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PROJECT

LAUNCH PRB UPDATE 2016

SCOPE OF WORK: 

Made content and design consistent with SB&I design direction. 

TOTAL # OF SLIDES: 

28



  

 	



  

INNOVATION 
  

SYSTEMS INNOVATION 

  

PROJECT

LAUNCH OVERVIEW 2014

SCOPE OF WORK: 

Image search, new template design and layout, sl ide 3 animation showing the system’s process from chaos > order, 

TOTAL # OF SLIDES: 

17

  

COLLECTIVE GENIUS 

  

MATERIALS CHALLENGE 
  

>150 BILLION >40 MILLION >200 TONS >400 BILLION 
 SQ.METERS 

  

COLLECTIVE UNDERSTANDING 

  

   	





PROJECT

SB&I IFC POLICY UPDATE

SCOPE OF WORK: 

Consolidated 3 different presentations into one that is consistent with current SB&I visual center.  Immediate deadline.

TOTAL # OF SLIDES: 

29



PROJECT

SM&S WORKER ENGAGEMENT REPORT

SCOPE OF WORK: 

Lengthy presentation summarizing a 5-year study. 3-day meeting. Designed graphics and takeaway piece for the event.

TOTAL # OF SLIDES: 

50





PROJECT

PROJECT TORO & CR REPORT ONE PAGERS

SCOPE OF WORK: 

Project Toro included photographing shoes. Both projects use current SB&I visual center as the design direction.



PROJECT

SB&I STEERING COMMITTEE PRESENTATION FOR HANNAH JONES

SCOPE OF WORK: 

Made presentation to go along with a poster designed prior summarizing sustainable cotton @ Nike.

TOTAL # OF SLIDES: 

18



SCOPE OF WORK: 

Designed new look and feel based on old visual center.  New color palette, photo treatments and patterning. 

TOTAL # OF SLIDES: 

60

PROJECT

NXT WTP: THE YEAR OF SPEED 2016



NIKE SYSTEMS INNOVATION 

ALONE WITH OTHERS 

FY14-16 | Nike Systems Innovation Strategy 

WE WILL CATALYZE INNOVATION TO MOBILIZE THE 
MARKET CONDITIONS NEEDED 

Create a 
sustainable 
palette of 
materials 

Create a more 
equitable & 
empowered 
labor system 

Achieve zero 
toxic discharge 
in our supply 
chain (all tiers) 

Use 100% 
clean energy 

NIKE, INC. GOALS THAT LEVERAGE OTHERS	
  
FY14-16 | Nike Systems Innovation Strategy 

Achieve 
zero landfill 
waste 

MATERIALS TOXICS LABOR CLIMATE WASTE 

WHEN IS LEVERAGING OTHERS KEY TO 
ACHIEVING OUR GOALS?	
  

Initiative requires resources beyond NIKE to take to SCALE 
(e.g. financial, human, etc) 
 
Initiative has a multitude of institutions and organizations (internal and/or 
external) working together that would benefit from collective action 
 
The initiative/issue is high on activist and citizen athlete agendas, 
and requires coordinated communication and engagement 
 
Is there pressure for or need for regulatory or policy solutions 
 
Does this issue require new & innovative solutions that are outside of NIKE’s 
core business value or expertise? 

FY14-16 | Nike Systems Innovation Strategy 

QUESTIONS THAT ACTIVATE SI CAPABILITIES… 

HOW DO WE LEVERAGE OTHERS?	
  
FY14-16 | Nike Systems Innovation Strategy 

	
  	
  

	
  	
  

CAPITAL LEVERAGE 

COLLECTIVE ACTION	
  

	
  	
  

CREDIBILITY 

CITIZEN MOBILIZATION 

	
  	
  

OPEN INNOVATION 

SYSTEMS INNOVATION 
Leverage external social & financial capital to 
take disruptive innovation to scale 

 
Nike’s material & manufacturing systems 
are decoupled from constrained resources 

Plug NIKE into Global 
Resources for 
Innovation to go 
Bigger, Faster, Cheaper 
 
▸  By catalyzing knowledge and capital 

investments 

▸  Harness the wisdom of the crowds to 
source and create new solutions  

 
 
 
 I N N O V A T O R S	
  

Create the Market 
Conditions for NIKE 
to Win 
 
 
 
▸  By distributing the Cost & Risk 

of Compliance 

▸  Harness the collective power of 
institutions to influence Industry 
Standards & Best Practices 

 
 
  
 

I N S T I T U T I O N S 

Grow the Market for 
Sustainable Product 
Innovation 
 
 
 
▸  By leveraging key moments 

and markets 

▸  Harness the power of Influencers 
to drive market pull 

 
 
 

 
 

FY14-16 | Nike Systems Innovation Strategy 

F O U N D A T I O N 

SYSTEMS INNOVATION PROCESS & TOOLS 

COLLECTIVE ACTION	
   OPEN INNOVATION	
   CITIZEN MOBILIZATION	
  

V I S I O N M I S S I O N 

I N F L U E N C E R S 

CREATE VALUE BY DECOUPLING GROWTH 
FROM CONSTRAINED RESOURCES 

FY14-16 | Nike Systems Innovation Strategy 

TOXICS 
Zero Discharge of 
Hazardous Chemicals 

ENERGY 
Carbon Emissions & 
Energy Efficiency 

LABOR 
Lean, Green,  
Equitable, Empowered 

WATER 
Clean & Conserved 

Deliver a portfolio of sustainable 
products & materials that enhance 
athlete performance 

1 Prototype & Scale sustainable 
sourcing & manufacturing models 2 Explore new sources of revenue not 

based on scarce resources 3

WASTE 
Materials Waste & 
Pattern Efficiency 

1 Create a Best-in-Class 
Sustainable Innovation 
Engine 

2 Create a Network of 
Sustainable  Innovation 
Resources & Partnerships 

3 Create the Market Conditions 
for Disruptive Sustainable 
Innovation 

E N A B L E R S :  

M A K E  T O D A Y  B E T T E R :  

1 Hit Our Targets 2 Lead the Industry 3 Tell our Story 4Mitigate Risk 

D R I V E  P R O F I T A B L E  G R O W T H  &  R E D U C E  R I S K   
T H R O U G H  S U S T A I N A B L E  P E R F O R M A N C E  I N N O V A T I O N :  

WASTE 
FY14-16 | Nike Systems Innovation Strategy 

DATE: 9/13/2013 OWNER: Jigna Wright
  

CURRENT (FROM) 

 

 
In a world of declining water quality and increasing 
competition, Nike manufacturing uses 26 billion 
gallons of water annually. Inefficient water use and 
polluted industrial wastewater in the supply chain 
increase cost, create regulatory risk, threaten 
production capacity and harm brand reputation. 

Reduce water use, eliminate risks related to 
wastewater quality and protect manufacturing 
capacity from water-related disruptions. 

TARGET (TO) 

 

 

ACTIONS 
INITIATIVES TARGET ACTIVITIES 

FY14 
Q2 

	
  
Q3 

	
  
Q4 

FY15 
Q1 

	
  
Q2 

	
  
Q3 

	
  
Q4 

FY16 
Q1-4 

Status 
(10/1) 

Water	
  Program	
  2.0	
   Con0nuous	
  
improvement	
  of	
  
wastewater	
  quality	
  
enabling	
  R2Z	
  and	
  closed-­‐
loop	
  water	
  use	
  
	
  

•  Streamline	
  Water	
  Program	
  to	
  focus	
  on	
  water-­‐intensive	
  facili0es	
  and	
  high-­‐risk	
  chemical	
  
processes	
  	
  in	
  footwear	
  (e.g.	
  tanning,	
  dyeing,	
  chemical	
  finishes)	
   X	
   X	
   X	
   X	
  

•  Update	
  Water	
  Quality	
  Guidelines	
  and	
  define	
  key	
  metrics,	
  targets	
  and	
  0meline	
   X	
   X	
   X	
   X	
  

•  Align	
  with	
  external	
  partners	
  to	
  catalyze	
  system	
  change	
   X	
   X	
   X	
   X	
   X	
   X	
   X	
   X	
  

H-­‐2-­‐Zero	
   15%	
  efficiency	
  
improvement	
  by	
  FY15	
  in	
  
in-­‐line	
  footwear	
  
manufacturing	
  

•  Reduce:	
  implement	
  low-­‐and	
  no-­‐water	
  processes	
  (e.g.	
  green	
  phylon	
  washing)	
   X	
   X	
   X	
   X	
   X	
   X	
   X	
   X	
  

•  Reuse	
  and	
  recycle:	
  develop	
  water	
  treatment,	
  reuse	
  and	
  recycling	
  innova0on	
  pipeline	
   X	
   X	
   X	
   X	
   X	
   X	
   X	
   X	
  

•  Con0nue/elevate	
  SM&S	
  field	
  team	
  engagement	
  at	
  strategic	
  supplier	
  facili0es	
   X	
   X	
   X	
   X	
   X	
   X	
   X	
   X	
  

•  Require	
  effec0ve	
  	
  metering	
  and	
  best	
  prac0ces	
  adop0on	
   X	
   X	
  

•  Expand	
  scope	
  to	
  include	
  water-­‐intensive	
  footwear	
  material	
  processing	
   X	
   X	
   X	
   X	
  

•  Establish	
  network	
  of	
  partners	
  for	
  scalability	
  at	
  shared	
  material	
  suppliers	
   X	
   X	
   X	
   X	
   X	
   X	
   X	
   X	
  

Water	
  Independence	
   Protect	
  manufacturing	
  
capacity	
  from	
  water-­‐
related	
  disrup0on	
  

•  Evaluate	
  %	
  of	
  produc0on	
  exposed	
  to	
  physical	
  scarcity,	
  regulatory	
  risk	
  or	
  water-­‐related	
  
disasters	
   X	
   X	
   X	
  

•  Priori0ze	
  high-­‐risk	
  regions	
  for	
  dissemina0on	
  of	
  H-­‐2-­‐Zero	
  technologies	
   X	
   X	
   X	
  

•  Build	
  factory	
  awareness	
  and	
  capacity	
  for	
  risk	
  assessment	
  and	
  adap0ve	
  management	
   X	
   X	
   X	
  

•  Leverage	
  Water	
  Program	
  Ra0ngs,	
  SMSI	
  and	
  MSI	
  scores	
  to	
  incen0vize	
  wastewater	
  
quality	
  improvement,	
  water	
  use	
  efficiency,	
  and	
  reduced	
  water-­‐related	
  risk	
   X	
   X	
   X	
   X	
  

O V E R V I E W 

G O A L 

TACTICS TO UNLOCK SYSTEMS BARRIERS 

▸  USE DATA TRANSPARENCY TO SHIFT THE SYSTEM 
_ Data data data data shift shift shift shift 
 
_ Data data data data shift shift shift shift 

▸  CREATE PARTNERSHIPS THAT SAVE THE WORLD 
_ Partnership Partnership drive drive drive 
 
_ Partnership Partnership drive drive drive 

▸  BUILD COALITIONS THAT DO CRAZY STUFF 
_ Coalitions Coalitions Coalitions of the willing willing willing …  

▸  ISSUE OPEN INNOVATION CHALLENGES 
AGAINST OUR BIGGEST PROBLEMS 
_ Open Innovation gets us gazillions of dollars, therefore     
   solving our problems for free 

SCOPE OF WORK: 

Created a new template design to al ign with sl ide 2. Image and logos search on BNX/Google. Designed 2 new category icons & checkmark

TOTAL # OF SLIDES: 

12

PROJECT

NIKE SYSTEMS INNOVATION STRATEGY



JUNE 2011 MARKS 
THE UNVEILING OF 
A NEW VOICE FOR 
THE NIKE BRAND.

A VOICE THAT BRINGS 
NEW ENERGY,

NEW IDEAS, 
AND NEW FLAVOR 

TO THE WORLD
OF SPORT.

TOGETHER WE WILL
REDEFINE WHAT
JUST DO IT MEANS 
TO A NEW GENERATION 
OF ATHLETES.

WE WILL CHANGE 
THE GAME WITH 

NEXT LEVEL PRODUCT 
INNOVATION, 

CONTENT,
 AND EVENTS.

15-19 YEARS OLD.

PARTICIPATES IN MULTIPLE ACTION & 
TRADITIONAL SPORTS.

THE HEART OF THE NIKE BRAND.

19-23 YEARS OLD.

SINGLE ACTION SPORT FOCUS.

THE HEART OF OUR CATEGORY.

CORECREWCROWD
15-34 YEARS OLD.

CONSUMES ACTION SPORTS 
AS ENTERTAINMENT.

THE COMMERCIAL OPPORTUNITY.

PRODUCTS PRODUCTS

ECO-CELL

ECO-ZOOM

LUNAR

JDI TEE PACK
QU I CKSTR I K E

DI
RT

DO
N’
T

HU
RT

JUST DO

 

IT.

1

3

2

GE
T

WE
T

FA
CE

SH
OT

SCOPE OF WORK: 

New template design and typography to al ign with visual center.  Image choice and cropping. Image search sl ide 6. Designed al l  charts.

TOTAL # OF SLIDES: 

15

PROJECT

SUMMER JAM / NIKE 6.0



BACK TO SCHOOL BACK TO SCHOOL TUNE-IN

_ LIVE LAUNCH EVENTS CONNECTED VIRTUALLY
   AROUND THE WORLD

_ GLOBAL MEDIA LAUNCH THROUGH  TV, CINEMA
   AND DIGITAL

TAKE PART

NIKE 6.0 MOBILE
(IOS, ANDROID, MOBILE WEB)

NIKE 6.0.COM
(GEO-SPECIFIC MICRO-SITE)

NIKE.COM/JDI
(JDI LANDING PAGE)

NIKE 6.0 FACEBOOK
(GEO-SPECIFIC FB TAB)

GRASSROOTS EVENTS DIGITAL

TIMELINE

DEW TOUR

AIR STYLE

TUNNEL 
JAM 2

WMSN SURF MOVIE 
& LOWERS PRO

LAUNCH

US
OPEN

EUROPEAN
 TOUR

DEW
TOUR

DEW
TOUR

AIR
STYLE

 WINTER 
REFRESH

SP11 SU11 FA11 HO11

JAN       FEB          MAR               APR MAY         JUN              JUL AUG       SEP            OCT NOV      DEC

BUILD COMMUNITY
SOCIAL MEDIA, MOBILE, VIRAL, ETC.

MEDIA LAUNCH
DROP JDI AD CAMPAIGN

SUMMER ACTIVATION
EVENTS AND GRASSROOTS

REFRESH WINTER ACTIVATION
EVENTS AND GRASSROOTS

T A K E  P A R TT U N E  I N

JDI

RE-ENERGIZE



SCOPE OF WORK: 

New template design with bold type treatment. Some image search. Designed al l  charts.

TOTAL # OF SLIDES: 

62

1

4

7

2

5

8

3
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9

PROJECT

SIM: WOMEN’S TRAINING 2011







CONVERSE



MICHAEL SPILLANE
CEO, CONVERSE

TWE $660M $2.1B

COUNTRIES

$1B

REPORTED REVENUE

FYO4 FYO9

PHENOMENAL GROWTH

SCOPE OF WORK: 

Designed 3 screen template. Extensive image research. 

TOTAL # OF SLIDES: 

10

PROJECT

INVESTOR DAY



IGNITE THE CORE
[2004 – 2009] [PAIRS][PAIRS]

2M    65M 13    1M+
[COUNTRIES]

LONG-TERM
SUSTAINABLE
REVENUE AND 
PROFIT DRIVER

FOCUS



SCOPE OF WORK: 

Designed presentation using assets provided based on current visual direction

TOTAL # OF SLIDES: 

18

PROJECT

SS17-GTM PRESENTATIONS



THE INFLUENCE CHALLENGE 

CONVERSE GLOBAL LEADERSHIP SUMMIT 2013 

VITAL SMARTS: INFLUENCER MODEL 
MOTIVATION 
 

ABILITY 
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  6 
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6 SOURCES OF 
INFLUENCE 
FIND 
VITAL BEHAVIORS 

CLARIFY MEASURABLE 
RESULTS 

CONVERSE GLOBAL LEADERSHIP SUMMIT 2013 

SOCIAL MOTIVATION + TEAM ABILITY 
1.  Find out who people look up to 
2.  Find out how to get them engaged 
3.  Use them to influence their peers 

 

1.  Use teamwork to enable new behaviors 
2.  Brainstorm across team for solutions 
3.  Use peer coaching / peer mentoring 
4.  Unleash team creativity 

MOTIVATION 
 

ABILITY 

ST
RU

CT
UR

AL
 

 
SO
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AL
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RS
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AL
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5 
	
  

ENGAGE NATURAL LEADERS 

 
 
ENABLE YOUR TEAM 

 
 

CONVERSE GLOBAL LEADERSHIP SUMMIT 2013 

INFLUENCE 
Strategies to motivate  
and enable others to act  
on your goals 
 

CONVERSE GLOBAL LEADERSHIP SUMMIT 2013 

WHY BEHAVIORS? 
1.  If you were going to influence 1 person, or 1 role, who would it be? 
2.  If you were going to change one behavior, such that by doing it, 

everything would be easier or unnecessary, what would it be? 
3.  What are crucial moments for the desired behavior?  

(when actions/decisions have a big impact on outcome.) 
4.  Who are top performers doing it today?  

What do they do differently from others? 

FIND VITAL BEHAVIORS	
  

CONVERSE GLOBAL LEADERSHIP SUMMIT 2013 

6 SOURCE ASSIGNMENT 
GOAL 
Double Converse revenue in 2 years by increasing consumer focus 
 
VITAL BEHAVIORS  
 Consumer focused X-Team collaboration and empowered  
decision making in direct report teams 
 
EACH TEAM: 1 SOURCE, 3 BEST IDEAS 
	
  

CONVERSE GLOBAL LEADERSHIP SUMMIT 2013 

CLEAR 
OUTCOME 

VITAL  
BEHAVIORS 

6 INFLUENCE 
SOURCES 

3 

CONVERSE GLOBAL LEADERSHIP SUMMIT 2013 

WHY DON’T PEOPLE CHANGE? 
MOTIVATION 
 

ABILITY 

ST
RU
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UR

AL
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CAN I? 

Your world is perfectly 
organized to create 
the behaviors you are  
currently experiencing. 
DO I WANT TO?  

SCOPE OF WORK: 

Designed 16x9 template using assets provided. 4 different presentations created: Drive, Inspire, Coach and Team Assignments.

TOTAL # OF SLIDES: 

44

PROJECT

UNLEASH EVENT





CONTACT
Ashley Melin

ASHLEY@POINT3-DESIGN.COM

503 708 7877

Being a fearless designer takes more than just skill.
It takes leadership. Desire. An ability to communicate. 
There’s an internal flame that just won’t go out.

Being a fearless designer means checking your ego at the door. 
It can be humbling sometimes.  
And, when you least expect it, rewarding. 
Working as a team makes good designs great.

Being a fearless designer means being a trailblazer. 
Both on and off the computer. 
Exploring other passions feeds the overall design.  
Experiencing life rather than watching it pass you by.

Being a fearless designer requires patience. 
Yelling at your computer won’t accomplish much. 
Frustration at yourself won’t either. 
Accept deadlines. They are what they are. Stay up later. 

Being a fearless designer is a never ending journey. 
It’s not about the destination, it’s about the path. 
Sometimes the path is obvious.  
Other times, it twists and turns.
In the end, a beautiful design always shines through. 
The search is half the fun.

Explore.  
Experience. 
Transform.


