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The Johns Hopkins All Children's Hospital Physician
Directory is one of the premier publications we produce

as a marketing department. This is a resource that not

only lists all the physicians and their disciplines, but

serves as a marketing piece to highlight the hospital's
institutes and departments as well as some of the other
services provided, such as out Lifeline team (spread
pictured). This is a true collaborative effort and I've
been in charge of the art direction and design on this

publication for three years.

PHYSICIAN DIRECTORY

Directory of
Physicians and Services

For Physician-to-Physician consult or to transfer your patient
to Johns Hopkins All Children’s Hospital, call:

1-855-261-0220

Cancer & Blood Disorders
Institute

The nst ing hildren from infancy to

through multidiscipinary coordinated care at every level, including blood
and marrow transplant. Peter Shaw, M.D., deputy director of the Cancer
& Blood Disorders Institute, leads the team of hematologists-oncologists.
The Adolescent and Young Adult Oncology program is expanding to focus
care on the unique needs of the 15-21 age group that s ransitioning from
ehildhood to adulthood. The hospital s the largest enrolling insttution in
the state of Florida for Children's Oncology Group therapeutic rils

and is adopting cutting-edge therapies. The team also performs about
50 poetic stem cell transplants a

bone marrow transplant protocol developed by Johns Hopkins Medicine,
which allows for transplant to occur with only 3 50 percent donor match.

Johns Hopkins
All Children’s LifeLine

The Johns Hopkins Al Children’s LifeLine critical care transport team is
specially trained to care for children during transport, often using the

same equipment and techniques used in the hospital. When a child needs
transport for advanced care at Johns Hopkins All Children’s Hor

LifeLine team stabilizes the patient at the sending hospital and then provides
Iifesaving medical interventions en route using state-of-the-art technology
such as nitric oxide therapy and high-frequency ventilation. The team can
transport patients on extracorporeal membrane oxygenation (ECMO), a

system that allows the child's heart and lungs to rest and recover. The team
communicates during transport with specialists at the hospital, creating a
seamless handoff upon arrival. LifeLine enables regional, national and international
patients to access the expert care at Johns Hopkins All Children’s.

Key Programs: Blood and
Marrow Transplant

+ About 50 hematopoetic stem cel transplants per year

+ Abilty to transplant with only 2 50 percent donor match

+ Expertise to transplant to treat leukemias and solid
tumors, hematologic disorders, inborn errors of
metabalism and primary immunadeficiency disorders

Works i collsboration with the USF Healhpeditric
Key Programs: Hematology

immunology program to offer transplant patients with

immunodeficiency disease + Sickle cell disease, including an exchange transfusion

program and stem cell transplant

+ Provides extracorporeal photopheresis when needed

+ Program is an independent National Marrow Donor + Hemophila

Program transplant center

+ Thrombosis and coagulation disorders

+ Shares Foundation for the Accreditation of Celllar Therapy + Management of anticogulation therapy i patients
(FACT) accreditation with Moffitt Cancer Center on ECMO or extraventricular devices

+ Acute and chronic anemias

Key Programs: Oncology

+ Acute and chronic leukemias and lymphornas + White blood celldisorders

+ Platelet disorders including ITP
+ Sarcomas (immune Thrombocyzopenic Purpura)

 Newro-oncolozy
 Vasclar wmors Leadership

+ Neurocutaneous disorders

Peter Shaw, 1.0, B Deputy Director:

+ Familial cancer syndromes

+ Adolescents and Young Adult Oncology

Senior Director, Institute Administration:
Sue van der Sommen, M.H.A., CMPE, FAG

CHE

Learn more at HopkinsAlIChidrens.org/Cancer

Senior Director of Nursing:
Debbie Del Favero, MSN., RN., CPN., N.E-B.C

+ 28-bed private room inpatient unit Patients and families can Our team works closely with

with HEPA/positive airflow, childrens access our care closer to | and can consult and help care

playroom and teen lounge home at the following. for patients at the following
Outpatient Care locations: | afflate locations:

+ Physician iss and services are sl
avalable a johns Hopkins AllChidren's - Lakeland Mof
Oupatint Care, Tampa Petersburg ~ Florida Hospital Tampa

~ Sarsson
~ Tampa

ffite Cancer Center

Modes of Transport

This expert team is ready to mobilize within 15

minutes using one of the following modes of transport:

+ Critical care ambulances based at Johns Hopkins
All Children's Hospital

+ The LifeLine helicopter based on 2 helipad on
the hospital roof

+ Fixed-wing transport, with the team aboard a
plane operated by a preferred provider, for long-
distance or international transports

Leadership
Senior Director: Nursing:
Michele R. Moran, MS.N., RN

Program Manager and Chief Flight Nurse:
Julie L. Bacon, M.S.N.-H.C.SM, RN.C-LRN
N.E-BC. CPEN. CPN. C-NPT

——
Contact Us

To arrange for transport:
Call LifeLine via the Johns Hopkins All Children's
Hospital Patient Transfer Center: 877-222-0404
or 7277677337,

To learn more about the LifeLine program
and outreach education:
Call the LifeLine office at 727-767-4333,

t: HopkinsAlChildrens.org
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The design team at Johns Hopkins All Children’s
Hospital is often charged with creating identity
systems for many of the marketing materials

we create to reinforce the brand, both internally

as well as externally. This is one such example

- a series of one-sheeters that highlighted the
hospital's institutes and departments.

BRAND/IDENTITY SYSTEM

Maternal, Fetal
& Neonatal Institute

ealthy babies contribute to thriving communities and

at Johns Hopkins All Children’s Hospital the path to good

health starts with caring for expectant mothers.

Prabhu Parimi, M.D., M.B.A., C.P.E., is director of the
Maternal, Fetal & Neonatal Institute, leading a team of OB-GYNs,
maternal-fetal medicine specialists and neonatologists who follow a value-based
care model that begins from preconception and continues through
birth and into the child’s early development years. The team believes it is
on a journey with families, striving to provide the leading perinatal and
neonatal care in the region and nation through clinical innovation, education
and research. The institute provides seamless, less-complicated options
for expectant mothers and their babies, eliminating the all-to-common
fragmentation of care. The experienced team guides women through
high-risk pregnancies and provides innovative follow-up care for their
babies in specialty areas such as cardiac disease, neonatal abstinence
syndrome and intestinal rehabilitation.

Learn more at HopkinsAllChildrens.org/MFNI

Johns Hopkins All Children’s Hospital rated as the top neonatology
program in Florida and among the top 50 in the nation in U.S. News &
World Report children’s hospital rankings for 2018-2019. The hospital
ranks as the top pediatric hospital on Florida’s west coast, rating among
the nation’s best in five total categories.

Leadership
Director:

Prabhu Parimi, M.D., M.B.A., C.PE.

Senior Director, Nursing:
Melissa Alstott, M.S.N./Ed.,
R.N.,N.E-B.C.

Senior Director,
Institute Administration
Chris Snyder, M.B.A., B.S.N., R.N.

@ JOHNS HOPKINS

All Children’s Hospital
EEE S EEN

Department of
Medicine

Leadership

Tony Napoltano, 1.0,

@ JOHNS HOPKINS

Al Children's Hospital
mmm=m

Department of
Anesthesiology

Key Programs & Services

A JOHNS HOPKINS

Al Children's Hospital
mEEmsEnE

JOHNS HOPKINS ALL CHILDREN'S HOSPITAL

Institute for
Brain Protection Sciences

Leadership

George jlo, M.D.

Michele Dufardin, .. FACMPE
Malissa Macogay, MBA, BSN.
E8C

Ria Priore, 727-767-4879
18PS@ihmiedu

& JOHNS HOPKINS

Al Children's Hospital
Emmsm

Heart Institute

Gary Saplton. MD.

Lsa Moore, RN. MSN,
MHA.NEA-BC.

A JOHNS HOPKINS
Al Children's Hospital
EEmsmEE

Department of
Surgery

E FACS, FAAP.

eadership

Paul Coomban,
1D, FACS, FAAP

I MBA. BN
CSSM, FACHE

@ JOHNS HOPKINS

Al Children's Hospital
smmamem

Cancer & Blood Disorders
Institute

MHA. CMPE. FACKE

only 350 percent

MSN. RN, CPN. NEBC

A JOHNS HOPKINS

AIl Children's Hospital
- wemew




The No Show campaign was part of an initiative
to change the culture at Johns Hopkins All Children’s
Hospital. The strategy was to create signage

that would remind families to call ahead if they
needed to cancel or reschedule an appointment
which would allow another family an opportunity
to be seen. When families don't call, it can have
an adverse effect on each area'’s schedule for

the rest of the day.

Our idea was to utilize kids with a vibrant,

playful tone to get this message across, marrying
clean, quick headlines and direct calls to action
with the imagery.

NO SHOW CAMPAIGN




DIRECT MAIL CAMPAIGN

Packed up and ready for
the new school year?

&
JOHNS HOPKINS
All Children's Hospital
| | | | | ] | |

isit Us for Your ‘
\élsclzk—to—School Physical.

i ildren’s
ohns Hopkins All Chil B
]Pediatric and Adolescent Medicine

. °
Our pediatricians offer easy access t

& schedule your child’s bcac:rto:;hool
ical. Don’t delay. Call today:
JOHNS HOPKINS1 hysica
ildren’s Hospita!

797-767-8917

Don't Forget!

Your back-to-school physical is on:

Date Time
[ [

Don't Be Late! A JOHNS HOPKINS
Avoid the back-to-school rush and All Children’s Hospital
After a three-year run producing a similar schedule your appointment today. EEECEEN
piece, | was tasked with coming up with a new 727-767-8917 Jg::;a';::fgé"ci:it'::en’s
concept for a direct mail campaign with the
goal of increasing appointments for back to

601 Fifth Street S., Suite 504
school physicals.

St. Petersburg, FL 33701
The chosen concept was the backpack idea
featured here. With a strict budget in mind, but
with the goal of producing a very different design
from what came before, | introduced a die cut
along the zipper line of the backpack on the card
where a reminder card was partially inserted.
The front and back of the card were folded on top

of one another, creating a pocket that allowed

the insert to fit in. We used a clear envelope to

avoid and post office issues with the mailing.




CFWC MAGAZINE DESIGN & LAYOU T

PC

Generations of Service

One of the primary responsibilities in my position was

! f ‘ Juniorettes ‘

T0P 10 Wavs 10
[GNITE JUNIOTETTES

L

advisors and Juniorettes.

. Keep promises by following through
with plans and actvites.

Educate them about the benefits of

tivities and projects. This

eirideas and concerns.

7. Recognize members'efforts with
smalltokens of appreciation.

club meeting,so establisha meeting
schedule tha suts most members and
offeraltertive solutions

who cannot make every meeting.

10 Have FUN!

tothose

the production of GFWC's bi-monthly magazine. We

had a small, but dedicated staff that contribute content

7% %

Lo

for each issue, while | was in charge of budgeting space,

managing advertising and ultimately layout and design. |

also handled editing and occasional writing duties. Such

was life at a small non-profit organization!

As the sole designer of all things GFWC, | didn't get
the luxury of spending a lot of time crafting layouts and

ideas as | juggled the dual titles of Art Director and

Communications Director. | did, of course, enjoy the
creative aspect, and given our tight time frames, | did

my best to produce the best publication we could.




LOON MOUNTAIN BROCHURE

LOON MOUNTAIN2007-08

N

I w.. :
. /723 NEW TRAILS.
\ NEWLIFTS.

F 4

While working as a studio artist for allen & gerritsen,
| was given the assignment to art direct and design the
seasonal brochure for Loon Mountain resort in
New Hampshire.

(X
Featured on the page is the cover to the brochure, as well SouTH PEAK

as a pair of inside spreads.
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The VIP Auction was an annual fundraising event
through the Johns Hopkins All Children’s Foundation.
Each year a committee voted on a theme and encouraged

attendees to dress the part. For 2020 the theme was
Hooray for Hollywood and | was assigned as creative
lead. My design married an art deco font with a Saul
Bass 1960s movie poster feel as shown in the collateral
to the right. Unfortunately, the pandemic forced the
cancellation of the event, which was scheduled in April
of 2020. Much of the materials were already produced,

including what you see here.

LIGH TS, CAM

Clockwise from top:
Digital Event Banner
VIP Passes

Save the Date

Event backdrop

Invitation

@@ LIGHTS.
RSy CAMIRN,

R AUCTION

\ID

SHIRLE

DYV LIVIVIIIY

—RA AUCTION

VP AUCIION 2020

SPONSOPR

JOHNS HOPKINS ALL CHILDREN’S HOSPITAL

AU C IO N 20

SnV[TH[ RS L,

o CONERN,
cion

" 3 '
For sponsorship information, please contact the

Johns Hopkins All Children’s Corporate Engagement Team
at 727-767-4199 or achcorpengagement@jhmi.edu.

The Vinoy Renaissance Resort
St. Petersburg, FL 33701

Mark your calendars for the Johns Hopkins
Al Children’s Hospital VIP AUCTION 2020—
Lights, Camera, Auction! It's a night
celebrating cinema and benefiting children
in our community and beyond. Dress
as your favorite star, starlet or movie
character and be ready to play your
part in the live and silent auctions,
enjoy a great meal and have a lot of
fun before the credits roll.

(@ JOHNS HOPKINS
All Children’s Hospital
EEEEEER




Red Hot Hockey is a biennial event pitting two perennial
college hockey powers, Boston University and Cornell
University, on the grand stage of Madison Square Garden
in New York City.

| had the privilege of working on the marketing materials
for the Red Hot Hockey events which took place in 2007,
2009, 2011 and 2013. Not only was the initial Red Hot
Hockey game the first collegiate hockey game to ever
sell out the renowned 18,200-seat arena, but the 2009,
2011 and 2013 editions also managed to fill the building

to capacity.

Featured are some of the materials from the Red Hot
Hockey events in 2009, 2011 and 2015. They are:

RHH logo
RHH game program cover

RHH game program inside spread

RHH 2015 digital graphic (horizontal)

RHH 2015 digital ad (vertical)
RHH digital signage outside Madison Square Garden

RED HOT HOCKEY

FEATURE STORY

Cornell 03

FEATURE STORY 0%




RADIOTHON

CARES FOR KIDS!

1035 Radiothon —

December 7 & 8, 2017

CARES FOR KIDSI

us :
— 1035 Radiothon
I ren’s Hospital O ﬁ?:la(:;nznl;setwork §

;;;;;;;;;;;;; December 1 &2, 2016

w Hospitals

PUT YOUR MONEY
WHERE THE
MIRACLES ARE.

Radiothon is a two day event that takes place ‘
in December and is one of Johns Hopkins

All Children’s Hospital's most visible fundraising
events of the year. Partnering with US 103.5 FM,
radio hosts conduct interviews with patients,

families, doctors and staff to raise money to
ensure the children have the best care.

| was privileged to work on a concept that would

carry through a three-year span and the materials
featured here are a product of that exploration.
We were able to use a local radio station to do

a photo shoot with three former patients (flyer,
pictured) that became the promotion campaign.
In addition, | designed the event t-shirt as well as
digital signage that ran during and after the event
on the hospital's website and intranet.



GFWC ANNUAL CONVENTION
~

- - ENHANCING FEDERATION
7\ (@ FOSTE SHIP L

o4 SHAPING REALITY

The Carolina Classic Strings are I RA N s

¥\ experienced professionals with

\ various musical backgrounds. Formed
in 1994, the quartet includes sisters

*3| Susan Howren (violin) and Melanie

Hollywood
Florida

Freeman (cello); and husband and

wife, Peter and Anna Swic (violin,

Qé_)
§ viola). Peter, Anna, and Melanie are
8y

joining us tonight. Each musician holds
a degree in music and has a private

teaching studio. Melanie began her

professional career with the Charlotte
Symphony Orchestra at age 16, and

is a former principle cellist with the

Charlotte Philharmonic Orchestra. I
Anna is a former member of the ,(
Asheville Symphony Orchestra and the d

South Carolina Philharmonic. Peter is - ~

currently a member of the Charlotte ~ < \

Symphony Orchestra

The General Federation of Women's Clubs is a 125-
year old non-profit organization based in Washington,
D.C. Each year, usually towards the end of June, GFWC

holds its annual Convention, based on the choice of the

GFWC
Annual Convention

2013 the Convention was be held in Hollywood, Florida, ‘ Sapm &

so | was tasked with designing a concept that evoked a

International President, who serves a two-year term. In

‘Gold Coast’ theme, ‘Gold Coast’ being the nickname for

the region.

In 2012, the convention was held in Charlotte, N.C. The

butterfly concept was about the seventh one | created

that finally got the green light. | think it mirrors the

‘Transforming’ aspect of the tagline really well though,
so all smiles in the end. As our international president
kept telling me when | presented her with a new concept,
“This isn't it, but I'll know which one is when | see it.”

Gotta love detailed feedback.
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The pandemic created an understandable apprehension
in people to return to places where risk of catching

or spreading the Coronavirus was seen as a risk and

that included hospitals and healthcare facilities.
Unfortunately, ones or a child's health can't and shouldn't
be put off. To that end, Johns Hopkins All Children's
came up with a safe return campaign to alleviate parents’
fears and to show that we were taking extra precautions
to ensure a safe visit to our hospital.

Working with our social media manager and one of our
copywriters, we came up with a series of infographics
that have run on Instagram, Facebook and Twitter meant

to engage and inform in a visual way.

We've seen engagement on these perform well across
the social platforms and as our daily census continues
to return to previous levels we are seeing much of that
apprehension lifting.

The infographics were well received internally and

Johns Hopkins Medicine in Baltimore has taken the

design and adapted it for use across its network.

SAFE RETURN INFOGRAPHICS

Johns Hopkins |
All Children’s Hospital

we're keeping

during 5 KEYS to considering
TELEMEDICINE

for your child.

Call us: 727-898-7451

Call us: 727-898-7451

a
JOHNS HOPKINS
All Children’s Hospital

u ] u u
HopkinsAllChildrens.org

Here are

5 THINGS

we're doing to keep you safe in our

EMERGENCY
CENTER

VISITS

eq

HopkinsAllChildrens.org/EC HopkinsAllChildrens.org/EC

o

Here

For You.

HopkinsAllChildrens.org/EC

@

JOHNS HOPKINS

All Children’s Hospital
u u u u

EXPECT........
CHILD'S SURGERY

5 MORE WAYS
WELL-BEING

1 Betor

Johns Hopiins Al Children's Hospital

\ HopkinsAllChildrens org/Surgery

10}
JOHNS HOPKINS
All Children’s Hospital
EEEsEEE
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Working with our copywriting team as well as our

marketing liaisons, | get to create quarterly panels for

our kiosks, which are placed in various high-traffic areas
throughout the hospital and select Outpatient Care

Centers.

We submit content through the liaisons, who work with
their service lines to identify information that can live
for three month intervals around the hospital. We often
focus on the patient experience, but we leave room to
also highlight the hospital’s history or people and areas
of the hospital that otherwise go unheralded.

KIOSK PANELS

WORKING TOGETHER
FOR EXCELLENCE

Collaboration between neurosurgery, neurology,
psychiatry, psychology, neuropsychology,
rehabilitative medicine, developmental medicine
and sports medicine for complete care.

BRAIN
HEALTH

BRAIN

HEALTH IS

EVERYWHERE = RESEARCH
Specialty clinics are AT HOM E &
in St. Petersburg and BEYON D

at locations across
west-central Florida. Advancing brain health

for all kids together with
Johns Hopkins University
in Baltimore.

LEARN MORE:

HopkinsAllChildrens.org/Neuro
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| collaborate with our writers and marketing liaisons
to produce batches of monthly screensavers that

get displayed on monitors throughout the hospital.
Messaging can be informational, educational or it can

simply be a warm greeting to a child spending his or her

first night in a room. The screensavers are very front-
facing and can hit several targeted groups, from patients

and families to our clinical staff.

SCREENSAVER/CAMPUS SIGNAGE




IDEO
CREATIVE
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Perhaps the piece I'm most proud of in my time at
Johns Hopkins All Children'’s, the Let's Kick Cancer
video featuring members of the Tampa Bay Rowdies
was a collaborative effort with our videographer Juan
Zayas. Juan and | brainstormed an idea to utilize our
partnership with the Rowdies and were given the
green light by leadership to pursue it. We had nearly
full creative control, and built the video idea from

storyboard to script to shoot.

The video pits one of our patients, Vance against then-
Rowdies midfielder Juan Guerra. The vision | pitched
was the classic scene in Raiders of the Lost Ark where
Indiana Jones is confronted by the giant swordsman.
Weary and tired, Indy watches the swordsman show off
his deft skills, only to shoot him in a scene very much
played for laughs. | was looked at a bit funny in pitching

this scene for our video at a children’s hospital, but it

was in tone only. The video shows Juan showing off with
a bunch of juggling techniques, motioning to Vance with
an 'Ok, show me what you've got” gesture. Vance steps
up and just boots the ball right between Juan’s legs and

into the goal.

The video was shown at halftime at a Rowdies match

during Childhood Cancer Awareness Month.

L E1TS KICK CANCER

Let's Kick Cancer Video
Tampa Bay Rowdies at Johns Hopkins All Children's Hospital

https://youtu.be/mUBtPZQ9Fyg




PC ALL IN'EMPLOYEE GIVING

I'm always looking to hone and expand my skills in my
chosen profession and | used the pandemic to take a
deeper dive into AfterEffects. | was able to see the need
for more animated typography in the hospital’s video
projects and have begun collaborating in earnest with
our videographer to enhance our already well-received

productions. The video linked here is an example of

that. Our Allln campaign asks staff at the hospital to

give back to fellow colleagues who are or may end up in

need during the year. During the pandemic, this kind of
ask is a little more challenging, so the tone was shifted All In Em p|0yee G|V|ng Campaign
to more of a ‘Thank You' to those that have given and .lohns HOpkinS A" Children's HOSpital

continue to give.
https://vimeo.com/457074458/d1d269bafc




Everyone knows PowerPoint. Not everyone loves
PowerPoint. Still fewer may even know the basics

of PowerPoint. With these statements in mind, my
colleague Nannette and | were asked to create a brief
how-to video that would allow hospital employees to
grasp the basics in setting up a PowerPoint project that
was brand compliant. It allowed us to collaborate with
Juan our videographer, write a script, record video,
play with AfterEffects and observe the editing process
in FinalCut Pro - essentially art direct this piece from
start to finish. The video has been well-received and we
since it was an internal piece housed on the hospital'’s
intranet, it afforded us the opportunity to be a bit more

playful and add our personality to it.

HOW 10O POWERPOINT VIDEO

How To PowerPoint
Johns Hopkins All Children’s Hospital Extended Learning

https://vimeo.com/allchildrens/review/329635574/7fce985657
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1-SHIRT DESIGN

TraumaCare

AllKids

AND STRONG
sﬂY STRONG

Everyone wants a t-shirt! We get a lot of
requests for t-shirt designs at the hospital and
we often have to be strategic as to where we can
devote our efforts to promote the entity while
still protecting the brand. To the right are two
examples of t-shirt designs I've had the privilege
to design. Our Trauma Care team recently broke
from a joint collaboration with Bayfront Hospital
to become its own entity which will allow our
patients quicker, more effective trauma care.

To celebrate, the team requested a t-shirt to

promote the visibility of it's new solo designation.
| worked with the Trauma Care leadership team
to design a graphic for the back of the shirt

that showed the team'’s range of care

throughout Florida.

The second example is a t-shirt design
promoting Sickle Cell Awareness Month, which
takes place in September.

5HC WII.I. 4 N \ | WANE EVEFY
3 a2 BS V \ IN EHE WOILY O PICK UP
and

J A
designs for local non-profit organization Girls Il “ i
Rock Camp - St. Pete which raises money to

At the bottom are a series of concept t-shirt

provide instruments for young girls to pursue m!pmcsr.?m EIRLS ReCK

Saint Pete

their love of music. The camp culminates in a
concert at the end of the summer featuring all
the campers. | had reached out about a potential
fundraiser idea and after a conversation with
the organization's leaders, ended up working on
these concepts. The pandemic unfortunately
halted the camp for the summer.
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Website design concept for my friend Adam -

the Captain Adam of said piece. | had previously

designed a logo for his charter boat startup,
Greenflash Charters and in the midst of working
with he and my friend Allycen on a startup
boating app, | pitched him this website idea to
help build his personal brand.

CARPTAIN ADAM

G\ CAPTAINADAM vowr EESEEEEE Trs  Teos  Toumsstove  meviews  asour | Q

BOATING SAFELY
DURING COVID-19

Henit odit ento ium asin consedia que volupti oritium
dolorupta que optae nietur simoluptur aciusa vent et
dolorer estionet lam sust verferundus mos.

2\ cAPTAINADAM

BOATING SAFELY
DURING COVID-19

Henit odit ento ium asin consedia que volupti oritium
dolorupta que optae nietur simoluptur aciusa vent et
dolorer estionet lam sust verferundus mos.

Tips
Henit odit ento ium asin consedia
volupti oritium dolorupta que optae

simoluptur aciusa vent et dolorer.

GET MORE TIPS HERE

que. Henit odit

ento ium asin c lupti oritiur

I BOAT SAFETY. TIPS TRENDS

N

Henit odit ento ium asin consedia

About

volupti oritium dolorupta que optae

simoluptur aciusa vent et dolorer.

LEARN MORE ABOUT CAPTAIN ADAM

U.S. WATERCRAFT INSPECTIONS

TOURS&TRAVEL REVIEWS ABOUT

Trends

Henit odit ento ium asin consedia
volupti oritium dolorupta que optae

simoluptur aciusa vent et dolorer.

WHAT'S HAPPENING ON THE WATER

INSPECTION INCREASES FOR 2021

RECENT VIDEOS

HEE

CONTACT INFO

Q
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My work at the hospital is both challenging and
fulfilling, but | am always happy to get to flex my
creative technique, especially if it revolves around
music. | have a great relationship with the good
people of Bananas Records in St. Petersburg and

for the past three years they have asked me to

design the poster and t-shirt promoting Record
Store Day. RSD is an annual event that is very
popular among vinyl enthusiasts where popular
artists release special edition vinyl singles and
albums that are pressed exclusively for the day.

RECORD STORE DAY

BANANAS RECORDS

SATURDAY, APRIL 18
9AM. TO (LOSE

12287 22ND AV :
ST. PETE
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Music is essentially in my bloodstream. |
jumped at the chance to do poster design to
promote music nights for local St. Pete bar, The
Independent. There are often eclectic poster

designs adorning the walls of the Indie, and I'm

pleased that my designs are among them. To
the right are a few examples of the work |'ve
done. | have really enjoyed the process on these
freelance designs and | feel it's some of my
best work.

-REELANCE POSTER DESIGN

BANANAS RECORDS p

SATURDA
THE INDEPEND
10p.m. - | a.m.




—REZLANCE POSTER DESIGN

BANANAS RECORDS IS PROUD TO WELCOME
FREAKLOVE Il HEADLINERS & NOISE ROCK ICONS

MEOW
WONDERBR
SOGGY MEMO

10 PM - CLOSE

1049 Central Ave.
St. Petersburg, FL

INDERPENDENT

BIERES * VINS « MUSIC » THOUGHT

Two more examples of the freelance poster
design I've been lucky to create.




SPEC WORK - VARIOUS

ept

Joey Kramer
Technical
Skate Shops

Gary Greenberg_ Creative Director
Peter Charbonneau_ Designe:

Top left: concept design for Technical Skate Shops,
Boston, MA. Technical Skate Shops was owned by
Aerosmith drummer Joey Kramer and my creative
director at allen & gerritsen, Gary Greenberg and | put

together some ideas for apparel in the store.

Top right: cover design for Great Moments in
Massachusetts Hockey book. The book was an idea for a
local youth hockey league to sell as a fund raiser. | was
brought in through a relationship with Bernie Corbett,
the BU radio play-by-play talent who worked with the

organization.

Bottom left: jersey design for Boston Blazers indoor
lacrosse team. The Blazers were making their National
Lacrosse League debut in 2008 and allen & gerritsen

was on board to provide design and brand consulting.

blazers_home_4

Bottom right: Boston Celtics playoff t-shirt concepts.
During the Celtics' championship season of 2008, the
team, a client, reached out to allen & gerritsen to come
up with some ideas for t-shirt designs during the playoff

push.
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PETER CHARBONNEAU

PETERCHARBONNEAU.COM
PCHARBZ1@GMAIL.COM
@PCHARBONNEAU21 ¥
LINKEDIN.COM/PCHARBONNEAU21
FACEBOOK.COM/PCHARBONNEAU21
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