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Marketing Collateral
Global Response

Lets have a Video Chat!

| ocations

® 4 Global Response Locations

Project Scope

Streamline branding elements and create client-facing
ads, sell sheets, infographics and brochures that capture \
Global Response’s ability to understand their client’s GIObaI
needs while providing outstanding customer service R

practices. Projects extended into hiring collateral to esponse
bring in top talent while providing essential benefits and IHEERANECORIASTCERIERS
showcasing a great place to work.

Headquarters

Margate, FL
+ Three Locations
+ 38,000 sq. ft. Each
+ Over 2000 Work Stations
* 9 Training Rooms

® 5 Partner Locations

Global Response’s strategy and
vision are centered around your
Brand. For over 45 years, our
clients have depended on our
experience, flexibility and brand
passion to achieve the highest
standard of customer experience.

AS
FACTS

Classic

Call Abandonment
Rate - 2.69%

Seasonal Increase Attrition Rate

75% of our clients ramp up their B 8?[]/“

teams by an average of 50%

Customer Experience Top 5 Reasons to Outsource
N Your Contact Center

Changing the Mindset:
Seeing Contacts as

Opportunities, Not Costs

Customer service s the front line of any brand. Each customer interaction
presents an opportunity to gain, lose or keep a customer. However, the call
center is still perceived as a cost center, a necessary requirement of doing
business. But whe h contact is treated h: wowa
customer, provide personalized service and increase sales, the call center

4

Years
Founded
1974

throughout the year. We hire over
1,000 Brand Specialists from
November — January each year.

Spotlight: Remote Agents:

Global Response has the capability to operate
fully remote customer care and sales teams.

I = g has the potential to transform into a revenue-generating profit center. )
CUSTOMER SERVICE JOBS IN MARGATE > ' Our technology infrastructure enables cloud-
I Cost Reduction ‘ Brand Imn " Acustomer service team operating as a cost center is reactive, focusing on complaint resolution and driven by time-based based Brand SpeC|aI|st§ to del'Yer the h'gheSt
) . - metrics. In contrast, a profit center team is relationship based and proactive, with a goal of boosting sales and loyalty. level of customer experience with maximum
v Fulltime / part-time Managing a contact center s expensive. ur brand isl] Brand Specialists have the knowledge and tools to serve as customer consultants, not 44.
ging per
payand technology, compliance, d conterpal  Just problem solvers. ' flexibility. In response to COVID-19, Global
G vomed s o up k. B oSS Oues et ot e i B — S — Associates Locations Languages |ndu3t|’| as Response has successfully transitioned
/*::;l; ) - ot and offer the most product training, and leaming{ :\Xsuﬂ”:l"lzreand Specialists ab ::;vs:s:lzzr‘v;n!:‘r:em 1o the brand a:da v::gr:?p‘l:: ownership of the clﬁ:or::cvles hundreds of Brand Speci alists from our
o v Paid training ftive return on investmen. willtrain Brand Specialists ma pef goals, P
= post interaction. They willdrve oyl and tools should be leveraged to empower, rather than restrict, the team. ) experience center campus to an at-home
=i it | v Weekly pay ’ satisfaction by creating memc In-depth, brand-specific training is essential to equip a team to deliver the expertise and brand model with no service interruptions.
- X N personality required to create a revenue-generating call center operation. Ongoing hands-on
| Rapid Scalability training provides insights into new products so Brand Specialists can feel confident in and
ol ) connected to they offer. Custe hing out to the contact )
o Today's business environments are unpredictable and Cutting Ed center should experience b service, exp P C I L | —I S O Cz Technology / Security
APPLY IN PERSON support teams ned o b more fexible han ever s f they were at et sore. A home goods etaller has a randed experience evel 1, 5 10% " d hots:
- arners can plan the atest deve Conversion Case Study Snapshots:
MONDAY~-FRIDAY P pl at Global Response to provide Brand Specialists with the
| e entire b Jlowi i
8:00 am - 5:00 pm unee piniviibe | testing pillows and bedding to make genuine and informed H I PAA a n d F E R PA T A el .
L /77 S state Road 7 levels. By levraging size outsourcing allows the cientto 1o industry thought-eaders fof C I. ient A - Increased close rate to o,
5 Margate, FL 33068 h thelr business with nd systems. Outs Omp |ant compared to 12% with competitor.
- that the service across mu| —
Y THE BRA . everyone to benefit. Hospitality / Travel
Y Global Response Q) Global Response Home Services Client B - Implemented “offer to compete”
a THE BRAND CONTACT CENTER ce | Chat | A Industry Expertise B proactively reducing cart abandonment. This
) K - & 0y
954-969-6767 - careers.globalresponse.com 8000 | www.globalresponse.com i oped very speifc 1-800-537-8000 | www.g program has a 19% close rate.
= £ several industries. nsei tic . . o
761 - carcs importance of data collection anaan;\ysismgemm Sotact s o e el - NS Financial / Automotive Client C — Through revised sales training,

954-969-6

actionable insights. They will offer ‘turkey” service and
support buitt over their years of experience to directly
impact your business and reduce the learning curve.

our cients’

todel five, lasti ession w
interaction. “Your Brand. Our Passion”

Copyright © 2019 Global Response. Allights reserved.

B 6

Years Client Months Brand
Average Specialist Average
Tenure Tenure

10%

Copyright © 2020 Global Response. All rights reserved.

Retail

60%

updated incentive programs and revised QA
scorecard. Saw AQV increase 5% YOY, and
increased 9% alone in Q4 2019 as compared
t0 2018 AOV.

Your Brand. Our Passion.




We know how to build
relationships and teams that last

W Average tenure for an existing client with Global Response is 8 years.
W 80% of our management team started as Brand Specialists.

W A culture of personal and professional development has led to less than
5% attrition on our leadership team.

‘At Global Response we know what it takes to build a
brand because we have spent 45 years building ours.”

- Wendy Leuchter; Co-CEO, Global Response

ol customers
" yz “rfume from refermals




Your Johnson Controls Team at a Glance: Johnson Controls

Marketing Collateral

University of Penn/Penn Medicine uri i ;
Johnson Controls ersity . Johmson Conos Securiy Security Solutions
please contact: Advanced Services

888.446.7781

|

Project Scope

This is one of many collateral pieces created for Johnson
Controls working closely with the Vertical Marketing Lead
to produce an engaging client-facing brochure while fully
implementing Johnson Controls’ branding.

Johnson Controls Advanced Services

2450 Boulevard of the Generals
COMPRISED OF EMPLOYEES WORLDWIDE Norristown, PA 19403

www.tycois.com

customers
globally

OF INNOVATION

g hard to bring t

JOHNSON CONTROLS
with

of leadership
lutions to meet
il REGIONAL SERVES 2 OF e
§) OFFICES THE TOP 5
&5 serving safest college
wn campuses*
[
L
% customers Norristown Headquarters
<
(@)
< service calls per year EMPLOYEES
s DEDICATION OF 9 EMPLOYEES
5 whose sole responsibility is to support
— Penn and Penn Medicine i
= oveR e o o o s T
o Unauthorized use is strictly prohibited. License
cameras card readers information available at www.johnsoncontrols.com. ﬂ
© 2018 Johnson Controls. All Rights Reserved.
Milwaukee, 01 /) ))X(
ON CAMPUS PRESENCE FOR dintheUSA Johnson /) ( Johnson
oo com Controls Controls

*according to College Safety Magazine

Who We Are 2 - ! “While we are a technology-driven organization, by far the most important asset is our people.”

- Shane Meenan, Director

Lee Yacovett, Project Manager
After 35 years of managerial experience, Lee was selected
to manage all projects related to Penn and Penn Medicine.
His communication skills keep customers well informed of all
project statuses.

How Our People Set Us Apart

Advanced Services has the knowledge and expertise to design enterprise security
solutions that help protect your bottom line while you grow the top line.

= We're innovative, dynamic and flexible. This allows us to constantly

adapt and address customer needs with the latest technology advances . ) -
Scott Davis, Service Technician

Scott is a daily fixture on campus working directly with the
Division of Public Safety and the Clients of the University
servicing their security needs. He holds multiple certifications
on some of the most complex systems in the industry.

= We collaborate and strategize frequently. Helping a customer is
not a one-person job. We collaborate across teams to leverage the
full spectrum of our combined expertise and enable comprehensive,
seamless client service

We take service standards seriously. Our staff receives on the job
training to ensure we're well-rounded advisors to our clients.

Our team is readily available. Our team of dedicated employees
Advanced Services helps companies with a need to deploy complex, maintain an on-site office to facilitate quick response.

enterprise-wide, security solutions.

Frank Stiefel, Level 5 Lead Technician

Frank has been an integral part of the operations team. He
is the lead technical resource for the existing infrastructure,
new product design, and implementation. His experience on
By seamlessly integrating electrpn\c security solutions into existing IT campus makes him the "go to” guy for all complex solutions.
infrastructures, we help enterprises become safer, more secure and

more sustainable.

Aaron Bunting, Program Manager
Aaron has spent his entire tenure with the company

supporting Penn and Penn Medicine in all facets of the Why We're a Trusted Partner
business. His current responsibilities include direct oversight
of Sales, Operations, and Service. The ¢ ination of our professi i commitment to transparency
on top ¢ and 24-hour availability provides our clients with a trusted and mutual
reminding ourselves of the importz partnership that goes far beyond typical vendor services.
pro is critically important. How:
growing the t pec indust = We listen to your challenges and needs. We invite key
- Jay Strohl, Area Security Leader Nick Dancer, Account Manager stakeholders, both technical and functional leaders, to present their
Nick is the Senior Lead on the sales side of the account. He perspectives, limitations and concerns during initial meetings and
primarily focuses on Penn Medicine while supporting the throughout the relationship

education side of the business. . .
= When you need us we're here. We're ingrained in our customers

businesses and engaged in the relationship, on call 24-hours a day,
seven days a week, 365 days a year to solve challenges.

We work with DPS and Penn Medicine in a wide range of
innovative security solutions.

= We don't like surprises, either. The lines of communication are
Wayne Pullen, Sales kept open with customers, sharing honest feedback, expectations, a
Wayne started his career with the company in a commercial timeline and next steps as soon and as often as possible.
development program focusing on Marketing, and Sales Ops.
Wayne moved into the sales rotation and was quickly picked
to be a part of the sales team at Penn.

We design customized, integrated solutions to help individual
customers overcome their unique security challenges.

The customer experience is our first priority. Every single
one of our employees takes ownership of the customer
relationship and is responsible for excellent service and
customer success

= Our employees are top-notch professionals. Our staff conducts
themselves with the utmost dignity, discretion and professionalism,
whether our customers are dealing with a crisis, need a project
completed on an accelerated timeline or within a limited budget

8 9



Marketing Collateral

Woodblock Printing Article

Project Scope

Typography project to create two magazine spreads for

a wood-block printing article. | sampled colors from the
images to use for the headlines and design elements.
Each article uses different fonts and layouts both of which
work well with the article content and are pleasing to the

audience and highly legible.

0o0OD-BLOCK PRINTING

BY THE
JAPANESE METHOD

by F. Moriey Fietche,

oduction and Descripti_on of the Qrigins of Wood-block Printing:
!ntr ses for personal artistic expression, for reproduction of 9
gzcuorative designs, and asa fundamental training for students of

printed decoration.

Katsushika Hokusai, “The Great Wave off Kanagawa,” ca. 1829-1833

2 The Printer’s Handbook Magazine

p———

Tﬂe few wood-block prints shown

- A the Society of Graver Printers

e jonal appearance of a wood-
ion of the International

- in the Graver Section of :

"1°°.",‘;:ngxt e biions, or in those of the Society of Arts

Socie

and Crats, ar¢ the outcome

group of Eng]

method, or by

est was first drawn in 1897 o experiments that

methods based on the Japancse practice.

inter
Mcyrc‘lc“'g made by Mr. J. D. Batten, who for two years
WO Iy had attempted, and partially ded in
p

making, a print from wood and metal blocks \_Nith c?lo.,,
mixed with glycerine and dextrine, the glycerine being
afterwards removed by washing the prints in alcohol.

‘As the Japanese method scemed to promise greater
advantages and simplicity, we began experiments together,
using as our text-book the pamphlet by T. Tokuno,
published by the g e i

and the dextrine and glycerine method was soon

abandoned. The edition of prints, however, of Eve and
the Serpent designed by J. D. Batten, printed by myself’
and published at that time, was produced partly by the
earlier method and partly in the simpler Japanese way.

Familiar as everyone is with Japanese prints, it is not
generally known that they are produced by means of
an extremely simple craft. No machinery is required,
but only a few tools for cutting the designs on the
surface of the planks of cherry wood from which the
impressions are taken. No press s used, but a round
flat pad, which is rubbed on the back of the print as it
lies on the blocks. The colours are mixed with water
and paste made from rice flour. The details of the craft
and photographs of the tools were given in full in the
Smithsonian Institution pamphlet already mentioned.

Teis va g %
slow and unsatisfactory work, however, learning

manj fon fi . 25 e
ipulation from a book, and several technical difficulties

that s(-tn.lcd insurmountable were made clear by the

zﬁzzvg::i:::r‘ery in London of aJapanese printseller who,

g : printer, was sufficiently familiar with the
some invaluable hints and demonstrations.

Further enc,
Cr encouragement was given to the work by

little later, of a class in wood-cuts

g\‘colmlr»undcr my charge, at the L.C.C. Central
School of Arts and G,
became the chief ceng

the instim(inn, a

afts, which for several years
e of the movement.

of the experiments of a small
Jish artists in making prints by the Japanese

Such are the bare historical facts of the development in
our country of this craft imported from the Far East.

On a merely superficial acquaintance the Japanese craft
of block-printing may appear to be no more than a
primitive though delicate form of colour reproduction,
which modern mechanical methods have long superseded,
even in the land of its invention; and that to study so
limited a mode of expression would be hardly of any
practical value to an artist. Moreover, the craft is under
the disadvantage that all the stages of the work, from
‘making the first design to taking the final impressions,
must be done by the artist himself—work which includes
the delicate cutting of line and planning of colour blocks,
and the preparation of colour and paper. In Japan there
were trained craftsmen expert in each of these branches
of the craft, and each carried out his part under the

Continued on p. 33

Plate Il - Key-block of the print shown on (hz
frontispiece. (The portion of wood lying 0\:;;\ em
the points of the mass of foliage is left stan (I‘Zg)
support the paper, but is not inked in print
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The Printer’s Handbook Magazine 3

WOOD-BLOCK PRINTING

BY THE JAPANESE M ETHOD by Mottey Fietcher

Introduction and Description of the Origins of Wood-block Printing; its uses for personal
artistic expression, for reproduction of decorative designs, and as a fundamental training
for students of printed decoration.

he few wood-block
T prints shown from time

to time by the Socicty

of Graver Printers in
Colour,and the occasional appearance
of a wood-block print in the Graver
Section of the International Society’s
Exhibitions, ot i those of the Socicty
of Arts and Crafts, are the outcome
of the experiments of a small group
of English artists in making prints by
the Japanese method, or by methods
based on the Japanese practice.

My interest was first drawn in
1897 to experiments that were being
made by Mr. J. D. Batten, who for
two years previously had attempted,
and partially succeeded in making,
a print from wood and metal blocks
with colour mixed with glycerine
and dextrine, the glycerine being
afterwards removed by washing the
prints in alcohol. As the Japanese
method seemed to promise greater
advantages and simplicity, we began
experiments together, using as our

text-book the pamphlet by T. Tokuno,
published by the Smithsonian
Institution, Washington, and the
dextrine and glycerine method was
soon abandoned. The edition of prints,
however, of Eve and the Serpent
designed by J. D. Batten, printed by
myself and published at that time, was
produced partly by the carlier method
and partly in the simpler Japanese way.
Familiar as everyone is with
Japanese prints, it is not generally
known that they are produced by

Plate TL.—Key-block of the print shown on the frontispiece.
(The portion of wood lying outside the points of the mass of foliage is
lefi standing to support the paper, but is not inked in printing.)

means of an extremely simple craft.
No machinery i required, but only a
few tools for cutting the designs on
the surfuce of the planks of cherry
ood from which the impressions
are taken. No press is used, but
round flat pad, which is rubbed on
the back of the print as it lies on

the blocks, The colours are mixed

with water and paste made from rice
flour. The details of the craft and
photographs of the tools were given
in full in the Smithsonian Institution
pamphlet already mentioned.

It is slow and unsatisfactory work,
however, learning manipulation from a
book, and several technical difficultics

that seemed insurmountable were

1

made clear by the chance discovery in
London of a Japanese printseller who,
although not a printer, was sufficiently
familiar with the work to give some
invalusble hints and demonstrations.
Turther encouragement was
given to the work by the institution,
alittle later, of a class in wood-cuts
in colour under my charge, at the
L.C.C. Central School of Arts and
Crafts, which for several years became
the chicf centre of the movement.
Such are the bare historical facts
of the development in our country of
this craft imported from the Far East.
On amerely superfcial acquaintance
the Japanese craft of block-printing
‘may appear to be no more than a
‘primitive though delicate form of
colour reproduction, which modern
mechanical methods have long
superseded, even in the land of
its invention; and that to study so
limited a mode of expression would
be hardly of any practical value to an
artist. Moreover, the craft is under the
disadvantage that all the stages of the
work, from making the first design
to taking the final impressions, must
be done by the artist himself—work
which includes the delicate cutting of
line and planning of colour blocks, and
the preparation of colour and paper
In Japan there were trained craftsmen
expert in each of thesc branches of
the craft, and each carried out his part
under the supervision of the artist.
No part but the design was done by
him. So that the very character of the
has an essential difference. Under
must

work
our present conditions the artist

Continued on p- 33




Restaurant Branding
TOWN

Project Scope

TOWN is an up-and-coming high-end authentic Chinese
restaurant looking for a new menu, brochure, table

tent, and website. Using the client’s brand guidelines |
designed the new pieces in a way to show off their unique,
premium services while maintaining their authenticity.

In China, ea when guests come is a

very traditional propriety. It

s a significan

way te ts. In a wedd

and

tea stands for faithful lc
tea means that the ne

many children

ful in man

ity, stabilit

rate Dinners | p, Orate Dinners  Private

rivale P,

3 arties
Weddings s

eeped in tradition and culture, Chj
uisine is a fu:
ully combined over the
e of unique
Y
3>
-

Established 15 years ago, TOWN craft

award-winning authentic Chine

We only he finest ingredie on, exploration and
that you will

delect

party e

- offer an ambiance
other Chine
in the B

with i

12

reeh US
S l\\llh
 NestBrer
Host Yo lings

prival¢ P

Menus ¥ Tea Ceremony

i 1('1‘\
('()|'|>u|‘:m~ pint

[Pl Menusv  Tea Ceremony

»d Noodles | 12
vegetables
1Noodles | 14

ish served in a spicy minced pork,
utbroth

seasonal vegetables

srbet |6

m, Mango ice cream, Coconut Pandan
?lum sothet, Mandarin sorbet

8

)

8696 | wwwbfmicom

4

Private Events ~ Contact Us  Reserve Now

Why TOWN

Located in the heart of Mizner Park in Boca Raton, TOWN offers an ambiance ike no other
i in the South Florid; d an unforgettable
experience in one of our private dining rooms.

Join us for one-of-a kind di ble Tea book your

our breathtaking garden.
Come Visit

321 Mizner Park Blvd, Boca Raton / (561 332-8696

Monday - Thursday 11 AM to 10 PM / Friday & Saturday 1t AM to 1t PM

Sunday Dim Sum 10 AM to 2 PM, Regular dining 11 AM to 9 PM

Private Events ~ ContactUs  Reserve Now’

Our Story

Established 15 years ago, TOWN crafts award-winning authentic Chinese food. We only use the

ire party enjoys our

‘mouthwatering cuisine.

‘We offer an ambiance like no other I Boca Raton

e of our p ining
Our Mission

To bring quality, style and the wish for good fortune to all of our guests. We provide  high-end

experience through Chinese cuisine.

Home OurStory Menus~ HEUISYOSNURLUEN Private Events  ContactUs  Reserve Now

Traditions

‘Where do we start with Chinese tea traditions? Since China is where tea got its big break, the

reverence for tea and the Chinese. If every

one of their fortune cookies said, “Tomorrow you will have tea” they would almost certainly be

right 100% of the time.

Totally i was regarded in ancient Chi ¢
hinese 1, salt,soy sauce, and vinegar,

which is like modern like gas, el +, cell service, pizza,

Neufli, and Amazon).

‘While we have delved into tea traditions in Japan and Britain, the Chinese have ceremonies and

‘meanings all their own. Wi China holds a very special p

of tea.
You Can Show Respect

Chinese heritage and tradi ed in respect. From to the board room, even




Restaurant Branding

Mancora Ceviche Bar

Project Scope

Mancora has opened a new location and needed
advertising and promotional materials made. They also
wanted new T-shirts which were updated from the old
design and created for both of their locations. New dine-in
and take-out menus were also created along with a Happy
Hour table tent.

Fort Lauderdale

234 Almond Ave., Ft. Lauderdale

(954) 769-1638 + mancoracevichebar.com

(954) 769-1638

) maiescriichebastortinderdale (B) mancors_ceviche

14

:b
m”

Classics
Pescado (Fish) 12.99 | Mixto 15.99
Pescado (Fish) & Camaron (Shrimp) 19.99
Mariscos (Seafood) 19.99
Camaron (Shrimp) 21.99

Classic Ceviche - Marinated in freh lime juice

and aj limo chilipepper and served with Peruvian

corn and sweet potas

Aji Amarillo - Marinated in fres lime juice and
wian yellow

Peruvian corn and sweet potato

Huacatay - Marinated in fresh lime juice and

creamy black mint sauce and served with Peruvian

corn and sweet potas

Arroz con Mariscos | 21 - Peruvian style seafood
ice topped with salsa riolla

Jalea Mixta Entree 21.99 | Personal 18.99
Mixed seafood decp fried and served with salsa ciolla

Jalea Pescado Entree 18.99 | Personal 14.99
White fish deep fried and served with salsa criolla

Jalea Calamar Entree 18.99 | Personal 1599
Calamari deep fried and served with salsa

Jalea Camaron Entree 24 | Personal 20
1

mo,
Lhnmp and tuna); Leche de Tigre; Jalea. Served with
Peruvian corn and liced sweet potato

Pescado (Fish) 89.99 | Mixto 92.99

‘Telogy of Cevche - e cviche oy s

Rocoto - Mari e juice and Peruvian
red chillpepper sauce and served with Peruvian corn
and sweet potato

Ceviche Sampler - Chaice of three classc ceviches
Pescado (Fish) 34.99 | Mixto 39.99

Fried Seafood Ceviche - Clasic ceviche and deep
fried ith Peruvian corn and
siced sweet potato

Pescado (Fish) 18.99 | Mixto 21.99

Fusion
Pescado (Fish) 14.99 | Mixto 18.99
Pescado (Fish) & Camaron (Shrimp) 19.99
Mariscos (Seafood) 20.99
Camaron (Shrimp) 22.99

Chipotle - Marinated in fresh lime juice and a

creamy chipotle sauce

AL Olivo - Marinated in fresh lime juice and a

creamy olive sauce

Pisco Infused | 21.99 - White fish, shrimp and

ctopusmarinaed n resh lme i creamy octo

Sauce and served with a shot of Pisc

Vuelve A La Vida | 18.99 - Seafood mixture
finely diced and marinated in resh lime juice

Conchas Negras | 19.99 - Black clams marinated

infreh lime e a3 o il epper, diced

Conchas Negras Mixto | 22.99 - Bac cams
juice and ajilimo.

i perpn et

Pescado (Fish) e | Mixto 49.99

Camaron (Shrimp) 54.99

505 Sampler - Sample of three Classic Ceviche,

three Causas and three Choritos ala Chalaca

Pescado (Fish) 47.99 | Mixto 49.99

954 Sampler - Sample of four Classic Ceviche,

three Causas and aJalea

Pescado (Fish) 51.99 | Mixto 54.99

Se Salio EI Mar | 41.99 - Sample of Arroz con

Mariscos, Ceviche Mixto and Jalea

Peruvian Sampler | 41.99 - Arroz con Polo,

Classic Ceviche of your choie, Jalea and Salmon Causa

Cabrito a la Norteiia | 27 - Lamb stew served
yuca and beans

Risotto Huancaina con Lomo Saltado | 27

Risotto mixed with a creamy huancaina sauce and
topped with Lomo Saltado

Spaghetti Frutti Di Mu I zt. 99 - Linguine

Pescado a lo Macho | 21 - White fish filet topped

SIGNAT RE PISCO

Beso de Lucuma | 12 - Pisco 1615, Amaeto,
Jucuma,

rved with white rice

Pescado a la Chorrillana | 19 - White fish filet

topped with sautéed onions,clantro, tomataes, served

with white rce

Sudado de Pescado | 19 - White fish filt stewed

toes and Peruvian com, served with

Steamed yuca

Sudado Mixto | 22.99 - Stew ofseafood, onions,
toes and Peruvian corn, served with steamed yuca

Volcan de Mariscos | 24.99 - Cilantro isotto

topped with creamy seafood sauce

Lomo Saltado | 19 - Filet Mignon sautéed with

ilantro,onions, tomatoes, soy sauce and spies,

‘ver french fres and with  side of white ice
Tallarines Verdes - Linguine mixed with a
creamy pesto sauce
Lomo (Filet Mignon) 2499 | Polo (Chicken) 1799
Linguine Huancaina Lomo Saltado | 27

and Peruvian
yelow chil ppper sace opped with Lomo Saltado
Tallarin Saltado - Clantro,onions, tomstoes, sy
o st s oo lgioe o
hs

and mixed seafood in
bechamel sance

Choritos a la Chalaca
Half Dozen - 12 | Dozen - 26 - Mussels
marinated in fresh lime juice and topped with
chopped tomatoes, cilantro, diced onions and Peruvian
com, served chilled

Pulpito  a Parsilla | 21 - Gl scogen

Diced whitefish marinated in fresh ime juice,spices
and peppers.

Pescado (Fish) |10

Mixto | 12

Camaron (Shrimp) | 14
Conchas Negras (Black Clams) | 15

TIRADITOS

Sticed fresh white fish (sashimi style marinated in
fresh lime juice topped with sauce of your choice,

Classic, Aji Amarillo, Al Olivo, Huacatay,
Rocoto | 14.99
Bicolor (choice of two) | 16
Tricolor (choice of three) | 18
CAUSAS

Peruvian style mashed potato seasoned with lime

e, spces and served
i e potoesand o el st

Pulpo al Olivo | 19 - Octopus served sashimi style
and covered in 2 creamy live sauce, served chilled
Anticuchos | 15.99 - Grilled beef heart marinated
in panca peper sace, galc, pices and served with

Lomo (Filet Mlgnm\) 22.99 | Pollo (Chicken) 17
Pollo Saltado | 17 - Chicken breast sutted with
tocs, soy sauce
Served ver rench fis and with a i of whie rice
‘Ala Plancha - Grilled and seasoned with Peruvian.
spics,served with house slad and french fries
Pescado (Fish) 18 | Lomo (Filet Mignon) 24.99
Pollo (Chicken) 18
Aoz con Pollo | 16 e e s o,
xed pepper, dari beer and infused with a cilantro sance,
Topped with  grlledchicken beast and sasscrilla
Aji de Gallina | 14 - Shredded chicken breast in
a creamy Peruvian yellow pepper and cheese sauce,
served with white rice and boiled potato

TACU T/

Papitas a la Huancaina | 9.99 - Sliced potatoes.
covered in a creamy cheese and Peruvian yellow chili
~pepper sauce, served chilled.

Yucas A La Huancaina | 9.99 - Fried yuea slces
covered in a creamy cheese and Peravian yellow chili
‘pepper sauce

SOUPS & S

Ensalada (House Salad) | 7 - Romaine lettuce
‘and mixed vegetables with oil and vinegar dressing
Aguadito de Seafood | 17.99 - Hearty seafood
soup with cilantro, corn, peas, potatoes and rice
Parihuela | 17.99 - Peruvian style bouillabaisse
Toaded with mixed seafood, seasoned with panca

llio and pisco

your choice of the
Tollowing illing.

Atun (Tuna) | 11.99

Camaron (Shrimp) | 14.99

Pulpo (Octopus) | 14.99

Salmon | 17.99

Pollo (Chicken) | 11.99

Causa Sampler (Atun, Camaron, Pollo and
Salmon) | 22

Chupe de Camarones | 17.99 - Peruvian style

chowder with shrimp, corn, egg, chill peppers,

potatoes, milk and queso fresco cheese

Aguadito de Pollo| 1.99 - Beary chickensoup
<, peas, com, and potatoes

Chicken Soup | 11 - Traditional Peruvian style
chicken soup with com, potatoes, noodles and a soft-
boiled egg

Chupe de Pollo | 16.99 - Peruvian style chowder
with white meat chicken, corn, egg, hill eppers,
potatoes, milk and queso fresco cheese

Peruvian
spices and topped with your choice of the following.

Salsa Mariscos (Seafood in creamy sauce) | 21.99
Cabrito a la Nortefia (Lamb Shank) | 24.99
Lomo Saltado (Sautéed Filet Mignon) | 21.99
Pollo Saltado (Sautéed Chicken) | 17.99

CHAUFAS
Peruvian styl fried rice mixed with cgg, scallions,
‘peas, carrots, red pepper and soy sauce.
Mariscos (Seafood) | 17
Camaron (Shrimp) | 19
Lomo (Filet Mignon) | 15
Pollo (Chicken) | 12
Pollo & Lomo (Chicken & Filet Mignon) | 17
Mixto (Chicken, Filet Mignon & Seafood) | 18
Vegetable (Mixed Vegetables) | 9.99

Frejoles Canarios (Canary Beans) 7 | Camote
(Sweet Potato) 3 | Yuca Frita 5 | Arroz (Rice) 4
Papas Fritas (french fries) 5 | Salsa Criolla 3

HAPPY
Monday ~ B

y HOURM

Cocktail de | 12 - Tabernero Pisco,
Algarrobina syrup, cream

Endlcss Sunanet | 12- Tberto P, Bue
Curacao, passion frui

Lima Nights | 12 - Tabernero Pisco, Amaretto,
pineapple juice, grenadine

Llama Mama | 12 - Tabernero Pisco, Ceéme de
Menthe, lime uice, grenadine, egg white

Machu Picchu | 12 - Pisco 1615, Créme de
Menthe, orange juice, grenadine

Mancora | 12 - Pisco 1615, Blue Curacao, ginger
ale lime juice

Playero | 12 - Tabernero Pisco, Malibu Rum,
Creme de Menthe, mint, lime juice

Sacred Valley | 12 - Pisco 1615, Aperol, Vermouth,
orange juice, grenadine

MANCORA SIGNATURE

COCKTAILS

Aperol Spritz | 10 - Aperol, Proseco, splash of

club soda

Bellini | 10 - Prosecco, peach purée

Caipirinha Torcedor | 11 - Salinissima Cachaca,

brown sugar,lime juice

Charapita Maule | 12 - Amasonin Gin, Psch

fer|32
pped with Sprite

|32
With Sunkist

dst |2

beer, pineapple juice, lime juice
u Manhattan Perfecto | 12 - Johnnie Walker
‘Whiskey, Sweet and Dry Vermouth, btters
Guava Mint Mimosa | 10 - Prosecco, Triple Sec,
guava purée, mint leaves
Lemon Mora Smash | 12 - Grey Goose Vodka,
Lazzaroni Limoncello, blackberry purée, lemon juice
Loco Coco | 12 = Tito's Vodka, Amaretto, Blue
Curacao, Créme of Coconut, pincapple juice
Loreto Punch | 12 ~ Amazonian Gin, Lazzaroni
Limoncell, Prosecco, emon juic, berries
Moscow Mule | 12 - Tito's Vodka, ginger beer,
Time juice, mint leaves
Nazca Lime Mojito | 12 - Bacardi Rum, mint
leaves, lime juice, sugar, club soda
Negroni Clasco 12 - Tasersy G, Compa,
Sweet Red Ve
Passion Fizz | 10 - Prosecco,St. Germain Eldecflower

Liqueur, passion fruit purée, lemon juice, suga

Peach Cosmo | 12 - Grey Goose Vodka, Peach
Schnapps, cranberry juice, lime juice
Peach Mint Julep | 12 - Jim Beam Bourbon
‘Whiskey, Prosecco, peach purée, mint leaves, sugar

JUICES
Made from fresh fruit pure.
Mora (Blackberry), Limeade, Mango,
Maracuya (Passion Fruit), Pifia (Pineapple),
arindo ind) | 5

Lucuma |7

Fideos Linguine con Mantequilla | 7 - Buttered
linguine noodl

Salchipapa w/Fries | 9 - Sliced hot dog served
over french fries

Chocolate Cake | 8- Layr of eh chocsne

Chirimoya Pituca | 7 - Sweet

and sour, dense.
Leche with hit

Dulce de Lucuma | 7 - Lucuma favored Duce e
o

Dessert Sampler | 19 - Choiceof three full sized
desserts: Chi Fruit Créme

tropical fruit

Picarones | 7 - Peruvian style fried “doughnuts”

ed chilled and topped

Churros | 7 - Decp-fried dough, rolled ina

cinnamon and sugar mixture. Served with chocolate.

served warm and drizzled with a warm, sweet syrup  and caramel sauce and whipped cream
with hints of orange peel and cinnamon

euie, Crema Voheads, Dule De Lucuma, Chuees,
Picarones

ENU

day | 4pm - 7P

* -
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Coral Springs « (954) 800-7812
7679 W. Sample Rd.
Coral Springs, FL 33065

mancoracevichebarcoralsprings

mancoracevichebar.com mancora_ceviche

Fort Lauderdale « (954) 769-1638
234 Almond Ave.
Fort Lauderdale, FL 33316

0 mancoracevichebarfortlauderdale

Now Open

234 Almond Ave.
Ft. Lauderdale
(954) 769-1638

0 mancoracevichebarfortlauderdale mancora_ceviche

Experience. Savor.

only at Mancora Ceviche Bar

Bring in this card and enjoy a FREE Pisco Sour
with the purchase of any entree.*

*One drink per customer, must present this card at time of order.




Restaurant Branding ,
The Upper Crust Bakery

Project Scope Laurence Babineau

Upper Crust Bakery needed a new logo that identified ?‘“?QX\ Head Pastry Chef
with their French baked-fresh-daily delectables. Along \3@ 80222?472;42
with the new logo, a complete brand guide was designed Paris, FL 32543
along with a stationery suite. www Sheupperrust. com

The Upper Crust Bakery
22R Main Street

Bibed Pcih Dty ——
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Digital Art

Little Girl Dreams

Project Scope

This digital project is a photo
montage with my own
photography of my daughter
and horse along with other
digital photographs to create a
dreamlike digital portrait. The
final piece is actually animated
when viewed on the web.




lllustration
Carterhaugh

Project Scope

lllustrate two travel posters influenced by the description
of Carterhaugh from the story of The Young Tamlane. My
goal was to create a place of awe and wonder where fairies
roamed and dreams came true. | created a low vantage
point to add to the mystery and transport the viewer.

21



Photography
[zzy

Project Scope

This book was a final portfolio piece for a Digital
Photography course. The task was to show a developed
and consistent style in my photography along with
strong editing and presentation skills. My goal was

to create a beautifully photographed tribute to my
daughter that captured her personality, beauty and my
enduring love for her.

22










Personal Branding Suite

5642 Pinecrest Circle, Boca Raton, FL 33433
ColleenZam@icloud.com | 561.541.3314
ColleenZDesign.com

Colleen Zamorano
5642 Pinecrest Cir
Boca Raton, FL 33433

COLLEEN ZAMORANO

@ColleenZDesign

@ColleenzDesign ’“

COLLEEN ZAMORANO
Sr.Designer | Photographer

561.541.3314

ColleenZam@icloud.com

ColleenZDesign.com

ABOUT ME
16+ years of Graphi
mid-size, and smal
Ver:
I

c Des_ign experience in large,
| businesses

+Industrious key contributor valued for collaboration
TShip, initiative and independent prop solving for successful
™Mal and external marketing prog interest in building
skills in User Experience and User Interface Decign (UXLI. .

EXPERTISE

Brand-aligned Graphic Design, Digital Photography, Digital Assets
for Web & Social Media, Web -commerce, Wi r
Registration Graphics, Trade Show Display Ar

Marketing Collate:

SKILLS

[ After Effects Lightroom WordPress
Dreamweaver Photoshop MS Office
B ustrator & Premiere Pro Sketch
I nDesign XD

Presentations,
ral, Typography, Recruiting & Culture Products

i

RADE SHOWS

|

COLLEEN ZAMORANO
Sr. Designer | Photographer

561.541.3314

colleenzam@icloud.com

colleenzdesign.com

L PHOTOGRAPHY

Colleen Zamorano




COLLEEN ZAMORANO ColleenZam@icloud.com | Boca Raton, FL

Senior Graphic Designer 561-541-3314 | Portfolio: ColleenZDesign.com

Collaborate | Design | Implement | Manage | Execute

EXPERIENCE

LEGACY RESEARCH GROUP | 2021 TO PRESENT | SR. GRAPHIC DESIGNER

m Collaborate with copywriters on financial promotional projects.

m  Develop design themes (colors, fonts, logos, and imagery) in alignment with the project platform.
m Create necessary technical financial imagery such as graphs, bar charts and tables.

GLOBAL RESPONSE | 2019 TO 2020 | GRAPHIC DESIGNER

m Sole graphic designer, producing print and digital products for operational support of 40+ distinct
customer brands.

m Produced customized large-format presentations and sales support materials for sales team to engage
prospective accounts.

m Created trade show graphics, iPad-based prospect surveys, and branded promotional items; prepared trade
show budgets.

m Delivered branded signage, posters, and performance ranking boards to create an immersive, engaging
contact center experience for staff.

Performed professional photography for advertising and social media (LinkedIn, Facebook, Instagram).

Credited with on-target delivery of modern, cohesive products.

JOHNSON CONTROLS | 2012 TO 2019 | GRAPHIC DESIGNER, SECURITY SOLUTIONS

B Sole graphic designer serving 6 Marketing Managers in financial, government, retail, education, healthcare,
and commercial verticals.

m Prioritized and executed on a complex workload: photography and graphic design for webinars, trade shows,
roadshows, event registration welbsites, email campaigns, sales emails, internal events and communications
products, and marketing collateral.

m Supported 2 major rebrands in partnership with creative agencies. Delivered compelling designs in adherence
to brand guidelines.

CD GREETING | 2003 TO 2013 | GRAPHIC DESIGNER / DIRECTOR

m Designed a range of templates and customized CD products for corporate and private special occasions,
promotions, and events. Created marketing brochures, flyers, and posters.

m Contributed to 25% growth in revenues through SEO and customer service.

SKILLS EDUCATION

[ After Effects Lightroom WordPress UX Certification, Ul Certification
m Dreamweaver m Photoshop MS Office BRAINSTATION

m [llustrator m Premiere Pro Sketch B.A. Graphic Design
m InDesign XD SOUTHERN NEW HAMPSHIRE UNIVERSITY

Associate of Fine Arts
ANNE ARUNDEL COMMUNITY COLLEGE
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COLLEEN ZAMORANO
Sr.Designer|Photographer

Graphic Design | Web Design | Photography
561.541.3314

ColleenZDesign.com | ColleenZam@icloud.com




