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As we look to the future, we envision a partnership that builds on your
incredible passion for doing good, in a way that is also good for business.

PART ONE:

Alignment Lululemon is invited to join a limited group of WE Well-being partners, while
being recognized as the essential place for consumers looking to create
transformational outcomes for themselves and others.

i @

we Sy

Alignment

The core idea

We are a global ; You are a global network

of stores that supports
movement of local the needs of their local

actions. . . communities.

Our partnership will embed ea
customers to be their best s
their own well-being and the -being of the
next generation into every purchase. Our core
idea will center on WE Well-being and embedding
good into every purchase

we Sy
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Let’s rock.

The future of doing good is
where everyday choices make
the world a better place.

5 COFFEE @

THAT GIVES ¢y g AW WATER”

ME to WE is a social enterprise that enables people to live by their
values by offering socially-conscious products and experiences, $

At least 50% of annual net profits are donated to WE Charity and
the remainder reinvested to grow the enterprise.

Gifts & consumables | Trips |

Track YourImpact

WE can help.

« A meaningful platform for Artists to
showcase causes they are passionate
about

Live Nation
empowers the

* Engaging content for your channels
and audiences

world through

mMusicC. * Fostering life-long concert-goers

« Empowering communities through local
and global employee engagement

We’re vertically
integrating the
cycle of
inspiration to
impact.

Inspire millions through
incredible live experiences

ols:

[
5 GLOBAL CITIZEN
9% 5 REWARDS

Leverage the private sector
and entrepreneurship to
sustain and multiply social
impact and amplification

Build year-round framework
to empower anyone to turn
thatinspiration into
measurable, socialimpact
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The future of doing good is where
everyday choices make the world a better place.

The world’s problems are
innovations waiting to happen.

Engaging retailers that

Creating products that do
raise brand awareness.

good for the consumer

Rick Hansen
Foundation

School programs
Global impact
Reach

18,400 Schoolsand groups

-

5.3M+ Totalyouthreached

46,200 Engagededucators

Studentimpacts:

11.6M+ Hours volunteered

s = tot

Actiowcampaign

al funds raised for local and @ : o
o 00
: -8 $321,017,813

a' social value create

Kielburger

WE Scare Hunger e h MM m
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0 We need a revolution in well-being that’s
Solution d

youth-focused, sustainable and ready now.

I well-
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70% e

of mental health problems DEPRESSION
AND THE

have their onset during AMERICAN
childhood or adolescence

The plan

I well-being
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Student crisi

as suicides h
record leve

Mental health

says uni chief

Problem

Youth
well-being
ecosystem

The demand for child and youth mental
health support far exceeds the ability of
current clinical, community-based and
school district response systems.

I welt-being

Building an ecosystem

We're youth-focused but our mission is to build an
ecosystem of support by developing programming
that empowers everyone, from students to CEOs.

We are strategically reaching people by meeting
themwhere they already are: in school, at home, at
work, while shopping and online.

I well-




B 1. ME to WE Impacts
It's easy. It's tangible. It's good for
business. It's the future of doing good

Table of _
Together, we'll move the world. B 2. Promotion engines About ME to WE Impacts

The world will recognize Uber It's easy. It's tangible. It's good for business. It's the future of doing good.
N nt nt as a force for good.
The world is in motion and Uber is driving. As you launch Uber Rewards, we invite you to
embed doing good into everyride.

WE offers a low cost, high emotional value way of empowering local and global social impact
that is measurable and sustainable.

Infuse ME to WE Impacts into the Uber journey, giving people an easy way to impact the
causes they care about most and build community around shared impact goals.

3. Moving forward

Where we go from here

. o ’
What is an ‘impact'?
In an age when you can P Impact you can track
track everythlng on your Qur micro-contribution model breaks social E:')V]er"):e:"‘(')‘ P:ég‘f’s:r"‘grw‘l‘s “:a'f:"i‘)’;‘vf’t"‘;e
. gran wS consul s to learn abou
Smartphone = Ca|OI’IC ITrESg;ﬂlﬁoni?g.?{jI;eg'paer;i;?aj};iic:/;\;?.; a impact they make—whether that's mental well-
; ; ot ’ being resources for a class down the street or
|nta ke, da”y StepS, COf'fee fa‘mﬂy_ or menlal well-being resources for a local education for a child across the world.
class)
i i Charity to ensure
urchases, stock portfolios ikt b
p 4 p It's like a puzzle and every Uber passenger a transparent and effective chain of custody.
= you ShOUld be able tO conftributes to the bigger picture.

track your social impact.

Low cost, high
emotional value

= The future of doi

<

Leverage existing technology

v’ Create a sense of community with -E-he f ture O';: dOI n g good

communal impact goals

Drive brand affinity and differentiation

is where everyday choices make the world a better place.

v
v Appeal to Millennials and Gen Z
v Low cost per impact

v

Automatic burn option through pre-
pledging helping to reduce points liability




THE STYLE BOOK

ahdrew moss

TRAMSFORMATION COACH

' STYLE GUIDE

Welcome! Around here, possibilities look different.

The Andrew Moss brand is defined by what can be achieved when the mind is
unleashed. It comes to life through a visual identity that tells the viewer they've
left the world of rat races and limitations. Starting now, possibility looks different.

The voice is one that flows with thoughtful candor and unrestricted ambition.
Inspirational yet clear, it specks of a new mentality—one that unlocks previously
unimaginable wisdomand creativity.

A calm colour pallet invites the viewer to let their guard down while water
imagery serves as a symbol for power our choices have, if only we make them.

Font: Century Gothic

PROJECT SCOPE

Deliverable

An outreach tool for potential private coaching clients, delivered as a polished deck [approx. 5 slides) witha
few additional multi-purpose template slides for future use (additional programs, Linkedin content, etc).

Final approved deliverable completed before EOAugust.

Outline

+ Title Page

+ About You [client)

+  About Your Project

+ Measures of Success
* Proposed Program

+ The Fine Details

+ About Me

+  Agreements

+ Signatures

andrew moss

TRAMSFORMATION COACH

TRANSFORMATION COACH
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WHO MAKES
CHANGE?

an CAN CREATIVITY BE TAUGHT?
ASKING FOR HELP ISN'T A SIGN OF WEAKNESS,

IT'S A SIGN OF STRENGTH. WHY ME?
MM TITD TAE

98% 30% 12% 2%

Barack Obama
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BE YOUR
OWN BFF

TENDING TO OUR
RELATIONSHIPS IS A FORM
OF SELF-CARE: GOOD FOR

THE BRAIN AND THE BODY.

Dr. RobertWaldinger
Psychiatry Professor, Harvard Study of Adult Development

Victoria Morton

SO, WHAT'S THE

ABOUT SLEEP?

LET GO THE

Life online #
CETRINE

SEIARERDRI@)

DOUBLE JOY

SHARIED

HALF A SORROW

SWEDISH PROVERB

CONFIDENTIAL

r LET'S LOOK AT THE SCIENCE

SLEEP IS THE SWISS
ARMY KNIFE OF HEALTH

O IN

OF CONNECTING —




WAV G

We have a once-in-a-generation opportunity
to truly move the dial on mental health.

e
communities around the world *g-:-g,.;

A
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Communication
Development Plan

PREPARED FOR MBAS834  JUNE 5™, 2
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SECTION ONE

Strength CURRENT ASSESSMENT

SECTION ONE

Areas for Improvement CURRENT ASSESSMENT

DELIVERY

Authenticity = 3 core peraonal vihue 5o | alweys aim 1o heve it come through when | spesk. Graded feedback for the
Parsoral Branding Presantation noted that | appeaned “retaved, warm and confident”. | fmly beliem i not over
stipting content that is to b delivared verhally, This contriutes 10 3 warmer presence: and sincars fone, However,
i comes al the cost of sometmes kosing my content stuchee, which & detailed in my Aress 1o Improve. Peer
taednack on ey oreman Aogers Presentztion also commented on my ethas. descaibing sy delivery as ‘coséident” and
“rompet Whether on stage, on tamem or in @ mes(ing. public speaking feels 25 though svery layer of my anatomy
Fas an uncomfiortably high elsciric woltags going through it Wik | Fave yel to comect the anxiety #sef, the msuling
tensenses seems b come off a5 coefident and et This secoenelshes oee kalf of the desired “controlled passion”
dacussed in Sasaion 2 of cless. Arrveving the other het s dacussed in “Areas to bmgrove”. Peer feednack (Noman
Rngers) also noted that for pesture: | was “sifing (1 bt stV ioksy mizeec” and that the Fand gestures whens sunte
anough not o be distacting

CONTENT

Earbar this year | partcipated in 3 study o the experiences of young women in leedership. In thie shudy | commented
o feeling ke | alweys nesd to heve & bibliography with me, even when taiking about something | know (Leading
Togsthir. pg. 17). An edansion of this fesling Fas ked to taking 3 very conscious approach to weasel wonds such a5 %
thiek” and *) fefiiese”™. This is in craste sudisnce trust by making & clear wian something & my antidotal ogtion versus
4 resgarched-sassd concluson.

Framing my comments 1o build end mainisn credibility sems from edvies | received during my time in student
govemment, While now 3 bit dated, the result can be ssen in my dabate with the Caradian Fedaration of Studwnts
bare. &t 110 ad 1243 | demonsirats the dference sourtss of crediity (pulling first from ressarch and then from
et personal experiences). s worth nuting that a1 the teme of the debate. | had just led the creation of & detailed repont
o the feletionshi betwesn our tvo ceganizations, Ths allowed me o easily recall facls & reeded without Feading the
safisty pager | had brosught with me

fve Isamad ta find sirength in knowladge gained nol crily from ressarch bt also from my Tved experiances. The

result has bean a stong grasp of how o blend ethos. Iogos and pathos, In the Norman Rogers presantation, |

suggested tral we inchude the Ken Wong quote (Dals Viswlizeon, 1:20) 10 humenize the comelstng deta. bn my
aection, | inchuded the note soout Trersport Canade certifications in a visually prominent way 1o ennarce the sense of
cradibility.

Twa mors fangibis contert, pisces that | consider o be strengths are:

. Rule of three: | heve & demoratrated ability 10 omenee information wio logical “pillers”. Tha & seen in Momean
Rogers where | used thvee wcons wih aligning poirts, my Persoral Branding Assigment as well s this
asgen

. WVisual aids: f'm not 3 graghic designer bul 'm sl 1 create effective visual aids using basic design principles
like contat, repebton, proporton, el As 3 Business Development Sretegat for WE, | became recognized
the pitch deck guna. Many of my matesizis conlinue to be used as organizetion-wide templates end the Co-
Founder moved me into the Executive Office in o o that | pould work on thesr decks moving forward.

CONTENT

Comemunicating theough pre-pregared content 5 a stengih bt thet skill doesnl camy over to imprmpt
communication suth as elevator pitches, giving feedback and answering QBA. This is an exension on weat Fas
almady been stated i the Presece subsection above {imiling off and weasel words) with the added arms of
engrovement beiny rambling and weak thought dlanty. A ecton plan guided by Lesdershg Communications chigter
6 (poa. 151-152) & outhned n Saction Two of this eport

AUDIENCE

Az workplace norms rapidly change. it can be a challange 1o find the right balance between crestivity and the rght
degree of professionaism. In my Personal Brand Assagrment reflecton, | noted my imestional choloe to not wear &
nlazer e the credtive role | was mock mteniewing for.

i my ey diys 35 an “over-achisver, | dressed nd behavad overy professional in 3 way that | belin b havs
Fivdarsd my sty to build authenlic reisionstis.

 the years following um found that serting casusl language and yocthiul sing shers ifs not exscted can dsam
and relax my eodience. When sitting on the Beard of Govemnors at Ryeraon | woukd make jokes wih s2nior donors snd
ey sesmed 10 fealy BgreCia il, prasumabily Deciise mosl peodle 4N 100 Nenvous 1o feta around Mem. Win tral
said. if somecne wers to not appreciate that communication style. | doubt fat | would be exalicitly given that fesdback
50 mch 35 just not imvited 10 futrs events,

Our mew digitet-first satting makes it ncreesingly difcult to distngush wiat clessesievents call for a more formel tone
and dress. Our tesibook comments on deemining your swn siyle and suggesis boking o leaders for inspretion b
tov ultimately cradt @ voice that’s uigue to you (Leadership Communiction. Pg. B4, Exhibit 3.5). Beyond mastering the
comect register, | dont fsel a5 though Tve found my uniqua voics just yet.
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The
Empowerment

Series

MERIT
AWARD

r history of
ntifying
e the drive to reac

The
Empowerment =
Empowerment Series
Series

MERIT
AWARD

their full potential

Brilliance is evenly
distributed,

But we know that accessing post-secondary education does not
holistically address the realities our Alumniface.

The

v initiative de:

jned to help fill the resource

and what to do if you are assaulted

rkpl

+ Defining yourself in the

e of societal expectations

Brilliance is evenly distributed,
The Merit Award

gh

ot e 3 The The
dentifyir MERIT MERIT
seach their full botential E(Tpowermenl AWARD FTpowerment AWARD

The Em(xxwamenl Sefiesi

v A 4

Passed Merit
Q 2,540 A\.'vardr;cwp\crts

Var ), Ez

by equipping them with the

The Empowerment Series is opento all past
Merit Award recipients and we're planning for
approx. 30 participants per session.

e 2-hour workshops, scheduled
m January to March of 2020
] experience on

/ household Each session t:
o identify cur

0,000 equipping ther

ckles a challenge faced by our recipi
th the actionable k ge and ski

Report a famil
& 62.5%

oV

Advocallnq for Yourself (February)

n '! will p'm \lr‘ p'dc nsights

Are 1 or 2
dP 79-20/0 g;:eratilt:n immigrants

posture syndk

Defending Yourself (March)
A proactiv X
empay

Source: 2018/19 Merit Award Recipient Survey

d defending against sexual assa
d by an introduction to your legal

The The
Empowerment ,{“'VEEAB Empowerment

Merit Award Bursary Program s -

underserved youth to conting fun

arganizati v

Merit Award alumni @] > @
January 25 February 29 March 28 Th an k yo u !
e dva Defend

Victoria Morton

A multi-generational, multi-
cultural discussion led by those
with lived experience on
navigating societal expectations
with reflection activities that
encourage us to identify our own
values and passions.

A session that will provide
practical insights and tips on
advancing your career, from

understanding basic employment
contracts to negotiating your
salary and overcoming imposture
syndrome.

CONFIDENTIAL

A proactive and holistic guide to
avoiding and defending against
sexual assaull including an
empowerment self-defence class
followed by an introduction to
your legal options and personal
well-being resources in Toronto

*All dates are tentative

toria.m.morto

mail.com




