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EXPLORATORIUM, Art Director

Worked directly with Curatorial Strategist, and designed a book/

presentation which showcases their vision for future museum

ideas. Sourced images to illustrate the content. Created charts

and graphs. 76-pages, 3 formats: eBook,

printed wire-o bound.
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Science Center

Why Museum Center?

Museum Center ipsam

tot

> VOLUPTATUM

Nemo enim ipsam voluptatem quia voluptas sit asper-
natur aut odit aut fugit, sed quia consequuntur magni

> MAXIME PLACEAT. Nemo enim ipsam voluptatem
quia voluptas it aspernatur aut odit aut fugit, sed quia

Negue porro quisquam est, qui dolorem ipsum quia
olor st amet, consectetur, adipiscivelt, sed quia non

a agni dolores

> NIHIL IMPEDIT ASSUMENDA. aque earum rerum

Quis

Utenim

corporis suscipit laboriosam,

We must expand science,
technology, engineering,
and math education at all
ages, while helping our
children and young adults
become well-rounded
problem solvers.

— BLUEPRINT CALIFORNIA, JULY 2019

vel lum qui
dolorem eum fugiat quo voluptas nula pariatur?

> NECESSITATIBUS SAEPE EVENIET. Neque
porro quisquam est, qui dolorem psum quia dolor it amet,
consectetur, adipisci velt, sed quia non numauam eius modi
temporaincidunt utabore et dolore magnam aliquam
quaerat voluptatem.

> QUIDEM RERUM FACILIS EST ET EXPEDITA.
Neque porro quisquam est, i dolorem ipsum quia dolor
sitamet, consectetur,adipisci velt,sed quia non numguam
eius modi tempora incidunt utlabore et dolore magnam
aliquam quaerat voluptatem.

> OCCAECATI CUPIDITATE NON PROVIDENT.
Negue porro quisquam est, qui dolorem ipsum quia dolor
sitamet, consectetur,adipisci velit,sed quia non numquam
eius modi tempora incidunt utlabore et dolore magnam.

atque corrupti quos.
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Place

People seek authentic experiences in the places.
‘where they reside or visit: Museum Discovery Center
will build upon the rich heritage of discovery, design,
engineering, and construction in Greater City and State.

city and attract economic development.
Communities of technologists, scientists, and indus-

1ked to a global network of innovators and
operating in a favorable research and business
2nt:this combination enabled Connecticut
rive i the 19th century and Siicon Valley
2. With Museum Discovery Center sparking
tand learning, Greater City in the River Valley
its way 1o becoming a great tech and engi-
1b for the 21st century.

EXPLORATORIUM, Art Director / PART 2

Worked directly with Curatorial Strategist, and designed a book/

presentation which showcases their vision for future museum

ideas. Sourced images to illustrate the content. Created charts

and graphs. 76-pages, 3 formats: eBook, Google Slides, and

printed wire-o bound.

Attendance Assumption Reference

2019
Attend 275,000 ( Basedonaendance anal
endance ! + ASTC(2017): 276,000 medi for science $
Reference - Market penetration: 11% residents; 1.5% tourists
- ASTC (2017): 30% median for science centers $3-10M
% Membership 35% + Omaha Zoo and OCM have membership attendance >50%
- Increased slightly given high membership attendance i Omaha
- ASTC (2017): 15% median for science centers
% School 17.5% . g ps is 17% Working
- range 15-20%
. - OCM 10%; Exploratorium 13%
9
% Complimentary 10% - Average across 20 selected regional/national comps is 10%
2019
. - ASTC (2017): 5,677 median for science centers$3-10M
Membership 8,000  Relatively high membership in Omaha; Zoo >90,000; OCM >10,000
Reference

Museum
Science

Center

Building
Knowledge

Building
Self + Commu

Building
the World

Visitor Journey
L
journey 9 9
incividuals, doing and & d X
actively collaborate The following pages describe the threshold experi-
large-scale
Amix  tions sketch

theme and clustered by content,

People will chart their own paths and make unex-
pected connections. Visitors willgather in collaborative.
Spaces for talks, workshops, and pop-up experiences with
scientists, artsts, and engineers.

Museum Discovery Center.

Pricing & Per Cap Assumption Reference (2019 $)

Adult

- Based on pricing analysis of regional/national comps

Headline Price $19.95 . Science centers price closer to 00s than children
Average General S ters have broad. . "
It - Science roader range of wi
o
Admission Yield after 85% discounting for children, seniors, students, teachers, etc.
Discounting
. - Based on pricing analysis of regional/national comps
School Group Price $10.00 . . 5
+ Science centers price closer to 0os than children's museums
Average Membership $95.00 « 75% yield on a membership headline value of $125-130
Value . - Relatively more single/dual memberships than Zoo and OCM
Retail Spend / Visitor $1.50 - Average from 20 selected regional/national comps is $1.71
. - Fewer references due to concessions
F&B Spend / Visitor $1.00 - Assumes F&B will be operated by KDC
NON-VISITOR / FACILITY REVENUES
- Average from 20 selected regional/national comps ~ $1/ visitor
Event Revenues $270,000 o < P

- Exploratorium event revenues are $3.60/visitor

WeLenEnTATON s OpERATION | Wi DscovRr CeNTEs




SOLD

Representing Multi-generations of
San Franciscans Since 1952

BARB ¢©

BARBAGELATA GROUP

B

AMANDA MARTIN

415.566.1112

company focuses on SF and their €\ A1 v partner and | just purchased our

ge of the local market is un-
ving or selling prop-
1l you speak to
o PK

new home through BarbCo. and we
couldn't have asked for a better experiencel
Our agent was the epitome of professional
ism, class, and trustworthiness. As first-time

RealEstateSF.com

homeowners, we relied on our agent to . S
walk us through the entire process, and she 20482410 A:‘/f'
took the time to thoroughly explain every offer
e detail and transaction to us along the _
Qe is a true leader in her field, and it's

offe

sale of my home
10 finish, the

AMANDA MARTIN

Lo BARB ¢0

cer 415.600.9111

ormce 415.566.1112 BARBAGELATA GROUP
amandaerealestatest.com

AmandaMartinSF.com

RealEstateSF.com catsat somgooon

First Lastname
SALES MANAGER. REALTOR
4150000000
atestcom

namearealests

BARB <0

BARBCO REAL ESTATE

Art Director
BarbCo clients

Worked with CEO to develop new branding to appeal ir[ehwef::mj‘i”hz:‘e
to new clients in a modern and genuine way while
maintaining their 66-year brand equity. Brought in
human element by telling the stories of clients who
bought a home with the company. Rebranded and
designed logo, whole signage system, social media

campaigns, web banners, photography campaigns,

marketing collateral, billboards, business cards,

letterhead, HTML emails, newspaper ads, and

managed all the printing.

Make it fun. Make it home. Make it yours.

415.566.112  infoarealestatesf.com Lic#01259825




“Alocal
neighborhood
agency was very
important to us.”

—DREW + JEN

COMPLIMENTS OF
Toby Jackson
‘Always available,

and extremely
knowledgeable,
plus consistently
went above and
beyond”

—PHIL + SONS

$1,605,000

$1,513,000 Market Conditions

Remain Strong

$1.245 17

$1,640,000 I $4,049,000

B $4,207000 ——

MARINA

BARBCO COMPANY BROCHURE

Strategized with CEO to develop a simple and powerful message for a New Client Brochure that uses client stories and
showcased homes, while providing valuable data needed to navigate in a highly competitive market.



BARBCO REAL ESTATE

Designed mailer featuring iconic illustrations of San Francisco

neighbhoods. Found and art directed the illustator to draw

specific, iconic spots. For a real estate company, where place

is everything, these warm illustrations will have many future

applications: t-shirts, coloring books, etc

OUTREACH MAILER -

NORTH COMPLIMENTS OF il o g
BEACH Toby Jackson d &
Neighborhood Value Report - Wﬂ 3 Wﬂﬂﬂ
AN

/$1,605,000 ?57 | ) L
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$1,513,000 Market Conditions

Remain Strong
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SWAG BARBCO

The swag was created by working with the new
branding art, old and new maps, and the tag line:
Make it Yours. For a real estate company where place
is everything, | wanted to celebrate our love for San

Francisco.

1

BARB —

WRKEIT YOu,a

SOLD

BARB @0

BARBAGELATA GROUP

AMANDA MARTIN

415.566.1112
RealEstateSF.com




Leadership Achievement

This 1s Westhield N

S, S £ ovi

Wstheld

History PR

LED technology lighting systems

WESTFIELD
Designed this 60-page booklet to be inviting and look exciting as it is used to intro-

duce the Westfield brand to new employees, vendors and investors.



Can you hear me now?

o Use Westfield telephone

o Answer within rings

and with a

Callers should not be transferred

more than times.

o Use

only as a last resort

Positive phrasing and language have the following qualities:

Voice Quailities Emphasize what can be done.

Suggest al s and choice:
nd helpful and enc

s positive actions and positive consequences that can be s

WOW

Customer
Service
Training

Westfield

Be Delightful

Reality Check

Be Unexpected

ONINIVEL 3D1A¥3S BINOLSND MOM

The answer is yes. Now what's the question?

&

WESTFIELD

Designed this 45-page training workbook—

a tool to inspire and teach new employees.
Worked closely with Westfield’s National
Training Director to make sure every detail
met the specific content needs of the training

workshop.



SNOWFLAKE EXHIBIT

SNOWFLAKE SUMMIT EXHIBIT

SKONA

Worked with team to design and produce exhibit
elements email & web banners, ebooks, marketing
collateral, billboards for Snowflake Summit and
various exhibits.



FRIENDS OF

JACKSON PARK

Tleighbots Respond

FUTURE UPGRADES PLAYGROUND SURFACE

250 Responses

Expand park |V
Trees on Mariposa |||/
Move the Fences

Running track [N
Sand &

Street Garden
Rubber

Mural

Barbeques | /]
Removing one
baseball diamond
62
62

Upgrade fence [}

00% CLUBHOUSE IMPROVEMENTS

Turf
only  Turf &
Rubber

A new recreation
building under the courts
A dog run

=)
53l k=

of the respondents
would like a
community-
accessible
recreation facility
on-site at one

of the respondents
would like more
developed open/
green spaces in
the neighborhood,
on-site at new
developments or in
current empty lots

of the new
developments

Give us your opinion  fojp.Gumblrcom

FRIENDS OF JACKSON PARK

Volunteered to design promotional material. Needed to educate
neighbors about proposed park designs, and enlighten the
neighborhood on survey results of desired park usage and needs.

Created infographics from data. Created flyers, newspaper ads, posters,

business cards.

EXECUTIVE DIRECTOR

Ja(kscn Jude Deckenbach
park 415.786.2427

FRIENDSOFJACKSONPARKSF@GMAIL.COM



Afterschool and Extended Day

According to the US Department of Education, 43 percent of
public elementary schools in the United States today offer
school- or district-run afterschool academic programs, serv-
ing more than 1.5 million students. This academic instruc-
tion—typically offered from two to five hours per week—
focuses on either remediation or enrichment. Many schools
and districts are partnering with Sylvan Learning to deliver
comprehensive afterschool and extended-day programs
that are tailored to meet each school’s needs and deliver
academic results and not just homework support.

Summer School

Sylvan can offer a cost-effective and
results-oriented summer targeted inter-
vention program in reading and/or math.
We have partnered with hundreds of
schools and districts since 2005 to devel-
op and deliver comprehensive programs
customized to each partner's needs.

IEPs

are designed to
meet students’
individual needs.

Intervention (RTI). A tiered approached
to teaching and learning, RTI has been
adopted by numerous districts in Cali-
fornia. This approach proactively identi-
fies and supports students in need of
special services to prevent academic
backsliding—and it ensures that students
succeed. RTI optimizes instruction by

Elementary School

Sylvan elementary school programs are
aimed at creating a solid foundation,
showing students that learning can be
fun and helping them to build confidence
in their academic skills. When students
increase their fundamental knowledge
and apply critical thinking skills, test
scores rise. Students are just leaming
how to take tests, so learning test-taking
skills is essential at this age, and Sylvan
works to address this issue by helping
students develop these abilities.

Elementary reading programs focus
on the fundamentals of literacy such
as phonetic development, vocabulary
acquisition, oral fluency, and compre-
hension skills.

Sylvan can work with the school team
1o select appropriate intervention stu-
dents based on school criteria and
then develop a program consistent with
school growth targets.

INSTRUCTION
+INTENSIVE
INTERVENTIONS

%

CORE INSTRUCTION
+ TARGET INTERVENTIONS
5-10%

Tier2

‘SCHOOL-WIDE INTERVENTIONS
80-90%

Tier1

Middle Schoo

Our middle school program
account this critical stage ir
development. Many studen
with confidence, while tryin
independence and manage
ing workload and peer rela
Sylvan helps middle school
good about their abilities,
assignments, and master e’
challenging subject matter
supportive environment.

Middle school reading curr
to address the particular ne
by combining the elements
literacy and thematic literat

‘ ‘Sy\van promised
only delivered on their
they were organized, €
with us to identify studt
We were extremely ple
look forward to workin

MATT SMITH, PRINCIPAL, MAR
TECHNICAL ACADEMY, VALLEJ

student progress, and calibrate instruction
matched to student needs. Using a multi-
tiered model of instructional delivery, RTI
delivers three levels of increasingly inten-
sive instructional and support structures
for students. Sylvan intervention programs
are ideally suited for Tier 1 or Tier 2: Stra-
tegic Instruction.

Sylvan Math Intervention CST Results

100

75

% of

Participating Schools

Marin Elementary

Roosevelt Elementary
Palma Ceia Elementary
Winton Middle School

Martin Luther King

Chavez Middle School
Franklin Middle School

AVERAGE OF
AL SCHOOLS,

students with growth on CSTs

% of students with jump on performance band

152 students

Sylvan First-Grade Reading Program Results

3

Average DRA
point gain

ANNA KYLE FSUSD.
(50 HOUR PROGRAM)

LAUREL CREEK FSUSD
(30 HOUR PROGRAM)

Based on school benchmark Development Reading Analysis (DRA)
— 75 students who started at DRA Level 4

in tandem. It is particularly important for
students with limited English proficiency.
Sylvan's reading programs focus on those
skills that support the development of
core writing skills. Various writing activities
are integrated throughout the program,
including the use of graphic organizers
that provide students with visual clues
they can relate to the written or spoken
words to which they are exposed.

Sylvan math teachers are trained to show
sensitivity to the English language learner
by systematically teaching math vocabu-
lary, reducing the use of idioms, using cul-
turally relevant problems and illustrations,
and incorporating activities that teach
reading and writing skills in a mathemati-
cal context.

“\ believe the continual increase in our APl results from a
combination of high expectations, excellent teaching, and supportive
families coupled with superior targeted intervention to support our
struggling students. Our partnership with Sylvan Learning is an integral

component in this system. , ,

NANCY BLOOM, PRINCIPAL, MONTCLAIR
ELEMENTARY SCHOOL, OAKLAND UNIFIED

ELA Growth Analysis Fairfield Suisun U.S.D.

100

75

50

25

0

E. RUTH SHELDON

DAVID A WEIR FAIRVIEW

% of students with growth on CSTs
% of students with jump on performance band

The above chart represents three of the
Fairfield Suisun Unified School District
schools with whom we have worked with
students on a contract basis in addition to
students under No Child Left Behind. In
2010, all three schools were in Program

Improvement. As of the 201011 school
year, Fairview was out of Program Improve-
ment, David Weir was in safe harbor, and

E. Ruth Sheldon was approaching safe
harbor.

2012 CAHSEE Math Results/10th Grade Census

100

75

50

25

o

COLISEUM PREP
(ousp)

'MARE ISLAND TECH ACADEMY
(VALLEJO)

% of students passing

SYLVAN LEARNING

Worked closely with Sylvan Learning team
to distill the vast amount of statistical data
and program information in a way that was
clear for the parents looking to help their
struggling child. Designed 20-page booklet

and created infographics.



Web & UX/UI



SKONA / SNOWFLAKE.COM

Worked with team at a fast pace to update Snowflake.com by designing new pages with new photographs,

building new buttons, adding new content, and creating ads. Designed content in Sketch.

Shesnowflake’

BIG DATA DOES NOT HAVE

1

TO EQUAL BIG EFFORT

“We need to become a more “Why is the system slow?
data-driven organization!” Our data is getting stale”
CEO Financial Analyst
“It's taking an army of people “Queries have slowed down since
just to maintain the system! We will we’ve added the new group...
do our best to scale soon.” Who knows Hive?
DW Manager Business Analyst
“Hang on... It’s coming. We can “The EDW is getting full and
only test during off-hours.” costing way too much to keep all
Dev/Test Manager of our data there”
Bl Manager

“ Your data engineers are spending all their time optimizing and

pruning, when they can be developing actual business value.”
TEVYE KRYNSKI, Director of Data Engineering, Hotel Tonight



http://www.snowflake.com/

ITUCONSTRUCTIONSF.COM
Worked with small construction business to develop the identity,
signage and website design on a budget. Used Square Space to

create website.



https://ituconstructionsf.com/

IOANNA’S OLIVE OIL

Worked with artisan business to develop the identity, packaging design,

and website design for their primary product, olive oil. They sold out

the season’s harvest. Visit smallvillageenterprises.com to see website

live.


http://smallvillageenterprises.com

EO— ESSENTIAL OILS

Worked with creative director to make new landing and product
pages in order to make shopping a better experience for the user.
We aimed to set a warm mood and make choosing the products

simple and visual.
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Worked on UX/UI research to develop working

wireframes for new site.
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How to Interview
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Citizen Concerns Prompt
Changes to Potrero Avenue

Follow us

Weather: Suny, 46 degrees

Community Collaboration Key to

Good Architecture

“If the architect isn't made aware of his role as a

servant of humanity and of the broadening prob- Ad
lems which this implies during his scholastic career,

there is a very small chance that he will be inspired

o the highest levels once he is engaged in

1601 Mariposa Street to
Undergo Environmental
Impact Review

Ina surprise move, last month
Related California offered to un-
dertake an environmental impact
review of its proposed [

Under the Potrero Avenue
Project, the City and County of San
Francisco proposes to implement a series
of infrastructure changes along /more/

Community Collaboration Key to Good
Architecture If the architect isn't made aware of his
role as a [more]

Raccoons Not the Bandits They're Made Out
to Be If the architect isn't made aware of his role as
a(more]

Citizen Concerns Prompt Changes to Potrero
Avenue Ifthe architect isn't made aware of his role
o]

Cases for iPads To Dream In If the architect isn't
made aware of his role as a [10r¢]

Raccoons Not the Bandits They're Made Out
to Be If the architect isn't made aware of his role as
a[more]

Mark Zuckerberg at KIPP

pent
If the architect isn't made aware of his role as a
[more]

Crime Committee Formed by Boosters This
Summer to Be If the architectisn't made aware of
his role as a more]

1601 Mariposa Street to Undergo

At 101 Years Old,
Jackson Playground
Needs a Makeover

Dan Burkhart owns and lives in a

four-unit buiding at the corner of
7th and Arkansas streets. Every

week, he says, his ten (irore]

Map of Potrero Hill

Raccoons Not the Bandits They’re
Made Out to Be

Dan Burkhart owns and lives in a four-unit buiding
atthe comer of 17th and Arkansas streets. Every
week, he says, his tenants send him text messages:
the raccoons are back. The last text was accom-
panied by a photograph of four sets of eyes The
project is supposed to improve pedestrian (1
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Editor 250 Results

Dan Burkhart owns and RSS FEED Sort by Date.
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Weekly Bloggers
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Dan Burkhart owns and
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USE CASE

Luis

Luis is a web developer who's lived on Potrero Hill for
two years. He’s married and he works in an office, as well
as from home when he wants. He likes to work from the
local cafe, Farley's. He really enjoys reading the Potrero
View. Luis is a member of NextDoor, which is 2,500
members for Potrero Hill. He likes getting very current
news about the neighborhood from other neighbors,

as it happens. Loves Potrero Hill, and plans to stay for
along time.

Age: 30

Occupation: web developer at start-up
Education: BA

Income: $95 K

Marital Status: Married

TECHNICAL PROFILE:

Computer: Mac Laptop and PC

Operating System: MAC 0S 10.6.8 and Windows 7
Browser: Chrome

Internet Skill: High

Favorite sites: TechCrunch, LinkedIn,

Reads Online News: Business Insider, Tech Crunch,
ReadWrite, Yahoo.

“| love this neighborhood,
and | love to read the local
newspaper. But much of
the news feels old. | want
to know local news right
now, like the other news
services.”

AUDIENCE GOALS:

Get updated news about the hill. Fires. Breaking stories.
Car break-ins.

Stories on Development.

USER TASKS WANTS TO DO ON THE SITE:

1. Read Latest News

2. Read User Comments on News

3. Look on Map for local business/restaurants
4. Check calendar for local events

POTREROVIEW.NET

Provided UX/Ul research in order to
develop design and reach of Potrero

View’s new website.




Soclal Media & Online Ads



LINKEDIN BANNER SIGN-IN PAGE

WEB BANNER

SKONA

Worked with team to design and produce ebooks, web design

and banners. /nDesign, Sketch, Invision.



Paxata

4 Stages of loT

SELF-SERVICE
DATA PREP

Agroup of analysts or
data engineers within the
same department, or across
departments collaborate on
data preparation and insight
creation. They might reuse each
other's’ work or co-develop

Asingle data analyst
prepares data for machine

learning or analytics, shares
with others, and can automate

)
0)

their own work.
using the same workspace.

COLLABORATION

SKONA

Worked with team to design and produce ebooks for Paxata.
Designed chart based on data supplied by Paxata.

InDesign, Sketch, Invision.



BARBCO

Make it Yours web banners on rotation

throughout year. Sketch, Invision.



BARBCO
FALL/WINTER MEDIA CAMPAIGN

To reach a new demographic in a fresh way, | created a media
campaign, Make it Yours featuring warm, friendly images of
actual clients. Sourced photographer to photograph clients
quarterly, as well as found relevant stock images for campaign,
a series of images to connect with clients through place, life,

hobbies, home, and San Francisco.

FACEBOOK LOGO

FACEBOOK ADS
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“Having ‘an idea’ isn’t always enough — successful writers must
know how to these creative into incing fiction.
Jaden’s concise and fun guide provides just the spark to do that..”
— DAWN IUS, Author of Anne & Henry

Finding Your
Best Story Ideas &
Turning Them into
Compelling Fiction

DENISE JADEN

Author of Losing Faith and Never Enough

COVER CHOSEN

COVER STUDIES FOR STORY SPARKS
New World Library



MISFITS, PERCHANTS 5 Y[ sYHEM

TALES FROM SAN FRANCISCO’S HISTORIC WATERFRONT, 1849-1934

Written by LEe BRUNO %% Foreword by CHARLES FRACCHIA

MISFITS, MERCHANTS, AND MAYHEM

P URING e YEARS — 1855
) . ) aa o
Designed the entire book from cover-to-cover. Edited ‘

photography. Worked with editorial team to maintain historical

accuracy of images and art. Cameron+Company, 220 pages




HOW TO PHOTOGRAPH EVERYTHING

Designed and worked as photo-editor to select over 500
photographs to illustrate the book. Worked with editorial team
weekly to present ideas and work on edits.

Weldon Owen, 320 pages




THE COMPLETE COCKTAIL MANUAL

Designed the book pages cover-to-cover with a unique layout for every page. Art directed
illustrators to create illustration for processes, glasses and specific drinks. Worked as
photo-editor to source photographs and work with photographers to select photographs
for the book. Worked with editorial team weekly to present ideas and work on edits.
Weldon Owen, 260 pages.
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ereating sediment and
changing the color and flavor.
It might make things taste
funky o even lose any lavor
‘completely, making it
tasteless. If you want to show
off a collection, make sure to
store only empty bottles by
the window.

KEEP IT UNDER COVER

o1

BUY SIZE SMART
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012 % CLEAN YOUR BAR

iy has a few

than good. If you don'tremember when you opened i, it best to toss t.

PRoDUCT REFRIGERATE? SHELF LIFE
(OPENED)
e e o 12 months; 3 weeks

Fruitliueur (made
with frui, not flavored)
Vermouth
Cocktallsyrup
simple syrup
Grenadine
Lime cordial
Cocktail cherries
Martini olives
Juice
(canned and fresh)

Bitters

Yes

Yes

Yes

i homemade

Varies with the amaunt
and type ofjuce

2 months, aithough

the fresher the better

2 months.

3-8 weeks

3 months.

3 months.

& months.

12 months.

Varles by fruit and
oxidation; 2-5 days

Aslong as it takes.
to empty the bottle

0 20 % BOAST BETTER BITTERS

in an article In The Balance, and Columblan Repository from 1806, a cocktall
water, and bitters.

in the modern definition, they are critical for many drinks. Even a few

adrink.

Here are the kinds to know.

One of the old standards, aromatic bitters are
used for making drinks like Manhattans. The
style i best known as the iconic Angostura
brand, made since 1824, with its oversize
paper label and yellow cap, and its flavor of
baking spices with a quick sting of bitterness
from gentian. Angostura isn' the only brand
of aromatic bitters available these days, so
Keep an eye out at your specialty retailer if
You want to try something different.

AROMATIC

Cherry-red creole bitters are a floral
counterpart to aromatic bitters. Peychaud's
i the historic brand here, developed in New
Orleans in 1830.

CREOLE

ORANGE Another staple at most bars, orange bitters
are made with dried citrus peels (which
also contribute some bitterness) and often
include coriander and cardamonn.

Once you'
flavor bitter for

celery) to help expand your cockiail ingredient palette.

021 { wa }

stocking your bar.

sooas MiXeRs
o Cola © Tonic syrup

o Lemon-ime © Bloody Mary**

o club © Orgeat almond syrup)
o Seltzer © Falernum lime, clove,

© Gingerbecr and ginger cordial)

© Ginger ale © Grenadine

© Tonic © Lime cordial

* Contrary to popular belief, seltzer and club soda are
not the same. Seltzer is just carbonated water; club soda
has salts of some kind, usually alkali ones like baking
soda to offset the acidifying effect that carbonation has
on water. They taste different and are used differently.

** Ginger beer is sometimes fermented and more potent
(gingery), while ginger ale tends to be sweeter and
lighter,often using only ginger extracts.

++ We'll show you how to make your own Bloody Mary
i item XXX, but it’s not a terrible idea to have a mixer
in case of a bad hangover.

022

GET HOOKED ON TONICS

Al tonics are formlated with ifernt btaical
recipes, from foal t siced, and mixng them
with your favorit spirt wil igight iferent

aspects. Tis means that you favorite ginor
Vodka maytaste totalydifeent when mixed
with a newtonic. hoosing one from th huge
varlety avalable can bea it overwhelming=
unless you see it as an opportunity to have
riends ver o conduct a tast-test,
BOTILED Even f you favor toni syrups, I's
never a bad ea t havea couple of small Btties
inthe fidge. A greatchoic for those who ke
the felof carbonation o the ook of
crystl clar beverage.
SYRUPS f you ke fss carbonation and don't
mind some clor in your in and tnic, syrups
are grea. They also tend tobeso flavortlthat
they taste ood even without any acohol, making
thema fun chaice for these onthe wagon.

023 | nw

How much juice is there in each
piece of fruit? Here's what you'll
get out of each garden-variety,
average-size citrus fruit.

LIME = 102 JuicE
LEMON = 1% 02 JuicE
ORANGE = 24 02 JUiCE
GRAPEFRUIT = 3% 0 JUiCE

THE COMPLETE COCKTAIL MANUAL

- PART 2

Designed many charts and infographics to illustrate the concepts in the

content. Every page is has unique design. Weldon Owen, 260 pages.

049

REFINE YOUR SUGAR SYRUPS

The best part of simple syrup is that it can act as a blank canvas for customization-add your own
garden herbs or favorite spices to concoct some excellent cocktail combinations. Use the stovetop method
of the standard 1:1 recipe for these, and, if desired, strain out the solids before refrigerating.

FLAVOR HOW MUCH

2 tablespoons fresh
Spices spices per 1 cup sugar
(cinnamon, cloves)

> bean per 1 cup sugar

Vanilla
1tablespoon loose tea
or 2 teabags per
1 cup sugar
Tea

1tablespoon per

Dried flowers 1cup sugar

(lavender, hibis

Peel from 1 lemon, 1
orange, 2 limes, or half
a large grapefruit per 1

Citrus cup sugar
4 ounces washed and
unpeeled sliced ginger
Ginger per 1 cup sugar
Varies by herb, but about
Y, cup of leafy herbs to
Herbs /4 cup woodier herbs, stems

(mint, basil, etc.) and all, per 1 cup sugar

WHEN

Add with water and
sugar

Add with water
and sugar

Add with water
and sugar

Add with water and
sugar

After the syrup has been
removed from heat

After the syrup has been
removed from heat

After the syrup has been
removed from heat

NOTES

You can use powdered
(about 1tablespoon per
cup of sugar) although
the syrup may be gritty

You can also use
scraped vanilla pods

Strain carefully to
remove any sediment

Strain carefully to
remove any sediment

Strain out peels
before storing in
the fridge to avoid
bitterness

You can make an
uncooked version by
blending the ingredients
together, then straining

Herbs will get vegetal
if you cook the more
delicate leafy ones, so let
the syrup cool slightly



From

Suffering

to Peace

The True Promise
of Mindfulness

MARK COLEMAN

's guidance is both wise and compassionate to support
deep healing. Mark . . . is humble and wise and lives with an
open heart — one who truly walks his talk.

Burnin
Beethovén

COVERS 2016-2019
New World Library




POTRERO VIEW, Designer & Photo/Art Editor

Designed 24- to 40-page monthly tabloid newspaper end-to-end. Worked as photo-editor / art director to develop and execute ideas for the visual content

accompanying stories, and as stand-alone features. Recruited local artists and photograpers to work pro-bono, and art directed them. Worked to elevate visual

content to the next-level in an effort to attract more readers. Refined design and typography of paper overall. Updated website monthly. Completed 38 issues.

SCENTS OF POTRERO HILL PHOTOGRAPHY

Recruited Gabrielle Lurie, a local, professional
editorial photographer to create an image of various
spices for the front page to illustrate a story about

the First Spice Company.

POLICE RIDE-ALONG PHOTOGRAPHY

Recruited Vivian Sachs, a local / bicoastal,
professional fashion photographer to produce
a photo-essay of a ride-along with police to a

suspected drug house.

16TH STREET CARTOGRAPHY

Recruited Brian Stokle, a local cartographer, to
draw maps about Potrero Hill highlighting various
kinds of data. Also Mission Bay Rises Again,

shown on next page.



GAPBODY

Merchant group was looking for a new way to
package the seasonal valentine gift underwear
and pajamas. Designed to feel like a hand-made
card, this innovative and fun solution from kraft

paper had built -in cards and was a huge hit.



CAVALLINI

Located vintage emphera from vast collection to create unique combinations of
source material. Created collages in photoshop from various emphera. Designed
packaging. Photographed product.





