RANDY BLEVINS
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Welcome to ActorsTheatre.org

@ BUY TICKETS

2 rHe 20 FIY] season

B ACTORS A-LIST E-MAIL CLUB

Sign up by October 1 and you could
win a YIP Backstage Package. Click for details.

[ ACTORS THEATRE INFO CENTER
Everything you want te know from A to Z

actors theatre of louisville

aefor

ACTORS THEATRE OF LOUISVILLE

As Director of Marketing, | was involved in Actor's re-branding |
project in the year 2000 because of a change in artistic leadership.

| participated in the entire process and ultimately was responsible | ==

for implementing the new brand identity system company-wide. logos + brand identity
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BROADWAY  ACROSS AMERICA

CINCINNATI

Season Ticket Packages start at only $99
BroadwayAcrossAmerica.com *r 800.294.1816.. ...

All shows peesaatad a1 the Avcncll Center

BROADWAY ACROSS AMERICA

An outside agengy created a new logo system for the company

but provided little else in terms of visual elements and guidelines.

As Art Director, | developed a standardized color palette and look | ==

for materials along with “Music. Memories. Magic” tagline. logos + brand identity



‘TANTA

BROADWAY SERIES

ATLANTA BROADWAY SERIES -

A new series in Atlanta was created at a venue that competed
with the Broadway Across America brand. As Art Director, |
created a new logo and identity that evoked the facade of the

Cobb Energy Performing Arts Centre. logos + brand identity
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VOICES of Kentuciana

Community, non-proft arts organization needed a logo and
identity that reflected its message of inclusion through
choral music. I developed the logo and tagline and created

=

advertisements for this organization at no cost for over 5 years.

logos + brand identity
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Beaux Arts Ball ™

Fundraiser for Volunteers of America and VOICES of Kentuckiana.
| servered on the executive committee for the last five years and
chaired the event in 2010. Created new incarnations of logo and | ==

themes each year to keep the event fresh and exciting. logos + brand identity



000
W

((§
FREE
MY LIFE
Everytay Assistance

Table of contents

Mission statement
and executive summary

Marketing plan
Vision, values and strategic objecti 0 o

The proble

The solution
Target market.
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Pricing
Promotion..
Place.

Measuring performance .

Financial plan
General assumptior

Capital and startup costs .
Pro-forma cash flow Statement

Pro-forma income statement
Pro-forma balance she
| Key ratios and financial analy
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The future....

’ FREE

Performance measures
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FREE
MY LIFE

; Target
% Likely to Purchase
Fveryday Assistance Subscribe Market - Ditees
Limit |
9% 4,200 Expense [
Get more
150,000 & 24,500 2,200
BBUR professional family & crimore; (8% 5 L) 20 help
TOTAL 22% 71,300 9% 6,400
Information compied rom 5. s Burat, 20062008 Amrican Communiy Sy
Target market Although each client can choose how many hours of recurring blocks of time they want to
‘Wehave chosen to narrow our target market by houschold income, It stands to reason that purchase, our model assumes that the 4,200 households earning $100K-$150K co mit to an
People of a certain income level share a certain number of characteristics: they may work entry level of hours per week, with the focus on keeping their monthly cost below a certain

long hours and be unable to complete tasks during their time at the office; they may be threshold.

homeowners and deal with recurring tasks involved in maintaining a residence; they may be

martied and care for children or pets; they may have some disposable income bu can not ‘The remaining 2,200 households earning over
afford ful-time assistance. Ou affordable everyday assstance offrs value to households $150K have a higher opportunity cost, making it
carning $100,000 or more annually. For Metro Louisville, there arc approximately 70K family asier to justify outsourcing additional tasks, and
households in this demographic. are expected to contract for  higher number of

hours per weck.
Rescarch shows that 9% of all households subscribe to personal serviceslike. housekecping,

Although the percentage may be higher for the upper income levels, applyin the 9% factor Current economic challenges may be an

e the shared

to the 70K family households yields our target market of 6K family households in the Metro opportunity in that they ma

Louisville area resource model more attractive to customers
that are currently wtilizing full-time personal

assistants.

Free My Life

Created a logo and look for Executive MBA marketing ahd financial
plan project in the summer of 2010. | conceived this business as a

time-shared personal concierge service. The final plan was 36 page . .
8.5 x 11 spiral bound booklet. logos + brand identity

===



40 DEVELOPMENTAL ASSETS

EXTERNAL ASSETS INTERNAL ASSETS

Catogory Asset Name anc Defnton Gtegary Asset Nama and Definion
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Dear Parents of Floyd County,
Answers to questions

about your child’s
emotional and
mental health.

Because parenting is one of the most difiicultjobs that any person can
atiempt, a strong support system for the care and raising of our children is
essential. When there is something troubling about a child's behavior or
development, it is often difficultto determine whether there is a true cause.
for concern. The Floyd County Step Ahead Council has published this
Quidebook to help parents recognize issues and respond early to help steer
their children in the right direction.

The following pages will help you understand common disorders of
childhood. Additionally, you willleam actions you can take as a parent to
help build healthy assets for your child's development.

Look inside to fing

of children and adolescents

and adolescents.

juvenile justice system
Descriptions of the mental health system and the various
professionals that could be helpful to your child and family

 Developmental screening opportunities for parents of young
children

v y children
and youth

We hope that you will utilize this guide, save it for future reference or pass
italong to someone else who may need it more than you. Remember litle:
concems can be prevented from becoming serious problems by acting
quickly to get your child the help they need.

Vince Klein, LCSW Shannon Johnson, MSSW

INSIDE

‘Your Chil

s Healthy Development..
Actions that Build Assets for Children & Youth .4
40 Developmental Assets..

6 Success By 6.

2 Is your child at
Resources for you and your family.

Notes.
CCOMMON DISORDERS OF CHILDHOOD
ADHD.

S 10
Autism & Asperger's . ——T 1
Central auditory processing disorder.............. 14

Leaming disabilties.

Sensory Integration Disorder,
Bipolar Disorder.....

Depression and Teen Suicide
Eating Disorders ..

Effects of Trauma..

‘Oppositional Defiant Disorder.
Bulying....

Substance abuse or chemical dependence

Underage and Binge Drinking..
Choosing a Mental Health Professional.

Mental Wellness Guide

As a consultant for a local design firm, | developed this two color
8 x 8 book for Floyd County Step Ahead Council. It required heavy
editing and copywriting as the articles came in various states of
completion. The guide was distributed during orientation week at
Floyd County Public Schools.
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IPWIRELESS 2.5 GHZ TD-CDMA USB STICK

IPWireless 2.5 GHz TD-CDMA USB Stick

The IPWireless mobile broadband USB stick gives consumers
and business users the speed of broadband Internet access
with mobile convenience. It provides ‘always-on’ high speed
Internet access whenever and wherever is needed - around the

house, outdoors, in the office, at meetings and on the road.

APPLICATIONS

The USB stick plugs into standard USB port
of laptop computer provides instant Internet
access at home, in the office, in coffee shop,
on the road and at the airport.

The IPWireless mobile broadband USB stick gives consumers and
business users the speed of broadband Internet access with mobile
convenience. It provides ‘always-on’ high speed Internet access
whenever and wherever is needed — around the house, outdoors, in
the office, at meetings and on the road.

FEATURES AND BENEFITS

The IPWireless USB stick is powered by IPWireless' latest generation
3GPPTD-CDMA System on Chip delivering high performance mobile
broadband in an ultra small form factor. The IPWireless USB stick
supports data rates up to 15 Mbps downlink and 7.8 Mbps uplink in
10 MHz TDD channel, capable of support concurrent applications such
as emailing, Voice over IP, file download and video streaming.

Multi-chip rate support automatically configures the USB stick to
match operator's network setting. IPWireless USB stick delivers the
highest 3G broadband data rates compared to competing broadband
data technologies. The built-in Quality of Service supports the use of
dedicated channels for VoIP packets and prioritization of data packets,
based on traffic types.

Embedded software is held in FLASH memory for ease of upgrade.
The USB stick can be upgraded by software download via the PC
connection manager or network push upgrade over-the-air.

USB STICK UE SPECI
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(F’Wmeless

Corporate Hosdauarters
0 N et
S

s
4401 1245 800 100

IRELESS.COM

ORDERING INFORMATION
To plece an order, lease contact IPWieless ragionsl saes.
Americas - ametcassales @ipwieless com

ENIEA - emezsales @ipwireless.com

Asia Pacic - apacsales@ipwireless.com

ABOUT IPWIRELESS
IPUiieless s a pioneer in developing end designing 3G and 4G
wireless broadbend and broadcast solutions, including. chipses
devices and complete network infastructure solutons, based on
3GPP. the worid's presminent mobile standard. The company's high

solutions enable mobile operators, consumer electionics companes,
s well as govemment, public ssfety and mitary agencies (o deliver
a new generation of wireless services and develop compeling new
applications using untapped global spectrum bands. The company's
mobile broadbend and IMB solutions have been deployed by some
of the worlds largest mobile operators, and govemment agencies
inclucing T-Mobi, Orange. New York Ofy's Department o Inormation
Technology and Telecommunications (DollT) and more. In G2 2010,

Beyond Wirsless Technologes.

IPiieless is headauartered in San Francisco, Calfomia, and operates
& technology development center in Chippenham, UK. For more
information, vist the compzny’s Web site &t

IPWireless Datasheet

Technology company specializing in 3G and 4G Wireless Solutions
needed to refresh and simplify their product data sheets. | created
a new template that has been applied to over 15 products.



Case SEudy

compc:tlble ABOUT CouPATIBLE pARIHERS

9

singles. Not you pany
COMPATIBLE PARTNERS. . The traditional et
INDUSTRY, .

ONLINE DATING SERVICE

LOCATION. with like-minded singles.

SAN FRANCISCO. CA
CHALLENGES
Launch a new brand extension 1o an affinity market. The GLBT consumer has a
Very low brand perception of eHarmony,therefore. the marketing plan needed to
support DR as wel as, brand metrics.

Case SEudy O(_)tem et

ADVERTISING campaign to drive KPls.

WWW.COMPATIBLEPARTNERS.NET

QUANTIFIABLE RESULTS
> +38% registration goal in the first  weeks of campaign
> eCPR -4

> Increased brand acceptance by 21%

Harmonyu ABOUT E HARMONY

eHarmony is the first service within the online dating industry to use a scientific

approach to matching highly ¢ o otem ofers  full spectrum of media buying services including. digtal, raio. print. outof-home.

singles. The c launched in the

I I Teevsion, search, Wopan cal.national,
E HARMONY United States in 2000 and is now the #1 Trusted Relationship Services Provider in o A e
the USA. eHarmony's d Compatibility Matching Sy allows eHar- AN
INDUSTRY: mony members to be matched with compatible persons with whom they are e e rest Basedon v
ONLINE DATING SERVICE ’ ) o - : . o
likely to enjoy a long-term relationship. Millions of people of all ages, ethnicities, mostthely o detve
LOCATION national origins and religious and political beliefs have used eHarmony's oo nge deren Bt ok e derentorks
: iscover 3 new way fo sgency
SAN FRANCISCO. CA Compatibility Matching System to find compatible long-term relationships.
WWW.EHARMONY.COM F
CHALLENGES
Lorem ipsum dolor sit amet, cor ipisicing elit, sed do ei d tempor

incididunt ut labore et dolore magna aliqua. Ut enim ad minim veniam, quis
nostrud exercitation ullamco laboris nisi ut aliquip ex ea commodo consequat.

THE IDEA

Duis aute irure dolor in reprehenderit in voluptate velit esse cillum dolore eu
fugiat nulla pariatur. Excepteur sint occaecat cupidatat non proident, sunt in
culpa qui officia deserunt mollit anim id est laborum.

QUANTIFIABLE RESULTS

—> Lorem ipsum dolor sit amet, consectetur adipisicing elit
— Lorem ipsum dolor sit amet, consectetur adipisicing elit
— Lorem ipsum dolor sit amet, consectetur adipisicing elit

Ootem offers a full spectrum of media buying services including: digital. radio, print. out-of-home.
television, search, and social media. We plan local. national, and international media buys.

Our practice is centered around a proven process that focuses on understanding the unique consumer
mind state as they are experiencing a particular piece of content so that the brand’s message is delivered
at just the right time, in just the right way. We believe you must understand the unique connection
between the consumers and the content to know how a brand message will be received.

This is what separates us from the rest. Based on this deep understanding and unique perspective, we
are able to make recommendations based on pricing. reach, share-of-voice and connection in order to

develop media plans that are most likely to deliver the desired results.

We do things different. But it looks like different works.
Discover a new way to agency.

Ootem Advertising Case Studies

Created while working as a consultant for a local deisgn firm.



J. LAURENS, CREMANT DE LIMOUX BRUT
$13.95 750ML $36.95 MAGNUM
Keep your friends guessing how puch you paid for this bone dry, delicate and

“T1S THE SEASON!

As you gather together this holiday season, consider one or mOTe of the unique
sclections on the following pages — perfect for every occasion!

| T

o
No SPECIAL OCCASION l

1s COMPLETE WITHOUT 1!

aromatic sparkling wine from the south of France. TFrom the elegant to the way

it shimmers and glows in the glass, your friends will swear they are drinking 2

wine worth several times more than its modest price tag. Made in the methode

champenois from one-third Chardonnay, the finely strung beads, ethereal

bouquet, robust acidity and pure tree orchard fruit will have them all coming

back for more.

VEUVE FOURNY, CHAMPAGNE 1ER CRU GRANDE RESERVE BRUT
$44.95

Located in the premier crt village of Vertus, only the finest Chardonnay and
Pinot Noir are selected for the Widow Fourny’s Grand Réserve. Aged in small

oak casks, this delicate Champagne is as ethereal as itis contemplative. Wisps

of smoke, chalky minerals, and candied apples abound followed by 2 subtle floral

component touched by vanilla bean, caramel and toast.

GERMAN GILABERT, CAVA ROSE $13.95

BILLECART-SALMON, CHAMPAGNE RESERVE BRUT $49.95

Cavaisa relatively new wine from a country with a very old winemaking history-

Nothing lifts the spirits and rejuvenates the soul like a fine Champagne- Grilled

First produced in the late 1870s, Cava immediately replaced Champagne as the
drink of choice for Spain’s high society. The Gilabert Rosé is dry with a creamy

S nft eavamel, sourdough starter anda truckload of pear and apple

[UNCORKED

SAN FRr/ C
Francisco WINE TRADING COMPANY

Holiday 2009
Deals of ﬂ}e

Year -

Happy 1@ /\\e
HoLipays Q \
=

2005 Jean-Loui
2 uis Chave, Saint- "/_\
from SFEWTC! I(O.fferust;'$19.95 was $2’9.95 Joseph
! is rare that a wine’s i
s ras quality does n i i
e ot reflect it: i
o F, ul;r::‘l‘dsl) nmh ’flrom“th§ Northern Rhéne ;l:osicti‘);ll-hls i
ind o g va jle. Juicy, with lots of briar, bl" P autto
pice notes...” Rated 90 Wine Spectato: pplack chermyand
T

briary mousse, hints of citron, slightly under-tipe strawberry and doughy yeast.

2006 NAVERAN, cAvVA BRUT $12.95
Over 85% of this extraordinary Cava is sold to TFrance, which says A LOT about

the quality level present here. Eighteen months on the lees adds a richness and

complexity not unlike a Brut Champagne-

2006 RAVENTOS | BLANC, CAVA RESERVA RosE $21.95

“It was a woman who drove me to drink, and you know I never even thanked

her” — W.C. Fields. The creamy texture, yeasty aromas and delicate cherry,

raspberry and strawberry fruit could easily fool the most esteemed Champagne

connoisseur.

sOMMAR‘VA, PROSECCO DI CONEGLIANO BRUT
$13.95 750ML $32.95 MAGNUM
Lay out an assortment of Ttalian cheeses, lighta candle and place twWo straws

down. Why wait for New Year's to celebrate?

“T1s THE SEASON! “T1S THE SEASON! “TIS THE SEASON! “TIS THE SEASON!
2

Tathis tsoue..

Deals of the Year
The Best Bubb!
Party Wines

2006 Pro i

phet, Pinot Noir “T

! ] eac i ”

X?; River $28.95 was $38.95 MorVineyard R

ropk i y

A vgi‘\]:::]l:\e Comp.any, only one wine is produced. T

mall winem ing team is dedicated to producing w;e lc.l e

o eiir estate-grown single vineyard. Remi i B 3
gundy rather than a traditional Caiitbrni:nlsyc len't o

a style it

needs some time to open up—so, de: r lay it down for a
0 0p S cant, or I
P , or lay wn for

PSRN

HOLIDAY HOURS

MON--SAT.

I0AM - 6:30 PM

OPEN SUNDAY!

|0AM-5PM

CLOSED CHRISTMA!

S & o T bemm O
NEW YEARS DAY RS 1 A NN A Cabemetu‘;gauv;:::na
ALWAYS OPEN Mendoci m,
l0OCINO
ONLINE: SFWTCCOM CABERNET SAUVIGNON Price $19.95
WWW. 1.
com

z:n Francisco Wine Trading
mpanyHoliday Newsletter 2010

Eight page, two-c

: -color, 8.5 x 11 self-mai

-mail :

a consultant for a local deisgn firm iler created while working as

print



' WINES | SPIRITS | WINEOFTHEMONTHCLUB | ABOUTUS | SHIPPINGINFO | STOREEVENTS

. ' WINES | SPIRITS | WINEOFTHEMONTHCLUB | ABOUTUS | SHIPPINGINFO | STOREEVENTS

You might also like You might also like

these wine selection; these wine selections:
Your shopping cart contains: Register/Login N T S—
Product Desciption ay Pice  Tota
Enter your e-mall address:
Ao, ontsan, Vendrel A, wontsant, venaren 1]
(Spain04-3937) Alleu, Montsant, Vendrell (Spain04-3837) _remon | adtowenis | 2 $19.95  $39.90 (Spain04-3937)

Are you already registered with our store?
L e —

Update Cart Continue Shopping ‘Sub Total: $39.90 - ep——
iy sty |

The§|nl<‘nm .
Wine Trading Company
. ' WINES | SPIRITS | WINEOFTHEMONTHCLUB | ABOUTUS | SHIPPINGINFO | STOREEVENTS

Login | My Account | Shopping Cart ¥
Alleu, Montsant, Vendrell

(Spain04-3087)

The Sen Fancisco ™
'Wine Trading Company

You might also like

these wine selections:
Payment/Place 018l rogimtogn  ndirss  Stioping  summary  PoymaniPiacoorer | contmation
Bllling Address: Payment Detalls:
Alleu, Montsant, Vendrel San Francisco Wins Tracing Co. Card Type: Vastercard
(Spain04-3937) 250 Taraval St.
San Francisco, CA4116.- US Card Numoer.
Edit
vear (EENED
Alleu, Montsant, Vendrell T
(Spain04-3937)

WINES | SPIRTS | WINEOFTHEMONTHCLUB | ABOUTUS | SHIPPINGINFO | STOREEVENTS
Logi | My Account | Shopping Cant

ThesunFrgncsco
Wine Trading Company
©2009 San Francisco W
" WINES | SPIRITS | WINEOFTHEMONTHCLUB | ABOUTUS | SHIPPINGINFO | STOREEVENTS
| Login | My Accout | Shopping Cart Y
————
'Wine Trading Company

You mihtalso ke checkout

You might also like

these wine selectio these wine selections:
Summary P R e — Shipping Information  seomncgn  asases  sppoa] summay  eymocsacnortor  comimson
Order Date: 91272000 Ship Date Selected: 9/5/2009 Information Hotline:
4167316222 or 800,681 WINE Ghoose your shipping option:
Alleu, Montsant,Vendrell 2 arcieco Wine Trading Co. Allew, Montsant, Vendrel Fodex iy Ovamighs
el 250 Taraval St feoirpede you e planing on having acoholc beverages
San Francisco, CA94116-US shipped wihinthe S, please bo acvied hat orders on P———
Blling Address Shipping Address adtessisin o o th folowng states:
Aamaba Wontana
Jane Doe. Jane oo Alaska Nebraska
San Francsco Wine Trading Co. San Francisco Wine Trading Co. Arizona Nevada
4199871002 at9087.1092 Atansas Now ersey
Calfornia New Hampshire
250 Toraval St 250 Traval St i
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Find us on;
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VSEE AND HEAR

Performance at the
You 18th Annual Louisville
AIDS Walk

Performance of My Old
Kentucky Home at GALA
Choruses Festival 2008

Marriage

Spring Concert 200

April 2 & 3, 2011
Ursuline Arts Center

Adults $20 P
Seniors $15 - -~

SAVE THE DATE = OCTOBER 77, 2011
BeauxArtsBall.com

EENTUCET The Kantucky Arts Council, the stabe ans

agency, sUpports VOICES with state tax
dallars and federal funding from the
Maticnsl Endemwment for the Arts.

Mamber of GALA choruses network since
W 7777 Lotem ipsum

www.VoicesKY.org
Re-designed site projected to launch in March 20T

web



