Do you want a show pony or a

workhorse?



A Beginning
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has held true throughout my life and career:
do it right or don’t do it at all. Interpretations
may vary from one individual to the next,

but for me, it means total commitment and
being as good as my word. | approach every

project with a passion for finding the right
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solution, not just the path of least resistance.

| consider it my responsibility to solve the

client’s communication problem while

helping them avoid expensive mistakes.

Finding the best solution isn’t always the

easiest path to take, but it is the most

rewarding for those involved. Above all, | want
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my work to make a difference. There are few
things more satisfying than hearing a client
say, “We owe it all to you!” I'm no show pony,
interested only in the next award show.

| want to work hard with your team,
shouldering my share of the burden.

I'm proud to be a workhorse.
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Y 5202y, With over ten years’
experience, | work hard to find solid solutions for
a broad range of challenges and clients. I've been
fortunate to encounter some great people

and projects since beginning the journey.

| was raised in a farming and ranching family

who instilled in me a strong work ethic,

teaching me the true meaning of “a day’s

work.” Agriculture is never a nine-to-five

proposition. The community was small, in more

ways than one, so personal integrity was

very important. | learned that it's better to

do a job right the first time than develop

a reputation for poor work. Above all, it's the

right thing to do, period. | have a strong sense

of commitment to my work and my clients.

Those clients aren’t a who’s who of Fortune 500's,

though | have worked for a few. It's largely a “who’s

never going to be” of small, mom & pop businesses.

Regardless of size, each project was important

to the client. Sometimes it meant everything for

their business. | learned how to be creative within

small budgets and short timeframes, making me

very efficient with more extravagant projects.

I've honed my listening skills so that | can get

to the heart of the matter. It boils down to this.

My first job is to solve problems: communication

problems, perception problems, budget problems.

My experiences give me a unique perspective,

one based in reality, making me great at my job.

Don’t take my word for it. Following are some

examples of my work. Have a look.
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Carlton Solutions for Education

Practical Education Technology: Not an Oxymoron

Striving to be a leader in education technology,

Carlton is truly dedicated to improving education

through practical technology. | found the idea

of helping teachers inspiring when Carlton

approached me with one great concept:

improve the lives of educators everywhere.

136 Strategic Thinking
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Working closely with the Carlton team, | helped and supervising their brand development.
strategize comprehensive marketing plans and Carlton continues to grow and innovate with
flesh out long-term corporate missions centered a line of revolutionary education solutions
around their core value of saving time. through integrated-a/v asset tracking,

| positioned Carlton’s solutions as cutting-edge, online sharing of lesson plans,

time saving investments by naming the products and print-on-demand technology.

& CARLTON soesce
For Education

Pictured at right:

Product brochures for Event Invitation for
Curriculum Assistant Curriculum Assistant launch
and Celera Printed 1/1

Printed 4/4 plus varnish
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Russell Type PR%JE;TZNO' Corporate Identity and Collateral

Creating an Environment of Service and Support

The work of a service bureau appears simple To distinguish Russell Type from the competition, attention to every project not evident with
on the surface. Translate a designer’s ideas | created an identity that speaks of film output, other service bureaus. A happy client base
from digital bits to film the print shop can use and collateral focusing on the highly attentive recognized and rewarded the integrity

to put ink on paper. However, as any designer personal service given each project. | knew it and quality of Russell Type's work

will tell you, it’s seldom that easy. Any number of was important to emphasize the firm'’s with frequent repeat business.

errors can crop up, causing delay and expense. strengths of quick turn-arounds and detailed

Pictured at right:
Capabilities brochure Printed 2/2 with blind
outlining firm's work ethic, embossed 1-color cover

policies, and services
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Baby Safe Home PRDIJgT.ZNO' Branding and Positioning

Protecting a New Generation, One House at a Time

Specializing in customized home baby-proofing, Looking first at the competition, | found a focus | created the image of a shielded home with a
Baby Safe Home is a company on the cusp on the “child” theme which can alienate a more soft type treatment to reinforce the BSH focus
of greatness. The service targets middle to upper discerning clientele. BSH needed a refined, on family safety. The business has seen an
income new parents. | was asked to create an credible identity that imparted feelings of overwhelming response. Their outstanding
image for the brand that speaks to intelligent, confidence and let parents know that their reputation among new parents

caring parents, not their newborns. child would be safe after a visit from BSH. continues to grow.

Pictured at right:

Posters Magazine Advertisement
with padded business cards

Business Cards

BABY SAFE HOME —— Printed 2/2
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A Thumbnail Sketch

I’'ve had a chance to work in many different

creative environments from sweat-shops to a

virtual artist’s colony. What have | discovered?

If'you’re not happy about the work you’re doing,

it'shows. | try to take each project in stride,

looking for the opportunity to make it great.

Don’t.get me wrong. I'm not a touchy-feely

®

Do great work. Enjoy what you do.

artist type. | just try to be true to the project

and myself simultaneously. This is really

rewarding when my client grows from a small,

two-location business to an international

presence with twenty-seven offices

(as happened once). The best part is having

the client attribute their success to the image

My first design-related job was as

a sports writer and photographer for the local

newspaper where we had to set our own copy

on a phototypositor. In college | learned how to

run various presses, and even set cold type,

Philosophy

| created for them. | didn’t choose graphic

design as a career. It chose me. I'm driven

to create. Whether I'm designing, painting,

drawing, or shooting pictures, | am

compelled to translate my ideas into

something tangible. | love my job.
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as well as the way to create a great design.
Hooked from the start, I've become a type
fanatic with a cabinet full of old cold
type at home. | love what type can do in

the right hands.






HEWLETT PACKARD FOR MIRIELLO GRAFICO PAOPAO OUTRIGGER CANOE CLUB JULIAN CHAMBER OF COMMERCE

HPASR

HP/APPLE SPECIALIST
RESELLERS PROGRAM

Oceanside Harbor, California

¢

PROJECT NO. PROJECT, NO. PROJECT NO.
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Hawaiian outrigger canoeing is gaining popularity in Best known for apples and apple pies, this rural town has

| created this mark for industry monolith Hewlett Packard

to reinforce its ongoing commitment to the Apple user market. California, with over twenty-five fiercely competitive clubs. much to offer by taking the visitor away from the frenetic
The campaign specifically targeted the “anti-Windows” Paopao asked me for a bright, fun logo and t-shirt graphic atmosphere of the city. Since visitors are likely to be
Apple customer by emphasizing out-of-the-box thinking and that “smokes those other clubs.” The well-received design unfamiliar with Julian, the mark conveys a slight “0ld West”
new horizons, recognized as core values of this demographic. became an unexpected profit center for the club through feel and, at a glance, implies a more relaxed environment.

sales to non-members.



JNI CORPORATION FOR THINKTANK ADVERTISING

_ Y
FibreStars(/

PROJECT NO.

173

Developed to encourage reseller support of JNI products,
the FibreStars mark indicates a special partnership
between JNI and their distributors. JNI supplies training,
support, and other incentives to these partners, giving

FibreStars affiliates a competitive edge in a difficult market.

CARLTON SOLUTIONS FOR EDUCATION

=

Curriculum-0On-Demand

PROJECT NO.

152

This mark is one element of a pioneering approach to
practical education technology. Curriculum-On-Demand,
a group of solutions created by CSE, improves the
educational environment by delivering customized materials

aligned to standards through print-on-demand technology.

CITY OF DANA POINT

DANA POINT CO-ED SOF

PROJECT NO.

116

T-shirts bearing this mark, given to members of the Triton
League’s champion team, became a source of pride in the
community and helped increase involvement in Dana

Point’s adult co-ed intramural program.
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but that’s truly exceptional.

It very rarely happens. ,,

- Francis Bacon



Doing it right, the first time.

Design is a process, not a product.

Successful results are achieved by engaging

in successful practices. For me, this means

doing my homework. | learn as much as

possible about my client’s business,

their competitors, and the audience

we’'re trying to reach.

| work with my client to craft an

articulate message that expresses the

value of their brand through an appealing,

concise design. | take great care to keep

this message on track through every stage

of the project. By working closely with

copywriters, photographers, illustrators,

and printers, | ensure that every base is covered.

I'm pretty good at this, since I've worn all

these hats at one time or another,

and know what can go haywire.

My clients count on me to be their

expert and advocate, preventing costly

mistakes or delays. | create understanding

partnerships with vendors, which have led

to my reputation for being a straight-shooting

and demanding customer. We all want the

project to come off without a hitch, but it has

to be done right. | treat vendors with the same

respect as my clients, so I'm able to get fair

pricing, the best work, and punctual delivery.

It’s no revelation. Just treat people right

and it comes back to you. I'm proud of the

relationships I've built and the work

we’ve done together.

Relationships



Breaking Ground on a Whole New Image

As with any enterprise, good help is key.

Initially, Getchell desired only to update its

existing brochure. As we discussed the current

marketing efforts, however, we found they

needed more than a simple revision. Their true

value lay in providing a one stop shop with all

the necessary craftsmen. Imagine avoiding

the potential headache of dealing with a

typical contractor who has one specialty and

sub-contracts other trades as needed.

| emphasized this strength with the tagline

“Your Complete Solution” and a design

targeted to a more upscale consumer.

Getchell’s new image properly positioned

the firm as a unique, highly skilled group

.

of experts ready to take on projects of

any size or scope.

GETCHELL

CONSTRUCTION INC.

Pictured at right:

Collateral Brochure Touch-up Paint Label

printed in 4/4 plus varnish

printed in 3-colors

(left behind for repairs and as
a convenient reminder)
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Personal Wedding Invitations

PROJECT NO.
| | Event Collateral

161

The Greatest Day, the Greatest Challenge

As a visual communicator, you might imagine Nothing seemed to adequately represent envelopes and thank you notes that were
that I'm a bit critical when it comes to my the emotion and story | wanted to tell. uniquely personal, warm and, well, inviting.
own projects. Little did | know how critical Eventually, | began to build up a rich visual The project has unexpectedly turned into a
| could be until | began designing invitations for texture and, with a little help from great marketing piece as well, with several
my own wedding. The task seemed to become Shakespeare, was able to craft invitations, recipients commissioning announcements

more difficult with every rough | sketched. rsvp and reminder cards, a map to the church, and holiday cards of their own.

Pictured at right:

Wedding Invitation Printed in black plus one
(inside and out) (the printer never believed it

Thank You Note would turn out so well)

RSVP Card and Envelopes






Hire a workhorse.

| want to work with you. You’ve seen some of

my work; I've taken you through my thought process.

This is how | operate. I'm experienced and reliable.

| can manage a project from the first, vague idea

to final distribution. I'm in this for the same

reason you are: to improve your bottom line.

Give me a call. I'll bring some samples,

and we can sit down to plan how we will better

the way you do business.
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Reach Me

3208 Monterey Ave. SE
Albuquerque, NM 87106
505 266 6627
jr@russelldigital.net

Contdqet
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