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Annual reports

Avon: Four years of annual reports for one  
of the world’s leading beauty companies with 
customers in over 100 countries and annual 
revenue of $10 billion. Invigorated by the  
appointment of a new CEO, Andrea Jung, 
Avon began an ambitious makeover to posi-
tion the company as a relevant and vibrant 
organization – not just “your mother’s Avon.”  
The challenge each year was to create annual 
reports that would serve to showcase the 
company’s transformation as well as under-
scoring the transformative power of Avon in 
women’s lives as “the company for women.”
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Annual reports

BD: Five years of annual reports for Becton 
Dickinson, a global medical technology 
company. For more than 100 years, BD has 
touched the lives of millions of people 
through its diagnostic, drug development 
and drug delivery products. Yet the $7.1 
billion company was little known to the 
public and potential investors. The goal was 
to broaden the reader’s knowledge of the 
company by underscoring BD’s strengths and 
innovations. The annual reports have spoken 
to the company’s deliberate growth and 
evolution and of its work in providing critical 
technology – while never forgetting the  
human beings whom the technology serves.
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Annual reports

IDT: IDT Corporation is a consumer services- 
focused company with operations primarily  
in the telecommunications and energy  
industries. However, IDT prides itself on its  
wide-ranging and perceptive vision to  
invest in emerging opportunities, regardless 
of industry area. Hence, two entirely differ-
ent concepts were prepared on the theme 
“We see opportunity where others don’t.” 
Unfortunately, the acquisition of the food 
venture was not “baked” in time to unveil it as 
the showpiece of the annual that particular 
year. The word “opportunity” was embossed 
on the front cover.
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Annual reports

Merck: Three years of annual reports for 
the global research-driven pharmaceutical 
giant whose mission is to discover, develop, 
manufacture and market vaccines and medi-
cines and thereby create a healthier future. 
Done at a sensitive time in the company’s 
history when the drug Vioxx was voluntarily 
withdrawn from the market, the challenge of 
the 2005 annual in particular was to com-
municate the high ethical standards that 
the company has always maintained while 
“putting the patient first”, as well as bolster 
the shareholders’ and employees’ confidence. 
An online version of the report was designed 
in parallel with the print version and content, 
images and specifications were provided to 
the Merck webmaster for implementation. 
The online report had to work within the 
requirements of the existing Merck website.

 The 2005 Merck Annual was named as one 
of “five great annual reports” in the hands-
on practical manual How to Create Your Best 
Annual Report. Ever. by Patrick R. Williams, 
Ph.D., a leading corporate communications 
consultant with Ragan Communications.
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The Hartford: The Hartford Financial  
Services Group, Inc. is one of the world’s 
largest investment and insurance companies. 
In the wake of Hurricane Katrina and the 
disillusionment many people felt with their 
insurance companies, The Hartford asked for 
a theme that would communicate their  
integrity, commitment and empathy. The  
result, “what matters most”, worked in two 
ways: (1) it allowed their featured customers 
to say what mattered most to them in an 
insurance company, such as coverage for a 
home or business, investing for retirement  
or group benefits plans for employees, and 
(2) it allowed The Hartford to reaffirm what 
mattered most to the company: their cus- 
tomers. The composition showcased the  
customers on facing full page portraits with 
their comments and relevant industry statis-
tics on half-page inserts: the customer was al-
ways, quite literally, in view. An online version 
of the report was designed in parallel with 
the print version and content, images and 
specifications were provided to The Hartford 
webmaster for implementation. 
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4 Friends and Simply Made: The Aldrich 
Museum of Contemporary Art in Ridgefield, 
Connecticut was founded in 1964 as one of 
the country’s first museums devoted exclu-
sively to the exhibition of contemporary art. 
As such, it retains no permanent collection. 
“Simply made in America” is a catalogue that 
accompanied an exhibition of art produced 
entirely from found discarded materials, 
such as partially used bars of soap, broken 
shopping carts, nuts and bolts, and shopping 
bags. It dealt with the role of materialism in 
American society. The catalogue was printed 
on recycled paper and bound via nuts and 
washers with corrugated cardboard and 
stamped manila tags. “Four Friends” is a book  
that accompanied the first group showing 
by four artists who had known and travelled 
and shared studio space with one another for 
years but had not worked with one another 
on any projects. While reminiscing over 
photos taken during several vacations, they 
realized the impact that each had made on 
the other’s work (mostly) unintentionally.

Winners of AIGA Fifty Best Books of the Year, 
1992 and 1993 
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Brochures and literature systems

BD Corporate Responsibility brochure: 
Becton Dickinson, a global medical tech- 
nology company, wanted its corporate  
responsibility piece to emphasize the way  
in which BD’s charitable efforts complement 
the company’s stated corporate purpose  
of “helping all people live healthy lives,”  
through donations of financial resources,  
employee expertise and products. For  
example, BD provides a huge amount of 
product for charitable immunization  
efforts. Realizing that a healthy environ- 
ment is inseparable from human health,  
they also wanted to emphasize their com- 
mitment to responisible environmental  
citizenship in manufacturing practices.
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Brochures and literature systems

IBM e-business brochures: The project was 
to extend the e-business advertising look to 
a literature system that would position IBM 
not only as a “thought leader,” but also as a 
partner who could speak to e-business chal-
lenges facing companies in their particular 
industries. A design and content system was 
created, which formed the basis for 21 indus-
try segmented positioning brochures that, 
for the first time, focused on the issues and 
benefits of e-business from each industry’s 
unique perspective. The black-and-white 
cover images had to appeal to each industry 
segment in a way that conveyed the message 
that this wasn’t a brochure about computer 
hardware/software. It was a brochure about 
the business of the industry segment and the 
benefits that could be leveraged from bring-
ing to it “e-business.”
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Brochures and literature systems

IBM e-commerce brochures: This project 
further extended the reach of the e-business 
campaign, focusing closely on segments of 
the retail and financial segments. Again, a 
design and content system was created as a 
basis for positioning brochures that focused 
on the issues and benefits of e-business from 
each industry segment’s unique perspective. 
The black-and-white photo style for the cover 
images was continued and combined with  
an increased branding use of the signature 
color, “IBM blue”.
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Brochures and literature systems

IBM Employee Recognition event:  
A package of materials was needed for  
employee recognition events being held in 
Miami and San Francisco for marketing  
super-achievers. The invitations, brochures, 
luggage tags, name tags, menus, etc. all 
needed a feeling of celebration while incor-
porating the “Hundred Percent Club” symbol, 
the 10-point striped star.  
 

Winner of a Print Regional Design Award, 1989
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Brochures and literature systems

IBM Insurance brochures: The charge was 
to create a system of literature for the insur-
ance industry segment that did not employ 
any of the cliché images associated with 
insurance such as families, cars, homes,  
fires, structural damage, etc. In fact, it was  
ultimately decided to create and use a con-
cept based on the Asian philosophy of five 
essential elements to life: fire, earth, air, water 
and metal. Each element had an assigned 
color, including metallic silver (which appears 
as grey in the images to the right), and all  
elements except metal had a library of photo 
images. This system was used internationally 
to produce literature discussing insurance 
and business ideas such as growth, pre- 
paredness, ebb and flow, urgency, and so 
forth, without using any imagery of people  
or man-made objects.
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Brochures and literature systems

IBM ValuePoint brochures: The challenge 
was to produce an attention-grabbing set  
of marketing brochures for IBM’s economy 
line of PCs known as the ValuePoint Series. 
These computers were, at least visually, a 
“plain vanilla” design. Therefore, a bold type 
treatment for the model names combined 
with a bright color palette was used to offset 
the photos of the beige products and create 
visual appeal.
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Brochures and literature systems

Siebel Alliance brochures: Siebel CRM 
Systems, Inc. was a software company prin-
cipally engaged in the design, development, 
marketing, and support of customer relation-
ship management (CRM) applications. Prior  
to its acquisition by Oracle, Siebel Systems 
was the dominant CRM vendor, peaking at 
45% market share in 2002. When Siebel and 
IBM partnered in a series of software prod- 
ucts and consulting services for the CRM 
industry, a collateral system had to be  
created that accomodated both corporate 
brands. The emphasis was, at all times, on 
people, who could be either customers or 
customer service representatives. Photos 
were often accompanied by a “real person” 
quote emphasizing customer service. A 
library of portraits that could be used inter-
nationally and without continued stock fees 
was created by casting and shooting over a 
period of three weeks.
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Identity and branding

Brandesign Group: A logotype and corre-
spondence materials for a collaborative group 
of multi-disciplinary consultants working as a 
team on design, marketing and management 
innovation to intergrate “brand” and “design” 
as a strategic business advantage.
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Identity and branding

GE Design Matters: The GE Corporate 
Communications Office wanted to encourage 
the whole-hearted commitment of its various 
business divisions (whose products range 
from lightbulbs to jet engines) to one single, 
consistent brand identity program. This was 
done partially through a quarterly publication 
in the form of a high-profile glossy maga-
zine of “success stories” and also the more 
economical and frequent User Guides that 
provided “how-to” information to those who 
were not designers yet employed the brand 
identity as part of their daily job responsibli-
ties. The User Guides covered such topics as 
department newsletters, sales presentations, 
recruiting ads, and the like.
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Identity and branding

George Kamper Photography: A logo, 
correspondence materials and website for a 
professional photographer based in Miami. 
Light rays were added to the “k” from Kamper 
to represent strobe flashes and the abundant 
sun of his Florida location. Specializing in 
fashion and advertising photography, George 
feels the need to revamp his entire portfolio, 
including his identity and website, about  
every two years, thereby driving all of his 
design friends crazy, (not just me). 
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Merck Packaging Guidelines:  As a major 
pharmaceutical producer, Merck’s master 
brand association was most often relegated 
to a minimal visual presence in advertising 
and on packaging, with each product’s logo 
taking the prominent visual role. In order to 
support a new corporate strategy to enhance 
Merck master brand exposure as the ‘product 
parent’, a design solution and guidelines  
were developed by a packaging designer. 
These guidelines were then expanded and 
produced in the form of a password pro-
tected area of Merck’s intranet with down-
loadable PDFs and templates. 
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Identity and branding

St. John’s University: St. John’s University 
is among America’s top private, Catholic 
universities. But with an outdated and incon-
sistently applied identity, there was a need 
to strengthen its brand in the educational 
marketplace. A design audit of a year’s worth 
of materials showed multiple variations of the 
school logotype, disparate messages and tag-
lines, at least 8 different “official” colors of red, 
production problems with the school crest 
and a general lack of a coherent “personality.”

The new lowercase logotype is a dramatic 
departure from the usual all-caps fashion of 
collegiate namestyles. The drawing of the 
crest underwent a modernization that both 
updated the image and solved production 
problems. Comprehensive brand guidelines 
were produced for logo and crest usage, 
a single standard of red and typographic 
signatures for the six colleges that form the 
university. After the redesign, St. John’s was 
included in Princeton Review’s “Best College 
Rankings” for the first time – an honor that 
can be traced to an increase in ratings from 
guidance counselors in local and national 
research efforts, as well as increased public 
awareness and positive perceptions.

Before
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Identity and branding 

St. John’s University: An audit of St. John’s 
publications (near right) was an intergral part 
of the branding initiative and revealed that 
there was no consistency in print or web 
communications. Also, with no literature 
system in place for the publications depart-
ment, there were enormous inefficiencies in 
production as well as inconsistent branding. 

So, in addition to identity guidelines, a  
literature system was created, including  
standardized formats, editorial guidelines,  
key positioning messages for specific audi-
ences, photo style recommendations, a color 
palette, a photo library of student portraits 
and InDesign templates for production use. 

According to the St. John’s publications 
department, in addition to strengthening the 
brand’s position, the system greatly improved 
creative and production efficiency, increased 
the volume of work that could be done  
“in house” and resulted in savings of approxi-
mately $250,000 in just the first nine months.

Before
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Identity and branding

Temptations: A name, logo and correspon-
dence materials for a small bakery business 
specializing in irresistably delicious cakes and 
cupcakes. The letterform of the capital “T“ 
doubles as a cake stand.
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Identity and branding

Verbal-Visual Framework: A logo,  
correspondence materials and website  
for a strategic consulting business which  
uses a proprietary methodology involv- 
ing verbal meaning, visual expression and  
a structured framework to provide brand- 
design insights. 

Winner of a Graphis Design Gold Award
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Website

Acceleration Partnership LLC: A website 
and business card for a multi-disciplinary  
consulting business specializing in strategies 
for rapid growth. The logo was designed by 
one of the APL principals.
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Poster

Avon: When Avon began selling its products 
online it was a highly sensitive issue with 
Avon Representatives, (formerly known as  
“Avon Ladies”), who could have felt disen-
franchised by web commerce potentially 
bypassing them. Also, many traditional Avon 
customers liked the personal attention of 
having their own dedicated Representative 
and feared the loss of their “Lady”.  To address 
these issues a system for Reps to have their 
own portals into the Avon commerce site was 
created under www.youravon.com. 
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2006 – Present  
Freelance Graphic Designer, Duluth, GA
• Designs annual reports, brand identities, identity guidelines, literature systems, marketing communications/brochures, websites
• Conducts independent projects, collaborates with other design firms on their client projects or works directly with in-house design,  
 communications and marketing departments 
• Builds multi-disciplinary teams if needed for project requirements

1987– 2006 
BrandLogic – Wilton, CT  
Senior Graphic Designer, Group Creative Director
• Designed annual reports (print and online), brand identities, identity guidelines, corporate magazines, employee communications  

materials, literature systems, marketing communications/brochures, posters, websites and the occasional pro bono museum catalogue
• Hired and managed photographers and illustrators on a per project basis; art directed studio and location photography 
• Provided creative direction to BrandLogic designers in the areas of annual reports, marketing communications and literature systems
• Representative clients:  Avon, Becton Dickinson, Engelhard, GE, IBM, IDT, Merck, Merrill Lynch, Pepsico, Siemens, St. John’s University,  
 Texaco, The Hartford, Travelers, Wyeth, Xerox

1985 – 1987
Freelance Graphic Designer – Lexington, KY
Major clients: 
• Design Elements: Designed marketing communications materials for both small business and large corporate clients
• Pope Advertising: Designed advertising for the Kentucky thoroughbred industry
• University of Kentucky Publications Department: Designed brochures, flyers and posters for student communications and campus events

1983 – 1984 
IBM Corporation – Lexington, KY
Co-op Student Graphic Designer 
• Designed IBM employee communications materials and product graphics

Recognition:  
• Graphis: The International Journal of Visual Communication – 2010 Design Annual: Gold Medal Identity design, Verbal-Visual Framework
• AIGA Fifty Best Books of the Year, 1993 –  Aldrich Museum of Contemporary Art catalogue: Simply Made in America
• AIGA Fifty Best Books of the Year, 1992 – Aldrich Museum of Contemporary Art catalogue: 4 Friends
• Print Regional Award – 1989  IBM Employee Recognition Event materials

Education
School of Fine Arts, Indiana University – Bloomington, Indiana: Bachelor of Fine Arts with High Distinction, 1985, Phi Beta Kappa 

Website and Recommendations
View my website at klhdesigner.com 
A link to my website and recommendations are on my profile at Linkedin.com

Contact
karen@klhdesigner.com
404-202-6120
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