
ZilYen

The redesign of the ZilYen Web site was initiated by a need to better 
represent the company’s brand and to promote its unique approach to 
branding. Special attention was paid to the integration of Flash and Web 
2.0 technologies as well as user interactivity.

SPECIFICATIONS

Flash, Web: 980px x 850px+, web-safe colors

Large image 
loads randomly 
upon refresh

News stories 
are dynamically 
loaded via 
ActionScript 
and XML

Small images are 
interactive and 
change the larger 
image on click.

www.zilyen.com



Advisory System

The goal of this project was to redesign the Department of Homeland 
Security advisory system based on color theory, and to create pieces that 
promote the redesign while providing the reader with detailed information.

The magazine ad could be folded for use as a bookmark, while the 
newspaper ad had a wallet-sized card take-away.

WARNING
The Homeland Security Advisory System Described

The  System was developed to provide an effective means of transmiting information 
about the risk of terrorist attacks.  Risk includes both the probability of an attack 
occuring and its potential gravity.  Below, we define the five threat conditions and list 
some suggestions about what to do.

1Maximum Danger
This condition describes the greatest risk 
of a terrorist attack occurring.  Under most 
circumstances, the protective measures are 
not to be sustained for long periods of time.

n Avoid public gathering places.

n  Follow official instructions and restrictions.

n Listen to radio and TV regularly for updates. 

n  Prepare to take drastic protective actions.

2Extreme Hazard
This condition describes a high to very high 
risk of a terrorist attack occurring.  You 
should take additional precautions when 
attending public events or places.

n Review the proper evacuation and sheltering

    measures for all potential terrorist actions.

n  Avoid high profile or symbolic locations.

n Exercise caution when travelling. 

3Mild Threat
This condition describes a slightly elevated 
to high risk of a terrorist attack occurring.  
You should become more aware of your 
surroundings and odd or suspicious behavior.

n Be vigilant of and report suspicious activity.

n  Contact neighbors to discuss common plans.

n Update the household communication plan. 

n  Check school and work emergency plans.

4Low Warning
This condition describes a general to slightly 
elevated risk of a terrorist attack.  Be sure 
to review and update your family emergency 
plans and procedures. 

n Update your Disasters Support Kit.

n  Develop a more detailed household

    communication plans.

n Plan for family members with special needs.

5Minimum Risk
This condition describes a minimal to 
general risk of a terrorist attack occuring.  
Plan and practice a family emergency plan. 

n Develop a household disaster plan and

     assemble a family disaster supply kit in

     accordance to the Federal Emergency

     Management Agency’s suggestions. 

How is Information Evaluated?

How Do I Stay Informed?

How Should I Prepare?

What are the Possible Threats?

How are the Threats Assigned?

The threat information is evaluated according to but not limited 

to the following factors:

 1. To what degree is the threat information credible?

 2. To what degree is the threat information corroborated?

 3. To what degree is the threat specific and/or eminent?

 4. How grave are the potential consequences of the

     threat?

Once all the available information is evaluated, the Attorney 

General, in consultation with the Assistant to the President for 

Homeland Security,  makes the decision about which threat 

level is appropriate.  Threat conditions may be assigned for the 

entire Nation, or they may be set for a particular geographic 

area or industrial sector.  At all threat conditions, it is important 

that we all remain vigilant, prepared, and ready to deter terrorist 

attacks.

Acts of terrorism range from threats of terrorism, as-

sassinations, kidnappings, hijackings, bomb scares 

and bombings, and cyber attacks (computer-based), 

to the use of chemical, biological and nuclear weap-

ons.  High risk targets include military and civilian 

government facilities, international airports, large 

cities and high-profile landmarks.  Terrorists might 

also target large public gatherings, water and food 

supplies, utilities, and corporate centers.

In case of an emergency, tune to a radio or TV for information 

and instructions.  To plan ahead, stay alert of the news and the 

current alert status or visit any of the following sites:

Federal Emergency Management Agency

www.fema.gov

Department of Homeland Security

www.dhs.gov

Center for Disease Control and Prevention

www.cdc.gov

Because the very nature of terrorism suggests 

there may be little or no warning, always be aware 

of your surroundings.  Prepare an emergency plan 

that includes  sheltering-in-place and evacuation 

procedures.  Most importantly, assemble a Disas-

ters Supplies Kit to endure either an evacuation or 

in-home confinement.  A brochure with a checklist of 

all suggested supplies is available at your local Red 

Cross facility or at the FEMA website:  www.fema.gov/

library

The Homeland Security Advisory System at Work
The Department of Homeland security collects intelligence from various government agen-
cies and analyzes the information in the hopes to anticipate, preempt, and deter threats to 
the homeland whenever possible and to respond quickly when such threats do materialize.

Quick Reference Card
Keep this card with you at all times for easy access to 

what each threat level means and important notes on 

how to stay informed.

STAY INFORMED
Regularly check the news and current alert status 

or
visit any of the following sites:

          Federal Emergency Management Agency      www.fema.gov
          Department of Homeland Security      www.dhs.gov
          Center for Disease Control and Prevention      www.cdc.gov

Remain vigilant, prepared, and ready to deter 
terrorist attacks at all threat conditions.

SPECIFICATIONS

 Magazine insert:  8.25” x 10.875”, 100# text, 4/4

Newspaper ad:  6.44” x 21”, newsprint, 4/0   

Title alluding to 
safety signs

Numbers to 
denote hierarchy

Color palette 
created based 
on color theory

Descriptive two  
word titles for 
improved clarity



Strat@comm

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.

www.stratacomm.net

SPECIFICATIONS

Flash, Web: 980px x 850px+, web-safe colors
Background 
image loads 
randomly upon 
refresh

Text and images 
are dynamically 
loaded via 
ActionScript

Banner changes 
color periodically 
and randomly 
loads faded text



Bank One Job Aids

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.

SPECIFICATIONS

Print:  8.5” x 11”, 24# text, 4/0

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

Job
Aid

OPERATING YOUR SYSTEM

fell swoopin

Chicago CBG Monetary History Screen Changes

Chicago, Illinois
System Enhancement Update

September 28, 2002

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.

To assist you in the transition to the new environment 
created by the System Enhancement.

Type of Type of 
AccountAccount

Pre-System EnhancementPre-System Enhancement What is converted on History What is converted on History 
ScreenScreen

Post-System Enhancement: B1BPost-System Enhancement: B1B

DDA Two cycles plus current cycle Current cycle or 45 days, whichever 
is greater.

Current cycle plus previous 30 days.

SavingsSavings Year-To-DateYear-To-Date Current cycle or 45 days, whichever Current cycle or 45 days, whichever 
is greater.  Exception: Unposted is greater.  Exception: Unposted 
transactions do not convert.transactions do not convert.

Current cycle plus previous 30 days.Current cycle plus previous 30 days.

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.

IRAIRA

1. IRA Savings1. IRA Savings

2. IRA CD’s2. IRA CD’s

Current year and previous year.Current year and previous year.

1. Year-To-Date1. Year-To-Date

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

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

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

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

ATM DDA & Savings current cycle and 
previous cycle.

DDA & Savings current cycle plus 30 
days.

Checking: Current cycle plus 30 days avaliable in groups 
of last 5 card transactions, last 5 checks, last 5 deposits, 
or last 10 transactions since last statement.

Savings: Current cycle plus 30 days available in groups 
of last 5 card transactions, last 5 deposits, or last 10 
transactions

02CHI140P

HOME OPERATIONAL
EXCELLENCE

SEARCHTROUBLESHOOTINGCHECKLISTS POLICY
CHANGES

OPERATING
YOUR SYSTEM

Post-System Enhancement: B1BPost-System Enhancement: B1B

Current cycle plus previous 30 days.

Current cycle plus previous 30 days.Current cycle plus previous 30 days.

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

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

Checking: Current cycle plus 30 days avaliable in groups 
of last 5 card transactions, last 5 checks, last 5 deposits, 
or last 10 transactions since last statement.

Savings: Current cycle plus 30 days available in groups 
of last 5 card transactions, last 5 deposits, or last 10 

Job
Aid

Financial Services Desktop Checklist

All Banking Centers
Financial Services Desktop

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.

To familiarize you with the new Financial Services 
Desktop replacing Launch Pad on April 3rd.

March 22, 2002

CHECKLISTS
starting from square

KEY FEATURES & FUNCTIONS

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 
functions as customizing and troubleshooting.

My Favorites Option
Use this option to customize links to the Intranet and the Internet sites that you want to view on your 
homepage.

WHAT TO DO: MARCH 25 - APRIL 2

Complete the brief Financial Services Desktop Tour
•  From LaunchPad, under Training/HR, click Learn Customer Assist.
•  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.

02US32P

The numbering 
system identifies 
the year, city of 
origin, volume 
number, and 
a classifier 
denoting level of 
importance.

Summary 
information for 
quick reference

Logo and 
category 
icons for easy 
identification



.5” page margin
top, left, right 
and bottom.

Total Intro Page
 Area - 2.125”

Title Space - 1.125”

Logo Name Plate 
Area - 1”

Tiltle Bar Area for 
interior pages - .75”

Text Margin - 2”

Margin/Grid Template

Lorem Ipsum Doler Ansum

Barrett Values Centre

Individual Values Assessment
James Creighton

Interpretation Results

Prepared by:

Barrett Values Centre

January 1, 2008

PERSONAL VALUES

• You want to leave the world a better place as shown by making a dif-
ference. You are remarkably open to change and new ideas as revealed 
by listening, personal growth and professional growth. People are 
attracted to you and your commitment to good relationships as depicted 
by the values of friendship, open communication, humour/fun
and trust. The aforementioned also demonstrate your strong set of in-
terpersonal skills. You do what you say you are going to do as reflected 
by responsibility and you appreciate life experience.

• HEALTH INDEX: PL = 10-0
All positive values. You are not a fear-driven person.

• BALANCE INDEX: IRS (P) = 5-4-1
You favour your singular strengths as shown by five “individual” values. 
You complement your life with a focus on other people as reflected by 
four “relationship” values and one “societal” value. Clearly you are a 
people person.

• Values are distributed across five of the seven levels of consciousness 
with no predominance at any one level. There are no values in level 1- 
Survival or level 7 - Service. Level 1 represents physical health, security 
and financial stability. Level 7 addresses compassion for others and soci-

.1875”

.4375”1”

.1875”

.1875”

.25”

.25”

1.25”

2.125”

Individual Values Assessment
James Creighton

Prepared by:

Barrett Values Centre

January 1, 2008

Barrett Values Centre

Lorem Ipsum Doler Ansum

Overall Group IRS 9-4-0 IROS 4-2-4-1 IROS 3-2-4-1

A&B IRS 8-2-0 IROS 4-3-5-0 IROS 4-2-5-0

C IRS 6-4-1 IROS 3-3-4-1 IROS 4-1-6-1

Body Copy has 

been created to 

adhere to maximum 

legibility guide-

lines which are not 

to exceed line 65 

characters per line.

The styles within 

the body are all 

the same size, 11 

pt SignaPro, 15 pt 

leading. We use 

SignaPro Black for 

the bold call outs.

(11 pt SignaPro, 18 pt leading)

(20 pt SignaPro, 28 pt leading)

Charts and graphs can run the full width 

of the page inside the margins

(22 pt SignaPro light/reg)

88% Black

(21 pt SignaPro, 20 pt leading)

Text Specs

Barrett Values Centre

The brand guidelines for the Barrett Values Centre were created to help the 
client achieve consistency throughout all of its products and to understand 
the impact each one has in communicating with the company’s clients.

SPECIFICATIONS

Brand Guidelines:  8.5” x 11”, 20# text, 4/4

Blue fields 
describe each 
area and how to 
implement it

Fonts
SignaPro is the font assigned for all of the Barrett Values Centre Reports text.

SignaPro Light  SignaPro Light Italic

SignaPro Book  SignaPro Book  SignaPro Book SignaPro Book Italic

SignaPro Bold  SignaPro Bold Italic

SignaPro Black  SignaPro Black  SignaPro Black SignaPro Black Italic

Colors
This page represents the color palette that may be 

used when creating reports for the Barrett Values 

Centre.  Samples of color use for key features in 

this document have been provided as well. C:30 M:0 Y:70 K:35
R:130 G:154 B:83

C:90 M:60 Y:0 K:0
R:18 G:104 B179

C:80 M:60 Y:30 K:0
R:75 G:106 B:143

Green
Slate
Blue

Bright 
Blue

    Individual Values Assessment - James Creighton

       100% Green                          100% Slate Blue       100% Green                        100% Slate Blue

Barrett Values Centre

Individual Values Assessment
James Creighton

Prepared by:

Barrett Values Centre

January 1, 2008

77% Slate Blue     77% Green     100% Green77% Slate Blue   77% Green   

Individual Values Assessment



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

WWW.TEAMPTI.COM

PTI Identity

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.

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
ISO9001:2000 Registered Company

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

www.tEAmpti.COm

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



Design for Democracy

Sponsored by: 

Thursday, November 17
6:30 Reception
7:30 Program

AAAS
1200 New York Avenue, NW
Washington, DC

Featuring 
Marcia Lausen
Founding principal of Studio/lab

www.aigadc.org/events

Design for Democracy

This postcard was created to promote the Design for Democracy event 
held by the DC chapter of the AIGA.  The goal was to convey the ideas of 
democracy and patriotic duty without being political.

The back of the card includes white space to accommodate US Postal 
Service mailing guidelines.

SPECIFICATIONS

Postcard:  6” x 9”, 80# Utopia 2 matte cover, 4/4

The design is 
loosely based on 
the design of the 
American flag

American Institute of Graphic Ar ts
Washington DC Chapter
47170 Chambliss Cour t
Sterling, VA 20165

www.midatlanticpackaging.com

AAAS
1200 New York Avenue, NW  Washington, DC

www.aigadc.org/events
Space is limited, so register now!

RegiStRAtion coSt
Members (advance): $8
Members (at door): $12

Non-Members (advance): $15
Non-Members (at door): $20

Student Members (advance): $5
Student Members (at door): $10

Student Non-Members (advance): $10
Student Non-Members (at door): $15

Sponsored by: 

As a founding principal of Studio/lab, 
Marcia leads the design efforts of the 
Chicago office. She is an outspoken 
advocate for the value of good design 
in consumer, corporate, nonprofit, and 
government  communications.

A former AIGA Chicago President, Marcia 
now serves on the AIGA national board.

www.aquent.com 

Metro: Metro Center (Blue, Orange, & Red lines)
Parking: Street parking will be available, but limited. 

Paper: 80# Utopia 2 Matte Cover
Printing: Petree Press, www.petreepress.com 

Design: Gisselle Frias, gfrias4@yahoo.com 
Postage provided by: Randstad Creative Talent, 202.833.2660

Since November of 2000, when a confusing ballot 
in the state of Florida brought issues of ballot 
design to national attention, Marcia Lausen has 
led Design for Democracy, an election 
reform initiative.

 As a national nonprofit organization led by 
AIGA, Design for Democracy is now expanding its 
efforts into other areas where design can make a 
difference, such as evacuation graphics and tax 
form design. Marcia will share the organization’s 
latest work as well as the group¹s struggles and 
achievements.



Regional Conference

The theme for this regional conference was created to encompass its goals 
while embracing the political atmosphere of an election year.

Various pieces were created including a banner, posters, CD labels, name 
tags and welcome packets for each participant.

SPECIFICATIONS

Banner: 96” x 36”, 7mm photo-base stock, 4/0 + 2 spot + laminate

Poster: 22” x 34”, 80# matte text, 4/0 + 2 spot, mounted on foam core 

KANSAS CITY 04
Map Modernization Regional Conference

CONTRACTING & PROGRAM 
MANAGEMENT CONCERNS

Logo placement 
is consistent 
with client 
guidelines

Smaller circles 
all converge at 
the larger one 
over Kansas City

The typography 
was modeled 
after campaign 
posters

The color palette 
was restricted to 
the red, white, 
& blue in the 
client’s identity



Love Cures All

An identity was created for this annual auction that incorporated the color 
of the benefitting charity organization while conveying the mood of the 
Valentine’s day season during which the event is held.

Several promotional pieces were created in both color and grayscale to 
allow the client options in print production.

SPECIFICATIONS

Postcard/Table Tent:  6” x 4”/4.25” x 11”, 80# cover, 4/0 + varnish

Poster: 8.5” x 11”, 24# text, grayscale

Logo was 
created to 
establish an 
identity

Stock illustration   

The color palette 
represents 
the nature of 
the event and 
the charity 
organization

Sponsored by Post Pentagon Row Apartment Homes 
Hosted at Champps Restaurant & Bar

Bachelor/Bachelorette Preview
Silent Auction Begins

8:00 p.m.
Bachelor/Bachelorette Auction

Door Prize Drawings

2nd
Annual

Bachelor & Bachelorette 
Charity Auction

To Benefi t Th e Susan G. Komen Breast Cancer Foundation
National Race for the Cure®

 Post Pentagon Row Apartment Homes 
Hosted at Champps Restaurant & Bar

1201 South Joyce Street
Arlington, VA 22202

703-486-3700
703-414-3601

6:00 p.m. 
Bachelor/Bachelorette Preview

Silent Auction Begins

National Race for the Cure®

Wednesday
February 9th, 2005

www.postproperties.com

Each bachelor/bachelorette auctioned 
includes a $50 gift  certifi cate to one 
of these Pentagon Row restaurants:  
Champps Restaurant & Bar, Lebanese 
Taverna, Murali Italian Restaurant, 
Saigon Saigon, Siné Irish Pub, 
Th aiphoon, La Crêperie, Asia Bistro

Silent auction includes:  Private 
Tours of the Capitol, Exotic Vacation 
Packages, Hotel Getaways, Airline 
Tickets, Spa Packages, Priceless Art.

2nd 
Annual

Charity Auction
To Benefi t Th e Susan G. Komen Breast Cancer Foundation

National Race for the Cure®

Wednesday 
February 9th, 2005

6:00 p.m. 
Bachelor/Bachelorette Preview

Silent Auction Begins

8:00 p.m. 
Bachelor/Bachelorette Auction

Door Prize Drawings

Sponsored by 
Post Pentagon Row Apartment Homes 

Hosted at Champps Restaurant & Bar
1201 South Joyce Street

Arlington, VA 22202
703-486-3700

www.postproperties.com

EVENTS
• Bid on a Valentine’s date or an 

exciting prize in the silent auction 
• Chance to win great door prizes 
• Monetary donations welcome for 

the fi ght against breast cancer

100% of the events net proceeds will benefi t 
the Komen National Race for the Cure®

Each bachelor/bachelorette auctioned 
includes a $50 gift  certifi cate to one of 
these Pentagon Row restaurants:

• Champps Restaurant & Bar
• Lebanese Taverna
• Murali Italian Restaurant
• Saigon Saigon
• Siné Irish Pub
• Th aiphoon
• La Crêperie
• Asia Bistro

POST HOPE
In 1989, Post Properties created Post Hope, 
which was designed to provide exemplary 
service to the communities in which our 
company operates through generous 
contributions to selected worthwhile 
causes.  Post’s goal is to improve the quality 
of life for those who are less fortunate and 
to be a source of hope for our community.

KOMEN NATIONAL RACE FOR 
THE CURE
Working through a network of Affi  liates 
and events like the Komen National 
Race for the Cure®, Komen is fi ghting to 
eradicate breast cancer as a life-threatening 
disease.  Th e Komen National Race for 
the Cure® is one of more than 100 similar 
events held nationwide annually by the 
Foundation.  Of the net proceeds from 
the Komen National Race, at least $1 
million will remain in the Washington, 
D.C. metro area to support education, 
screening and treatment programs.  
For more information on the Komen 
National Race for the Cure® visit www.
nationalraceforthecure.org. nationalraceforthecure.org. nationalraceforthecure.org

www.postproperties.com www.postproperties.com



Alzheimer’s Association

The redesign of the Alzheimer’s Association Central New York chapter Web 
site was preceded by market research of other health support organizations’ 
Web sites.  The design and imagery was chosen to evoke feelings of comfort 
and “being welcome,” as well as to remain at the pace of other support 
organizations.

SPECIFICATIONS

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

National 
Association’s 
signature color

Color theory  
used to 
complement the 
signature color

Stock 
photography 
chosen to evoke 
comfort

www.alz.org/centralnewyork




