National Geographic Announces Winners of Chasing Genius,
Awards Four ,000 Prizes to Turn Ideas into Catalyst for
Change in the World

In June 2017, National Geographic, as part of a partnership with GSK Consumer Healthcare,
announced the launch of CHASING GENIUS, a groundbreaking digital initiative built on the premise
that transformational ideas can come from anywhere, and from anyone. Today National Geographic
is proud to announce the winners of the CHASING GENIUS challenge. They are everyday people
who have provided real proposed solutions to some of the world’s most pressing challenges. Over
the summer, the CHASING GENIUS community grew to 30,000 members, and submitted more than
2800 one-minute videos each proposing ideas to address one of three pressing global issues —
Sustainable Planet, Feeding Nine Billion, and Global Health. The concept of transformational ideas
and CHASING GENIUS reverberated across social, digital and broadcast media and generated over
225 million impressions, 19 million video views, and 3 million social conversations. During the
submissions phase, the community was highly engaged, sharing ideas, offering feedback, asking
guestions, and flagging favorites. The ideas were then evaluated on four criteria to find the most
inspiring, innovative, creative, and viable ideas which were named our finalists. Members of

the Chasing Genius Council helped choose three winning ideas and the CHASING GENIUS
community chose the People’s Choice winner. Each winner will receive a ,000 prize to further their
idea. The four winners are:

e Asta Skocir for her idea on how to improve the planet’s sustainability. She saw the need to
reduce pollution in the textile industry by bringing sustainable, bio-based textile alternatives
into the 21st Century footwear and apparel industries. Her program, AlgiKnit, aims to offer an
alternative circular economy approach to textile production rooted in ecological intelligence,
natural dye practices, and biomaterials innovation. AlgiKnit aims to operate in a closed-loop
product lifecycle, utilizing materials with a significantly lower environmental footprint than
conventional agricultural or petroleum-based textiles (e.g. cotton and polyester). Learn more
about Asta’s idea HERE.

¢ Kevin White for his idea on how to improve global health. He saw the need to help
impoverished people living in the developing world who have impaired vision obtain
eyeglasses. His program, USee, provides affordable, transportable, easy-to-use vision
correction kits designed to suit the needs of the 2.5 billion people for whom glasses are
necessary yet inaccessible. With USee, anyone, with less than a day of training, can a)
measure refractive error, b) determine the lenses needed to correct vision, and c) snap the
lenses into attractive frames. The entire process takes just minutes and does not require an
eye-care professional. Learn more about Kevin's idea HERE.

¢ Richard Trimble for his vision for alleviating world hunger. Richard has developed a compact,
solar powered device that threshes and winnows pearl millet. The device aims to help women
in sub-Saharan Africa move away from the current method of threshing millet by repeatedly
pounding using mortar and pestle, an arduous task that is so intensive that it only allows them
to prepare one meal per day, leaving millions undernourished. Richard’s solution will enable
women to produce more meals per day without the tremendous toll on their bodies. The plan
is to build 50 threshers to distribute for feedback prior to mass production. Learn more about
Richard’s ideaHERE.
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¢ John Monnat was chosen as the “People’s Choice” winner, as voted by the CHASING
GENIUS community. His idea aims to help alleviate world hunger by providing farmers better
access to data and science to improve crop production. His group Cheruvu is a data-driven
sustainable enterprise that provides site-specific advice to farmers in developing countries.
Currently, they work with cotton farmers, combining climate data, soil tests, and farming
practices to help farmers make smarter agricultural decisions that reduce input costs and risk
while increasing yields. Their plan is to leverage machine learning algorithms and
anonymized data to reduce costs for farmers while conveying a quality product that helps
farmers do more with less. Learn more about John’s idea HERE.

For the launch CHASING GENIUS Challenge participants were inspired to submit their ideas one of
the three following critical issues:

e Sustainable Planet: How can we reduce our impact on the planet?
¢ Global Health: How can we help people live healthier lives?
e Feeding 9 Billion: How will we feed a planet fast approaching 9 billion people?

“We are blown away by and really proud of the scope of ideas submitted, as well as in the
engagement of the community both on and off our platforms” said Brendan Ripp, executive vice
president, brand partnerships, National Geographic. “We are the number one brand for social
engagement and CHASING GENIUS brings to life the power of our community in a meaningful way
for us, and our partners. We look forward to announcing the next challenge, and continuing to stay
true to our brand with platforms that enable change in the world.” “We are excited to see the high
level of consumer engagement with National Geographic’s Chasing Genius platform,” said Theresa
Agnew, chief marketing officer U.S. at GSK Consumer Healthcare. “It's inspiring to witness the
passion that the entrants had for providing real solutions to some of the world’s most pressing
challenges. We look forward to seeing these genius ideas become reality.” Council members who
played a role in reviewing submissions include Erika Bergman, submarine pilot; Susan Goldberg,
Editorial Director of National Geographic Partners and editor in chief of National Geographic
Magazine; Caleb Harper, Principal Investigator and Director of the Open Agriculture (Open Ag)
Initiative at the MIT Media Lab; Johanna Kellett, Research and Development Scientist in New
Product Development at GSK Consumer Healthcare; Jay Shetty, storyteller, flmmaker and former
monk; and Albert Yu-Min-Lin, research scientist and engineer focused on technology-enabled
exploration and crowdsourcing. Select council members have been chosen for their ability to make
the impossible possible and for their visions of making the world a better place. For a comprehensive
look at all submissions, follow the link here: http://www.natgeochasinggenius.com/videos CHASING
GENIUS is part of a broader, groundbreaking integrated partnership between National Geographic
and GSK Consumer Healthcare, the makers of some of the world’s best loved health care brands
including Sensodyne®, Flonase® Sensimist™ and Excedrin®, that spans premium programming,
custom storytelling and consumer engagement designed to inspire consumers to tap into their inner
genius. The platform was developed by National Geographic for the Final Front, which is organized
by Omnicom Media Group’s Content Collective. National Geographic and The Content Collective
strategically aligned with the key GSK Consumer Healthcare brands, and collaborated with GSK
Consumer Healthcare’s media agency PHD to tailor this first-look opportunity for GSK Consumer
Healthcare. ABOUT NATIONAL GEOGRAPHIC PARTNERS LLC National Geographic Partners
LLC (NGP), a joint venture between National Geographic and 21st Century Fox, is committed to
bringing the world premium science, adventure and exploration content across an unrivaled portfolio
of media assets. NGP combines the global National Geographic television channels (National
Geographic Channel, Nat Geo WILD, Nat Geo MUNDO, Nat Geo PEOPLE) with National
Geographic’s media and consumer-oriented assets, including National Geographic magazines;
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National Geographic studios; related digital and social media platforms; books; maps; children’s
media; and ancillary activities that include travel, global experiences and events, archival sales,
licensing and e-commerce businesses. Furthering knowledge and understanding of our world has
been the core purpose of National Geographic for 129 years, and now we are committed to going
deeper, pushing boundaries, going further for our consumers ... and reaching over 730 million people
around the world in 171 countries and 43 languages every month as we do it. NGP returns 27
percent of our proceeds to the nonprofit National Geographic Society to fund work in the areas of
science, exploration, conservation and education. For more information visit natgeotv.com or
nationalgeographic.com, or find us on Facebook, Twitter, Instagram, Google +, YouTube, LinkedIn
and Pinterest. ABOUT GSK CONSUMER HEALTHCARE: GSK Consumer Healthcare is one of the
world’s largest consumer health care companies. Our purpose is to help more people around the
world to do more, feel better and live longer with everyday health care products. We have a heritage
that goes back over 160 years. We own some of the world’s best loved health care brands, including
Sensodyne®, Theraflu®, Excedrin®, Nicorette® and NicoDerm®CQ®, FLONASE®, and TUMS®.
These brands are successful in over 100 countries around the world because they all show our
passion for quality, guaranteed by science. They are inspired by the real wants and needs of the
millions of people who walk into pharmacies, supermarkets and market stalls and go online all over
the world every day, and choose us first. Our goal is to build a global, growing business we call a
Fast Moving Consumer Healthcare (FMCH) company, dedicated to everyday health care with all of
the scientific expertise and quality guarantees that demands, working at the speed and with the
genuine consumer understanding the modern world expects. ABOUT PHD: PHD WW an Omnicom
Media Group agency, is a global communications planning and media buying network, built on a
culture of smart strategic thinking and creative innovation. With over 3,000 staff working in 80
countries worldwide, PHD is one of the world’s fastest growing and most awarded media and
communications agencies. communications planning and buying network, built on a culture of smart
strategic thinking and creative innovation. ABOUT THE CONTENT COLLECTIVE: The Content
Collective is Omnicom Media Group’s entertainment and content division. With offices in Los
Angeles, New York and Chicago, The Content Collective taps into a broad network of entertainment
production companies, directors, writers and animators to produce breakthrough creative content
from large-scale properties like the Grammys to smaller, original programs, covering all budget levels
and brand program needs. MEDIA CONTACT Courtney Rowe courtney.rowe@natgeo.com
202-912-6715
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