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PRIMARY FOOD

Nutrition is a secondary source of energy. Primary foods, or nonfood
sources of nourishment, are what really fuel us. As children, we all

lived on primary food. Lovers thrive on the pure bliss and peace they
are experiencing, while passionate entrepreneurs are fueled by their

work. The excitement and rapture of daily life can feed us more
completely than any food.

Imagine children playing outside with friends. At dinnertime their mother calls to them, “Time to come in and eat!” “No mommy, I'm not
hungry yet,” they respond. At the table, the mother dutifully ensures that the children leave no morsel behind. The children reluctantly
force down the minimum requirement, eager to get back outside and play. At the end of the day they return, exhausted and satisfied
They quickly fall asleep without thinking about food at all. Can you remember being deeply in love? Everything is light and warm, colors
are vivid, and life is full of joy. You're high off your lover's presence, sustained and exhilarated by the blissful connection. You float on air,
and food becomes secondary. Think back to a time when you were involved in an exciting work project. You believed in what you were
doing whole-heartedly and felt confident and stimulated. Time stopped, and the outside world was muted — food was an afterthought.
Now recall a time you were depressed or experiencing low self-esteem — you were starving for primary food. No matter how much you
ate, you never felt satisfied. The need for love, power, or mere acknowledgement drove the desire for excess food.

PRIMARY FOOD GOES BEYOND THE PLATE, NURTURING US ON A DEEPER LEVEL.
THE FOUR MAIN PRIMARY FOODS ARE:

06O

CAREER RELATIONSHIPS PHYSICAL ACTIVITY SPIRITUALITY

The more primary food we give ourselves, the less we depend on secondary food. On the contrary, the more we fill ourselves with
secondary food, the less space we leave for primary food — our true source of nourishment. Many religions and cultures practice
fasting to reduce secondary food, opening channels to receive a greater amount of primary food

Take some quality time to explore your personal balance between primary food and secondary food.
Which area could use some attention?

© Integrative Nutrition, Inc. | Reprinted with permission

CLIENT HANDOUT

HEALTH COACHING RESOURCES COLLECTION | INSTITUTE FOR INTEGRATIVE NUTRITION

FOOD IS LIFE. | WHAT ARE YOU EATING?

HEALTH COACHING:
Food matters.

Health
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CUSTOMIZABLE BROCHURE - FRONT

DANIELLE ESPERANZA

Certified Health Coach
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What can health coaching do for you?
Explore more @ www.strongandfreehealthcoach.com
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12 STEPS TO
BETTER HEALTH

FINAL DESIGN PREVIOUS DESIGN

»
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Ingredients (s S0
2cups water
leup dry quinoa
Yecup raisins
% cup chopped walnuts
2-3Tosp agave nectar, to taste

%cup balsamic vinegar

Woldorf Balod

by Sarah Sunshine Kagan

1-2 medium-sized apples.
S stolks celery

% red onion, minced

2-4Tbsp olive oil

Yetsp salt

Ingredients (axes 15 follr

3Tosp chickpea flour
2tsp cumin

%tsp of both black pepper
and red pepper flokes

Wcup parsley

Itsp baking powder

by Sarah Sunshine Kagan

100
L can chickpeos, drained and rinsed
Lsmal orion, minced
4 doves goric
Lemon.jiced

salt (to taste)

Instructions

Cook the quina aceording to basic
quinoa preparction method with the
2 cups of water.

n

Core and chop the apple(s).

w

Slice the staks of celery length wise ond
then chop into bite-sized pieces.

4 Mince the red onion and combine.
everything in a large bowl with quinoa,
raisins. and walnuts.

S Whisk together dressing.

& Pour the dressing over quinoa and allow
<alad to rest for 1S minutes before serving

(O ——

Instructions

1 Preheat oven to 375 degrees Fahrenheit
Line o baking sheet and lightly grease.

2 Combine allingredients except for flour
and baking powder in a food proce:
and process until you have G paste (you
can do this by hand f you don't have
food processor).

3 Add the chickpea flour and baking powder
and mix wel.

IS

Use @ spoon to form individud patties.

Drop onto baking sheet and bake for
12 minutes per side.

[ Y —

Ingredients 20 min

Yocup ground flaxseed
Ycup  salted sunflower seeds
Yecup crunchy almond butter
Ytsp cinnamon

lewp oots

Nlutten Bites

by Sarah Sunshine Kagan

crushed nuts + cacao powder for roling
2Tosp chio seeds

2Tosp cacao powder

Y cup honey

Witsp vonila

Ingredient:

©0

3 carrots (or 12 ounces organic carrot juice)

7l T v

Integrative Nutrition
Original Recipe

1Tbsp  spiruiing or chiorella powder

TIP: Try different types
of greens and super-foods

Instructions

1 Combine all ry ingredients in @ bowi In o
separate, shallow dish mix together your
crushed nuts + cocoa powder (for roling).

2 Melt your aimond butter (or whatever nut
butter youre using) on the stovetop unti it
is ust barely iquic. Allow the mixture to cool
signtly. and then st in the honey + vanila

2 Pour over the dry ingredients. and mix
unti everything s well incorporated and
sticking together

4 Using your hands, pinch alltle bit of a
batter at a time and rollnto balls between
your palms, Roll each ballin the nut + cacao
mixture to give it @ rice crunchy coating

@ regaensntincon®

Instructiol

1

Juice carrots in a uicer or purchase fresh
carrot juice from a health food store.

to see how they affect
you differently.

2 Add spiruina tojuice and mix very well

3 Drink slowly and enjoy your energy.

@ mogovensioncomd
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The Center for Progressive Recovery presents

What is a RECOVERY COACH?
ANY TRAINED PERSON

WHO HELPS PEOPLE WITH ADDICTIONS.

LESSON 1 OF A 13-COURSE, SELF-PACED, CERTIFICATE
ON-LINE & MOBILE TRAINING PROGRAM AT
www.centerforprogressiverecovery.bloomfire.com

RECOVERY _ ==,

- ADDICTION COACH,
ADDICTION RECOVERY GOAGH,
RECOVERY BUDDY,
RECOVERY MENTOR, ETC.
COURSE CREATOR

Michael V. Pantalon, Ph.D., Founder & CEO of 920F
www.centerforprogressiverecovery.com ° °

Why become a PROGRESSIVE

\Who can become a RECOVERY COACH?
ANYONE WHO WANTS TO HELP PEOPLE WITH ADDICTION
AND/OR THEIR LOVED ONES: /“\ )“\ )“\ /“\ ’“\ /ﬁ\ l“\ l“\ )“\ )“\ UNLY 1 IN 10
ANYONE WHO ISWILLING GET HELP
T[] BE TRA'NED In2011, 19 million people failed to get treatment.

LACK OF INSURANCE s vt e st

RECOVERY COACH (PRC)?

LACK OF MOTIVATION R a1 tained ’ ‘
You don’t need to be in recovery, but you can be LACK UF KNUWLEDGE hEIpswz;;: t::;"::th;z
You do not need a degree or ;larior experience: UF TREATMENT SYSTEMS WITHOU.I;:sEl:;Fn,e':f:r?tlu?:eu?rzgt?nc::tsss.
1 / Family members need help too
O irn Q [« LI -

»
PRC TRAINING COURSE | THE CENTER FOR PROGRESSIVE RECOVERY %
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8 Mobile Experts Share Tips on
Solving For Cross-Device Attribution

CLICK TO START @

PAUL PELLMAN
Overcoming Attribution
Challenges

€3 Metrics

JEFF GREENFIELD

Building an
Attribution Model

MAGNE+IC"

NICK JORDAN

Implementing a Cross-
Device Strategy

@ Integral

KIRIL TSEMEKHMAN
Measuring and Applying
Attribution

In this ebook, experts share their tips and advice on several topics:

. = - @ e

facebook

LAUREN GRIEWSKI
Personalizing the
Mobile Experience

STEVE DEANGELIS

Mobile Attribution -
An Agency Perspective

® MAGNETIC COM

INFOBMAGNETIC.COM

To aid you on your quest to attribution nirvana, Magnetic rounded up industry experts from
its Attribution Revolution series, including rockstars from Google, Tapad, Facebook, PlacelQ,
C3 Metrics, Integral Ad Science, M&C Saatchi Mobile and Magnetic.

Place[[®

DUNCAN MCCALL

Measuring the Customer
Journey with Mobile

MAGNE+IC’

JAMES GREEN

Creating an Omni-
Channel Strategy

W GMAGNETICIS

TIPS FOR OVERCOMING ATTRIBUTION CHALLENGES
Paul Pellman, Director/Head of Adometry, Google

How is mobile changing the game for advertisers?

Mobile is how most people are interacting with the web, and it's now
changing the way that people are interacting with each other. For a lot of
market segments, mobile is the only way that people access the Internet.
As a marketer, i's an incredibly powerful vehicle to reach customers, if
used appropriately. It's extremely important because it has scale.

What do you think is the greatest challenge for
mobile advertisers?

Although mobile has scale, it offers some great challenges in regards

to conversions. An online form, for example, just doesn’t work as well

'on a mobile device for some types of conversion. If I need to fill in a lot of
information on a complex form (to apply for auto insurance, for example), 'm
probably going to go to my laptop versus using my mabile phone.

So as a conversion vehicle, mobile can many times fall short.

But, there are some examples where mobile is actually working well
to drive conversions. Some flash retail sites, for example, are driving

an incredible number of transactions through mobile devices. If you've
connected your phone to your registration (and credit card information),
you're immediately alerted when something goes on sale. And, you can
immediately look at it, and push a button to purchase.

MAGNE+IC”

How do marketers need to address attribution with

mobile devices?

As a marketer, you have to take into account the different devices people
are using, or you'll have an incomplete picture. Users are seeing a
stream of media across their different devices, and to really understand
performance, you have to determine how to fractionally allocate credit
acourately across that stream of media.

We currently live in a last-click, last-touch world, and that undervalues the
real impact that mobile is having on conversions. If you are using a last-
click, last-touch model, and you're ot taking into account cross-device
influences, you're never going to be able to do mobile marketing well If
you are really looking at mobile as a channel you want to use, you need to
have a measurement platform that works with your media efforts to ensure
you understand the real credit that mobile is getting.

My advice to any organization that is serious about understanding the
impact of all marketing efforts s to first do an honest assessment of what
You can measure. Identifying the holes, or where the data is lacking depth,
typically will lead you to the areas where investing in data science will have
the greatest impact.

@ MAGNETIC.COM INFO@MAGNETIC.COM

W GMAGNETICIS

We currently live in a last-click, last-touch world,
and that undervalues the real impact that

MAGNE+IC"

mobile is having on conversions.

— PAUL PELLMAN
Director/Head of Adometry

Google

@ MAGNETIC.COM INFOBMAGNETIC.COM W @MAGNETICIS

EBOOK |

MAGNETIC £
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tal marketing has taken over brands of
all izes. Some brands have moved massive
CIERDETE ST R T

are stil testing the waters. The rising
R race 1 oce for WENGIES
to getin front of their customers early on in
B
the way. Regardless of the company size or
e e e e
‘customers and drive conversions.

Magnetic focuses on propelling companies
forward through the combined powers of
intent data and digital advertising. We solve
challenges associated with reaching the right

‘audience at scale and allowing our customers to
ngage their audience during the consideration
and influence stages of their purchase path.

MAGNE+IC

Magnetic's data scientists are continuously
testing and applying new ways to mine and
categorize data to increase scale and achieve:
the most optimal campaign results. By
constantly analyzing our data, including strong
signals of intent from search keywords and site-
level activity (in addition to browsing behaviors,
time factors and location), we can
understand our clients’ audience throughout
their journey and determine how valuable they
re as a consumer. As a result, this information
can all be used to “re-market” a particular user
or audience, also known as site and search
retargeting.

MAGNE+IC

OUR DATA
STREAMS

Magnetcstochnology connects
ourdata across consumer touch
o based on a specic, yet
anomymous 1D For example, a user
may have searched for a “New

APPLYING
THE DATA

7
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Information and locaton signal. retar or & travel brend,

DATA THAT INFORMS CONSUMER INTENT

ELECTIONES (T3) Lutope LoDV, Sound sstms Kinle, Gamera. P cass, Sovaro

FANCIAL Mortgage calculator, Stocks, Banks in New York, Investing, Business,
Personal finance, 401K
J— Dog walking, Restaurant reviews, Yoga, Photography classes, Baking recipes,
h Instruments, Weddings

Summer trends, Blue shoes, Oniine coupons, Flowers, Discount furiture,
o

RETAIL
Office supplies, Luxury goods

e Flights to Paris, Vacation rentals, Holday specials, Top destinations, Hotels,
Camping, Beach packages
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DIVING INTO THE
CONSUMER FUNNEL

A majority of consumers bogin their purchasing joumoy  This is dono through search rotargeting. By taking
‘and quost for information at the very 1op of the funnel by ntent from search querios and using it o inform your
utlzing search engines. Within this stage, most marketers  digial advertsing strategy outside of the search engine,

use intent in the form of search engine marketing (SEM).  marketers can reach and influence new prospects as
But, what happens after they leay 3

‘and continue searching on other types of sites, and then

take a shopping or researching break by absorbing other At the bottom of the fumel, after a consumer actually

types of online content?

The middie fumnel stage,

‘media and search more intontly is whero markoters have
e strongot soportuty to foonce rand preferonce  prospateor i cross 1 and Upselappeioo.
‘and purchasing decisions by driving consumers to visit

‘awebsite or physical store.

PROSPECTING
WITH INTENT

RETAINING
WITH INTENT

the search engine  they confinue along their path to purchase.

where customers. consume

There 52 searc

have nover ben 1o thei e, enabing them 1o connect with new Prospacs, engage
them eary on and drive them degper into the funnal
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nsurance, trave, i package goods

(CPG. reta,

our
ts the right
messaga n front of the fight audienc.

Once a consumer has visted your sie, there s no reason 1 et them o, By taking

and other sgn

thei it behavors

and browsing patterns.
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HOW INTENT FLOWS

MAGNE+IC

ADVANCING INTENT
ACROSS CHANNELS &

KEY CONSIDERATIONS
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BUILD A STRATEGY AROUND DATA
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A CROSS-SCREEN LENS
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ACOG: Patient Story Video

WOMAN #1 VO: My body doesn’t lubricate like it used to.*

Video: Zoom into “A” as liquid drop forms and moves downward.

F10

i¥) | OCCUPIED

WOMAN #1 VO: ...that just won’t go away.*

Video: Bathroom icon places hands over vagina and bends her knees.
Vacant sign turns into occupied sign.

Fo08 F09
WOMAN #1 VO: And that’s a problem. A BIG problem. It’s raw. Burning...* WOMAN #1 VO: Like | have an infection...*
Video: Top of exclamation point pushes the drop downward and forms Video: Zoom back out to reveal women’s bathroom icon and vacant sign.

an urgent warning sign.

F11

)IED

F12

ANNCR VO: On the surface, everything... ANNCR VO: ...may seem fine but...

Video: Bathroom door slides over as transition to reveal woman #1’s silhoeutte. Video: The door slides off screen to reveal a heart and husband’s silhoeutte.
Silhouette’s expression is happy.

STORYBOARD FOR THEREPEUTICSMD | HAVAS PRODUCTION STUDIO
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I PATIENT
PRECISION
0 ANALYTICS SOLUTIONS

qer, we can create aworld
eople with diseases don't
ind therapies...

Using Data to Save Lives erapies will find them.

We can make a difference in patients’ Lives, but frst we.
‘must find the

By connecting patients to
companies like yours to find people who are suffering from
disease._befare they are even diagnosed.

15 10 the care they need, we empower

Meet Tara Grabowsky, MD
Chief Medical Officer

ABOUT
SOLUTIONS
VIEWS
s | venco] | CONTACT
wiriere PEUPlE’
with diseases’
don’t havé™o
~find therapie

Therapies

HAVAS HEALTH VENCORE WEBSITE DESIGN | HAVAS HEALTH VENCORE



MEDICAL COMMUNICATIONS

~NTIATE YOUR DATA...EDUCATE YOUR AURIENCES

e ATE YOUR POSSIBILITIES

es You the Power of Sciehce that Activates™to Advance Your Brand

OUR
FUNDAMENTALS

@ WATCH VIDEO

' N
'&E‘?‘gs ACTIVATE i
otﬁ@clENCE"

EFINE
YOUB IBILITTES
TOGETHER
L

SYMBIOTIX WEBSITE DESIGN | SYMBIOTIX + HAVAS PRODUCTION STUDIO
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DESIGN #1 LOGO HORIZONTAL
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l Righteous Regular
Roboto Condensed Light Italic
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Raleway Bold
Roboto Condensed Light
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EUPHORUS
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COLORS FONTS
Proxima Nova Bold

= Alegreya Sans Thin
]

FINAL LOGO DESIGN

UNUSED LOGO OPTIONS

FINAL PRODUCT

FILM PROP LOGO DESIGN | JASON HAMMONDS, DIRECTOR



STACKED COLOR LOGOS

wellness wellness

TODAY  TODAY |HICIDJANG

STACKED BLACK, GRAYSCALE AND KNOCK-OUT LOGOS

welness — wellness
TODAY TODAY |BIesyN%

Gotham Light

LOGO DESIGN | WELLNESSTODAY.COM
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