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NORTHEAST PLAZA

YOUR (NEW)  
HAPPY PLACE
OPENS FEB 19

NORTHEAST PLAZA

YOUR (NEW) 
HAPPY PLACE
OPENS FEB 19

Ashtyn’s Story

THANK Y   U
FOR ENCOURAGING CUSTOMERS TO DONATE TO 

THE ALZHEIMER’S ASSOCIATION®

FUNDS WE’VE 
RAISED SO FAR:

More than 6 million Americans are 
living with Alzheimer’s disease. 

Together, we can help advance the 
critical care, support and research 

efforts of the Alzheimer’s Association. 

EVERY DONATION COUNTS TOWARD
THE FIGHT AGAINST ALZHEIMER’S

OUR STORE’S FUNDRAISING GOAL:

For more information visit alz.org.

WE’RE PR UD
TO PARTNER WITH JDRF

Since 1994, Marshalls has partnered with JDRF to help improve 
the lives of children and adults living with Type 1 Diabetes, and 
support their efforts towards finding cures. JDRF is the leading 
global nonprofit funding Type 1 Diabetes research to create 
new devices and therapies that make day-to-day life easier, 
safer and healthier until a cure is found.

WHAT IS TYPE 1 DIABETES?
Type 1 Diabetes (T1D) is a chronic autoimmune disease that affects both children and adults, 
and it’s onset has nothing to do with diet or lifestyle. People with T1D depend on insulin pumps 
or injections to survive, and there is currently no cure for T1D.

YOUR EFFORTS MAKE AN IMPACT
The money you raise helps to:

  Fund innovative research towards a cure 
for T1D and to improve the lives of those 
living with the disease.

  Advocate towards fair and affordable 
health insurance coverage of T1D 
therapies.

  Provide critical support, connection 
and education by helping fund T1D 
support groups.

  Deliver thousands of tool kits every year 
to newly diagnosed families to help them 
navigate life with T1D.

T GETHER, WE CAN MAKE A DIFFERENCE

JDRF.ORG

5M
people in the U.S. are 
expected to have T1D 

by 2050

1.6M
Americans are living 

with T1D

WE’RE PR UD
TO PARTNER WITH THE

ALZHEIMER’S ASSOCIATION®

T GETHER, WE CAN 
MAKE A DIFFERENCE

YOUR EFFORTS MAKE AN IMPACT
The money you raise helps to:

   Advocate at the federal and state level to 
improve the lives of all those affected by 
Alzheimer’s and dementia. 

   Provide care and support to families facing 
the disease through resources like a 24/7 
Helpline (800.273.3900) and alz.org.

   Accelerate research with current 
investments of $208 million in projects 
spanning 31 countries. 

    Raise concern of the disease and awareness 
of the importance of early detection through 
education programs and campaigns.

The Alzheimer’s Association is the world’s leading voluntary health 
organization in Alzheimer’s care, support and research. Since 2013, 
Marshalls has supported the Alzheimer’s Association and its mission.

6M+

1 IN 3

Americans are living 
with Alzheimer’s.

Seniors dies with Alzheimer’s
or another dementia

THANK Y U
FOR ENCOURAGING CUSTOMERS 

TO DONATE TO JDRF!

Marshalls has proudly partnered 
with JDRF for over 25 years.  

With your help, we can advance 
research efforts to cure, treat 
and prevent Type 1 Diabetes.

WEEK 4  

WEEK 3  

WEEK 2  

WEEK 1  

OUR STORE’S FUNDRAISING GOAL:
TO TRACK YOUR PROGRESS, WRITE IN YOUR DONATION TOTAL EACH WEEK.

64285.MA.ATP

EVERY DONATION COUNTS
TOWARDS FINDING A CURE

Find out more at JDRF.ORG

YOUR (NEW)
HAPPY PLACE
OPENS FEB 19

LUXE BEAUTY
LABELS

FAVE
ACTIVE
BRANDS

GO-TO 
SHOES

EASY HOME
UPDATES

FEBRUARY 19 AT 8AMFEBRUARY 19 AT 8AM

NORTHEAST PLAZANORTHEAST PLAZA

WE’RE
MOVING

WE’RE
MOVING

THIS STORE
IS CLOSED

PLEASE VISIT OUR NEAREST STORES:

EMERYVILLE
5795 CHRISTIE AVE

COLMA
65 COLMA BLVD

SAN BRUNO
1268 EL CAMINO REAL

RETURNS
ITEMS PURCHASED HERE CAN BE RETURNED TO ANY

MARSHALLS STORE. WE APOLOGIZE FOR ANY INCONVENIENCE.

WE’RE
CLOSING
ON 1/31

BUT WE’RE RELOCATING SOON!

OLD FERRY RD &
PAWTUCKET BLVD
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PAN Communications
INFOGRAPHICS FOR HEALTH & IT COMPANIES

DIGITAL

BREAKING THE MOLD: 
TRANSFORMATION ROADMAP 2020 
The Future of Work is upon us. Change is in the air: IT leaders, are you ready?  

WORKFORCE DYNAMICS ARE CHANGING

TECHNOLOGY CAN BE THE CATALYST 
FOR EMBRACING NEW WORK PREFERENCES

But too often, technology is more a barrier than an enabler.

CLOUD-BASED COMMUNICATION: YOUR TICKET TO INNOVATION
Because the future of work is not far off…

INNOVATION THAT MATTERS 

Digital natives 
– the App Generation – are on the rise

If you close your eyes and envision the future of work, what does it look like? 
 Does the office resemble how we think of it today? What about the workspaces and how your teams communicate?

Hover boards and teleportation may not exactly be in the five-year plan, but the underpinnings of innovation 
 – new ways of getting work done – may not be as futuristic or far off as we think.

Are IT departments aware of these dynamics? Are they reflected in their enterprise goals? 
As preferences continue to evolve, take steps now to prepare.

  
Download the Breaking Barriers 2020:  

How CIOs are Shaping the Future of Work report for more statistics about workplace 
technology preferences and for tips to stay ahead of workforce expectations.

What’s on your desk in the future? 

Workers are ready for the future of work.  
UCaaS is the missing link to help organizations get there. 

of workers do not believe 
they need to be in 

an office to be productive 

believe they would be 
more productive working 

from home

of those surveyed 
ages 16-44 want to be 
more mobile at work 

use smartphones 
for work daily

use tablet 
minimum 3x/week

83% 43% 70% 88% 49%

1
Understand worker preferences to make informed 

decisions to support future of work trends

2
Streamline applications 

to shape the way people work 

3
Adopt cloud-based communications 

as part of a cloud champion agenda

My employer does not provide adequate 
technology for me to work effectively. My workplace technology is one size fits all. Technology in my workplace is outdated.

Millennials are now 
the largest percentage of the workforce

NA
39.2%

70.9%

21.9%

Global
48.3%

68.3%

25.1%

24.1%

58.8%

42.6%

59.8%

55.7%App Gen

App Gen

App Gen

App Gen

App Gen

35.4%

45.3%

58.9%

49.0%

62.7%35-44 y/o

35-44 y/o

35-44 y/o

35-44 y/o

35-44 y/o

28.9%

42.7%

44.9%

47.6%

54.5%16-24 y/o

16-24 y/o

16-24 y/o

16-24 y/o

16-24 y/o

35.5%

42.2%

58.3%

45.7%

63.4%45-54 y/o

45-54 y/o

45-54 y/o

45-54 y/o

45-54 y/o

34.7%

45.7%

53.8%

48.7%

61.3%25-34 y/o

25-34 y/o

25-34 y/o

25-34 y/o

25-34 y/o

35.5%

41.5%

62.2%

42.9%

62.4%55+ y/o

55+ y/o

55+ y/o

55+ y/o

55+ y/o

UK
46.5%

72.9%

25.7%

FR
48.2%

71.6%

22.4%

NL
57.7%

64.8%

32.7%

Nordics
50.2%

73.5%

23.7%

DE
50.4%

55.6%

24.9%

AUS
44.3%

68.2%

24.3%

No longer tied down by any one particular location or device, technology sits at the epicenter of the “work from anywhere” paradigm. As preferences evolve,  
new technology and applications will spur new modes of communication. The right infrastructure will also help IT leaders innovate and adapt quicker.

User preferences are increasing pressure on today’s business leaders to change 
the way work gets done. For IT to shape the future of work, they must break away 

from current routines and prioritize innovation that benefits everyone across the enterprise. 

Your responsibilities today extend much further than troubleshooting IT issues, 
purchasing hardware, and running diagnostics. Now more than ever, 

you play a critical role in shaping the future of your business operations. 
Roll up a chair and take control of the future of work for your organization with UCaaS.

The average workplace uses 3 video conferencing apps, 3 video calling apps, and 3 instant messaging apps. 
This is just too many tools to get things done.

Fax machine

Laptop

Desk phone

Smartphone

Desktop computer

What’s next?

of CIOs will have put in place 
a formal cloud strategy

agree that fewer apps 
would simplify communications

By the end of 2017

say adopting communications 
technology is a priority

of IT leaders agree that the success of a new technology 
depends on user satisfaction

UCaaS helps more workers 
see firsthand the direct benefit 

of IT innovation

Fewer apps mean less IT time spent managing 
redundant platforms, more time for innovation, 

and improved employee experience

76%

96% Yet only
59%

Nearly
2/3
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PAN Communications
EBOOK & WHITE PAPER - B2B

DIGITAL

So how do you improve this number? Buyer personas develop a better 
understanding of your customers to make it easier to recognize how 
you can solve your customers’ pain points. 

Utilizing buyer personas makes your website 2 to 5 times more 
effective, simply by knowing whom you’re targeting. You can even see 
higher click-through and conversion rates, as well as 18 times more 
revenue! As a result, using buyer personas strategically can lead to 
higher conversion rates, better margins and lower costs that improve 
your bottom line.

intro

only

25%
of leads are 

legitimate & should 
advance to sales(1)

How to Master Buyer Personas for Business | 3

At the most basic level, personas allow you 
to personalize or target your marketing for 
different segments of your audience. They 
also help to relate to each persona to drive 
efforts through the whole buyer’s journey, from 
acquisition to retention. When you narrow down 
your target, it’ll be easier to brainstorm and 
create content that hones in one specific pain 
point.

We’ve all heard it before:

Taking the time to develop personas is important 
to increase user engagement and customer 
loyalty. Implementing buyer personas will 
improve your marketing strategy to make it 
more effective and efficient.

how can you 
use buyer 

personas?

Creating content for everyone 
resonates with no one.

How to Master Buyer Personas for Business | 6

Coming into 2016, we saw content creation and 
personalization on many if not all the trends 
lists. The pathway to purchase continues to 
become more complex. With mobile usage 
amongst today’s connected customer still on 
the rise, digital marketing should no longer be 
viewed as it’s own sector of marketing – brands 
need to be prepared for marketing in a digital 
world. As such, we’re seeing more and more 
brands beginning their digital transformation 
and adapting an integrated marketing 
communications strategy.

As the expectations for a content surge remain 
high, PAN Communications decided to dig 
deeper into 2016 content trends. The prediction 
that a human aspect will return to marketing 
appears to be true as we see a big focus on 
personalization within content marketing 
amongst heads of marketing.

C O N T E N T  F I T N E S S  R E P O R T  2 0 1 6  |  2

These various content marketing trends are going to impact a CMO’s 
overall focus, and their priorities will shift as a result of evolving consumer 
demands. No longer is content marketing just about dominating organic 
search, it’s about the opportunity to connect and create a dialogue with 
your audience. 

As we’ve learned from the 2016 Content Fitness 
Test having brand ambassadors is one of the 
most effective ways to drive referrals. The best 
way to accomplish this is producing quality 
content that’s frequent, personalized (through 
the use of buyer personas) and targeted to 
where your customer is in the buyer journey. 
Being mindful of content measurement, digital 
marketing trends and surfacing marketing 
technology will help you stay at the forefront of 
your industry and ahead of your competition.  

Content marketing strategies will continue to 
evolve and we will begin to see an even bigger 
push for all things visual and data-driven. 
Modern marketers will continue to struggle 
with finding the sweet spot when it comes to 
producing quality content and having effective 
distribution efforts. As modern marketers 
continue to fight it out with competitors for 
original storytelling we will start seeing 
marketers experiment with different forms of 
digital storytelling. Becoming more interactive 
with consumers will be key here. 

Marketers will begin experimenting with 
interactive infographics, interactive videos 
like blab, and interactive sites like Tully’s 
Luxury Travel microsite in an effort to be 
original, increase time on page and heighten 
engagement efforts. Marketers that choose to 
take risks such as these will hit a learning curve, 
but they will also be the ones that standout with 
their audience and truly make an impact on the 
industry and the future of content marketing.

INTEGRATED MARKETING 
COMMUNICATIONS ASSESSMENT

INTEGRATED MARKETING 
COMMUNICATIONS ASSESSMENT
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PRINT & DIGITAL DESIGNS
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Saint Gobain
HOME PRODUCTS CATALOGS - B2B

EDITORIAL
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Stride Rite
PRINT & DIGITAL - B2C

RETAIL
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Stride Rite
INFOGRAPHICS SOLES4SOLES - NON-PROFIT
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Picard Surgelés
FOOD PACKAGING - B2C

PACKAGING

6 smoothies
MÛRE – CASSIS – MYRTILLE 

les

6 bâtonnets glacés aux fruits
+ de 90% de fruits

Picard à votre écoute :

Service Information Consommateur Picard

• BP 93 - 77792 NEMOURS CEDEX

• 

• www.picard.fr

Volume : 300 ml

les

6 smoothies

MÛRE – CASSIS – MYRTILLE 
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Suggestion de présentation

CONSERVATION :

• Au congélateur à - 20°C jusqu’à la date indiquée sur l’emballage

Ne jamais recongeler un produit décongelé

Ces bâtonnets ne peuvent être vendus séparément.
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Jus de m
ûre à base de concentré 63,9%

, jus et jus concentré 
de pom

m
e 12%

, purée de cassis 8,9%
, sucre, purée de 

m
yrtille 6,5%

, stabilisants : cellulose, gom
m

e de cellulose.

P
roduit élaboré dans un atelier qui utilise : gluten, œ

uf, 
soja, arachide, lait, fruits à coque.

6 bâtonnets glacés à base de jus, jus à base de concentré 
et purées de fruits (m
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yrtille)

IN
FO

R
M

ATIO
N

S
 N

U
TR

ITIO
N

N
E

LLE
S

 M
O

Y
E

N
N

E
S

 :
 

P
o

u
r 100 m

l 
P

our 1 sm
oothie  

 
 

(50 m
l)

Valeur 
33

4 kJ 
167 kJ

énergétique 
79 kcal 

3
9 kcal

P
rotéines 

0,3 g 
0,2 g

G
lucides  

18,9 g 
9,4 g

dont sucres 
15,3 g 

7,6 g
Lipides 

<
0,1 g 

<
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G
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<
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<
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Fibres 

0,8 g 
0,4 g

S
odium

 
0,02 g 

0,01 g
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0,0
4 g 

0,02 g

Coffret de Confits et de Chutneys 
figue, mangue, airelle, pomme au cumin, oignon

Coffret de Confits et de Chutneys 
figue, mangue, airelle, pomme au cumin, oignon

Coffret de Confits et de Chutneys
figue, mangue, airelle, pomme au cumin, oignon

Ce coffret, de 5 petits pots, accompagnera à merveille les mets de vos repas de fête. Nous vous conseillons les accompagnements suivant : 
Pour le foie gras : chutney de figue, de mangue ou confit d’oignon, 
Pour le gibier ou la volaille: confit d’airelle, 
Pour le fromage : confit de pomme au cumin, chutney de figue

CONSERVATION :
• Dans un endroit frais jusqu’à la date indiquée sur l’emballage.
• 10 jours après ouverture au réfrigérateur.

Picard à votre écoute :
Service Information Consommateur Picard
• BP 93 - 77792 NEMOURS CEDEX
• 
• www.picard.fr

 Poids net : 220 g (5 X 44 g)

Lot n° : voir sur le couvercle de chacun des pots
A consommer de préférence avant septembre 2011

Produit élaboré
en France 

EMB 78015

Code article : 8010.3

INGRÉDIENTS : 
Chutney de mangue : mangue 70%, sucre de canne, vinaigre de vin, sel, gingembre, gélifiant : pectine de fruit, acidifiant : acide citrique, 
cumin, cannelle.
Confit d’oignon : oignon frit à l’huile d’olive 62% (oignon 96%, huile d’olive, sel, correcteur d’acidité : acide citrique), sucre de canne, 
vinaigre de vin, caramel (sucre, eau), sel, gélifiant : pectine de fruit, acidifiant : acide citrique, poivre.
Chutney de figue : figue violette 60%, sucre de canne, vinaigre de vin, sel, gélifiant : pectine de fruit, acidifiant : acide citrique, poivre.
Confit d’airelle : airelle 66%, sucre de canne, gélifiant : pectine de fruit.
Confit de pomme au cumin : pomme 63%, sucre de canne, vinaigre de vin, gélifiant : pectine de fruit, sel, cumin 0,1%, acidifiant : acide 
citrique, poivre.
Produit élaboré dans un atelier qui utilise : fruits à coque, lait. 

 Poids net : 220 g (5 X 44 g)

À L’HEURE 
DE

 Poids net : 220 g (5 X 44 g)

À L’HEURE 
DE

À L’HEURE 
DEChutney de figue, Chutney de mangue,

Confit d’oignon, Confit d’airelle,
Confit de pomme au cumin

Assortiment festif À L’HEURE 
DE

figue, mangue, airelle, pomme au cumin, oignon

Coffret 
de Confits
et de Chutneys

quadri + 8401C

*Let yourself being surprized
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