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. 1 CARE : 1 Refocused visual brand of
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envelope is the key component 2 MAP International : premlum—basec_i fundraising

of a mail package. If it doesn't  : 3 Ronald Reagan Presidential program (greeting cards,
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you should test. :

Contra Costa & Solano
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to stand on its own — tell the for catalog program resulting
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“Thomjon has a keen eye and : :
sharp mind for design and -3 Catalog Direction
marketing strategy. He has a 9 Plates . 4 Identity Programs
crafted and executed winning - Greeting Card Design
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starts every project with hard
analytics and deep thought.

No Sharpie hits the pad until
he's dissects your project like
an advanced strategic planner.”
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