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MADISON ELAINE SULLIVAN

SOFTWARE
INDESIGN [Co]
ILLUSTRATOR [ ]
PHOTOSHOP [ ]
MS OFFICE [

SKILLS

corporate identity | branding
customer communication
advertising | marketing
typography

presentations | proposals
social media strategy
photography

copy-writing | editing

INTERESTS

throwing clay occasionally
knitting scarves nostalgically
running outside awkwardly

reading daily and vivaciously

EDUCATION

UNIVERSITY OF DAYTON
dayton, ohio

bachelor of fine arts in visual
communication design | cum laude
photography minor

august 2008 - may 2012

L 4

EXPERIENCE

KPMG | CHICAGO, ILLINOIS

associate designer, march 2018-today

Embody the mentality of a “brand ambassador” by leading and educating
customers/team members about the brand and promoting an environment
where design compliance is valued and respected

Collaborate directly with leadership and marketing—collateral varies from
internal to national visibility, as well as one page documents to multi-day
events

Manage ten or more projects and a regular basis by utilizing teams in other
regions, consulting subject matter experts, and leading discussions with
creative thinking

Direct, coordinate, and record video and photo shoots for firm Partners as
part of an overall creative vision for presentations

HILLARD HEINTZE | CHICAGO, ILLINOIS

senior specialist, graphic design, september 2016-march 2018

Specialize in strategic relationships support, presentation development, and
corporate identity by creating high-quality collateral, proposal material, and
client deliverables

Lead all presentation intake, tracking, design, and delivery with an intense
focus on client-specific branding that speaks to the standards of Hillard
Heintze—delivering a message that is unique to each deck

Develop advanced presentation capabilities in the area of Learning
Management Systems for online training, 508 compliance, and SCORM
format under the appropriate platform

Provide Wordpress/Salesforce support and digital media design for the
evolving website needs

RR DONNELLEY | WARRENVILLE, ILLINOIS
graphic designer II, august 2012 - september 2016

Respect branding guidelines while challenging “the expected” by developing
creative, accurate presentation and marketing material for the Response
Marketing Services Department—to be distributed by sales representatives
to company clients

Deliver products that follow postal regulations and guidelines for direct mail
and magazine services to most efficiently support the needs of clients while
optimizing RR Donnelley print capabilities

Collaborate with team members while offering support to evenly distribute
work, meet tight deadlines, and foster a “never-say-can’t” mentality

PROFESSIONAL ACTIVITIES

design for social impact participant | 2017

aiga member | 2008-2012, 2015-2018
refugeeONE volunteer | 2017-2018

freelance designer | 2013-today
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KPMG RELATIONSHIPS

Nissan motor

Nissan motor — A KPMG priority

Fortune global top 100 2016 Millions | Total assets: $176b
$107b revenue 148,872 Vehicles sold us 21 | Morethan XX ® Automotive
i.;b:;mw 5.6 million Global 3.5 mﬁﬁ;ﬂ : m:_lsrasnmmg,
= { manu ng 1 dis
Premier global A US spiovses © Companies in XX | At Won DWEs,
non-audit ! countries | D Mohrepone
account ‘\‘\ . . # Nissan motor acceptance
% (Y ] ﬁ i "
= ¢ o + ‘Consumer financing, dealer
Nissan revenue - > - | support and financing banking,
1 securities, ancillary products
| and services

§7,
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35,788 o
4151 g3 664 i
¢ Nissan group companies
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FY17 revenue

$E’.3m “ $16.1m

us 34 oppor

widescreen presentation

starting from an emailed list of statistics, this piece was a 24-hour turn
that needed to have high graphics impact with pending data



KPMG FAMILY FOR LITERACY (KFFL)

internal document

KPMG
Our story =

KFFL Chicago

The solution

Consistent with our focus on youth and ecucalion, and understanding
that the toughest roadblock to children's Becacy in low-income
communities & 3 lack of bocks, in 2008, we Launched KPMG's Family
for Literacy (KFFL). Managed in colaboration with the award-winning
nen-profit aotial enterpras Firat Book, KFFL provides paw books t
chiidren from low-income famidies.

This unique program, whizh was founded by the spouses of our fomer
chaimnan and deputy chairman, s partculaty effective becauss it
harnesses the energy and enthusiasm of KPMG's extended family
nat enly partners and employees. bul alsc spouses, children, interns.
ratirees, akumni and professional golfars and Brand Ambassadors

Phil Mickeison and Stacy Lewis. In addition bo raising maney for KFFL,
these dedicated wolnteers vis# classrooms, read b ren, and
personally put new books inio the hands of chidren — in many cases,
the first boaks thei famibes have ever owned,

Since its incaption, KFFL has distributed over 2.8 million new books
ol children in across the United States.
KFFL transiates across borders having spread through KPMG's global
network to Incia, Mexico. Scuth Africa, the United Ki\?ﬂﬁ"‘ and (e‘\,-a

e

Who we are

With over 85 offices across the Unted States and over 26,000
partners and employeas, KPMG in the LS. has a profousd
impact on fis communives.

As an employer. a Big Four azcounting firm, and a guardian of
the capital markels, KFMG also shares a responsibiily for the
sustainabilty of the communities in which we wark and ke, as
wedl a3 the larger glabal community. We consider one of our
care values, "We are committed 15 our communities.” a
rallying cry that defines our culture and guides owr actions,

KPMG s sommitled 1o developing neit ganeraton leaders and
educating tomarmws workforoe at every stage
of their academic caresrs.

Through the stralegic relatonships established with various
nenprofits focused on education and youth, we've built a well-
defined education continuum that impacts a student's
educaticn fom eary childhood through adult kearning 1o
heds creats a Sverss talent pipalne of colsce and carserseady
next generation leaders.

Ifchikdren do not leam to read, the
impaci an their fves and on sockely
2% 3 wholle i profound, IEteracy and
low lmmy in adults can be linked
10 Almest every socioeconomic
problem in the United States.

The folowing key points and statistics.
redated to the lteracy criss wil help
o inform your voluntesr team and
provide you with talking points as you
discuss why First Book and KPMG's
Famity for Literacy (KFFL) ane
warking in eallaboration 1o ergage
youth and promete educaben.

Literacy crisis and implications
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What we do Purpose and objectives

Prostresding

2ur wPerty n coser 9 et
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widescreen

presentation Our impact

Today The future

To date, Chicago has donated
mare books than any other KFFL
chapter in the nation, distributing

487,000 books

through YTD 2018.

Waorking with our beneficiaries,

as well as working with new partners
to launch innovative approaches

to build capacity, we will donate

our 1,000,000t
book in 2020.

- - |
L
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HILLARD HEINTZE

september 2016 -february 2018
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COYOTE LOGISTICS

emergency management plan

Summary -- A Guide for Executi nd Emergency
Teams —

Incident Lifs Satety Sacerty Besporss M Incident Commardisr §11POVFD notifled : 2. 2
§ == Printed booklet, 117x17
u .. i Coall w233 (X ONLY)
. Hawow # Evvmrzarscy Pubke Office Lesdership romled
eeney ey LRt Erng TGy vlesom
Cordact Butinenn Emergancy Response () Operons QO
Toam Escatate?
=@-@== = =
B ] B e sy ' Bt ity
= Communcation wih el Activete
. ﬁm" 2, Lagmicrid EOC, m
[ Resourem
et Do
i v
Activabs Exscitive " B Faciy : s % Communicaty
Nanspanest Toars, S i Gy m wih Staff and
Restore Mongor Progress,
Awsoty: and Stadt Evaluate and Adjus
CRISIS MANAGE MENT PROCESS 4

=
COYOTE

911 — PDFD notified (if applicable)
Primary Alpri: Call x2222 (GX ONLY)
Office Loadership is notified
Secondary Alert; Message-

. Ensure Safety of Life o snmrpency@ocyati.con

. Limit Injury

. Preserve Company Assets

. Control Situation, Contain Damage

. Coordinate Fire, EMS, Police, Rescue

Escalate?

Activate Emergency Response Team

[T T I S

3 Euuhﬂsh c?m-unhnﬂwﬁm * Reguesl Support
Lina * Provide Assessment
7. Provide Security = Continue On-Site Indident Command
8. Assess Damage
9. Assess Business Impact Escalate?
10. Local Response Team [ e R e
Stabilize + Assess
Q) overaions @ S AN Activate Execitive Management Team
O rocmes 0 Operetions Chiet + Pequest Support
¢ = AR = Provide Assessment
D Lie sakuy e + Gontinue On-Sie Incident Command
2 Logal Crief

CRISIS RESPONSE PHASES




CASE STUDIES

LLARD @ HEINTZE

st Lo

sl o et
Aty Mk o mad i

pohi Py b v e i g
hmsnm&mh Busaruess paetroe wes it o the ey
e pocketng mas part of b out. Yl sno busdkdeg our kel cane sed rwed 83 lsam

Il pusiung”

Tha il Heinkrs Scletion
Bcnagh fncloral s e crovual el ol et ecerch ser oenthin &

s e Wl the wabyert.of ta e purigrranse?

e
a m-n-n mqmw:.nnmu(nlx N showed him
e Erogaty or vebiches. What's mote, e st hud besn amested for

ek et B L the e, D ksl 3 By o b ekt e gt woth
LruSts, prl bt st v tacms wad fanbued s,

raact oo S et

repan.

and o

st wod e thane. Bt thae setuak et st [ ebent Bunk aepbody epatod
e . . . e

begad

et Bt

an internal endeavor

Challergn
i Chicage vl st i S oo g e o et

rdrlnd!nd!ﬁm st e i the e of the
popdition - leﬂmmﬂo-ma-l.-mnwnh v thie A1
o s
it

HILLARD T HEINTZE

1100 e o,
v ol
vy rebate bt weathe,
Th il ket Scketion
At 0102,
HowraPolin
onthatem I Fuaruiria

rupacios Gasaca [fes “Trouble on o Facka® Case Sy #3471
enpiact o the Chers

. Ao st

o Ly

[BICHBR LRI 3t 3 R (MY, ) et Sral i ey EI, RO
9

204 InCpiNe, G (4] T AEron of AN N CIRKH s Nchieg e
o s e

s Chalonge
Winer s sciamnsa s o usment gl b b parin & L 4 B
1

b-h-mm-ﬂnﬁhmnowmw
e 1B e Sl

= ared the beudber's
xhuinrs rmached ot %3 ot e W b s e e sy Yor LS. aperecy
cuble mecks
 puble;
tha princapal
ot .
e had
gt gavtha Chiart
mewrerece.
antry trip ]
et

‘stegment o LIS, el il the whests 08 Fis bans's drparteng.
tamar

8.5”x11”

ICASE STUDV 0

HILLARD WP HEINTZE

HILLARD W HEINTZE

‘e, Sorees, e bl ntrianch deciied st wanoe e e ok the
A
meat
1aruly & "eveenre” waal 2t Se et
Thes Hilld Herdam Sukatien
search
searce of
s soarch

tor untswhi

Asorderky et
wehich e candidkane uned dernganony gage.
It oo thee Chertt

by the ey contecis, chise e Sevosite and offernd ber the pacion

HILLARD " HEINTZE |

e
nchuraioes | stz

thevmae nkred, coscard s -t Th wosoad ot o kol
Lty




Recognizing, Preventing and Responding
to Radicalization in the Workplace

Matthew Doherty, Senior Vice President
Threat and Violence Risk Management

Why We Are Here

Understanding the
Radical Insider

WHY WE ARE HERE

Radicalization is a subset of
workplace violence and insider threat

Violent extremism and radicalization
lead to a new threat of workplace
violence — the radical insider.

rnment, environmental, animal ri

gle-i remist groups wements.,

Printed Deck and
Online Resource



o SCHAUMBURG
J BUSINESS
M=EN  ASSOCIATION

DIGITAL DEFENSE
4 _ Counterintelligence Meas
"=~ to Protect Your Business

November 15, 2017

HILLARD .J HEIN

TODAY'S DIGITAL THREAT ENVIRONMENT
The Bottom Line

Bl
their

Average cost to recover from a cyber attack
= Mid = 51 million+

= Small busir

LESSONS FROM THE FRONT LINES

Strategic due diligence and background
screening — Are you doing enough to

mitigate the insider threat?

Live Presentation and
Printed Leave Behind

ABOUT HILLARD HEINTZE

Hillard Heintze is one of the leading security risk management,
investigations and law enforcement consulting firms in the
United States. We help protect people, performance, interests
and reputations by offering ices that provide insight,
deliver assi and instill co

CASE IN POINT #1 — HOOK, LINE AND SINKER
Phishing Victim

+ International consulting firm

+ Cybercriminals sent an email to CEQ's executive
assistant requesting a simple funds transfer

» Transfer made by CFO without CEQ's approval
+ Bank noticed that funds for the firm were low
alerted CEO directly

+ 5700,000 paid out, only $400,000 recovered

+ Hillard Heintze investigated and provided
recommended safeguards

MILLARDHENTIE © 3007 | Frosectg Wha Matten



SNAPSHOTS

content and graphics update

RESIDENTIAL PHYSICAL AND TECHNICALSECURITY ASSES:

Secure your sports or entertainment venue from long-
range threats via advance planning, counter-sniper a
advanced training and operational capabi

The plsical and technical sec

residence are crucial priofities for almost
ewery private client. While all famii

make different choces depending on their
preferences with respect Lo provacy, cost
and convenience, most desire a high level of
assurance th oy are salie amd secure
their home and have taken prudent steps to
prevent harm or mitigate its impact

HILLARD

Hillard Heintze's Security Risk Management
practice includes some of the most
experienced physical and technical security
experts in the United States and the world.
We complete multiple residential physical
and technical security assessments each year,
inchwding analysis and recommesnsdations on
how to manage information security and
technalopy risks,

HEINTZE’

As mass-shootings and active shooter incidents
«confinue to mount, law enforcement Jgencies
a5 well as the hospitality, entertainment and
professional sports indusiries are adjusting their
strategies. While special events have never been
imesne to an attack er theeat Launched from a
afistange or an elevated position, Uhe risks ane
now higher that an attacker may engage these
tactics based upon exposure valnertilities,

HILLARD

Hillard Heinlee specializes in technical
assistance fo in-house and private security
teams as well as law enforcement agencies on
how Lo observe, local

andl neutrakize thre:

yards. This guidance addresses the use of
specialized technical eguipment, assels
operational capabifities not included in standard
training for most law enforcement personnel

HEINTZE'

2 sided
8.5”’x11”

Why Our CBents Value These Services "
‘Why Qur Clients Vaiue these Secvices

deree wd assuranes that the lienlly - ard the residence - afe secure * Enhanced ability of law entorcement authorlties - &
0 protect luge scale, multt attendes everis
Frm attacks originating from cistant or eaevated
i,

+ Desive for gredtes ¢

+ Deeper understanding of physical and technical measures and where the greateat gaps and hiiet b bl m""'“"“‘ and
e abiltes reside
4ponie teams or uBEzazion
anan trained bn ballstics,
fiedd cr3ft and koag-range pracieon ra.

8 Concrate recoamarandations on Few 1o impeows physicsl and techaicl mesore: and Be more .
proacthve In agoressing IT-related risks within e home

Ay Lo under tae ocation advances using
sophisticated technical equipment in concert
with 3 Tachcal Survey

* Sirezmined sodity fo engage these services
* Improved sty 1 Iderdify ndvigues with ENFOUEN GSA Scheduie &4 - Contract Humber
Fartiie intentier. 05 OFF-D345W,

SIDEMTIAL PHYSICAL AND TECHNICAL SECURITY ASSESSME

Privertian e st the heart of aur sppamach, We
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pratecting
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an st m:gk—. el cantermessees that result in the mest attracthve oatcomes acsess the faminy's eho'el

SCOPE OF SERVICES - EXTENDED PERIMETER SECURITY !

transter, o, mitigate or accept risk.

Advance Planning and Development
ol Tacties! Survey Reparts

Advanced Training snd Operational
Capabilities

e = Hlp Low anforcumant tactical tuams meet thair Canduet advaneed traising for team members
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= e training piotecting and satepusding sperting snd

EMhar 2 3 stand-akone avecsmant. o 3 ol $ite photogiapths, maps and (feest asssment anayil. sntsrtainment venues By providing counter:

CONMPONENT of 3 voacer esdential physical The lather Inchices ekernents such a3 shotographic, prid sniper capsiliies for long-range thrests at

Wl bochebcal soveaimant, (s srvice o G e g Ml e e ) distances of 1000 yarck
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FLYERS

promotional collateral

HEINTZE

Social

Consciousness &

Facebook, Twitter, Google+, YouTube, Pinterest,
LinkedIn and other social media networks promote
your public profile - and create potential risks to your
privacy and ion. The i idelil based
on information available on staysafeonline.org, will help
you and your family safely manage your digital footprint
in a positive way.

When Private Clients
Ask About Security

As a financial services expert and wealth or asset manager
regularly advising private clients about how to manage fi

Privacy and security settings exist for a reason: Learn about

and use the privacy and security settings on all the social
media networks you use. These built-in tools help control the
type of information you share and who you allow to see

it. Lock down the strictest privacy settings available on any
personal or non-work-related internet or social media profiles.

Once posted, always posted: Assume that anything or anyone
you share, like, comment on, connect with or follow will be on
the record - indefinitely. Think twice before posting pictures
or sharing content that might negatively impact your or your

But when they ask about security-related matters, howd

Social media networks
are a great way to stay
connected, but what
you share could have an

Even though you do not directly provide these services

come to you because they trust you. How can you be

out the client’s needs at a basic level, and gather

to refer them to appropriate experts wil -

Listen First. Gather Information.
Demonstrate that their concerns matter to you.

family's reputation. impact on your and your

5 . . N family’s reputation - 1. Assure them that security is not “one-size-fits-all.” The “appropriate” level of
Your online reputation can be a good thing: Your online presence and future. security - both physical and online - depends uniquely on the individual.
and posts are increasingly powerful as the influence and reach of
social media continues to grow exponentially. Make a good 2. Encourage them to learn about their options before making major security
impression. Show thoughtfulness and respect to others in your decisions. Determining the right level of security is often a personal decision
circles and in the global social media environment. A strong, that requires the individual or family to understand their options and balance
positive personal brand is critical today. their preferences across four dimensions: privacy, risk, convenience and cost.

3. Gain some context so you can make an informed reference. Within families,

Keep personal info personal: Be cautious about how much

security is influenced by many factors. These can include:

personal information you provide on social networking sites.

The more information you post, the easier it may be for a hacker
or someone else to use that information to commit cybercrimes
that could jeopardize your finances and damage your reputation.

« Family size

Distribution of members across generations

Family culture (cohesive, consistent vs. fractured, divisive)
Degree of dissent and conflict among family factions
Maturity and resilience of Family Office governance >
Decision-making procedures and protocols

Travel habits

« Prominence of public or online profile

« Association with various political, cultural, environmental or religious issues

FOR MORE INFORMATION, CONTACT
Howard Fisher Esq., Senior Vice President,
Strategic Relationships
howard.fisher@hillardheintze.com

30 South Wacker Drive, Suite 1400

Chicago, lllinois 60606
312.869.8500

Know and manage your friends: Social media networks can be
used for a variety of purposes. Consider setting up multiple
accounts across various social media platforms - from family and
close personal friends to the general public. Do not engage in
public or in private activity that could compromise your
professional or personal credibility or safety.

>

Reassure them that prevention is key. Commend them for being proactive.
Just as with insurance, for example, planning and foresight save lives,
minimize damages to assets and reputations and cost much less than a
reactive approach to events.

5. Take action. Get them to experts who can help. Your clients came to you first. ‘
They will that you cared and

www.hillardheintze.com

When Private Client
Ask About Security

As a financial services expert and wealth or asset manage

regularly advising private clients about how to manage fi

But when they ask about security-related matters, how d

Even though you do not directly provide these service:

come to you because they trust you. How can you be

out the client’s needs at a basic level, and gather

to refer them to appropriate experts withinyo P

Flyers for printed and
digital distribution

Listen First. Gather Information.
Demonstrate that their concerns matter to you.

[ o

Assure them that security is not “one-size-fits-all.” The “appropriate” level of
security - both physical and online - depends uniquely on the individual.

[

Encourage them to learn about their options before making major security
decisions. Determining the right level of security is often a personal decision

that requires the individual or family to understand their options and balance oncing Py et Sy
their preferences across four dimensions: privacy, risk, convenience and cost. .

Managing Cyber and Information Security

3. Gain some context so you can make an informed reference. Within families,  Ifa breakin is suspected or has occurred, « I the clent seeking to prevent a loss or

security is influenced by many factors. These can include:

. « lsthe
Rl five,could s deovice a
« Family size
‘Guarding Against the Insider Threat Protecting the Client’ Privacy and Reputation
 Distribution of members across generations . .
" N " B of high-value assets (electronic or physical? exposure?
* Family culture (cohesive, consistent vs. fractured, divisive)
« Degree of dissent and conflict among family factions . © et nees
, m o ransfer or sharing event? Iearning sfe sharing practices o recovern
« Maturity and resilience of Family Office governance g event st ®
- . Managing Risks During Travel
* Decision-making procedures and protocols . Mitigating

or z .

Travel habits.
Prominence of public or online profile
* Association with various political, cultural, environmental or religious issues

. - online or i person
- against a member o the family or staff?

activties or public exposure?

103 single trp or travel, n general?

4. Reassure them that prevention is key. Commend them for being proactive.
Just as with insurance, for example, planning and foresight save lives, , —— p— [P———
minimize damages to assets and reputations and cost much less than a St e St s i i
reactive approach to events. et [l - i

5. Take action. Get them to experts who can help. Your clients came to you first. -

They will remember that you cared and responded.
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august 2012 - september 2016
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THE BOOK ABOUT BOOKS

RR DONN ELLEY

11x17 BOOK

a book meant to teach best
practices when working with
RMS Creative to design a book

ing the internet

AR TN
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CVS

single stack price label solution

CVS Single Stack Price Label Solution

PRESENTATION BOARDS

large format boards for a guided
walking tour of the facility that
prints labels for clients

COLLAB

b EVA Pt B

élts Single Stack Price Lab
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GNC BUSINESS REVIEW

january 2016 & may 2016

e e PR %

MYSOURCE ALTERNATIVE

11x17 BOOKS

A = CHSTOMER FREMOLY 45458 O EASE OF REMOAL
SN UL WARIAR F PROOSCTION
| COSTMFUTRAL TS ARGMAL MYSARCS FORMAT

GNC JANUARY 25, 20161 BUESINESS REVIEW RE DossiLLi

GNC

LIVE WELL

BUSINESS REVIEW

RR DONNELLEY

ADDITIONAL CREATIVE IDEAS

AUGMENTED REALITY 2016 APPROVED USPS
1 CONNECTED EXPERIENCE ~ LINKING THE PHYSICAL DM TO DIGITAL CONTENT INCENTIVES TO CONSIDER
SOLOTION - \DVANCED TECHNOLOGY

= COMMERGIALLY AVAILABLE APP - LOW COST-
n g

EMERGING & A
(ENDING JULY 31ST)
« PROMOTIONAL TESTING OPTION -
SHARE RESULTS ON A/B TEST
% MOBILE SHOPPING PROVOTION
(JULY 15T - DECEMBER 31ST) QR CODE

TACTILE ADDITIONS
% METALLICINK - UPGRADES POSTCARD AND BRAND.
% LOWER GOST PER PIECE WITH POSTAL PROMOTIONAL DISCOUNTS

MAY 11,2016 | BUSINESS REVIEW RR DONNELLEY




ACE HARDWARE

connecting customer media

The helpful place.

Connecting Cust er Experiences

11x17 BOOK

IN-STORE
ENVIRONMENT

y Sigh Mt

= 1l Markating b D'numq e
- Shalf Fage MERCHANDISING

= Promotonal Overays
= Packaqing Sendces
= Private Labal

RR DONNELLEY OMNICHANNEL RETAIL SOLUTIONS

CREATIVE, CONTENT AUTOMATED - i i 5 R
[J\NDDIGI"&L P\SSET][ CAMPAIGN ][ COMMUNICATIONS ][ ANALYTICSE AND ]

MANAGEMENT MANAGEMENT WARSOEMERY FRRORTIN

The helpful place. FEBRUARY 5, 2016 | ACE REWARDS RR DONNELLEY

AGENDA

+ ACE - MAREETING UPDATE AND GOALS

= RETAIL MARKETING AND LOVALTY TRENDS

= RRD ADVANTAGE WITH ACE- RETAIL SOLUTIONS
« RRDYS DM PLATFORM AND EXFERIENCE

* INNOVATIVE SOLUTIONS

FEBRLARY &, 2018 | ACE REWARDS




CVS

retail trends and solutions

RR DONNELLEY COMPANY PROFILE

veae

Retail Trends and Solutions

) E vs RR DONNELLEY
$
_ i

11x17 BOOK



UNIVERSITY OF DAYTON

august 2008 - may 2012

*




PROGRESSION SPREADS

““Act| Scene |

in .ﬁis ng. in the
N sits curle up
‘@ Movie on the

1
08 closé'-:-‘.‘ ?%

Qﬂy calm, Human. Breathe. It1l be okay. And if it's not? There'll be another tissue for that.
Tobe continued.

.-‘ i,
14x11 BOOK

'i?‘!%a

a page turner articulating the
visual, literal, and emotional
progression of the life

of a kleenex



INNAPROPRIATE GIFTING

A Pet Rock

It is part of human nature to seek companionship.
Many families open their doors to animals, as they
give members the friendship they seek, as well as
teach responsibilities of taking care of another living,
breathing creature. Most families adopt puppies
or Kittens, but other common family pets include
hamsters, fish, and frogs.

7X7 BOOK

inspired by “decorative
knitting,” I was challenged
to write a book - and the
results were laughable.

Inappropriate

Gifting




IRELAND STAMPS




BURIED LEAVES

6X9 BOOK
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