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as a writer for the magazine as well as

th

among the 24 smartest

boarding schools

according to Business Insider (Feb. 17, 2015)

various campaign and fundraising materials;
she is also a successful grant writer for the
schools and Raymond M. Alf Museum of
Paleontology. She is a contributing writer
to the Claremont Courier with the monthly
humor column “Out of My Mind.”

John Ferrari has experience as a
newspaper journalist and as a writer,

education. He has written feature articles

NEWSNOTES

on topics ranging from astrophysics and
genetics to theme parks and, of course,
the Alf Museum. He also serves as a
public affairs officer in the Navy Reserve.

Aaron Severson began his writing and
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television, and comic book publishing and,
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for a science journal. He later became a
story development executive for film,
more recently, a freelance writer and the
founder of the award-winning automotive
history website Ate Up With Motor. He has

EVERY

written for The Webb Schools since 2009.
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1 renovated science lab,
or 2 new scholarship endowments
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Recently while attending a Webb
reception in San Francisco, I spoke
with alumnus Dan Murray ’89 for
some time. Dan, now in his 40s, was
one of the original students I met
when interviewing for my first job
at Webb in 1988. While we were
reconnecting, Dan described for
me his feeling that being at Webb
felt to him like being made of wet
clay. Meaning, as a high school
sophomore, he felt he was still very
much developing as a person—
and he knew that the faculty at
Webb were playing a huge role
in shaping him.

!

www.webb.org/giving
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I

found this metaphor powerful, and my mind
jumped back to Thompson Webb and those years
in the 1930s when his office was literally in the
open air, as he built his chapel by hand. One can’t
help but wonder what he was thinking as he
molded that wet clay, much like his school was
molding each student who enrolled there.
He not only embraced his family tradition,
but also he reshaped that tradition and made
his own mark on the world by using what he
found in Southern California.

I have always felt that our high school years are the most
formative, and this image of wet clay really brought it home
for me. Working with young students of “wet clay” allows
a creative faculty to leave impressions that will be shaped
and reshaped in the years to come. Wet clay facilitates both
original creations, as well as the reworking of the old into
something new. Life itself, the nature of which is constant
change, depends upon this flexibility.

Unique

Thinking

Inside
the

Box
— by Aaron Severson

advantages,
While many colleges and universities offer courses or degree
programs in disciplines like art, engineering, and business,
the resources of those programs may pale in comparison to the
opportunities available at schools specializing in those fields.

The case for
specialized
colleges

5

6

For example, at the prestigious Swiss hospitality management
school Ecole hôtelière de Lausanne (EHL), which Max Popov ’14
is now attending, all students complete an intensive preparatory
semester during which they alternate between classroom study
and on-the-job experience covering almost every aspect of the
hospitality industry. That includes working full shifts in the
school’s own gourmet restaurant, Le Berceau des Sens. “It’s a
real restaurant with a lot of reservations from people unrelated to
the school,” says Popov. “It is usually reserved well in advance,
especially in the holiday season. All the service is performed
by students, with professional supervisors, and all the food is
also prepared by students with help from professional chefs.”

Vincent Law ’13, a junior in the food science
For students who already know where their passions lie,

program at Cornell University’s College of Agriculture

the idea of going to a college specializing in that field can

and Life Sciences (CALS), says his program operates

be both tempting and intimidating. Specialized schools offer

its own dairy plant, which supplies yogurt and

unique resources and a sense of focus that larger, more

ice cream for all Cornell dining halls. “We have our

generalized colleges and universities can’t match. On the

own pasteurizers and ice cream machines,” he says.

other hand, attending a specialized college may entail

“You get to see a whole miniature factory in our

sacrifices that not everyone is willing to make.

Kaitlynn Eyvazzadeh ’14

own building. We develop our own ice cream flavor
as our end-of-the-year project.”

A group of young Webb alumni recently shared their
experiences with specialized colleges and weighed in
on their advantages and tradeoffs.

For Maddie Gaumer ’15, a freshman at Harvey Mudd College
in Claremont, one of the unique advantages is Mudd’s approach
to research. “There are amazing research opportunities going
on,” says Gaumer, who has already participated in several Mudd
research projects. “Because it’s an undergraduate-focused
university, you’re not just getting people coffee—you’re doing
real research.”
Chudan (Ivy) Liu ’15, another Mudd freshman, is excited about
the school’s Clinic Program, which, she explains, “provides
[juniors and seniors] the opportunity to solve real-world problems
under the guidance of a mentor from a sponsoring corporation.”

It’s just as well you’re in good shape.

Imagine... again. That pesky

appendix of yours has been acting up, and tomorrow you’re going to have
it removed. (Did your heart rate, blood pressure or respiratory rate go up
thinking about it? Just checking.) Every surgical sponge used during the
procedure includes an RFID—a radio frequency identification tag. You can’t
feel it (you’re under anesthesia, after all), but you’re lying on a mat that

Imagine... today. Have you exercised? Have you stood up and moved around

tracks the RFIDs in the sponges and every other surgical tool, so nothing is

recently? How many steps have you taken? You may have that information

operation is successful. As you leave the hospital, you pick up your prescribed

inadvertently left inside you when the operation is complete. Good news: the
antibiotics. RFIDs in that batch of medication have tracked it from its point of

at your fingertips, on a fitness tracker—a Fitbit or Garmin, say, or, if you’re a

manufacture to the pharmacist and matched it to your prescription, ensuring
that you’re getting just what the doctor ordered.

brand-aware Webbie, an UP fitness-band by Jawbone (the company co-founded

Our Bodies, Our Data

How Technology is Transforming Health Care

by Hosain Rahman ’93). Or you may have fitness and health apps on your

N

That takes care of today and tomorrow.
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ow imagine the near future, a few years from now.
When you pick up a prescription each pill has a tiny RFID;
the bottle can track them. At 11:40 a.m. you receive an
automated call from your doctor’s office: Did you forget
to take your pill this morning? Oops. A month later, a physician’s assistant calls: the data your personal health monitor
has been sending the office indicates your
triglyceride levels have been elevated for the past week,
and your sleep pattern seems to be off. Are you stressed?
Binging on potato chips and having trouble falling asleep?

Later, at your regular check-up, you walk right in to your doctor’s office.
No need for a nurse to weigh you, or take your pulse or blood pressure:

smartphone or smartwatch. Either way, the health data you’re looking at can be

your digital scale and health monitor have been sending that data to the office,

uploaded to a web-based service so you can keep track of your exercise and

a few drops into a small device plugged in to your smartphone. Your health care

analyze trends over days, weeks and months on your computer.

markers that could signal the potential onset of a disease. With your doctor you

too. A few days ago you submitted a blood test, pricking your finger and placing
provider’s diagnostic system has identified a few environmental and genetic
discuss a few changes to your routine—more moderate exercise, less pasta
—and increased health monitoring; she writes you a prescription for a cardiac

by John Ferrari

“You always
had to go to
the doctor—

monitor and a less intrusive blood testing device. “Just slip the cuff over your
arm, and you won’t feel a thing,” she promises. “But I’ll know if you’ve been
eating too many carbs—don’t make me call you!”

now the doctor
will come
to you.”
Faye
Karnavy
Sahai
’86

Where are you reading this?
Sitting on your couch? In bed? On a train? In front of your computer?

12

How are you reading this?
Flipping through the magazine? Reading it online? On your smartphone?
Is this the only thing you’re doing? Or are you also watching TV? Waiting for a Web page to load?

13

16

Beyond decoding arguments, the facilities fostered by
slow reading allow people to actively engage with a complex
world. Dzula argues that critical analysis and reasoning skills
allow people to consider others’ perspectives, to step outside
themselves. This in turn helps them communicate complex
ideas to others, and understand ideas from beyond their own
area of expertise—crucial skills, he says, in an environment
that prizes both specialization and collaboration. As the
National Center on Education and the Economy concluded
in its 2007 report Tough Choices or Tough Times, in today’s
workplace “comfort with ideas and abstractions is the passport
to a good job, in which creativity and innovation are the key
to the good life.” The National Endowment for the Arts’
To Read or Not to Read (2007) put it succinctly: “reading
widely and reading well can be a career investment.”
Building these skills, says Goodreads founder Otis Chandler ’96,
is a key benefit of slow reading, and especially of simply reading
for pleasure.

“ Many people seem to have the mistaken
		 perception that fiction is only for
		 entertainment, but I believe you learn

The Age of Reason
How writing long, reading slow and arguing well will thrive in the digital age.

Why are you reading this?
Because it’s in your alma mater’s magazine?
Because you’re a parent—or prospective parent—of a current Webb student?
Or did the topic bring you here? Are you reading this for pleasure, or for the information?

		 more from a good fiction story than
		 you can from almost anything else.
		 Human brains are wired to remember
		 emotions, not facts, and so the way we
		 literally learn and remember things is
		 by couching them in emotions.
		 In other words, stories.”

by John Ferrari

Webb’s integrated humanities program is designed to
develop reasoning skills, and stories are a big part of the
curriculum. Short stories and novels may be read for their
literary content in one course, or analyzed in their historical
context in another. Students read differing types of text—from
literature to political tracts—to gain experience critically
examining each. “We’re trying to build a habit of slowing
down,” says Smith. “I think that the habit of reading deeply
isn’t something you naturally develop in an age of sound
bites… we want our students to know how to decipher what’s
good information and what’s not good information.”
“The whole thing about the humanities in the digital age is
that it’s no longer about teaching kids a lot of facts,” explains
Webb history and humanities department chair Jessica Fisher.
“It’s about knowing how to sort and prioritize facts.” Webb’s
interdisciplinary approach to the humanities, she says, allows
students to develop a nuanced understanding of issues and
the world. That tradition is deeply embedded at Webb.
Jerry Martin ’64, now a high school English teacher at Milken
Community Schools in Los Angeles, recalls that at Webb he
learned to look for ambiguity and perform textual analysis.
Today, he tries to do the same for his own students, who
become better thinkers when they connect with the complexity
of a text, he says.

spreading their wings
One of the many factors that makes Webb such a formative
experience is that it provides an avenue for students to explore
their independence in a safe, controlled environment. That
prospect can be a little unnerving for parents, especially of
boarding students, but the results are rewarding.
“I think when we initially explored the concept of sending Josh
(’17) to Webb, my wife and I were very hesitant about having
him out of our reach and out of our sight,” says Ed Ratinoff ’83,
P ’17, whose family lives in the San Fernando Valley. “We were
concerned about whether he would survive. I remember sitting
in (director of admission) Leo Marshall’s office and expressing
these concerns. He said, ‘Don’t worry about it—everyone has
these concerns. In six months, you’ll see a completely changed
kid.’ That’s exactly what happened.”

In Webb We Trust

The Webb Schools have many fans and supporters, but few can match the passion and enthusiasm
of Webb parents. Entrusting your children to a private school is a big decision, but Webb parents
have witnessed firsthand the remarkable transformative impact of an innovative curriculum,
ethical rigor, and extraordinary educational community.

A group of current and recent parents spoke to us about what their families have found at Webb.

by Aaron Severson

PA R E N T S DE S C R I BE T H E W E BB E X P E R I E N C E
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Indeed, the Ratinoffs were surprised at
how quickly Josh found his feet. “He was
able to go from a very sheltered eighth
grader to someone who is now very selfsufficient,” Ratinoff says. “From the
standpoint of attentiveness, his manner,
his sense of integrity—it’s all been
enhanced since he’s been there. We
noticed it the first time he came home.”
For Denis Yip P ’18, ’19, whose family
lives in Hong Kong, helping his children
become more self-reliant was a major
reason for sending them to Webb.
“We wanted Brandon (’18) to be more
independent,” Yip explains. “Going to a boarding school will help
him tremendously in making his own correct decisions, and
by so doing, help him to grow. Webb has a very comprehensive
campus where Brandon can study, play sports, and also learn
to take care of himself.” This fall, Brandon’s sister Eunice ’19
will have the same opportunity as a VWS freshman.

Stella Leung P ’15, ’19, whose son Marcus ’15 recently graduated
from WSC, kept in regular email contact with her son’s teachers
and flew in from Hong Kong each year to meet them face-to-face
during Parents Weekend. “They know my son well, so when I
asked questions, they knew the good and the bad,” she says.
“They knew what was going on, particularly his advisor,
Dr. (Don) Lofgren.”
While their older sons Andrew ’12 and Kevin ’13 were at Webb,
Kris and Grace Pandji P ’12, ’13, ’18, who live in Jakarta,
Indonesia, came to look on teacher Javier Valera and his wife
Estela almost as Andrew and Kevin’s surrogate parents.
“We often called Mr. Valera and sometimes his wife to ask
about the progress of our kids,” says Kris. “We felt good that
there were adults taking care of our
kids very well in the U.S.”
Such strong parent-faculty relationships
are not limited to the families of boarders.
“Our closest connections have been
with our children’s advisors,” says Ellen
Thompson-Christiansen, whose sons
Wyatt ’12 and Andy ’17 have both been
day students. “We’ve gotten to know
Mr. (Geoff) Owers and his family—they’re
just lovely people. I feel confident that
the teachers at Webb want the best for
my children.”
That sense of connection and common
purpose often extends beyond parentfaculty relationships to build bonds
between Webb families. “It truly is a community,” says
Thompson-Christiansen.

SENSE OF COMMUNITY

“I sometimes will contact Webb families in Hong Kong and
in the United States,” Leung says. “We exchange information
about the kids’ school life—what they are doing, whether they
are doing well, the extracurricular activities. When Marcus
was in his senior year, we talked about college applications.
Some of the parents shared a lot of their experience with me.”

For many Webb parents, the key to developing that trust is
establishing good relationships with teachers and advisors.
“We feel really comfortable that Josh is being taken care of
on campus even though we’re not there to do it,” Ratinoff
explains. “I don’t know if it makes it easier to step back, but
there’s plenty of staff to make sure he’s on the right path.”

“We have met great people who are alumni and many parents
who share our concerns and feelings,” says Yip. “We also have
joined the WeChat social group for Webb China and Hong Kong,
which currently has 109 parents who share their pictures and
their feelings about their kids. Webb has become part of our
family, which we are very proud of.”

THE

evolution
20

of the

by Debbie Carini

News from the Raymond M. Alf Museum of Paleontology at The Webb Schools

Anyone who’s ever watched the PBS show, Antiques Roadshow,
knows there are hidden treasures to be found in the basement.
And for many years, starting in 1936, a cache of significant
magnitude was multiplying in the subterranean reaches of the
Jackson Library on the campus of The Webb Schools.

And so commenced the first of many milestones in the
evolution of what would come to be known as the
Raymond M. Alf Museum of Paleontology: a nationally
accredited museum—the only one of its kind on a high
school campus.

But Webb teacher Ray Alf didn’t need an antiques expert to
tell him that what he and intrepid students from Webb School
of California had been collecting in the hills of Barstow would
one day serve as the basis for a priceless treasure trove of
natural history.

Today the Alf Museum is once again embarking on a historic
effort, this time looking to the future to secure the past.

store in Claremont in 1935 and soon began a
in Barstow, where the jaw had been found.
which turned out to be a new species
of fossil peccary (pig). In 1937, during a
fossil-hunting expedition in South Dakota,
Alf met Professor John Clark from the University
of Colorado. The encounter inspired Alf to
become a paleontologist; he completed his
master’s degree in geology at University of
Colorado the following year.

a New Era
by Harason Horowitz ’02

Solving the mysteries of the past to better
understand the dynamics of the future is one of
the primary endeavors of the Raymond M. Alf
Museum of Paleontology.

Alf first spotted a fossil horse jaw at a

In 1936, Bill Webb ’39 discovered a specimen

Embarking on
34

tradition of taking students in search of fossils

Alf Museum

ALF WEBB
AT

In a comprehensive, 10-year strategic plan that was
inaugurated in 2012, the Alf Museum has formulated a road
map for achieving even greater success in strengthening
its mission, further integrating its research programs and
learning experiences, and growing and diversifying
financial support.  
Alf Museum director Don Lofgren, Ph.D., who has overseen
more than two decades of revitalization of the structure and
displays, as well as formalization of the museum’s status as a
world-class institution (including two nationally-recognized
accreditations) says now that director of development
Harason Horowitz ’02 and collections manager Gabriel Santos
are in place, what he’d most like to see is an effort to solidify
the finances of the museum.

But discovering, collecting, researching
and preserving millions of years of scientific
heritage is a daunting undertaking.
The Alf collections not only serve as a rich repository of
knowledge but they inspire a community of critical thinkers.
Their preservation ensures that current and future scientists,
as well as generations of visitors, will always have access
to them.
The board of trustees of the Alf Museum recognizes a vital
link between long-term financial security and the ability to
preserve the past for the future. The remarkable collections
are a result of hard work, tenacity and generosity by many
people over the years. These contributions have helped make
the Alf Museum the renowned institution it is today.
A robust endowment ensures that the Alf Museum will
continue to thrive in its work to inspire scientific curiosity,
provide unique educational experiences for The Webb Schools
Webb Magazine • Fall 2015

community and the public, and research access to its
world-class collections of fossils to scientists worldwide.
Investing in the endowment enables the museum to achieve
the larger strategic goals set out by the board of trustees,
and it is why the museum has launched a new campaign for
the endowment, the first since the early 1980s.
By increasing the endowment from $4 million to over $7 million,
the museum plans to modernize and transform the way it
operates not only as a museum but also as a research facility.
The first important goal is to improve and expand the physical
footprint of the Alf Museum. Because peccary trip successes
result in more than 1,000 new specimens annually, the collections
will soon exceed 170,000 specimens, bringing current facilities
to over 100% capacity. In addition to expanding the limits of

Webb

A day in the [ Webb] life

the Webb schools

raymond m. Alf museum of paleontology

6:30 AM

On the Webb campus, the day begins well before
the first bell rings. As the community stirs, the
chirping of birds soon gives way to the murmur
of conversations between students and teachers
going about their morning routines and making
their way to the dining hall for breakfast.

succeed welcome
“ Webb is a vibrant community of

unbounded thinkers where every
moment offers the opportunity
to grow and to discover.”

“ Each day the Webb
experience comes to life.”

At Webb, students and faculty live, work, learn, and
thrive together both in and out of the classroom. Here,
your classmates and teachers are also your neighbors.
Each day the Webb experience comes to life. Students
and faculty together, thriving, questioning, competing
and learning as a community. Here you’ll discover
a campus where the curriculum, activities and
educational experience have placed Webb among
the very best schools in the nation, unique in its
foundation to stretch the boundaries and possibilities
of each and every student.
What is Webb? It’s two schools sharing a single
campus. It’s a diverse body of students from
across the country and around the world, bound
by an honor code administered by the students
themselves. It’s one of the nation’s leading
preparatory schools, with a college placement
record few others can match. It’s a commitment to
athletics, the arts, and a rich blend of extracurricular
activities for all students. It’s a nationally accredited
museum of paleontology through which students
can make real contributions to modern science.
Established in 1922, Webb’s enduring purpose is to
inspire students to expand the limits of who they are
and what they can achieve. Today, Webb is a vibrant
community of unbounded thinkers where every
moment offers the opportunity to grow and to discover.
Let’s draw the curtains back and discover what is
right in front of you ... at Webb.   

11 : 5 0 A M

Walking from chemistry lab to the quad
takes you through the Wow ’Em on
Wednesday lunchtime event organized
by the Associated Student Body, Webb’s
student government. The event is just
getting into full swing as a sophomore
D.J. pounds out a syncopated rhythm
urging limbo contestants to go,
“Lower ... lower ... lower!”

“ Being part of the Webb family
is a lifelong experience”

WE HAVE THE BEST JOB IMAGINABLE ...
... that of taking an interested, passionate, inspired faculty
and pairing them with the energy, talents, and potential of
a truly exceptional student body, with only one charge:
to make the most of the time we spend together. Webb’s
well-established coordinate school structure allows us to
stretch the boundaries and possibilities for teenagers in ways
that make us truly unique and provide our students with an
experience that will distinguish them among their peers.
In independent schools, we are fortunate to be able to
intentionally and constantly review our practices to ensure
that we are preparing our students for success in an ever-changing world. Our past and present school leaders have
understood the value of preserving a culture that is built
on the traditional values of honor and trust while taking
advantage of our proximity to one of the most diverse and
exciting urban cultures in the world—a terrific platform to
inspire creativity and expand the imaginations of our students
in ways that are informed by a social conscience.
At Webb, every student will:
• Lead in authentic roles as individuals and as members of
a community where every citizen matters;

engage

• Learn in classes, on playing fields, on stages, and through
a variety of campus opportunities that allow students to
explore the rich offerings that our location affords us;
• Play and make new friends who might live down the street
or halfway around the globe;
• Grow their independence, learn to manage their time, and
establish lasting relationships with adults and peers alike;
• Gain a new appreciation for the impact they can have on
the quality of their lives and the lives of those around them.
– Peter Bartlett, Director of Student Life

Midday is a time to relax and refuel. You check in with your friends
and make plans for an evening of study, on-campus activity, or
maybe a workout at the gym. One of your teachers might also
mention that she’s hosting a review session or a movie night.
At Webb, the time you spend outside of the classroom is as important
as the time you spend in it. Our goal has never been only to prepare
students for college. Webb is academically challenging, but our
objective is to provide a complete educational experience that goes
far beyond college requirements. It’s an opportunity to try new
things and develop your independence as you learn to set goals,
budget your time, accept responsibility, and take charge of your
own future within a safe, supportive environment.
You’ll also make friends from around the world—friendships that
you’ll keep long after you graduate. Being part of the Webb family
is a lifelong experience. When you come to Webb, you become part
of a tradition and a community that now extends to almost every
part of the globe. Our alumni remain an active part of campus life,
engaging with our students and faculty as guest speakers, council
members, trustees, career advisors, and mentors.
A Webb education is also about character and leadership.
Our mission is to train future generations of leaders committed
to personal integrity and service to others.
For Webb students, leadership means more than organizing a group
or running for student government—although you can do that, too.
Leadership is cultivated through the countless opportunities we offer
for students to engage with their community both on and off campus,
to uphold the principles of honor and individual responsibility, and
to make positive contributions to the world around them.

innovate
“ For every text, I try to find a
current parallel that will help
connect the stories to the
students’ worlds. I also want
students to see that these books
relate to the ideals of Webb:
being a person of honor,
character and leadership.”
— Rick Duque, English teacher

2:15 PM

As you take your place at center stage
for the final rehearsal before next week’s
production of Stephen Sondheim’s
Into the Woods, you can’t help feeling
a sense of accomplishment. When you
started you weren’t sure if you could do it:
acting, singing, and dancing in front of an
audience. Now, with your first performance
only days away, you can’t wait for the
curtain to rise.
Art is about seeing different perspectives, effectively communicating
ideas, and finding inventive solutions to problems—all essential
skills for future leadership. That’s why art is a key facet of a Webb
education. At Webb, art is not extra: Every student takes at least
two years of classes in the arts and student art is part of almost
every aspect of campus life.
With a combination of dynamic coursework and engaging afternoon
activities, Webb allows you to tailor your own individual art program.
You can sample different media or pursue a specific discipline as far
as your talent and passion will take you.

IN THE MIDDLE OF IT ALL—
LOS ANGELES ARTS AND CULTURE
Art seldom emerges from a vacuum, and even the most
talented young artists are inspired and invigorated by
exposure to great works, whether by old masters or the
latest experiments of the avant-garde. Webb is located
less than an hour away from one of the world’s great
artistic and cultural centers. For decades, Los Angeles
has been a hub of film, television, music, and game
production, and it’s home to some of America’s finest
museums, theaters, and concert halls.
Webb’s Southern California location puts it all within
our students’ reach—from performances of the
L.A. Philharmonic at the Walt Disney Concert Hall to
powerhouse stage productions at the Ahmanson Theatre
and Mark Taper Forum, from exploring priceless relics of
ancient Greece and Rome at The Getty Villa to attending
screenings of new independent films shown nowhere else.
Our proximity to Los Angeles offers countless opportunities
to engage and educate our students in everything the
worlds of art and entertainment have to offer.

Whether you’re interested in painting, choir, or drama, you’ll enjoy
cutting-edge material, superb facilities (including the innovative
Copeland Donahue Black Box Theater, the Digital Media Studio, and
our new Susan A. Nelson Performing Arts Center), and first-class
instruction from a faculty that includes noted contemporary artists.
Webb offers art education in a multitude of disciplines. Our performing
arts program includes dance, theater, and instrumental and choral
music. Here, you’ll learn to dance, deliver a monologue, or sing an aria or
play a concerto. You’ll also develop the confidence, poise, creativity, and
passion to continue pursuing your aspirations in college and beyond.
The visual arts program offers you the opportunity to work in both
traditional and modern media. Our student artists learn to express
their creativity in multiple forms: drawing, painting, sculpting,
photographing, filming, and animating. Our program is designed to
accommodate both beginners with little or no background in the
visual arts and advanced students ready to hone their skills and
build a dynamic portfolio.
Our graduates have gone on to study at some of the country’s
premier art schools and our alumni now work in creative positions
ranging from DreamWorks to Broadway.

Webb by
the numbers

athletics

44

college profile
➜ Webb is a member of the California Interscholastic

Federation and fields 44 teams in 15 sports.
Webb owns 87 league titles and 3 CIF titles.

➜ 100% of the class of 2015 was admitted to a selective four-year

fine arts

founded

1922

➜ Webb was founded by

Thompson and Vivian Webb in 1922.

9

➜ Webb offers introductory and advanced level

courses in art, music and theater, and there
are 9 performing arts groups on campus.

campus

70

➜ The 70-acre campus is nestled at the base of the

San Gabriel Mountains in the college town of
Claremont, California. Students benefit from having
the Raymond M. Alf Museum of Paleontology
on campus, the only accredited museum located
on a secondary school campus in the United States.

Webb School of California for boys
Vivian Webb School for girls
International

209          
198
20%

2014-15 demographics

13 18

➜ 13 states: California, Indiana, Maryland, Massachusetts,

Nevada, New Mexico, Oklahoma, Oregon, Pennsylvania,
Texas, Vermont, Virginia, and Washington D.C.
➜ 18 countries: Australia, Canada, China, Dubai, Hong Kong,
India, Indonesia, Japan, Malaysia, Mexico, Nigeria, Russia,
Saudi Arabia, Singapore, South Korea, Switzerland,
Taiwan, and Vietnam.

sat

2015

courses

➜
➜
➜
➜

All hold four-year degrees
80% hold advanced degrees, 10 doctorates
Average class size    
16
80% of the faculty live on campus
advanced placement & advanced studies

77 31

Calculus AB & BC, Statistics, Physics 1 & C, Biology,
Chemistry, Environmental Science, English Language
& Composition, English Literature & Composition,
French Language, Spanish Language, Spanish Literature,
U.S. History, and World History
➜ 46% of students in grades 10, 11 & 12 enrolled in AP courses
➜ 165 students enrolled in AP courses took 463 AP exams

➜ Median combined score

national merit
recognition

503

2011-2015/503 graduates
➜
➜
➜
➜
➜

faculty

58

college or university.
➜ 92% of the class of 2015 will be attending  a college ranked in
the top 10% in the nation (based on data from The College Board,
Fiske Guide to Colleges, and U.S. News & World Report on 1740
accredited 4-year colleges and universities in the U.S.).
➜ 88% admit rate to the University of California system.
➜ On average, each senior received an acceptance letter from
nearly 50% of the schools to which they applied.
46%
will attend college in the West, 40% in the East,
➜
4% in the Midwest, 7% in the South and 2% abroad.
➜ College acceptances for the class of 2015 include such schools as:

enrollment

407

100%

42 finalists
68 semi-finalists
181 letters of commendation
20 Hispanic Scholars
11 National Achievement Scholars

accreditation
and memberships

wasc

➜ Accredited by Western Association of

Schools and Colleges (WASC);  
Member of NAIS, CAIS and TABS.
Boys Schools: An international Coalition;
National Coalition of Girls Schools.

financial aid

4.1

➜ This year more than 4 million dollars in

tuition assistance benefited 35% of the students.
The average award for boarders was $34,000 and
for day students, the average award was $24,500.

Agnes Scott College, American University, Arizona State University,
Babson College, Bard College, Barnard College, Bentley University,
Boston College, Boston University, Bowdoin College, Brandeis University,
Brown University, Bryn Mawr College, Bucknell University, California
Lutheran University, California State Polytechnic University, California
State University ( Long Beach, Monterey Bay), Carleton College, Carnegie
Mellon University , Case Western Reserve University, Centre College,
Chapman University, Claremont Colleges, Colby College, Colorado College,
Columbia University, Concordia University Irvine, Connecticut College,
Cornell University, Dartmouth College, Davidson College, Dickinson
College, Dominican University of California, Duke University, Emory
University, Florida Institute of Technology, Florida State University,
Fordham University, George Washington University, Georgetown University,
Gonzaga University, Grinnell College, Harvard University, Hofstra
University, Johns Hopkins University, Knox College, Korea Advanced
Institute of Science and Technology, Lehigh University, Lewis & Clark
College, Linfield College, Loyola Marymount University, Loyola University
New Orleans, Macalester College, Marymount Manhattan College, Menlo
College, Mills College, Montana State University, Mount Holyoke College,
New York University, Northeastern University, Northern Arizona University,
Northwestern University, Oberlin College, Occidental College, Pacific
University, Pennsylvania State University, Pepperdine University, Purdue
University, Rice University, San Francisco State University, San Jose State
University, Seattle University, Sewanee: The University of the South,
Smith College, Southern Methodist University, Swarthmore College,
Syracuse University, Trinity University, Tufts University, Tulane University,
University of Amsterdam, University of Arizona, University of British
Columbia, University of California (Berkeley, Davis, Irvine, Los Angeles,
Merced, Riverside, San Diego, Santa Barbara, Santa Cruz), University of
Chicago, University of Colorado, University of Connecticut, University of
Hawaii, University of Illinois Urbana-Champaign, University of La Verne,
University of Miami, University of Notre Dame, University of Oregon,
University of Puget Sound, University of Redlands, University of Rhode
Island, University of Richmond, University of San Diego, University of
San Francisco, University of Southern California, University of Vermont,
University of Virginia, Washington University, Wellesley College,
Wentworth Institute of Technology, Wheaton College, Whitman College,
Whittier College, Willamette University, Williams College, Worcester
Polytechnic Institute

Los Angeles 34 miles
Disneyland 31 miles
Malibu Beach 68 miles
Hollywood 40 miles
“Surf City” USA 46 miles
Big Bear Ski Resort 66 miles
Joshua Tree 106 miles

Webb

funfacts

ENROLLMENT BY SCHOOL

local Mountain peaks

11,499
San Jacinto 10,804
Mount Baldy 10,069

San Gorgonio

30,000

non-stop flights to:

413

raymond m. Alf museum of paleontology

More than

15

TOTAL STUDENTS

the Webb schools

cookies consumed
on campus

Chicago-Midway
Dallas/Ft. Worth
Denver
Guadalajara
Houston
Las Vegas
Mexico City

Average
Temperatures

79°
54°
HIGH

LOW

A sample of
Unbounded Days
2016
think

ONT

more than

150,000
specimens

from LA/Ontario International

San Francisco
New York
New England
Cuba
Belize
Costa Rica
Peru
Spain
Macedonia
China

Webbies
travel
all over
the world
THE

Claremont Village

15 0

unique shops, boutiques, restaurants,
bakeries, galleries, spas, salons
and entertainment venues.

95%

discovered by students,
faculty and alumni

“got it!”

Over 40
clubs & activities
on campus

www.webb.org/admission
follow us on instagram

@webbadmission

reflect
create

Raymond M. Alf Museum of Paleontology
Oakland
Phoenix
Portland
Sacramento
Salt Lake City
San Francisco
San Jose
Seattle

FEET

Just a van ride away!

• Animatronics
• California Coast Bike Tour
• Learning Arabic
• Marine Biology & Ecotourism
• Modern Orchestral Improvisation
• Notes from LA’s Cultural Underground
• Rock Climbing & Canyoneering
• Space Exploration

WSC

210

Badminton
Baseball
Basketball
Cross Country
Diving
Football
Golf
Soccer

Softball
Swimming
Tennis
Triathlon
Track & Field
Volleyball
Water Polo
Wrestling

GO!

facts&stats

2

two schools        one campus

VWS

Vivian Webb School

203

the Webb schools

raymond m. Alf museum of paleontology

Webb School of California

Founded in 1922 as a school for boys focused on educating
honor-bound leaders, Webb created in 1981 a second school
on its campus to provide the same opportunity for girls, thus

doubling the best opportunities for boys and girls.

59
83%
12

Webb continues in this tradition by offering single-gender
classes in the 9th and 10th grades.

fac u lt y

70

a dva n c e d d e g re e s

%
ph . d . s

Webb
Athletics

Webb

100%
ADMISSION
to selective four-year
colleges or universities

2000
median SAT score

The 70-acre campus is nestled at the base of the
San Gabriel Mountains in

CLA RE MONT, CA
The city of trees and degrees

A thriving, environmentally-conscious community known for its tree-lined
streets, historic buildings, and world-renowned colleges

Top-Tier in the Nation
The Webb Schools ranked in the
top echelon of all U.S. boarding schools

in five separate categories—
admission selectivity, breadth of advanced coursework,
highest average SAT scores, student diversity,
and percentage of faculty with advanced degrees.

16

average class size

7:1

S T U D E N T- T O - FA C U LT Y R AT I O

WEBB OFFERS

28

Advanced Placement and
Advanced Studies courses

Webb Students Representing!
International
Australia
Canada
China
Hong Kong
India
Indonesia
Japan
Kazakhstan
Macau
Mexico
Nigeria
Russia
Saudi Arabia
Singapore
South Korea
Switzerland
Vietnam

ADMIT RATE

24%

welcome!

U.S. States
Alaska
California
Colorado
Georgia
Indiana
Nevada
New Jersey
Oklahoma
Pennsylvania
Texas

$
35%

OF THE
STUDENT BODY
RECEIVE AID

FOUR
MILLION

financial aid dollars awarded

www.webb.org/admission

Susan and Jacob Bowdell
August 2016

Banking
PROPOSAL

City National Green Checking is a great choice for clients who want to bank electronically. And, at
the same time, you are choosing options that lessen your impact on our planet. Learn mor Interest C
Interest Checking Plus allows you to earn a competitive, tiered rate of interest on the funds in your
personal checking account. The higher your balance, the more you can earn.Learn more hecking
Plus allows you to earn a competitive, tiered rate of interest on the funds in your personal checking

City National

account. The higher your balance, the more you can earn.

P R I VAT E B A N K P R O P O S A L

PLATINUM BANKING
With no City National fee for using any ATM and rebates of other banks’ surcharges,
Platinum Banking is the account of choice for clients who want convenience combined
• Plus allows you to earn a competit

“Keep on going, and the chances are
that you will stumble on something,
perhaps when you are least expecting it.
I never heard of anyone ever stumbling on
something sitting down.”
— Charles F. Kettering

					

INTEREST CHECKING PLUS
Interest Checking Plus allows you to earn a competitive, tiered rate of interest on the
funds in your personal checking account. The higher your balance, the more you.
PERSONAL CHECKING
Our basic personal checking account, Personal Checking’s monthly maintenance
fee is waived when average balance requirements are met.
• Plus allows you to earn a competit»

V OLUME

3

IS S UE

2

S P RING

Deja vu

insights

engage

1.4

SURVEY SHOWS WHAT MAKES
BUYERS BUY AGAIN
Buyer demands continue
to change for B2B buyers.
Today’s buyers expect a consistent and
personalized experience in every stage
of their purchasing journey. So what
makes them come to you again?
According to the “Mastering Omni-Channel
B2B Customer Engagement” report by
Accenture and SAP Hybris, B2B buyers
prefer transparency above all else.

The number, in billions, of consumers who are expected to utilize a mobile messaging application by 2018, according
to eMarketer’s “Mobile Messaging Apps: Global User Forecast, Leaderboard and Outlook on Monetization” report.
That’s more than 80 percent of all smartphone users. As more consumers gain mobile internet access worldwide and
flock to messaging apps as cheaper alternatives to SMS, MMS and voice calls, the numbers are expected to post

The study, which surveyed more than
1,300 business decision-makers around
the world, sought some of the most
important factors influencing the decision
to buy again from a supplier.

double-digit growth over the next couple of years, the study reports.

“

The top five responses included:

content, targeting and media strategies, and

ThinkVine CEO Damon Ragusa

challenge themselves to offer more relevant and

on the importance of marketers

rewarding audience experiences; in other words,

reaching their consumers

they will focus on earning their audience.”

finding effective new methods for
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Putting the Power of Disruptive
Innovation to Work
By Whitney Johnson

This we know: Disruptive companies see a
need, an empty space waiting to be filled and
dare to create something for which a market
may not yet exist.

Have transparent prices and
product details

Track purchasing habits across
different channels to give
personalized recommendations

13%
12%
10%

Have broadest selection of
products or services

“The most strategic marketers will revisit their

Capturing Talent why rethinking the workplace matters

19%
16%

Disrupt
Yourself

Have consistently lower prices

Offer multiple
payment options

Perhaps nobody knows the frameworks
of disruptive innovation better than
Whitney Johnson, co-founder and former
president of Rose Park Advisor’s Disruptive
Innovation Fund. While there, she used the
theory to invest in publicly traded stocks
and private early-stage companies.
In Disrupt Yourself, Johnson shows us
the frameworks of distruption and how you
can apply them to your particular path—
a self-starter ready to make a disruptive pivot
in your business; a high-potential individual
charting your career trajectory; a manager
looking to instill innovative thinking within your
team; and a leader facing industry changes
that make for an uncertain future.
If you want to be successful in unexpected
ways and follow your own disruptive path,
Disrupt Yourself may be the tool you need
to get going.

Shif
Paradigm

Competing in the new age of jobs

“Organizations must shift from creating an environment
where they assume that people need to work there to
one where people want to work there.”
– JACOB MORGAN, CO-FOUNDER, THE FUTURE OF WORK COMMUNITY

Across America – and particularly
among technology and creative types –
the grumbling is getting louder.
“They are not using me to my full potential.”
“I’m not growing.”
“I don’t have access to the tools I need to excel.”

b
t
“I’m not getting the mentoring I expected.”

“I don’t see any opportunities for advancement.”
“I’ve been here just 18 months and I’ve already outgrown this job.”

Before you dismiss such remarks as the whining of a spoiled generation, consider
that Millennials—or those born between the late 1970s and late 1990s—now make
up the largest group of people in the United States and much of the global
workforce. They will make up half the U.S. workforce by 2020 and 75 percent
by 2025, as Baby Boomer retirements accelerate.
Consider also that decades of research by both academics and consultants
demonstrate a direct correlation between employee engagement and financial
performance. Aon Hewitt boasts that, on average, companies certified as
“Best Employers,” earn operating profits that are 4 percent higher; sales growth
that is 6 percent higher; and employee turnover rates that are 33 percent lower
than their non-certified peers.
Make no mistake. Winning the hearts and minds of Millennials will be critical
to winning the talent war in the coming decade, and that will require countless
companies and managers to make big changes in how they manage and motivate
the workforce.
In its 2015 Trends in Global Employee Engagement report, Aon Hewitt found
employee engagement levels plateaued in 2014 and that employees’ overall
work experience was deteriorating. In October 2015, Gallup reported that the
percentage of U.S. workers it considers engaged in their jobs averaged just
32.1 percent, essentially unchanged since March and well below the levels
seen before the last recession.
Yet, even as the unemployment rate approaches its lowest level in 7.5 years,
many employers remain oblivious to the forces driving the griping.

Brand Stand
The key to standing out

In his book, The Old School with New Tools, Tim Brown talks about
what’s needed to create exceptional sales experiences for your clients.
The strategy he endorses, which was crafted through 20-plus years of
developing and implementing powerful sales engines, fuses the synergies
of old school techniques with today’s ever-changing technologies.

Northstar Commercial Partners, along with overseeing Three Creative,
a life leadership organization. “How brands were marketed 30 years
ago—or less—is very different in today’s digital and social media world.
You no longer need a lot of money to build the essential components
of a brand, and then place that brand into the marketplace.”

In the high-pressure world of leading sales efforts for entrepreneurial
ventures, of which Tim has spent the majority of his career doing, finding
ways to stand out from the competition can be the difference between
getting the job done and exceeding beyond expectations.

For example, in just one generation, brand competition has shifted
from a local/regional competition to a national/global scale. The reason:
Innovative communications tools and platforms like social media continue
to lower the traditional barriers to entry, i.e., it’s easier to create and
launch a brand.

Over a 10-year span, Tim worked with both established and start-up
companies in Denver, Chicago and Sydney, Australia, including the likes
of Cisco Systems, Alteon Web Systems (Nortel Networks), American Power
Conversion and Xircom. Among his myriad successes was selling $186
million of Cisco Systems equipment to Qwest Communications within a
two-year period and growing the revenue of Sign Language, a large-format
printing company, from $32,000 to $10.2 million within a five-year period.

The downside: The marketplace is more crowded than ever before.
Separating yourself from all this noise is a strategy more brands must
embrace to win the war of differentiation. The strategy, he says, really
depends on the brand. For example, if your brand is built on risk, be
risky and even a bit snarky or sarcastic. If your brand image is built on
stability and being conventional, take a more conservative and
traditional approach.

Ask him, and he will tell you that his success was rooted in making
himself—and his brand—stand out over the people and companies
that provided similar products, services and value propositions.
“That is really critical today,” says Tim, who serves as president of

“What’s important is not whether you are risky or not, but ensuring the
message you are portraying is in alignment with your company’s overall
mission, vision, values and goals, which hopefully are already in alignment
with your overall product and brand deployment strategy,” Tim says.

t

“Strategy is about making choices, trade-offs;
it’s about deliberately choosing to be different.”
““”

—Michael Porter, Professor, Harvard Business School

Q&A

I remind myself every morning:
Nothing I say this day will teach
me anything. So if I’m going to
learn, I must do it by listening.

An Interview with Elayne O’Dowd

— Larry King

Eye on (real) Content

Stop, listen, learn

Brand
During an informal study that Three Creative conducted,

“If you can be the leader in your marketplace,

Tim Brown and his team found that at least 95 percent of the people
they surveyed on LinkedIn did not publish content of any kind. A golden
opportunity missed. “These employees are seen as experts by prospects
and employees,” he says. “It is an ideal way to boost the identity of your
brand with just a few simple posts.”

you win,” Abe says.“But the ability to win means

Brand messaging—which will help your brand stand out—must be
consistent and relentless. That means the message must start at the
top and trickle down. In any and every company, nearly every person
who is directly or indirectly responsible for selling to a prospect or
customer has a public facing social media page.
The key is to remember that these personal brand pages are a
direct reflection of your brand and your company, too. “Be sure to give
everybody in your company the resources they need to post,” Tim says.
“Those posts will be the reflection of your brand. Remember, if you don’t
create materials that are a positive and aligned representative of your
brand, your employees will.” How that plays out depends on how your
employees—and your customers.
How that plays out depends on how your employees – and your
customers—view your brand. Abe Brown, founder of Momentum
Coaching, says one of the real keys to standing out above the fray
is the connection you make with your audience.

you must cultivate trust with your audience. It’s
how brands like Apple and Coca-Cola continue
to be leaders in their spaces. At the end of the
day, consumers have the ability to purchase from
whomever they want. But if your brand builds trust,
and you can deliver on the promise and value
you promote, you will stand out.”
While listening to what your consumers have to say seems like a
simple strategy, too many companies get lost in all the noise that
surrounds them. “This is a people-centric, customer-centric landscape
today,” Abe says. “If you are able to listen to what your customers,
and even your competitors’ customers are saying, you will have the
power to be significant, instead of insignificant.”

Marketing in a
Multicultural World
Elayne O’Dowd is unique among The Pace Group’s
account team in that English is not her first language.
Born and raised in Hong Kong and educated in Canada,
Elayne is now distinctly positioned to combine her
experience as a marketer with her linguistic skills to
offer an uncommon perspective on how American
companies can better reach a multicultural audience.
What are some of the most common mistakes
American companies make when trying to speak to
the Chinese-American market?
Failure to localize: It is important to understand the cultural
norms of a foreign market, and simply having your marketing
materials translated, while important, is not enough. For example,
the very first thing you should do is create a Chinese name
for your company. It makes us feel more respected, as would
participating in our unique cultural events, e.g. Lunar New Year.
Otherwise, you may be seen as just another company trying
to get money from us.
Translation errors: Don’t skimp on having your translations
done by a professional; potential customers who can’t
understand your product or services simply won’t buy it.
No market entry plan: Don’t assume your existing programs
are perfect for a foreign audience. Always do your due
diligence and engage with someone who understands how
your campaign may be perceived and adapted according to
local or cultural norms.
Given the existence of online services like Google Translate
and Babelfish, why would you recommend having a
professional provide translation services?
From the embarrassing to the deadly, translation mistakes
come at a high cost. Only a professional translator can avoid

the cultural clichés, literary references and sports metaphors
that do not make sense in other countries. Taking it a step
further, think of the number of metaphors that are commonly
used in English, for instance, the metaphor “a piece of cake.”
It might refer to an actual cake, or it might mean that the
action or task at hand is something very simple to complete.
If there were one piece of advice you could give to our
readers that would make their multicultural marketing
efforts more successful, what would it be?
Just like any marketing program, identify the target market
or the audience first. With the Chinese-American market,
however, that can be tricky. You might assume that your
target audience would simply be Chinese from all of the
various Asian countries that immigrated here. However,
written Chinese actually has two standards; Simplified and
Traditional. Due to politics, Chinese from different origin
countries use different types of writing. Without going into
too much of the history of China, the resulting simplification
sometimes makes it difficult for Chinese from mainland
China to read the Traditional Chinese, while Chinese from
Taiwan reject simplified Chinese because it was created by
the communist Chinese government after its victory in 1949.
Further, when trying to reach Asian-Americans, it is important
to remember the audience is fundamentally different from
other ethnic groups. Each Asian-American group is a separate
society with their own language, culture and media. And they
are often socially conservative, traditional and family-oriented.
Therefore, recognizing and catering to these very disparate
groups is vital to your marketing success.

•
Elayne is Senior Executive, Client Solutions at The Pace Group.
You can email her at elayne.odowd@engagepace.com

Survey delves into what marketers understand about content
While everybody talks about the importance of content marketing, many marketers still are trying to grasp
what effective content looks like. Interestingly, according to the “B2B Content Marketing 2016: Benchmarks,
Budgets, and Trends – North America” report, 55 percent still don’t know. The report, conducted by
the Content Marketing Institute and MarketingProfs, and sponsored by Brightcove, surveyed 1,521
North American B2B marketers.

Here’s a look at what they say are their leading priorities in 2016:

72% CREATE MORE ENGAGING CONTENT
65% GET A BETTER GRASP ON EFFECTIVE AND NON-EFFECTIVE CONTENT
57% FIND MORE/BETTER WAYS TO REPURPOSE CONTENT
51% BECOME BETTER STORYTELLERS
41% GET BETTER AT UNDERSTANDING OF AUDIENCE

JOY

M I S S I O N

The Mission of Carden Arbor View School is to provide the highest education
of the whole child using the Carden curriculum and philosophy—to educate
with joy, growth, enthusiasm, dignity and respect.
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All good and honorable things begin with a compassionate heart,
strong will, and mindful vision of what needs to be accomplished.
Claudia Humphries had all of these things, as well
as the support of a group of dedicated and passionate
parents who believed that together they could build a
school where their children could thrive.
So they began... to establish a mission, principles,
and education based on the now well-respected Carden
Curriculum. They also began to build, literally, from
the ground up. Together they volunteered their time
and dollars, donating materials and talent to level, pour,
saw and hammer, and build a school that, with great joy
and love, opened its doors in September of 1981.
That first year saw forty-five students and a faculty of
five begin the journey and history of Carden Arbor View
School. Once only a dream of a woman under a majestic
tree, now stands a testament and legacy to those that
believed in a very good and honorable thing.

Today as we celebrate the student, teacher, and parent
each day, we also celebrate 35 years of committed
excellence in education. The Carden Educational Program
teaches to the whole child—knowing the importance of
a strong mind, body and spirit connected through solid
basics and a love for the arts and languages—Creativity
is encouraged, physical activity applauded and life skills
explored and embraced.

Here, everyone supports not only the child
and student, but the family as well.
Family is what built Carden—

on the principle that together we all excel and prosper.
Today you’ll find parents here everyday, participating
and volunteering, giving and helping, continuing to build
our school in a close-knit caring and concerned way.
Each day making it a better place to be.
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“ This campaign allows our current families to do
what other before us have done for our children,
to invest in the future of our school by continuing
to build upon a solid foundation from which to stand
and to allow them to build STEAM and Momentum
which will them into their future.”
		

SCIENCE

TECHNOLOGY

O U R
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L E G A C Y
And as our children advance from Kindergarten to
graduation they grow in both intelligence and
confidence which allows them to excel and prosper
in some of the finest high schools in the area,
including The Webb Schools in nearby Claremont.
From there you’ll find Carden alumni in the most
selective colleges and universities across the country.

Building for our future
Now, tomorrow is in our sights. Taking all we’ve lived
and learned over these past 35 years we look forward
with a clear and dynamic focus on extending our core
mission. When we talk about the highest education
possible we know and understand it takes effort,
courage and commitment. We once again define our
core principles and vision, and together have set our
goals and efforts on what is necessary to achieve them.

Expanding our facilities, both in size and technology
are in our plans right now, and well underway in both
offerings and scope. A new building dedicated to Science,
Technology, Engineering, Arts, and Mathematics will
be constructed on the north side of our campus.

We call it STEAM.
Inside STEAM you will find the very best in technology
and tradition. Expanded computer and science lab space,
new computers and technology, smart boards, and a new
classroom for the arts. A modern and bright place where
students can explore their world and prepare for the future.
STEAM is a proud and exciting addition to an already
amazing place to. Carden Arbor View School.
Just as we began, we begin this journey with our parents,
family and friends support, encouragement and love in this
exciting addition. The legacy of Carden continues to grow.

ENGINEERING

ARTS

— Michael Sego, Parent
		 Cole 2015, Ethan 2016, Cade 2019, Talan 2021

M AT H

The STEAM Center
The STEAM Center represents a journey of many
years to create the most enriching learning space
available for our students. After extensive studies
and interviews conducted with faculty, board, and
community, a master plan was developed that exhibits
the school’s top priority: to enhance and expand our
commitment to providing educational excellence.

Projected Cost of STEAM Building — $1,000,000
We are planning the most ambitious fundraising
program in CAVS history. We ask you to make
your commitment to help CAVS achieve these goals,
to support te staff, Board of Trustees, and community
develop these modern spaces to provide te best
learning environments possible. We ask you for your
pledge to leave a lasting legacy for the students at
CAVS just as the parents before you came together
to build the existing school with their own hands
with hammer and nails. We are benefitting from the
sacrificies of the families before us... we ask you for
your commitment for the next generation to receive
the best education in preparation for the future.

Building Campaign Benefits
• More space for critical thinking
• Age appropriate technology resources to support
		 and stimulate learning
• Collaborative learning environment
• More than 1,800 square feet of enhanced technology
		 and learning space.
• Separate space for computer labs, arts, and
		 science & robotics engineering
• More space for creative growth, independent and
		 collaborative study and research
• Additional restroom facilites
• Enhanced outdoor space for informal meeting
		 places and group work
• Enhanced campus, social and educational
		 meeting space to inspire socialization and
		student/parent collaboration

T

FALL 2015

foothill country day school

mustard seed

The Long Range Plan outlines an ambitious
vision for the future of Foothill that embraces
new possibilities while preserving the values
of its founding statement and philosophy.
Our Plan seeks to strengthen every aspect of
the school to deliver a meaningful, innovative
educational experience for students who will
live their lives and pursue their work in a
rapidly changing world. (From Our Strategic
Thinking, Long Range Plan, p.3)

sharing
the
story
Long Range Planning
Ensures Our Story
Continues...
Michael Silva, Head of School

Building a foundation for life. Since 1954.

the community. This Plan has a more “internal”
focus, in that we aren’t necessarily looking
to build facilities as much as we are identifying
and evaluating what occurs in classrooms and
other learning spaces, and how well aligned
we are with our mission and philosophy. During
the coming school year, faculty members will
work through action plans they created to
evaluate teaching practices and curriculum
choices in areas of the educational program
such as language arts, math, science, history,
technology, and physical education and the arts.

Since Foothill’s founding, long range
planning has ensured that the school’s story
of academic excellence with a greater
concern for character is perpetuated over
time. Primary responsibility for looking far
ahead rests with the Board of Trustees, who
hold the school “in trust,” so that future
generations of students can benefit from the
strength of faculty, facilities, and financial
resources as do our students of today.
Past strategic planning efforts have resulted
in such accomplishments as an expanded arts
and academic program, funding to maintain
competitive faculty salaries and benefits, the
founding of the Seedling School, construction
of new facilities (e.g. art room, music room,
science labs, Betty Webb Library, Randall
Lewis Family Auditorium, Allen Gymnasium),
the complete rehabilitation of every existing
space on campus, and the establishment of
an endowment that helps to keep tuition
increases at a minimum. The 2004 Plan called
for the expansion of the student body and
the construction of the Upper Village to
accommodate the anticipated growth.

Our Board will continue their work of
determining next steps in addressing 		
needs such as a long-range financial 		
model that sustains the educational
program and facilities, while ensuring
the financial stability Foothill has
enjoyed over the last 60 years.
The support of the parent community is key
to any successful independent school. Goal 11
invites us to identify practices for strengthening
our community and networks of communication
so that we may continue to draw from a sense of
shared purpose and values in working together
for the benefit of the students.
We begin our 61st year excited at the prospect of
creating new stories, while remaining secure in
the fact that our work on the Long Range Plan
will ensure the inspiration for the Foothill story—a strong academic foundation fortified with
a greater concern for a child’s moral
development—remains in place for today’s
students and those whom we’ve yet to meet.

The 2014 Long Range Plan serves to continue
the story of Foothill’s success through twelve
goals that encompass all aspects of school
life—the educational program, finances, and
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A world of life.
From grassy backyards, to corporate corner offices, we’ve become part of life for growing families,
merging markets, luxury destinations and entertainment venues across the globe. We are EPH.
Eastridge Pacific Holdings (EPH) is a young company founded by seasoned professionals from the United States and China. In just a few short years we
have quickly grown to become a leading, independent real estate investment and development firm, focused on opportunities in key, high and sustainable
growth sectors. EPH has accumulated an impressive portfolio of real estate holdings in the commercial, residential and senior markets, and as an expanding
global company, our mission is to optimize our portfolio through long-term income and asset growth. We are committed to developing innovative,
high-quality projects by always operating in good faith, on sound principles and with the utmost integrity—and share our wealth of experience for the
benefit of both our projects, and our partners. Welcome to EPH.

Welcome to our world.

A world of possibilities.

A world of growth.

Start from the beginning... a perfectly placed parcel with unbounded potential.

At a glance you’ll discover over a quarter century of experience, ownership of a

Or a purchase executed with flawless timing and a perfect fit. The satisfaction

diverse 200 million dollar real estate portfolio, over a 1.5 billion dollars worth of

that comes from picking a partner and knowing you’ve made the right decision.

real estate transactions, an expanding senior housing portfolio across the U.S.,

Long-term and lifelong... for your business, today and tomorrow.

and an active interest in developing single and multi-family properties...
At a glance you’ll see growing communities, businesses, lives and futures.

DEVELOPMENT
The EPH team provides expert advice and leadership in every facet of real estate development.
Extensive experience in developing both commercial and residential properties includes entitlement,
rezoning, construction, sales and asset management.

CONSULTATION
With in-depth experience in residential and commercial real estate transactions, EPH is ideally positioned to
offer expert guidance to our clients. Our team not only brings value to every engagement but also mitigates
risk by staying one step ahead of the market.

ACQUISITIONS
Our philosophy is to seek investment opportunities that have potential for substantial, sustainable asset
growth. Our wealth of experience and knowledge coupled with our sourcing advantages have us well
positioned to quickly take advantage of opportunities in the market.

$

A world of value.
With Service.
s

“It’s not enough to simply look for opportunities that may or may not fit within a
business model. Rather, seek the possibilities that will provide long-term viability

Everything is connected. Everything is dependent. Everything revolves around
people communicating with absolute honesty, clarity and kindness. Service is
what sets apart the great from the good, and is something within us that is never
taken for granted, or lightly. Service defines who we are. What we are.

and and sustainable growth for all those involved. Owner, client, operator. family.”
s
q

i
i

W i t h Q u a l i t y.
q

With Innovation.
i

Meeting defined standards is never enough... exceeding them, and expectations is how we begin
each and every project. From The Royal Garden in Dongguan to the Kalakaua Gardens in Hawaii,
every amenity, design attribute and finishing specification is quality driven and thoroughly

Always looking ahead, we make it part of our business to anticipate change, adopt new directions and
integrate todays latest technologies without hesitation. Advancing our partnerships and investments
means finding solutions that work—smart, efficient and with purpose—driven by innovation, everyday.

controlled. Going beyond what is required is what sets us apart, knowing that it’s the
little things that make a huge difference is what keeps us ahead.

How we do business is built into everything we do.
Sustainability for a healthier future, harmony within
our environment, sensitivity to living spaces and
quality of life—taking each element into thoughtful
consideration allows us to move forward in a positive
direction. We design and create with a purposeful
and productive intent, evident in our architecture,
open spaces, gardens and green spaces.

Building with SmartHome features and benefits
• Interior & Exterior Automation
• Health concious living environment
• Energy efficient and cost saving
• Water and Waste Conservation
• Solar Technology

i

q
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R O YA L G A R D E N S
Dongguan, China

Residential

The project was completed in December 2011.

155 units
1,290,000 SF

Zhongxin Royal Gardens is a luxury single-family project located in Huangqi Mountain, a premium location
in Dongguan. It covers an area of 1,507,000 square feet with a total construction area of 1,290,000 square feet.
Zhongxin Royal Garden offers large unit size ranging from 7220 square feet to 9700 square feet.

With a Global perspective.
Looking beyond the front gate, beyond mountain ranges and blue oceans—

Welcome to our Portfolio.

we see a community that comes together with common interests and concerns.
Opportunities that reach further and farther than a property line or street
address—we see the world through the lens of experience and mutual success.

With over 25 years of experience in the United States and
Asia, we take pride in the positive impact we’ve made in
the communities we work, live and play in. Our mission is
the same no matter where we go or who we go with, bring
the very best in what we do. And do things that make a
difference in the lives of those we touch... Coast to coast,
Continent to continent, you can trust in EPH.

RESIDENTIAL.

SENIOR HOUSING.

COMMERCIAL.

The impressive inventory of properties that EPH has been involved in spans the globe and includes every
major sector of development. The portfolio continues to grow with marquee shopping malls, brand name
hotels and resorts, the burgeoning senior housing market, and a keen interest and active involvement in
residential opportunities in prime locations including the Bay Area of Northern California.

work

get to

WORK.
It’s what we all do. It’s what makes us great and turns the wheels. It broadens our reach, spans the
distance, brings us closer and moves us forward. Work. The history of it is nothing short of amazing.
Incredible accomplishments of unbounded minds backed by humans and machines changing the shape
and scope of the world around us, forever. Work. Here we look a bit at the past and offer you what
we can do for your future. Onward.

details and specifications
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getting to work
This is what it’s really about, isn’t it?
At the end of the day, when the brand promises and the value propositions and the mission
statements fade into the background, the work is what remains.
Some of our clients work with us as an enterprise partner because they love the one-stop
access to everything they need, from the strategy and creative design to the execution
across media. Others choose us for individual projects because, whether it’s printed,

The Golden Gate Bridge
San Francisco, CA
1933 - 1937
1.2 million rivets, 27,572 strands of wire, 8,981 feet abutment
to abutment and painted International Orange to complement
its natural surroundings—arguably the most beautiful and certainly

Who We Are
The Pace Group is the marketing strategy & execution partner
of choice for our diverse and respected group of clients, including
City National Bank, the University of Southern California,
the Huntington Library and Prime Healthcare.
The Work We Do
Creative Strategy & Design
Print Communications

emailed, stamped or posted, we pour every ounce of our quality, craftsmanship, minds

Data Management & Security

and souls into our work.

Variable Data Print (VDP)

So when push comes to shove and the work needs to get done, the what, how and why of

Digital Marketing

what we do is what matters most to you, and makes us who we are.

So, let’s roll up our sleeves and get to work.

Marketing Resource Centers (MRC)
Mailing
Warehousing & Fulfillment

the most photographed bridge in the world stands today as a legacy
to the untold (the actual figure is not known) workers who spanned
the San Francisco bay with an 887,000 ton art deco masterpiece.
Many said it couldn’t be done. A few never gave up.
Millions embrace it as their own. And there’s
nothing like her in the world.

the pace group

details and specifications
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work strategy & creative
A single, inspired spark blazes to life and flickers in the darkness before giving light to an
idea so powerful that it sets the market on fire. Indeed, great creative ideas seem almost
effortless, but in truth require much more than simply striking a match.

We begin with a thorough Discovery process, the who, what, when,
where and why of both your business and your market. Understanding who you are and
the challenges you face is the topsoil into which we plant the seeds for success.

S e c o n d Av e n u e S u b wa y
New York City, NY
2011
Projected to serve over 560,000 daily riders when completed,
it was originally proposed in 1919 but was crushed by the Great Depression.
Now fully funded, Phase I–two miles in distance with three stations–will open in
December 2016 at a cost of $4.45 billion. Passing through rock, soft ground,
faults and shear zones the hard rock Tunnel Boring Machine progresses
under millions of Manhattanites and square feet of high-rise
at a rate of 66 feet a day. Every foot hard-earned,
a marvel of underground engineering and
over-the-top human determination.

With clear objectives, we move on to the Plan. Determining the message, along with how,
when and to whom it will be delivered. In other words: right offer, right person, right time.
A great plan then needs precise Execution. Our team of professional craftsmen takes
great pride in delivering the message, with pixel-perfect attention to detail, onto the
page or screen.

CLIENT SPOTLIGHT
Prime Healthcare owns and operates dozens of hospitals
in the U.S. and has been named a Top 15 Health System
in the nation by Thomson Reuters.
Growing rapidly, Prime Healthcare retained The Pace Group
to better define its brand position as an organization dedicated
to “Saving Hospitals. Saving Jobs. Saving Lives.”
From creating a brand guide to developing new patient
folders to enhancing the corporate website, The Pace Group
is helping Prime Healthcare better communicate its position
as one of the nation’s top healthcare providers.

But our work is not done. We Review continually and Adjust accordingly.
And we never stop listening.
Brand Discovery and Development
Brand Activation
Integrated Marketing and Advertising
Strategic Planning through Execution
B2B • B2C
Creative Concept and Design
Print
Broadcast
Web
Social

The Empi r e State Bui l di ng
New York City, NY
1930 - 1931

details and specifications

Steel and Limestone, 102 stories and 1,454 feet tall, erected on
5th Avenue between 33rd and 34th streets, it stood as the world’s tallest
building for nearly 40 years. Named one of the Seven Wonders of the
Modern World by the American Society of Civil Engineers, the Art Deco
American cultural icon is a testament to hard-working labor entering

work print

immigrants from Europe, along with hundreds of Mohawk
ironworkers built her in just 410 days, towering above
all else, celebrating achievement where it had
never reached before.

t

even harder economic times for the country. 3,400 workers, mostly

Print is dead.
At least, that’s what we’ve been told. And yet, just last year, we printed on 1.2 million pounds
of paper, the equivalent of 120 million individual sheets.
We printed some cool, soft touch mailers for City National Bank. We also printed some slick,
glossy catalogs for Helmet House. If you shop at Trader Joe’s, you saw a bunch of our labels.
And the proud parents of USC graduates are probably pinning our programs in scrapbooks
as you read this.
From our prepress team, which perfectly prepares your artwork for the press, including color
correction, imposition, trapping and screening, to the pressmen running our two 6-color Komori
offset presses and the HP Indigo digital press, to the bindery team cutting, folding and stitching,
we have the skilled, experienced people and the right equipment to handle virtually any print job.

And we’ve been doing it for a long time. Since 1975, in fact. That’s because
we, literally, deliver on our promises. Our On-Time Delivery (OTD) rate is 99.2%, better than both
FedEx (88%) and UPS (91%). And our Client Quality Acceptance (CQA) rate is 99.6%.
Well, nobody’s perfect.
Still, at the end of the day, you don’t just buy print. You’re not just buying the ink on paper,
no matter how gorgeous it is (and we can show you some pretty gorgeous samples).
But you do buy information. You also buy inspiration. You certainly buy memories.
And we definitely print plenty of those.
So print is dead. Long live print.

SUSTAINABILITY PROMISE

As a member of the Forest Stewardship Council (FSC),
we support a mission of promoting environmentally sound,
socially beneficial and economically prosperous management
of the world’s forests.
We often print on FSC certified paper and utilize soy-based
inks, which are more environmentally friendly and easier to
recycle. And speaking of recycling, The Pace Group does its
part as well, recycling tons of paper every year.
We owe everything we are and everything we do to our
Earth, and The Pace Group is dedicated to protecting it
for generations to come.

Komori Lithrone 40", 6-color offset press
Komori Lithrone 28", 6-color offset press
Indigo 5500 19", digital press
In-house Prepress Services
In-house Bindery

details and specifications

T h e S p a c e S h u t t l e Co l u mb i a
Palmdale, CA
1975

embodied man’s engineering mastery and unbounded imagination, and in
the end showed us just how fragile and consequential exploring the limits of
space and our potential can be. Seven crew members lost their lives on
February 1, 2007, and the news of tragedy spread around the world.
They—Rick Husband, William C. McCool, Michael P. Anderson,
David M. Brown, Kalpana Chawla, Laurel Clark and Ilan Ramon—
are honored today at the Patricia Huffman Smith NASA
Museum’s “Remembering Columbia.”

work data
t

The first space-rated Space Shuttle in NASA’s fleet, the Columbia

Ever received mail for someone else, even though you’ve been living in your home for years?
Maybe coupons for baby food, even though you don’t have children? Or discounts on Lakers
gear, but you’re a Clippers fan?
We’ve all been there, victims of the nefarious and sometimes pervasive Bad Data. It lurks
in the darkest corners of your database and hides in the deepest rows of your spreadsheet.
And when unleashed, it causes chaos to your bottom line.
Fortunately, with our data cleansing services, including NCOA, CASS and email validation,
we can transform Bad Data into its alter ego, Good Data.

CLIENT SPOTLIGHT
The Japanese American National Museum (JANM) opened
its doors in 1992 as the first museum in the United States
dedicated to sharing the experience of Americans of Japanese
ancestry as an integral part of U.S. history.
JANM retained The Pace Group to boost membership
while experimenting with messaging that appeals to a
younger generation of potential supporters.

Good Data is the key to successful customer acquisition campaigns and loyalty
programs. With our data augmentation and list acquisition services, we’ll help you target
both your current, and your potential, best customers with offers too good to refuse.
Internal communications get a boost from Good Data as well. Your benefit packages and
compensation summaries will be as unique as the individual reading this.
Most importantly, we take data security very seriously, transmitting it via SFTP, storing it
in physically and programmatically secured locations and partnering with PCI certified
software providers so that, Good or Bad, your data won’t be found where it shouldn’t be.

The Pace Group utilized augmented data from JANM’s
existing database and a purchased list of similar individuals
to create a campaign with 224 distinct variations based on
geography, prior support level, active / lapsed status,
media type and messaging theme.
JANM saw a response rate nearly double that of prior
campaigns and an increase in revenue of nearly 15%
thanks to the use of variably targeted copy and imagery
in the campaign.

details and specifications

Ho o v e r Da m
Clark County, NV
1931 - 1936
Dedicated by President Franklin D. Roosevelt on September 30, 1935,
the dam was built despite the turmoil of labor demands and union activists.
Tens of thousands of the unemployed rushed to the Nevada desert in hopes of

work vdp

of the Colorado River. The first concrete was poured on June 6, 1933,
and the last of the 3,250,000 cubic yards five years later. More than
582 miles of cooling pipe were placed within the concrete
to provide optimal curing, with enough concrete to pave a
two-lane highway from San Francisco to New York.
Amazing. Overwhelming. Accomplished.

t

finding work building the 726-foot high arch-gravity dam in the Black Canyon

We live in a customizable world. From cups of iced, triple shot, soy, half caff caramel
lattes (with extra ice) to create-your-own pizzas and burritos, what you eat and drink is
now tailored to your very specific preferences.
Likewise, your marketing programs can be just as specific. Long the domain of digital
communications, personalization of print is also possible, thanks to VDP.

VDP means variable data printing. It can be used to populate mail merge
fields and do tricks like write names into photos of clouds. But, really, VDP, like your
coffee, can also be quite complex.
That’s why we have VDP experts on staff who can not only map variables to, literally,
hundreds of data fields, but also create complicated “If-Then-Else,” layering and text
transformation rules that personalize everything from charts and graphs, to images
to paragraphs, or even entire pages, of printed content.
And since accuracy is not optional, we employ a rigorous proofing process. After all,
there’s nothing more disappointing than lifting that cup to your lips and realizing you
got someone else’s drink.

CLIENT SPOTLIGHT
Towers Watson is a leading global professional services
company with 16,000 associates around the world.
Fortune included Towers Watson on its list of the
World’s Most Admired Companies four years running,
2012-2015.
Towers Watson provides benefits package information
to its clients and turned to The Pace Group to produce
this highly customized and confidential information.
Collaborating with graphic designers and database
administrators, Pace maps the numerous variable data
fields, writes complex “If-Then-Else” logic, proofs, prints
and ships the booklets, all while handling the data in a
secured environment that allows Towers Watson and
its clients to feel confident that their valuable information
never falls into the wrong hands.

So, anyone else suddenly in the mood for coffee?
Secure Data Handling
Variable Content Logic
Digital Printing
Extensive QA & Proofing Process
Full Service Project Management

details and specifications
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work digital
It’s not personal. It’s just business.
But while The Godfather may have been able to separate them, doing business in the
digital age means getting personal.
Let’s start with websites. If you’re like 80% of individuals, you go online and spend an
average of 79 days researching a major purchase before buying. Using best-in-class
technologies, our web experts can speed up that process by serving up offers and
information on a website that are more relevant to you.

CDC 6 6 0 0 S u p e r Co mp uter
Chippewa Falls, WI
1965
Considered to be the first successful Supercomputer, the CDC 6600
was the world’s fastest computer from 1964 to 1969. An accomplishment
that technically would take pages to explain, the real story of success is
much more inspiring. Seymour Cray, chief architect of the 6600, tired of
management interference, was given free rein to pursue his dreams
of bigger, faster computing. The 6600’s outperformance of IBMs 7030
did not go unnoticed...nor did the fact that great minds
unencumbered by rules and regulations can move mountains,
and data, faster than was ever thought possible.

After you’ve visited a website, you may still not be ready to buy for another few months.
Our email, search and social media experts keep the conversation going with relevant
communications in the places where you live online, such as Facebook, Google
and your inbox.

And don’t forget, online doesn’t just mean computer screens anymore.
It means tablets and smartphones too. In fact, we blew past the mobile tipping point some
time ago, and the majority of website visits and email opens are occurring, literally, in the
palms of our hands. Google’s search algorithm now takes into account whether or not
a website is mobile-friendly. And when you visit a site or receive an email that isn’t,
you probably do too.

CLIENT SPOTLIGHT
KORA Organics is an organic skin care company
founded in 2009 by Australian supermodel Miranda Kerr.
With a desire to break into the robust U.S. skin care
market, KORA Organics retained The Pace Group to
re-platform its ecommerce website and develop and
manage a sales and marketing plan targeting
American consumers.
From launching a new, mobile-friendly website,
to growing and enhancing an email database to
improving KORA Organics presence on social
media sites and search results, The Pace Group
was able to generate sales and increase exposure
of the product line in the U.S. and beyond.

Website Design, Development & Optimization
Content Marketing (Blogs)
eCommerce
Email Marketing
Social Media
Search & Display Advertising (PPC)

details and specifications

work mrc
An MR...what? MRC stands for Marketing Resource Center. It also stands for peace of mind.
Why? Does any of this sound familiar?
Dozens, hundreds or even (gulp) thousands of locations are calling you for brochures and
signage and letterhead (oh my).

CLIENT SPOTLIGHT
City National Bank’s 3,300+ associates manage
nearly $34 billion in assets on behalf of its varied
clientele of entrepreneurs, professionals and
entertainers across the continent.

Everyone wants something different. Maybe it’s as simple as changing an address.
Or maybe it’s as complicated as swapping out images, paragraphs or pages of copy and tables
of data. And, of course, they want it now.
But then, almost as soon as they’re printed, you’re recycling those materials because they’re
already outdated. And the phone is ringing again. Now instead, imagine this:

Fi r st Tr ansconti nental Rai l r oad
Promontory Summit, UT
1869

• They log into a secure website and have every piece of your marketing
		 materials at their fingertips
• They customize specified areas of the materials to their needs

Driving the “Last Spike” on May 10, 1869 established a coast-to-coast

• They order as many, or as few, as they want at anytime, day or night

mechanized transportation network that revolutionized the settlement

• We print and ship it directly to their door

and economy of the American West. It was one of the most significant and
ambitious technological feats of the 19th century, following in the footsteps
of the Erie Canal. From the climb to Cheyenne from North Platte to the
eleven tunnels of the Central Pacific, the untold number of workers
pushed mountains, forged waterways and crossed unforgiving
tests of will and determination. They laid a 1,907 mile-long
band of steel that forever changed our union
and the future of millions.

In other words, MRC + Pace = POM.
Marketing Resource Center + Pace = Peace Of Mind. It all adds up.

CNB wanted to ensure brand and message uniformity
across its 75 branches. It also wanted to offer customized
print and electronic materials with fast turnaround times
and instant proofs.
By creating and managing the City National Marketing
Resource Center, The Pace Group has provided hundreds
of users with instant access to over 300 customizable
and static materials. And by centralizing purchasing,
CNB is able to access customized reports and control
costs while relieving its marketing team of much of the
administrative burden.

details and specifications

I v a n p a h S o l a r P o we r F a c i l i t y
Mojave Desert CA
2010

definitely is reflected by over 170,000 heliostats at three 450-foot tall
power towers, heating water to more than 1,000 degrees Fahrenheit,
producing steam that drives Siemens SST-900 turbines that generate
electricity. The Ivanpah facility is the largest in the world and cost
2.2 billion dollars. Fully operational the facility will power over
140,000 California homes while reducing carbon
emissions by more than 400,000 tons annually.
The future of power and a healthier world shines
bright in the Mohave desert.

work mailing
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Controversial for some. Courageous for others. The future most

In many ways, mailing something feels like magic: stick a stamp on an envelope,
drop it into a dark hole and, *poof*— no matter rain, sleet, snow or dead of night,
out pops your message on the other side.
But the truth is, while delivering your mail might involve some tricks, we won’t let
the USPS play slight-of-hand with your mailing dollars.

Begin with bringing our print and mailing specialists into your
creative process as early as possible. Because the USPS charges
different rates based on the dimensions of your mailing, trimming a few centimeters
off that oversized postcard could trim more than a few dollars off the cost
of your postage.
And from putting the right number of tabs on your self-mailers to the placement of
your Intelligent Mail Barcode, we’ll also make sure you don’t run afoul of even the
most esoteric postal regulations.
Next, we’ll clean up your mailing list so you don’t waste postage on a message
that never reaches its intended recipient. Processing your list with NCOA and CASS
certification may not be as exciting as pulling a quarter from behind your ear, but it
can certainly be more lucrative.
We’ll even evaluate your postage and sorting options to help you get the best
possible rates. Because as any good magician knows, sometimes just knowing
the right order of the cards is what matters most.

CLIENT SPOTLIGHT
Kaiser Permanente is a community of 17,000 physicians
committed to providing excellent health care to nearly
ten million people across the U.S. Kaiser Permanente has
also had the most No. 1 rankings among U.S. commercial
health plans seven years running (through 2015).
When Kaiser Permanente opened the doors to several
new “Shop KP” stores in Northern California, their agency
partnered with The Pace Group to develop and execute an
integrated direct mail and email campaign to prospective
customers in the region.
The customized mailers, with variations based on
geography and language, were a smashing success.
Over 20% of recipients responded to the offer, helping
KP’s new locations “thrive” with a steady stream of
foot traffic and potential new customers.

details and specifications

Hubbl e Space Tel escope
Washington, D.C.
1990

the Hubble Space Telescope, with its 2.4 meter mirror, peers into the
deepest of space and time in near ultraviolet, visible, and near infrared
spectra. It has not only led to breakthroughs in astrophysics, it is seen as
both an invaluable research tool and an inspiration to the science and
study of astronomy. Maybe more than anything, it has taken our
greatest minds and today’s most advanced technology to look
further back into our beginnings than ever before.
Our origin is out there... and through hard work
and brilliance it will be discovered.

work warehousing
and fulfillment
t

Overcoming setbacks, technical difficulties, disasters and flaws,

Have you ever felt “the woosh?”

Client Spotlight

If you’ve opened an iPhone or iPad box, you have. Steve Jobs was so obsessed with
how his products were packaged that a room at Apple was dedicated entirely to the process
of opening boxes. If the box didn’t “woosh,” in other words, open with the perfect amount of
resistance to create a woosh-like sound and feeling, it was back to the drawing board.

As part of our engagement with KORA Organics to
expand into the U.S. skin care market, The Pace Group
was also retained to create a U.S.-based fulfillment center
for all North American orders.

As Jobs knew well, your brand extends far beyond your logo, website and advertising.
It extends right into your customer’s hands, and they will remember the experience of
receiving your product, for good or bad.
That’s why our professional warehousing and fulfillment team makes sure that everything
about the management of your inventory, from storage to pick-and-pack to shipment is
handled with the utmost care:
• We’re experienced with multiple best-in-class ecommerce and fulfillment
		 platforms to ensure the integration of processes and systems is seamless
• Your precious inventory is in good hands in our climate-controlled, secure storage facility
• We pick and pack on your ideal schedule; every day or every hour, the frequency
		 is up to you
• Accuracy is vital and our barcoding system and quality assurance process ensures the
right product gets delivered, on time, every time
Last, but certainly not least, we have creative packaging and printing specialists to consult with
you and create the “woosh” experience that your customers will remember.

To ensure product fulfillment was seamless, we integrated
KORA Organics’ existing inventory management software
into our team’s workflow process.
Further, KORA Organics wanted the receipt of the
product to feel like a personal communication with founder
Miranda Kerr and an extension of the brand’s organic mission.
The Pace Group utilized bamboo bags and personalized
blessings cards from Miranda to create a shipping package
as unique and memorable as the product inside.

pride

why we work
What sets Pace apart is their unmatched
expertise behind the scenes – their process.
Whether it’s complicated data management,
variable printing challenges or the logistics of
a campaign deployment, the Pace team
always makes it work and delivers on time.
They communicate clearly from the start.
They proactively offer solutions that can
make a project more efficient, cost effective
or take it to another level. I truly value the
peace of mind I get working with Pace.
— Tony Sweeney, SVP,
Creative Director, City National Bank

Pace has performed an integral role for KCRW
for over twenty years, providing solutions to our
print communications needs reliably and with
the highest degree of quality in the industry.
For me, the distinguishing characteristic of
the Pace staff is that they take the successful
implementation of my projects personally. They
understand my pain points and craft solutions
that allow me to sleep well at night. They take
it upon themselves to become intimately
knowledgeable, not just about KCRW, but also
about our supply chain. Pace cares about our
success as much as we do, and that’s what I
need in a partner.
— Gregg Lewis,
Marketing / Art Director, KCRW

Of the many attributes Pace brings to the
table, the most valuable to me would be the
consistent, first-class quality of everything they
produce for us. This is regardless of the type
of project, the intensity of the turnaround time,
or the multitude of changes we throw at them.
They truly make it easy for us and we never
have to worry when we partner with them.
To put icing on the cake, the people at Pace
are always cheerful and accommodating, and
their attention to detail is impeccable. In eight
years of working with Pace, I have never once
been disappointed. I really could not
say enough good things about Pace!
We love them. End of story.
— Amanda Schoenemann,
Creative Director, Bank of the West

How can we WORK for you?
We got you. It’s what we do.
Every step of the way, from beginning
to end, we challenge ourselves with
the single objective of making sure that
you experience the thinking, execution
and service that’s beyond what you
expect. Always. That, simply put, is
“We Got You.”
Call us or visit our website.
1.626.913.2108
engagepace.com

In over fifteen years of working together,
Pace has never let me down. To me, they are
everything a business partner should be.
They not only deliver on their commitments,
they offer ideas and options that enhance the
success of my projects. They “get it” that I need
their expert advice and critical thinking as much
as I need their technical operational abilities.
— Dennis Matsuo,
Vice President, Marketing Program Manager,
Wells Fargo

the pace group
Marketing Strategy and Execution

