest, thought-provoking art, media, and
visuals that will breakdown cultural barriers and transcend subconscious,

singular perspectives.”

To this end, we are 100% invested in shifting

the waves of influence that wash over the
world. We are not a background voice;

we are artists with purpose.



BRAND PILLARS

COMMUNITY INVOLVEMENT:
“Art should be experienced and — even better — lived with by others, not just

stay in the studio.”

It’s true that with the advent of social media
any brand can address their community.
But we believe that a true community bond
is created through in-person connections
and real conversations. As a member of

Cé&l Studios, you have to show that you are
prepared to listen and to learn from our
community. To this end, community is not

merely our passion, it’s our culture.



BRAND PILLARS

C&I CRAFTSMEN:

“All men dream, but not equally. Those who dream by night in the dusty
recesses of their minds, wake in the day to find that it was vanity: but the
dreamers of the day are dangerous men, for they may act on their dreams

with open eyes to make them possible.”

At the end of the day, C&l is nothing if not for

the people who work hard as hell to make
our dreams d reality. We are all awake, and
we dre all ready to take action no matter

the cost.




TONE OF VOICE

MAVERICK:
“‘Above all else, it will be real, honest, thought-provoking art, media, and
visuals that will breakdown cultural barriers and transcend subconscious,

singular perspectives.”




TONE OF VOICE

EMPOWERED:

We are stewards to high ideals, creating art that carries weight. In
everything we do, regardless of client or magnitude, we strive to incite
action and inspire positive change. Our guiding inspiration is to develop
‘ideas with a higher purpose.” This segment of messaging informs clients,
colleagues, and community members of our ongoing mission. Empowered
language requires conviction. Confidence will carry this voice even further.
It is through confidence and conviction that we can fully express our love for
what we are doing. We pour our hearts and souls into our work — every piece

of it. This is the passion we must show our readers.




TONE OF VOICE

CONVERSATIONAL:

Our message is strong and empowered. Our delivery is conversational. Yes, we are sharing our work

to inspire others to take action, but we are not forthright or regal. We are approachable, friendly and
encouraging. In this respect, we strive to be a part of something bigger than ourselves. Conversational
language will be positioned as a sharing mechanism — an olive branch from C&I craftsmen to local
artists, business owners, entrepreneurs, colleagues and so on. As thought leaders it is important that

we rally behind a more provocative and actionable tone of voice. This is not to be confused with
outspokenness. For instance, in a recently published article on the #Uncreative blog we dissected
tightening government sanctioned censorship on social media both nationally and abroad. By
representing the facts and taking a stance unique to our brand, we started a dialogue with our readers.
Using conversational language means being accepting of other perspectives. We don’t instruct our
users to side with us, nor do we explicitly encourage it. We create space for readers to discover their own
meaning. Our main goal is to encourage our audience to not only think for themselves and question, but

to contribute in ways that grow the dialogue.




TONE OF VOICE

CHALLENGING:

There are many ways to learn and many ways to better oneself. Failure creates valuable learning
experiences. Failure is positive. Being challenged is another way to better one’s self. Being challenged
is good for growth. If one does not surround themselves with people who strive to mature and develop
their knowledge, their craft, and their expertise, then one will remain complacent. We seek to challenge
our peers, colleagues, clients, audiences, friends, just as we strive to push each other to be better.
Challenging language is nhot antagonistic. It is encouraging, and will be used to guide our readers
towards enlightenment. We challenge social norms, marketing practices and artistic limitations. We
challenge everyone to think more broadly and act more profoundly. Challenging language serves to
provoke conversations. It means having an opinion. Challenging is not the same as instigating. It is a
friendly, thought-provoking joust. Challenging language is just another form of creative expression.

We associate challenges with excitement — if we challenge a client or a coworker to go big and do
something extraordinary (something out of their norm), that excites everyone involved. Challenging
language will prove that we don’t back down from hard tasks. We take flight, conquer the challenge, and

above all else, we always deliver. Hopefully this motivates other to do the same: to mature as we are.




TONE OF VOICE

WITTY:

Witty language is a playful segment of messaging. This serves to provide breaks between empowered
language and instigations of the maverick. Sarcasm is fun and approachable as long as it is not critical.
We must never be jaded. Crossing that line will blur our identity with a snarky personality. Sarcastic, witty
language has absolutely no connection to a sharp, instigative tongue. A sharp edge would only distance
our audience and deter new readers from engaging with our content. Whereas, witty messaging piques
curiosities, acting as a segue into thoughtful conversations. This will ultimately encourage loyal readers
to engage with our content and passive readers to explore our brand more intently. Witty language will
perform best in the beginning stages of our content funnel. Furthermore, playful dialogue performs best
when describing internal relationships between coworkers, leadership, and clients. For instance, sarcasm
and wit are the primary forms of the syntax used in the C&I Dailies, and also provides the backbone for

event messaging Next Door.




U NOTHING IS
* .- 'BENEATH YOU.

CORE VALUES

C&l an idea agency that solves marketing challenges with innovative concepts, multimedia, and
distribution to organizations around the world. We create ideas with a higher purpose and deliver them to

a targeted audience for maximum growth.
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AN IDEA AGENCY




