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Social 2 Year Goals
1. Improve community health outcomes
2. Reduce lead exposure in community
3. Provide neighborhood beautification
4. Potential for crime reduction
5. Potential to build neighborhood pride
6. Provide educational opportunities

• Begin Soil remediation process
• Test efficacy of remediation process
• Estimate depth and time frame of remediation process 
   by extrapolating results beyond two year time frame
• Evaluate efficacy of no-till cultivation method
• Evaluate the cost and effectiveness of growing methods
• Provide a model for private and civic applications
• Establish a business plan for the green business venture
• Educate the public about sustainability and the hidden 
  dangers of previously developed land
• Publish qualitative and quantitative research results

Environmental
1. Reduce exposure of urban youth to lead 
    and other heavy metals
2. Provide low impact remediation of soil
3. Improve soil quality and health
4. Lower surface and air temperatures through 
    shade and evapotranspiration (source EPA) 
5. Provide productive alternative to mowing, 
    reducing or negating fossil fuel use
6. Reduce carbon footprint of land redevelopment
7. Divert millions of cubic yards of contaminated     
    soils from landfill

Economic
1. Reduce or eliminate remediation costs
2. Improve land value
3. Reduce redevelopment costs
4. Reduce city maintenance costs on vacant 
    parcels by reducing need to mow
5. Provide potential entrepreneurial green 
    business opportunities
    • Biofuels
    • Planting and maintenance labor
    • Flower sales

SUSTAINABILITY GOALS:
Triple Bottom 
Line Sustainability

Annual Cycle
(Repeat in Year 2)

Dec. Jan. Feb. Mar.MayApril JulyJune Aug. Sept. Oct. Nov.

TEST
Soil testing will determine 
the level of lead and other 
contaminants prior to 
planting. 

We will use a no-till 
method of planting in 
order to minimize soil
disturbance and build
micro-organisms.

TEST REPEAT
Upon completion of the 
first planting cycle we will 
test the soil once again 
to measure efficacy. 

Once the first sunflower crop is planted 
and harvested, a winter crop will be 
planted to continue soil repair and 
provide compost for next planting.

PbPb

Pb

AsAs Pb
As

Pb Pb

As

PLANT GROW
Sunflower roots can 
extend over 6ft. into 
the ground absorbing 
contaminants into 
the plant.

Harvested sunflowers 
are transported to an 
EPA approved lined 
landfill facility.
*Once soil is remediated, 
seeds may be harvested 
for biofuel.
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AsSunflowers are 
harvested once they 
reach maturity but 
before exposing 
seed to wildlife.
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Urban Strategy
With over 8000 vacant parcels in 
St. Louis we hope to demonstrate 
that the Sunflower+project is a 
viable transitional solution to 
addressing urban vacancy.

Site Plan(ting) Strategy
ALLEY

1378-24 WARREN ST.

Gabion walls filled with loose 
limestone foundation rubble 
mark the historic foundations 
and serve as a reminder of 
the past and hope of a 
redeveloped future.

Educational signage to 
be placed on site.

Existing utility pole

Time lapse camera
documents qualitative 
outcomes.

Paint street with info.
graphic pending approval.

Test beds

A learning lab for soil 
remediation. Please visit us at 

www.sunflower+project.org 
for more information, 
updates and volunteer 

opportunities. 

Sunflower  Project: StL

Not for human 
consumption.

The Sunflower+ Project: StL proposes remediating and making productive, 
vacant previously developed urban lots through the cultivation and planting 
of sunflowers – alternative plantings will also be used to promote the 
remediation process year round. These hyper-accumulators are proven to 
remove lead and other contaminants contained in previously developed 
urban soils. The Sunflower+ Project: StL looks to demonstrate and study 
the viability, affordability, practicality and potential for employing this 
strategy at the urban scale through the use of a single urban lot. Lot 4 
will be used as a learning lab and test site for the implementation of this 
strategy. Over the course of two years we plan to cultivate, plant, and 
harvest 4 crop rotations in total - two of sunflowers and two of winter 
alternatives - with the goal of maximizing and measuring the efficacy 
of the remediation efforts. In addition to serving as soil remediators the 
sunflowers will serve as a neighborhood beautification tool and 
potential income generator.
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Sunflower  Project: StL
Typical remediation removes soil from site. Through 
bioremediation we seek to treat the soil and prevent 
removal or significant excavation. 

Imagine the beauty of flying over fields of sunflowers on approach to 
Lambert knowing they are doing good work. 

Imagine empty weed-filled fields turned ablaze with vibrant  sunflowers 
rustling in the summer breeze knowing they are hard at work.

Remediation Strategies

Conventional (landfill) Bioremediation (on-site)

Up to 500 cubic yards of 
soil can be moved to 
landfill from one typical 
urban residential lot - 
that is 40 truck loads.

Treated soil 
to remain

Clean soil

Contaminated soil 
to be removed

Following remediation, 
a previously developed 
urban site can now be 
treated similarly to a 
greenfield site reducing 
the carbon footprint and 
cost of new development.

8’

3’150’

30’
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InformationTertiary

Contact Information

Legal Information

On each sign panel, the combination of
graphic elements may change. This
information is identified in Section 03: Sign
Typology for each sign type.

A general information number should be
incorporated onto the signage that would
provide information about the organization on
recreational and identification signs.

Regulatory signs should include number for
the Police Command Center to report potential
problems.

Appropriate telephone numbers for each sign
catagory are identified in Section 03: Sign
Typology.

Legal information, if required, should appear
on sign. Legal information should be present
on all recreational signs. This incormation is
identified in Section 03: Sign Typology for all
necessary conditions.

Section 02: Design Standards
Page 2.1

Primary Information

Secondary Information

Primary Message

Secondary Message

Pictograms

DEP Logo

DEP Slogan

The primary message is defined as the
purpose of the sign. It is the most important
information being conveyed and should be the
most visible on the sign.

The secondary message supports information
to the primary message. This could be an
address, hours of operation or corresponding
message or end messages.

On some regulatory and informational
signage, the use of pictograms is used to
support the primary message. Approved
pictograms for use on signage can be seen in
this chapter.

The DEP Logo is the visual indication of land
ownership on signs.

The inclusion of the slogan “Conservation Area
- Water Supply Land” appears on all signs.

On some regulatory signage, the slogan
should be replaced with only “Water Supply
Land”

All messages should be expressed with
consistent language that comply with
applicable laws.

01

02

03

04

05

06

07

Dumping is
Prohibited
$500.00 fine
for violators.

Conservation Area
Water Supply Land

For more information contact (800) 575-LAND
or visit www.nyc.gov/dep

Conservation Area
Water Supply Land

Croton Precinct

DEP
Environmental
Police

Contact (888) H2O-SHED for assistance
to report an emergency.

New York City Department
of Environmental Protection

Graphic Elements

04

01

02

06

03

05

07

05

01

02

04

07
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Pictograms

The pictograms illustrated on this page should
be used in conjunction with the messages
whenever possible on regulatory signs that
express access and activities not related to
recreational access.

While not all pictograms may be used, they
have been developed as options for future
use. Each pictogram can be used in the
positive or negative state as shown to the left
to express access and allowed activities on
the land parcel.

As seen below, using pictograms with primary
text messages help to reinforce the
information and impact as well as aid in
communication with non-english speaking
visitors. Additional examples of sign panels
that incorporate recreational pictograms can
be found in Section 03: Sign Typology.

If additional pictograms are necessary, they
must be reviewed and approved by DEP Land
Management. Electronic vector artwork of
these symbols can be obtained from DEP
Land Management.

Regulatory Pictograms

PERMITPERMIT

Camping Dogs FoodFires

BoatsBikingATV Vehicles Boating

Ice Skating Littering ParkingKite Flying

Swimming Smoking
Trespassing Vehicle Access

Snow ShoeingSledding SkiingDEP Permit Requirred

Handicap Access Arrow

No vehicles
beyond
this point

Conservation Area
Water Supply Land

For more information call (800) 575-LAND
or visit www.nyc.gov/dep

NO
TRESPASSING
Do not enter
this area for
any purpose.
Contact (800) 575-LAND
or visit www.nyc.gov/dep

Pleasantville
Cove Boat
Storage Area
Store registered
boats hull-up in
this area.

Conservation Area
Water Supply Land

For more information contact (800) 575-LAND
or visit www.nyc.gov/dep

Section 02: Design Standards
Page 2.6
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Map Style

Photographs and Renderings

Maps should be used only on Informational
Signage. Consistent line weight, color
palette and consistent representation of
items should be established. Each map
should contain the following information:

- Major roads and Access Points

- Local surroundings and landmarks should
be identified with a clear indication of where
you are located

- Pictograms to establish activities on
recreational units

- Legend identifying all pictograms and
messages

The colors of the map should be in keeping
to the Primary Color Palette. Variations in
intensity of colors can be used to
distinguish areas. All maps will be created
by DEP Land Management.

Photographs or renderings should be used
only on Informational Signage. A consistent
artistic representation of the images should
be established. Photographs can only be
used on informational signage.

The choice of images should have historical
relevance to the location of the sign or
represent the elements found in the natural
environments like structures, vegetation or
wildlife that a visitor would see.

Map Style & Visuals

Section 02: Design Standards
Page 2.7

Recreational Unit
Access Gate

Private Residence with
Hunting Buffer ID

DEP Facility

LEGEND

Permit Holding
Hunting/HikingUnit

Permit Holding
Hiking/Fishing Unit

DEP No Trespassing
Property

DEP Public
Access Property

DEP Forestry
Activities

Privately Owned
Property

DEP Easement
Property

DEC Property

DEP Hiking Trail

Reservoir

Public Roadways
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Major Feature Identification

Identification signage identifies DEP buildings,
water bodies, access points, property
ownership, and all facilities related to water
supply lands.

This sign type should be used to identity all
Reservoirs, Aqueducts, Watershed, Streams,
other natural features, Conservation
Easements or any other feature location that is
not an administrative facility.

Sizes for this sign type include 40” x 30”
(large), 30” x 22 ½”(medium) and 20” x 15”
(small) sign panels.

Recreational Unit Identification
This sign type should be used to identify
Public Access Points, including gates on
recreation units and non-access points. This
sign type can also be used in conjunction with
the Recreational Regulatory Message panel
and bulletin board.

Sizes for this sign type include 30” x 22 ½”
(large) 20” x 15”(medium) and 15” x 11 1/4”
(small) sign panels.

Administrative Facility Identification
This sign type should be used for the
identification of Land Management Offices,
DEP Police Precincts, Forestry/Hay/Maple
Sugar Projects, Land Rehabilitation Efforts and
Boat Storage Area Identification with
welcoming, inviting messages.

This sign type is also used to identify
Watershed Management Buildings, Treatment
Plants, Hazardous Material Identification and
Field Research Locations however, the tone of
the message is more authoritative.

Sizes for this sign type include 40” x
30”(large), 30” x 22 ½”(medium-01) 20” x 15”
(medium-023) and 15” x 11 1/4” (small) sign
panels.

Boundary Identification

These signs should be used for the
identification of private land boundaries and
boundaries at boat basin areas.

Sign Typology OverviewIdentification Signage

Section 03: Sign Typology
Page 3.2

Overview of Identification Signage
Scale: 1/4”=1’

Conservation Area
Water Supply Land

Sheridan
Mountain Unit

For more information contact (800) 575-LAND
or visit www.nyc.gov/dep

Rules and Regulations for Recreational Use
City of New York Water Supply Lands

Conservation Area
Water Supply Land

Sheridan
Mountain Unit

For more information contact (800) 575-LAND
or visit www.nyc.gov/dep

Rules and Regulations for Recreational Use
City of New York Water Supply Lands

Conservation Area
Water Supply Land

Sheridan
Mountain Unit

For more information contact (800) 575-LAND
or visit www.nyc.gov/dep

Rules and Regulations for Recreational UseCity of New York Water Supply Lands

Conservation Area
Water Supply Land

Croton Precinct

DEP
Environmental
Police

New York City Department
of Environmental Protection

Call (888) H2O-SHED for assistance
to report an emergency.

Conservation Area
Water Supply Land

Croton Precinct

DEP
Environmental
Police

New York City Department
of Environmental Protection

Call (888) H2O-SHED for assistance
to report an emergency.

New York City Department
of Environmental Protection

Conservation Area
Water Supply Land

Croton Precinct

DEP
Environmental
Police

Contact (888) H2O-SHED for assistance
to report an emergency

New York City Department
of Environmental Protection

Conservation Area
Water Supply Land

Croton Precinct

DEP
Environmental
Police

Contact (888) H2O-SHED for assistance
to report an emergency

Please respect property
owner rights and
do not trespass

For more information contact (800) 575-LAND
or visit www.nyc.gov/dep

Private
Land Ahead

Conservation Area
Water Supply Land Pleasantville

Cove Boat
Storage Area
Store registered
boats hull-up in
this area.

Conservation Area
Water Supply Land

For more information contact (800) 575-LAND
or visit www.nyc gov/dep

For more information contact 1-800-575 Land
or visit www.nyc.gov/dep

Conservation Area Water Supply Land

Schohaire Reservoir
Watershed

Public Drinking Water Supply Area

Conservation Area Water Supply Land

Schohaire Reservoir
Watershed

For more information contact 1(800) 575-LAND
or visit www.nyc.gov/dep

Public Drinking Water Supply Area

Conservation Area Water Supply Land

Schohaire Reservoir
Watershed

For more information contact 1(800) 575-LAND
or visit www.nyc.gov/dep

Public Drinking Water Supply Area

Major Feature
Identification

Recreational Unit
Identification

Private Land
Boundary Message

Boat Storage Area
Boundary Message

Administrative
Identification
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Major Feature Identification

Section 03: Sign Typology
Page 3.3

Sign Type ID-1.1
Major Feature Identification - Large

General Specifications:

Installation:

Dimensions: 40” x 30”

Sign to be installed with double posts with Post
Option Height 1 (80” above ground).

and areas regulated by the MUTCD,
must be installed with - All other
conditions should be installed with Aluminum or U
Channel posts (specified in Section 04)

gauge
Finish: Pre-painted white aluminum on front and
back surface
Panel Graphics: 2 color silkscreened face to be
stocked as template

Message: Reflective vinyl to be applied pre-
silkscreened panel

On major
roads sign

U Channel Posts.

from 55’ to 80’ by car, boat or foot
Recommended Viewing Distance:

Panel: .080” aluminum

For more information contact 1-800-575 Land
or visit www.nyc.gov/dep

Conservation Area Water Supply Land

Schohaire Reservoir
Watershed

Public Drinking Water Supply Area

For more information contact (800) 575-LAND
or visit www.nyc.gov/dep

Conservation Area Water Supply Land

Dividing Weir
Ashokan Reservoir

For more information contact (800) 575-LAND
or visit www.nyc.gov/dep

Conservation Area Water Supply Land

West Branch
Reservoir

Public Drinking Water Supply Area

For more information contact (800) 575-LAND
or visit www.nyc.gov/dep

Conservation Area Water Supply Land

Schohaire Reservoir
Watershed

Public Drinking Water Supply Area

Elevation View
Scale 1/4”=1”

Alternative Message LayoutsPanel Layout Details
Scale: 1 ½” = 1’

Conservation Area Water Supply Land

Identification Signage

40”

Equal

3”
cap

1” cap

3
3

/1
6

”

7/8”

3”
cap

1
”

2”

1 3/4”

1 1/8” cap

23/32”

2 ½”
logo

Equal

Equal

3
5

/1
6

”

3
0

”

½”

4
1

/4
”

4
1

3
/1

6
”

Align Center

Equal

1 5/8”
cap

DEP Slogan:
Silkscreened to match
DEP Blue (MP 13471)

Band:
Silkscreened to match
DEP Light Green (MP 11862)

Footer:
Silkscreened to match
DEP Light Green (MP 11862)

DEP Logo:
Silkscreened to match
DEP Blue (MP 13471)

Background:
Silkscreened to match
DEP Blue (MP 13471)

Primary/Secondary Message,
Contact Information:
3M Scotchal Graphic
Reflective White Vinyl

Header:
Exposed White
Painted Aluminum
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Recreational Pictograms

The following pictograms are to be used in
conjunction with the messages whenever
possible at Recreational Access points.

While not all pictograms may be used, they
have been developed as options for future
use.

As seen below, the pictograms are used in
conjunction with primary text messages to
reinforce the information content. Each
pictogram can be used in the positive or
negative state as shown to the left to express
access and allowed activites on the land
parcel. Additional examples of sign panels that
incorporate recreational pictograms can be
found in Section 03: Sign Typology.

If additional pictograms are necessary, they
must be reviewed and approved by DEP Land
Management. Electronic vector artwork of
these symbols can be obtained from DEP
Land Management.

Recreational Pictograms

Section 02: Design Standards
Page 2.5

Fishing

Hiking

Hunting - Option 01

Bow Hunting

Hunting - Option 02

Recreation
by Permit
Entry for other
purposes prohibited.
For more information contact (800) 575-LAND
or visit www.nyc.gov/dep

Conservation Area
Water Supply Land

Rules and Regulations for Recreational Use
City of New York Water Supply Lands

Stargazer Identity, Signage,Website and Print Design

Citibank Interior Signage

Xplane Various Visualizations from Consulting Projects

INSTRUCTOR

OFFICE INSTRUCTOR

OFFICE INSTRUCTOR

OFFICE

NEW PROJECTS

PASS RATE

TURNOVER

IT OFFICE

IT OFFICE

COMPUTER LAB

COMPUTER LAB

COMPUTER LAB

COMPUTER LAB

PROGRAM

DIRECTOR
PROGRAM

DIRECTOR

INSTRUCTOR

OFFICE INSTRUCTOR

OFFICE

IT OFFICE

IT OFFICE

IT OFFICE

COMPUTER LAB

COMPUTER LAB

COMPUTER LAB

COMPUTER LAB

PROGRAM

DIRECTOR
PROGRAM

DIRECTOR

TURNOVER

PASS RATE

NEW PROJECTS

NEW
INSTRUCTOR

CLASSROOM A

CLASSROOM A

CLASSROOM B

CLASSROOM B

CLASSROOM A

CLASSROOM A

CLASSROOM B

CLASSROOM B

ABSENT STUDENT 

ABSENT STUDENT 

ELSEVIERSUPPORT

 

STUDENT

The Evolve Learning System provides you 

with powerful online productivity tools for 

content creation, communication, testing, 

reporting, user management, and much 

more! Evolve Online Courses are robust 

collections of pedagogically-sound content 

developed by experts in their field. Lesson-

based modules are engaging, interactive,  

and complement the classroom experience. 

Evolve Resources such as test banks, image 

collections, and slide shows accompany most 

Elsevier health science textbooks and provide 

another way to facilitate interest in your 

course and help ease the transition to online 

education. In addition, Elsevier provides the 

support needed to manage your online 

course successfully. To learn more about 

how Evolve can work for you, contact  

your Elsevier sales representative.

  Faculty: 800.222.9570
 Student: 800.401.9962

http://evolve.elsevier.com

ELSEVIER CAN HELP 
YOU GET STARTED
http://evolve.elsevier.com

REGISTERTEACH

In addition to traditional teaching demands and paperwork, today's 
instructor is challenged with the balancing act of managing a full course 
load, keeping students engaged, and designing curricula for a variety of 
learning styles. Many educational institutions are also mandating the use 
of online course offerings to remain competitive and increase enrollments. 
Resources are limited, time is short, and the learning curve can be steep. 
The scene pictured below depicts this painful dilemma.

INFORMATIONTECH
N

O
L
O
G
Y

IN
STRUCTOR

SET-UP

My paper is 
late again …

Elsevier 
support

Can you show me 
how the discussion 
board works?

Can you help me 
load this course?

I forgot my 
password …

Just click 
through the 
wizard.

How do I  
get started?

Give an online 
assignment.Create an online forum 

for participation points.

Put a test online.

Why did I 
get a "C"?

Is your online 
course ready yet?

I just have six 
questions …

I have 30 tests 
to grade!

Can you put  
my test online?

Where is 
everybody!?

Can you set up 
a chat room?

STUDENTSWelcome to the team. 
You've got two weeks 
to get started.

That sure isn't  
much time!

Can you create my 
online course?

I can't 
visualize it…

?

?
?

?

?

I read this 
last night…Is this 

online?

I'll have to miss 
class today.

Your online course is 
amazing! Great job!

All the exam 
grades are in…

Submitting papers 
online is much faster!

Another "A"! 
That pre-test 
really helped!

These visuals 
are so helpful.

Now I get it.

This investment is 
really paying off!

I can stay caught 
up…even from home.

There are two weeks 
before classes start…

No problem! My online 
course is ready.

Thanks for all 
your help!

NEW
INSTRUCTOR

I'll just send 
an email…

See how the…

Joe spent an hour 
online last night!

Go to the lab tonight 
and review the 
animation on B cells.

Cool! I can look 
this over later.

Can I see that 
animation again?

… results in trillions 
of B cells with unique 
antigen receptors.

 B- cells?

Client D
ata

Prospects

Prospects

Data

Consumer

Business

D
A
T
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Knowledge
Marketin
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Sales
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Sales Budget
Sales

Budget

Powerful Tools. Powerful Results. Through Donnelley Marketing.
Data in multiple formats and from various sources challenges businesses and  
compromises effective marketing. Donnelley Marketing is uniquely positioned 
to solve these problems, offering a complete set of services that meet the 
needs of the marketer and the end consumer.

I'm too busy to pull 
that segment!

Ineffective 
Marketing:
With spotty data and no 
visibility into customers’ 
preferences, AcmeCorp’s 
marketing falls flat.

2

The Result:
Marketing the right offer, to the 
right customer, at the right time, 
continues to be a challenge.

3

AcmeCorp

AcmeCorp

Donnelley Marketing

IT Director:

Our customer database 
is out of date!

VP of Marketing:

Half of my customers have 
no valid email address!

Marketing Director:

These mailings go out 
tomorrow and I still don’t 
have the info I need!

We could have used 
this six months ago.

Why can't we get 
data processing and 
data in one place?

Marketing Technician:

Procurement Mgr.

These people moved 
six months ago!

We’ve got our 
materials ready 
ahead of schedule!

All my data  
is right here!

Having one vendor 
is more efficient!

We're much 
more secure!

CAN SOMEONE 
EXPLAIN THIS?

We've supercharged 
our marketing!  

Data Issues:
Data snafu: AcmeCorp's data is isolated and stored in many different formats. 
There's no method to organize, enhance, update, or access the data. 
AcmeCorp's IT department must use their resources for other business 
requirements. AcmeCorp begins to lose market share as sales decline.

1

The Old Way

Data Enhancement:
Clients send data to Donnelley Marketing. 
This is combined with Donnelley 
Marketing’s array of highly accurate and 
recent business and consumer lists.

1

Marketing Database Platform:
Optimized data is now available from 
a single source. Counts, queries, pulls, 
and "What if’s" can be executed 
quickly and easily.

3

Processing:
Data is processed in various 
stages to eliminate duplicates, 
then organized, and optimized.

2
The Donnelley 
Marketing Method

Standardize

Clean

Suppress

Flag

Enhance

Modeling

Call
Center

CEO

CEO

Printer

Email
Vendor

( YesMail )

Merge Purge

Analytics:
Reporting, tracking
and analysis is delivered
to AcmeCorp to create 
their targeted
marketing strategy.

4

Execution:
Messaging now reaches more 
consumers and businesses who 

are more receptive to the 
message.

5

Result:
Sales are up and marketing 
budgets are no longer  
a shot in the dark.

6

We can use this!

Wow - this is 
something I need!

DATAPROCESSING

All products and services can be used separately or in most any combination with one another.©2005 XPLANE.com®

Original and expert compiler of 
consumer and business information, 
second to none in accuracy, recency 
and coverage producing optimal 
targeting results for customer 
acquisition and retention marketing. 

Marketing Information 
Databases

Full suite of file cleansing (address 
updating), data enhancement, data 
suppression, merge purge and unique 
ID assignment services to ensure the 
highest deliverability possible. 

Direct Marketing 
Processing Services

Comprehensive array of 
segmentation, database, analytic 
and data transmission tools to build 
customer business intelligence. 

Database 
Marketing Solutions

Full complement of email  
marketing services that include 
campaign deployment, email 
appends and management for B2C 
and B2B programs. 

Email 
Marketing Services

Sales are up!G:
WING

CIO

CIO

CIO $$$

CLOSED

TRAINING DEPT

WELCOME

OLD
PBX

IP
VPN

PBX

COSTS
Our C

osts

VoIP 

SERVER ROOM

CIO

CISCO

AVAYA
NORTEL

PBX

LD

ILITY

 REPLACE CO. 
CALL CENTER

CALL CENTERSERVER ROOM
PRODUCTIVITY

UPGRADESCOSTS
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CIO

What are
my options?!

How can we reduce 
costs without 
disturbing operations?

When will we have an 
integrated system that 
supports all these 
great tools?

Another upgrade 
to this old box?

The gradual migration to VoIP 
allows us to work on other 
projects simultaneously and 
avoid the risk of a flash cut.

We should IP enable all 
our existing PBXs…

This will be 
an installation 
breeze!

These Ethernet 
upgrades are going 
to take forever and 
cost a fortune!

How does 
this work?

Oh no! The new IP 
blades don’t allow PBXs 
from different vendors 
to communicate.

WHAT...there’s more?!

Try this!

You need 
THIS!

LONG TERM
YEAR 1: YEAR 2: YEAR 3:

We chose net.com’s 
Viable VoIP™ approach 

for our worldwide 
implementation.

We’ve avoided unnecessary 
purchases and reduced 
communication costs with 
the regional offices!

We can start testing 
some new phone 
products for our users.

The SHOUT VMA system fits 
within our budget and long term 
goals and has not disrupted 
operations!

This way we can use 
best of breed products 
and applications!

SHOUT VMA provides security 
while supporting any-to-any 
connectivity between our 
existing equipment…and with 
no downtime!

NOW  I see the value 
of VoIP converged 
applications; I’m so 
much more efficient!

What do you mean 
we installed another 
proprietary system? 
How can we grow 
from here?!

We should rip 
and replace the 
whole system!

Don’t forget 
about us...

All of my voice 
features still work!

Wow! VoIP is saving 
us lots of money…

…and our 
network is 
secure!

What a mess!

Karen from Replace Co. 
told me that nothing 
works with their new 
voice infrastructure.

net.com SHOUT™ VoIP Migration Appliance: A smooth transition to voice and data integration.

IT DIRECTOR

IT DIRECTOR

IS MGR

DATACOM
MGR

DATACOM
MGR

USER

TELECOM
MGR

Managers of large, multi-national voice networks are driven by the need to embrace the cost savings and productivity benefits that are 
promised by Voice Over IP. In turn, convergence with data networks and applications remains the ultimate goal. But while the goals may 
be simple, the path may not be; especially when incumbent vendors do not have the most practical solutions at hand.

SHOUT VMA complements existing PBX installations by offering complete connectivity to public 
and private IP and VoIP network services. Comprehensive security features encrypt call signaling 
and transport, authenticate endpoints and guarantee platform survivability. As the first installment 
of net.com’s VolP for the Enterprise solution, SHOUT VMA preserves existing voice features and 
business practices while easing the introduction of iPBX platforms and VoIP applications. It’s an 
approach that we call Viable VoIP™.

net.com’s SHOUT™ VMA offers the most viable and secure path to VoIP.
In voice-dependent businesses, upgrades to VoIP are fraught with risk. Significant concerns 
exist over equipment inter-operability, feature transparency, user disruption, capital outlay, 
maintenance costs and security threats. These concerns must be managed, and yet future 
flexibility should also be assured. A viable solution will protect existing assets, support a full 
range of network services, continue current voice practices and act as the foundation for a 
completely converged business and communications environment.

What should a VoIP upgrade solution promise?

IP Enable Existing PBXs

Rip and Replace

net.com SHOUT™ VoIP Migration Appliance

TELECOM
MGR

IS MGR

VENDORS

NORTEL

CISCO

AVAYA

Their solution is 
non-proprietary...

VENDORS

• Upgrade paths for diverse PBXs 
are not complementary

• Features can be lost, inter-operability
cannot be guaranteed

• Hidden or high costs for software
upgrades and IP phones

• Restricted access to a broad range 
of IP network services

• Convoluted path to a limited future

• Existing assets might not be 
fully depreciated

• Old applications not compatible 
with new infrastructure

• Vendor-compliant applications 
not necessarily best of breed

• Non-standard protocols lead 
to compatibility concerns

• Significant costs for router, LAN,
WAN and cabling upgrades

COMMUNICATIONS
MANAGER

BOARD OF
DIRECTORS

CIO

INTERNATIONAL   
OFFICE

TDM TIE-LINE TDM TIE-LINE

Get one for your office: www.net.com/v4e/vma_poster

REGIONAL OFFICE

Design + Research + Strategy

Enrique Von Rohr



My Life Thus Far

Mexico Northeast St. Louis New York St. Louis Always Evolving...
Spain

Designer
Researcher
Educator
Collaborator
Strategist
Tinkerer

Change is constant. My practice 
and outlook on design and what 
I do is in constant flux, adapting 
and adjusting to the contexts and 
people I design for. 

Graphic Designer



Designer | Highly qualified designer passionate about 
using design process to inform product, market, and 
business fit solutions. Inspired by design and innovation 
best practices that deliver a competitive edge. Able to 
visualize complex data, implement design research, 
conduct user testing, and design ethnography in order  
to understand target audiences. Motivated to advance 
visual and strategic design methods in sectors from  
health to education. Equally adept as a lead creative or 
individual contributor. 

Educator | Experienced educator of design thinking, 
interaction design, experience design, design process, 
and visual skills for students of all ages and backgrounds.  
Passionate about leading human-centered design 
workshops, focused brainstorming, synthesis exercises, 
and design facilitation strategies to solve complex 
challenges. Able to develop educational initiatives, 
learning modules, and curricula for diverse audiences from 
university students to professionals.

Collaborator | Passionate about leading cross-disciplinary 
teams to solve wicked challenges and deliver exceptional 
user-centered solutions. Trusted advisor and collaborator 
in areas of design, management, technology, research, 
entrepreneurship, and education. Skilled public speaker 
and networker in multiple contexts and across cultures. 
Proven ability to write and budget proposals that secure 
funding and support large-scale collaborative initiatives.

{
I am a design leader that guides 
organizations and teams in designing 
usable, useful, and desirable experiences 
and products for people. I have a 
strong foundation in human-centered 
methodologies, design fundamentals, 
strategy, and collaboration.



Design Projects

{



Buying Health Care Insurance: 
A White-Label Strategy & System

The challenge was to redesign an online health care 

insurance shopping and purchasing experience. Our 

client, a white-label platform for leading HMOs, needed 

to understand buyer motivations, pain points, behaviors, 

priorities, and influencer in order to design a strategy 

and modern visual system. Research of consumers in 

various sectors led to a comprehensive insight report, 

development of personas, a journey map, and a service 

blueprint.  These artifacts informed the design of a user 

interface design that was customizable to various HMO 

brands while providing a clear and structured buying 

experience for consumers. 
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Card Sort Data: Designers

Instructions provided to subjects:
Step 1: Arrange words in proximity to “Me” 
based on how often you do that type of activity 
in your job. The closer to “Me”  the more you do 
that type of activity in your job. (5 min)  
Step 2: On a scale of 0–10 how well do you think 
you support change through these activities. 
(5 min) There are two blank cards if there are 
additional things you do that you feel are 
important to include.

Overview

Figure 20 layers all 6 subjects’ card sort exercises on top of each 
other. A filter was applied to each in order to see as many of the 
words as possible, as well as to identify density and proximity 
to “Me.” In addition, the top 3 words identified in Figure 16 were 
layered in to help explore any related trends. To build this map, 
subjects were asked to place each word in proximity to “Me” 
based on how often they did that type of work in their jobs. In 
doing so, a baseline of common job activities were identified for 
each of the subject types. 

Figure 20. Composite of 6 designers’ card sort results. The visualization layered 6 health care 
designers’ card sort exercises onto one image and identified the top words from Figure 16 
with the corresponding color. Author’s image.

Design 
Process

Management 
Process

Transformational 
Change

LEGEND
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Card Sort Data: Managers

Instructions provided to subjects:
Step 1: Arrange words in proximity to “Me” 
based on how often you do that type of activity 
in your job. The closer to “Me”  the more you do 
that type of activity in your job. (5 min)  
Step 2: On a scale of 0–10 how well do you think 
you support change through these activities. 
(5 min) There are two blank cards if there are 
additional things you do that you feel are 
important to include.

Overview

Figure 21 layers the 6 manager subjects’ card sort exercises onto 
each other. A filter was applied to each in order to see as many of 
the words as possible, as well as to identify density and proximity 
to “Me.” In addition, the top 3 words identified in Figure 16 were 
layered in to help explore any related trends. To build this map, 
subjects were asked to place each word in proximity to “Me” 
based on how often they did that type of work in their jobs. In 
doing so, a baseline of common job activities were identified for 
each of the subject types. 

Figure 21. Composite of 6 managers’ card sort results. The visualization layers 6 health 
care managers’ card sort exercises onto one image and identified the top words from 
Figure 16 with the corresponding color. Author’s image.

Design 
Process

Management 
Process

Transformational 
Change

LEGEND

The visualization layered six health care designers’ card sort  
exercises onto one image and identified the top words from  
within the corresponding color.

The visualization layered six health care managers’ card sort  
exercises onto one image and identified the top words from  
within the corresponding color.

Health Care: A Strategy for 
Supporting Change

Health Care: A Strategy for Supporting Change was a 

project that led to the development of MergeCare, an 

approach for facilitating the adoption and integration 

of human-centered design methods with existing six 

sigma process improvement tools in order to support 

change activity during new initiatives. Ethnographic 

research, focused interviews, prototype development, 

and testing were conducted over a 10-week period. 

Interview participants included managers and designers 

within two health care companies that provided insights 

into the culture of the organizations, how they manage 

change and innovation, and what they believe might 

support future initiatives. Common strengths were 
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Health Care
Designers

(MArch, ID, GD)

Health Care
Managers

(MD, MBA, MHA)

Transformational
Change

Six 
Sigma

Lean
Six Sigma

TQM

Design
Thinking

Human-
Centered  

Design

Design
Management

People
&

Process

People
&

People

People
&

Buildings

Bucolo, Wrigley, & Matthews (2012)
Caixeta & Fabricio (2013)

Grunden & Hagood (2012)

Lockwood (2009)
IDEO (2009)

LUMA Institute (2015)
Jones (2013)

Caixeta & Fabricio (2013)

Research Space

Institutional
Health Care

Sector

The research space was defined as the intersection of health care 
designers, health care managers, transformational change, and 
institutional health care. Figure 9 identifies relevant literature and 
associated concepts.  

Figure 9. Research space. Identifies three areas of  
investigation and  literature relevance. Author’s image.

Balogun & Hailey (2014)
Miller (2012)
Smaltz, Sambamurthy,  

& Agarwal (2006)
Schroeder, Linderman, 

Liedtke, & Choo (2008)

Schroeder, Linderman, 
Liedtke, & Choo (2008)

Go Lean Six Sigma (2012)

Dubberly (2008)
Parameswaran, Raijmakers (2010)

Johansson-Sköldberg, Woodilla, & Çetinkaya (2013)
Stickdorn & Scneider (2012)

Martin (2009)

Berry (2004)
Berry & Seltman (2008) 
Bohmer (2009)
Christensen (2008)
Jones (2013) 
Lamb, Zimring, Chuzi 
   & Dutcher (2010)
Watkins, Kobelja, Peavey, 

Thomas, & Lyon, (2011). 

Types of interactions that impact change

Outside of Research Space

Health Care
Innovation
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Graphic 
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Arch & 
Interior 

Designers

UX/IxD

Health 
Care 

Consumer
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Health 
Care Clinical
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Prototype Development and Testing

Define

Define

Define

Table 30. Steps in the two methods selected for prototype testing.

Table 31. Prototype test group 1 and 2 results.

Empathize Ideate

TestIdeate

Measure

Measure Analyze

Test/ 
Analyze

Empathize
(Deep Dive)

Empathize

Prototype

Prototype

Analyze Sustain/
Measure

Define Improve

Improve Control

Table 30 illustrates the two methods 
being explored in the prototype. Two 
directions emerged during testing, 
illustrated in Figures 42–61. The two 
subjects for group 1 noted the need for 
what they referred to as a “deep dive” 
empathize step, which would follow 
directly after the first empathize step 
in order to arrive at a clearly-defined 
problem. While there were a few 
instances when Six Sigma or Human-
Centered Design steps were sequential, 
overall the steps did seem to represent 
an equitable mix of the two methods 
for both groups. One unique word 
emerged, “sustain,” which was placed at 
the very end of the process.  

Test group 2 included four subjects, 
most of whom had received HCD 
training. The sequence of steps for 
this group seemed to separate the 
Six Sigma and the HCD steps into 
two large sets. Subjects also noted 
that they would cycle back from the 
improve step to the ideate step in the 
process in order to refine the solution. 

ImproveMeasure ControlAnalyzeSix
Sigma 

Prototype 
Test Group 1 
Results

Prototype 
Test Group 2 
Results

Empathize Prototype TestIdeateHuman-
Centered 
Design

Human–Centered 
Design

Same step in 
both methods

Step from each 
method

New step and step 
from Six Sigma

Six Sigma

LEGEND

Concept Testing Findings
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Overview: Tools

A selection of 30 tool cards were 
created from the two methods. The 
human-centered design method 
cards were adopted from various 
published cards, most notably 
from IDEO (IDEO, 2003). The Six 
Sigma cards were developed from 
one published sources; however, 
there are many more on the market 
(MoreSteam, 2015).

The intent was to identify a 
sufficiently large selection of tools 
used in the two methods to explore 
how they might work together as 
one meta–method. 

A review of the tools in each 
method suggested that HCD 
focused on emotional factors (or 
the human side of situations), 
while Six Sigma focused on 
measuring a data component of a 
particular situation.

Tools used in Human-Centered Design Tools used in Six Sigma

Flow Analysis

HOW: Show flow of 
information or activity 
through phases of a system 
or process.

WHY: Identify bottlenecks 
and opportunity for 
functional alternatives. 

Cognitive Task Analysis

HOW: List and summarize all 
of a user’s sensory inputs, 
decision points, and actions.

WHY: Understand users’ 
perceptual, attentional, and 
informational needs and to 
identify bottlenecks where 
errors may occur.  

Character Profiles

HOW: Observe real 
people, develop character 
archetypes, and details of 
their behavior or lifestyle. 

WHY: Brings a typical 
customer to life and 
communicates the value of 
concepts to various groups.

Affinity Diagrams

HOW: Group elements 
according to intuitive 
relationships such as 
similarity, dependence or 
proximity. 

WHY: Identity connections 
between issues to reveal 
innovation opportunity. 

A Day in the Life

HOW: Catalog the activities 
and context that users 
experience throughout an 
entire day.

WHY: Reveal unanticipated 
issues inherent in the 
routines and circumstances 
people experience daily.

Still-Photo Survey

HOW: Follow a planned 
shooting script and capture 
pictures of specific objects 
and activities.

WHY: Use visual evidence 
to uncover patterns of 
behavior and perceptions 
and help inspire ideas.  

Shadowing

HOW: Tag along with people 
to observe and understand 
day-to-day routines, 
interactions and contexts.

WHY: Reveal opportunities 
and show how a product 
might affect or complement 
users’ behavior. 

Behavioral Mapping

HOW: Track position and 
movement of people within 
a space over time. 

WHY: Record path and traffic 
patter to define zones of 
different spatial behaviors. 

Value-added Flow Chart

HOW: List all steps in a 
process from beginning 
to end with time for each 
step. Move value-added to 
left and non-value-added to 
right and total.

WHY: Chart is effective at 
showing current state and 
improvements resulting 
from projects.

Process Flow Chart

HOW: Chart the steps in a 
process from beginning to 
end defining the activities, 
decisions, delay, and 
documents.

WHY: Clarify the process, 
identify non-value-
added operations, 
facilitate teamwork and 
communication and keeps 
all on same page.

Trend Chart

HOW: Chart data over time 
on a horizontal axis and 
the rate of growth on the 
vertical axis. 

WHY: Displaying data 
over time increases 
understanding of the real 
performance of a process, 
particularly with regard to 
an established target or 
goal.

Pareto Chart

HOW: Collect data and 
chart on graph showing the 
defects on your horizontal 
axis against the frequency 
vertically. 

WHY: Shows relative 
frequency of defects in 
rank in order to prioritize 
a process improvement 
activity.

Fishbone Diagram

HOW: Diagram contributing 
root causes of a problem. 
Lay out in the form of a 
fishbone with cause on left 
and effect on right. List 
cause in form of fishbone 
and continue labeling.  

WHY: Visually tool for whole 
team to see problem in a 
system thinking approach 
as well as help prioritize 
corrective actions.

Regression Analysis

HOW: Plot relationship 
between two variables on 
graph, such as a door seal 
gaps size versus the door 
closing effort. 

WHY: Helps to identity 
causal relationships 
between to actions or 
activities. 

Corrective Action Matrix

HOW: Create a chart with 
reference number, actions, 
champion, target date, 
effectiveness and current 
status. 

WHY: Helps problem-solving 
teams to keep track of who 
is doing what - by when in 
order to reach a project full 
implementation.

Control Plan

HOW: Create a chart with 
each process and list critical 
quality  characteristics 
for each that are being 
measured. 

WHY: Coordinates future 
and ongoing process activity 
in order to determine if 
removal or new actions need 
to be taken.

Logical and  
Data-Driven Process

Intuitive and  
Empathy-Driven Process

Figure 39. Methods cards. Examples of method cards from Human-
Centered Design and Six Sigma. Author’s Image.

Is there a middle ground?
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Figure 55. Subjects exploring situation. One subject exploring 
the relationship of images prior to posting on the board. 
Author’s image. 

Figure 57. Subject explaining step 1. Subject is explaining to 
colleagues various factors that he believes are an issue for the 
patient. Author’s image. 

Figure 59. Subjects building step 2. Subjects continue to 
identify the steps and tools that would help solve the 
challenge identified in step 1. Author’s image. 

Figure 61. Final map of steps and tools. Subjects complete the 
steps and match tools they associate with each step.  
Author’s image. 

Figure 54. Subjects discussing challenge. Subjects discussing 
the challenge as they build the visual map. Author’s image. 

Figure 56. Subjects considering steps and tools. Subjects begin 
to explore step 2 of the prototype. Author’s image. 

Figure 58. Subjects considering steps and tools. Subjects begin 
to explore step 2 of the prototype. Author’s image. 

Figure 60. Subjects building step 2 detail. Subject debates 
various tools for accomplishing the steps as she moves items 
around the board. Author’s image. 
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Card Sort Synthesis: Amount vs. Ability

VisualizeSynthesizeIterate Implement

Communicate Clarify

Evaluate ConnectTranslateTranslate

Unique to 
Health Care 
Designers

Unique to 
Health Care 
Managers

PlayDraw

Balance Structure

FosterDetermine

Budget

Play Draw

UnderstandPlan Communicate

Amount: Average location of activity relative to “Me.”

Farther = Less activity Closer = Mote Activity Less Support More Support

Ability: Average reporting on how well subjects supported change.

Insights

Figure 24 illustrates a couple 
of interesting relationships 
between amount of activity 
and ability. Communicate and 
translate are activities that both 
designers and managers do 
more often in their jobs. These 
words also get high marks for 
supporting change. 

At the opposite end, play and 
draw are done the least and do 
not support change well. Iterate 
was the only word designers and 
managers both do more often; 
however, it was not an activity 
they believed supported change. 

On average, subjects illustrated 
that these activities were done 
the least amount in their jobs. 

On average, subjects illustrated 
that these activities were done 
the most amount in their jobs. 

On average, subjects reported 
being able to support change the 
least through these activities.

On average, subjects reported 
being able to support change the 
most through these activities. 
Two words were unique to each 
subject type. 

Figure 24. Synthesis of card sort relationship of amount and ability. The illustration 
represents the amount of time subjects spend on an activity in their jobs and their ability 
to make a connection between activities. Author’s image.
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Process

Management 
Process

Transformational 
Change
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Phase 1: Evaluate

Context Empathize

Imagining the Future Experiencing the ChangePlanning the Direction

TestCulture Steps/Tools EncourageOpportunity Journey Reflect

Phase 2: Understand

Who: Primarily senior leadership and middle management.
Why: In order to affect change, senior leaders need to 
champion prioritizing an initiative. Including middle 
management encourages alignment of the strategy as 
teams are formed and refined.

Phase 3: Implement

CIO DMCFO MHACEO

Who: Middle management, front-line staff along and  
senior leadership.
Why: In this phase, teams work to understand a challenge 
and envision the path to a solution. Stakeholders at the 
table lend knowledge as well as overall buy-in and support. 

Who: Primarily front-line staff and lead project managers.
Why: At this phase the project is being implemented and 
various methods are being tested. Adoption of new methods 
and processes will be critical at this stage in the process. 

MHA PMPMRA DM DMENGRN HEAD-RNHEAD-RN RN RN RNCIO

Figure 66. MergeCare strategic approach phases. Graphic representation 
of the three phases and associated steps. Author’s image. 

Re-Evaluate
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b
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Knowledge Center (website)

The phases are supported by a Knowledge Center website designed specifically for each health care 
organization. Websites are built as part of consulting engagements and include resources and tools 
for the organization to continue building their culture of change and innovation as projects develop. 

identified in both target audiences, such as people’s 

ability to translate, communicate, iterate, and synthesize 

while managing projects. The organizations also have a 

strong culture of inquiry and participants demonstrated 

the desire to adopt new methods that would improve 

their work and support clients. The project identified 

that the heterogeneous systems and human factors 

within health care contribute to a need for integrating 

new approaches and methods into existing processes. 

While the project focused on health care, the MergeCare 

approach can be used to address many complex systems 

in which change is needed and teams need to innovate 

around products and services.

Book pages documenting the process, finding, infographics  
visualizing data, and final recommendations process diagram. 
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Phase 1: Evaluate

What needs to happen? 

Phase 1 is comprised of clarifying the 
organizations context, culture, and 
opportunities in order to target a change 
initiative. Context looks at how the 
organization supports change and if there 
are existing formal or informal structures – 
or even individuals – that champion change 
methods and initiatives. Culture looks at 
how receptive team members are to change, 
how they currently implement changes, 
and how often they adopt new tools or 
even use work-arounds to solve challenges. 
Understanding the culture is critical to 
identifying an opportunity for implementing 
a change initiative. Looking for activity within 
which to test ideas and gain adoption are 
critical to impacting the overall culture of 
the organization, especially when there are 
roadblocks to change. 

How it can happen?

Designers and managers start with an 
evaluation map. Senior leadership and middle 
management build this diagram through 
a collaborative process. In order to retain 
continuity, team members from this phase 
will need to carry over to Phase 2.

What are the measures of success?

The goal is to identify a high or low presence 
of support for change activity in the 
context and culture of the organization. The 
opportunity goal is to identify the best areas 
for implementing change activity. By ranking 
projects from high to low, leaders, mangers, 
and designers can visually see connections 
in order to prioritize where to invest in 
change activity. 

Participants use post-it notes to 
place ideas on the map.

Figure 79. Phase 1 evaluate. Overview of phase 1 of the strategic 
approach. Author’s image. 
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As part of the planning process the manager 
or designer should select a large number of 
photographs and icons and cut them out in 
advance. These can be very general in nature, 
but might also contain images relevant to 
the area of challenge. These visual stimulate 
team members to think more broadly about 
the challenges that might be affecting the 
individual or group of individuals they are 
tasked with addressing.

The Empathy Map allows participants to 
fully visualize a challenge. It starts with 
placing an image of the person for whom the 
team is solving the challenge in the middle. 
Often in health care systems the challenge 
involves a person and their role within the 
place they work, the products they use, and 
the processes they are involved with. For 

Examples of images that may be offered to 
participants for visualizing the Empathy Map.

example, the target individual may be a nurse 
that is experiencing a particular situation 
in his or her area. It is important for team 
members to describe what the person is 
thinking and feeling in order to gain greater 
understanding of potential challenges not 
always immediately evident. These two 
areas are critical to a Human-Centered 
Design approach. Visualizing the person in 
proximity to the place, product, and process 
will help clarify the problem and allow teams 
to empathize with the person through the 
relationship of ideas. 

B. Empathy Map

Phase 2: Understand

Figure 83. Phase 2 understand. Illustration of the parts included 
in for the empathy map of phase 2. Author’s image. 

Figure 84. Photographic images. Royalty-free stock 
photography purchased at https://us.fotolia.com.
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Analyze Defi ne

ImproveTest ControlEmpathize Ideate

MeasurePrototype

A Day in the Life

HOW: Catalog the activities 
and context that users 
experience throughout an 
entire day.

WHY: Reveal unanticipated 
issues inherent in the 
routines and circumstances 
people experience daily.

Fly on the Wall

HOW: Observe and record 
behavior within its context, 
without interfering with 
people’s activity.

WHY: Useful to see what 
people actually do in real 
context and time frames as 
opposed to what they say. 

Value-added Flow Chart

HOW: List steps in a process 
from beginning to end with 
time for each step. Move value-
added to the left and non-value-
added to the right, then total.

WHY: Chart is effective at 
showing current state and 
improvements resulting 
from projects.

Corrective Action Matrix

HOW: Create a chart with 
reference number, actions, 
champion, target date, 
effectiveness, and current 
status. 

WHY: Helps problem-solving 
teams keep track of who is 
doing what by when in order 
to reach full implementation.

Participants can select what they believe are the 
best steps for solving the challenge, and place 
them on the Steps and Tools Map.

Participants place the tool cards 
to match each step of the process. 

Tools

Steps

C. Steps/Tools Map

The steps/tools portion of the understanding 
phase is designed to familiarize the team 
with the Human-Centered Design method 
and how it integrates into the Six Sigma 
method. The “steps” at right are taken from 
both methods. The “tools” are also taken 
from each method and can be matched with 
different steps. There are dozens of tools to 
accomplish each of the steps. It is the task 
of the group to defi ne one or two tools that 
might be appropriate for each specifi c step. 
Each tool has actions associated with it that 
will be explored in the journey map stage. 

Phase 2: Understand

Figure 86. Phase 2 understand. Illustration of the parts included 
in for the steps/tools map of phase 2. Author’s image. 
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The Journey Map outlines a vision for how 
the chosen change might unfold over time. 
It combines the thinking, feeling, place, 
process, and products from the Empathy 
Map with the Steps and Tools Map. The 
Journey Map is a manifestation of the 
qualitative approach found in Human-
Centered design and the quantitative or 
data driven aspects of Six Sigma. While the 
goal of the Journey Map is to imagine an 
ideal future state, many of the parts will be 
refi ned in Phase 3, when a schedule of work 
is determined.

Steps/Tools Map
What steps and tools do you think are necessary?

Steps
Are there a set of overarching 
steps you think are needed?

Tools
Are there tools you would use for 
each step/phase of the process?

Elements from the Empathy Map 
and the steps/tools populate the 
Journey Map. 

Empathy Map:
What is the challenge you need to solve for? 

Thinking
What is the person thinking?

Feeling
What is the person feeling?

Process
What process is the person going through?

Place
What environment is the person in?

Products
What products might be involved?

?! ?!

D. Journey Map

Phase 2: Understand

Figure 88. Phase 2 understand. Illustration of the parts included 
in for the journey map of phase 2. Author’s image. 
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Context
Where is support for 
change high and low?

Opportunity
What operations have 
the best conditions to 
affect change?

Culture
Who are the people and teams 
that are open to change?

High level
Medium level
Low level

Evaluation Map:
What is the ideal challenge to address? 

Meeting Steps

Step Time Facilitator (Manager/Designers)

1. Plan 5 min  > Manager/Designer sets out 
materials and describes goal

2. Do 30 min  > Manager/Designer facilitates 
answering the questions posed 
on the illustration. Additional 
questions can be asked in each 
section. 

3. Evaluate 30 min  > Manager/Designer facilitates 
discussion that may include 
moving ideas from the inner to the 
outer rings.

4. Decide 15 min  > Manager/Designer facilitates 
prioritizing the challenge to 
be addressed. If only a few 
opportunities are placed in the 
inner circle, then the group 
process has arrived at consensus. 

5. Close 10 min  > Manager/Designer facilitates 
closing the meeting by getting 
agreement on the next steps for 
Phase 2 of the process. 

Map size: 48” x 24”

12

Phase 1: Evaluate

What needs to happen? 

Phase 1 is comprised of clarifying the 
organizations context, culture, and 
opportunities in order to target a change 
initiative. Context looks at how the 
organization supports change and if there 
are existing formal or informal structures – 
or even individuals – that champion change 
methods and initiatives. Culture looks at 
how receptive team members are to change, 
how they currently implement changes, 
and how often they adopt new tools or 
even use work-arounds to solve challenges. 
Understanding the culture is critical to 
identifying an opportunity for implementing 
a change initiative. Looking for activity within 
which to test ideas and gain adoption are 
critical to impacting the overall culture of 
the organization, especially when there are 
roadblocks to change. 

How it can happen?

Designers and managers start with an 
evaluation map. Senior leadership and middle 
management build this diagram through 
a collaborative process. In order to retain 
continuity, team members from this phase 
will need to carry over to Phase 2.

What are the measures of success?

The goal is to identify a high or low presence 
of support for change activity in the 
context and culture of the organization. The 
opportunity goal is to identify the best areas 
for implementing change activity. By ranking 
projects from high to low, leaders, mangers, 
and designers can visually see connections 
in order to prioritize where to invest in 
change activity. 

Participants use post-it notes to 
place ideas on the map.

Figure 80. Evaluation map. Illustration of the evaluation  
map and meeting steps. Author’s image. 

109

M.A. Final Project

17

Empathy Map:
What is the challenge you need to solve for? 

Thinking
What is the person thinking?

Feeling
What is the person feeling?

Process
What process is the person going through?

Place
What environment is the person in?

Products
What products might be involved?

?! ?!

Always come prepared with 
tape for posting images on the 
board, Post-it Notes, markers, and 
scissors for building the map.

First, place an image of the 
target audience or person here.

Map size: 48” x 24”

16

As part of the planning process the manager 
or designer should select a large number of 
photographs and icons and cut them out in 
advance. These can be very general in nature, 
but might also contain images relevant to 
the area of challenge. These visual stimulate 
team members to think more broadly about 
the challenges that might be affecting the 
individual or group of individuals they are 
tasked with addressing.

The Empathy Map allows participants to 
fully visualize a challenge. It starts with 
placing an image of the person for whom the 
team is solving the challenge in the middle. 
Often in health care systems the challenge 
involves a person and their role within the 
place they work, the products they use, and 
the processes they are involved with. For 

Examples of images that may be offered to 
participants for visualizing the Empathy Map.

example, the target individual may be a nurse 
that is experiencing a particular situation 
in his or her area. It is important for team 
members to describe what the person is 
thinking and feeling in order to gain greater 
understanding of potential challenges not 
always immediately evident. These two 
areas are critical to a Human-Centered 
Design approach. Visualizing the person in 
proximity to the place, product, and process 
will help clarify the problem and allow teams 
to empathize with the person through the 
relationship of ideas. 

B. Empathy Map

Phase 2: Understand

Figure 85. Phase 2 empathy map. Illustration of the empathy 
map and it components. Author’s image. 
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Steps and Tools Map
What steps and tools do you think are necessary?

Steps
Are there a set of overarching 
steps you think are needed?

Tools
Are there tools you would use for 
each step/phase of the process?

The Steps/Tools Map is designed to 
allow participants to fully visualize each 
of the steps and tools that might be 
used throughout a change initiative. As 
participants build the map there may be 
discussion and debate about which steps or 
tools are appropriate. The goal of this process 
is to foster communication and transparency 
of process. Participants may have developed 
a greater understanding during the Empathy 
Map, and thus will be able to explore new 
steps and tools to address issues. The process 
is also intended to be a learning step in the 
gradual adoption of the Human-Centered 
Design method. 

Map size: 48” x 24”
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Analyze Defi ne

ImproveTest ControlEmpathize Ideate

MeasurePrototype

A Day in the Life

HOW: Catalog the activities 
and context that users 
experience throughout an 
entire day.

WHY: Reveal unanticipated 
issues inherent in the 
routines and circumstances 
people experience daily.

Fly on the Wall

HOW: Observe and record 
behavior within its context, 
without interfering with 
people’s activity.

WHY: Useful to see what 
people actually do in real 
context and time frames as 
opposed to what they say. 

Value-added Flow Chart

HOW: List steps in a process 
from beginning to end with 
time for each step. Move value-
added to the left and non-value-
added to the right, then total.

WHY: Chart is effective at 
showing current state and 
improvements resulting 
from projects.

Corrective Action Matrix

HOW: Create a chart with 
reference number, actions, 
champion, target date, 
effectiveness, and current 
status. 

WHY: Helps problem-solving 
teams keep track of who is 
doing what by when in order 
to reach full implementation.

Participants can select what they believe are the 
best steps for solving the challenge, and place 
them on the Steps and Tools Map.

Participants place the tool cards 
to match each step of the process. 

Tools

Steps

C. Steps/Tools Map

The steps/tools portion of the understanding 
phase is designed to familiarize the team 
with the Human-Centered Design method 
and how it integrates into the Six Sigma 
method. The “steps” at right are taken from 
both methods. The “tools” are also taken 
from each method and can be matched with 
different steps. There are dozens of tools to 
accomplish each of the steps. It is the task 
of the group to defi ne one or two tools that 
might be appropriate for each specifi c step. 
Each tool has actions associated with it that 
will be explored in the journey map stage. 

Phase 2: Understand

Figure 87. Phase 2 steps and tools map. Illustration of the  steps 
and tools map and it components. Author’s image. 

113

M.A. Final Project

21

Th
e 

Jo
u

rn
ey

Q
u

an
ti

ta
ti

ve
Q

u
al

it
at

iv
e

M
et

h
o

d
s

Journey Map

Stages/Time

Pr0cess

Thinking

Feeling

Tools

Place

Products

?!

?!

20

The Journey Map outlines a vision for how 
the chosen change might unfold over time. 
It combines the thinking, feeling, place, 
process, and products from the Empathy 
Map with the Steps and Tools Map. The 
Journey Map is a manifestation of the 
qualitative approach found in Human-
Centered design and the quantitative or 
data driven aspects of Six Sigma. While the 
goal of the Journey Map is to imagine an 
ideal future state, many of the parts will be 
refi ned in Phase 3, when a schedule of work 
is determined.

Steps/Tools Map
What steps and tools do you think are necessary?

Steps
Are there a set of overarching 
steps you think are needed?

Tools
Are there tools you would use for 
each step/phase of the process?

Elements from the Empathy Map 
and the steps/tools populate the 
Journey Map. 

Empathy Map:
What is the challenge you need to solve for? 

Thinking
What is the person thinking?

Feeling
What is the person feeling?

Process
What process is the person going through?

Place
What environment is the person in?

Products
What products might be involved?

?! ?!

D. Journey Map

Phase 2: Understand

Figure 89. Phase 2 journey map. Illustration of the  journey map 
and it components. Author’s image. Spreads from the book illustrating the MergeCare 

process and steps for facilitating team workshops.
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Figure 67. Prototype workbook with process. Illustration of prototype 
book that contains phases of the method. Author’s image. 

Figure 68. Prototype knowledge center. A dashboard website that is part of the 
product to market. Author’s image. 

A strategic approach to support 

change in health care systems.

Merge
Care

Product to Market

MergeCare has two levels at which clients can obtain the strategic 
approach. Level one is purchased as a workbook and knowledge 
center website to implement by internal managers and designers. 
Product level two engages MergeCare consultants who facilitate 
the workshops and overall strategic approach. 

Resources to expand Human-
Centered Design tool such as 
IDEO cards. 

Case studies about other 
health care systems that are 
implementing change initiatives 
and use mixed methods.

Project tracking tools for  
specific change initiatives.

Area to internally share best 
practices and encourage use of 
new methods. 

MergeCare
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About

MergeCare is the result of a 2015 
investigation by Enrique Von Rohr that was 
supported by design management methods 
and tools. The outcome is a strategic 
approach for managers and designers within 
institutional health care systems that are 
leading teams of people through a process 
of change. Often the change is in the context 
of solving a particular challenge and may 
require stakeholders to alter how they plan 
and implement the initiative. The methods 
used here are applicable to many health care 
challenges in which an organization seeks 
a new approach to problem solving. The 
strategy is intended to be a starting point 
for an expanded set of tools that health care 
professionals can build upon. Each phase of 
the method is described further on page 10.

Design

Change

Manage

Health Care

MergeCare
A strategic approach to support 
change in health care systems.

Figure 73. Relationships map. Illustration and text about the 
prototype concept relationships. Author’s image. 
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Research

Results of the research uncovered that a 
number of strong attributes were present 
among designers and managers when 
successful change activity was taking place in 
the institutional health care sector. 

The words shown do not represent an 
exhaustive list, but they guide the strategy 
used by the MergeCare approach. In addition, 
research demonstrated a strong culture 
of Six Sigma process improvement along 
with an emerging adoption of Human-
Centered Design methods to support change 
activity. The two methods are combined into 
MergeCare. The phases described on the 
following pages are a high-level approach 
to using the two methods and are a starting 
point for managers and designers to expand 
their tool sets as they become familiar with 
the process.

The ability to communicate and 
clarify well are characteristics that 
support change activity for health care 
management professionals. 

The ability to synthesize, 
visualize and implement 
well are characteristics 
that support change 
activity for health care 
design professionals. 

The ability to connect, 
evaluate, and translate 
well are characteristics 
that support change 
activity across both health 
care management and 
design professionals. 

Visualize

Synthesize

Implement

Communicate Clarify

Evaluate

Connect

Translate

6

About

MergeCare is the result of a 2015 
investigation by Enrique Von Rohr that was 
supported by design management methods 
and tools. The outcome is a strategic 
approach for managers and designers within 
institutional health care systems that are 
leading teams of people through a process 
of change. Often the change is in the context 
of solving a particular challenge and may 
require stakeholders to alter how they plan 
and implement the initiative. The methods 
used here are applicable to many health care 
challenges in which an organization seeks 
a new approach to problem solving. The 
strategy is intended to be a starting point 
for an expanded set of tools that health care 
professionals can build upon. Each phase of 
the method is described further on page 10.

Design

Change

Manage

Health Care

MergeCare
A strategic approach to support 
change in health care systems.

Figure 74. Research insights. Research that supported the logic 
behind the prototype development. Author’s image. 
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Phase 1: Evaluate

Context Empathize

Imagining the Future Experiencing the ChangePlanning the Direction

TestCulture Steps/Tools EncourageOpportunity Journey Reflect

Phase 2: Understand

Who: Primarily senior leadership and middle management.
Why: In order to affect change, senior leaders need to 
champion prioritizing an initiative. Including middle 
management encourages alignment of the strategy as 
teams are formed and refined.

Phase 3: Implement

CIO DMCFO MHACEO

Who: Middle management, front-line staff along and  
senior leadership.
Why: In this phase, teams work to understand a challenge 
and envision the path to a solution. Stakeholders at the 
table lend knowledge as well as overall buy-in and support. 

Who: Primarily front-line staff and lead project managers.
Why: At this phase the project is being implemented and 
various methods are being tested. Adoption of new methods 
and processes will be critical at this stage in the process. 

MHA PMPMRA DM DMENGRN HEAD-RNHEAD-RN RN RN RNCIO

Figure 66. MergeCare strategic approach phases. Graphic representation 
of the three phases and associated steps. Author’s image. 

Re-Evaluate

Te
am

 M
em
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s

Knowledge Center (website)

The phases are supported by a Knowledge Center website designed specifically for each health care 
organization. Websites are built as part of consulting engagements and include resources and tools 
for the organization to continue building their culture of change and innovation as projects develop. 



Building a Social Network:  
On the Grow

Social media has become a communication method 

of choice. It has taken over daily culture in ways many 

never would have expected. Social media is a way of 

life and an area of communication that is growing 

fast, providing options to connect with friends, family, 

professionals, and everything in between. This team-

based project sought to develop a platform that 

focused on nutrition and the encouragement of an 

active lifestyle. A competitive analysis demonstrated 

market space for nutritional products combined with 

professional coach-like advice. The target markets were 

individuals who desire to live a healthier life, but do not 

have the time or know-how to maintain their efforts 

while traveling, working, or enjoying a night on the town. 

Health seekers in this community would be able to share 

ideas and ask for help from health care professionals, in 

addition to discovering new exercise routines, healthy 

recipes, restaurants, and products.

91Building a Social Network: Defining User Needs

Journey Map: Challenged User

Normal Activity ExperiencingAwareness SharingDecision to Join Leaving

Thinking she 
should join a 
club or gym.

HOBBIES

WORKPLACE

ACTIVITIES

SOCIAL 
NETWORK

Finds out her 
friend is On the 
Grow and loves 

the tips for 
health.

Learns 
that Sally her 
neighbors is 

also using it to 
have fresh food 

delivered.

Learns that 
some of her 

classmates are 
using it to keep 

on task. 

on the 
Grow

on the 
Grow

A friend at 
restaurant 
mentioned 
the site

Wants 
option in 
her busy 
schedule.

Has limited 
time to eat 
well.

Tired of 
looking for 
healthy food.

They talk 
about it in 
class.

They decide to order 
from the same place 
and exchange tips.

They join the gym 
together and eat out  
after at their fave place.

They all decide to 
keep tabs on each 
other to help out.

Want to connect 
to someone in 
same situation.

Would love 
to loose 
weight.

Search adds

Friends are 
members

Family are 
members

Finds on other 
social media

Does not make any 
places that fit her 
daily routine.

Decides to keep 
using her existing 
networks to try and 
find help.

It was great for 
making a first 
connection but now  
she is ok so does not 
use the network any 
more. 

On Blogs

“I need to 
change my 
lifestyle!”

“I need some 
healthy food.

on the 
Grow
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On The Grow

iOS Screen
App icon on screen among 

others using the leaf as 

the primary recognition 

symbol.

Launch Screen
Logo appears at launch to 

encourage understanding.

Main Screen
Key items of the app appear 

to guide the user. 

Searching
Once user engages the 

search function key pad 

appears. 

Map Location
Results are displayed in 

map form relative to users 

location.  

Results
By clicking on the location 

one is taken to the actual 

review. 

Results
Once fi nding the profi le of 

the store additional reviews 

are found by others in the 

network. 

Prototype: Searching

Building a Social Network: Prototyping and Brand Development12

Working Wall: NextDoor

Building a Social Network: Network Analysis

Allows for letting 

people into 

closed groups.

Very local 

posting of info.

You can really see 

your neighbors!

General Info: 
Founded: 2011
Type: Private
Industry: 
Employees: 107
Users as of 2014: 
Target: Neighbors
Photo Use: Yes
Video Use: No
Map/Location: Yes
Friends: Yes
Advertising: No
Profi le: Yes
News Feeds: No
Updates: Yes
Liking: Yes
Invites: Yes

You can fi nd people 

in your hood.

Building trust. 

Give recommendations

Inviting neighbors 

builds community fast. 

Voice opinions 

about hood in your 

profi le area.

“The site co-founded by Leary is a simple enough idea. We’ve 
become acclimated to using Facebook to connect with friends 
and family. LinkedIn for work. Twitter for our interests. Yet in 
2014 there is no go-to online social network for the people we 
live among. “And that,” Leary says while sitting in Nextdoor’s 

suite of offi ces, “is kind of crazy.”

http://nextcity.org/daily/entry/building-the-facebook-of-neighborhoods

“But in a world of affi nity 
networks, can a proximity 
network scale?”
http://nextcity.org/daily/entry/building-the-
facebook-of-neighborhoods

Will it compete 
with Craigslist?

“Leary says another lesson is that the checks 
and balances needed on a network of 
neighbors aren’t what they might be on other 

social networks.”

http://nextcity.org/daily/entry/building-the-
facebook-of-neighborhoods

“polite conventions 
are expected.”
http://nextcity.org/daily/entry/building-the-
facebook-of-neighborhoods
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On the Grow
(Admin)

ProfileSearch

AboutCurrent 
Location

FriendsGroups

Join

Create

Share

Feeds

PictureTopics

Workouts

Find Locations

Map It

Timed Routs 
(Walk/Bike First)

Stay Fit

How to Prep 
Fresh Food

How to  
Buy Fresh

Saving Tips

Nutrition

Bookmarks

Reviews

Top Tips

Tools

Workouts

Blog/News

Bookmarked Workouts Chat Threads Image PostRestaurants

More Fitness Community GalleryFood

Contact

Share/Message

FeedsCheck-Ins Weight Loss Rate It GalleryFarmers 
Markets

About Us

Search

Food Star
(Experts)

Near Me
(Experts)

Diet Plans Quick AnswersAffordable 
Options

Find Friends GroupsRecipes

Add a Business Trainers
(Experts)

Review It

Tools

Pedometers

More Categories

Nutritionist
(Experts)

Review It

Tools

Calorie 
Counters

Grocery List

More Categories

Notifications Health Star
(Experts)

Health Star
(Experts)

Facebook & 
Twitter

Clear History

Log Out

Site Map: ON THE GROW (Refined)

Building a Social Network: Prototyping and Brand Development
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Key Partners
Who are our Key Partners? 
Who are our key suppliers? 
Which Key Resources are we acquiring from partners? 
Which Key Activities do partners perform?

Platform Partners
Yellow Pages
Google+
Facebook
LinkedIn

Users/Businesses
Food Certifiers
Food Producers
Food Suppliers
Specialty Stores
Farmers Markets
Restaurants
Fitness Centers
Community Supported Agriculture 
groups (CSA’s)
Breweries and Wineries
Major brands (Whole Foods, Trader 
Joe’s, etc.)
Health Professionals
Personal Trainers

FREE USERS
Enthusiast (Fitness and healthy 
foods consumers)

Concerned (Care Givers who 
want healthy eating and lifestyle 
options)

PAYING USERS
Advertisers

Business Owners: Retail

Business Owners: Trainers

FREE CONTENT
Authentic Reviews
Resources for fresh food 
Resources for healthy habits
Convenience
Education
Open forums/conversation
Changing habits

PREMIUM CONTENT
Educational consulting
Quality trainers
Specialty content
Business account (tracking)

Cost Structure
What are the most important costs inherent in our 
business model?
Which Key Resources are most expensive?
Which Key Activities are most expensive?

Revenue Streams
For what value are our customers really willing to pay?
For what do they currently pay?
How are they currently paying?
How would they prefer to pay?
How much does each Revenue Stream contribute to overall revenues?

Key Activities
What Key Activities do our Value Propositions 
require? 
Our Distribution Channels? 
Customer Relationships? 
Revenue streams?

Key Resources
What Key Resources do our Value Propositions 
require? 
Our Distribution Channels? 
Customer Relationships? 
Revenue Streams?

Value Proposition
What value do we deliver to the customer? 
Which one of our customer’s problems are we 
helping to solve? 
What bundles of products and services are we 
offering to each  
Customer Segment? 
Which customer needs are we satisfying?

Customer Relationships
What type of relationship does each of our 
Customer Segments expect us to establish and 
maintain with them? 
Which ones have we established? 
How are they integrated with the rest of our 
business model? 
How costly are they?

Channels
Through which Channels do our Customer 
Segments want to be reached?
How are we reaching them now?
How are our Channels integrated?
Which ones work best?
Which ones are most cost-efficient?
How are we integrating them with customer 
routines?

Customer Segments
For whom are we creating value?
Who are our most important customers?

Business Model Canvas

Healthy Foods/Fitness Platform 
Management & Network

Data Collection (reviews)

Collection of relevant food and 
health habit resources

Strong community of interest

Guided partnerships

Software Development

Customer Service

Human/Intellectual

Website

App

Business Owners

Advertising

Platform Cost

Software Development

Customer Acquisition & Service

Human/Intellectual

Advertising Fees

% Consulting Fees

FREE

Overview
The On the Grow Business Model 

is a Multi-Sided Platform with a 

Freemium component. The platform 

niche is focuses at the intersection 

of foods, often organic, and the 

promotion of healthy habits  and 

lifestyle. Imagine Whole Foods meets 

LiveStong and Facebook.  

In order to do this our Value 

Proposition attracts users that have 

a deep interest in our content and 

advertisers and business that want 

to reach out to these committed 

users. Our Customer Segments 

are depended on each other, with 

advertisers essentially paying for 

the quality and focus of the platform 

that users love and contribute to. 

The Revenue Stream comes primarily 

from advertisers, though we are also 

exploring a % of fees coming form 

various types of consulting fees such 

as personal trainers and specialized 

educational materials.

Spreads from process book illustrating 
journey map and site map.

Spreads from process book illustrating 
business model canvas, working wall, and 
prototype sketches.



MySci Investigation Station: 
Hands-on Life Science Education 

The MySci Investigation Station is a 330-square-foot 

traveling exhibition designed for the Washington 

University Science Outreach program. The program 

creates opportunities for observation, comparison, 

and classification of three interactive Missouri zones. 

They are a woodland area with magnetic wall murals, 

a specimen room with flora and fauna curiosities to 

examine, and a sculpted Missouri cave for climbing, 

crawling, and exploring. The observation-based 

philosophy was informed by a variety of sources and 

integrated activities ranging from illustration to interior 

design. The project was a collaboration by k-2 educators, 

science experts, designers, and illustrators.



Cardiac and Vascular  
Education Room

The goal of this 280-square-foot permanent exhibition 

was to explain the functions of the heart on a basic 

level, translate complex medical knowledge into 

understandable information for patients and visitors, 

and engage them to inspire behavior change. Employing 

simplification, visual analogy, and interactivity, the 

team of designers and illustrators made a wealth 

of information accessible to diverse audiences. 

The exhibition offered a rich learning experience, 

imparting critical information about the heart and 

inspiring visitors to take an active role in caring 

for themselves and their families. The project was 

designed for the Missouri Baptist Medical Center by 

the Visual Communications Research Studio (VCRS), 

a design research program offered by the Visual 

Communications area in the College & Graduate School 

of Art at Washington University in St. Louis.



Contextual Research of  
Letterpress Culture

This project, done with colleagues Amber Benson and 

Jason Spinks, demonstrates how deep ethnographic 

observations and contextual inquiry of letterpress 

practices and cultures can shed light on new 

opportunities. We each selected a letterpress in 

our respective city and began with fly-on-the-wall 

observations. We developed interview questionnaires 

and spent many hours embedded in the process of 

letterpress culture, sometimes taking up the actual 

making of printed work or even attending workshops 

and events. This contextual research was a deep dive 

into the power of being present and observing, listening, 

and capturing every detail of the project. Our work 

resulted in an opportunity map titled “Letterpress 

Culture: Engendering Sustainability,” which describes 

the life cycle of learning the craft of letterpress and what 

motivates individuals to continue on a path to passion. 

We identified key steps, from initiation into the culture, 

operation of the business, and integration into the 

community, to contributing to the profession and finally 

continuation of the culture to passion and sharing the 

practice. Each step was supported by key insights from 

our interviews. The analysis of letterpresses across three 

cities enabled us to identify similarities that resulted in 

a unified understanding of the culture. The map is a path 

for those exploring the practice, but also a visualization 

for further opportunities to advance or engage with the 

practice of letterpress printing.
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“I work all week and  
most every weekend.  

I didn’t realize jobs could 
take all day.“

— Proprietor

“At some point the hands on 
turned to really just jumping 

in and figuring it out.“
— Pressperson

“Some men hunt.  
I do letterpress.” 

— Proprietor

“Before I bought my platemaker,  
I was spending $5K a year in plates.”

— Proprietor

“I kind of wish that someone 
would have said, here, I am 

going to give you a year’s worth 
of business training.”

— Proprietor

“Printing is preservation”
— Proprietor

“You have to be located in 
a place where there are 

people who have a sense 
of visual acuity.”

— Pressperson

“We generate business 
by doing good business. 
Positive work generates 

positive work.“
— Proprietor

“Being in the community . . . 
people stop in . . . that has 
brought a lot of interest in 

projects back to us.” 
 — Proprietor

“A lot of letterpress 
printers shy away from 

photopolymer and act like 
it’s the devil and it’s killing 

the historical nature of 
letterpress, but in reality 

it’s keeping it alive.”
— Pressperson

“Allison was there 
to guide me through 

everything.”
— Pressperson

“To run an actual 
letterpress, I think, 

requires persistence and 
a sort of perfectionist 

attitude because it’s really 
easy to get frustrated and 

give up before you  
hit that point where 

everything is perfect.”
— Pressperson

“If you’re going to  
start a press now,  

you need to be moving  
the craft forward.”

— Proprietor

“I would work from 9 to 
2 and go and pick up my 
kids and then come back 
after bed time and end up 
working from 9 to 2 again 

at night.”
— Proprietor

“Pulling the first print and it 
being straight the first time kind 

of makes you feel like  
a rock star.”

— Proprietor
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LEARNING THE CRAFT

Letterpress  
Culture:  
Engendering  
Sustainability
In the lifecycle of learning the craft of letterpress many people  
are initially motivated by appreciation for the art. Once they begin  
printing, a sense of initiation into the culture often accompanies 
the experience and moves them forward. Many decide to open  
a business.
At this stage determination motivates a need to plan and begin 
operation of the business. Once in operation, commitment carries 
them forward as they begin to run their studio.
Next, engagement with their community becomes essential  
if they are to experience the integration that will enable the 
studio to thrive long term.
If a studio is successful in integrating itself into its community, 
some operators begin the work of evangelism of the craft as a 
significant contribution to preserving the art of letterpress.
This is manifest as a true passion that engenders continuation  
of letterpress and the culture that supports it.

OPPORTUNITY:  
FORMALIZE 

APPRENTICESHIP
Development of a curriculum for letterpress 
apprenticeship that includes both heritage 
and modern techniques, press mechanics 

and logging time on press.  
Upon completion, practitioners are 
recognized as licensed letterpress 

operators. This builds credibility and  
sets realistic expectations  

of letterpress work.

CONTINUATION OPERATION

INITIATION

RADIAL DIAGRAM OF MOTIVATION  
IN RELATION TO LIFECYCLE STAGES 

INTEGRATIONCONTRIBUTION

PLANNING THE BUSIN
ESS

OPPORTUNITY:  
MODEL SUCCESS

Generate business model canvases for 
different types of letterpress businesses. 
Includes conducting geographic economic 
feasibility studies, return on investment 

calculators and strategic equipment 
acquisition guidance that enables 

letterpress operators to run successful,  
profitable businesses.

RUNNING THE STUDIO

OPPORTUNITY:  
DESIGN MORE 

FUNCTIONAL SPACES
Conduct a comprehensive traffic analysis 

of a population of letterpress shops to 
uncover efficiencies in studio design. 

Development guidelines for necessary 
space and infrastructure depending on 

equipment in use.

JOINING THE COMMUNITY

OPPORTUNITY:  
CREATE BROADER 

CONNECTIONS
Design a strategic partnership program 

for letterpress operators that allows them 
to fully integrate with their communities. 
Include outreach and workshops to area 
individuals, businesses, academic and 

trade organizations to make the press a 
hub of local artistic activity.

PR
ES

ERVIN
G THE ART

OPPORTUNITY:  
INCREASE LONGEVITY 

VIA AWARENESS 
Launch a public awareness campaign that 
seeks to educate the general public about 

the art and craft of letterpress printing. 
Include art tourism guides for “Letterpress 
Trail,” hands-on workshops and equipment 

identification guides that encourage  
the donation of unused equipment.  
Pro-actively document the practices  

of living letterpress artists  
and press mechanics.

KEY: RADIAL DIAGRAM
  Appreciation
  Determination
  Commitment

KEY: MOTIVATION RING
>>> Appreciation motivates Learning the Craft
>>> Determination motivates Planning the Business
>>> Commitment motivates Running the Studio
>>> Engagement motivates Joining the Community
>>> Evangelism motivates Preserving the Art
>>> Passion motivates Teaching the Craft

  Engagement
  Evangelism
  Passion

BY: AMBER BENSON  |  J. SPINKS   |  ENRIQUE VON ROHR
COURSE: IDUS 711 METHODS OF CONTEXTUAL RESEARCH
TERM: SUMMER 2013, E-LEARNING



Sunflower+Project: StL

The Sunflower+Project: StL proposed remediation of 

vacant urban lots through the cultivation and planting of 

sunflowers and winter wheat. These hyper-accumulators 

have been shown to extract lead and other contaminants 

contained in previously developed urban soils. The 

Sunflower+Project: StL looked to demonstrate and study 

the viability, affordability, practicality, and potential for 

employing this strategy on a city scale. These posters 

were developed to explain the strategy over a two year 

period. The project was awarded funding to initiate a 

prototype and continues to operate beyond the end date 

as an example of community engagement.



Lower Manhattan Development Corporation Website of Exhibit
Lower Manhattan Development Corporation Website of Exhibit

Lower Manhattan Development Corporation Website of ExhibitLower Manhattan Development Corporation Website of Exhibit

Screen Based Design

Stargazer
Washington, DC
Website Navigation Concept

The entrepreneurial spirit of Stargazer funded various
projects to explore new website search technology.
One of the many projects was to create an interface
which would act as a visual tool for searching internet
pages. The intent was to present information as clusters
planets, each cluster representing a genre of informa-
tion. As one selects a sphere, the information zooms in
closer to reveal additional options for gathering con-
tent. The intent was also to visualize content that might
be associated with the search to inspire additional
thinking about the subject being searched. 

www.vondesign.com/cv12 Marble Terrace
Hastings on Hudson, New York, 10706
evr@vondesign.com, T. 914.478 2620

Enrique Von Rohr

Stargazer
Washington, DC
Website Navigation Concept

The entrepreneurial spirit of Stargazer funded various
projects to explore new website search technology.
One of the many projects was to create an interface
which would act as a visual tool for searching internet
pages. The intent was to present information as clusters
planets, each cluster representing a genre of informa-
tion. As one selects a sphere, the information zooms in
closer to reveal additional options for gathering con-
tent. The intent was also to visualize content that might
be associated with the search to inspire additional
thinking about the subject being searched. 

www.vondesign.com/cv12 Marble Terrace
Hastings on Hudson, New York, 10706
evr@vondesign.com, T. 914.478 2620

Enrique Von Rohr

Stargazer
Washington, DC
Website Navigation Concept

The entrepreneurial spirit of Stargazer funded various
projects to explore new website search technology.
One of the many projects was to create an interface
which would act as a visual tool for searching internet
pages. The intent was to present information as clusters
planets, each cluster representing a genre of informa-
tion. As one selects a sphere, the information zooms in
closer to reveal additional options for gathering con-
tent. The intent was also to visualize content that might
be associated with the search to inspire additional
thinking about the subject being searched. 

www.vondesign.com/cv12 Marble Terrace
Hastings on Hudson, New York, 10706
evr@vondesign.com, T. 914.478 2620

Enrique Von Rohr
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Conservation Area
Water Supply Land

Croton Precinct

DEP
Environmental
Police

New York City Department
of Environmental Protection

Call (888) H2O-SHED for assistance
to report an emergency.

Conservation Area
Water Supply Land

Croton Precinct

DEP
Environmental
Police

New York City Department
of Environmental Protection

Call (888) H2O-SHED for assistance
to report an emergency.

New York City Department
of Environmental Protection

Conservation Area
Water Supply Land

Croton Precinct

DEP
Environmental
Police

Contact (888) H2O-SHED for assistance
to report an emergency.

New York City Department
of Environmental Protection

Conservation Area
Water Supply Land

Croton Precinct

DEP
Environmental
Police

Contact (888) H2O-SHED for assistance
to report an emergency.

Introduction Overview of Sign Typology

Section 01: Introduction
Page 1.4

POSTED
WATER SUPPLY LAND

For recreational opportunities contact
(800) 575-LAND or visit www.nyc.gov/dep

VIOLATORS WILL
BE PROSECUTED

NO TRESPASSINGNO TRESPASSING
Private Land

WATERSHED
CONSERVATION EASEMENT

POSTED

For more information on Conservation Easements
contact (800) 575-LAND or visit www.nyc.gov/dep

Please respect property
owner rights and
do not trespass.

For more information contact (800) 575-LAND
or visit www.nyc.gov/dep

Private
Land Ahead

Conservation Area
Water Supply Land Pleasantville

Cove Boat
Storage Area
Store registered
boats hull-up in
this area.

Conservation Area
Water Supply Land

For more information contact (800) 575-LAND
or visit www.nyc.gov/dep

For more information contact 1-800-575 Land
or visit www.nyc.gov/dep

Conservation Area Water Supply Land

Schohaire Reservoir
Watershed

Public Drinking Water Supply Area

Conservation Area Water Supply Land

Schohaire Reservoir
Watershed

For more information contact 1(800) 575-LAND
or visit www.nyc.gov/dep

Public Drinking Water Supply Area

Conservation Area Water Supply Land

Schohaire Reservoir
Watershed

For more information contact 1(800) 575-LAND
or visit www.nyc.gov/dep

Public Drinking Water Supply Area

4. Informational Signage (IN)

3. Directional Signage (D)

2. Regulatory Signage (R)

1. Identification Signage (ID)

Major Feature Identification
Sign Types ID.1-1 (Large), 2 Medium) ID.1-3 (SmallID.1- ( ,

Recreational Unit Identification
Sign Type ID.2-1 (Large), ID. 2-2 (Medium), ID 2-3 (Small)

Overview of Sign Typology

The Signage Program consists of four
catagories consisting:

A. Identification Signage
B. Regulatory Signage
C. Directional Signage
D. Informational Signage

Each category is further divided into specific
groups designed to respond to specific needs.
Each sign type has varying installation, size
and layout options to provide flexibility for
specific conditions and unity for all signs.

The following page is the Sign System
Overview for the DEP Sign Standards. All
information pertaining to the sign types is
explained in detail in Sections 02, 03 and 04
of this manual.

Boundary Identification (Private Land & Boat Storage)
Sign Type ID.4-1 (Private Land), ID.4-2 (Boat Storage)

Administrative Identification
Sign Type ID.3-1 (Large), ID.3-2 (Medium-1), ID.3-3 (Medium-2), ID.3-4 (Small)

Informational Regulatory
Sign Type R.1-1 (Small),
R.1-2 (Large)

Warning/Caution Regulatory
Sign Type R.2-1 (Small),
R.2-2 (Large)

Danger/Restricted Access
Regulatory
Sign Type R.3-1 (Small),
R.3-2 (Large)

Posted Conservation
Easement
Sign Type R.4-1 (Small)

Posted No Trespassing
Sign Type R.4-2 (Small)

Recreational Unit Message
Sign Type R.5-1 (Large),
R.5-2 (Small)

Multiple Location Directional
Sign Type Components D.1-1 (Large), 2 Medium 3 Small)D.1- ( ), D.1- (

Single Location Directional
Sign Type D.2-1 (Large), 2 Medium 3 Small)D.2- ( ), D.2- (

Informational Postings
Sign Type IN.1-1 (Large), IN 2
IN 3 )

.1- (Small),
.1- (Temporary

Informational Kiosk
Sign Type IN.1-4

For the safety of yourself
and others and the
protection of the land,
please follow the rules.

Conservation Area
Water Supply Land

For more information contact (800) 575-LAND
or visit www.nyc.gov/dep

Rules and Regulations for Recreational UseCity of New York Water Supply Lands

Conservation Area
Water Supply Land

For the safety of yourself
and others and the
protection of the land,
please follow the rules.

For more information contact (800) 575-LAND
or visit www.nyc.gov/dep

Rules and Regulations for Recreational Use
City of New York Water Supply Lands

Recreation
by Permit
Entry for other
purposes prohibited.
For more information contact (800) 575-LAND
or visit www.nyc.gov/dep

Conservation Area
Water Supply Land

NO
TRESPASSING
Do not enter
this area for
any purpose.
Contact (800) 575-LAND
or visit www.nyc.gov/dep

NO
TRESPASSING
Do not enter
this area for
any purpose.
Contact (800) 575-LAND
or visit www.nyc.gov/dep

Conservation AreaWater Supply Land

Dumping is
Prohibited
$500.00 fine
for violators.

Conservation Area
Water Supply Land

For more information contact (800) 575-LAND
Wr visit www.nyc.gov/dep

Dumping is
Prohibited
$500.00 fine
for violators.

Conservation Area
Water Supply Land

For more information contact (800) 575-LAND
or visit www.nyc.gov/dep

Recreation
by Permit
Entry for other
purposes prohibited.
For more information contact (800) 575-LAND
or visit www.nyc.gov/dep

Conservation Area
Water Supply Land

Rules and Regulations for Recreational Use
City of New York Water Supply Lands

Conservation Area
Water Supply Land

Lorem ipsum dolor sit aet,
corbn bon du sectetuer ad
ing elit, sed diam mikns no
mmy nibh euismod tincidt
ut laoreet dolore magna a
am erat volutpat. Ut wisin
cidunt coqut wisi enim ad
minim veniam, quis nost,
nibh euismod tincidunt

West Neversink Forest
Management Project

Lorem ipsum dolor sit amet, con
du sectetuer adipiscing elit, sed did
mikns nonummy nibh euismod
tincidunt ut laoreet dolore magna

For more information contact (800) 575-LAND
or visit www.nyc.gov/dep

Rules and Regulations for Recreational Use
City of New York Water Supply Lands

Conservation Area
Water Supply Land

For more information contact (800) 575-LAND
or visit www.nyc.gov/dep

Lorem ipsum dolor sit amet,
cWWn bon du sectetuer adipisc
ing elit, sed diam mikns nonu
mmy nibh euismod tincidunt
ut laoreet dolore magna aliqu
am erat volutpat. Ut wisi eni
cidunt coqut wisi enim ad
minim veniam, quis nost, mmy
nibh euismod tincidunt

Water Quality
Research Area

Lorem ipsum dolor sit amet, con
du sectetuer adipiscing elit, sed did
mikns nonummy nibh euismod
tincidunt ut laoreet dolore magna

Rules and Regulations for Recreational UseCity of New York Water Supply Lands

Wittenberg Unit
Sheridan Unit

Kingston, NY

DEP Environmental Police

Wittenberg Unit
Sheridan Unit

Kingston, NY

DEP Environmental Police

Ashokan Land
Management

Wittenberg Unit
Sheridan Unit

Kingston, NY

Conservation Area
Water Supply Land

Lorem ipsum dolor sit aet,
corbn bon du sectetuer ad
ing elit, sed diam mikns no
mmy nibh euismod tincidt
ut laoreet dolore magna a
am erat volutpat. Ut wisin
cidunt coqut wisi enim ad
minim veniam, quis nost,
nibh euismod tincidunt

West Neversink Forest
Management Project

Lorem ipsum dolor sit amet, con
du sectetuer adipiscing elit, sed did
mikns nonummy nibh euismod
tincidunt ut laoreet dolore magna

For more information contact (800) 575-LAND
or visit www.nyc.gov/dep

Rules and Regulations for Recreational Use
City of New York Water Supply Lands

Croton Precinct
900 Croton Lake Road
Yorktown Heights, NY 10598

DEP
Environmental
Police

Croton Precinct
900 Croton Lake Road
Yorktown Heights, NY 10598

DEP
Environmental
Police

Croton Precinct
900 Croton Lake Road
Yorktown Heights, NY 10598

DEP
Environmental
Police

Conservation Area
Water Supply Land

Sheridan
Mountain Unit

For more information contact (800) 575-LAND
or visit www.nyc.gov/dep

Rules and Regulations for Recreational Use
City of New York Water Supply Lands

Conservation Area
Water Supply Land

Sheridan
Mountain Unit

For more information contact (800) 575-LAND
or visit www.nyc.gov/dep

Rules and Regulations for Recreational Use
City of New York Water Supply Lands

Conservation Area
Water Supply Land

Sheridan
Mountain Unit

For more information contact (800) 575-LAND
or visit www.nyc.gov/dep

Rules and Regulations for Recreational UseCity of New York Water Supply Lands
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InformationTertiary

Contact Information

Legal Information

On each sign panel, the combination of
graphic elements may change. This
information is identified in Section 03: Sign
Typology for each sign type.

A general information number should be
incorporated onto the signage that would
provide information about the organization on
recreational and identification signs.

Regulatory signs should include number for
the Police Command Center to report potential
problems.

Appropriate telephone numbers for each sign
catagory are identified in Section 03: Sign
Typology.

Legal information, if required, should appear
on sign. Legal information should be present
on all recreational signs. This incormation is
identified in Section 03: Sign Typology for all
necessary conditions.

Section 02: Design Standards
Page 2.1

Primary Information

Secondary Information

Primary Message

Secondary Message

Pictograms

DEP Logo

DEP Slogan

The primary message is defined as the
purpose of the sign. It is the most important
information being conveyed and should be the
most visible on the sign.

The secondary message supports information
to the primary message. This could be an
address, hours of operation or corresponding
message or end messages.

On some regulatory and informational
signage, the use of pictograms is used to
support the primary message. Approved
pictograms for use on signage can be seen in
this chapter.

The DEP Logo is the visual indication of land
ownership on signs.

The inclusion of the slogan “Conservation Area
- Water Supply Land” appears on all signs.

On some regulatory signage, the slogan
should be replaced with only “Water Supply
Land”

All messages should be expressed with
consistent language that comply with
applicable laws.

01

02

03

04

05

06

07

Dumping is
Prohibited
$500.00 fine
for violators.

Conservation Area
Water Supply Land

For more information contact (800) 575-LAND
or visit www.nyc.gov/dep

Conservation Area
Water Supply Land

Croton Precinct

DEP
Environmental
Police

Contact (888) H2O-SHED for assistance
to report an emergency.

New York City Department
of Environmental Protection

Graphic Elements
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ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

Typeface

Myriad is the primary typeface for the DEP
Signage Standards. The single typeface
provides unity and coherence to the
signage.

It is strongly suggested that the typeface
should be used in Initial Capital Letters. The
use of messages in Inital capital letters
enhances the readability and enhances the
perception and understanding of the
messages.

Messages in all caps should only be used in
extreme conditions such as extreme danger
or restriction.

The cap heights are specified in Section 03:
Sign Typology for each sign panel size. This
topic is discussed in more detail further in
this chapter.

Letterspacing should appear to be optically
correct. Spacing that is too tight or too loose
will reduce the visibility capabilities.

Myriad Pro is obtained from DEP Land
Management or can be found at
www.myfonts.com for purchase.

DEP Logo

The agency identity as shown to the left is
placed on all signs to represent the
organization name and reinforce legal
information.

Electronic vector artwork of the DEP Logo can
be obtained from DEP Land Management.

Typeface & Logo

Section 02: Design Standards
Page 2.3

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

Myriad Pro

Myriad Pro Bold

Department of Environmental Protection
Inital Capital Letters

DEP Logo

DEPARTMENT OF ENVIRONMENTAL PROTECTION
All Capital Letters

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

Myriad Pro

Myriad Pro Bold

Letterspacing - Too Loose

Department of Environmental Protection
Letterspacing - Too Tight

De par tment of Envi ronmenta l Protec t ion
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Map Style

Photographs and Renderings

Maps should be used only on Informational
Signage. Consistent line weight, color
palette and consistent representation of
items should be established. Each map
should contain the following information:

- Major roads and Access Points

- Local surroundings and landmarks should
be identified with a clear indication of where
you are located

- Pictograms to establish activities on
recreational units

- Legend identifying all pictograms and
messages

The colors of the map should be in keeping
to the Primary Color Palette. Variations in
intensity of colors can be used to
distinguish areas. All maps will be created
by DEP Land Management.

Photographs or renderings should be used
only on Informational Signage. A consistent
artistic representation of the images should
be established. Photographs can only be
used on informational signage.

The choice of images should have historical
relevance to the location of the sign or
represent the elements found in the natural
environments like structures, vegetation or
wildlife that a visitor would see.

Map Style & Visuals

Section 02: Design Standards
Page 2.7

Recreational Unit
Access Gate

Private Residence with
Hunting Buffer ID

DEP Facility

LEGEND

Permit Holding
Hunting/HikingUnit

Permit Holding
Hiking/Fishing Unit

DEP No Trespassing
Property

DEP Public
Access Property

DEP Forestry
Activities

Privately Owned
Property

DEP Easement
Property

DEC Property

DEP Hiking Trail

Reservoir

Public Roadways
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Recreational Pictograms

The following pictograms are to be used in
conjunction with the messages whenever
possible at Recreational Access points.

While not all pictograms may be used, they
have been developed as options for future
use.

As seen below, the pictograms are used in
conjunction with primary text messages to
reinforce the information content. Each
pictogram can be used in the positive or
negative state as shown to the left to express
access and allowed activites on the land
parcel. Additional examples of sign panels that
incorporate recreational pictograms can be
found in Section 03: Sign Typology.

If additional pictograms are necessary, they
must be reviewed and approved by DEP Land
Management. Electronic vector artwork of
these symbols can be obtained from DEP
Land Management.

Recreational Pictograms

Section 02: Design Standards
Page 2.5

Fishing

Hiking

Hunting - Option 01

Bow Hunting

Hunting - Option 02

Recreation
by Permit
Entry for other
purposes prohibited.
For more information contact (800) 575-LAND
or visit www.nyc.gov/dep

Conservation Area
Water Supply Land

Rules and Regulations for Recreational Use
City of New York Water Supply Lands

Department of Environmental Protection
Overview of Sign Typology

Environmental Design

Brown Brothers Harriman Exhibit and Website 

Brown Brothers Harriman Exhibit and Website Brown Brothers Harriman Exhibit and Website 

Citibank Interior Signage

Oratory Church of Saint Boniface Identity and Partition Wall Graphics

Stargazer Identity, Signage,Website and Print Design



Digital 
Distribution 
SystemsPiF

Various Projects Identity Design

Identity Design



Pottery Design

Ceramics



{
Student Projects



Studio Environments

The studio environment is a critical differentiator for 

design. It is unlike other disciplines in that is intensely 

visual and offers a space where ideas build from 

discourse and collaboration. Designers know this, 

appreciate, and understand it as the currency that drives 

good design process and discourse. I have taught large 

classes of 60+ students as well as smaller studio classes 

of eight to 16 students. A common challenge is making 

ideas visual throughout the process, from research to 

synthesis and then to design. The following pages  

include a sampling of studios and the projects created by 

students in my courses. Communication Design Studio Environment 

Interaction Design Critique

Interaction Design Brainstorming Activity

Insight Combination Workshop Interaction Design Ideation Prototype Test for Allergy Tracker

UI Prototype Test for Remote

Book Design Critique for Foundation Design 
Class

Wireframe and Site Architecture Development

Affinity Mapping Exercise



Interaction Design:  
Understanding Health & Well-Being

I have taught a number of classes under the title of 

Interaction Design. The focus of each class has been on 

health topics ranging from wellness coaching programs, 

complex patients, Alzheimer’s, physical therapy, and 

cancer. The class has an applied approach in that we 

partner with a local health care innovation team. These 

collaborations provide valuable resources for insights 

about health and access to environments and audiences 

at multiple levels. Students receive an initial prompt and 

then have the opportunity to visit the target audience 

to interview, shadow, and ask questions of during the 

prototype phase. These team-based projects have not 

only included designers but also students of business, 

engineering, anthropology, and many others disciplines, 

offering multiple perspectives to the process. 
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our mission 
app architecture

1 First Steps

early sketches 
early mockups

2 Visual Exploration

challenges 
stats & progress 
social 
welcome screens

3 System

user flowpath 
colors & branding

4 Final Stages

refined mockups 
a day in the life 
using the app

stage 4 a day in the life

Meet Rafael.
 
He loves working out.

But his desk job interferes with gym time.

He wishes his colleagues would share  
his enthusiasm for exercise — why not join 
him climbing the stairs twice a day?

Rafael’s older, and his kids have left home.

His wife works at BJC too, but is ambivalent  
about working out.

That’s when Rafael got Summit.

About Summit

our mission 
app architecture

1 First Steps

early sketches 
early mockups

2 Visual Exploration

challenges 
stats & progress 
social 
welcome screens

3 System

user flowpath 
colors & branding

4 Final Stages

refined mockups 
day in the life 
using the app

app architecture

Our app consists of three sections: 
Challenges, My Progress, Social.

social

To change one’s lifestyle is no easy task, and 
the support of a community is paramount 
to one’s success. In the Social section, users 
can connect with others through shared 
experiences, challenge friends, and give and 
receive coaching from peers. 

Under the My Progress Icon:

- Social Feed

- Friends

- Coaching
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stage 2 stats & progress

user progress
early concept 2

user progress
early concept 1

progress stats
icons & infograph
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desktop resources
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About Summit

our mission 
app architecture

1 First Steps

early sketches 
early mockups

2 Visual Exploration

challenges 
stats & progress 
social 
welcome screens

3 System

user flowpath 
colors & branding

4 Final Stages

refined mockups 
a day in the life 
final mockups

stage 4 final mockups

challenge flow 2
challenge queue, edit queue

Student Team Work: Paul Cronan , Juliet Goodman,  
Yejin Lee, and Andrew Pandji
Level: Junior



Summer Lunch Outside
MONDAYS IN MAY  | 11:30 am 
Brentwood Office

TUESDAYS   |  10 am & 2 pm 
Brentwood Office

FRIDAYS  |  11:30 am 
Barnes Jewish Hospital  

MAY 20   |  10 am
Open for All 

DAILY   |  10:30 am & 3:00 pm
Downtown

Walk the Stairs 

Forest Park Bike Ride

Race for the Cure

Go for a walk
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trending    new    top    tags

SPARK

AT&T 50%8:08 AM

updatesspeak meet

trending    new    top    tags
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June

SPARK

AT&T 50%8:08 AM

updatesspeak meet

Spark home. View sparks 
you’ve voted on and see 

new sparks to answer

Answering sparks Seeing how others feel 
about the sparks you just 

answered

Create new sparks to 
generate a grassroots 

movement with 
colleagues

Screens (1 of 4)

Speak home. View sparks 
you’ve voted on and see 

new sparks to answer

Answering sparks Seeing how others feel 
about the sparks you just 

answered

Creating new sparks to 
see how others feel

Screens (2 of 4)

List view for meetups Calendar view for meetups Details of a specific 
meetup. 

Joined meetup

Screens (3 of 4)

View updates for meetups 
you’ve joined

Create your own meet-up Choose the date and 
decide if you want it to be 

recurring

Screens (4 of 4)

Student Team Work: Michelle 
Cunningham, Maya Patterson,   
Aiden Zucker, and Emily Kryzer
Level: Junior/Senior

Speak home. View sparks 
you’ve voted on and see 

new sparks to answer

Answering sparks Seeing how others feel 
about the sparks you just 

answered

Creating new sparks to 
see how others feel

Screens (2 of 4)

Mockups for media screens in common spaces.

AUG 15 16 17 18

agree

disagree

7 Responses

Posted August 14th

36% agree
64% disagree

Innacurate food labels in the cafeteria 
negatively impact my health.

FRIDAYS  |  11:30 am 
Barnes Jewish Hospital  

If you have a bike and want some extra exercise, 
every Friday a group starts from the East entrance 
of Forest Park and rides to the zoo and back. The 
ride is 30 minutes at a relaxed pace to get your 
heartrate up to start your weekend off right.

EXERCISE, AMATEUR, BJH

27
Attending

Posted August 16th

Forest Park Bike Ride

Download the app at barnesjewish.org/spark

Spark is a social tool 
designed to catalyze healthy 
changes for individuals and 
their communities.

LAUNCH SCREEN 

UPDATESPOLLS

PollUpdates

ListSPARK Calendar

ONBOARDING

Welcome

Pledge

Profile Setup

Spark Tutorial

Updates

Results spark condensed info

spark expanded info

join champion

action if champion

MEET–UPS

Site Architecture

Mockups for media screens in common spaces.
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ride is 30 minutes at a relaxed pace to get your 
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Forest Park Bike Ride
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Spark is a social tool 
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their communities.

Mockups for media screens in common spaces.

AUG 15 16 17 18

agree

disagree

7 Responses

Posted August 14th

36% agree
64% disagree

Innacurate food labels in the cafeteria 
negatively impact my health.

FRIDAYS  |  11:30 am 
Barnes Jewish Hospital  

If you have a bike and want some extra exercise, 
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of Forest Park and rides to the zoo and back. The 
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heartrate up to start your weekend off right.
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Spark is a social tool 
designed to catalyze healthy 
changes for individuals and 
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Service Design

This class explores service design, an interdisciplinary 

approach for creating useful, usable, and desirable 

experiences between service providers and customers. 

Services have always been around: hospitality, 

transportation, health, restaurants, tourism, and many 

others. At a macro level, service design is a strategic and 

systems level way of thinking that shares many of the 

tools used in “design thinking.” Designers from many 

disciplines engage “services” at various touchpoints 

where people interact with a service; advocating for 

people and creating designed artifacts that support 

successful experiences. This class was created for 

communication design students to work with a local 

health care organization exploring mental health in  

rural communities. 

Ben
Personality:
good listener, senstive, good adviser

In-school Activities:
Community service, NHS, swim team student 
government (not in leadership)

Behavior:
better with one-to-one relationships but able 
to work in groups,  receives school announce-
ments and share with friends

Chris
Personality:
friendly, open, supportive

In-school Activities:
sports team, party

Behavior:
broad group of friends, close to teachers/
coaches,  rst receiver of school event news, 
start to spread the word among peers

April
Personality:
introverted, independet, sassy, considerate

In-school Activities:
Art club, band/choir, community service

Behavior:
hang out with a small group of friends, know 
of school events through  yers or close friends, 
attend the event with friends.

Leslie
Personality:
open, selfess, high achiever

In-school Activities:
Student government, community service

Behavior:
comfortably reach out to people, on board for 
school dances and events, spread the word to 
the entire student body

group individual

introverted

extroverted

student personas

It is legible and friendly!
ROBOTO CONDENSED

visual system

color system

pattern:

logo

typeface:

service blueprint for Mind Talk: during

Website

Cards & Packaging 

Cards & Packaging 

Cards & Packaging 

Cards & Packaging 

Cards & Packaging 

Student Team (top): Olivia Alchek, 
Lydia Kim, and Devon Litteral
Level: Junior/Senior

Student Team: Alex Hammarskjold,  
Kelly Tsao, and Audrey Western
Level: Junior/Senior

Student Team (left): Wade Johnson, 
Ji Lee, and Emma Thompson
Level: Junior/Senior



Class: Interaction Design II, 2014
Project:  Applied based project in health care
Intent: Explore screen-based solutions to support health  
and well-being in the office space.



Class: Digital Design, 2014
Project:  Various class projects
Intent: Introduction to posters, illustration, print, and narrative 
design using software such as Illustrator, InDesign, and Photoshop.



Class: Digital Design, 2011
Project:  Comic Narrative
Intent: Develop a front and back cover and inside spread 
illustrating a personal story.
Student Work: (top) Carmi Cioni, (bottom) Cord Luehrman



Class: Introduction to Motion & Interactivity, 2010
Project:  Film Title Sequence
Intent: Develop a 30-second title deck with Adobe After Effects
Student Work: Laura Javier
Sample Frames



Class: Studio, 2004
Project: Spreads from a book about Amelia Earhart 
Intent: Use of type and limited images to create a narrative
Student Work: Colean Conrado

We were able to make it to Singapore 
in one day, which greatly helps the 
flight schedule. After arrival it took 
two and a half  hours to service the 
plane. Things took a little longer than 
expected. I am getting impatient with 
Electra’s recent problems. It’s very 
troublesome. We had dinner with 
the Davises, which was pleasant. 
I went to bed immediately after 
that. All this travel and flying is 
slowly wearing on me. Soon it will 
be over and it will be peaceful.

Sunday
June 20, 1937

All this 
flying is 
slowly 
wearing 
on me. 

We finally made it to Guam. It is 
beautiful here; the sky is blue with 
a warm gentle breeze. Fred had a 
few navigational problems getting 
here and the Howland Island base 
kept radioing and signaling us. 
Luckily the signal was lost close 
to Guam. I was a little worried 
about making it; the gas was 
running really low because of our 
detour. Tonight we need to find a 
temporary shelter and some food. 
Tomorrow we can start settling in 
and start planning our search dive.

Friday
July 2, 1937 We 

finally 
made 
it to 
Guam.

Three quarters of the way 
around the world, nothing 
can stop Earhart. Three more 
flights−Howland Island, Honolulu 
and home. After a twelve hundred 
mile flight Amelia and Fred landed 
in Lae, New Guinea. Amelia kept 
the Electra at an altitude of eleven 
thousand feet for most of the 
way to Lae, to stay above a heavy 
cloud layer. They came down, as 
planned, on the western flank of 
New Guinea’s mountain range, 
reached the coast, and set down.

Bangkok

Singapore

Surabaya

Keopang

Darwin

Lae
Bandoeng

Tuesday
June 29, 1937
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I hope to get off tomorrow 
sometime before noon if 
everything can be done by then. 
Everyone has been as helpful and 
cooperative as possible−food, hot 
baths, mechanical service, radio 
and weather reports, advice from 
veteran pilots here. The plane is 
still having troubles, so is Fred. 
His drinking has been getting 
worse. Gene and George want 
me to abandon the flight because 
they think it is unsafe. I won’t 
do it. I am almost there.

After an extra three days on Lae, 
we are finally ready. The people 
here have been very generous and 
helpful. I gave Balfour my handgun 
to thank him. I offered to let him 
do the radio on the next leg of the 
flight, but he declined. I guess he 
would have gotten in trouble with 
Mr. Chater and Mrs. Balfour.

The plane is 
still having 
troubles; 
so is Fred.

Tuesday
June 29, 1937

Thursday
July 1, 1937

The people here are wonderful. 
Fred has taken a liking to 
the local rum plants. He has 
befriended many locals while 
I have been busy planning our 
dive. It has been difficult to 
keep intentions here a secret 
from the locals. Unfortunately, 
the sunken Spanish Galleon is 
right on the reef on the southern 
coast, which is a popular local 
place and fishing area. I have 
had to make trips to reef at 
night. I think some of the older 
locals are getting suspicious.

Today was our first dive. The 
bow of the ship had turned 
south, and the deck to north at 
a depth of 18 to 34 meters and 
inclined about 35 degrees to 
starboard. Below the deck is 
presumably 1.2 billion dollars in 
Spanish coins. We were unable 
to find a safe entrance into the 
interior of the ship. There are a 
lot of sharks around the reef.

Wednesday
July 7, 1937

Friday
July 23, 1937

The sunken 
Spanish  
Galleon is
in the reef.

Earhart’s nonarrival to fleet 
headquarters was reported. 
Sea smooth and sky visible.

The greatest search effort ever 
mounted by the U.S. Navy was 
beginning to look for Amelia Earhart 
and Fred Noonan. Lookouts were 
posted, and sailors swept the seas 
with high-powered searchlights. 
They have found nothing yet.

Tuesday
July 2, 1937

Monday
July 12, 1937
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Howland
Island

Baker 
Island

“We must be on you but cannot see 
you, but gas is low. 
We have been unable to reach you 
by radio we are flying at 1000 feet.”

“We are circling but cannot see the 
island. We cannot hear you; go on 
ahead on 7500 kilocycles with long 
count. We will arrive either now or 
on schedule time on half hour.”

Friday
July 2, 1937

Radio transmission
17:45 GMT
19:27 GMT

We cannot hear you;
cannot see you, 
but gas is low.

We have been searching the Galleon 
ship for about nine months so far. 
I really miss George, but I don’t 
think I will ever see him again. 
Fred has found a local girl who 
keeps him entertained. A local 
boy gave me a puppy from his 
dog’s litter, which has provided 
me with a lot of companionship. 
His name is Nounpotu, which 
is a Chamoru name for child of 
a navigator. Some of the locals 
helped me with the name. We 
have found lots of interesting 
things on the ship, however we 
have not found the chest full of 
gold coins. Items found to date:

 8 cannons
 30 cannon balls
 1 box with 14 spoons & 3 forks
 1 pepper box
 2 candlesticks
 2 small dishes & 6 plates
 1 small 7lb. cake weight
 16 small parcels of silk
 4 children’s gowns
 2 men’s waistcoats
 1 bale of indigo
 1 gold crown
 6 gold spoons
 1 gold crucifix
 1 chest of silver

Tuesday
April 26, 1938

Fliers organized their planes into 
groups and drew up a search plan 
so that when they took off, they 
would have “an eye on every mile.” 
Naval Pilots took a point north of 
Howland and drew a circle in the 
outer range of the amount of gas 
the Electra could have carried. 
They searched that circle−150,000 
square miles. They have found 
nothing. They have concluded that 
Amelia and Fred never even got into 
their life raft, because if they had, 
there would have been some sign of 
it, but there is no sign of anything.

Tuesday
July 13, 1937

7/13

7/14

7/15

7/16

7/17

7/18
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Howland Island
Baker Island



Class: Typography, 2004
Project: Spreads from a book on the typeface Filosofia
Intent: Use of type only to create a narrative explaining the 
Filosofia typeface.
Student Work: Colean Conrado

Filosofia

Zuzana Licko’s

zu
za
na

licko

Licko was born in 1961 in Bratislava, 
Czechoslovakia. She moved to 
the San Francisco Bay Area when 
she was seven. Her father, a 
biomathetmatican, commissioned 
Licko to design a Greek Alphabet 
for him. In 1981 she enrolled as 
an undergraduate architecture 
student at University of California in 
Berkeley. At Cal she took a number 
of computer programming classes 
where she experimented with low-
resolution typefaces, an activity she 
would not fully explore until a few 
years later. She changed her focus 
to graphic communications and 
met Rudy VanderLans, a graduate 
at Cal whose focus was photography. 
In 1983 VanderLans and Licko 
married, and in 1984, with the aid 
of the Macintosh computer, Licko 
and VanderLans began the design 
magazine, Emigre. VanderLans did 
the design work for the magazine, 
while Licko designed digital 
typefaces for the magazine. Licko 
used the magazine as format to 
test her new digital typefaces and 
experiment with the possibilities 
of new digital technology.

The invention of 
the Macintosh 

computer enabled 
Zuzana Licko, a 

contemporary 
typeface designer, 

to revolutionize the 
design of typefaces. 

With the computer 
as a new medium, 

she took advantage 
of the coarse 

resolution of the 
printer to create a 

digital aesthetic and 
push the boundaries 

of legibility.

32

Typefaces functional beauty, and 
particularly their impact on a design 
always intrigued Licko. For her a 
typeface is the personality of the 
alphabet, it “conveys their tone, 
style, and attitude”. However, until 
she got her hands on a Macintosh in 
1984, type design was a mystery. The 
Macintosh computer allowed Licko to 
investigate the early primitive bitmap 
fonts, which would subsequently be 
used in Emigre magazine. Her first 
low-resolution typeface designs were 
Emperor, Oakland, and Emigre, 
which were centered on 72 dpi 
resolution computer screens and dot 
matrix printers. These very primitive 
faces emphasized the inherent 
pixilation of their first computers 
and their lack of sophistication. In 
these first designs Licko’s primary 
focus was mastering the new 
tool of the computer rather than 
sophistication. Her early typeface 
designs as well as her later ones 
are reflective of digital technology 
rather than calligraphy on which 
traditionally typefaces were based.

The early bitmap 
faces used modular 

elements to create 
the characters. The 

coarse resolution 
was not able to 

produce accurate 
representations of a 

design in a variety of 
sizes. So, the letters 
related by a system 

of whole pixel 
increments. The 

pixel system limited 
the possibilities of 

the pixel placement 
as well as the 

articulation of 
the letterform.

1312

In 1995 when Emigre magazine 
changed from a visual magazine 
to one based in theory, it was 
necessary for Licko to design a set 
of typefaces that were appropriate 
for the new style of the magazine. 
Licko took this opportunity to 
study classical typefaces and revive 
them. Her second revival was of 
Bodoni. Bodoni was a face Licko 
was very familiar with, as it was 
one of her favorite typefaces in her 
early design career. Also, Bodoni 
is a very familiar typeface to the 
general public as it is one of the most 
widely used display faces. Reviving 
this face provided Licko with a new 
set of problems. First, she had to 
find an appropriate way to transfer 
this classical typeface to the new 
technology of computer. Because 
she was working in a new medium 

her typeface had be reflective of that 
medium. Then it was necessary that 
she used the computer to its fullest 
advantage, allowing the computer to 
do what it does best. Secondly, Licko 
was working with a very familiar face, 
which we are used to seeing, could 
easily be read, and therefore legible. 
She had to change this familiar and 
friendly face enough to adapt to the 
new medium, and make it different 
enough to be interesting, but still 
maintain Bodoni’s legibility. She 
had a typeface that we did not have 
to adjust our eyes to read, so she 
had to push the design against 
theses notions of legibility: did 
we have to relearn how to look at 
the new face or is it automatic?

kk
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Filosofia is Licko’s interpretation 
of Bodoni. The typeface is not 
based upon any particular version 
of Bodoni, rather Filosofia is 
drawn from her memory of Bodoni 
and her preference the faces 
geometry. Filosofia retains the 
same basic proportions of Bodoni 
with variations based on her own 
sensibilities. The name Filosofia 
comes from the Italian word for 
Philosophy because Licko wanted 
a name that reflected the Italian 
origins of Bodoni. Filosofia was 
chosen because it had a nice ring to it.

Filosofia has three variations 
within the family. Filosofia Regular 
family is intended for typesetting 
and type applications as the constrast 
between the thick and thins has 
been reduced to withstand small 
point sizes. Filosofia Grand family 
is more refined and delicate as it was 
designed as display face. The final 
variant is Filosofia Unicase, which 
combines upper and lower letters 
into an alphabet with a single height.

ss
ss ss
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Filosofia is designed with old 
style numerals, meaning that 
the numerals have ascenders 
and descenders similar to the 
lowercase letters. The numerals are 
positioned in relationship to the 
x-height rather than the ascender 
line in more modern numerals. 
For example when 2 numerals or 
even 7 or 16 are set within text, the 
numerals relate to the x-height of 
the lowercase letters, allowing a 
more even appearance. Another 
notable feature of these numerals is 
the zero: 0. It has a consistent stroke 
width and circle shape so that it is 
not confused with the lowercase 
“o”. This convention was started by 
Garamond and is very common in 
older style typefaces. Licko’s use of 
old style numerals is both practical 
as well as a reference to original 
letterpress version of Bodoni.
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