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RELEVANT Experience

Hobart Forte
Headed the creative end of projects from startup  
and creative brief to production. Designed brochures, 
booklets, ads, posters, letters, product monographs, 
sell sheets, and other materials for clients. 
Participated in branding exercises
Managed freelancers and junior and senior 
designers — acting as mentor and delegating 
projects — and headed the PowerPoint team
Developed PowerPoint templates internally and 
for external clients; designed new business pitch 
presentations and materials under tight deadlines
Compiled a library on the company server of staff 
bios and photos, stock illustrations and photography, 
icons, fonts, as well as a large PowerPoint graphics 
library — containing custom-designed graphics. The 
library has made finding design elements easier, 
improving efficiency and quality 
Stayed on top of the latest software tools and provided 
tips and tricks to coworkers aiming to constantly help 
improve the efficiency of the creative team
Other responsibilities included acting as staff 
photographer and retouching photos, designing 
binder covers and signs, creating mockups, and 
binding books

Freelance
Produced brochures, presentations, menus, and 
stationery for small businesses and individuals. 
Created original graphics in Illustrator and 
Photoshop. Proofread, edited, and oversaw production
Designed printed pieces for the World Microfinance 
Forum Geneva. Proved the ability to work efficiently, 
producing a 60-page compendium of finance papers 
in 3 days. Was responsible for design, layout, creation 
of graphics, tables, and charts, proofreading, and 
working with the printer. The books arrived in Beijing, 
China within a week of the start of the project
Prepared and produced material for The Wine 
Forum, an exclusive international not-for-profit 
organization for wine enthusiasts. Designed program 
books, banners, e-vites, plaques, and PowerPoint 
presentations for multiple events in the United States 
and in Europe

Core Skills

Collateral and editorial design:  
 utilizing style sheets,  

master pages, and templates

Information design:  
charts, graphs, and diagrams  
in Illustrator and PowerPoint

Presentation development:  
creating and implementing  
master slides and layouts

Vector illustration  
and photo retouching

Identity design: logos, color/font 
selection, stationery, business 

cards, and style guides

Strong typography skills  
and excellent eye for detail

Technical Skills

Proficient in the latest versions 
of Adobe InDesign, Illustrator, 

Photoshop, Flash, and 
Dreamweaver; MS PowerPoint, 

Word, and Excel; Apple Keynote, 
Pages, and Numbers;

Experience working in Adobe After 
Effects and Fireworks, and with 
HTML, CSS, JavaScript, and Perl

Comfortable with both Macintosh 
and Windows operating systems

Strong computer skills and ability 
to master new software quickly

AWARDS & RECOGNITION
Hobart Forte 2011 Employee of the Year
Gold Award: Printing Industries of Ohio and 
Northern Kentucky 2011 Print Excellence Awards 
in the category of digital printing for the program for 
The Wine Forum’s 2011 Bordeaux Excursion

Education

Certificate in Graphic Design, 2011, New York University 
School of Continuing and Professional Studies

M.A., New York University, 1995, Music Theory 
and Composition

B.A., Brandeis University, 1993, Music

Employment History 

2010–present • Art Director • Hobart Forte

2005–present • Graphic Designer • Freelance

1998–present • Music Typesetter • Freelance

2000–2007 • Music Typesetter • Milken Archive of 
American Jewish Music
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Event Partners

Social Investors Partners is a boutique philanthropy advisory 
and facilitation firm, based in Switzerland, aiming to maximise 
the social impact of our clients’ capital. We work with high net 
worth individuals and families, foundations and corporations 
worldwide, enabling them to turn their philanthropic 
ambitions into action by applying the same rigour and 
principals that guide them in their business investments. 

It has been our aspiration from the beginning to be known for 
the innovative work that our clients have accomplished, as well 
as for the way in which we are helping change how traditional 
philanthropy is conducted by others. Unlike the traditional 
philanthropy model, which often tends to be emotion-driven 
and ad hoc, we believe that we can break past some of the 
traditional shortcomings of philanthropy by providing our 
clients with the expertise, information and an appropriate 
planning and implementation process that eventually will 
lead to measurable change and sustainable impact. For our 
international clientele, we currently oversee a portfolio of 
projects around the globe.

Taste-In is a London-based group specialising in unique 
private or corporate wine experiences with famous 
wine personalities. For more information please visit: 
www.taste-in.com

Philanthropy Advisors

Event Organisers
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Red
Rosé

Dry white
Sweet white

NORTHEAST
Blaye
Blaye Côtes de Bordeaux
Bourg
Côtes de Blaye
Côtes de Bourg

SOUTHEAST
Bordeaux Haut-Benauge
Cadillac
Cadillac Côtes de Bordeaux
Côtes de Bordeaux Saint-Macaire
Entre-Deux-Mers
Entre-Deux-Mers Haut-Benauge
Graves-de-Vayres
Loupiac
Premières Côtes de Bordeaux
Sainte-Croix-du-Mont
Sainte-Foy-Bordeaux

SOUTHWEST
Barsac
Cérons
Graves
Graves Supérieures
Pessac-Léognan
Sauternes

NORTHWEST
Haut-Médoc
Listrac-Médoc
Margaux
Médoc
Moulis
Pauillac
Saint-Estèphe
Saint-Julien Bordeaux

THE WHOLE
BORDEAUX VINEYARD

Bordeaux
Bordeaux Sec
Bordeaux Clairet
Bordeaux Rosé
Bordeaux Supérieur
Crémant de Bordeaux

DORDOGNE

GARONNE

0 10 km

EAST
Canon-Fronsac
Castillon Côtes de Bordeaux
Francs Côtes de Bordeaux
Fronsac
Lalande-de-Pomerol
Lussac-Saint-Émilion
Montagne-Saint-Émilion
Pomerol
Puisseguin-Saint-Émilion
Saint-Émilion
Saint-Émilion Grand Cru
Saint-Georges-Saint-Émilion

Bordeaux
The succession of fine vintages in the 1980s 
improved the situation of many châteaux, but 
competition was so keen on the Bordeaux 
market that the merchants were unable, as in 
the past, to build up the financial reserves to 
tide them over poor years. So when Bordeaux 
was hit by the heavily frost-damaged 1991 
vintage and the record, diluted 1992, the en 
primeur trade virtually ceased internationally, 
and considerable financial problems 
arose — although the chiefly domestic trade 
in generic and humble appellation wines 
continued much as usual.

From the 18th century until 1939, the 
Bordeaux trade normally called the price 
tune, and with the exception of the belle 
époque from 1858 to 1878, the château owners 
had to fall into line. For the 30 years from 
1961, the leading proprietors then held the 
whip hand in allocating their new wines 
to more than 100 Bordeaux merchants. 
In the early 1990s, when Bordeaux had 
no great vintages to sell, power was 
transferred to the consumer. The number of 
potential purchasers of fine bordeaux grew 
substantially, however, in the mid 1990s 
when the exciting 1995 and 1996 vintages 
were available in the United States and, for 
the first time, in Asia. This, coupled with 
widespread economic boom, helped create 
an unprecedented price spiral in Bordeaux, 
but this has been flattened somewhat in a 
market swollen by huge volumes of wine 
and by the strength of the euro in the early 
21st century.

Geography
The wine districts of Bordeaux hug the Gironde 
estuary and the rivers Dordogne and Garonne 
which flow into it (see map). The largest and most 
important appellation is Bordeaux ac, but there 
are more than 50 appellations in all, although 
many of them are rarely seen outside the region. 
The notably flat Bordeaux vineyards are rarely 
at altitudes of more than a few metres above 
sea level.

Conventionally, in terms of the all-important fine 
red wines at least, the whole region is split into 

“left bank” and “right bank,” or Médoc and Graves 
on the west side of the Gironde, and St-Émilion 
and Pomerol on the east side, leaving the vast 
Entre-Deux-Mers (‘between two seas’) district in 
the middle. Within the Haut-Médoc, the superior 
land closer to Bordeaux, are the world-famous 
communes: Margaux, St-Julien, Pauillac, and St-
Estèphe, together with the slightly less illustrious 
and, significantly, more inland appellations of 
Listrac and Moulis. Most of the finest wines of 
the Graves, on the other hand, have come from 
an enclave awarded its own appellation in 1987, 
Pessac-Léognan. Pomerol and St-Émilion have 
their ‘satellite’ appellations: Lalande-de-Pomerol; 
and Montagne-St-Émilion, Lussac-St-Émilion, 
St-Georges-St-Émilion and Puisseguin-St-
Émilion. And just west of Pomerol are the 
increasingly respected appellations of Fronsac 
and Canon-Fronsac.

The most famous vineyards are on particularly 
well-drained soils, notably gravels in the Médoc 
and Graves, and more calcareous terrain in parts 
of St-Émilion and Ste-Croix-du-Mont. 

(Extracted from the Oxford Companion to Wine (3rd Edition), with kind permission from Jancis Robinson)
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Dinner and Wines

Amuse Bouche  Krug Grand Cuvée

Clear soup of Guinea fowl with  
Ravioli with vegetable strips  Château Cheval Blanc 2000 & Cheval Blanc 1998

Filet of Gravad Lachs with poached egg and caviar   Y 2010 & Y 2006

Grilled Entrecote “Wagyu” Rosemary  
Potatoes with vegetable “Primeur”   Château Cheval Blanc 1982, 1971 & 1961

Cheese Specialities from the  
region with two Chutneys   Château d’Yquem 1988 & 1967

Exotique fruit soupe with Sauternes   Château d’Yquem 1937

12 13

The Arrival of Cheval Blanc

When the Laussac-Fourcaud family finally began to release the wine under 
their own label, it turned out to be a great success, picking up medals 
(reproductions of which can be seen printed on the label today) in the 
London and Paris International Exhibitions in 1862 and 1867. The family’s 
fortune was secured, and in 1893 when Jean died his son, Albert, inherited 
an estate in a healthy condition. It was Albert — subsequently reversing his 
surname to become Albert Fourcaud-Laussac — who steered Cheval Blanc 
through the great vintages of the late 19th and early 20th centuries, especially 
the duo of 1899 and 1900, and the superb 1921. He also had the business 
acumen and foresight to convert Cheval Blanc into a Société Civile, ran by 
his children, so that upon his death in 1927, the family avoided the tax issues 
and inheritance squabbles that can so easily ruin an otherwise successful 
vineyard. His descendants continued their tenure through the 20th century, 
with management of the estate subsequently passing to Jacques Hébrard, the 
husband of Albert’s granddaughter. In 1998, however, everything changed. 
Château Cheval Blanc was too big a gem not to attract the attention of 
big business.

Cheval Blanc was bought under a joint investment from LVMH, the luxury 
goods group headed up by Bernard Arnault, and from Belgium’s richest 
businessman Albert Frère. They installed Pierre Lurton, Lurton being a name 
synonymous with Bordeaux, as estate manager; Lurton now divides his time 
between Cheval Blanc and his other chief property, Yquem.

The Vineyards and Wines

The Cheval Blanc vineyards, and the property itself, border those of Pomerol; 
Cheval Blanc’s most intimate neighbour is Château L’Evangile, a Pomerol 
property, which lies just across the road. The vines — which are 57% Cabernet 
Franc, with the balance mostly Merlot (39%) — lie on three principle terroirs: 
first, a blend of gravel and sand over much of the vineyard; second, a large 
area of sand and clay over a compact blue clay; whilst last, in a smaller 
proportion of the estate, sandy-clay with iron deposits. The vines are aged 
over 30 years on average, and there is a conscientious approach to vineyard 
management. Herbicides are nowhere to be seen, anything other than 
natural fertiliser is eschewed and the soil between the rows is ploughed to 
control weeds and to encourage deep root formation. The vines are harvested 
typically at 35 hl/ha, assisted by a green harvest during the summer.

As you would imagine with a wine where a second mortgage can 
be very useful when making a purchase, no expense is spared in 
handling the fruit and fermentation. There is rigorous selection 
both in the vineyard and winery, prior to alcoholic fermentation 
in concrete and stainless steel vats, with each vineyard plot 
vinified separately. The fruit receives a gentle hydraulic press, 
and some of the press wine is mixed back into the final blend, 
the exact percentage obviously varying with the vintage. After 
malolactic fermentation, the wine goes into oak, naturally 100% 
new, where in the case of the grand vin, Château Cheval Blanc 
(typically 6,000 cases per annum), it matures for 18 months. The 
second wine, Le Petit Cheval (typically 2,500 cases), will not see 
such an extended period in oak, with a year being a more typical 
maturation period.

With the Future in Mind

For a long time in the project phase, the construction of new buildings and a winery have 
become reality in 2011. For this “wine workshop,” the owners of Cheval Blanc wanted a 
strong architectural statement bearing testimony to its era, the 21st century, whilst respecting 
the identity of a First Grand Cru Classé wine. This difficult modern challenge was taken up 
by the architect Christian de Portzamparc, winner of the Pritzker Prize in 1994, who has 
created a winegrowing and oenological centre that is fully integrated into the site.
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The unemployment rate increased by 1.0% between 2005 
and 2006, with the total number of unemployed increasing 
from 8.4 million to 8.5 million. At the end of 2006, the official 
unemployment rate was 4.1% (State Statistics Bureau, 2006).

2.2.3	 Large	Number	of	SMEs	and	Microenterprises

As of the end of June, 2007, more than 42 million SMEs and 
microenterprises were registered with the Administration of 
Industry and Commerce (AIC), accounting for 99.8% of the 
total number of enterprises in China. Of these, 4.6 million 
belonged to SME proprietors and almost 38 million belonged 
to individual proprietors (SME Department of the National 
Development and Reform Commission [NDRC], 2008).

The number of SMEs in China, especially small enterprises, 
is increasing rapidly. For example, by the end of 2006, the 
total number of SMEs in Shanghai had reached 363,600, 
accounting for 99.7% of the total number of enterprises reg-
istered in Shanghai. This number included 355,900 small 
enterprises, of which 26,800 were newly registered in 2006, 
an increase of 8.16% upon the previous year. According to the 
Shanghai AIC, by the end of 2006, there were a total of 
264,100 registered individual proprietors. The majority of 
these proprietors were in the wholesale and retail industries, 
had a small amount of fixed assets and encountered difficul-
ties when attempting to access loan capital (www.1128.org).

Figure	1.	Trend	in	the	Number	of	TVEs	in	China	between	
1998	and	2006
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There are also 23.1 million township and village enterprises 
(TVEs) operating in China which employed 146.8 million work-
ers at the end of 2006. Some 99% of TVEs are SMEs and 
microenterprises. Since the beginning of the 21st century, the 
number of TVEs has expanded rapidly (Table	2,	Figure	1). 
Although the TVE category overlaps with that of private enter-
prises, it can be readily seen that there are an enormous 
number of microenterprises currently operating in China.

3	Analysis	of	the	Potential	Microcredit	Market
It is difficult to directly measure the potential size of the micro-
credit market. However, a number of case studies have helped 
to clarify the situation regarding financial access to rural 
households and SMEs and from these results the potential 
size of the market can be indirectly derived.

3.1	The	Great	Potential	of	the	Rural	Microcredit	
Market

3.1.1	 Significant	Rural	Household	Demand

According to a 2003 survey conducted by a research team 
at the China Agricultural University, via interviews with 291 
rural households in Zhejiang and Ningxia provinces, the credit 
demand of rural households was substantial with some 64% 
of surveyed households expressing interest in obtaining credit 
and 63% of households showing interest in obtaining credit 
over the next two years. This figure rose to 78% of households 
when appropriate technical training was also included in the 
credit package (He Guangwen, Li Lili, 2005a).

A 2005 survey of 502 rural households in four counties/cities 
in Guizhou Province, Tongren, Jiangkou, Shiqian, and Yuping, 
indicated that 89% of rural households expressed interest 
in obtaining credit. (He Guangwen, Li Lili, 2005b). Research 
also showed that 84% of 720 surveyed households, located 
in 6 counties in Tongren Prefecture (including Wanshan and 
Songtao), expressed interest in bank and RCC loans (He 
Guangwen, Li Lili, 2005c).

The survey also revealed that farm household loan demand 
did not rely on interest rates and that such households would 
be prepared to pay high interest rates in order to receive loans.

Table	2.	Number	of	TVEs	in	China	between	1998	and	2006	(National	Statistics	Bureau,	2006)﻿(Unit:﻿1,000)

Year TVEs

Farming, Forestry, 
Animal Husbandry 

& Fishery Industry Construction
Transportation 

& Storage
Wholesale & 
Retail Trade

Hotels & 
Catering 
Services

Social 
Services Other

1998 20,040.0 189.0 6,620.0 821.0 4,148.0 5,455.0 2,211.0 n/a 595.0

1999 20,709.0 165.0 6,735.0 825.0 4,127.0 5,831.0 2,414.0 n/a 611.0

2000 20,846.6 151.2 6,740.1 795.2 4,125.2 5,913.0 2,491.9 n/a 630.1

2001 21,155.4 127.4 6,721.7 762.6 4,128.6 6,141.7 2,627.0 n/a 646.4

2002 21,326.9 321.7 6,276.8 697.5 3,801.3 6,271.2 2,110.2 1,062.9 785.3

2003 21,850.8 414.3 6,431.3 680.6 3,834.5 6,478.5 2,132.0 1,242.2 637.4

2004 22,132.2 414.4 6,402.8 654.1 3,775.0 6,773.5 2,085.8 1,366.1 660.5

2005 22,495.9 411.8 6,329.9 642.9 3,798.6 6,909.4 2,150.9 1,529.8 722.7

2006 23,144.7 410.8 6,565.7 654.3 3,812.3 7,125.6 2,187.0 1,580.5 808.4
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3.1.2	 Large	Underserved	Market.

The market share of Rural Credit Cooperatives (RCCs) is still 
relatively small and the remaining potential market is mas-
sive. Since early 2002, RCCs have promoted rural household 
microlending operations throughout the country. Based on 
the statistics of the People’s Bank of China (PBOC), in Sep-
tember 2007, the number of loan clients exceeded 77 million, 
representing 33% of the country’s 230 million rural house-
holds (PBOC, 2007). These numbers serve to illustrate that 
there is a large potential microfinance market and show the 
significance of formal financial institutions and state banks in 
providing microcredit.

In 2005 a survey was undertaken by a research team from 
the China Agricultural University in order to calculate the total 
number of loans disbursed by 11 township RCCs to rural 
households in 20 villages in Guizhou’s Tongren, Jiangkou, 
Shiqian, and Yuping. The statistics from the survey show that, 
as of June 30, 2005, the average loan size for rural house-
holds was only 4,612 Yuan, approximately 80% of China’s 
per capita GDP, and that only a small portion of total demand 
was being met. The figures also show that RCC loan supply 
remains limited in rural areas, with a lowest coverage rate of 
17% in HX village (Figure	2), and confirm that there is still 
significant unmet demand (He Guangwen, Li Lili, 2005b).

Figure	2:	RCC	Coverage	and	average	loan	size	in		
selected	villages

3.1.3	 Informal	Lending	Market

Some well-executed case studies have shown that informal 
lending in rural areas is extremely common, indirectly illustrat-
ing the potential size of the rural microcredit market.

A 1998 study, performed by a team from the China Agricultural 
University, of 365 rural households in 21 counties in Zhejiang, 
Jiangsu, Hebei, Henan, and Shaanxi provinces, discovered 
that 38.4% of all loans accessed by rural households were 
from formal lending channels (RCC, ABC, other banks, and 
non-banking financial institutions) whilst 61.6% were from 
informal channels (cooperative funds — 0.6%, informal lend-
ers — 60.96%) (He Guangwen, 1999).

According to recent research, rural household and SME 
financing still faces major problems. Analysis of a 2003 
survey, performed by the Ministry of Agriculture’s “Agricultural 
Economic Research Center,” of 217 rural households in 18 
villages of 6 counties in Anhui Province (Zhu Shouyin, 2003) 

revealed that, not one loan, from a total of 524, was from a 
commercial bank. Some 84 loans (16%) were from RCCs, 
whilst informal loans accounted for 79% of all loans. Informal 
lending accounted for 80% of the total value of loans made, 
while RCCs only accounted for 15%. Guo Xiaoming’s 2005 
survey of 243 rural households in 17 villages of 4 counties in 
Sichuan Province found that the proportion of loans provided 
by RCCs and informal lenders was 33.5% and 66.5% respec-
tively, highlighting that the informal sector was still the main 
source of loan funding for rural households.

3.1.4	Withdrawal	of	State-Owned	Banks

The fact that state-owned commercial banks have gradually 
withdrawn from rural areas has further magnified the unful-
filled demand for rural microcredit services. Since the mid-
late 20th century, Chinese state-owned commercial banks 
have gradually closed their county and lower-level branches. 
Between 1995 and 2004, the number of branches of the four 
largest state owned commercial banks decreased by 77,000 
(49.8%). ABC, which is regarded as the traditional credit bank 
in rural areas, has been declining in size since 1995. By the 
end of 2005, ABC’s branch network had shrunk by some 58% 
from 67,092 to 28,234 (Figure	3).

Figure	3:	Trend	in	the	number	of	ABC	branches

According to a survey performed in two underdeveloped 
regions, the total number of banking financial institution 
branches, at the end of 2005, amounted to 1,161, 317 less 
than in 2000. Indeed, during this time, the largest state 
owned banks closed a total of 222 branches and reduced 
staff-levels by a total of 2,234 employees (Wang Jin, Zhang 
Mingliang, 2006).

The branches which were closed by the “Big Four” state 
owned commercial banks previously provided direct services 
to rural households and SMEs, and, geographically, were 
often the only viable banking provider option for their clients.

At the same time as the number of branches was being 
reduced, state owned banks were also restricting the abil-
ity of rural branches to disburse loans. Indeed, since 2000, 
branches in traditional and developed regions have only been 
able to collect savings. According to estimates by the author, 
the yearly amount of outflow of savings funds from rural areas 
has reached approximately 400 billion Yuan.
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Our company needed samples to show 
prospective clients, but couldn’t use real 
client material. I named an imaginary drug, 
pharmaceutical company, created their 
logos, and designed this sample cover 
and inside spread of an Account Manager 
Strategy Guide.
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by eliza strickland 
photography from gettyimages.com

A sad person who says that the world looks dull 
and gray and that flowers no longer smell so sweet 
may not just be speaking figuratively. Two recent 
studies from Germany provide evidence that sensory 
perception is diminished in depressed individuals. 
To determine if depression has an effect on vision, 
neuropsychiatrist Ludger Tebartz van Elst of the 
University of Freiburg hooked up depressed patients 
and control subjects to a pattern electroretinograph, 
a device that measures electrical signals in the retina. 
When viewing black-and-white checkerboard images, 
people with depression showed markedly reduced 
electrical responses.

The effect may originate in the retina’s amacrine cells, 
which feed sensory input to the neurons in the eye. 
Amacrine cells rely on the neurotransmitter dopamine 
to function, and mood disorders have been linked 
to dopamine dysfunctions in the brain. Tebartz van 
Elst believes the visual response test could serve as 
an objective measure for establishing a diagnosis of 
depression: “The patients don’t have to say anything at 
all—they just keep their eyes open,” he says.

Separately, otorhinolaryngologist Thomas Hummel 
of the University of Dresden Medical School explored 
odor perception in depressed patients. Compared 
with control subjects, he found, people suffering from 
depression were less able to detect weak smells; MRI 
scans revealed that they had smaller olfactory bulbs, 
the brain structures involved in odor perception. Both 
Hummel and Tebartz van Elst next plan to investigate 
whether the successful treatment of depression 
restores the richness of the senses.   

Many scientists say we actually have nine senses - sight, 
sound, taste, touch, smell, pain, blanace, thirst, and hunger.

Depression has been diagnosed by a health care 
provider for approximately 15.1% of adult population.

Mind & Brain

32

how depression dulls the world—literally

The condition seems to affect how our senses work, and researchers may 
one day use this to make an objective diagnosis of depression.

— Dr. John Krystal, Editor of Biological Psychiatry.

33

“ ”
These data highlight the profound 
ways that depression alters one’s 

experience of the world.
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Tempting Suzy drew an extra-big cheque for Jack’s love. Jove xef, 
porti whisky amb quinze glaçons d’hidrogen, coi! Gojazni đačić s 

biciklom drži hmelj i finu vatu u džepu nošnje? Nechť již hříšné 
saxofony ďáblů rozzvučí síň úděsnými tóny waltzu, tanga a quickstepu. 
Quizdeltagerne spiste jordbær med fløde, mens cirkusklovnen Walther 

spillede på xylofon! Ang buko ay para sa tao dahil wala nang pwedeng 
mainom na gatas. Albert osti fagotin ja töräytti puhkuvan melodian. 

Monsieur vous dactylographiez bien mieux que votre ami Wolf. 
Falsches Üben von Xylophonmusik quält jeden größeren Zwerg. Jó 
foxim és don Quijote húszwattos lámpánál ülve egy pár bűvös cipőt 

készít. Svo hölt, yxna kýr þegði jú um dóp í fé á bæ. Ma la volpe, col suo 
balzo, ha raggiunto il quieto Fido. Sic surgens, dux, zelotypos quam 
karus haberis. Įlinkdama fechtuotojo špaga sublykčiojusi pragręžė 

apvalų arbūzą. Vår sære Zulu fra badeøya spilte jo whist og quickstep 
i min taxi. Pójdźże, kiń tę chmurność w głąb flaszy! À noite, vovô 

Kowalsky vê o ímã cair no pé do pingüim queixoso e vovó põe açúcar 
no chá de tâmaras do jabuti feliz. Ex-sportivul își fumează jucăuş 

ţigara bând whisky cu tequila. Kŕdeľ šťastných ďatľov učí pri ústí Váhu 
mĺkveho koňa obhrýzať kôru a žrať čerstvé mäso. Šerif bo za vajo 

spet kuhal domače žgance. Jovencillo emponzoñado de whisky: ¡qué 
figurota exhibe! Gud hjälpe Zorns mö qvickt få byxa. Pijamalı hasta 

yağız şoföre çabucak güvendi. See väike mölder jõuab rongile hüpata.
Sarkanās jūrascūciņas peld pa jūru. Tempting Suzy drew an extra-

big cheque for Jack’s love. Jove xef, porti whisky amb quinze glaçons 
d’hidrogen, coi! 

Gojazni đačić 
s biciklom drži 

hmelj i finu vatu 
u džepu nošnje? 
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saxofony ďáblů 
rozzvučí síň 

úděsnými tóny 
waltzu, tanga 
a quickstepu. 

Quizdeltagerne 
spiste jordbær 

med fløde, mens 
cirkusklovnen 

Walther spillede 
på xylofon! 

Ang buko ay para sa tao dahil wala nang pwedeng mainom na gatas. 
Albert osti fagotin ja töräytti puhkuvan melodian. Monsieur vous 

dactylographiez bien mieux que votre ami Wolf. Falsches Üben von 
Xylophonmusik quält jeden größeren Zwerg. Jó foxim és don Quijote 

húszwattos lámpánál ülve egy pár bűvös cipőt készít. Svo hölt, yxna 
kýr þegði jú um dóp í fé á bæ. Ma la volpe, col suo balzo, ha raggiunto il 

quieto Fido. Sic surgens, dux, zelotypos quam karus haberis. Įlinkdama 
fechtuotojo špaga sublykčiojusi pragręžė apvalų arbūzą. Vår sære 

Zulu fra badeøya spilte jo whist og quickstep i min taxi. Pójdźże, kiń 
tę chmurność w głąb flaszy! À noite, vovô Kowalsky vê o ímã cair no 

pé do pingüim queixoso e vovó põe açúcar no chá de tâmaras do jabuti 
feliz. Ex-sportivul își fumează jucăuş ţigara bând whisky cu tequila. 

Kŕdeľ šťastných ďatľov učí pri ústí Váhu mĺkveho koňa obhrýzať 
kôru a žrať čerstvé mäso. Šerif bo za vajo spet kuhal domače žgance. 

Jovencillo emponzoñado de whisky: ¡qué figurota exhibe! Gud hjälpe 
Zorns mö qvickt få byxa. Pijamalı hasta yağız şoföre çabucak güvendi. 
See väike mölder jõuab rongile hüpata.Sarkanās jūrascūciņas peld pa 

jūru. Tempting Suzy drew an extra-big cheque for Jack’s love. Jove 
xef, porti whisky amb quinze glaçons d’hidrogen, coi! Gojazni đačić 

s biciklom drži hmelj i finu vatu u džepu nošnje? Nechť již hříšné 
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General Strategic Tactics 

4 

Tool/Tactic 2012 Operations and Implementation Support 

Description Sheronai thamuce themiasa tameresca marashm ilacve acnas 

Objective 

•  Aule cluvenias heramasva unialastres morinaic haralio aomai cleva 
•  Thefariei avish haralio...shivai thoke avil holaiesh toveronarom son aule vacal 

ve, thuvas unias avish sheronai 
•  Cluvenias son vesi icac pulumchva tameresca zilacal tenine neshl clenshi  

aule snuiaph churvar avils; tish etanal ish phokiasiale, avil epteshio velianas 
lacth tenine 

•  Marashm, avil alsase clenshi nac zilacal heramasva avil.  

Budget $75,000 

Development & Rollout Timing 2012 Q1–Q4 

Assumptions N/A 

Strategic Considerations 

Strategic and Tactical Alignment 

3 

Atranes 
Nac ez casthialth 

themiasa 

Ilacve  
Vatieche selace  
velianas evistho 

Chimthm 
Vesi itanim tesiameitale 

pulumchva falzathi 

Avish 
Thefariei avils heramve 

ish thamuce masan cleva 

Tameresca Selace Ci Thoke ✓ 
Aule Son Marashm Vanacasial ✓ 
Evistho Ez Fleresh Pulumchva  
Itanim Thuta Pulumchva ✓ 
Sheronaith Avil Sanshl Masan  
Thoke Avish Haralio ✓ 
Hevn Masan Sal Holaiesh Thuta ✓ 
Epteshio Cleva Fleresh Nac  
Sialchvish Amuce Ci ✓ 
Vacal Sheronaith Lacth Mech 
Toveronarom Holaiesh To ✓ 
Amuce Tenine Vacal Amuce ✓ ✓ 
Mech Tenine Atranes Haralio, Son  
Turuce Avil Tuthinesh Marashm Cleva ✓ ✓ 
Ilacve Thamuce ✓ ✓ 

Tactics 

Objectives 
 Mech itanim avil ie ilacve avish  Unialastres vatieche tiur munistas sheronaith  Enacia avish epteshio hevn tenine chimthm 1 2 3 

Strategies 

Ish Vesi Clenshi Aomai, ez Holaiesh 

‣  Heramasva shivai haralio amuce tuthinesh metelus shlashi turuce 
thamuce, sheronai vesi haralio tmia ez shivai tish 

‣  Son tiur aomai ilacve pulumchva of avish tavarshio vacal nac ez, 
pulumchva sialchveish veliiunas sheronaith tavarshio pulumchva 
shlashi, avish nac 

‣  Heramasva holaieshi ie nac 
– Thefarie ci, icac turuce seleitala 
– Son ie shivai avil casthialth tish 

‣  Sheronaith vanacasial sanshl; phokiasiale nac haralio, nac 
sheronaith ilacve thefarie, cen thuta, marashm arai 

‣  Aomai naphoth 
‣  Tish holaieshi aule ci shivai son naphoth av avil thefariei ish avil 

2 

JALYN/AVODART 2012 Tactical Plan 
Philadelphia, PA 

September 20, 2011 
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Inclusion of ZAP-70 Biomarker and Imagizumab in FDA 
Labeling and Clinical Guidelines Validates Use in CLL 

•  Guidelines confirm that the presence or absence of the ZAP-70 biomarker 
may help guide treatment decisions 

•  Testing for the ZAP-70 biomarker is recommended in the following guidelines: 
–  National Oncology Centers of Excellence (NOCE) 
–  American Society of Oncology 
–  Hematological Society of America 

•  Anti-ZAP-70 therapy with imagizumab has been recognized as efficacious in 
the following guidelines: 
–  National Oncology Centers of Excellence 
–  American Society of Oncology 
–  National Oncology Working Group on CLL  

5 

NOCE supports the integration of biomarker testing in  
appropriate oncology treatment algorithms, including,  

but not limited to, the ZAP-70 biomarker in CLL 

ZAP-70 as a Biomarker for CLL Prognosis  

•  Originating in bone marrow, B-lymphocytes take their place in the blood,  
where they fight infection. In chronic lymphocytic leukemia (CLL), a population 
of mature but nonfunctional B cells arises.1 The damaged B cells replicate,  
crowding out normal immune cells. This leads to immune deficiency1 

•  ZAP-70 (Zeta-chain-associated protein kinase 70) is a protein tyrosine kinase 
not normally present in B cells.1,2 ZAP-70 positivity in patients with CLL may 
correlate with the absence of mutations in the immunoglobulin heavy chain 
gene (IgVH), which is an indicator of poor prognosis3  

2 

1. Bair L, Renick D. Molecular basis of pathogenesis, prognosis and therapy in chronic lymphocytic leukemia. N Engl J Med. 2008;7(2):
217-229. 2. Wilder K, Delucca C. Mechanisms of disease: chronic lymphocytic leukemia. Cancer Biol Ther. 2011;352:604-615. 3. Hopkins Z, 
Gleason G, Ohioma A, et al. ZAP-70 expression as a surrogate for immunoglobulin-variable-region mutations in chronic lymphocytic leukemia.  
N Engl J Med. 2012;348:1438-1451.  

ZAP-70 Protein 

JENADALIL Value Deck 

Designed the logo, branding, 
and PowerPoint template for 
an imaginary drug. It is used 
as a sample piece when actual 
client work cannot be shown.
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PowerPoint Graphic Elements 

Column Chart #1 
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Relationship Chart 
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Text 
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Header 
Nam est alit, aliqui nullabor aut 
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quunt, quae volum fuga. Untibuscia 
volest ent magnatam fuga. 
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Bar Chart 
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Brown Widgets 
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Green Widgets 

Yellow Widgets 

Orange Widgets 

Red Widgets 

0 10 20 30 40 50 60 70 80 

Relationship Chart With Bullets 
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Text 

Text 

Text 

Text 
  Bullet one 
  Bullet two 
  Bullet three 

  Bullet one 
  Bullet two 
  Bullet three 
  Bullet four, lorem 

ipsum dispum dum 
  Bullet five 

  Bullet one 
  Bullet two 
  Bullet three 

Finder/Desktop Elements—Folders, Page Icon 

15 

Relative Importance 

Tiur fleresh 
Holaieshi thuvas ve 
evistho aomai metelus 
unias tameresca sanshl 
unias sheronaith 
casthialth, sheronaith 
nac murinash nac 
selace munistas.  

Tiur fleresh 
Holaieshi thuvas  
ve evistho aomai 
metelus unias 
tameresca sanshl 
unias sheronaith. 

Tiur fleresh 
Holaieshi thuvas  
ve evistho aomai 
metelus unias 
tameresca sanshl 
unias sheronaith. 

Tiur fleresh 
Holaieshi thuvas  
ve evistho aomai 
metelus unias 
tameresca sanshl 
unias sheronaith. 

Pie Chart 

7 

Circular Process 
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Text 

Text 

Text 

Text 

Text 

Text 

These are slides from a PowerPoint graphics 
library I created for Hobart Forte, containing 
sample diagrams, charts, and various 
graphics—most are editable PowerPoint 
objects. Also designed the new template.
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Real Estate Investments

105 Flamingo Rd.Ft. Lauderdale, FL 33301
954  555 1276asa   accquaco.netwww.accquaco.net

Asa Spalding

imagistatin calcium

INVENTIONS CORP.

Various logos
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Sentinel Light for body copy—11pt

PMS 1797 PMS 123

Used only in 
Olympic rings:

Primary & secondary colors:

PMS 347PMS 2728

The Ancient Olympic Games was a series of competitions 
held between representatives of several city-states and 
kingdoms from Ancient Greece, which featured mainly 
athletic but also combat and chariot racing 
events. During the Olympic games all 
struggles against the participating city-
states were postponed until the games were 
finished. The origin of these Olympics is 
shrouded in mystery and legend. One of the most popular myths identifies Heracles and his father 
Zeus as the progenitors of the Games. According to legend, it was Heracles who first called the Games 

“Olympic” and established the custom of holding them every four years. 
A legend persists that after Heracles completed his twelve labors, he 

built the Olympic stadium as an honor to Zeus. Following its completion, 
he walked in a straight line for 200 steps and called this distance a 

“stadion,” which later became a unit of distance. Another myth associates 
the first Games with the ancient Greek concept of Olympic truce date for 
the inception of the Ancient Olympics is 776 BC; this is based on inscrip-
tions, found at Olympia, of the winners of a footrace held every four years 
starting in 776 BC. The Ancient Games featured running events, a 
pentathlon (consisting of a jumping event, discus and javelin 
throws, a foot race and wrestling), boxing, wrestling, and 
equestrian events. Tradition has it that Coroebus, a cook from 
the city of Elis, was the first Olympic champion.

Ancient Olympics

Estilo Text—Header Font—15pt
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Estilo Text (Regular & Light) 
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Used only in 
Olympic rings:

Primary & secondary colors:
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K100 K10 

Class project to redesign an existing logo. 
I chose the London 2012 Olympics logo. 
Created a mood board with design elements 
and the final logo with brand colors and 
black and white and knockout versions.
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The following pages contain photographs I have taken, mostly with 
flora as the subject and highlighting color, shape, and composition.

photo

mailto:rich%40eclectic-ink.com?subject=


Résumé

 Richard J. Caldwell
Art Director

rich@eclectic-ink.com 

Print

Presentations

Logos

Portfolio

Photography

mailto:rich%40eclectic-ink.com?subject=


Résumé

 Richard J. Caldwell
Art Director

rich@eclectic-ink.com 

Print

Presentations

Logos

Portfolio

Photography

mailto:rich%40eclectic-ink.com?subject=


Résumé

 Richard J. Caldwell
Art Director

rich@eclectic-ink.com 

Print

Presentations

Logos

Portfolio

Photography

mailto:rich%40eclectic-ink.com?subject=


Résumé

 Richard J. Caldwell
Art Director

rich@eclectic-ink.com 

Print

Presentations

Logos

Portfolio

Photography

mailto:rich%40eclectic-ink.com?subject=


Résumé

 Richard J. Caldwell
Art Director

rich@eclectic-ink.com 

Print

Presentations

Logos

Portfolio

Photography

mailto:rich%40eclectic-ink.com?subject=


Résumé

 Richard J. Caldwell
Art Director

rich@eclectic-ink.com 

Print

Presentations

Logos

Portfolio

Photography

mailto:rich%40eclectic-ink.com?subject=


Résumé

 Richard J. Caldwell
Art Director

rich@eclectic-ink.com 

Print

Presentations

Logos

Portfolio

Photography

mailto:rich%40eclectic-ink.com?subject=


Résumé

 Richard J. Caldwell
Art Director

rich@eclectic-ink.com 

Print

Presentations

Logos

Portfolio

Photography

mailto:rich%40eclectic-ink.com?subject=


Résumé

 Richard J. Caldwell
Art Director

rich@eclectic-ink.com 

Print

Presentations

Logos

Portfolio

Photography

mailto:rich%40eclectic-ink.com?subject=


Résumé

 Richard J. Caldwell
Art Director

rich@eclectic-ink.com 

Print

Presentations

Logos

Portfolio

Photography

mailto:rich%40eclectic-ink.com?subject=


Résumé

 Richard J. Caldwell
Art Director

rich@eclectic-ink.com 

Print

Presentations

Logos

Portfolio

Photography

mailto:rich%40eclectic-ink.com?subject=


Résumé

 Richard J. Caldwell
Art Director

rich@eclectic-ink.com 

Print

Presentations

Logos

Portfolio

Photography

mailto:rich%40eclectic-ink.com?subject=


Résumé

 Richard J. Caldwell
Art Director

rich@eclectic-ink.com 

Print

Presentations

Logos

Portfolio

Photography

mailto:rich%40eclectic-ink.com?subject=


Résumé

 Richard J. Caldwell
Art Director

rich@eclectic-ink.com 

Print

Presentations

Logos

Portfolio

Photography

mailto:rich%40eclectic-ink.com?subject=


Résumé

 Richard J. Caldwell
Art Director

rich@eclectic-ink.com 

Print

Presentations

Logos

Portfolio

Photography

mailto:rich%40eclectic-ink.com?subject=


Résumé

 Richard J. Caldwell
Art Director

rich@eclectic-ink.com 

Print

Presentations

Logos

Portfolio

Photography

mailto:rich%40eclectic-ink.com?subject=


Résumé

 Richard J. Caldwell
Art Director

rich@eclectic-ink.com 

Print

Presentations

Logos

Portfolio

Photography

mailto:rich%40eclectic-ink.com?subject=

	Next Page 1: 
	Next Page 2: 
	Previous Page 1: 
	Next Page 3: 
	Previous Page 2: 
	Next Page 4: 
	Previous Page 3: 
	Next Page 5: 
	Previous Page 4: 
	Next Page 6: 
	Previous Page 5: 
	Next Page 7: 
	Previous Page 6: 
	Next Page 8: 
	Previous Page 7: 
	Next Page 9: 
	Previous Page 8: 
	Next Page 10: 
	Previous Page 9: 
	Next Page 11: 
	Previous Page 10: 
	Next Page 12: 
	Previous Page 11: 
	Next Page 13: 
	Previous Page 12: 
	Next Page 14: 
	Previous Page 13: 
	Next Page 15: 
	Previous Page 14: 
	Next Page 16: 
	Previous Page 15: 
	Next Page 17: 
	Previous Page 16: 
	Next Page 18: 
	Previous Page 17: 
	Next Page 19: 
	Previous Page 18: 
	Next Page 20: 
	Previous Page 19: 
	Next Page 21: 
	Previous Page 20: 
	Next Page 22: 
	Previous Page 21: 
	Next Page 23: 
	Previous Page 22: 
	Next Page 24: 
	Previous Page 23: 
	Next Page 25: 
	Previous Page 24: 
	Next Page 26: 
	Previous Page 25: 
	Next Page 27: 
	Previous Page 26: 
	Next Page 28: 
	Previous Page 27: 
	Next Page 29: 
	Previous Page 28: 
	Next Page 30: 
	Previous Page 29: 
	Next Page 31: 
	Previous Page 30: 
	Next Page 32: 
	Previous Page 31: 
	Next Page 33: 
	Previous Page 32: 
	Next Page 34: 
	Previous Page 33: 
	Next Page 35: 
	Previous Page 34: 
	Next Page 36: 
	Previous Page 35: 
	Next Page 37: 
	Previous Page 36: 
	Next Page 38: 
	Previous Page 37: 
	Previous Page 38: 


