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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.
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IDeatIon reVIeW
Ducimus qui blanditiis 
praesentium voluptatum 
deleniti atque corrupti quos 
dolores et quas molestias 
dolorum.

november 2019

Ideation Iterate Design Implementationplan

DISCUSSIon  
meetInGS onSIte 
odio dignissimos ducimus 
qui blanditiis praesentium 
voluptatum deleniti atque 
non provident, similique 

January 2020

plan I
odio dignissimos ducimus 
qui blanditiis praesentium 
voluptatum deleniti atque 
corrupti quos dolores et 
quas molestias excepturi.

June 2020

ImplementatIon 
reVIeW 
praesentium voluptatum 
deleniti atque corrupti quos 
dolores et quas molestias 
officia deserunt mollitia 
animi, id est laborum et.

august 2020

DeSIGn 
ConFerenCe I
odio dignissimos 
ducimus qui blanditiis 
praesentium 
voluptatum deleniti 
atque corrupti quos.

april 2020

DeSIGn ConFerenCe II
odio dignissimos ducimus qui blanditiis 
praesentium voluptatum deleniti atque 
corrupti quos dolores et quas molestias.

april 15, 2020

open  
ipraesentium 
voluptatum deleniti 
atque corrupti quos 
dolores et quas 
molestias excepturi 
sint occaecati 
cupiditate non 
provident, similique 
sunt in culpa qui 
officia deserunt 
mollitia animi, id est 
laborum et.

may 2021

DISCUSSIon 
odio dignissimos 
ducimus qui blanditiis 
praesentium voluptatum 
deleniti atque corrupti 
quos dolores et quas 
molestias excepturi sint 
occaecati cupiditate 
non provident, similique 
sunt in culpa qui officia 
deserunt mollitia animi,  
et dolorum.

February 2020

plan reVIeW
odio dignissimos 
ducimus qui blanditiis 
praesentium voluptatum 
deleniti atque corrupti 
quos dolores et quas 
molestias excepturi.

July 2020

ImplementatIon 
reVIeW 
praesentium voluptatum 
deleniti atque corrupti 
quos dolores et quas 
molestias excepturi sint 
occaecati cupiditate 
non provident, similique 
sunt in culpa qui officia 
deserunt mollitia animi, 
id est laborum et.

September 2020

GloBal 
DISCUSSIon
odio dignissimos 
ducimus qui blanditiis 
praesentium 
voluptatum deleniti 
atque corrupti quos 
dolores et quas 
molestias excepturi 
sint occaecati 
cupiditate non 
provident, similique 
sunt in culpa. 

march 2020

DeSIGn 
reSolUtIonS
praesentium 
voluptatum deleniti 
atque corrupti quos 
dolores et quas 
molestias excepturi sint 
occaecati cupiditate 
non provident, similique 
sunt in culpa qui officia 
deserunt mollitia animi, 
id est laborum et.

may 2020

Timeline

2 4 10 125
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Why Museum Center?
Sed ut perspiciatis unde omnis iste natus error sit 

voluptatem accusantium doloremque laudantium, totam 
rem aperiam, eaque ipsa quae ab illo inventore veritatis 
et quasi architecto beatae vitae dicta sunt explicabo. 
Nemo enim ipsam voluptatem quia voluptas sit asper-
natur aut odit aut fugit, sed quia consequuntur magni 
dolores eos qui ratione voluptatem sequi nesciunt. 
Neque porro quisquam est, qui dolorem ipsum quia 
dolor sit amet, consectetur, adipisci velit, sed quia non 
numquam eius modi tempora incidunt ut labore et 
dolore magnam aliquam quaerat voluptatem. Ut enim 
ad minima veniam, quis nostrum exercitationem ullam 
corporis suscipit laboriosam.

14 MUSEUM  DISCOVERY  CENTERStrategic ViSion 15

Museum Center ipsam
> PraeSentiUM VoLUPtatUM.  Nam libero tempore, 
cum soluta nobis est eligendi optio cumque nihil impedit 
quo minus id quod maxime placeat facere possimus, omnis 
voluptas assumenda est.

> MaXiMe PLaceat. Nemo enim ipsam voluptatem 
quia voluptas sit aspernatur aut odit aut fugit, sed quia 
consequuntur magni dolores

> niHiL iMPeDit aSSUMenDa. Itaque earum rerum 
hic tenetur a sapiente delectus, ut aut reiciendis. Quis 
autem vel eum iure reprehenderit qui in ea voluptate 
velit esse quam nihil molestiae consequatur, vel illum qui 
dolorem eum fugiat quo voluptas nulla pariatur?

> neceSSitatiBUS SaePe eVeniet.  Neque 
porro quisquam est, qui dolorem ipsum quia dolor sit amet, 
consectetur, adipisci velit, sed quia non numquam eius modi 
tempora incidunt ut labore et dolore magnam aliquam  
quaerat voluptatem.

> QUiDeM rerUM FaciLiS eSt et eXPeDita.  
Neque porro quisquam est, qui dolorem ipsum quia dolor 
sit amet, consectetur, adipisci velit, sed quia non numquam 
eius modi tempora incidunt ut labore et dolore magnam 
aliquam quaerat voluptatem.

>  occaecati cUPiDitate non ProViDent. 
Neque porro quisquam est, qui dolorem ipsum quia dolor 
sit amet, consectetur, adipisci velit, sed quia non numquam 
eius modi tempora incidunt ut labore et dolore magnam.

Science Center

We must expand science, 
technology, engineering, 
and math education at all 
ages, while helping our 
children and young adults 
become well-rounded 
problem solvers. 
— B L U E P R I N T  C A L I F O R N I A ,  J U LY  2 019

26 MUSEUM  DISCOVERY  CENTERExpEriEncE 27



MUSEUM  SCIENCE  CENTERStrategic ViSion 2322

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. 
Its focus on place will help position this city as a must-see 
city and attract economic development.

Communities of technologists, scientists, and indus-
trialists, linked to a global network of innovators and 
investors, operating in a favorable research and business 
environment: this combination enabled Connecticut 
Valley to thrive in the 19th century and Silicon Valley 
in the 20th. With Museum Discovery Center sparking 
excitement and learning, Greater City in the River Valley 
will be on its way to becoming a great tech and engi-
neering hub for the 21st century.

E X P LO R AT O R I U M ,  A r t  D i r e c t o r   /  PA R T  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.

MUSEUM  SCIENCE  CENTERStrategic ViSion 2322

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. 
Its focus on place will help position this city as a must-see 
city and attract economic development.

Communities of technologists, scientists, and indus-
trialists, linked to a global network of innovators and 
investors, operating in a favorable research and business 
environment: this combination enabled Connecticut 
Valley to thrive in the 19th century and Silicon Valley 
in the 20th. With Museum Discovery Center sparking 
excitement and learning, Greater City in the River Valley 
will be on its way to becoming a great tech and engi-
neering hub for the 21st century.

KIEWIT  DISCOVERY  CENTERImplementatIon & operatIon 6766

2019  
Attendance  
Reference

275 ,0 0 0
•  Based on attendance analysis of regional/national comps
•  ASTC(2017): 276,000 median attendance for science centers $3-10M 
•  Market penetration: 11% residents; 1.5% tourists

% Membership 35%
•  ASTC (2017): 30% median for science centers  $3-10M 
•  Omaha Zoo and OCM have membership attendance >50% 
•  Increased slightly given high membership attendance in Omaha

% School 17.5%
•  ASTC (2017): 15% median for science centers
•  Average across 20 selected regional/national comps is 17% Working  
   range 15- 20%

% Complimentary 10%
•  OCM 10%; Exploratorium 13%
•  Average across 20 selected regional/national comps is 10%

2019 
Membership  
Reference

8,000
•  ASTC (2017): 5,677 median for science centers$3-10M
•  Relatively high membership in Omaha; Zoo >90,000; OCM >10,000

Adult  
Headline Price $19. 95 

•  Based on pricing analysis of regional/national comps 
•  Science centers price closer to zoos than children’s museums

Average General 
Admission Yield after 
Discounting

85%
•  Science centers have broader range of admission categories with  
   discounting for children, seniors, students, teachers, etc.

School Group Price  $10.00 
•  Based on pricing analysis of regional/national comps 
•  Science centers price closer to zoos than children’s museums

Average Membership 
Value

$95.00 
•  75% yield on a membership headline value of $125-130
•   Relatively more single/dual memberships than Zoo and OCM

Retail Spend / Visitor $1.50  •  Average from 20 selected regional/national comps is $1.71

F&B Spend / Visitor $1.00
•  Fewer references due to concessions 
•  Assumes F&B will be operated by KDC

n o n -V IS Ito r / FaC I l It Y r e V e n U e S

Event Revenues $270,000
•   Average from 20 selected regional/national comps ~ $1/ visitor
•   Exploratorium event revenues are $3.60/visitor

Attendance Assumption Reference Pricing & Per Cap Assumption Reference (2019 $)

30 MUSEUM  SCIENCE  CENTERExpEriEncE 31

Building  
Knowledge

Building  
the World

Welcome Building  
Self + Community

Visitor Journey
Learning will be joyful and collaborative at Museum 

Discovery Center. Visitors will embark on a transformative 
journey through a vibrant social space, to do and learn as 
individuals, to watch each other doing and learning, and to 
actively collaborate.

A spacious building featuring signature, large-scale  
environments and bold media will beckon visitors. A mix 
of observable and interactive exhibits will be organized by 
theme and clustered by content. 

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

School groups will animate the Museum Science 
Centerduring weekdays. Intergenerational families will 
learn together on weekends. Adults will gather and mingle 
during special evening hours and events. 

The following pages describe the threshold experi-
ence and three thematic zones. These conceptual descrip-
tions sketch a powerful set of immersive environments 
and interactive experiences that visitors will encounter at 
Museum Discovery Center.

Museum 
Science 
Center

26 MUSEUM  DISCOVERY  CENTERExpEriEncE 27



 

45 WEST PORTAL AVE

2381 CHESTNUT STREET

RealEstateSF.com

AMANDA MARTIN 
SALES MANAGER, REALTOR®

 CELL  41 5.600.9111  
 OFFICE  415.566.1112  

amanda@realestatesf.com

AmandaMartinSF.com
CALBRE #01180000

45 WEST PORTAL AVE,  SAN FRANCISCO, CA  94127   /   2381  CHESTNUT ST, SAN FRANCISCO, CA  94123   /  415.566.1112  /   RealEstateSF.com  

B A R B A G E L A T A   G R O U P

45 WEST POR TAL AVE,   SAN FRANCISCO, CA  94127   

B A R B A G E L A T A   G R O U P

BarbCo clients  
Drew and Jen Hall  
in their fam ily home .

Make it fun. Make it home. Make it yours.
                                                                                                      415.566.1112   info@realestatesf.com    Lic#01259825          

B A R B A G E L A T A

2048–24th Ave.
offered at $1,395,000

First time on market in  

40 years. One-of-a-kind 

house, renovated with 

exquisite details. 

2

First Lastname

SALES MANAGER,  REALTOR®

415.000.0000  

name@realestatesf.com

3  2

B A R B A G E L A T A

BARB    CO

R E A L  E S TAT E   G R O U P

AMANDA MARTIN 
415.566.1112

RealEstateSF.com

SOLD

BARB    COCO
B A R B A G E L A T A   G R O U P

B A R B C O  R E A L  E S TAT E 

A r t  D i r e c t o r  

Worked with CEO to develop new branding to appeal 

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 Yours
BARB    CO

B A R B A G E L A T A   G R O U P

SOLD
Representing Multi-generations of  

San Franciscans Since 1952. 

“T he company focuses on SF and their 
knowledge of the local market is un-

matched. Before buying or selling prop-
erties I strongly recommend you speak to 
Barbagelata Realty company.” —PK.

“O ne time, after looking for a house 
unsuccessfully for a while, my wife 

and I were excited to make an offer on a 
place—the biggest offer we’d made yet. It 
was a neat house, but BarbCo reminded us 
that it fell short of our own checklist. We had 
gotten too excited, and maybe exhausted 
from a year of hunting, to remember what 
we really needed. Ultimately we looked for 
another full year, and finally found the per-
fect place. —RG.

“M y partner and I just purchased our 
new home through BarbCo. and we 

couldn’t have asked for a better experience! 
Our agent was the epitome of professional-
ism, class, and trustworthiness. As first-time 
homeowners, we relied on our agent to 
walk us through the entire process, and she 
took the time to thoroughly explain every 
little detail and transaction to us along the 
way. She is a true leader in her field, and it’s 
easy to see why.  —AG. 

“B arbCo managed the sale of my home 
in West Portal.  From start to finish, the 

work of this team was extraordinary.  They 
were thorough, clear, calm in the face of 
every complexity, and landed the deal suc-
cessfully in a very short timeframe.  I can’t 
recommend them highly enough.” —CW.

S I N C E  1 9 5 2

B A R B A G E L A T A  G R O U P



B A R B C O  C O M PA N Y  B R O C H U R E                     

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. 

“A local 
neighborhood 
agency was very 
important to us.” 
            — D R E W  +  J E N 

“Always available, 
and extremely 
knowledgeable, 
plus consistently 
went above and 
beyond.”
 — P H I L  +  S O N S 

“They helped us 
realize our dream, 
and found our 
forever condo.”
         — K AT H Y  +  R O S S 

*Statistics based on MLS Results from 10/1/18 to 12/31/18MARINA  

CONDOS SINGLE-FAMILY

AVERAGE SALES PRICE

$1,640,000

$1,146 $1,314

$1,594,000
AVERAGE ASKING PRICE

AVERAGE PRICE  
PER SQ FT

AVERAGE PRICE  
PER SQ FT

29
DAYS ON 
MARKET

4th Qtr

2018

23
DAYS ON 
MARKET

$4,207,000
AVERAGE ASKING PRICE

AVERAGE SALES PRICE

$4,049,000

Market Conditions  
Remain Strong

COMPLIMENTS OF  

Toby Jackson

*Statistics based on MLS Results for Single Family Homes from 01/01/18 to 12/31/18

AVERAGE SALES PRICE

NORTH  
BEACH

Neighborhood Value Report 

S I N C E  1 9 5 2

B A R B A G E L A T A  G R O U P

$1,513,000

$1,605,000

17$1,245

2018

AVERAGE LIST PRICE

DAYS ON 
MARKET

AVERAGE 
PRICE PER  
SQ FT



Market Conditions  
Remain Strong

COMPLIMENTS OF  

Toby Jackson

*Statistics based on MLS Results for Single Family Homes from 01/01/18 to 12/31/18

AVERAGE SALES PRICE

NORTH  
BEACH

Neighborhood Value Report 

S I N C E  1 9 5 2

B A R B A G E L A T A  G R O U P

$1,513,000

$1,605,000

17$1,245

2018

AVERAGE LIST PRICE

DAYS ON 
MARKET

AVERAGE 
PRICE PER  
SQ FT

B A R B C O  R E A L  E S TAT E 

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  

O U T R E AC H  M A I L E R



 

45 WEST PORTAL AVE

2381 CHESTNUT STREET

RealEstateSF.com

AMANDA MARTIN 
SALES MANAGER, REALTOR®

 CELL  41 5.600.9111  
 OFFICE  415.566.1112  

amanda@realestatesf.com

AmandaMartinSF.com
CALBRE #01180000

Make it yours.

AMANDA MARTIN 
415.566.1112

RealEstateSF.com

SOLD

BARB    COCO
B A R B A G E L A T A   G R O U P

S WAG  B A R B C O                     

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, I wanted to celebrate our love for San 

Francisco.  

BARBCO MENS/WOMENS BASEBALL CAPS - EMBROIDERY

MAKE IT YOURS

SINCE 1952

BARBCO MENS/WOMENS BASEBALL CAPS - EMBROIDERY

MAKE IT YOURS

SINCE 1952
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History

Company co-founders, Frank Lowy (LEFT ABOVE) 
and the late John Saunders (RIGHT ABOVE) were 
immigrants arriving in Australia with only their 
imagination and dreams. Lowy and Saunders 
were able to open a delicatessen, then a coffee 
bar. Eventually, the two partners earned enough 
to invest in other retail opportunities. Developing 
projects in the open fields of Sydney’s western 
suburbs, the name “Westfield” made sense.

(OPPOSITE PAGE) 
Westfield Corporate Head Office in Sydney

And a new company was born.

Achievement

The Westfield Group (ASX Code: WDC) 
is the largest retail property group in
the world by equity market 
capitalization. Operating on a 
global platform, the company is 
an internally managed, vertically 
integrated shopping center group, 
undertaking ownership, development, 
design, construction, funds and asset 
management, property management, 
leasing and marketing employing in 
excess of 5,000 staff worldwide. 

The Westfield Group has interests 
in an investment portfolio of 118 
shopping centers valued in excess of 
$56 billion located in Australia, the 
United States, New Zealand and the 
United Kingdom. These shopping 
center portfolios have strong positions 
in their local markets with geographic, 
retail and economic diversity providing 
a strong and consistent income stream. 
The centers are located in prime trade 
areas, anchored by long term tenancies 
with major retailers and incorporate 
a wide cross section of high quality 
specialty retailers and national chain 
store operators.

The Westfield Group is also involved in 
the management of assets on behalf 
of institutional and other investors. 
This investment is undertaken either 
on a joint venture basis on specific 
properties with partners such as 
Deutsche Asset Management, AMP 
Capital Investors, the Perron Group, 
Australian Prime Property Fund (APPF), 
Prudential Plc, JP Morgan Real Estate 
Investment Management, Forest City 
Enterprises, Morgan Stanley Real Estate 
Management, and The John Buck 
Company, or as an investor in other 
forms of property owning vehicles such 
as the limited partnership arrangements 
in place in the United Kingdom with the 
Possfund and BT Pension Scheme which 
are managed by the Hermes Group.

118 
shopping centers 
in four countries.

$56
billion 

assets under 
management

108 
million square 
feet of retail 

space.

Over 

22K
retail outlets 
worldwide.

12 13
16 17

Leadership

opposite page: Frank Lowy, AC, Chairman this page, top row: from left to right, Peter Lowy, Group Managing Director; Steven Lowy, Group Managing Director, 
second row: John Widdup, Chief Operating Officer; Mark Stefanek, Chief Financial Officer; Peter Schwartz, Senior EVP and General Counsel; Stan Duncan, 
Senior EVP Human Resources; Bill Giouroukos, Senior EVP National Management & Marketing; Bill Hecht, Senior EVP Leasing; third row: Bill Saltenberger, 
EVP Construction & Project Management; David Moore, EVP Design & Product Development; Michael Skovran, Chief Financial Officer - US Operations; 
Easther Liu, SVP Strategy & Marketing Research; Alan Kamei, VP Information Technology; fourth row: Gerhard Karba, Global Chief Information Officer; Lisa 
Cowell, EVP Government Affairs; Katy Dickey, EVP Corporate Communications; Randy Smith, EVP Business Development

40
 million pounds 

reduction of global warming 

emissions from lighting 

upgrades

 

 40%  
less energy used with solar 

repellent roofs.

 

20% 
percentage of Westfield’s total 

waste stream recycled

40 41

 

 91%  
less energy used from  

LED technology lighting systems

W E S T F I E L D

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. 

�

This is Westfield
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Mystery Shopping Tip  Mystery Shoppers conduct random calls to our centers to evaluate if we 
answer the phones according to Standard #12.

   

 Expressing feeling or emotion.1

2

3

4

5

 Emphasizing words and syllables.

 How high or deep your voice sounds.

 how many words you speak per minute.

 how loud or soft your voice sounds.

My Greeting

“We have too many high-sounding words, and 
too few actions that correspond with them.”
 
~Abigail Adams

  Voice Quailities

13

W
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F
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L
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W E S T F I E L D 

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.



S K Ö N A              

Worked with team to design and produce exhibit 

elements email & web banners, ebooks, marketing 

collateral, billboards for Snowflake Summit and 

various exhibits.

LOBBY FLOOR CLINGS 24 x 24”

CLING ON WALL SOFFIT  LEVEL 1.5 TOWER 2  - 264 x 77.5”

meterboards
METERBOARD: DIRECTIONAL D/S: 
LEVELS

METERBOARD: DIRECTIONAL D/S: 
GLOBAL PARTNER SUMMIT

METERBOARD: DIRECTIONAL D/S: 
TAKE 5 MINUTES

S N OW F L A K E  S U M M I T  E X H I B I T

S N OW F L A K E  E X H I B I T



Neighbors Respond

PLAYGROUND SURFACE

Give us your opinion        fo jp.tumblr.com

F R I E N D S  O F 

38%  
Mixture of  
All Three

23.5%  
Sand 

7%    

     6% 
          

 

21%  
Rubber  
Only

   3%

FUTURE UPGRADES
250 Responses

Expand park 112
112
110
95
85
81
78
66
62
62
57

Trees on Mariposa

<Move the Fences

Running track

Street Garden

Mural

Barbeques

Removing one 
baseball diamond

A new recreation  
building under the courts

A dog run

Upgrade fence

Sand &  
Rubber

  Turf   
  only  Turf &  

Rubber

98%  

of the respondents 
would like more 

developed open/
green spaces in 

the neighborhood, 
on-site at new 

developments or in 
current empty lots

90%  

of the respondents 
would like a 
community-
accessible 

recreation facility 
on-site at one 

of the new 
developments

CLUBHOUSE IMPROVEMENTS

87%  
Upgrade 

Bathrooms

57%  
Repaint

Clubhouse
inside & out55% 

Earthquake
Retrofitting

52%  
Move Utility

Boxes off stage

50 %  
Projection

Screen

39%  
Enlarge

Clubhouse

38%  
Resurface

floor

JACKSON PARK 

F R I E N D S  0 F  J AC K S O N  PA R K  

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.

                Jude Deckenbach
         415.786.2427

                    FRIENDSOFJACKSONPARKSF@GMAIL.COM

                   

EXECUTIVE DIRECTOR
                                                                           FR I E N DS OF 

Jackson 
Park

                                        Creating  Community  at Play 
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S Y L V A N  L E A R N I N G 

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.

cur r i cul um

Research indicates that the majority of 
ELL students need some explicit instruc-
tion in English spelling and word analy-
sis. To support ELL students, the Sylvan 
curriculum provides explicit instruction in 
phonemic awareness, phonics, and word 
study. In addition, all readers, including 
ELL students, need to draw upon experi-
ence and prior knowledge to help them 
understand what they are reading. Sylvan 
programs access a student’s prior knowl-
edge in each area of reading, and this 
knowledge is highlighted during instruc-
tion, allowing learning to emerge from a 
cultural context. 

Reading fluency is a critical factor in read-

ing comprehension. Guided repeated 
oral reading is used to teach fluency by 
encouraging students to read passages 
out loud with systematic and explicit guid-
ance and feedback from their teacher. 

To effectively engage ELL students in 
reading, it is important to choose texts 
that deal with topics or settings famil-
iar and meaningful to students. Sylvan 
anthology text selections have been cho-
sen to provide this cultural and personal 
connection for students, while at the same 
time serving to directly support reading 
skill development. 

Reading and writing are complementary 
reciprocal processes that are best taught 
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. 

English Language Learners

“I believe the continual increase in our API 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

Sylvan’s English language arts and math 
programs are highly effective and efficient 
instructional solutions for Response to 
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 

empowering educators to continually 
screen students’ skills, identify achieve-
ment targets, collect data, monitor 
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.

Response to Intervention

CORE  
INSTRUCTION
+ INTENSIVE 

INTERVENTIONS
1–5%

Tier 3

CORE INSTRUCTION
+ TARGET INTERVENTIONS

5 –10%

Tier 2

SCHOOL-WIDE INTERVENTIONS
80–90%

Tier 1
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i nt ro

Middle School
Our middle school programs take into 
account this critical stage in a child’s 
development. Many students struggle 
with confidence, while trying to gain their 
independence and manage their evolv-
ing workload and peer relationships. 
Sylvan helps middle school students feel 
good about their abilities, handle their 
assignments, and master even the most 
challenging subject matter in a safe and 
supportive environment. 

Middle school reading curriculum serves 
to address the particular needs of youth 
by combining the elements of character 
literacy and thematic literature units to 

provide a daily springboard for analyz-
ing age-appropriate literature as well as 
stimulating conversation. The program 
encourages teachers to use the Socratic 
method of questioning to allow for 
classroom conversation and thought. It 
expects students to think critically about 
how standard literature can relate to their 
lives and is designed to be appropriate 
across academic skill bands. Embed-
ded in each lesson is an introduction of 
vocabulary terms, elements of grammar, 
oral fluency, comprehension skills, and 
writing. 

Middle school math programs work to 
promote basic foundational skills to allow 
middle school students to access alge-
bra in either 8th grade or high school. 

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. 

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 learning 
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 
to select appropriate intervention stu-
dents based on school criteria and 
then develop a program consistent with 
school growth targets. 

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. 

Afterschool and Extended Day

IEPs 

are designed to 

meet students’

individual needs.

“Sylvan promised they would get dramatic results, and they not 
only delivered on their promises, they exceeded them! From the start, 
they were organized, efficient, and professional. They worked closely 
with us to identify students and thereafter took care of all the details. 
We were extremely pleased with the teamwork they displayed, and  
look forward to working with them for many years to come!  

”
 

MATT SMITH, PRINCIPAL, MARE ISLAND  
TECHNICAL ACADEMY, VALLEJO

pr ograms
results

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 2010–11 school 
year, Fairview was out of Program Improve-
ment, David Weir was in safe harbor, and 
E. Ruth Sheldon was approaching safe 
harbor.

Sylvan Math Intervention CST Results ELA Growth Analysis Fairfield Suisun U.S.D.

2012 CAHSEE Math Results/10th Grade Census
Sylvan First-Grade Reading Program Results
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Participating Schools
Marin Elementary

Roosevelt Elementary
Palma Ceia Elementary
Winton Middle School

Martin Luther King
Chavez Middle School
Franklin Middle School

____________
152 students

% of students with growth on CSTs
% of students with growth on CSTs

% of students passing
Based on school benchmark Development Reading Analysis (DRA)  

— 75 students who started at DRA Level 4

AVERAGE OF  
ALL SCHOOLS

E. RUTH SHELDON

COLISEUM PREP
(OUSD)

ANNA KYLE FSUSD
(50 HOUR PROGRAM)

Average DRA  
point gain

DAVID A. WEIR

MARE ISLAND TECH ACADEMY 
(VALLEJO)

LAUREL CREEK FSUSD
(30 HOUR PROGRAM)

FAIRVIEW

% of students with jump on performance band 
% of students with jump on performance band 
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S K Ö N A  /  S N OW F L A K E .C O M

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.

© 2019 Snowflake.  All rights reserved.  snowflake.com   #YourDataNoLimits

BIG DATA DOES NOT HAVE 
TO EQUAL BIG EFFORT

“We need to become a more 
data-driven organization!” 

CEO

“Why is the system slow? 
Our data is getting stale.” 

 Financial Analyst

“It’s taking an army of people  
just to maintain the system! We will 

do our best to scale soon.” 
DW Manager

“Queries have slowed down since 
we’ve added the new group…   

Who knows Hive? 
Business Analyst

“Hang on… It’s coming. We can 
only test during off-hours.” 

 Dev/Test Manager

“The EDW is getting full and  
costing way too much to keep all 

of our data there.” 
BI 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

TYPICAL BIG DATA CHALLENGES

•  Constantly battling performance issues

•  Difficult to manage and scale

•  High platform license costs

•  Processing JSON and other 

semi-structured data

•  Struggles with increasing 

solution complexity

•  And more

THE SNOWFLAKE DIFFERENCE

•  The flexibility of Hadoop, without the 

complexity

•  The fastest EDW, without the high costs

•  An environment as easy to set and  

manage asa desktop app

•  Full-fledged security, end to end  

encryption, and high availability

•  All built in

Discover the data warehouse without limits. Learn more at snowflake.com

http://www.snowflake.com/


I T U  C O N S T R U C T I O N S F.C O M  

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/


I OA N N A’ S  O L I V E  O I L

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


E O —  E S S E N T I A L  O I L S

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.



T E C H S F . N E T

Worked on UX/UI research to develop working 

wireframes for new site.
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Under the Potrero Avenue Streetscape 
Project, the City and County of San 
Francisco proposes to implement a series 
of infrastructure changes along   [more] 

“If the architect isn’t made aware of his role as a 
servant of humanity and of the broadening prob-
lems which this implies during his scholastic career, 
there is a very small chance that he will be inspired 
to the highest levels once he is engaged in [more] 

In a surprise move, last month 
Related California offered to un-
dertake an environmental impact 
review of its proposed [more]  
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four-unit building at the corner of 
17th and Arkansas streets. Every 
week, he says, his ten [more]  

Dan Burkhart owns and lives in a four-unit building 
at the corner 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  [more]  
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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 
a long 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 OS 10.6.8  and Windows 7
Browser: Chrome 
Internet Skill: High
Favorite sites: TechCrunch, LinkedIn, 
Reads Online News: Business Insider, Tech Crunch, 
ReadWrite, Yahoo.

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

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

SCENARIO
Reader looks  
for article

USE CASE

P O T R E R O V I E W . N E T

Provided UX/UI research in order to 

develop design and reach of Potrero 

View’s new website.



Book Covers

Social Media & Online Ads



W E B  B A N N E R

L I N K E D I N  B A N N E R S I G N - I N  PAG E

S K Ö N A              

Worked with team to design and produce ebooks, web design 

and banners.  InDesign, Sketch, Invision.



From Self-Service to 
Enterprise  

A Data Preparation Maturity Model

EBOOK

1

SELF-SERVICE 
DATA PREP 

COLLABORATION
2

AUTOMATION

3

INTEGRATING INTO  
THE INFORMATION FABRIC 

4

1

A single data analyst 
prepares data for machine 

learning or analytics, shares 
with others, and can automate 

their own work. 

A group 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 
using the same workspace.

Workloads are put into 
production mode. Some 
workloads are scheduled 

to run on a consistent basis 
and in batch. Others remain 

interactive where the end user 
continuously validates and 

prepares incoming data. 

Curated and prepared 
data assets become the 

input into other applications 
such as Business Intelligence, 

Enterprise Data Catalogs, 
downstream Machine Learning 

applications, or Data 
Marketplaces.

4 Stages of IoT

8paxata.com

E B O O K  -  S A M P L E  PAG E

S K Ö N A              

Worked with team to design and produce ebooks for Paxata. 

Designed chart based on data supplied by Paxata.  

 InDesign, Sketch, Invision.



W E B  B A N N E R SB A R B C O               

Make it Yours web banners on rotation 

throughout year.  Sketch, Invision.



B A R B C O 

FA L L / W I N T E R  M E D I A  C A M PA I G N   

To reach a new demographic in a fresh way, I 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.   

FAC E B O O K  A D S

FAC E B O O K  LO G O
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“Dersperit erem nem autet et pratus erumqui te  
 Leni et atque iumquo.” 

— JOE SMITH, author of The Blank Book

DENISE JADEN 
Author of Losing Faith and Never Enough

“Having ‘an idea’ isn’t always enough — successful writers must  
know how to transform these creative thoughts into convincing 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 

 

C OV E R  S T U D I E S  F O R  ST O R Y  S PA R K S

New World Library

C OV E R  C H O S E N



1848  through1855  D URING  theyeaRs

saN fRaNcIsco

The Gold Rush Era 

 CHAPTER ONE  

The Gold Rush Era 

JASPER O’FARRELL    
WILLIAM  LEIDESDORFF     

ISAIAH LEES    
CAPTAIN THOMAS GRAY    
HENRY MEIGGS    
GEORGE SWEENEY &  
THEODORE BAUGH

lef t:  This iconic photo taken by Arnold Genthe looks down Sacramento Street at the destruction of the morning of April 18, 1906.  

a b ov e: ut labore et dolore magnam aliquam quaerat voluptatem. Ut enim ad minima veniam, quis nostrum exercitationem ullam 
.llumination from teque porro quisquam est, qui dolorem ipsum quia dolor sit amet, consectetur.  adipisci velit, sed quia non numquam eius 
modi tempora incidunt ut labore et dolore magnam aliquam quaerat voluptatem. Ut enim ad minima veniam, quis nostrum exercitatio-
nem ullam .

$29.95

Written by Lee Bruno    Foreword by Charles Fracchia

T
he waterfront is where it all began for San Francisco. It’s 
where untold numbers of adventurers and fortune-hunters 

first stepped foot upon the land that embodied possibility. It’s where 
ships from around the world, carrying sea-faring gold seekers, 
maritime traders, free-spirited mavericks, and hopeful immigrants, 
came to anchor. And it’s where the unconventional, opportunistic, 
and indefatigable embarked. Misfits, Merchants & Mayhem: Tales from 
San Francisco’s Historic Waterfront, 1849–1934 shares the stories of 
exceptional newcomers and outliers, whose intrepid spirits helped to 
transform a small port into one of the most beautiful, unpredictable, 
and beloved cities in the world.

Lee Bruno explores nearly a century of waterfront history, 
ranging from the Gold Rush to the Jazz Age, telling the tales of the 
enterprising entrepreneurs, reckless financiers, tireless reformers, 
visionary architects and city planners, and bohemian artists, musicians, 
and poets who all heeded the call of promise. With more than 100 
historical images, Misfits, Merchants & Mayhem celebrates the famous 
(and infamous) characters whose charismatic personalities and 
perseverance created the institutions, businesses, and cultural fabric  
of San Francisco.

E 
ver since discovering his great grandfather Reuben Hale’s 
inspiring letters and speeches, Lee Bruno has been digging 

into San Francisco’s rich history. Lee, who received his MS in science 
journalism from Boston University, is the author of Panorama: Tales 
from San Francisco’s 1915 Pan-Pacific International Exposition (Cameron 
+ Company) and has been writing for over 20 years about business and 
technology for the Economist, the Guardian, MIT Technology Review, 
Red Herring magazine, and Wired, among others. He has lived in San 
Francisco for more than 30 years, raising a family of four boys with his 
wife and enjoying long open-water swims with the eccentrics at the 
South End Rowing Club.

C  
harles Fracchia is the founder and president emeritus of the San 
Francisco Museum and Historical Society and has given talks 

on a variety of historic subjects to such groups as the Commonwealth 
Club and the Mechanics’ Institute. He currently lectures at the 
Fromm Institute at USF. Charles has a BA from USF, an MLS from 
the University of California–Berkeley, an MA from San Francisco 
State, and an MA in theology from the Graduate Theological Union/
Berkeley. He was one of the founders of Rolling Stone magazine and 
has written many books and articles about San Francisco history.

ISBN: 978-1-944903-27-5  †  $35.00

149 Kentucky, suite 7, petaluma, ca, 94952
(707) 769-1617  •  www.cameronbooks.com

front cover: David Rumsey Map Collection  •  back cover: San Francisco 
Maritime National Historical Park  •  front flap: San Francisco History Center, 

San Francisco Public Library  •  back flap: Courtesy of the California History 
Room, California State Library, Sacramento, California

printed in china

C A M E RO N + C O M PA N Y

$35.00
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TALES     FROM  SAN  FRANCIS CO’S HISTORIC  WATERFRONT, 1849–1934
Misfits, Merchants Mayhem&

M I S F I T S ,  M E R C H A N T S ,  A N D  M AY H E M    

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



H OW  T O  P H OT O G R A P H  E V E R Y T H I N G   

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



T H E  C O M P L E T E  C O C K TA I L  M A N U A L

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.



KEEP IT UNDER COVER

010 011
BUY SIZE SMART

When buying aromatized 

wines, like vermouth, to use 

in cocktails, look for the 

increasingly popular smaller-

size bottles. They’re easy to 

find at most retailers, and 

a 375 ml bottle is usually 

all you’ll need—it boasts 

enough to make 12 standard 

Manhattans or 24 gin martinis. 

Remember that vermouth will 

only keep for two months—and, 

as with any wine, fresher is 

always better. 

Properly storing your spirits will 
not only ensure that your drinks 
taste good but also that those 
expensive bottles of liquor you 
bought to treat yourself don’t 
wind up down the drain. For the 
most part, standard spirits like 
vodka, tequila, mezcal, gin, and 
all the whiskies should keep 
indefinitely. Liqueurs that are 
herbal or citrusy, such as triple 
sec, should keep for a very long 
time as well. Just follow these 
easy rules. 

STORE BOTTLES 
UPRIGHT  
Your wine bottles may 

be fine lying on their sides in a 
rack, but spirits, with their 
much-higher alcohol content, 
don’t do as well on their sides. If 
the bottle uses a natural cork top, 
chances are good that storage in 
this position will eat away at the 
cork, leaving sediment inside or 
leaking liquid out.

012 CLEAN YOUR BAR

PRODUCT REFRIGERATE?
SHELF LIFE  

(OPENED)

Yes

Yes

Yes

Yes

Yes

Yes

No

Yes

Yes

Yes

No

12 months; 3 weeks  

if homemade

Varies with the amount  

and type of juice

2 months, although  

the fresher the better

2 months

3–4 weeks

3 months

3 months

6 months

12 months

Varies by fruit and  

oxidation; 2–5 days

As long as it takes  

to empty the bottle

Cream liqueur

Fruit liqueur (made 

 with fruit, not flavored)

Vermouth

Cocktail syrup

Simple syrup

Grenadine

Lime cordial

Cocktail cherries

Martini olives

Juice  

(canned and fresh)

Bitters

Even a beginner likely has a few bottles and ingredients lying around the house—

but we recommend doing a little purging to get rid of those that may do more harm 

than good. If you don’t remember when you opened it, it’s best to toss it.

KEEP AWAY FROM 
HEAT AND LIGHT 

Sunlight and heat will 
destroy your booze by 
creating sediment and 
changing the color and flavor. 
It might make things taste 
funky or even lose any flavor 
completely, making it 
tasteless. If you want to show 
off a collection, make sure to 
store only empty bottles by 
the window.

KEEP THE BOTTLES 
SEALED Don’t lose each 
bottle’s cap or top—and 

if you do, either finish or 
dump the bottle. You need to 
maintain a good seal to 
maintain a good spirit.

USE YOUR SENSES If 
you’re not sure if your 

liquor has spoiled, the best 
thing to do is closely examine 
the bottle. If it looks or smells 
funky, or if something seems 
off, it probably is. If you still 
aren’t sure, taste it—most 
high-proof spirits don’t 
biologically spoil, so a small 
sip of a bad spirit won’t harm 
you—aside from leaving a 
bad taste in your mouth.

049 REFINE YOUR SUGAR SYRUPS

Spices  
(cinnamon, cloves)

Vanilla

Tea

Dried flowers 
(lavender, hibiscus)

Citrus

Ginger
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HOW MUCHFLAVOR WHEN NOTES

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

You can use powdered 

(about 1 tablespoon 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

2 tablespoons fresh 

spices per 1 cup sugar

1/2 bean per 1 cup sugar

1 tablespoon loose tea  

or 2 teabags per  

1 cup sugar

1 tablespoon per  

1 cup sugar

Peel from 1 lemon, 1 

orange, 2 limes, or half 

a large grapefruit per 1 

cup sugar 

4 ounces washed and 

unpeeled sliced ginger 

per 1 cup sugar

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.

Herbs  
(mint, basil, etc.)

After the syrup has been 

removed from heat

Herbs will get vegetal 

if you cook the more 

delicate leafy ones, so let 

the syrup cool slightly 

Varies by herb, but about  
1/2 cup of leafy herbs to  

1/4 cup woodier herbs, stems 

and all, per 1 cup sugar
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AROMATIC

CREOLE

ORANGE

One of the old standards, aromatic bitters are 
used for making drinks like Manhattans. The 
style is 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’t 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.

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

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

Historically speaking, cocktails by definition had bitters in them. As defined 

in an article in The Balance, and Columbian Repository from 1806, a cocktail 

combines liquor, sugar, water, and bitters. While bitters aren’t a requirement 

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

dashes of these botanical-infused liquids can dramatically flavor a drink. 

Here are the kinds to know.

Once you’ve got the basics down, feel free to branch out—almost any 
flavor you can think of is available in bitter form. Some are specific 
enough that they only work in a narrow category of drinks, but there are 
some wonderful bottles worth getting (such as chocolate, lavender, and 
celery) to help expand your cocktail ingredient palette.

021 }

SODAS

Cola

Lemon-lime

Club*

Seltzer*

Ginger beer**

Ginger ale**

Tonic

  

MIXERS

Tonic syrup

Bloody Mary*** 

Orgeat (almond syrup)

Falernum (lime, clove, 
and ginger cordial)

Grenadine

Lime cordial

{
When we discuss mixers, we’re not talking 
about those jugs of commercially made 
sweet-and-sour, margarita, or old-fashioned 
mix. Considering that the old-fashioned is a 
three-ingredient cocktail, the fact that there 
is a premix is a special kind of madness. 
Here are some actually useful mixers for 
stocking your bar.

* 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 
in item XXX, but it’s not a terrible idea to have a mixer 
in case of a bad hangover.

BOAST BETTER BITTERS
GET INTO 

MIXERS
GET HOOKED ON TONICS

All tonics are formulated with different botanical 
recipes, from floral to spiced, and mixing them 
with your favorite spirit will highlight different 
aspects. This means that your favorite gin or 
vodka may taste totally different when mixed 
with a new tonic. Choosing one from the huge 

variety available can be a little overwhelming—
unless you see it as an opportunity to have 

friends over to conduct a taste-test.

BOTTLED  Even if you favor tonic syrups, it's 
never a bad idea to have a couple of small bottles 

in the fridge. A great choice for those who like 
the feel of carbonation or the look› of  

crystal clear beverages.

SYRUPS  If you like less carbonation and don’t 
mind some color in your gin and tonics, syrups 

are great. They also tend to be so flavorful that 
they taste good even without any alcohol, making 

them a fun choice for those on the wagon.
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023 PRODUCE
THE JUICE 

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 = 1 OZ JUICE

LEMON = 1½ OZ JUICE

ORANGE = 2½ OZ JUICE

GRAPEFRUIT = 3½ OZ JUICE

T H E  C O M P L E T E  C O C K TA I L  M A N U A L  -  PA R T  2

Designed many charts and infographics to illustrate the concepts in the 

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



MARK COLEMAN
Author of Make Peace with Your Mind

“Mark’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. ”   

— BOB STAHL, PHD, coauthor of  

A Mindfulness-Based Stress Reduction Workbook  

The True Promise 
of Mindfulness   

From 

Suffering 

to Peace

Burning  
Beethoven

E R I K  K I R S C H B A U M

The Eradication of  
German Culture in the 
United States during 

World War I

C OV E R S  2 0 1 6 - 2 0 1 9 

New World Library



P O L I C E  R I D E -A LO N G  P H OTO G R A P H Y  

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.  

1 6 T H  ST R E E T  C A R TO G R A P H Y  

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.

S C E N T S  O F  P OT R E R O  H I L L  P H OTO G R A P H Y 

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.  

P OT R E R O  V I E W,  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.



G A P B O DY

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.



C AVA L L I N I

Located vintage emphera from vast collection to create unique combinations of 

source material. Created collages in photoshop from various emphera. Designed 

packaging. Photographed product.




