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FREELANCE GRAPHIC DESIGNER / ART DIRECTOR
October 2015 – Present

Conceptualize, design, and produce assets for digital and print mediums that align with client brand guidelines. Most days 
I’m working on digital marketing brochures, social media graphics/ads, white papers, PPT presentation, infographics, icons, 
and email campaigns. Oversee and review branded programs from conception to delivery. Clients include Alumni Ventures, 
Brooks School, Harvard University, Foundry, IDG Marketing, Rezilion, SDxCentral, IDG Executive Council, 1VisualMind, CIO 
magazine, Brunswick magazine, patientslikeme, GENSCAPE, The Channel Company, ChannelE2E, and Boston University.

SENIOR GRAPHIC DESIGNER / ART DIRECTOR
Foundry (formerly IDG), Framingham, MA  : :  August 2008 – October 2015

Visualized, designed and produced custom programs for high profile technology companies in partnership with brands under 
Foundry (formerly IDG). Managed and oversaw junior graphic designers, freelance designers, illustrators, and photographers. 
Review junior designers’ work to ensure high quality. In direct contact with clients to realize their vision which included ADs, 
brochures, e-books, custom magazines, e-newsletters, social media ads, Powerpoint presentations, and white papers. 

SENIOR GRAPHIC DESIGNER / ART DIRECTOR
Boston University, Marketing and Alumni Relations, Boston, MA  : :  August 2001 – July 2006

Art directed and designed series of web and print publications for BU Marketing and Alumni Relations, including its alumni 
magazine, Bostonia and BU Community on the web, BUToday. Hired and directed photographers, illustrators, and freelance 
graphic designers. Worked as a print production manager, going on press runs several times a year.

GRAPHIC DESIGNER
Philographica, Inc., Brookline, MA  : :  May 2000 – June 2001

Translated client’s communication needs to an appropriate form; provided concept, design, and production for print, 
packaging, web, and multimedia projects for academic and corporate clients.

. . . . .
S O F T W A R E

Expert in Creative Cloud (InDesign, Photoshop, Illustrator, Adobe Express, interactive PDF), PowerPoint, and Word.  
Working knowledge of Figma, Canva, After Effects, HTML, AI optimization, UI/UX, CSS, and responsive design trends 
in digital and social media. Experienced print production manager.

. . . . .
E D U C A T I O N

Massachusetts College of Art, Graphic Design
University of Massachusetts at Amherst, Bachelor of Arts

References available upon request.

KIM HAN
e. kimhan.design@gmail.com

w. www.khan-design.net

LI linkedin.com/in/kim-han-47507b7/

Creative Storyteller
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YouTube video thumbnails &  
image collage samples within  
AV brand guidelines.
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Social media graphics using AV branding.

STARTUPS  
Reshaping  
Global Power5 Inside the companies defining  
America’s strategic tech boom
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Social media ADs
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Social media ADs
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Animated GIF videos highlighting stats related to diseases for a biotechnology company
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Various web data bites used to support articles online throughout campaign for a cloud company
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Diagram Illustrations for a software company
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make thinner to match weight of other icons, use constistent radiusOriginals

too chunky

feels too heavy

outline line weightthicker. 
Do we need time-lapse line?

make lock loop thicker

re�ne, maybe outline?

make shorter, chunkier?

Anti-depressants 
or anti-anxiety 
medication

Found it at least 
moderately helpful

NON-MIL ITARY

MILITARY

88%

53%

41%

27%41%

What were the most important factors in your decision  
to seek treatment? 

Problems with partner  
or spouse

Who helped you seek treatment? 

What are the most commonly 
reported treatments?

To what extent is 
treatment helpful?

Helped by family or relatives Sought treatment 
on their own

Reasons for  
not seeking treatment

MILITARY

60%
NON-MIL ITARY

11%

MILITARY

40%
NON-MIL ITARY

41%

MILITARY

27%
NON-MIL ITARY

41%

of members  
are receiving 

treatment  
for PTS

50%

TOTAL POPULATION MILITARY VS. NON-MIL ITARY

MILITARY VS. NON-MIL ITARY

90%

81%

Problems managing emotions

69%

Problems managing social relationships

Problems thinking clearly

Cognitive 
behavioral 
therapy

66%

TOTAL POPULATION

TOTAL POPULATION TOTAL POPULATION

Didn't want people 
to think they had a 
psychiatric problem

Not knowing which 
treatment was 
available

Not knowing 
where to get 
treatment

NON-MIL ITARY

MILITARY

41%
65%

Living with post-traumatic stress
Seeking treatment
As reported by 697 members of PatientsLikeMe’s post-traumatic stress (PTS) community

Military = people who indicated they have served in the military. 
Non-military = people who indicated they have not served in the military and people who have not 
specified their military status

New lupus research: Join the 
future of personalized health
At the Lupus Foundation of Northern California, we partner with organizations that share our 
vision of fighting for a better future for people living with lupus. Which is why we’re joining 
forces with PatientsLikeMe. Read on to learn about their groundbreaking new research initiative, 
DigitalMe™, and learn how you can get involved. 

PatientsLikeMe: A foundation for the future
PatientsLikeMe is a free website built on the idea that patients know best about what it’s like to live with 
chronic illness. Today, more than 600,000 people, including 35,000+ living with lupus, use the site to 
find support from others who know what they’re going through and track their symptoms to understand 
changes in their health. Members can also take part in research that helps healthcare industry leaders 
learn how to develop better products, services and care with the patient voice at the forefront. 

In 2017, PatientsLikeMe launched DigitalMe, a new research initiative that puts patients right at the 
center of science.

What is DigitalMe? 
DigitalMe will combine multiple sources of your health data to understand where you are 
today, and track your experiences and biology over time to learn how your health changes. 
The goal is to advance what is known about disease and health, and continue building a 
health learning system that can give people a better quality of life, for longer.

Renee Deehan-Kenney, VP of Computational Biology at PatientsLikeMe

Jeanette, a DigitalMe pioneer living with lupus

We want to look at many different conditions at once. Looking at one in isolation can teach 
us a lot, but looking at many conditions can teach us even more. Us scientists, we are 
truth-seekers and the reason why we haven't cured many diseases is because we don’t know 
the truth of your disease quite yet. In order to find that truth, we need more information.

I chose to participate in DigitalMe to try to help others with lupus. For me, 
if there’s any way I can help find an end to lupus, I’m in. DigitalMe has been 
extremely easy. It’s a convenient way of discovering the undiscoverable.

How to get involved
To learn more and see if you’re eligible, visit 
www.patientslikeme.com/join/LupusCA

Branding design for a personalized health network technology company

Icon development study
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Collaterals for a non-profit organization

 

Join us. Do good. 
Thrive. We work every day to increase 

opportunity for all kids.

ANet has been rated one of the Best Nonprofits to 
work for in 2015, 2016 and 2018.

Competitive  
compensation  

and benefits
6–9 WEEKS PAID  
VACATION AND  

HOLIDAYS

Generous paid time off. 
Excellent health insurance. 

Dental/vision, life.  
401k match.

WHAT WE OFFER

ANet offers highly competitive compensation based on prior experience and qualifications as 
well as comprehensive benefits in order to best support our people. Benefits we offer include: 
health, dental and vision insurance where ANet pays 80% of the cost of these benefits for 
employees and their families/domestic partner; 3 weeks of vacation (4 weeks after two years 
with ANet); 10 paid holidays with paid days off between the Christmas and New Year’s  
holidays; a paid floating holiday; paid sick & personal days; paid parental leave; retirement 
plan options; commuter benefits; tuition reimbursement;  flexible spending accounts; short 
and long-term disability coverage; and basic life and personal accident insurance.

Join us if that’s what you care about, too.

Principled,  
committed people 

come to ANet  
because they share 

our mission and 
want to help us  
get results for  
underserved  

students.

Work that matters
ANET SCHOOLS GET 

6 MONTHS OF EXTRA 
LEARNING OVER  

2 YEARS.*

Smart, diverse,  
motivated colleagues. 

We live our core  
values. Committed  

to becoming an  
anti-racist org.  

Flexibility. Team 
celebrations.

A great work culture
88% OF US WOULD 

RECOMMEND ANET  
TO A FRIEND.

Professional development: 
annual retreat, webinars, 

tuition assistance,  
mentor program.

A place to grow
“I FEEL INCREDIBLY  

SUPPORTED AS A  
PROFESSIONAL—PEOPLE 

HERE CARE ABOUT  
MY GROWTH.”  

—ANet coach

* Harvard University’s Center for Education Policy Research conducted a randomized control study funded by a prestigious 
i3 (Investing in Innovation) grant from the DOE. They found that when schools have the right basic conditions in place and 
partner with ANet, they achieve six months of additional learning over a two-year period.

Elizabeth Horan-Thompson 
Managing director, coaching strategy;  
6 years at ANet

I’ve never seen an  
organization so devoted  
to its values, and so  
determined to align them  
with their work with schools 
and their internal culture.

You know decisions are  
purposeful. ANet is willing to  

examine itself to ensure it  
reflects its core values and  

mission, even while focusing on 
strong support for schools.

COLIN STOKES 
Director, internal communications  
& culture; 2 years at ANet

We really do live our values. I’ve 
grown personally and professionally 
as a member of this  
organization.  
It’s an honor to  
partner with  
schools in helping  
all students learn!

 GRETCHEN OSODIPE 
Senior coach; 5 years at ANet

AE
Advance 

Equity

TF
Team  
First

BT
Bold  

Thinking

DR
Drive 

Results

PM
People 
Matter

PL
Promote 

Leadership

ANet’s 
Core 

Values

ZACHARY PARKER 
Senior coach, District of Columbia;  
5 years at ANet

I work with some of  
the smartest, hardest 

working people I know. 
That pushes me to  

deepen my knowledge.

MARINA PEREZ 
Manager, support & operations;  
5 years at ANet

Our organization takes  
into consideration the  

feedback from our school  
partners, and the amazing  
and committed members  

of the team bring such diverse 
perspectives, that we keep  

getting better.

ANet SYSTEM ADVISING

ANet assessment strategy partners: 

After completing our assessment strategy advising, you will have: 

Learn how to: 

Assessment Strategy Advising
ANet works with districts to evaluate and rebuild their assessment strategies to fit their 

instructional goals. Integrating investments in instructional resources and strategies with 

a district-wide assessment strategy can open up new opportunities for student learning. 

We do this work because it has a critical impact on a district’s ability to provide equitable 

instruction for all of their students.

ANet is a nonprofit that believes every child deserves an excellent education and the opportunities it provides. We work with underserved schools to support great 
teaching—teaching that’s grounded in deep knowledge of the standards, shaped by data, and built on proven practices of educators across the country.

✔ A clear vision for how assessments support and drive instructional goals

✔ A streamlined, higher quality comprehensive assessment system inventory

✔ Teachers that administer fewer evaluative tests and those they do administer  
have a clear instructional purpose. 

✔ Students that spend more time learning and less time testing

✔ School leaders that are clear on the purpose of assessments in their school  
and that purpose aligns with the district assessment strategy

✔ District and school leaders equipped to talk about assessments and ensure  
continued alignment to instructional goals

Gained back an 
average of 5 days 
 of instruction by 

reducing assessment  
volume

Increased 
assessments aligned 
with rigorous quality 

standards from  
18% to 94%

Used assessments 
primarily to help 

drive instructional 
goals and support 

great teaching

Decreased  
spending on 
assessments

Decrease 
assessment volume 

by eliminating 
low-quality 

assessments

Clarify  
assessment  
purpose and  

impact on 
instruction

Choose  
high quality 

assessments that 
drive instructional  

goals

+

94%

18%

CONTACT US
Visit www.achievementnetwork.org,

email Molly DePasquale 
MDepasquale@achievementnetwork.org

or call her at 404-272-7657.

“
”

Testing shouldn’t be a  
distraction from instruc-
tion. It should support 
great teaching and drive 
student learning.

?DID  
YOU 
KNOW

The majority of assessment 
decisions are made within the 
district, not imposed by outside 
policies. State requirements  
can feel restrictive, but 
opportunities to reduce 
assessment volume and costs 
can often be uncovered by 
exploring district policies. 

When curriculum and 
assessments are not aligned, 
most teachers will teach to  
the assessment. If your 
assessment is lower quality 
than your curriculum, there  
is a risk of unintended lower 
quality instruction that does 
not reflect district standards.

Research shows that 
duplicative assessments  
are often given on the same 
subjects to the same students. 
When tests do not provide data 
needed by item, grade, subject 
or school, then another test  
may be added to compensate 
and testing volume increases.

Could a review of your district’s assessment strategy be the right next step?  
Are any of these true in your district?

❑ An investment in high quality curricula results in little to no gains in student outcomes.

❑ Teachers, and school leaders and community members voice concerns about the amount  
of time spent on testing.

❑ Teachers and leaders across the district cannot consistently articulate how an assessment 
should be used.

❑ Teachers report a lack of assessments that serve an instructional purpose and help them 
identify how to support their students’ needs.

❑ Classroom visits reveal that instruction does not match the adopted standards.

ANet SYSTEM ADVISING



Scope of Work

MONTH 1

Vision of excellence;  
assessment inventory

• Select members of the assessment 
working group

• Align working group around key 
assessment literacy framework

• Craft a draft Vision of Excellence (VOE) 
for the role of assessments and how they 
impact student learning/school culture 

• Engage diverse stakeholder group in 
feedback to tune and finalize vision

• Look across the purpose and cycle 
length of recommended and required 
assessments to illuminate gaps and 
redundancies to address

MONTH 2

Draft assessment guidance

• Draw upon existing assessment 
inventories and  frameworks to 
evaluate current assessment strategy 
for alignment to the draft VOE

• Use data reports from existing 
assessments to determine if  current 
assessments are providing teachers, 
school and system leaders with the 
types of data they need to align 
practices to the VOE

• Begin to outline changes to assessment 
calendars including which assessments 
to keep, cut and modify

MONTH 3

Finalize assessment guidance  
and summary of findings

• Collect feedback from diverse 
stakeholders on the proposed changes 
to the assessment calendar/framework.  
Share rationale for proposed changes

• Finalize Assessment Inventory and 
Guidance  and clarify the purpose  
and use of each assessment across 
various users

• Use the VOE to resolve any particularly 
difficult decision points

✔ 1 full-day in person meeting (6 hours) 

✔ Weekly check-ins with project 
manager

✔ As needed, interviews with key 
system leaders 

✔ 1 virtual meeting (3 hours)

✔ 1 full-day in person meeting (6 hours)

✔ Weekly check-ins with project 
manager

✔ As needed, interviews with key 
system leaders 

✔ 1 virtual meeting (3 hours)

✔ Weekly check-ins with project 
manager

✔ As needed, interviews with key 
system leaders 

✔ 2 meetings with key decision makers

By implementing an assessment 
strategy that puts teaching first,  
our partners have:

The forces that have helped to create this feeling are 

among the biggest in education: a decades-long focus 

on accountability, the emergence of new technolo-

gies, and political battles over learning standards. In 

trying to navigate these forces and others, districts 

have enacted policies that many now recognize as 

bad practice. They try to make assessments serve 

purposes beyond those for which they were designed; 

they give redundant exams across grades and sub-

jects; and they adopt assessments that aren’t well 

aligned to one another or to grade-level standards. 

Despite widespread dissatisfaction, district leaders 

often feel powerless to change their situation. Fortu-

nately, there are actions they can take. 

In our work with districts like Assumption Parish 

across the country, we have seen leaders at all lev-

els of a school system come together to develop an 

assessment strategy that helps refocus them on 

what matters most: great instruction. 

6  ANet: Teaching Comes First  •  Introduction

W hen it comes to assessment, many educators feel that we have lost our way.  

In the majority of districts, testing seems to be taking up too much time  

and providing too little in return. Rather than valuable tools to improve teaching and 

learning, assessments are a jumbled, confusing mess of acronyms and stress. 

Returned five days of instruc-

tional time to their teachers 

and students on average by  

reducing time spent on testing 

5

18%
94% Increased the share of assess-

ments meeting rigorous quality 

criteria from 18% to 94%

Reclaimed assessment time  

for instructional rather than 

evaluative purposes, achieving  

a better balance of the two

Replaced weak curricular ma-

terials with higher-quality ones, 

resulting in as much as 47 more 

days of instruction grounded in 

high-quality content 

47

ANet: Teaching Comes First  •  Revising Your Assessment Strategy  •  Reviewing Assessments  19

4. Conduct an assessment 
 inventory.

Once everyone in the working group is speaking the 

same language and shares a common vision, the next 

step is to figure out which tests students currently 

take, and why. The working group should collect 

examples of all the different assessments being used 

in their schools. 

We encourage working groups to put everything on 

the table, including tests created at the district or 

school level. The inventory should include samples of 

teacher-created tests from a cross-section of grades 

and subjects. We also survey teachers and school 

leaders to get a sense of how much time they spend 

on testing and their understanding of the intended 

purpose of each assessment. This process helps ele-

vate the perspectives across the district, from the 

classroom to the central office. 

To accurately identify the purpose for which a test 

was designed, we look to data reports, technical spec-

ifications, and item design. For example, a predic-

tive test should have data explicitly linking it to an 

end-of-year test, and might label students “on track” 

or “off track” of learning expectations. An evalua-

tive test might include labels such as “proficient,” or 

“on grade level.” And an instructional assessment  

should provide more detailed information about 

students’ understanding of just one or two learning 

standards, so teachers could adjust their approach in 

the next class. 

Having gathered a broad sample of current assess-

ments, the working group takes a critical look at the 

purpose of each type of assessment in their portfolio, 

and examines whether their mix of tests aligns with 

their vision. As described earlier, districts are most 

successful in making meaningful changes when they 

take a critical look at how the assessments are being 

used in practice. 

Common problems districts find when they take stock of assessments include:

Many tests with  

evaluative purposes  

and very few tests that 

are only for teachers to 

use instructionally

Out-of-date and/or  

redundant assessments  

that don’t support stu-

dent learning or serve a 

clear strategic purpose

Mislabeled assessments 

used for purposes that  

the test design doesn’t 

support

Teachers, principals,  

and district leaders with 

very different beliefs  

about the purpose(s) of 

each assessment

Teaching 
Comes 
First: 
How School District Leaders Can Support  

Teachers, Save Time, and Serve Students with  

a New Vision for Assessment
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Collaterals for an energy company

Icon study to use in various formats/platforms

Diagram illustration of smart glasses
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Infographic for technology companies

The majority of organizations that move mission-critical applications to the cloud  
understand that the responsibility for maintaining high availability for new cloud  
applications is shared between the provider and the organization.

…but do you have anywhere, anytime access to mission-critical apps? 

Whether your mission-critical apps are in a private, public, or hybrid cloud, critical 
application failure issues are abundant and not being properly addressed. The lack of 
high availability for these apps in the cloud is becoming a big burden for IT Managers.

IT managers and their stakeholders have many reasons to resist investing in or 
adopting high availability application solutions in addition to the cloud.

Your mission-critical apps are in the cloud. Anywhere, anytime 
access is necessary. A strategy for real-time expectations and always-on 
application accessibility are essential to maintaining and delivering 
mission-critical applications for continual business success. Source: IDG Research, 2017

WHY MISSION CRITICAL APPS  
IN THE CLOUD ARE ESSENTIAL

YOU’VE DECIDED TO MOVE YOUR MISSION- 
CRITICAL APPLICATIONS TO THE CLOUD... 

YOU’VE MOVED TO THE CLOUD. WHY DO 
YOU STILL HAVE APP FAILURE ISSUES? 

YOU HAVE THE CLOUD.  
IS THAT ENOUGH? 

ASSUMPTION REALITY! ✓

ASSUMPTION REALITY! ✓

ASSUMPTION REALITY! ✓

ASSUMPTION REALITY! ✓

Cloud providers offer “standard” features, including:

❏ Failover

❏ Redundancy

❏ Backup 

❏ Recoverability

❏ 24/7 Availability services

Critical application failure and recoverability issues are 

abundant in the cloud and not being properly addressed. 

This causes valid risks and concerns, including:

❏ Customer dissatisfaction

❏ Rising costs and revenue loss

❏ Lower productivity and efficiency

❏ Reputation risk

❏ Missed opportunities 

IT managers and stakeholders are reluctant to  

adopt high availability application solutions due to:

❏ Other IT priorities 

❏ Staffing/resource shortage

❏ Cost and revenue loss

❏ Customer experience impact 

❏ Misunderstanding of high-availability apps

❏ Lack of guidance

❏ No app availability solution strategy

THESE “ALWAYS-ON” APPS ARE CRITICAL! 

CASE IN POINT: Hospital emergency staff don’t have  

an hour to pull up a patient’s prescription history 

online.  Always-on cloud applications prevent such 

issues and offer many benefits:

❏ Uninterrupted service to customers

❏ Safeguarding customer information

❏ Corporate reputation protection

❏ Cost savings due to optimization and reduced risk 

❏ New revenue opportunities

❏ Rapid application deployment

❏ Lack of guidance

❏ No app availability solution strategy

Many organizations are unaware,  

confused or simply naïve when  

asked about true recoverability and/or 

availability for their mission critical  

applications. 

The cloud should cover all  

application failure concerns, so 

there’s no need for additional solutions.

There should be no need  

to invest more time  

and money. 

Implementing improved availability 

or disaster recovery provisions for 

mission-critical cloud apps is  

not necessary. 

60% 
of organizations have  

no strategy to deploy 

high-availability solutions  

for their critical apps.

80% 
of IT professionals who migrate  

to the cloud are concerned they don’t  

have true high availability.

X

More  

than ¼ of  
organizations have 

experienced customer 

dissatisfaction and revenue 

loss due to critical  

application  

failure.

50% 
of organizations say critical cloud-app 

failure recovery takes more than an hour.*

More than

AN “ALWAYS-ON” CLOUD  
APPLICATION STRATEGY IS ESSENTIAL

APPLICATION SUCCESS IN THE CLOUD

IT managers and their stakeholders have many reasons to resist investing in  
or adopting high availability application solutions in addition to the cloud.
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Web interactive PDF papers
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Web PDF papers 
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Printed marketing brochure — 4p double-sided.



Kim Han
www.khan-design.net design sample

Printed 64-pg marketing annual report 
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TECHNOLOGIES’ IMPACT ON PRODUCTIVITY/PROJECT EFFICIENCY
Aligning with priority and investment level, analytics, elevated IT security, and application modernization 
(buoyed by responses in Europe) are the primary initiatives impacting business; a paltry 21% of NA respondents 
are impacted by IoT.

ANALYTICS AND 
BIG DATA

ELEVATED IT SECURITY/ 
CYBERSECURITY  

EXPECTATIONS

APPLICATION  
MODERNIZATION

ENTERPRISE  
MOBILITY

‘AS A SERVICE DELIVERY’ 
(e.g., IaaS, SaaS, PaaS)

HYBRID CLOUD 
MANAGEMENT

PRIVATE 
CLOUD

Positive

No impact

Negative

75%

72%

71%

70%

65%

60%

60%

23%

23%

27%

28%

33%

37%

36%

2%

5%

2%

2%

2%

3%

4%

80%

68%

73%

74%

62%

43%

60%

19%

22%

26%

24%

35%

51%

38%

1%

10%

1%

2%

3%

6%

2%

75%

66%

77%

66%

64%

59%

57%

22%

28%

20%

29%

32%

37%

36%

3%

6%

3%

5%

3%

4%

7%

72%

77%

67%

70%

66%

68%

61%

25%

21%

31%

29%

33%

30%

35%

2%

2%

2%

1%

1%

2%

4%

SLIDE 14

 TOTAL

NA

 EUROPE

APAC

 TOTAL

NA

 EUROPE

APAC

 TOTAL

NA

 EUROPE

APAC

 TOTAL

NA

 EUROPE

APAC

 TOTAL

NA

 EUROPE

APAC

 TOTAL

NA

 EUROPE

APAC

 TOTAL

NA

 EUROPE

APAC

4

THE GLOBAL CIO SURVEY IS A SURVEY CARRIED  
OUT FOR THE SIXTH YEAR BY CSC, THIS YEAR IN  
COLLABORATION WITH CIO STRATEGIC MARKET- 
ING SERVICES AND IDG RESEARCH SERVICES. 
IT IS BASED ON A QUANTITATIVE ANALYSIS OF 
THE TRENDS AND OUTLOOK FOR CIOs, BASED 
ON A SAMPLE OF TECHNOLOGY LEADERS FROM 
PRIVATE COMPANIES AND PUBLIC INSTITUTIONS  
AROUND THE WORLD.

10

Enterprise mobility is another big 
focus area among poll respondents, 
66 percent of whom label it a critical 
or high priority for the next year—and 
that focus extends across the coming 
three years. Organizations are using 
mobile apps and devices for far more 
than just boosting productivity, too. 
At Penn Medicine, for example, mobile 
solutions are empowering more than 
2,000 physicians to deliver faster, 
more effective care. “Mobile tech-
nology helps us provide the right data 
to the right decision maker at the right 
time, in the right place, and on the right 
device,” Restuccia says.

Newer technologies like big data and 
the Internet of Things are attracting 
serious attention from this year’s survey  
respondents as well. In fact, 69 percent 
of them cite big data as a critical or high 
priority (only slightly down from 72 
percent in 2013), and 62 percent say the 
same of the Internet of Things—figures 
that rise to 72 percent and 73 percent, 
respectively, among Asian IT leaders.

CIOs also have their eyes on even less  
established technologies. Looking 
forward over the next three years, 
survey respondents predict that Web- 
scale IT (34 percent), machine-to-
machine integration (31 percent), and  
“software-defined anything” (29 
percent) will be strategic assets for 
their business.

Not surprisingly, however, an issue with 
deep roots in the IT world remains the 
No. 1 technology priority among polled 
CIOs for the second straight year, with a 
whopping 83 percent of survey respon-
dents naming IT security a top focus. 

“The amount of services that could be 
vulnerable to a cybersecurity attack has 
grown, and the amount of opportuni-
ties and threats that face us is growing 
exponentially,” observes Liam Maxwell, 
the British government’s first-ever 
chief technology officer. In response, 
Maxwell’s team is spearheading initia-
tives like GOV.UK Verify, a joint effort 
by government agencies, private busi-

nesses, and privacy and consumer 
groups to help British citizens validate 
their online identity so they can use 
government services safely. (For more 
about Maxwell’s work in security and 
other areas, see page 44.)

INVESTING IN THE FUTURE
Of course, to realize the strategic poten-
tial of today’s innovation-fueling tech-
nologies businesses must also invest in 
them. Encouragingly, participants in this 
year’s Global CIO Survey are getting the 
budgets to make those investments. As 
noted earlier, 64 percent report higher 
IT spending this year, versus just 46 
percent in 2013. Even in Europe, where 
economic stagnation remains stub-
bornly persistent, technology outlays 
are rising at 63 percent of polled orga-
nizations, an almost 58 percent rise 
over the previous year.

INVESTING IN THE FUTURE: 
INDUSTRY INSIGHTS

On the rise everywhere, IT spending is up especially sharply in the  
financial services and manufacturing industries. Some 71 percent of 
survey participants from those industries say IT expenditures at their 
company are higher this year, versus 64 percent overall. 

Healthcare organizations, meanwhile, 
appear to be more successful than firms 
in other industries at converting that 
increased IT spending into innovation. For 
example, 79 percent of surveyed health-
care CIOs say their big data investments 
are positively impacting innovation, as 
opposed to 70 percent of all respondents. 
Similarly, 74 percent and 67 percent of 
healthcare executives, respectively, say 
their mobility and private cloud initia-
tives are propelling innovation, versus  
67 percent and 60 percent of the total 
survey base.

IT EXPENDITURES 
ARE HIGHER  
THIS YEAR.
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Illustrated fundraising PPT video highlighting need for affordable housing in Boston — theme was “healing tree”
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