


EXPERIENCE

CATALYST, INC. PROVIDENCE, R

SENIOR GRAPHIC DESIGNER 10/2013 -~ PRESENT
Work closely with art director to conceptualize, design for in-house and client branding projects in print,
web design, front-end development, email design and development and social media.

CLAG6IX DESIGN LLC pAWTUCKET,RI

FREELANCE DESIGNER 08/09 - PRESENT
Maintain client relationships with buinesses, agencies and in-house departments with responsiblilities in all
aspects of production and design for branding, print, web and social media.

ONE BRADFORD BRISTOL, RI

GRAPHIC DESIGNER 06/2012 - 3/2014
Work directly with the Managing Director in developing design solutions including branding, web, print, editorial,
production and social media. One Bradford is a division of East Bay Newspapers.

TRIMED MEDIA GROUP PROVIDENCE, RI

SENIOR GRAPHIC DESIGNER 09/2011-03/2012

Work closely with art director to conceptualize, design, and oversee production of marketing materials relating to the
publications including: e-newsletters, digital magazines, e-promotions, invitations, postcards, newsletters/direct-mail
pieces, large-format signage, exhibit booth graphics, print advertising, and PowerPoint slideshows. As well as design
and production of magazines, including; template set-up, editorial design.

PROVIDENCE BUSINESS NEWS PROVIDENCE, RI

GRAPHIC DESIGNER 04/08-09/2011

Work directly with inside and outside sales staff, customers and printers to design and alter print and online
advertisements for outside and in-house marketing materials. Responsible for layout and design of weekly newspaper
and special sections along with updating website weekly with stories of each issue.

DOMINION HOMES MEDIA NORFOLK, VA

KEY ACCOUNT DESIGNER/ART DEPARTMENT COORDINATOR 06/01 - 02/08

Responsible for designing and altering print advertisements for assigned accounts requiring special attention. Also
designing front covers and spec ads to attract potential clients; working directly with inside and outside sales staff,
customers and printers to produce special projects and single advertiser magazines. Along with being responsible for
coordinating all 4-color advertisements for over 40 different magazines and prepare files for press.

EDUCATION
GIBBS COLLEGE PROVIDENCE, RI

2001 Certificate in Visual Communications

SOFTWARE

STRONG SKILLS in Photoshop, lllustrator, InDesign, Quark XPress, Wordpress, HTML, CSS
KNOWLEDGEABLE in Microsoft Office, Jquery, Flash, PHP, Final Cut pro, Premiere, After Effects, Drupal, Joomla

**Portfolio available upon request and references available at www.linkedin.com/in/jeffcarreira

CARRERACREATIVE

401.952.9079
jeffcarreira@gmail.com



CATALYST

YOUR
PURPOSE?

The most successful B2B companies operate with a sense of purpose; a reason for being based on
improving the lives of the people a business serves.

We help companies find their purpose — then leverage it for growth. We'll help you find yours.

WELCOME TO CATALYST

We'rs a 623 Brand Stratmgy snd Activation Agercy:
tiot an e agency.
We help cllem leversge purpose-nased broding
a5 the catalyst for business transformation

WE'RE NOT FOR EVERYONE

W ars salsly focused on 628 branding and
markating communications. This is who we ars snd
for everyone.

CATALYST

e

Comnect with us vosay: £ 0 @

000

CATALYST

BRAND. DEMAND. EXPAND.

It takes all three to optimize marketing

and business results.

B28 marketing leaders are finding that a cohesive, balanced approach to branding, demand
generation, and expand (eustomer) masketing improves business results. They are also

Iearning that

. streamiing and track all three. Frstams®

Lot Name*

Find out how. Fill out the form and [

we'll send our Best Practices
Report directly to your inbox!

Campany*

Emai®

| seNo e THE REPORT |

CATALYST

Since 1991, Catalyst Nas neiped mid-si1ed B28 companies dIscover, S76 aNG eVerage ther Brand purpase snd

Connest with us todayl f1 [0

CATALYST

828 Leaders Are Focused On All Three.

52

BUT WAIT.

sul

From: email@emailaddress.com
Subject: Email Design by Jeffrey Carreira
April 6,2013
email@emailaddress.com

To

tm Qring

CATALYST

To Your Suc

Marketing leaders master all three. Do you?
Most BIS o o 5

Shows [t resuis ane opl L

afiort and axpand

Got our Best Practices Report 1o leam how,

Since VN1, Catatyst Fns helped md-azed 28
Eompiried ducovee. shace 8nd Wvetags Bue Bracd
PrEOSS AN DIM COLMERA N CAOM 10 QRN

CATALYST

275 Promanade Sreet orpanaational iranslomanon and Business QoW
Prowesance, i 02908
e Connectwin s roanyt 1 1 [

CatalyRiBIR com
B Sy T p—

nd Demand Gen, Brand Marketing Adds Real Value. Beyond Demand Gen, Adds Real Value

Fully engaged customers represent

20% Strong brands outperform an erage 23% premium i terms of
ek branls Saraof it EroaBiTy, reverve
BETTER | "ok ronds o 20% PREMIUM _  and reiationship growth.
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Success in OEM industries
starts with trustworthy
reliable partners

Q

s
=
3
z
8

- e ———
oy oy [ ——————
e e e e,
iR e i e
e e e e e

AirSep Carporation
Medical Praducts Division

401 Creekside Drive 1 ~ metso

Expoctresults

Batfalo, NY. 14228

l) metso < O 00 G CE—

Reliab OEM’s. a—
Excellence starts here. Ny Reliability.
From point A to point B

e
o emailemaiiddresscom
very product you build, your reputation is on the

n relieve some of that stress. We are Metso, Its our
business to get you the right valve assembly for the job—one

that exceeds all your expectations. In addition, each and every

one of them is backed by ailable

am of experts

ore Demanding.

there. Because our

toyourain or shine, day or

ou Cah Deliver.
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Every day.
Every hour.

Every second.

Use reliable products, and seize the day.

CARREIRACREATIVE

Log on to metso-oem.com and downloa free tools
toincrease your productivty.

e Do 401.952.9079
jeffcarreira@gmail.com
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From:  email@emailaddress.com
s Email Design by Jeffrey Carreira
April6,2013

To: email@emailaddress.com

Valmet >
Introducing 1
W Valmet f'&

It's estimated that approximately 15% of Pulp & Paper Mill bailer
control Ioops are operated in manual and an astonishing B5% are
using the wrang tuning parameters. That means the chances ara
better than not that your boiler could be running mere efficiently

Hi [First name],

With our eonsulting sarvice, Performanca Salutians, wa haip mill
operalors to understand and oplimize their boder parformance
through  collaborative seven-step procass. The results can ba
staggering. For example, the Cenibra mill in Brazil was able o
reduce vented sieam by 90%.

}_

For a casa study on our
WOrk wih Ceniba and 1o
team more about
Performance Solutions
please visit our websile or
contact me directly.

Best,

Jerry Gerloff

Did you know?

Vamet Corporaton s  inggobal e of
P

Reduce Costs. Increase Efficiency.

Ensure Uptime. Save Money. B
Guaranteed.

Goneg e o he b nwrk v vk e vkt (KO of

performance aims without  ctonable and aflodable o

Inroducing ik and unforcsen ot
ot sl e hllee

Advanced Process Control Solutons

P 4 Bring Valmet Intelligence to your process operation

Valmet: Performance Solution Process

Vet b v 20 e o il iy s v

ot o the NASDAQ OV Heliok 11

7 steps to optimized process performance

email@emailaddress.com
Email Design by Jeffrey Carreira
April6,2013
email@emaladdress.com

Valmet >
One phone call.
Seven steps.
Millions saved. 4

1

Hi [First name),

It's estimated that approximately 15% of Pulp & Paper Mill bodler
control loops are operaled in manual and en estonishing 85% are
using the wrong funing paremeters. Chances are your boilers could
b6 running mora efficiently.

With our consuling service, Performance Saluians, we help mill
oparalors to understand and optimize their bailar parformance
through a collaborelive sevan-step process. The results can be
staggering. For example, the Canibea pulp il in Brazil was able o
reduce vented steam by 80%,

For & case study anour
work with Cenibra and 10
leamn more about with Cenibra and
Performance Solutions Gl
please visit our webaite or
contact me diractly.

Click Here  to learn
mare aBout our work

Bast,

Jerry Gerloff

e M

Pulp & Paper Powerhouse

Our Advanced Process
optimize your operations

aresgred upor mente

£ Reportand Typical resuts inciude:
Present Findings "

Valmet Performance Solutions

<> O o

From: email@emailaddress.com
Email Design by Jeffrey Can
Aprl 6,2013
email@emailaddress.com

Improve
your process
performance

Hi First name),

Without getting quality steam 1o the process where and when it's
nesded. thers is no pulp and paper production. Ifs a simple truth,
But, oplimizing steam production i anything bul simple, Fusl
inconsistencies, operator erors, production and praess
disturbances are just 8 few of the many things thal cause
headaches and inaficiencias.

At Vaimet we racognize this challenge. That's why we devaloped
Performance Solutions, a consulling service o help mill operators
understand every aspect of thir boiler operation and affer

aclionable and affordatle recommendations lo improve eficiency.

For more information

please visit our

Performance Salutions }
webpage to download our

brochure of feach outto
me directly, Id be pleased to answer any questions you might have.

Best,

Jorry Gerloff

Valmet >

Grant Town wins by
reducing limestane
Controls know how to consumption.

Reduce Costs. Increase Efficiency. Lower Emissions.

Welcome to Valmet Performance Solutions

Emall Addrece

For the basics download our brochure.
For detailed information fill out the form for downloads including:

e = ]

ompany

Sample Repart: Performance Sclutians Recomr

Avoiding §121

Case Study: Redudng Vented oy 90% at Cenibra Mill

GET MY DOWNLOADS

Case Study: Saving Fusl Cast and Reducing Product Variabiicy
Baxbazrd

How Valmet Performance Salutions can work for you.
Get in touch today for a consultation.

Valmet performance Solution Process

7 steps to optimized process performance

1 Fact Finding OnSite 4] Reportand
Meeting - i Present Findings
30 minute merting to day fact finding P , baselining,  improvement patential
Identify needs & ssues L] 0!

B iiiesmtsiion

« Design solution & rview
wieh ysomar

o Ervance & tune base

o instat & comemission

o Train operate

Valmet £

1 f3ct Finding
Meeting
30minute meeting to
identy needs & ssues

Dsta analy
number cunching &
identiying bo

PYE———
o0l

ecommended

Reducing vented steam by 90%.
Just another day at the office
for Cer

[ Re—

 Design soltion & eview,
Wit

CARREIRACREATIVE

Valmet guarantees results

401.952.9079
jeffcarreira@gmail.com
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CHOOSE YOUR
ownw ADVENTURE

JIM THORPE GETAWAY GUIDE

Pocanas”™

of Jim Thorpe Y
e, oo - o n

Fo-bae o P, L e o Hew Yot B «mmwn«wd«mdm
8 °Chooss Veur-OnvAvarturs” ind o 10w,

OUTUS  MARKETING TIPS

LET US £7 /a2 YOU TO
YOUR TRUE NORTH

TRUE NORTH ADVERTISING & MARKETING works with small and Medium sized
businesses to communicate their clear, defined mesage to their target oudience

®® 0006006

FEATURED PROIECTS RECENT NEWS

3 Most Important Recsons YOU Should be Linkedin

rm OND MAP 2014 Tl e K g . Bayou
o —" 5
Contrus Rosding=

P

Telling Stories 1o Bring in Business

By Rick Grant W B to think we're rational beings, that we make cur dedsions based
That would Bt

o g

Contirus Rasdngs

4 Tips For Cregting Offers Thot Drve Response

By Andrea Trower, True ] e
s, incrissing o .

L

Responsive

Fast & Easy Beautiful Designs Easy to Manage

Join our malling list to recelve updates and
information as we get ready to launch.

Your Email {required)

First Name

Lastiame

T wEa UE

CHOOSE YOUR
own ADVENTURE

JIM THORPE GETAWAY GUIDE

LE TOWN
. JSTHE

LT
AT .
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401.952.9079
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Transform the lives of students with complex learning
differences. Give families hope for their children’s fu
Believe that every child is a learner.

VISIT. LEARN MORE. VOLUNTEER. DONATE.

401-432-9940
WWW.THEWOLFSCHOOL.ORG

215 FERRIS AVENUE, EAST PROVIDENCE, RI 02916

JOIN US FOR THE WOLF SCHOOL'S SEL

Monday, September 21, 2015

valley counuy Club

Cocktails & Awards:

Format Choice & Prizes:

Corporate Sponsorships & Tee Signs available

the Wolf School

the Wolf School

e Wolf School

4MW 2014 | 2015

&Rather than my child alway
struggling to fit into a school, this
hool stri

OPEN HOUSE

SUNDAY, DECEMBER 8, 2013
1:00 to 3:00 PM

Wolf School

Learn more at

CARREIRACREATIVE

401.952.9079
jeffcarreira@gmail.com
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Protecting people, processes and profits.
A concept born over 160 years ago.

When Edward Asheroft founded our By always striving to manufacture and
deliver the most innovative and well-crafted
pressure and temperature gauges on the
planet, coupled with superior customer
support, we aim to protect our customers'
people, processes and profits. This way, we
fulfill our purpose and become the company
people can trust. And maybe even make the

company in 1852, his vision was to
manufacture safer and more sophisticated
measuring instruments.

‘Today, we're building on M. Ashcroft's
vision and making it central to our brand.
The central theme is PROTECTION.

It's our promise. Our claim. Our passion.
It's the reason we exist,

world a better place along the way.

A T T A PR x

Intelligent and streamlined solutions.
For a world of highly
specialized challenges.

Our customers are faced with a diverse.
range of applications challenges - more
than ever before. That's why Ashcroft is
focused on developing a flexible and
adaptable portfolio of products: each with
arich set of variations to mest evolving
customer demands. Continuous RED

and customer-focused innovation are
more critical to our success than ever.

Its really a matter of enhancing our dally
mission through the practice of these

key attributes:

INNOVATION. Use our collective imagination
‘and individual creativty to craf the best solution
for each and every custormer.

EXPERTISE. Maintain a passion for learning
throughout Ashcrof, to create a value-added
resource for our customers.

. AGILITY. Be able to quickly adapt our
Today, our biggest enemy isn't other operations to serve key target markets and
companies. Its the st The key
is for us to be thinking about solutions,
as opposed to thinking about products,
Asheroft needs to be the company that
sees the big picture. Anticipating the
next challenge. answers.

DECISIVENESS. Develop the intense
ciscipline needed for swift and acourate
decision-making across the enterprse.

VITALITY. Bring a posiive spiit o our work

of our business
experience, while creating a vely and vibrant
environment

LT i TETECRAR T, TR R ST 12

i e I LG G el

Defining what we stand for:
A new sense of purpose.

You'va boena
i part of thatsuccess. Butwa can't est

e need
tostay ahead of

lovel of trust wih customers and prospocts -

those who need to dea with the continual

improvamerts ws've mads. Its tme for

who we reallyar,

Tous,

with theinformation you need about our
new brand. s ntenced o help you

e

160-yoar track ecord

Meet the new Ashcroft:
Focused on protection.

LT i TE TR CRAR T, TR R ST 12

Trust the shield,

Our Value:
Communicating the WHY
of what we do.

I the beginning, t was snough fo tak about
what we offered. As competton grew, we
neadadto show how our superior and
relisbe products were diferent. Today,

€5 moro about why we do what we do -
thepigher order bencft wa bing o the
Word —in order o conectwith customers,
prospects and parners on  dosper ove.
o gain rust.

OUR VISION

Make no mistake about i Asherot s aeady
considered the premium manufactuer of
instruments for prossuro and tomperature
measuremant. Now, we need to expain to
he word what crives s to b thebest,

why we take so much prde n our wark,

and the values we share togethr,

OUR CORE VALUES

Think customer fist.

Challenge the status quo.

LT i TR TEC AR AT S

Making a personal connection
Earning trust every day.

OUR CUSTOMER-

DRIVEN APPROACH.

= Liston deeply and understand uly,
beforetaking acton

= Make it your business to know the
people you're serving,

= Create  bond, as opposed o
making a sl.

= Consider what  specifc customar needs,
insidathe mrkets w seve.

= Aoply nnovation

= Tako ownership of issues and folow
hrough completay

2 word where peopl-to-people

the value of ganuina connection and
engagement has navr basn mare important.
I rder for people o tnistthe sied”
everyone at Ashcroftneeds to buld open and
collaboratve rlaionsrips,inclucing making
the customer  bigger partof the process.
Trust s just a concept i wo make t eal by
folfling our daily commiments

Transforming our brand:

By truly living it.

How?
By directing alofyour enrgy towards
helping proect our customers' people,
theic processes and the prfts:

Wit overy product orsenvice
 Tvough overy employee

= Across very channel and touchpoint
& I ovary comer of the workd

astatomant,

The oy real way to communicat our
sty i o ve and breathe our brand
promisa very day. A as  valued
toam member,your role i 10 actually
“ba" the Asheroft brand,

amors trustod one. Togathe, it willbe

xcitng to 500 what we can accomplsh.

CARREIRACREATIVE

401.952.9079
jeffcarreira@gmail.com



It's often useful to think of print shops as a human body.
Operators are the head; devices, the hands; and so on. But
the lifeblood, running throughout the shop and providing
what every part of the “body” needs, is the workflow.

“CCS [Printing] prides itself on
being technology-forward
We're excited to be able to get
into new markets and provide
new services together with the
Ricoh team so that we can
continue to grow our business

RICOH

imagine. change.

ﬂ Integrate Disparate Systems

d any jobs come through
ne missed, and were not

3 Steps

to Reassess and
Refresh Your Print

In the past year, have you

eb storefront that som

And as any doctor will tell you, no matter how healthy you are, you can always be
than a dr

healthier. Even if your shop is operating at its highest capacity - you're taking in as
many orders as you can possibly handle, you're filling them as fast as you can (and
hitting deadlines), and you're pleasing customers left and right — there’s good news
and there's bad news. The bad news is, you could do better. The good news s, you
can do better. The fact is, it's quite likely that where you think your business
ceiling s, isn‘t where it actually is. Through the implementation of key best

rtunity to
t communication between your

take on 2 new
customer-facing job ordering mechanism and your
prepress process is absolutelyvital. Erors can cost you
st o usiness, and worst of al,

Shop to Boost
Business Growth

ders, declining
dword of mouth.

Oftentimes,information is lost or atered in the manual

as we've been growing in the

You ever thought was possible. To get there, follow

n Assess Your Workflow

Ask yourself, is your tumaround time really as fast s you

“sits" for extended periods of time causing productivity
delays without your knowledge?

Slow turnaround times tend to stem from two places:
slowly executed steps, and slow transition from one step
10 another. While both can be the result of reliance

on manual processes - which can be addressed with
enhanced automation - it's the transitions among steps
that would benefit the most from exploring new ways
10 automate

The Production Print Guide Another question that can help you determine if a
Automation deeper assessment is needed i: In the past month,

have you had to reprint any work due to errors as a

result of manual processes?

Unlock the
Value of Your
Unstructured
Data.

ICOH
h m$(m, 1

Your business runs on information, and much
of it isn't structured. What's your plan for making
the most of all your data?

Not all ess infol

< trueony iy have the

neatly into a database

wring - and uing

his information.n this pope,icoh expores he

practices, you can see your shop's capabilities reach far beyond what

these three steps:

As Alexander Pope famously said, “Ta rt is human;
to forgive, divine.” Unfortunately, deadlines are nat
always so divine. With shorter runs biing g on lignle”
deadlines, error-driven reprints don't just <ost you time
and money — they can cost you ct stamers. If you finet
your shop encountering these prablems, looking fo*
ways to limit opportunity for humar #r- is in yoL~
best interest

If you ask your operators if there is a certain step that
demands tedious action and attention to detail, there’s
an excellent chance their faces wil flash with a moment
of recognition — or pain. It seems every shop has one
~and, for many, it imposition — that step that takes
solong to complete and is so repetitive, that operators
often find themselves wondering why a machine couldn't
be doing it. Maybe it should, so operators can get back
to more expertise-intensive tasks, lie expanding your
shop's capabiltes or sevice offerings with an eye
towards supporting new markets,

Its not news to you that inactivty represerts los:
revenue. When operators are walting, they can't be
working, even on other projects ~ they dan't want ta
hold up the current deadine. You know there's work Lo
be done, and you know your operatars aren't lazy, sa
what's the holdup? The answer: the warkflow. Consider
finding ways ~ or working with a consulling paslaer o
o maximize uptime, rot just for your
operators.

Why: Valuable business information ‘trapped’

Four questions to help improve your
in your unstructured data is

data management
sucstrrreotion

» Forrang, o e e g

- . Comiece otk e o s o
- oy

B o e st rd gz
St ens e dtomion

What: Tapping into unstructured data

- P Ta——
WO workows

What: Tapping into unstructured data - -

last several years. We're just
really excited.”

Kevin Sullivan

E Analyze Operations

As you well know, tracing the source of errors is the key

to addressing and preventing them. Sometimes, that
source is repetitive, unengaging tasks that demand
operators' ful attention for long stretches. Taking them

off of these tasks, leaving them to automated processes,

frees up their well-trained minds for other tasks around
the shop and can reduce or eliminate errors

Atthe end of the day, you run a business. Unexpected
expenditures are a pain. Unnecessary expenditures are
intolerable. No one wants to see their money and
resources wasted, 5o its understandable that such
currences would stick in your memory. But the

zing the causes — and

im
potential remedies — of th

rtant next step is ana

Hor

ontent Management

What's next: What to look for in a content management tool

handoft between operators, de
let it affect your output. You and your operators

es and/or tasks. Don't

Jways had to keep 3 ot of et —your n sart to fal behind. Time-
always had o keep a ot of information straight, but PR st
th runs becoming shorter and shorter, the same level by i play fo business-growing projecs.

of work br
requirements, and so on

a lot more data poins - deadines
o rack. Witho

asolid An experenced consulting partner may be able to help

system in place to track it al - and optimize ho you implement these steps - and answer the questions

s are ad that help you determine how 10 proceed.

people, processes and technolog

Looking to learn more?

This guide is part 1 of a 2 part workflow series for commercial printers. Part 2, which w
seasoned printers often

explore some of the "expertise

gaps’

released on February 2nd, will

unpack the value of i
~ proven techniques the

In the meantime, iy
your specific workflo

o an cau usiness 10 plateau. Tageted at shops that are doin or
themselves but want to expand thefr capabiltes o ascend even higher,this next piece wil
the value of allowing a consulting partner to show the way to growth, leveragi
Ve used with other shops just Ik theirs

i a Ricoh Production Print Specialist abous
oicoh-usa comycontact:pos-ful

would i
request

RICOH

imagine. change.

Summary

About Ricoh

RI
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" Working with Jeff on the marketing communications
tools for MPX, pre-launch, was a pleasant experience.
Not only is Jeff creative, he picks up really quick on
concepts and executes fast. He is an unassuming worker
who delivers above expectation. In his quiet way, Jeff
demonstrated his involvement and commitment to MPX
team goals. If there is any, | would welcome the op-
portunity to work with Jeff again and recommend him to
others seeking fast and desirable results.”

HELGA MELGAR, CLIENT SERVICES MANAGER

TRIMED MEDIA GROUP

"Jeffis, by far, one of the best designers I've ever had
the pleasure of working with. As Production Director, one
of my responsibilities is to act as a mentor of sorts, yet |
have also been able to learn from Jeff. He is extremely
creative, knowledgeable, professional, responsible and,
at the same time, fun to work with. He approaches each
and every task with a great deal of enthusiasm no matter
how large, small, complex or simple. He is a pleasure to
work with.”

DARRYL GREENLEE, PRODUCTION DIRECTOR
PROVIDENCE BUSINESS NEWS

“Jeff's work is excellent. He is creative and works well
under tight deadlines. Our clients also appreciate the
work he does on their ads, which sometimes are created
from very rough copy provided by them.”

NANCY ADESZKO, MARKETING AND EVENTS MANAGER
PROVIDENCE BUSINESS NEWS

"Jeffis the best employee I've ever managed. He asks
questions when appropriate, handles issues on his own
with confidence and always puts the big picture ahead of
immediate interests.”

JIM KEANE, PRODUCTION MANAGER

DOMINION HOMES MEDIA

"Jeffis a true professional who gets things done. His
work is exceptional and always on time. | would welcome
the opportunity to work with Jeff again. He is someone |
can always count on.”

AKANTHA SUSKO, GENERAL SALES MANAGER
DOMINION ENTERPRISES FOR HOMESCOM

Available online at www.linkedin.com/in/jeffcarreira

"Jeff is a talented artist and designer. But, not only

that, Jeff is also highly skilled at meeting deadlines and
company objectives. He is thorough, pleasant, dedicated
and just an all-around excellent team player always will-
ing to help out the company and his co-workers. | would
recommend Jeff for any position in the graphic design,
production world and would welcome the opportunity to
work with him myself again too!”

ERIN CULLIPHER RUANE, VICE PRESIDENT,
EAST DIVISION AND NATIONAL MARKETING
HARMON MEDIA GROUP

"Jeff was not only an outstanding graphic designer but
also a leader among his peers. Jeff's ability to get the
job done correct and on time; every time was surpass by
no one. Jeff's hard work and willingness to stay until the
job was complete to the customers’ satisfaction while
never complaining was crucial to the success of this
department and our business. Jeff is truly an outstand-
ing, creative, hard working individual that would be a
tremendous asset to any organization.”

JACK MOTT, EAST COAST VICE PRESIDENT
DOMINION ENTERPRISES

"Jeffis certainly dedicated. He worked on the print side
of Harmon Homes and was one of the best designers |
have ever seen. When | was under deadline and needed
changes, Jeff never said no. He did it. He made every
project a reflection on him and didn't put it to print until
he knew it was the best! | can say that | appreciated Jeff
for the work that he did, and knew if he was in charge of
one of my books it was going to be done right.

I would highly recommend Jeff for Designer work,

or manger of a group of designers.”

MICKI ANDINO, GENERAL SALES MANGER
HARMON MEDIA GROUP

"Jeff is a hard working, dedicated, teamplayer that
always goes that extra mile! He was always someone |
could count on to get things done. | highly recommend
him as a valuable asset to any company.”

GEORGE HAMPARZOUMIAN, GENERAL SALES MANAGER
DOMINION ENTERPRISES
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