Our services

Strategy & planning

Let us introduce ourselves.

Research & market insights

We are a team of strategists, creatives and

Pilot design

facilitators who are passionate about helping
organizations meet and exceed their goals.
Whether you want to grow your industry
leadership, you want people to engage with your
program or adopt a new behavior, or you need
someone to untangle all that data and make it
more digestible – we’ve got you covered.
You can hire us for just one or any combination
of our services. We want to help tell your story,
so let’s work together and make it happen.

Messaging frameworks
Experiences & workshops
Assessment & reporting
Promotional materials
Branding & image building
Facilitation & team building

Workshop design
Have you ever been to a workshop where half the attendees are multitasking on their

laptops, a third are on their phone, and those who remain look bored? We have – and

really, aren’t those just a waste of everyone’s time? When our team designs workshops
(for in-person and online settings), we use facilitation techniques, interactive exercises

and captivating visuals to make events fun, meaningful, engaging, and totally worth the
time invested. (Really!)

CLIENT: TENNESSEE VALLEY AUTHORITY (TVA)

Workshop design
Meet the Energy Monsters. They teach kids
about energy – how it’s made, where it’s used in
their homes, and how their family can use less.
Our monsters guide kids through an interactive
curriculum loaded with colorful games and
animations. Learning about energy (with Zap,
Spark, Bolt & Newton) has never been so fun!
Check out the workshop presentation – you’d
never guess that it’s a PowerPoint.

Seriously, take a look
VIEW PRESENTATION

CLIENT: TENNESSEE VALLEY AUTHORITY (TVA)

Educational activities
Featuring our monsters and colorful
illustrations, we developed a set of games
and puzzles that teach kids all about energy.
The 16-page booklet is given to kids who
attend TVA-sponsored events, including the
Energy Monster Workshops.
The booklet took home the gold in the
2019 Utility Communicators International Award
(Special Publications category).

Learn to save energy at home with the

Activity Book

VIEW BOOKLET

Wall stickers
CLIENT: TENNESSEE VALLEY AUTHORITY (TVA)

Ongoing education
Kids who attend an Energy Monster
Workshop receive an Eye Spy Energy home
kit. The kit includes a suite of games that
help kids spy energy waste in their home,
and apply what they learned in the workshop
to real life. The games are fun for the whole
family – and parents can learn a thing or two
at the same time!
Games include:
• Puzzle
• Card matching game
• Scavenger hunt

(That do not hurt
the paint)

Experiential design
Capturing your audience’s attention can be hard. You need to stand out among
the multitudes of others competing for their attention with a design that is both
eye-catching and appropriate for the space and audience. Content – whether

digital, printed, or 20 feet tall – must be meaningful and relevant to retain interest.
Whether you’re trying to reach your audience at a conference or in an office
setting, we’ll help you with on-point delivery.

eir home

Breathing
Conference strategy
& design easier.
CLIENT: TENNESSEE VALLEY AUTHORITY (TVA)

TVA’s Home Uplift program improves the
lives of everyone who participates. You can
tell people all day long how great a program
is, but the best way to enhance public
perception is to have them “see and feel”
the benefits. Our strategy, Faces of Home
Uplift, used storytelling through videos
and captivating visuals on every surface to
create a self-guided museum-style booth
that tugs at the heartstrings.

On average, part

reduced energy

CLIENT: TENNESSEE VALLEY AUTHORITY (TVA)

Takeaway materials
We nested a photo wall within the Home Uplift
exhibit that would create a sense of unity,
celebrate all the work being done to support
low-income communities, and generate new
partnerships. Using just an iPad, an app and
a photo printer, we can capture a photo and
the contact information of attendees, launch
a social media campaign, and provide printed
copies as a take-home piece of inspiration.

Partner
with us.
Working together, we can improve
the lives of low-income residents
in the Valley.

Financial
resources

Energy
education

Project
management

TVA’s Home Uplift program provides
communities with tools and resources to
improve the home energy efficiency,
health, and comfort of low-income
residents, while also boosting the
local economy.

Home Uplift was inspired by research showing residents
in the Southeast face one of the highest energy burdens –
the percentage of income spent on utilities - in the
country, citing energy waste as a driving factor. Energyburdened residents are typically at higher risk for
long-term health impacts, economic adversity, lack of
affordable housing options and elevated stress.

VIEW HANDOUT

There was
also a handout

CLIENT: TENNESSEE VALLEY AUTHORITY (TVA)

Conference experiences
Come inside the EnergyRight® for Business
and Industry booth, designed to be a cross
between a coffee shop and a technology
genius bar to help customers power up their
bodies (with coffee) and their businesses
(with introductions to the latest smart energy
technologies). Through this unique approach,
we were able to create a memorable
experience for conference-goers.

You are seeing
that right, it's
branded foam

CLIENT: BROWN & BROWN

Strategic plan rollout
A lot of hard work goes into creating a
strategic plan, but let’s face it: without a smart
rollout strategy, many end up fizzling out after
the initial launch. We took the meaning of
“out of sight, out of mind” to heart by turning
one client’s strategic plan into a 20-foot wall
visual hanging in a high-traffic walkway. The
team was faced with their plan every day; they
could huddle around it during meetings and
add new content as time progressed.

VIEW STRATEGIC PLAN

Program engagement
Programs and initiatives face a lot of challenges. Whether they need to

increase participation, operate within a small budget, or overcome public
perception, the right engagement strategy is critical. Knowing how many
other people are targeting your same audience, your approach needs to
resonate and excite instantly.

CLIENT: CITY OF SEATTLE - FRESH BUCKS

Data with meaning
Reporting on progress metrics sure feels
good (especially when you can make them
fun to read through infographics). We’ve
found that even when those numbers
are impressive, the audience may not
fully grasp the impact you’ve made.
For an impact report on Seattle’s Fresh
Bucks program, we paired infographics
with storytelling to help people connect
emotionally with the data.

Fresh Bucks
Impact Report

Fresh Bucks

2018

Fresh Bucks is a healthy food program
and
that helps Seattle residents afford fruits
local
vegetables. Our vision is an equitable
food system where everyone can access

For too many people in Seattle, healthy food is out of reach.
Many families with children, seniors, and communities
of color struggle to afford nutritious food. Fresh Bucks
is a healthy food program with a mission to help Seattle
residents afford fruits and vegetables. Operated by the

City of Seattle Office of Sustainability and Environment,
Fresh Bucks works to create an equitable, local food
system where families can afford the healthy food they
need to thrive.

and afford healthy food.

The need
More than 83,000 Seattle residents
rely on SNAP (food stamps) to help
them afford food. Many more may not
qualify for SNAP, but still struggle to
afford healthy food due to the high
cost of living in the area. Fresh Bucks

Fresh Bucks Strategies

Fresh Bucks Match

Fresh Bucks Vouchers

Customers who use SNAP/EBT (food stamps) get
their benefits matched dollar for dollar when they
buy fruits and vegetables with Fresh Bucks.

Eligible participants receive Fresh Bucks Vouchers.
Vouchers can be used like cash to buy fruits and
vegetables at participating retailers.

helps by providing vouchers for free
fruits and vegetables. Customers
can use their Fresh Bucks vouchers
at participating farmers markets,
neighborhood grocers and Safeway
supermarkets.

83,000
Seattle residents
rely on food stamps

“Fresh Bucks has helped me a lot. It alleviates the
stress of having to figure out if I can afford fresh
fruits and vegetables for my family.”

Maria

How it works

2 Fresh Bucks Vouchers

Fresh Bucks Customer

Fresh Bucks To Go

Fresh Bucks Rx

A produce bag subscription offered in select
neighborhoods. Fresh Bucks To Go, also known as Good
Food Bags and CSA, contain locally-sourced, nutrientdense fruits and vegetables.

Participating healthcare providers and community partners
“prescribe” fruits and vegetables to their patients. Fresh
Bucks Rx can be used like cash to buy fruits and vegetables
at participating retailers.

VIEW REPORT

Fresh Bucks has several programs to
help families and individuals stretch
their tight food budget:

1 Fresh Bucks Match
Customers who buy $1 of fruits
and vegetables with their SNAP
benefits get $1 Fresh Bucks
vouchers for FREE fruits and
vegetables at any participating
Fresh Bucks retailer.

Eligible and enrolled participants
receive monthly Fresh Bucks
vouchers from partnering
community organizations and
clinics. Vouchers can be used like
cash to buy fruits and vegetables
at any participating Fresh Bucks
retailer.

VIEW FACT SHEET

VIEW LIVE SITE
CLIENT: ALASKA AIRLINES

Digital brand tools
There are many reasons why we are loyal to
certain brands. Of course we love their services
or product, but it’s more than that. Brands earn

Priorities
Priorities

Sustainability

our support when they share our values. We
developed a microsite for Alaska Airlines to
share their sustainability achievements without
cluttering their main website. This creates space
for an intentional digital experience that is often
more impactful than a nested page.

lift

Creating
through sustainability.
At Alaska, sustainability isn’t just a word; it’s a
commitment. We take pride in our efforts to operate
and grow in an environmentally responsible manner
that creates value for our employees and guests, while
strengthening the communities in which our company
has a significant presence.

Chart a
new course.

Creating

lift

through
sustainability.

2017 HIGHLIGHTS

1st to adopt new
technologies.
(1995-2017)

We were the first airline to land
using GPS, first with web check-in
and first to offer wireless internet
onboard, but we didn’t stop there;
our most recent additions include
self bag-tagging, mobile boarding
passes and biometric fingerprint
access to airport lounges.
Be Different. Do More. Be Remarkable.

VIEW BROCHURE

Printed collateral
also helps promote
programs and drive
traffic to your
microsite

DOWNLOAD
REPORT

OFFSET
YOUR TRAVEL

ASK US A
QUESTION

Our priorities

Features
Features

Reports

C

CLIENT: CITY OF SEATTLE - SWEETENED BEVERAGE TAX

Change perceptions
Adding a new tax to sugary beverages
was unlikely to win the City of Seattle any
popularity contests, but the controversy
surrounding the tax was fed mainly by
misconceptions. To dispel the myths and
show how the tax is improving the health
and lives of Seattle residents, our campaign
used infographics using photos and
illustrations to make the impacts and benefits
tangible at a glance, and fun to read.
2018

Sweetened
Beverage Tax

Sweetened
Beverage Tax

Using revenue to reinvest in Seattle by...

45,000
Children and adults

Increasing access to healthy food

Supporting healthy food and child health and development

In 2018, food access
programs funded by SBT served

28,685

20 OZ SODA has

Beginning in 2018, Seattle started taxing sugar-sweetened beverage

Locations hosted Healthy
food access programs

Bags of local fruits
and vegetables

products distributed within the city. The Sweetened Beverage Tax is
not a sales tax charged directly on consumers. Instead, this tax makes

Locations included preschools,
schools, community organizations,
food banks, farmers markets and
grocery stores.

were delivered to families at
preschools and community
centers, free of charge.

distributors pay a tax (of 1.75 cents per ounce) on sugar-sweetened
beverage products they distribute within the City of Seattle.
Consumers may notice an increase in the prices of sugary drinks.
Studies in Seattle show that distributors and retailers are passing the
Sweetened Beverage Tax on to consumers by raising the prices of
sugary drinks. In fact, distributors and retailers are passing on nearly all
of the tax (97 percent) through higher in-store prices.

TEASPOONS
of added sugar and

Why did Seattle pass this tax?
This tax was designed to improve the health of Seattle residents by

And just 1-2 cans a day

reducing the sales and consumption of sugary drinks. In addition, the
tax revenue is being used to support healthy food access and early

INCREASES RISK OF

learning programs. Research has shown that sugary drinks can lead to

TYPE 2 DIABETES

long-term weight gain, which can increase risk of developing type 2
diabetes, high blood pressure and heart disease. Sugary drinks also
lead to cavities. A 20-ounce bottle of soda can pack over 15 teaspoons
of added sugar and over 250 calories with poor nutritional value.

Making healthy food more affordable

250

EMPTY CALORIES

26%

by income-qualified individuals,
families, and through subsidy
programs in childcare, preschools,
and elementary schools.

Of these meals, 319,333 were
home-delivered to older or
homebound individuals.

Approximately 50% of this
was spent on WA-grown
fruits and vegetables.

Generating revenue for the local economy

$

989,670
Spent on local Produce

Diet drinks, bottled water, 100% juice, milk

Fruit
drinks

Energy and
sports drinks

Sweetened
waters

Spent on fresh produce

705,381 meals served
at summer and afterschool
programs, community-based
sites, and food banks.

THE TAX DOES NOT APPLY TO:

What beverages are taxed?

Regular
sodas

1,974,790

$

free

705K

Sweetened
coffees and teas

Syrups and
concentrates

(including plant-based), powders and concentrates
mixed by the end consumers, beverages for medical

by customers using their food
benefits at farmers markets and
through Farm to Table programs.

Money spent locally stays local.

1,781,406

$

In economic returns

Based on research

1.00

$

1.80

$

spent on
Local produce

use, infant or baby formula, and alcoholic beverages.

VIEW FACT SHEET

VIEW INFOGRAPHIC

Is generated
in the local
economy

CLIENT: THE NATURE CONSERVANCY

Webinars that engage
Promoting your program in the digital space requires
a higher level of visual strategy and execution to keep
your audience engaged throughout your presentation.
A good slide design supports your talking points by
connecting the audience to the content emotionally,
and visualizes key data and messages for increased
participation. Using mixed media and animation can
provide an element of the unexpected and keep your
audience tuned in to see what’s next.

Reporting
Reporting gets a bad rap these days. We get it, it’s a lot of work – but

the need for reporting is still as strong as ever. We won’t bore you with
the details, but there’s a reason some reporting efforts are a success

while others flop. It’s all about understanding your audience, creative
delivery, stellar design, credibility, losing the jargon and, last but not
least, momentum.

CLIENTS: OFFICE DEPOT & ALASKA AIRLINES

Sustainability reporting
Our team is full of data, content and design
nerds, so sustainability reporting is kind of our
thing. We love collecting and analyzing your
data, creating a strategy to make sure your story
is told right, and launching it out into the world
packaged in great design.

A few of our favorites
2017 REPORT

sustainability
A WAY OF BUSINESS
FOR US
A RESOURCE
FOR YOU

evolving,
refining &
aligning
Finding our common purpose
through sustainability

Growing Our Impact In 2018

VIEW REPORT

Growing
our family.
Refining
our course.
Creating lift through sustainability

VIEW REPORT

VIEW REPORT

Sustainability

CLIENT: CITY GOVERNMENT

Audience momentum
Getting data out in front of your target audience
is important, and reporting is a great way to
creatively and continuously share that data with
your audience. In addition to your annual efforts,
keep your data top of mind throughout the year
by promoting it on channels appropriate for
your audience. Use fun new formats and stellar
design to help your content stand out and hold
people’s attention.

3 core emissions

35%

building energy

62

Energy use by fuel type & its emissions

%

road transportation

COMMERCIAL & RESIDENTIAL

3

%

waste

103K
MgCO2e

944K
MgCO2e

ELECTRICITY

VIEW INFOGRAPHICS

25M
MMBTU

FOSSIL GAS

18M
MMBTU

67K
MgCO2e

OIL

.9M
MMBTU

Say hello

info@milepostconsulting.com

