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Gisselle Frias
Senior Art Director & Graphic Designer
In my roles as graphic designer and art director,
I have been involved in all stages of the creative
process—from concept to production—for
a wide variety of print, interactive, and Web
design projects. My experience extends to
managing small- and medium-sized teams of
creatives while overseeing the execution of
designs.
For over a decade, I have worked at several
marketing and communications agencies in the
D.C. Metro area serving a varied clientele that
includes local non-profit organizations and large
international corporations among others.
The experiences I’ve acquired during the
course of my career—including my time as
a professor of graphic design—have given
me a unique insight into every aspect of the
creative process which makes me an ideal
choice for a management position. As part of
my responsibilities, I have also developed and
honed strong research and strategic-thinking
skills which, when coupled with my strong
copywriting and editing skills, help me to
provide more comprehensive services.
I hold a Master’s of Science in New Media from
the Newhouse School at Syracuse University

where I developed and concentrated on honing
skills in Flash and interactive design. I am fluent
in several front-end, interactivity, and database
coding languages.
I previously earned a Bachelor’s of Science
in Photojournalism from the School of
Communication at the University of Miami,
where I also minored in graphic design and
psychology. I use my training in photographic
techniques to the benefit of my clients
whenever possible.
The logo I designed for Hearsay Design, my
own multi-disciplinary design studio, won a
Bronze Award in the 2010 Media Bistro Logo
Awards in the design category. The logo has
been published on the competition’s website
which celebrates and promotes successful logo
design.
As a member of AIGA, I traveled to China with
its Center for Cross-Cultural Design where I
attended an international design conference
sponsored by ICOGRADA. Subsequently, my
work was recognized and published in Package &
Design magazine, the leading international design
publication based in Guanzhou, China.

Skills
Operating Systems

OS X Lion | Windows 8
Software

Adobe Creative Suite 6 :: InDesign // Photoshop // Illustrator // Flash // Dreamweaver
// Fireworks // Acrobat | Acrobat Connect Pro | Contribute | InCopy | Quark Xpress
| Microsoft Office | Microsoft Visio
Media & Formats

Identity | Event | Advertising | Brochures | Direct Mail | Posters |
Newsletters | Publications | Websites | Interactive | SEO | Social Media
Coding

(X)HTML | CSS | JavaScript | ActionScript | PHP | ColdFusion | MySQL
Language

Copywriting | Copy Editing | Fluent in Spanish | Basic French

Work Experience
Senior Art Director & Graphic Designer, Owner

Senior Graphic Designer

Hearsay Design | Arlington, VA

Strat@comm, Public Relations |
Washington, DC

06.06–Present
Hypeli Entertainment | Boston, MA | 12–Present
Pew Center on the States | Washington, DC | 12
Potomac Kempo | Washington, DC | 10–Present
Beth Singer Design | Arlington, VA | 08
Delucchi Plus | Washington, DC | 07
American Bus Association | Washington, DC | 07
AIGA DC | Washington, DC | 07

Adjunct Professor of Graphic Design
School of Art, George Mason University |
Fairfax, VA

08.10–Present

Adjunct Professor of Communication Design
Northern Virginia Community College |
Alexandria, VA

08.10–12.11

Director of Design & Interactive
ZilYen, Branding & Communications |
Washington, DC

07.08–07.09

06.06–07.07

Graphic Designer & Multimedia Specialist
FEMA Flood Map Modernization, Michael
Baker Jr., Inc. | Alexandria, VA

02.04–06.06

Graphic Design Teaching Assistant
Visual Communication Department,
S.I. Newhouse School of Public
Communication, Syracuse University |
Syracuse, NY

08.02–05.03

Advertising Intern
American Express Latin America, Ogilvy
& Mather Miami | Coral Gables, FL

05.01–01.02

Photography Research Assistant
GAME FACE: What Does A Female Athlete
Look Like?, Game Face Productions | New
York, NY

06.00–08.00

Education, Honors, and Affiliations
Education

Master of Science in Communication :: New
Media | July 2003

Bachelor of Science in Communication ::
Photojournalism, Psychology | May 2002

Newhouse School of Public Communication,
Syracuse University | Syracuse, NY

School of Communication, University
of Miami | Coral Gables, FL

Honors

Leadership & Affiliations

Media Bistro Logo Awards

AIGA, The Professional Association for Design

Bronze Award, Design | 10

DC Chapter | 04–Present

Package and Design Magazine

Art Director’s Club of Metropolitan Washington
(ADCMW)

Designer Profile | 09

Who’s Who Among Students in American
Colleges and Universities®

DC Chapter | 05–Present

Freelancer’s Union

Student Honoree | 02

Member | 08–Present

New York University Certificate in Desktop
Publishing

Society for News Design

Certification completed | 01

University of Miami Student Chapter | 01–02

Delta Delta Delta Sorority
AX Chapter, Founding Sister | 99

Print, Branding,
& Mixed Media

“The best design does not come from knowing two-thousand
typefaces and six programs by heart. It comes from having a life
and being observant and involved in the world at large.”
Randall Balsmeyer

Hypeli Identity
SPECIFICATIONS

Multiple uses: EPS and PNG, various colors

Clear space
equal to the
x-height of the
logotype should
always be left
around the logo

The logotype must

x

always include the
Live Space

flame logomark and the
blue spotlight symbol

Clear Space

x

Clear Area

The logomark may
be used on its own
as a secondary
identifier for the
Hypeli brand

The Hypeli logo consists of 3 elements working together as a whole:
(1) The logotype is the platform’s name set in the bold
weight of the Malayalam MN typeface;

The brand has
both a primary
and secondary

(2) The logomark is the stylized illustration of a flame. The

color palette.

flame emulates a small lighter and evokes the idea of
an audience holding up lighters during a performance. It

The primary

connects Hypeli with audiences by reflecting the customer-

palette consists

centric, service-oriented philosophy of the platform;

of two bright,
vibrant colors to

(3) The blue spotlight symbol highlights the last two letters

inspire enthusiasm

of the word Hypeli in the logo. The spotlight alludes to

and activity

the experience of an on-stage performance and connects

while creating

Hypeli with the performers by emphasizing the platform’s

high contrast to

commitment to assisting them in getting exposure.

improve legibility

Judson Brochure
SPECIFICATIONS

Brochure: 8.5” x 11”, 60# glossy text, 4/4
Scored and folded into three panels
The Center’s
logo was
colored and
shaded to
be used as
icons for each

J

udson Center wraps its arms around the
community by serving three important
groups of people in six Michigan counties.
With offices in Wayne, Oakland, Macomb,
Washtenaw, Shiawassee, and Livingston counties,
we are reaching out to over 2,000 children,
families, and adults in need every day.

stakeholder

Children

group

To have a better life and a brighter future, every child
deserves a loving home and to belong to a family.
Whenever possible, Judson Center works to keep families
together or reunite them if they have been separated.
When reunification is not possible, we provide the support
children need through:
Adoption
A “forever” family
Foster Care
An immediate safe haven

The imagery
depicts all
stakeholder
groups and is
chosen based
on its color to
match the icons

Living in a Family Environment
Specialized foster care for children with disabilities
Residential Care
A loving and
supportive home
for children ages
9-17

Families

Adults

To have a better life and a brighter future, every
family is entitled to the resources, knowledge and support
to manage the challenges when life gets hard.

To have a better life and a brighter future, adults
with disabilities deserve to feel like they are contributing
members of the community.

Judson Center offers a number of programs designed
to support families experiencing abuse or neglect or
are faced with the challenges of raising a child with a
disability. Programs such as:

Judson Center is committed to helping these individuals
reach their maximum potential and achieve their dreams
through:

Autism Connections
Providing hope, connecting families of children with
autism
Family Preservation
Helping to keep at-risk families together and avoid
painful separation
Outpatient Mental Health/Counseling
Individual and family counseling
Prevention Services
School-based life skills training programs for
adolescents
Respite Care
Temporary relief to families of children with disabilities

Residential Care
A place to call home in the community
Respite Care
Temporary relief to families of adults with disabilities
Supported Employment
Helping find gainful employment
Supported Independence Program
Building life skills to gain independence in the
community

The mission of Judson Center, a
non-profit, human service agency

You can make a difference at Judson Center:
Attend or Sponsor an Event

located in southeastern Michigan, is
to help children, adults and families
improve their lives.

Make a Donation
Plan a Fundraiser
Volunteer

By Providing Love and
Building Community
By supporting Judson Center, YOU belong to a
community dedicated to the loving service of
children, families and adults.
By supporting Judson Center, YOU build better
lives and brighter futures.

Main Office
4410 West 13 Mile Road
Royal Oak, MI 48073
Telephone: (248) 549-4339
Fax: (248) 549-8955
www.judsoncenter.org
A proud recipient of the
North American International Auto Show Charity Preview

The Judson Center brochure targeted all three of the
Center’s main audiences and its purpose was to inform
the public of the services available at the Center.
The goal was to create a piece that was inviting and
connected with its target audience on an emotional level.

Member Directory
SPECIFICATIONS

Cover: 6” x 9”, 100# cover, 4/0 + varnish
Interior: 6” x 9”, 20# text, 4/4
An XML file
contained
all member

Frank Aukofer | DriveWays Columnist

data for easy

Scripps Howard News Service

management

faukofer@gmail.com
6325 Beachway Drive
Falls Church, VA 22044
O. (703) 820-4232

2007-2008
Membership
Directory

C. (703) 965-7296

Several ads
were created

Bob Austin | General Manager, Communications

even intervals

Westwood, NJ 07675

Upper Saddle River, NJ 07458

O. (201) 594-3360

H. (201) 934-7608

F. (201) 594-3495

C. (201) 376-0325

Director of
Communications

202/326-5586
msakala@autoalliance.org

Wade Newton
Director of
Communications

202/326-5571
wnewton@autoalliance.org

Candace Robinson

Communications with Congress
Tips on Writing to a Member

Manager of
Communications

202/326-5522

The letter is the most popular choice of communication with a
congressional office. If you decide to write a letter, this list of suggestions
will improve the effectiveness of the letter.

Mia Bae | Media Communications Officer

crobinson@autoalliance.org

Member Companies

1. Your purpose for writing should be stated in the first paragraph of the

Jaguar North America

8cc`XeZ\d\dY\ijjlggfik\e_XeZ`e^\e\i^pj\Zli`kp

letter. If the letter petains to a specific piece of legislation, identify it
k_ifl^_8ck\ieXk`m\=l\c8lkfjk_Xkilefe_pYi`[
, Senate Bill: S
.

accordingly, e.g., House Bill: H.R.
www.washautopress.org

mbae1@jaguar.com

k\Z_efcf^pfiXi\ZXgXYc\f]lj`e^]l\cjc`b\\k_Xefc#

Zc\Xe[`\j\c#Y`f[`\j\c#_p[if^\e#Zfdgi\jj\[eXkliXc
2. Be courteous, to the point, and include key information,
using examples
^XjXe[gifgXe\%Kf[Xp#('%,d`cc`fe8ck\ieXk`m\=l\c
to support your position.

One Premier Place
Irvine, CA 92618

8lkfjXi\fek_\ifX[Xe[dfi\k_Xe(%,d`cc`fef]

O. (949) 341-6191

3. Address only one issue in each letter; and, if possible,
keep the letter to
k_\j\Xlkfjn\i\jfc[`e)''-%
one page.

F. (949) 341-6152

Addressing Correspondence:

C\Xiedfi\Xknnn%;`jZfm\i8ck\ieXk`m\j%Zfd

To a Senator:
The Honorable (Full Name)
United States Senate

Susan Bairley | Communications Manager

Washington, DC 20515
Dear Senator (Last Name):

United States Council for Automotive Research

incorporated

www.autoalliance.org
202/326-5500 fax 202/326-5598

The Honorable (Full Name)

1000 Town Center Building

14146 Wagon Wheel Court

Suite 300

Chelsea, MI 48118

Southfield, MI 48075

H. (734) 475-0671

O. (248) 223-9023

F. (734) 433-1714

United States House of Representatives
Washington, DC 20515
Dear Representative (Last Name):

To a Chair of a Committee or the Speaker of the House:
Dear Mr. Chairman/Madam Chairwoman:
Dear Mr./Madam Speaker:

F. (248) 223-9021
www.washautopress.org

1401 Eye Street, 9th Floor, Washington, DC 20005

To a Representative:

sbairley@uscar.org

into the design

Charles Territo

Monica Sakala

the directory

identity was

gbergquist@autoalliance.org

cterrito@autoalliance.org

36 Stevenson Lane

association’s

202/326-5596

202/326-5523

bob.austin@rolls-roycemotorcarsna.com
P.O. Box 1227

The

Gloria J. Bergquist
VP Communications
and Public Affairs

Director of
Communications

Rolls-Royce Motor Cars NA, LLC

and inserted at
throughout

;@J:FM<I K?<

Alternatives

13

The directory needed to be created as data collection was occurring
simultaneously, therefore there was a need for an XML file which
was placed in InDesign for easy data management and file updates.
Additionally, there was a need for clear and intuitive formatting of the
data which included the use of alternating shading for each member.

www.washautopress.org

7

PTI Rebranding
SPECIFICATIONS

Letterhead: 8.5” x 11”, 60# text, 4/0
Business Card: 2” x 3.5”, 100# cover, 4/0
A new friendlier
shade of blue
was chosen for
the new identity

448 Centre Court east
Clinton township, Mi 48038
p.586.263.5100
F.586.263.6680
www.tEAmpti.COm

GERALD HECKENDORN

Sales & Marketing Manager
gheckendorn@teampti.com
C.586.292.0978

448 Centre Court East
Clinton Township, MI 48038
P.586.263.5100 F.586.263.6680

448 Centre Court east
Clinton township, Mi 48038
ISO9001:2000 Registered Company

The logo is
complemented
by Futura as
the identity’s
typeface

WWW.TEAMPTI.COM

The new logo for PTI Engineered Plastics was
created to resemble the plastic tubing and molds
which the company specializes in creating.
The font choice reflects a new more approachable identity
which would be used to aid in new marketing efforts.

Bank One Job Aids

The numbering
system

SPECIFICATIONS

identifies the

Print: 8.5” x 11”, 24# text, 4/0

year, city of
origin, volume

Web: 800px x 600px+, web-safe colors

number, and
a classifier
HOME

denoting level
of importance.

CHECKLISTS

OPERATIONAL
EXCELLENCE

OPERATING
YOUR SYSTEM

POLICY
CHANGES

TROUBLESHOOTING

SEARCH

02C HI14 0 P

Logo and

Job
Aid

Chicago, Illinois
System Enhancement Update

category
icons for easy

September 28, 2002

identification

To assist you in the transition to the new environment
created by the System Enhancement.
This document explains the changes that will
take place on the Monetary History Screen
once the System Enhancement process is
completed. It describes what information is
converted for each type of account.

Summary
information for
quick reference

OPERATING YOUR SYSTEM
in

fell swoop

Chicago CBG Monetary History Screen Changes
Type of
Account

Pre-System Enhancement

What is converted on History
Screen

Post-System Enhancement: B1B
02U S32P

DDA

Two cycles plus current cycle

Current cycle or 45 days, whichever
is greater.

Current cycle plus previous 30 days.

Savings

Year-To-Date

Current cycle or 45 days, whichever
is greater. Exception: Unposted
transactions do not convert.

Current cycle plus previous 30 days.

All Banking Centers
Financial Services Desktop
March 22, 2002
To familiarize you with the new Financial Services
Desktop replacing Launch Pad on April 3rd.

CD

History since 12/31/01 or the last
maturity of CD, whichever is greater.

2002 Year-To-Date history. All other
years are stored on Microfiche*.

History that was converted plus any history posted after
conversion for the life of the account.

IRA

Current year and previous year.

1. IRA Savings

1. Year-To-Date

1. 2002 Year-To-Date history. All
other years are stored on Microfiche.

History that was converted plus any history posted after
conversion for the life of the account.
KEY FEATURES & FUNCTIONS

2. IRA CD’s

2. History since 12/31/01 or the last
maturity of the CD, whichever is
greater.

ATM

DDA & Savings current cycle and
previous cycle.

2. 2002 Year-To-Date history. All
other years are stored on Microfiche.
NOTE: IRA CD converted transaction
history may not list all adjusting
entries (e.g. reversals of misposted
transactions).
DDA & Savings current cycle plus 30
days.

Job
Aid

The new desktop provides a different way
to access your existing resources such as
Customer Assist, information ratings, and
intranet sites. You should review the Financial
Services Desktop Quick Reference Guide and
this checklist to become familiar with the
system prior to April 3rd.

CHECKLISTS
starting from square

Financial Services Desktop Checklist

Urgent News Replaces Urgent Faxes
You will see time-sensitive information in the Urgent News box, which is located on the right side of the
homepage. You will continue to receive The Source as you do today.
Learning Tab
This provides access to learning Web sites, tours, training banks, practice scenarios, and other related sites.
Navigation
Instead of using back buttons, the Financial Services Desktop allows you to navigate using links, tabs and
drop-down boxes.
Desktop Help
Click on this option when you need help using the Financial Services Desktop and when performing such

functionsavaliable
as customizing and
Checking: Current cycle plus 30 days
in troubleshooting.
groups
Favorites Option
of last 5 card transactions, last 5Mychecks,
last 5 deposits,
Use this option to customize links to the Intranet and the Internet sites that you want to view on your
or last 10 transactions since last statement.
homepage.
WHAT TO
DO: MARCH 25
2
Savings: Current cycle plus 30 days
available
in- APRIL
groups
of last 5 card transactions, last 5Complete
deposits,
or last
10Desktop Tour
the brief Financial
Services
• From LaunchPad, under Training/HR, click Learn Customer Assist.
transactions
• Under News in upper right-click on the Financial Services Desktop Tour

• For those without access to LaunchPad, please access the Financial Services Desktop Tour through
the following URL:
http://retail.bankone.net/retaileducation/CBD/Tours/CBD_Tour/CBD_Tour_index.htm

WHAT TO DO: APRIL 3
Refer to the Financial Services Quick Reference to log in and customize your desktop.

The purpose of this project was to create a design for a series of white
papers and memos distributed periodically to Bank One employees.
The goals were to have a unified look and to give the readers a fast
and easy way to know the importance of the document and the
relevance to their particular job. Web access to the Job Aids was
also being considered, so a solution for that was created as well.

Old Navy Report
SPECIFICATIONS

were sampled
from those used
in the marketing
of the brand.

is a subsidiary brand of Gap, Inc., a
company founded in 1969 by Donald
and Doris Fisher in San Francisco,
California.

30 across Canada located in easily
accessible outdoor shopping areas in
neighborhoods and urban centers.
Flagship stores are located in San
Francisco, Manhattan, Chicago, and
Seattle.

Today, Gap Inc. is a leading
international specialty retailer offering
clothing, accessories and personal care
products for men, women, children
and babies under the Gap, Banana
Republic and Old Navy brand names.
e company’s world headquarters are
located in the San Francisco Bay Area,
while their product development offices
are in New York City.

In each store, the company wants to
ensure that the shopping experience
delivers energy and excitement to its
customers. ey achieve this through
creative visual displays, in-store
marketing and music.

Gap Inc. operates more than 4,250 stores
and has 165,000 employees worldwide
under all three brands.

1997 Old Navy reached $1 Billion in
annual sales in less than four years of
operation.

Each brand has its own marketing team
housed in the world headquarters.
ese in-house marketing teams
create everything from hang-tags and
in-store posters to billboards and TV
commercials.

2000 Launch of oldnavy.com and the
brand’s private label credit card.

“Fun, fashion
and value for the
whole family.”

e Old Navy brand
debuted in 1994
promising its customers
value-priced apparel
for the entire family.
e branding proposition is to make
shopping fun and fashion affordable for
the whole family.
Old Navy’s products include denim,
khakis and graphic tees in addition to
casual clothing for work and home.
Unlike the Gap brand which has
separate stores for every market, Old
Navy prides itself in having products for
the entire family in one store.

BRAND MILESTONES
1994 Old Navy brand debut.

2001 Old Navy debut outside US, 12
Old Navy Store Floor Plan

Baby Boy/
Newborn

Baby Girl Baby Girl

Girls

Boys

Girls

Boys

Women’s
Denim

Women’s
Active Lounge
Women’s
Khaki/Essentials

Women’s
Feature

Men’s
Denim
Men’s
Active
Lounge
Men’s
Khaki/Essentials
Supply/
Accessory

As of February 2003, Old Navy has
814 stores in the United States and

The report explored all aspects of the Old Navy company brand
and the business approaches used both online and offline.
The approach was to keep this design simple by using a grid for the
layout. The imagery, fonts, and colors used reflect Old Navy’s brand
and were modeled after several of the ads and other published media.

The Website

establishes a solid business purpose that
is synonymous with that of the offline
store. e purpose is to extend the reach
of the brand through the web, to solidify
the brand’s identity in the eyes of both
new and returning consumers, and
finally to increase revenue.
I think the brand can measure the
success of their business purpose by
keeping track of the amount of new and
returning visitors to the site. ey can
also conduct surveys to find out how
many of their current online customers
shopped at the offline store before
coming online and how many of the
online customers have been driven to
shop at the offline store as a result of
their experiences.
Old Navy can also keep track of how
much added revenue they
have gained as a direct result
of the website to ensure
that the business goals are
being met. is can also be
measured by tracking the
amount of unique visitors
and comparing that to the
total number of purchases
made online.
e site’s target audience is
analogous with the offline
store’s audience. However, I
think that based on research
found on Cyberatlas.com, the
majority of visitors will be women who
are not only shopping for themselves but
also for their families and loved ones.
Men are less likely to visit the site, but
children would be the least likely of the
target group since most of their apparel
is usually bought by parents.

TOUCHPOINTS

The vivid colors

Old Navy

OLDNAVY.COM

BRAND OVERVIEW

Report: 8.5” x 11”, 20# text, 4/4

e technology used on the site is
usually very subtle. e catalogue
is database driven which allows of
seamless and constant updating of the
products available. e protocol used to
access these databases is ASP.
e site uses JavaScript to call up images
and site components as well as to create
rollovers and highlight the section in
which the user is. e site also uses
Macromedia Flash/Shockwave movies
for animations.
e text and other components that are
set in HTML are styled through the use
of cascading style sheets (CSS). Also,
all images are properly named with Alt
tags for the user’s convenience and 508
compliance.
Finally, the site uses Adobe’s PDF
technology to give users access to forms
and printed material such as the weekly
newspaper advertisements.

SITE RATINGS
Ease of Navigation........................... 8
Technical Sophistication............... 6
Depth of Information..................... 7
Educational/Informative.............. 4
Visitor Centric................................. 9
Community Building..................... 4
Strength of Brand........................... 10
Permission Marketing................... 7
Capabilities
E-Commerce/Transactional........ 9
Capabilities
Seamlessness.................................. 10
Unique Online Proposition.......... 5
Overall Experience........................ 8

Cardholders.
Old Navy offers two types of cards to
their customers: the gift card and the
credit card.

e gift card is meant to replace the
gift certificates that most other retail
apparel stores offer their customers. e
card works like a debit card and can be
used to shop online or at the store. e
card can be used is reusable and expire
only after 120 days without a balance
left on it.
ere is also an electronic version of
the gift card, the Virtual GiftCard. e
virtual version is issued online and
can only be used at Oldnavy.com. e
card is sent to an E-mail account and
does not expire, however it cannot be
recharged like the regular card.
e credit card is assigned to customers
who choose to open an account
with Old Navy. e customer
gets to choose a color from
a list of 3 options based on
personal preference. is
engages the account holder
from the very beginning
while the colors represent
the brand by staying within
the Old Navy identity kit
specifications.
e incentive to sign up is 10%
off the first purchase on the credit
card either online or at the store. e
customer also receives a $5 Bucks Back
coupon for every $100 charged to the
account.
e website provides access to
the account information and uses
technology that allows customer to
receive statements and make payments
online. e account holder can also

keep track of all their transactions made
in the previous 6 months.
ere are a lot of special offers that keep
account holders interested and shopping
at the store. ese offers are dispersed
in the form of direct marketing both
through regular and electronic mail.
Account holders receive coupons and
codes for special offers online that can
be used for immediate discounts. ere
are also special offers received in the
mail like the Stuff and Save Bag that
discounts 20% of the price on everything
that can fit inside.
e account is a good way to keep
customers involved in the events
occurring all the time. It is a good
process of educating the consumer and
urging them to act from the knowledge
they acquire rather than from any
information they would have found on
their own.
Both the gift card and the credit card
make use all available media for the
purpose of conducting transactions.
ey also create a relationship between
the cardholder and the brand which
helps to extend the brand’s reach
and increase the likelihood that
the customer will return for future
purchases.
Old Navy Discount Coupons

Valeo Newsletter
SPECIFICATIONS

Newsletter: 8.5” x 11”, 80# semi-gloss text, 4/4
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This is one of multiple options presented to the client. The
target audience is comprised of new car buyers who are not
familiar with the Valeo family of products and their role in
increasing safety in automobiles. The purpose of the piece
was to inform as well as to excite the reader about Valeo.
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Web & Interactive

“Creativity, as has been said, consists largely of rearranging what we know
in order to find out what we do not know. Hence, to think creatively, we
must be able to look afresh at what we normally take for granted.”
George Kneller

Hypeli Website
SPECIFICATIONS
Background

Flash, Web: 1024px x 700+px, web-safe colors

image helps

hypeli.com

set the mood
of excitement
for performers

Video player
shows a
newly-added
performer

Consumers and
performers can
request access to
the community
Hypeli is an online platform for emerging performers to get
more exposure with the goal of allowing consumers to discover,
engage with, and hire said talent for their event needs.

Pew American Cities
SPECIFICATIONS

Flash: 940px x 875px, web-safe colors
http://www.pewstates.org/research/data-visualizations/30-cities-an-introductory-snapshot-85899380032

Banner image
changes as
each city name
is selected

Data
dynamically
loaded via
ActionScript
and XML

Pew’s American Cities Project focuses on the biggest city in each
of the nation’s 30 largest metropolitan areas to help policymakers
understand key challenges and promising approaches.

ZilYen
SPECIFICATIONS

Flash, Web: 1150px x 750px, web-safe colors
http://hearsaydesign.com/flash/zy/index.html (formerly ZilYen.com)

Background
slides to reveal
Branding
section

Recent news
are dynamically
loaded via
ActionScript

Randomly loaded
The redesign of the ZilYen website was created to
individuate the branding agency. One of the main goals
was to incorporate a large amount of information on the
homepage while keeping the design simple and clean. Special
attention was paid to Flash accessibility and usability.

image highlights
one of the firm’s
brand mantras

Ayuda

(pro-bono)

SPECIFICATIONS

Web: 900px x 800px+, web-safe colors
http://www.ayuda.com
The logo is
prominently
placed to
enhance brand
awareness

Personable
pictures of
stakeholders
warm up
the page

Highlight
call-to-action
links as part
of improved
interactivity

The pro-bono redesign of the Ayuda Web site, through the Taproot
Foundation, involved various stakeholder interviews including
the board of directors and several clients. Special attention was
paid to the accessibility issues and improving the calls to action
to increase public awareness of the organization and its cause.

Strat@comm
SPECIFICATIONS
Background
image loads

Flash, Web: 980px x 850px+, web-safe colors
http://hearsaydesign.com/flash/StratAnimated/index.cfm (formerly Stratacomm.net)

randomly
upon refresh

Banner
changes color
periodically and
randomly loads
faded text

Text and images
are dynamically
loaded via
ActionScript

The redesign of the Strat@comm Web site was preceded by
market research and a thorough assessment of the company’s
brand as well as its competitors. Special attention was paid
to the integration of Flash and Web 2.0 technologies.

SUVOA
SPECIFICATIONS

Flash, Web: 800px x 725px, web-safe colors
hearsaydesign.com/flash/suvoa/towing_matrix.cfm (formerly suvoa.com/towing_matrix.cfm)

Image loads
randomly as
a response to
user click on
weight scale

Weight scale
is functional
and interactive
with a slider

Selecting a
silhouette
narrows
the results
generated

The SUVOA Towing Matrix was created to allow users to search
a comprehensive list of vehicles and their towing capacities.
The application interacts with a database using ColdFusion

Loads a dynamically

and Actionscript. The goal was to allow the users complete

generated list

flexibility by giving them multiple options to initiate a search.

from a database

