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Poems For Pets
Event Marketing

Poems For Pets is an annual event held by the nonprofit organization Kansas 
Humane Society. In marketing for the event, I designed a brochure, poster, and a 
canvas bag. Each component is part of a bundle set. For each bundle purchased, 
animals in shelters are fed.
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Octopus
Branding

4Octopus Brand Guide

How to use Not use

Use our logomark in white or black. 
Use our logomark with proper proportions.

Do not use gradients in our logomark. 
Do not skew, stretch, rotate, or reflect our logomark. 
Do not crop our logomark.

5Octopus Brand Guide

Spacing

The spacing around our logomark should at 
least be the size of the octopus’ eye.

6Octopus Brand Guide

Our Word Mark

Our word mark, created to invoke the im-
age of our eight-legged friends of the 
deep, the octopus.

7Octopus Brand Guide

How to use Not use

Use our word mark in white or black. 
Use our word mark with proper proportions.

Do not use gradients in our word mark. 
Do not skew, stretch, rotate, or reflect our word mark. 
Do not crop our word mark.

8Octopus Brand Guide

Spacing

The spacing around our word mark should 
at minimum be the size of the first ‘O’ in 
our brand name.

Octopus is a fashion agency dedicated to producing versatile clothing. I was 
tasked to design the branding for this company. In addition, I also designed a 
t-shirt and website.

9Octopus Brand Guide

Our Combination Mark

Our combination mark.
Our logomark rests atop our word mark.

10Octopus Brand Guide

Spacing

Like with our word mark, the spacing 
around our combination mark should at 
minimum be the size of the first ‘O’ in our 
brand name.

11Octopus Brand Guide

How to use Not use

Use our mark in white or black. 
Use our mark with proper proportions.

Do not use gradients in our mark. 
Do not skew, stretch, rotate, or reflect our mark. 
Do not crop our mark.

The brand guide.
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Medication Misuse
Campaign

This project is a campaign dedicated to spreading awareness 
about the ongoing prescription drug misuse problem plaguing 
Pennsylvania. For this campaign I have designed a billboard, 
two posters, and the logo for the awareness program.

The logomark.
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Kaiser Cafe
Branding

Kaiser Cafe is a small family-owned business that focuses on 
supporting the local community. For this project, I designed 
the branding for Kaiser Cafe. Also included is a t-shirt design, 
business set, and Instagram ad.

Kaiser
Cafe

The business set. The t-shirt design for Kaiser Cafe.

We bring the

coffee, 
you bring the

community.
Kaiser
Cafe

The Instagram ad for Kaiser Cafe.
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Mello
Campaign

This project is a campaign focusing on wellness and ways to 
promote healthy ways of living. My designs for this project 
include three posters, tea packaging, a logo, and a candle label.
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Maud
Comic Book

This project centers around advertising for the comic book 
Maud. For this project I’ve designed the comic book, inner 
spreads, Instagram ad, and website.

October 10, Mental Health Day 
www.voiceOFpeople.org

“ You’re just DRAMATIC. ”

End mental  
health stigma.VOL.1 out now!
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Partum U
Branding

The client for this project was Partum U, a college dedicated to 
the arts. My work for this client included a folder, social media 
ad, and academic calendar.

The folder.

The poster and the Instagram ad.
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ArtsFab
Branding

My client for this project was an art fabrication business. I was 
tasked to design the branding for this business. In addition, I 
also designed a social media ad, a flyer, a business card and a 
magazine ad.

Our Brand

ArtsFab’s mission is to offer the re-
sources and talent for artists to create 
large-scale or otherwise difficult to 
create installments.

“Where material ends, art begins”

Our headquarters is located in the 
heart of New York City, where our team 
of skilled craftsmen work together with 
our clients to blueprint and build de-
sired structures.

Our Mark

Our brand mark represents the very 
heart of our mission: using our talents 
in fabrication to help our clients pur-
sue their goals.

Mark Rules

DO NOT

Distort Stretch Rotate

ArtsFab

ArtsFab

ArtsFab

ArtsFab

Change colors Lower opacity

ArtsFab

Decrease size to where 
brand name is illegible

ArtsFab

Increase size to where 
 mark is unrecognizable

ArtsFab

Mark Rules

DO

Use provided resources Use (provided) mark art on its own Scale mark appropriately
NOTE: Color can be changed but other prior rules still apply

ArtsFab
ArtsFab

Mark Rules

Exclusion Space
Use the “F” from the mark to determine what amount of exclusion 
space is necessary

Our Typeface

Sofia Pro

All weights and styles in the Sofia Pro font family 
are suitable for use for our brand.

Type Weights

Black 
 
abcdefghijklmnopqrstu-
vwxyz 0123456789 
 
ABCDEFGHIJKLM-
NOPQRSTUVWXYZ 
0123456789

Black Italic 
 
abcdefghijklmnopqrstu-
vwxyz 0123456789 
 
ABCDEFGHIJKLM-
NOPQRSTUVWXYZ 
0123456789

Medium Light 
 
abcdefghijklmnopqrstu-
vwxyz 0123456789 
 
ABCDEFGHIJKLM-
NOPQRSTUVWXYZ 
0123456789

Medium Italic 
 
abcdefghijklmnopqrstu-
vwxyz 0123456789 
 
ABCDEFGHIJKLM-
NOPQRSTUVWXYZ 
0123456789

Semi Bold Light 
 
abcdefghijklmnopqrstu-
vwxyz 0123456789 
 
ABCDEFGHIJKLM-
NOPQRSTUVWXYZ 
0123456789

Semi Bold Italic 
 
abcdefghijklmnopqrstu-
vwxyz 0123456789 
 
ABCDEFGHIJKLM-
NOPQRSTUVWXYZ 
0123456789

Bold 
 
abcdefghijklmnopqrstu-
vwxyz 0123456789 
 
ABCDEFGHIJKLM-
NOPQRSTUVWXYZ 
0123456789

Bold Italic 
 
abcdefghijklmnopqrstu-
vwxyz 0123456789 
 
ABCDEFGHIJKLM-
NOPQRSTUVWXYZ 
0123456789

Our Imagery
Brushed metal textures and simple shapes are 
what defines our use of imagery.

Imagery

Brushed Metals

Imagery

Simple Shapes

Our Colors
Red, black, and grey are the primary colors used 
for our brand.

Colors

PMS 7621 XGC 
RGB 172 27 44 
HEX #AC1B2C

PMS 5315 XGC 
RGB 215 213 217 
HEX #D7D5D9

PMS 2358 XGC 
RGB 178 171 180 
HEX #B2ABB4

PMS Process 
Black C 
RGB 33 30 22 
HEX #211E16

Primary

Secondary

PMS 7645 XGC 
RGB 91 48 66 
HEX #5B3042

PMS 696 XGC 
RGB 151 77 92 
HEX #974D5C

PMS 663 XGC 
RGB 232 231 234 
HEX #EBE7EA

PMS 7653 XGC 
RGB 156 146 157 
HEX #9C9290

PMS 2359 XGC 
RGB 131 123 139 
HEX #837B8B

PMS 7448 XGC 
RGB 78 64 81 
HEX #4E4051

The brand guide.
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Sutr
Merchandise

For this project, I’ve designed the vinyl cover and back cover 
for the album Sutr. I’ve also designed a tote bag to carry the 
vinyl in, the website to buy the album from, and a poster.

VOX

RECORDING

O R D E R A R T I S T S

V O X  R e c o r d i n g T e r m s  o f  U s eP r i v a c y  P o l i c y C o n t a c t  U s

L A B E L S R E L E A S E S O R D E R A R T I S T S

H o t t e s t  A l b u m s

L a t e s t  R e l e a s e s

O R D E R A R T I S T SL A B E L S R E L E A S E S

Order

SUTR

- VOX Recording

Listen

ORD E R A RT I S T S

Bloodl ine Records

Blue Amberol  Records

Blue La¦e Records

The Blue Note Label  

Group

Blue Note Records

Blue Pear  Records

Blue Roc¦ Records

Blue S¦� Records

Blue Thumb Records

Bluebird Records

BlueSanct  Records

Blues¢i l le  Records

BMLG Records

Boardwal¦ Records

Bobbin Records

Bobsled Records

Bomb Hip$Hop Records

Bombwor¦s Records

Bon[o Bo� Records

Boom �ne Records

Border l ine Records

Brain®eede�

Brainwashed (website)

Br ic¦ SPuad MaEa 

Southwest

Br ic¦ SPuad Monopoly

Br id[e 9 Records

Broadmoor Records

Broadwa� Records 

(1920s)

Broadwa� Records 

(1947)

Broadwa� Records 

(2012)

Bro¦en En[l ish ( label)

Bro¦en Spo¦e Records

Bro¦en Ôorld Medi�

Brother  Records

Brunswic¦ Records

BrushEre Records

Brutal  Panda Records

Bulb Records

Bomb Hip$Hop Records

Bombwor¦s Records

Bon[o Bo� Records

Boom �ne Records

Border l ine Records

Brain®eede�

Brainwashed (website)

Br ic¦ SPuad MaEa 

Southwest

Br ic¦ SPuad Monopoly

Br id[e 9 Records

Broadmoor Records

Broadwa� Records 

(1920s)

Broadwa� Records 

(1947)

Broadwa� Records 

(2012)

Bro¦en En[l ish ( label)

Bro¦en Spo¦e Records

Bro¦en Ôorld Medi�

Brother  Records

Brunswic¦ Records

BrushEre Records

Brutal  Panda Records

Bulb Records

+1 Records

2.13.61

7Spin Music

10K Projects

13th Planet  Records

20th Âentur�  ½oÀ ½i lm Scores

21st  Âircui t ry

32 Records

49th State Hawai i  record company

7º ArÎ

88r is ing

1º7 Shelter  Records

222 Records

300 Ele¦tra Enter ta inment

300 Enter ta inment

41º Records

429 Records

430 Ôest  Records

Bar¦in[ Pump¦in Records

Barnab� Records

Basecamp Product ions

Batter�  Records (dance)

Batter�  Records (h ip hop)

Batt le  Records ( record label)

BBR Music Group

Beach Street  Records

BEÂ Recordin[s

Beda��led Records

Bel l  Records

Bel l  Records (1920)

Bel l  Records (1940)

Belu[a Hei[hts Records

Benchmar¦ Recordin[s

Bennett  Al l ianc)

Benson Records

Bet$Âar  Records

Better  Loo¦in[ Records

Better  Noise Music

LABELS

in par tne rsh ip  w i th  VOX  Record ing

SoeyeMusace enme nt aenmet

BMGeRaghnseMtetgmnmet

Ai i eStaenseRmcoeds

RmdeHa i i eRmcoeds

Wteeme eMusaceGeoup

AS~eRmcoeds

DmsnoeRmcoeds

Hypme auneRmcoeds

Htevmsn eRmcoeds

Ciovme eRmcoeds

Biocke enme nt aenmet

 MIeGeoup

Inptcn eRmcoeds

Laeuse enme nt aenmet

MusaceMtkmr

Peofime enme nt aenmen

L A B E L S R E L E A S E S

 The website.
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Voice
Campaign

This is a mental health campaign designed around raising 
awareness towards the stigma against mental illness. I’ve de-
signed a billboard, vertical banner, Facebook ad, and Instagram 
ad to boost awareness towards this topic.
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Historicon
Merchandise

This project revolves around an iconography book I’ve de-
signed for the company Historicon. Historicon takes historical 
occurances and portrays the events through iconography. My 
work included an iconography book, website, and poster.

Home About Purchase Contact

New Releases

Privacy Policy Disclaimer Help Accessibility

Home About

Home About Purchase Contact

Aboutgds

 he fight was carrying 45  assengers and crew, including 19 members of the Old Christians Club rugby union 

team, along with their families, su  orters, and friends.  hree crew members and nine  assengers died 

immediately; several more died soon afterward due to the frigid tem eratures and the severity of their injuries. 

During the following 72 days, the survivors suffered extreme hardshi s, including ex osure, starvation, and an 

avalanche, which led to the deaths of thirteen more  assengers.  he remaining  assengers resorted to 

cannibalism. As the weather im roved with the arrival of late s ring, two survivors, Nando Parrado and Roberto 

Canessa, climbed a 4,650-metre (15,260 ft) mountain  eak without gear and hiked for 10 days into Chile to seek 

hel , traveling 61 km (38 miles). On 23 December 1972, two months after the crash, the last of the 16 survivors were 

rescued.

Privacy Policy Disclaimer Hel Accessibility

Home About

We at HistorICON are dedicated to conveying historical events in the sim lest form  ossible. Each of our books 

details a s ecifc individual throughout history who has left an im act on the world.  he larger scale of these 

events may not be recognizable at frst, but we ho e by the end of each book you will have  ut the  ieces together 

in order to see the full  icture«

Continue reading if you want to know more about the events behind each of our books.

Aboutg ��

 he inex erienced co- ilot, Fieutenant-Colonel Dante HJctor Fagurara, was at the controls when the accident 

occurred. He mistakenly believed the aircraft had reached Curicó, where the fight would turn to descend into 

Pudahuel Air ort. Fagurara failed to notice that instrument readings indicated he was still 60-70 km (37-43 mi) 

from Curicó. As he began to descend, the aircraft struck a mountain, shearing off both wings and the tail section. 

 he remaining  ortion of the fuselage slid down a glacier at an estimated 350 km'h (220 m h) and descended 

about 725 metres (2,379 ft) before crashing into ice and snow.

The website. The iconography book and its inner pages.
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Revive
Merchandise

This project I was tasked to design a series of wine labels for 
the brand Revive. I had taken inspiration from tarot cards and 
fortune telling, and based my design around that concept. I 
also designed the packaging for the wine bottles.

Threads
Merchandise

This project is a book designed around the United States am-
mendments. To accompany the book is a series of posters also 
focusing on the same concept.
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C-TAC
Branding

My client for this project was the nonprofit organization C-TAC. 
I was tasked with creating a brand guide for the brand. I was 
also tasked with using a template to work off of and create 
social media posts from.

The brand guide.

3

1.0

STORY AND IDENTITY

C-TAC Brand Guide | Our Brand

Our Story
In 2010, social innovators Tom Koutsoumpas and Bill Novelli founded 
C-TAC to transform the broken system of care for patients and their 
families living with serious illness.

Their goal was expansive–nothing short of reinventing the practices 
and financing of serious illness/end-of-life care so that patients and 
caregivers could access the services and support they needed.

Fast forward twelve years, and C-TAC and its coalition of member 
organizations continue to transform the healthcare landscape, work-
ing with legislators, decision makers, and advocates to find common 
ground and craft policies that deliver more comprehensive and consis-
tently funded care at scale.

Thanks to their stories and the insights of our first patient advocates, 
Rev. Diane Smalley, Norma Bauerschmidt, and Shirley Roberson, we 
learned the wisdom of listening as we work every day to open doors to 
a future where all Americans with serious illness, especially the sickest 
and most vulnerable, receive high-quality, person- and family-centered 
care that is consistent with their goals and values and honors their dignity.

Our Identity
A serious illness can be profoundly disruptive, isolating and financially 
challenging, not just to patients and their families, but to their caregiv-
ers, who are often unpaid and overburdened.

Since its founding in 2010, The Coalition to Transform Advanced Care 
(C-TAC) has been their champion and their advocate. Representing 
their interests and working with legislators, decision makers, and ad-
vocates to find common ground and craft policies that deliver more 
comprehensive, equitable, and consistently funded care at scale.

Founded in 2010 by Bill Novelli and Tom Koutsoumpas, social change 
leaders and hospice benefit visionaries, C-TAC now occupies a unique 
space in the healthcare ecosphere. We are a nonprofit and recognized 
as the voice of the patient and family impacted by serious illness. We 
know the players and the landscape. We understand the issues. We col-
laborate across political parties, silos, disciplines, and disease groups.

Which earns us the ear—and trust—of everyone from industry change-
makers to policy makers to families.

C-TAC is a coalition of 170 organizations that share our vision of per-
son-centered care that meets patients’ goals and honors their dignity. 
Together we are opening the door to a new healthcare paradigm built 
on greater equity, public engagement, and workforce development.

4

1.0

MISSION AND VALUES

C-TAC Brand Guide | Our Brand

Our Mission
Ensure support for those experiencing serious illness and for those 
who care for them by serving as the national advocacy voice and cat-
alyst for an influential network of coalition members, partners, and pol-
icy makers.

Our Values
All persons impacted by serious illness, especially those who are un-
derserved and under-resourced, have a high quality of life – on their 
own terms.

A VOICE FOR MILLIONS. A COALITION OF MANY. ONE SINGULAR MISSION.

OUR VISUALS

6

1.0

WORDMARK AND COMBOMARK

C-TAC Brand Guide | Our Visuals

Our brand’s wordmark.

COALITION TO TRANSFORM 
ADVANCED CARE

Our brand’s combomark.

7

1.0

SPACING

C-TAC Brand Guide | Our Visuals

COALITION TO TRANSFORM 
ADVANCED CARE

These are the dimensions for our 
spacing. Leave white space that is 
approximately the size of our plus 
mark around our wordmark.

8

1.0

USAGE

C-TAC Brand Guide | Our Visuals

Use our logo in proper proportion.
Use our logo with correct spacing.
Use our wordmark at 0.5” minimum.
Use our combomark at 1” minimum.
Use our logo with correct colors.

COALITION TO TRANSFORM 
ADVANCED CARE

COALITION TO TRANSFORM 
ADVANCED CARE

COALITION TO TRANSFORM 
ADVANCED CARE

COALITION TO TRANSFORM 
ADVANCED CARE

11

1.0

TYPOGRAPHY

C-TAC Brand Guide | Our Visuals

Montserrat Proxima Nova

We use Montserrat for display type. 
Only certain weights used.

Thin
Thin Italic
Light
Light Italic
Bold
Bold Italic
Black
Black Italic

We use Proxima Nova for our body copy. All weights are used.

Regular 
Medium 
Semibold
Bold

12

1.0

TYPOGRAPHIC SYSTEM

C-TAC Brand Guide | Our Visuals

TITLE: Montserrat
H1: Montserrat

H2: Proxima Nova

Subhead: Proxima Nova

Body copy: Proxima Nova

Caption: Proxima Nova

Typographic scale used is 1.250 - 
Major Third.

Title size: 89.41 pt*
Headline Level 1 size: 36.62 pt
Headline Level 2 size: 23.44 pt
Subhead: 18.75 pt
Body Copy size: 15 pt
Caption size: 12 pt

*Title size is subject to change de-
pending on the circumstances of 
the design. In this brand guide, the 
title is used for inbetween slides.

15

1.0

ICONOGRAPHY

C-TAC Brand Guide | Our Visuals

Our plus mark alludes to positive 
changes and healthcare. 

Use our plus with correct spacing.
Use our plus as an anchor point.
Use our plus for emphasis.

Sources: AARP and National Alliance for Caregiving, NPR

53
MILLION
family 
caregivers 
provide 
unpaid care

61
PERCENT
of caregivers 
have no paid 
family leave at 
their workplace

23
PERCENT
of caregivers 
say caregiving 
has made their 
own health 
worse

45
PERCENT
of caregivers have 
experienced at least 
one financial impact 
such as debt

ALL 
GENERATIONS 
(Boomers, Gen-X, 
Gen-Z, Millennials, 
and Silent) need 
family caregiving

22
PERCENT
of caregivers 
used up personal 
short-term savings;  
12% used up 
long-term savings

T H E  S TAT E  O F  C A R E G I V I N G

TENS OF MILLIONS OF AMERICANS are one call away 
from becoming a caregiver. When it happens, they will face 
a healthcare system that is difficult to navigate, and may not 
serve the needs of the individual and the family caregiver.

It doesn’t have to be this way.

There are proven care models for the patient and caregiver 
that are working today. But they need to be scaled up. 
That’s why C-TAC exists. We are a cross-discipline network 
improving the healthcare system to address the needs of 
people with serious illness.

The need is more urgent than ever.

More Americans are aging than ever before and the number 
of people needing care in the next decade will only 
increase dramatically. The time for health equity is here. By 
galvanizing diverse stakeholders to work across public policy, 
community engagement, workforce reform, and measuring 
improvement we can ensure that 12 million people living 
with serious illnesses have high-quality, 24/7 support 
through the end-of-life by our moonshot goal of 2030.

Coalition to transform 
Advanced Care

Coalition to transform 
Advanced Care

Join Us in Transforming 
the Healthcare System for 
People with Serious Illness

COALITION TO TRANSFORM 
ADVANCED CARE

COALITION TO TRANSFORM 
ADVANCED CARE

A COALITION FOR TRANSFORMING HEALTHCARE

Our coalition represents a community of hospital systems, payers, non-profits, faith-based, 
palliative and hospice organizations, and other stakeholders working to improve the 
healthcare system for people with serious illnesses.

We have worked across disciplines to affect 
large-scale change:

• Helping move serious illness care into the mainstream.

• Developing a comprehensive index for measuring outcomes.

• Advocating for a comprehensive approach to care including  
health systems and community-based organizations.

• Serving as a catalyst to test new care models.

• Providing practical tools and connections to advance local projects.

Our key policy initiatives are to:

• Integrate community-based organizations into value-based  
payment models.

• Ramp up state action on Medicaid and improve Medicare 
coverage for people with serious illness.

• Ensure easier access to advance care planning among patients,  
unpaid caregivers, and clinicians.

Be a part of a community of 
changemakers and thought  
leaders advancing public policy  
and transforming the healthcare 
system to improve care for millions  
of people with serious illness.

For more information, contact  
Joy Braun 
VP of Development  |   jbraun@thectac.org

Coalition to transform 
Advanced Care

Coalition to transform 
Advanced Care

          Public 
          Policy
We work with our 
members and partners 
to advocate policies for 
person-centered care, 
delivery system reform, 
workforce quality, and 
professional engagement.

         Workforce 
         Reform
We are galvanizing  
action to build a robust 
and equitable caregiving 
workforce needed to 
support a generation  
of aging Americans.

          Measuring 
          Improvement
Our metrics for tracking 
Quality of Life (QOL) 
improvements create 
a national framework 
for measuring state 
effectiveness in serious 
illness and caregiving, 

Coalition to transform 
Advanced Care

          Community 
          Engagement  
We build networks  
and share information 
among coalitions and  
faith organizations across  
the country that are 
addressing the need to 
improve end-of-life care.

O U R  G O A L S

O U R  I M PA C T

MAKE A DIFFERENCE -  JOIN US

OPPORTUNITIES FOR ENGAGEMENT

 Become a C-TAC Member

 Engage in C-Suite Policy Discussions 

 Attend/Sponsor the C-TAC Summit Oct 23-24, 2023

 Learn about our Faith-Based Initiatives

 Support the Blue Chair Fund for Patient Advocacy 

601 MASSACHUSET TS AVE . ,  NW, SU ITE 520 WEST,  WASHINGTON, DC 20001 -3743  |   thectac.org

Sources: AARP and National Alliance for Caregiving, NPR
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T H E  S TAT E  O F  C A R E G I V I N G
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from becoming a caregiver. When it happens, they will face 
a healthcare system that is difficult to navigate, and may not 
serve the needs of the individual and the family caregiver.

It doesn’t have to be this way.

There are proven care models for the patient and caregiver 
that are working today. But they need to be scaled up. 
That’s why C-TAC exists. We are a cross-discipline network 
improving the healthcare system to address the needs of 
people with serious illness.

The need is more urgent than ever.

More Americans are aging than ever before and the number 
of people needing care in the next decade will only 
increase dramatically. The time for health equity is here. By 
galvanizing diverse stakeholders to work across public policy, 
community engagement, workforce reform, and measuring 
improvement we can ensure that 12 million people living 
with serious illnesses have high-quality, 24/7 support 
through the end-of-life by our moonshot goal of 2030.

Coalition to transform 
Advanced Care

Coalition to transform 
Advanced Care

Join Us in Transforming 
the Healthcare System for 
People with Serious Illness

COALITION TO TRANSFORM 
ADVANCED CARE

COALITION TO TRANSFORM 
ADVANCED CARE
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1.0

ICONOGRAPHY

C-TAC Brand Guide | Our Visuals

Spacing guidelines for our icons. 
Use the plus mark inside our icons 
to measure the size of the spacing 
around our icons.

17

1.0

PATTERN

C-TAC Brand Guide | Our Visuals

Our plus mark is used in our pat-
terns in addition to soft gradients.

Use our plus mark to measure the 
spacing for our patterns.

18

1.0

PHOTOGRAPHY

C-TAC Brand Guide | Our Visuals

Our photography focuses on a hu-
man element. We also focus on 
our business location, Washing-
ton, DC.

Guidelines:
Must include yellow and blue 
tones somewhere in the image.
Backgrounds must not draw focus 
away from the primary subject.
Interactions should feel natural 
and give a sense of community.



Ashton Haulman
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Personal Brand
Branding

My personal brand. If you rotate my logo -90 degrees, it spells 
out my initials!

Ashton Haulman

1109 Victor Street - Lebanon, PA 17042 - (717) 644-3483 - ashaulman@gmail.com

Graphic Designer

EDUCATION 
Harrisburg Area Community College 
(HACC). AA Degree Graduate, expected 
graduation for AAS Degree in 2023. 
 

WORK EXPERIENCE 
Royer’s Flowers and Gifts. Lebanon, PA 
Part-time Employee 2016 – Current Year  
 
Experience includes working in a team envi-
ronment, with floral design, and with dead-
lines. 
 

SKILLS 
Software: Adobe CC, Paint Tool Sai, Krita, 
Clip Studio Paint, Visual Studio Code, and 
Figma 
 
Technical Skills: Apple iPad Pro, Wacom tab-
let, XP-Pen tablet 
 
Languages: HTML / CSS

EXHIBITS AND AWARDS
• Eclectic Metamorphosis Exhibit -  
Artist Guild, HACC Lebanon Campus 

• First Place in Digital Photo Imaging -  
Student Honors Show, HACC Lebanon 
Campus 

• First Place in 3D Design – Student Hon-
ors Show, HACC Lebanon Campus 

• First Place in 2D Design – Student Hon-
ors Show, HACC Lebanon Campus 

• Second Place in Painting – Student 
Honors Show, HACC Lebanon Campus

Ashton Haulman
1109 Victor Street 

Lebanon, PA 17042 
(717) 644-3483 

ashaulman@gmail.com

Graphic Designer
Page 1  
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Page 2  

Brand Mark

Page 3  

Spacing

Use the diagonal length of the section between eye and eyebrow to determine spacing.

Page 4  

Rules

Do Do Not
• Use proper spacing. 

• Use the provided alterna-
tive colors. 

• Scale proportionally.

• Crop the mark. 

• Use any other color 
scheme for the mark other 
than the one provided. 

• Stretch or skew the mark. 

• Scale down the mark until it 
is unintelligible.

Page 5  

Brand Visuals

Primary visuals are gradient textures and geometric shapes.

Page 6  

Color Scheme

CMYK: 95 89 26 12 
RGB: 49 58 115 
HEX: 313a73

CMYK: 64 17 0 0 
RGB: 74 171 224 
HEX: 4aabe0

CMYK: 0 3 23 0 
RGB: 255 243 203 
HEX: fff3cb

Page 7  

Typography

Gotham Ultra Freight Sans Pro

Gotham Ultra is used as a display font. Freight Sans Pro is used for body copy.

Weights used are:
Light 
Light Italic 
Book 
Book Italic 
Medium 
Medium Italic 
Bold

Weights used are:
Italic

Gotham Black

Gotham Black is used as a display font.

Weights used are:
Regular



Thank you!
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