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M A D I S O N  E L A I N E  S U L L I V A N

S O F T W A R E
 I N D E S I G N

 I L L U S T R A T O R

 P H O T O S H O P

 M S  O F F I C E

S K I L L S
corporate identity |  branding
customer communication
advertising | marketing
typography
presentations | proposals
social media strategy
photography
copy-writing | editing

I N T E R E S T S
throwing clay occasionally
knitting scarves nostalgically
running outside awkwardly
reading daily and vivaciously

E D U C A T I O N
U N I V E R S I T Y  O F  D A Y T O N
dayton, ohio

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

august 2008 – may 2012

C O N T A C T
sullivan.e.madison@gmail.com

(217) 836-0189 

wicker park—chicago, illinois

https://www.linkedin.com/in/
madisonsullivan

https://www.behance.net/
madisonsullivan

E X P E R I E N C E

K P M G  |  C H I C A G O ,  I L L I N O I S
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

H I L L A R D  H E I N T Z E  |  C H I C A G O ,  I L L I N O I S
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

R R  D O N N E L L E Y  |  W A R R E N V I L L E ,  I L L I N O I S
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

P R O F E S S I O N A L  A C T I V I T I E S
design for social impact participant   |  2017
aiga member   |  2008–2012, 2015–2018

refugeeONE volunteer |  2017-2018

freelance designer |  2013–today
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K P M G  Q U A R T E R L Y  P A R T N E R  M E E T I N G
event collateral

event photos

widescreen presentation eVite



E N H A N C E D  C L I E N T  E X P E R I E N C E
AMC Entertainment

June 2018

kpmg.com

AMC Entertainment Holdings, Inc.

Enhanced 
client 
experience

Members of the Audit Committee and Management 
AMC Entertainment Holdings, Inc. 
One AMC Way 
11500 Ash Street 
Leawood, Kansas 66211

KPMG is proud of the accomplishments both AMC and KPMG have achieved during the 10 years 
we have served as your independent auditor. We value our professional relationship with AMC and 
continually look at ways in which we can enhance your client experience. We appreciate your timely 
feedback and pairing that with an internal debrief, we have outlined our plan of action to further enhance 
the KPMG experience.

With Scott Ozanus, KPMG U.S. Deputy Chairman, as the AMC global account executive, AMC can 
be certain that it is recognized as a key client to the firm at all levels. Scott has already been engaged 
with the audit team and looks forward to developing his professional relationship with the AMC Audit 
Committee and management. 

In the current year, Dana Foote has assumed the role of Lead Audit engagement Partner of the AMC 
global audit after being heavily involved in the prior year. AMC is the only SEC client in which she is the 
lead partner. Steve Frye continues to serve AMC as a second partner on the engagement and remains 
involved in all strategic areas that are important to AMC. 

As AMC has experienced significant growth over the past several years, KPMG‘s development of a truly 
globally coordinated audit is a key to the success of the audit. We have made significant changes in 
the current year to the U.S. and component audit teams to help ensure the coordination of the audit is 
sooth and drives efficiencies. The U.S.-based team has been proactive in meeting earlier in the year with 
the foreign component teams and has plans to meet in June to perform a thorough risk assessment 
and scoping of the global audit.

The commitments detailed in this document are centered around key themes, including global 
coordination and communication, enhanced communication between KPMG, the Audit Committee, 
and management, project management and oversight, audit quality and specialist coordination. We 
are excited about future opportunities and will continue to strive to understand your needs and bring 
KPMG’s global network of resources to you where and when they are needed. As leaders of KPMG, 
you have our word that with passion and purpose, we will work with you, integrating our commitment 
to deliver a quality audit and an exceptional client experience.

Sincerely,  
KPMG LLP

 

Dana Foote Scott Ozanus
Lead Audit Engagement Partner KPMG U.S. Deputy Chairman 
 and Chief Operating Officer

3AMC Entertainment Holdings, Inc.

2018 KPMG core client  
service team

U.S. team

Dana Foote*
Lead Audit 
Partner

Steve Frye*
Audit Partner

Paul Fultz*
SEC Reviewing 
Partner

Bryce Esfeld*
Audit Senior 
Manager

Patrick White
Audit Manager

Bekah Mills*
Audit Manager

Scott Ozanus
Global Account 
Executive

U.K. team

David Morritt
Audit Partner

Chris Martin*
Audit Director

Mike Roos*
Tax Partner

Owais Nazir*
Tax Managing 
Director

Bryan McGowan*
Information 
Technology
Principal

Jason Swarts*
IT Audit and 
Assurance  
Director

Germany team

Carsten Nölgen*
Audit Partner

Italy team Spain team

Vera Ravasi
Audit partner, 
KPMG S.p.A.

Alex Nuñez 
Perez*
Audit Partner

Sweden team

Duane Swanson*
Audit Partner

Jimmy Almqvist*
Audit Senior 
Manager

*Returning team member

2018 KPMG core client  
service team

Working together, succeeding together

5AMC Entertainment Holdings, Inc.

Global 
coordination and 
communication

Appoint a global  
account executive

1

Action item
Timing/
deadline

Responsible 
person

Status/notes

Identify a global account executive March 31, 2018 Dana Foote Scott Ozanus, KPMG U.S. 
Deputy Chairman, identified 
as the AMC Account 
Executive. Initial introductory 
meetings complete—periodic 
meetings to continue

Meeting with management April 13, 2018

Meeting with Audit Committee Chair May 1, 2018

Ongoing meetings with the account 
executive, audit committee, and CFO

Ongoing

Global account executive to meet with 
KPMG U.S. team, lead component 
partners, and local AMC Management

October Dana Foote Scott’s attendance confirmed 
for October board meetings

Audit Committee Chair invited to attend 
KPMG’s Audit Committee Leadership 
Forum in Washington, DC with 
Scott Ozanus

June 4, 2018 – 
June 5, 2018

Dana Foote 
and 
Scott Ozanus

Registration confirmed

Identify U.S. team member (senior 
manager or new partner) to be seconded 
to the United Kingdom for a long-term 
rotation

September 2018 Dana Foote 
and 
Scott Ozanus

7AMC Entertainment Holdings, Inc.

AMC to provide KPMG copies 
of their closing instructions 
to their component teams 
to ensure consistency and 
alignment of our teams

Chris Cox

Ongoing

July 2018

Chris Cox

AMC to provide a detailed 
project plan reviewed by 
the CAO, including plans for 
technical analysis on the new 
leasing standard

July 31

Brooks Rainer

AMC to provide statutory 
account information 
sooner with the objective 
of KPMG completing the 
audits of these entities by 
April 30 beginning in FY19

Craig Ramsey, 
Chris Cox, and 
Kathy Weekley

AMC to provide KPMG updates 
on finance and accounting staff 
changes and organization charts 
worldwide as they continue 
to enhance and develop their 
resources, including the 
IA global structure

21AMC Entertainment Holdings, Inc.

Financial data in U.S. GAAP by 
account and by country provided 
to KPMG for scoping

Bryce Burrows

Provided May 2, 2018; 
meeting to discuss open 
matters and scoping 
conclusions reached to date 
on May 21, 2018

May 15

Action items for  
AMC management

May 2018

Action item Timing/deadline Responsible person Status/notes

June 2018

Ongoing

Scheduled for 
June 27, 2018

Chris Cox

AMC to conduct an 
“Understanding of AMC 
business” session, including 
risk assessment discussions

AMC to identify 
and provide 
initial listing of 
key controls for 
each in-scope 
account/process

Kathy Weekley

June 30 – All

Perform a deep dive 
to identify control 
improvements and 
efficiencies for 
the international 
locations. This will be 
an iterative process 
throughout FY 2018

Kathy Weekley

All – AMC and 
KPMG

Consistently help 
ensure open, 
transparent, 
respectful, and timely 
communication

Chris Cox

For each nonrecurring transaction, 
AMC to provide a project time 
line and action plan for accounting 
analysis and communicate to 
KPMG prior to the transaction

AMC

Vet issues internally at 
AMC with IT, tax, and/or 
component teams prior 
to involving KPMG to 
improve overall efficiency

Brooks Rainer

AMC tax to identify 
key provision-related 
meetings in advance 
that should include 
audit representation

8.5x11 brochure



K P M G  R E L A T I O N S H I P S
Nissan motor

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



K P M G  F A M I L Y  F O R  L I T E R A C Y  ( K F F L )
internal document

widescreen  
presentation



H I L L A R D  H E I N T Z E
se p t e mb e r  2 0 1 6  – fe b r u a r y  2 0 1 8



C O Y O T E  L O G I S T I C S
emergency management plan

Printed booklet, 11”x17”



C A S E  S T U D I E S
an internal endeavor

8.5”x11”



T H R E A T  +  V I O L E N C E  R I S K  M G M T
radicalization in the workplace

Printed Deck and 
Online Resource



S B A  K E Y N O T E
schaumburg business association

Live Presentation and 
Printed Leave Behind



S N A P S H O T S
content and graphics update

2 sided  
8.5”x11”



2 sided  
8.5”x11”

F L Y E R S
promotional collateral

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

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 
family’s reputation.

Your online reputation can be a good thing: Your online presence 
and posts are increasingly powerful as the influence and reach of 
social media continues to grow exponentially. Make a good 
impression. Show thoughtfulness and respect to others in your 
circles and in the global social media environment. A strong, 
positive personal brand is critical today.

Keep personal info personal: Be cautious about how much 
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.

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.

Social media networks  
are a great way to stay 
connected, but what  
you share could have an 
impact on your and your 
family’s reputation –  
and future.

Social 
Consciousness

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

30 South Wacker Drive, Suite 1400 
Chicago, Illinois 60606
312.869.8500

www.hillardheintze.com

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

When Private Clients  
Ask About Security
As a financial services expert and wealth or asset manager, you are 
regularly advising private clients about how to manage financial risk. 
But when they ask about security-related matters, how do you respond? 
Even though you do not directly provide these services, the client has 
come to you because they trust you. How can you be helpful, scope  
out the client’s needs at a basic level, and gather enough information  
to refer them to appropriate experts within your network?

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

2. 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 
their preferences across four dimensions: privacy, risk, convenience and cost. 

3. Gain some context so you can make an informed reference. Within families, 
security is influenced by many factors. These can include: 

• 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  

4. 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 remember that you cared and responded. 

www.hillardheintze.com
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For more information, contact:

30 South Wacker Drive, Suite 1400
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© 2017 HILLARD HEINTZE LLC  171106

Michael White
Senior Vice President 
Private Client + Family Office Services
michael.white@hillardheintze.com
312-229-9892

Howard Fisher, Esq.
Senior Vice President 
Strategic Relationships
howard.fisher@hillardheintze.com
312-229-9882

What Is Driving Your Client’s Security Concerns?
Your goal is to gather information. Doing so will demonstrate that you care about 
their concern and are prepared to help identify experts who can assist them. While 
not comprehensive, the questions below may help you determine key information – 
such as their scope of need, level of urgency and key priorities.

Enhancing Physical and Technical Security
• Is there a need to assess security at one or 

several residences? Where are these?
• If a break-in is suspected or has occurred,  

has the client contacted law enforcement?
• If the client is a business owner or senior 

executive, could the company’s resources assist?

Guarding Against the Insider Threat
• Is the client concerned about the exposure  

of high-value assets (electronic or physical)?
• Are there issues related to family staff or 

contractors with access to the residence?
• Has there been a recent wealth creation,  

transfer or sharing event? 

Managing Risks During Travel
• Has there been a recent travel-related incident – 

or is the client planning an international trip?
• Does the itinerary include high-risk countries, 

activities or public exposure?
• Is the need to improve travel security related  

to a single trip or travel, in general?

Managing Cyber and Information Security
• Has there been a cyber event affecting the 

client or their family?
• Is the client seeking to prevent a loss or  

attack or recover from one?
• Is the need associated with one person or 

device or the family’s broader requirements?

Protecting the Client’s Privacy and Reputation
• Does the client need to assess their online 

exposure? 
• Are the social media and online practices of 

one or several family members raising risks?
• Is the need around monitoring exposure, 

learning safe sharing practices or recovering 
from an event? 

Mitigating Threats to Family Members
• Is someone immediately at risk or in trouble?
• Has a threat been made – online or in person 

– against a member of the family or staff?
• Is law enforcement involved?

Flyers for printed and 
digital distribution
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T H E  B O O K  A B O U T  B O O K S

1 1 x 1 7  B O O K
a book meant to teach best 
practices when working with  
RMS Creative to design a book

T H E  B O O K  A B O U T  B O O K S

C V S  S I N G L E  S T A C K  P R I C E 
L A B E L  S O L U T I O N

P R E S E N T A T I O N  B O A R D S
large format boards for a guided 
walking tour of the facility that 
prints labels for clients



C V S  S I N G L E  S T A C K  P R I C E 
L A B E L  S O L U T I O N

P R E S E N T A T I O N  B O A R D S
large format boards for a guided 
walking tour of the facility that 
prints labels for clients

C V S  
single stack price label solution



M C D O N A L D ’ S  H A P P Y  M E D I A

M E D I A  B O X  F O R  C O N F E R E N C E

M C D O N A L D ’ S
happy media



G N C  B U S I N E S S  R E V I E W S
J A N U A R Y  2 0 1 6  &  M A Y  2 0 1 6

1 1 x 1 7  B O O K S

Darin V. / GNC Sales Director 
Loves Obstacle Course Races 

May 11, 2016

Created exClusively for drew sHerry
Darin V. / GNC Sales Director 
Loves Obstacle Course Races 

May 11, 2016 | BusiNess review

ADDitioNAl crEAtivE iDEAS

General Nutrition Corporation
300 Sixth Avenue

Pittsburgh, PA 15222

PRSRT STD
U.S. POSTAGE

PAID
GNC

IT’S TIME TO RENEW 
Did you know that you could save hundreds by 
renewing today? 

Since you’re a valued Gold Card member, we hope  
you continue to enjoy exclusive savings and other  
great bonuses to help you live your best life every day!

There’s plenty of exciting new stories, product  
innovations and more coming your way this year.  
Don’t miss out on every exclusive detail.

ANNUAL MEMBERSHIP: $15

USE YOUR GOLD CARD ON GNC.COM  
AND IN ANY GNC STORE

Want Offers & Special Product News via Email? Visit GNC.com/email 

Renew Today for This Special Offer!

 *Gold Card renewal required. One-time use only. Cannot be combined with other offers. Exclusions apply. Coupon may not  
be reproduced, copied, purchased, traded or sold. Internet distribution strictly prohibited. Cannot be applied to previous 
purchases, Gold Card membership purchase/renewal, gift cards, shipping or sales tax. No cash value. Redeemable in U.S. Void 
where prohibited, taxed or restricted by law. See associate for details. Offer valid at participating GNC stores only.  
Not valid at GNC.com.

OFFER VALID THROUGH 1/31/16  
COUPON CODE: 28216

Any Purchase of $50 or More*
TAKE

$20OFF

EXCLUSIVE IN-STORE SAVINGS

Thanks for 
a Great Year!

Jan_Renewal_PC_12-7_REV.indd   2 12/7/15   6:17 PM
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Try Something New

HOW DO YOU ENHANCE YOUR ROUTINE?

If you are not 100% satisfied with your GNC product, return  

the unused portion within 30 days for a complete refund*

At GNC, we’re passionate about health and fitness, 
just like you. We understand what it’s like to set 
goals and take on challenges. We’ve learned from 
our own successes and use that knowledge and 
experience to help find the solutions to meet your 
needs. So go ahead—just ask. We make it simple.Don’t forget—you can save more when you shop 
on base by getting the lowest prices on your 
favorite brand.* Plus, Gold Card members enjoy 
additional discounts.
Tackle your goals today with this special offer 
from us.

WE’RE IN THIS TOGETHER. 

*Compared to off-base GNC stores.

2

THANK YOU FOR YOUR LOYALTY

See You Soon

T hanks

See You Soon

T hanks

See you Soon

T hanks

EXCLUSIVE THANK YOU FOR OUR MEMBERS

ANY PURCHASE  OF $30 OR MORE*

TAKE 
$5 OFF

In-Store Coupon #28359 Valid 1/30/16–2/27/16

See you Soon

T hanks

EXCLUSIVE  SAVINGS FOR OUR MEMBERS

ANY ENERGY OR ENDURANCE 
PURCHASE OF $10 OR MORE*

In-Store Coupon #28381 Valid 1/30/16–2/27/16

TAKE 
$5 OFF

Associate Tips for You

4

5

FAD CHASERS: Sarah

We all want to feel and be our best. But when life gets in the way,  

it can be tough to find the time to make health and fitness a priority.  

Just ask Sarah. This GNC Store Manager and mother of two uses her 

own experience and nutritional expertise to help her customers find  

the healthy life hacks that get them to their goals. Find out more  

about her wellness tips. 
SARAH’S WELLNESS TIPS Set yourself up for success. When you’re setting a goal, make  

sure it’s attainable, especially if you’re just starting out. After you hit 

that first success, you’ll feel encouraged and motivated to continue 

with your progress.
Start with sound nutrition. Whether you want to lose weight, train for 

a race or just feel better, you need to properly fuel your body in order 

to start seeing results. 
Multitask. Try to incorporate your workout into tasks you already have 

scheduled for the day, like spending time with your family. Mommy 

and Me classes with your kids or gym dates with your partner let you 

combine fitness with fun. 

HOW CAN YOU START  SEEING RESULTS?JUST ASK. WE MAKE IT SIMPLE.

Sarah C. / GNC Store Manager Mother and Obstacle Course Runner

WE CAN’T WAIT TO MEET YOU. Bring in your questions to a store near you and meet  
with a GNC associate to get answers today.For more associate stories and helpful nutritional tools,  
visit GNC.com/justask. 

^With a valid sales receipt. In the absence of a sales receipt, an exchange will be offered on GNC brand products based on the lowest price within the last 60 days. No exchange or refund will be offered on non-GNC

brand products without a receipt. Excludes GNC gift cards, Gold Cards, shipping, handling and other charges. See associate for details.

Record: 18

Record: 18

Record: 18

Editorial: FC
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Try Something New

HOW DO YOU ENHANCE 

YOUR ROUTINE?

If you are not 100% satisfied with your GNC product, return  

the unused portion within 30 days for a complete refund*

At GNC, we’re passionate about health and fitness, 

just like you. We understand what it’s like to set 

goals and take on challenges. We’ve learned from 

our own successes and use that knowledge and 

experience to help find the solutions to meet your 

needs. So go ahead—just ask. We make it simple.

Don’t forget—you can save more when you shop 

on base by getting the lowest prices on your 

favorite brand.* Plus, Gold Card members enjoy 

additional discounts.

Tackle your goals today with this special offer 

from us.

WE’RE IN THIS TOGETHER. 

*Compared to off-base GNC stores.

2

THANK YOU FOR YOUR LOYALTY

See You Soon
T hanks

See You Soon
T hanks See you Soon

T hanks
EXCLUSIVE THANK YOU FOR OUR MEMBERS

ANY PURCHASE  

OF $30 OR MORE*

TAKE 
$5 OFF

In-Store Coupon #28359 Valid 1/30/16–2/27/16

See you Soon
T hanks

EXCLUSIVE  SAVINGS FOR OUR MEMBERS

ANY ENERGY OR ENDURANCE 

PURCHASE OF $10 OR MORE*

In-Store Coupon #28381 Valid 1/30/16–2/27/16

TAKE 
$5 OFF

Associate Tips for You

4

5

FAD CHASERS: Sarah

We all want to feel and be our best. But when life gets in the way,  

it can be tough to find the time to make health and fitness a priority.  

Just ask Sarah. This GNC Store Manager and mother of two uses her 

own experience and nutritional expertise to help her customers find  

the healthy life hacks that get them to their goals. Find out more  

about her wellness tips. 

SARAH’S WELLNESS TIPS 

Set yourself up for success. When you’re setting a goal, make  

sure it’s attainable, especially if you’re just starting out. After you hit 

that first success, you’ll feel encouraged and motivated to continue 

with your progress.

Start with sound nutrition. Whether you want to lose weight, train for 

a race or just feel better, you need to properly fuel your body in order 

to start seeing results. 

Multitask. Try to incorporate your workout into tasks you already have 

scheduled for the day, like spending time with your family. Mommy 

and Me classes with your kids or gym dates with your partner let you 

combine fitness with fun. 

HOW CAN YOU START  

SEEING RESULTS?

JUST ASK. WE MAKE IT SIMPLE.

Sarah C. / GNC Store Manager 

Mother and Obstacle Course Runner

WE CAN’T WAIT TO MEET YOU. 

Bring in your questions to a store near you and meet  

with a GNC associate to get answers today.

For more associate stories and helpful nutritional tools,  

visit GNC.com/justask. 

^With a valid sales receip
t. In the absence of a sales rece

ipt, an exchange will be offered on GNC brand products based on the lowest price within the last 60 days. No exchange or refund will be offered on non-GNC

brand products without a receipt. Excludes GNC gift cards, Gold Cards, shipping, handling and other charges. See associate for details.
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Try Something New

HOW DO YOU ENHANCE 

YOUR ROUTINE?

If you are not 100% satisfied with your GNC product, return  

the unused portion within 30 days for a complete refund*

At GNC, we’re passionate about health and fitness, 

just like you. We understand what it’s like to set 

goals and take on challenges. We’ve learned from 

our own successes and use that knowledge and 

experience to help find the solutions to meet your 

needs. So go ahead—just ask. We make it simple.

Don’t forget—you can save more when you shop 

on base by getting the lowest prices on your 

favorite brand.* Plus, Gold Card members enjoy 

additional discounts.

Tackle your goals today with this special offer 

from us.

WE’RE IN THIS TOGETHER. 

*Compared to off-base GNC stores.
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THANK YOU FOR YOUR LOYALTY

See You SoonT hanks

See You SoonT hanks
See you SoonT hanks

EXCLUSIVE THANK YOU FOR OUR MEMBERS

ANY PURCHASE  

OF $30 OR MORE*

TAKE 
$5 OFF

In-Store Coupon #28359 Valid 1/30/16–2/27/16

See you SoonT hanks
EXCLUSIVE  SAVINGS FOR OUR MEMBERS

ANY ENERGY OR ENDURANCE 

PURCHASE OF $10 OR MORE*

In-Store Coupon #28381 Valid 1/30/16–2/27/16

TAKE 
$5 OFF

Associate Tips for You

4

5

FAD CHASERS: Sarah

We all want to feel and be our best. But when life gets in the way,  

it can be tough to find the time to make health and fitness a priority.  

Just ask Sarah. This GNC Store Manager and mother of two uses her 

own experience and nutritional expertise to help her customers find  

the healthy life hacks that get them to their goals. Find out more  

about her wellness tips. 

SARAH’S WELLNESS TIPS 

Set yourself up for success. When you’re setting a goal, make  

sure it’s attainable, especially if you’re just starting out. After you hit 

that first success, you’ll feel encouraged and motivated to continue 

with your progress.

Start with sound nutrition. Whether you want to lose weight, train for 

a race or just feel better, you need to properly fuel your body in order 

to start seeing results. 

Multitask. Try to incorporate your workout into tasks you already have 

scheduled for the day, like spending time with your family. Mommy 

and Me classes with your kids or gym dates with your partner let you 

combine fitness with fun. 

HOW CAN YOU START  

SEEING RESULTS?

JUST ASK. WE MAKE IT SIMPLE.

Sarah C. / GNC Store Manager 

Mother and Obstacle Course Runner

WE CAN’T WAIT TO MEET YOU. 

Bring in your questions to a store near you and meet  

with a GNC associate to get answers today.

For more associate stories and helpful nutritional tools,  

visit GNC.com/justask. 

^With a valid
 sales r

eceipt. In the absence of a sale
s recei

pt, an exchange will be offered on GNC brand products based on the lowest price within the last 6
0 days. No exchange or refund will be offered on non-GNC

brand products without a rece
ipt. Exclu

des GNC gift card
s, Gold Cards, shipping, handling and other charges. See

 associate fo
r details.
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Try Something New

HOW DO YOU ENHANCE 
YOUR ROUTINE?

If you are not 100% satisfied with your GNC product, return  

the unused portion within 30 days for a complete refund*

At GNC, we’re passionate about health and fitness, 

just like you. We understand what it’s like to set 

goals and take on challenges. We’ve learned from 

our own successes and use that knowledge and 

experience to help find the solutions to meet your 

needs. So go ahead—just ask. We make it simple.

Don’t forget—you can save more when you shop 

on base by getting the lowest prices on your 

favorite brand.* Plus, Gold Card members enjoy 

additional discounts.Tackle your goals today with this special offer 

from us.

WE’RE IN THIS TOGETHER. 

*Compared to off-base GNC stores.
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THANK YOU FOR YOUR LOYALTY

See You Soon

T hanks

See You Soon

T hanks

See you Soon

T hanks

EXCLUSIVE THANK YOU FOR OUR MEMBERS

ANY PURCHASE  
OF $30 OR MORE*

TAKE 
$5 OFF

In-Store Coupon #28359 Valid 1/30/16–2/27/16

See you Soon

T hanks

EXCLUSIVE  SAVINGS FOR OUR MEMBERS

ANY ENERGY OR ENDURANCE 

PURCHASE OF $10 OR MORE*In-Store Coupon #28381 Valid 1/30/16–2/27/16

TAKE 
$5 OFF

Associate Tips for You

4

5

FAD CHASERS: Sarah

We all want to feel and be our best. But when life gets in the way,  

it can be tough to find the time to make health and fitness a priority.  

Just ask Sarah. This GNC Store Manager and mother of two uses her 

own experience and nutritional expertise to help her customers find  

the healthy life hacks that get them to their goals. Find out more  

about her wellness tips. SARAH’S WELLNESS TIPS 
Set yourself up for success. When you’re setting a goal, make  

sure it’s attainable, especially if you’re just starting out. After you hit 

that first success, you’ll feel encouraged and motivated to continue 

with your progress.Start with sound nutrition. Whether you want to lose weight, train for 

a race or just feel better, you need to properly fuel your body in order 

to start seeing results. Multitask. Try to incorporate your workout into tasks you already have 

scheduled for the day, like spending time with your family. Mommy 

and Me classes with your kids or gym dates with your partner let you 

combine fitness with fun. 

HOW CAN YOU START  
SEEING RESULTS?

JUST ASK. WE MAKE IT SIMPLE.

Sarah C. / GNC Store Manager 

Mother and Obstacle Course Runner

WE CAN’T WAIT TO MEET YOU. 
Bring in your questions to a store near you and meet  

with a GNC associate to get answers today.

For more associate stories and helpful nutritional tools,  

visit GNC.com/justask. 

^With a valid sales receipt. In the absence of a sales receipt, an exchange will be offered on GNC brand products based on the lowest price within the last 60 days. No exchange or refund will be offered on non-GNC

brand products without a receipt. Excludes GNC gift cards, Gold Cards, shipping, handling and other charges. See associate for details.
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Kate P. / GNC Store Manager
Teaches Dance and Group Fitness
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Sarah C. / GNC Store Manager
Mother and Obstacle Course Runner

February 2016

Just for You

for Staying Healthy

mySOURCE
FAD CHASERS: Sarah

Exclusive Savings

Associate  Tips

HOW CAN YOU START 
SEEING RESULTS?

JUST ASK. WE MAKE IT SIMPLE.

*One-time use only. Cannot be combined with other offers. Exclusions apply. Coupon may not be 
reproduced, copied, purchased, traded or sold. Internet distribution strictly prohibited. Cannot be 
applied to previous purchases, Gold Card membership purchase/renewal, gift cards, shipping or  
sales tax. No cash value. Redeemable in U.S. Void where prohibited, taxed or restricted by law. See 
associate for details. Offer valid at participating GNC stores only. Not valid at GNC.com or GNC 
Rite Aid locations. OFFER VALID THROUGH 2/27/16. COUPON CODE: 28359.
Store Associate: 1) Scan customer’s Gold Card number (in barcode above). 2) Enter items being 
purchased. 3) Total transaction. 4) Enter coupon number. 5) Enter all other coupon numbers,  
if applicable. 6) Press escape. 7) Tender transaction.

*Not valid on energy drinks, GNC Vitapak® Programs or multivitamins. One-time use only. Cannot be 
combined with other offers. Exclusions apply. Coupon may not be reproduced, copied, purchased, 
traded or sold. Internet distribution strictly prohibited. Cannot be applied to previous purchases, 
Gold Card membership purchase/renewal, gift cards, shipping or sales tax. No cash value. Redeemable 
in U.S. Void where prohibited, taxed or restricted by law. See associate for details. Offer valid at 
participating GNC stores only. Not valid at GNC.com or GNC Rite Aid locations. OFFER VALID 
THROUGH 2/27/16. COUPON CODE: 28381.
Store Associate: 1) Scan customer’s Gold Card number (in barcode above). 2) Enter items being 
purchased. 3) Total transaction. 4) Enter coupon number. 5) Enter all other coupon numbers, 
if applicable. 6) Press escape. 7) Tender transaction.
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Save $4.35
GNC Women's Ultra Mega®
Multivitamin Soft Chews
60 ct  #179632
Regular Price $29.99

Member Price $25.64

Prices effective 1/30/2016–2/27/2016 at participating GNC stores and at GNC.com. Pr
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Item1: 179632   Item2:    Item3:

Cross Item#: FC_Energy

TestMarket:  Member

CONVENIENT &
DELICIOUS SOFT CHEWS

GNC Vitamin B-12 Soft Chews are a great addition to your

daily routine and make on-the-go nutrition easy.

Each soft chew features 2500mcg of vitamin B-12, which is

essential for energy production, the metabolism of

carbohydrates and proper red cell structure. It is also a

key nutrient in nerve tissue formation and proper

neurological function. Vitamin B-12 may also play a role in

the maintenance of normal homocysteine levels in the

blood.
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HOW DOES A GOLD CARD
PAY FOR ITSELF?
JUST ASK. WE MAKE IT SIMPLE.

$20 OFF COUPON ON BACK

THE BENEFITS OF MEMBERSHIP ADD UP FAST

•  Discounts up to 50% on every item, every day
•  Exclusive member-only offers and coupons
•  Personalized extras, including health advice, 

tips and information
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2016 ApprovED uSpS 
iNcENtivES to coNSiDEr
eMergiNg & advaNCed teCHNology 
(eNdiNg July 31st)
	 •	 Promotional	testing	oPtion	–	
  sHare results oN a/B test
MoBile sHoPPiNg ProMotioN 
(July 1st – deCeMBer 31st) Qr Code

G N C  B U S I N E S S  R E V I E W
january 2016 & may 2016



A C E  –  C O N N E C T I N G 
C U S T O M E R  E X P E R I E N C E S

1 1 x 1 7  B O O K

A C E  H A R D W A R E
connecting customer media



C V S  R E T A I L  T R E N D S  A N D  S O L U T I O N S

1 1 x 1 7  B O O K

C V S
retail  trends and solutions



U N I V E R S I T Y  O F  D A Y T O N

au gu s t  2 0 0 8  –  may  2 0 1 2



P R O G R E S S I O N  S P R E A D S

Kleenex. Stay calm, Human.

 

Breathe.

 

It’ll be okay. And if it’s not? There’ll be another tissue for that.

To be continued.

Progression Spreads
Written in dramatic form from the perspective of a tissue, 
these spreads show the visual, emotional and literal 
progression of a story page to page. As you turn 
the pages the colors, placements, and typography 
change to enhance the feelings of sadness and excitement. 

dimensions: 14” by 11”

1 4 x 1 1  B O O K
a page turner articulating the 
visual,  literal,  and emotional 
progression of the life 
of a kleenex

P R O G R E S S I O N  S P R E A D S



Inappropriate Gifting
Given a book entitled “Decorative Knitting,” I was inspired to write and design a 
book called “Inappropriate Gifting.” It lists and details presents that should never be 
gifted over the holidays — or ever.

dimensions: 7” by 7”

I N A P P R O P R I A T E  G I F T I N G

Inappropriate Gifting Book

Given a book entitled “Decorative Knitting,” I was inspired
to write and design a book called “Inappropriate Gifting.”
It lists and details presents that should never be gifted 
over the holidays — or ever.

dimensions: 7” by 7”

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.

Inappropriate Gifting
Given a book entitled “Decorative Knitting,” I was inspired to write and design a 
book called “Inappropriate Gifting.” It lists and details presents that should never be 
gifted over the holidays — or ever.

dimensions: 7” by 7”

Inappropriate Gifting
Given a book entitled “Decorative Knitting,” I was inspired to write and design a 
book called “Inappropriate Gifting.” It lists and details presents that should never be 
gifted over the holidays — or ever.

dimensions: 7” by 7”

Inappropriate Gifting Book

Given a book entitled “Decorative Knitting,” I was inspired
to write and design a book called “Inappropriate Gifting.”
It lists and details presents that should never be gifted 
over the holidays — or ever.

dimensions: 7” by 7”

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.

Inappropriate Gifting Book

Given a book entitled “Decorative Knitting,” I was inspired
to write and design a book called “Inappropriate Gifting.”
It lists and details presents that should never be gifted 
over the holidays — or ever.

dimensions: 7” by 7”

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.

7 X 7  B O O K
inspired by “decorative
knitting,” I was challenged
to write a book – and the 
results were laughable.

I N N A P R O P R I A T E  G I F T I N G



I R E L A N D  S T A M P S
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. 8 7 5 X 1  I N D I V I D U A L L Y

1 . 7 5 X 2  A S  A  U N I T

I R E L A N D  S T A M P S



B U R I E D  L E A V E S

6 X 9  B O O K

Buried Leaves Booklet
A compilation of interviews, poetry, fiction, nonfiction, 
Buried Leaves is a part of a series publication.

dimensions: 6”x 9”

Buried Leaves Booklet
A compilation of interviews, poetry, fiction, nonfiction, 
Buried Leaves is a part of a series publication.

dimensions: 6”x 9”

Buried Leaves Booklet
A compilation of interviews, poetry, fiction, nonfiction, 
Buried Leaves is a part of a series publication.

dimensions: 6”x 9”

Buried Leaves Booklet
A compilation of interviews, poetry, fiction, nonfiction, 
Buried Leaves is a part of a series publication.

dimensions: 6”x 9”

B U R I E D  L E A V E S



T H A N K  Y O U

C O N T A C T
sullivan.e.madison@gmail.com

(217) 836 - 0189 

wicker park – chicago, illinois

https://www.linkedin.com/in/
madisonsullivan

https://www.behance.net/
madisonsullivan

mailto:sullivan.e.madison%40gmail.com?subject=
https://www.linkedin.com/in/madisonsullivan
https://www.linkedin.com/in/madisonsullivan
https://www.behance.net/
madisonsullivan
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madisonsullivan

