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During the last 12+ years of leading (7 yrs) and 
teaching (5 yrs), these are the facts I’ve gained 
from observation, experience, and feedback.

•  Leading from agency and enabling agency 
among team members to reach growth potential

•  Quantitative Data helps support decision 
making through metrics while qualitative 
provides the human factors from observations 
and experiences

•  Solutions are only as good as the information 
gathered and how vested the makers are in  
the process

•  The team relies on its leadership to present the 
entirety of the work including the research and 
the data

VIEWS



FACTS •  Over 5 years oversaw a team that responded to 
≈20,000 requests from across the agency

•  The team had a satisfaction rating of 97% and 
delivery of projects early or on time of 95%

•  The team completed projects for 20+ centers 
and offices including projects presented to  
US presidents and congress

•  The team worked with subject mater experts, 
scientists, social media, broadcast media, 
engineers, and web developers, to name a few 

These metrics reflect the team’s commitment to 
completing the work but were most excited by 
projects where they were empowered to explore 
and offer their expertise. A few of those follow.



I am a visionary leader who seees 
the future, questions everything, sets 

direction, drives strategy and innovation, 
and champions progress, results, and 

organizational integrity. 

I’m a confident but humble leader that seeks 
information from those willing to provide it. I can 
be curt at times but am always willing to lend a 
friendly ear when someone needs it. I’m a multi-
directional leader that’s comfortable with ambiguity. 
I’m a natural creative with a pioneer spirit that 
enjoys explorations and inspiring others. While I 
truly value collaborations there are times I need to 
think or work independently. I’m driven, adaptable, 
dependable, engaging, and supportive.

me



THE WORK



My role involved creative direction, facilitation, 
consultant, project owner, project management, 
team building.

Connect resources and stakeholders to create a  
more flexible style guide for agency staff to 
implement more easily and for audiences to better 
understand recommendations. 

COVID 19



Create a more flexible style guide for agency staff 
to implement more easily and for audiences to 
better understand recommendations. 

Quick response to fast moving information, simple 
but restrictive, and five different styles based on 
specific center need. Single style illustrations with 
no facial features were “too cartoony” and “creepy.”

I connected with lead stakeholders of the response, 
reviewed audience feedback, and consulted with 
staff to rework and expand a more flexible and 
cohesive guide with more options based on needs 
for different stakeholders and audiences, and more 
uses across different types of digital media. 

GOAL
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Style in Use

cdc.gov/coronavirus

Title of your presentation

Name, Degrees
Title

Event Title

Date

Solid Background with Color
Use for section headers

Title of your presentation

Name, Degrees
Title

Event Title

Date

Watermark Background with Color
Use for section headers

SAMPLE CONTENT

§ This is a bullet
– Sub bullet
– The photo is a sample, and may be removed or replaced.
– Adjust the size of this content box to custom fit your text.

For more information, contact CDC
1-800-CDC-INFO (232-4636)
TTY:  1-888-232-6348    www.cdc.gov

The findings and conclusions in this report are those of the authors and do not necessarily represent the 
official position of the Centers for Disease Control and Prevention.

SAMPLE CONTENT for Side By Side Display

§ Bullet 
– Sub bullet
– Customize chart colors to match 

your center’s palette
– HINT: Use the eyedropper tool in 

the FILL menu to sample the colors 
in the color bar at the bottom of 
the page

0

1

2

3

4

5

6

Category 1 Category 2 Category 3 Category 4

Chart Title

Series 1 Series 2 Series 3

For more information, contact CDC
1-800-CDC-INFO (232-4636)
TTY:  1-888-232-6348    www.cdc.gov

The findings and conclusions in this report are those of the authors and do not necessarily represent the 
official position of the Centers for Disease Control and Prevention.

P O W E R  P O I N T :  T i t l e  S l i d e P O W E R  P O I N T :  S e c t i o n  H e a d e r  C o l o r

P O W E R  P O I N T :  T i t l e  S l i d e  A LT P O W E R  P O I N T :  S e c t i o n  H e a d e r  Wa t e r m a r k

P O W E R  P O I N T :  S a m p l e  S l i d e

P O W E R  P O I N T :  C l o s i n g  S l i d e

P O W E R  P O I N T :  S a m p l e  S l i d e

P O W E R  P O I N T :  C l o s i n g  S l i d e  A l t
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Illustrations

Do Your Part!

WASH HANDS  
OFTEN 

with soap and water

CLEAN FREQUENTLY
touched surfaces  

and objects

STAY HOME  
WHEN SICK

COVER  
COUGHS  

and SNEEZES 
with a tissue 

Good health habits start at 
home. Teach your children 
these everyday preventive 
actions to keep them healthy at 
school and on the playground.

For more information on how 
to protect your family, visit  
www.cdc.gov/COVID19.

Keep Your Family Healthy  
During Coronavirus Disease
Pandemic flu prevention starts at 
home. Protect your health, and the 
health of your family, with everyday 
preventive actions to help slow the 
spread of Coronavirus disease.

315563-A

Do Your Part!
Coronavirus Disease can spread quickly at large, 
crowded gatherings like concerts, conventions, 
and sports events. People crowd together, sharing 
personal space—and germs! They can take germs 
home to their families, friends, and co-workers. 
Protecting everyone’s health at public events can 
have far-reaching benefits.

Keep Your Event Safe 
from Coronavirus Disease

Be prepared to MODIFY,  
POSTPONE, or CANCEL EVENTS  

during a flu pandemic

INFORM STAFF  
and ATTENDEES  

about how to protect  
themselves during  

gatherings

Consider ways to  
INCREASE SPACE BETWEEN PEOPLE 

and REDUCE CROWDING at your event, 
like offering remote viewing options, if 

recommended by public health authorities

BUILD FLU PREVENTION into  
your event planning by having supplies  

on hand for people to use, like soap, hand 
sanitizer, tissues, and trash baskets 

A coronavirus-readiness plan 
can help everyone have a safe 
and healthy experience!

For more information on how 
to protect people at your event, 
visit www.cdc.gov/COVID19.

315563-C

Do Your Part!
Keep Your Family Healthy 
from Coronavirus Disease

Coronavirus Disease prevention starts 
at home. Protect your health, and the 
health of your family, with everyday 
preventive actions to help slow the 
spread of Coronavirus Disease.

CLEAN FREQUENTLY
touched surfaces and objects

WASH HANDS OFTEN 
with soap and water

STAY HOME  
WHEN SICK

COVER COUGHS  
and SNEEZES 
with a tissue 

Good health habits start at 
home. Teach your family 
these everyday preventive 
actions to keep them healthy.

For more information on how  
to protect your family, visit  
www.cdc.gov/COVID19.

315563-F
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Colors

Gradient Headers

July 2, 2020

LIGHT TEAL 
CMYK: 64/0/61/0
RGB: 36/219/148
HEX: #24db94

Teal Location: 50
Angle: -40o

Red Location: 50
Angle: -40o

Headers must always include Grey/Gold Box and 
Gradient bar. For Print header should be at least .5” 
tall. For social header should be 125-200px tall

ALT USE:  
In cases where headline is too long or the image has too much text, you may utilize the alternate header where  
Gray/Gold box and gradient color bar sit above the headline. For Print Alt Header should be minimum .25” tall and for 
Social 50-75px tall.

PLEASE NOTE: Colors do not represent target demographics any longer

LIGHT BLUE 
CMYK: 83/75/0/0
RGB: 55/61/230
HEX: #373de6

GOLD
CMYK: 0/37/99/0
RGB: 251/171/24
HEX: #fbab18

GRAY 
CMYK: 70/64/63/64
RGB: 45/45/45
HEX: #2d2d2d

RED 
CMYK: 20/100/100/13
RGB: 179/0/30
HEX: #b3001e

DARK TEAL 
CMYK: 93/52/43/19
RGB: 0/94/112
HEX: #005e70

DARK BLUE 
CMYK: 100/99/23/15
RGB: 23/28/115
HEX: #171c73

HEADLINE HERE

HEADLINE HERE

HEADLINE HERE

HEADLINE HERE

CO R O N AV I R U S  D I S E A S E  2019  
(COVID -19)

cdc.gov/coronavirius

• Avoid close contact with people who are sick

• Avoid touching your eyes, nose & mouth with 
unwashed hands

• Wash hands often with soap & water for  
 at least 20 seconds

You can help prevent the spread of 
 respiratory illnesses with these actions:

cdc.gov/coronavirius

CO R O N AV I R U S  D I S E A S E  2019  
(COVID -19)

Sub Heads

Paragraph Styles

URL Sign-Off
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Information goes here

• Bullet 1

• Bullet 2

Subhead messaging goes here Subheads should be in a bold 
black font with gold background

URL should always be in bottom right with bleed off the edge  
of document. Gold background. No rounded corners. Bold font.  
URL should always be listed as “cdc.gov/coronavirus”

Callout text goes below 
in gray box with Gray  
fill set to MULTIPLY at 
50% opacity

PLEASE NOTE: This is utilized primarily on social media and materials with short messaging 

cdc.gov/coronavirus

H1 - Banner Heading
H1 - Semi 
H2 - Header
H3 - Header

H4 - Header

P - Chapparel

P- Myriad
• Bullet - Chapparel

 » Bullet - Chapparel

• Bullet - Myriad

1. Number - Myriad

Fonts

Myriad Pro Light

Myriad Pro Regular

Myriad Pro Semibold

Myriad Pro Bold

Myriad Pro Black

Chaparral Pro Light

Chaparral Pro Regular

Chaparral Pro Semibold

Chaparral Pro Bold

Myriad Pro Light Condensed

Myriad Pro Condensed

Myriad Pro Semibold Condensed

Myriad Pro Bold Condensed

Myriad Pro Black Condensed

CS XXXXXX-X    03/23/2020

cdc.gov/coronavirus

Coronavirus disease 2019 (COVID-19) and you 

What is coronavirus disease 2019?
Coronavirus disease 2019 (COVID-19) is a respiratory illness 
that can spread from person to person. The virus that causes 
COVID-19 is a novel coronavirus that was first identified during 
an investigation into an outbreak in Wuhan, China.

Can I get COVID-19? 
COVID-19 is spreading from person to person in China, and 
limited spread among close contacts has been detected in 
some countries outside China. Right now, the greatest risk of 
infection is for people in China or people who have traveled 
to China. Risk of infection is dependent on exposure. Close 
contacts of people who are infected are at greater risk of 
exposure, for example health care workers and close contacts of 
people who are infected with the virus that causes COVID-19. 
CDC continues to closely monitor the situation.

The current list of global locations with cases of COVID-19 
is available on CDC’s web page at https://www.cdc.gov/
coronavirus/2019-ncov/locations-confirmed-cases.html. 

How does COVID-19 spread? 
This virus probably emerged from an animal source, but it now 
seems to be spreading from person to person. It’s important to 
note that person-to-person spread can happen on a continuum. 
Some viruses are highly contagious (like measles), while 
other viruses are less so. At this time, it’s unclear how easily 
or sustainably the virus that causes COVID-19 is spreading 
between people. Learn what is known about the spread 
of newly emerged coronaviruses at https://www.cdc.gov/
coronavirus/2019-ncov/about/transmission.html. 

What are the symptoms of COVID-19?
Patients with COVID-19 have had mild to severe respiratory 
illness with symptoms of:

• fever

• cough

• shortness of breath

What are severe complications from this virus? 
Many patients have pneumonia in both lungs.

How can I help protect myself? 
The best way to prevent infection is to avoid being exposed to 
the virus that causes COVID-19. 

There are simple everyday preventive actions to help 
prevent the spread of respiratory illness. 
These include
• Avoid close contact with people who are sick.

• Avoid touching your eyes, nose, and mouth with 
unwashed hands. 

• Wash your hands often with soap and water for at least 20 
seconds. Use an alcohol-based hand sanitizer that contains at 
least 60% alcohol if soap and water are not available.

If you are sick, to keep from spreading respiratory 
illness to others, you should
• Stay home when you are sick. 

• Cover your cough or sneeze with a tissue, then throw the 
tissue in the trash. 

• Clean and disinfect frequently touched objects 
and surfaces.

What should I do if I recently traveled to China 
and got sick? 
If you were in China within the past 14 days and feel sick with 
fever, cough, or difficulty breathing, you should get medical 
care. Call the office of your health care provider before you go 
and tell them about your travel and your symptoms. They will 
give you instructions on how to get care without exposing other 
people to your illness. While sick, avoid contact with people, 
don’t go out and delay any travel to reduce the possibility of 
spreading illness to others.

Is there a vaccine? 
There is currently no vaccine to protect against COVID-19. The 
best way to prevent infection is to avoid being exposed to the 
virus that causes COVID-19. 

Is there a treatment? 
There is no specific antiviral treatment for COVID-19. 
People with COVID-19 can seek medical care to help 
relieve symptoms.
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Illustrations

Animations

Virus Dark Background

Virus Dark Background

Health Alert Animation Template COVID-19 Facts Animation 

1 Minute Rotation 4K
1 Minute Rotation 1080
32 Second Rotation 4K
32 Second Rotation 1080

Virus Alpha Channel 

1 Minute Rotation 4K
1 Minute Rotation 1080
32 Second Rotation 4K
32 Second Rotation 1080

Virus Dark Background - Banner Virus Editorial Scene

Virus White Background

1 Minute Rotation 4K
1 Minute Rotation 1080
32 Second Rotation 4K
32 Second Rotation 1080

Virus White Background

Virus Black & White

For More Information: cdc.gov/coronavirus
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Campaigns

Did You Wash Your Hands?
Campers: Do your part to stop COVID-19 in its tracks.

If you can’t wash your hands,  
ask your counselor or an adult  

for hand sanitizer.

Ask yourself: 

Did I just go to the bathroom?

Am I about to eat?

Did I cough or sneeze?

Did I touch supplies, objects or  
equipment that other people  

have touched?

Did I touch any animals or pets?

Did I touch garbage?

wash hands

think

stop

?

CS 317450-A    June 24, 2020 9:09 AM

cdc.gov/coronavirus

Don’t let your germs 
go for a ride

Cover your coughs  
and sneezes 

with a tissue or use the inside of your elbow. 
If you use a tissue, throw it in the trash, and 

wash your hands right away.

CS 317450-A    June 24, 2020 9:09 AM

cdc.gov/coronavirus

Keep Space Between 
You and Others

CS 317450-A    June 24, 2020 9:09 AM

cdc.gov/coronavirus

length of 1 jump rope

6 ft

6 ft

Campers: Stop the spread of COVID-19. Camp Rules 

wash yourkeep

CS 317450-A    June 24, 2020 9:09 AM

cdc.gov/coronavirus

tell an adult if

you  feels i c
k from others

with soap

or use a tissue

hands

us
e 

ha
nd

 sanitizer if you can
’t

wash your hands

cough or sneeze 
into your elbow

6 ft

Camper Badges of Honor for  
Stopping the Spread of COVID-19

Don’t feel well? 
Tell An Adult If You Feel Sick

If you feel sick, tell your mom or dad or caregiver  
before you come to camp. If you get sick at camp,  

tell your counselor or an adult right away.

chillscough

CS 317450-A    June 24, 2020 9:09 AM

cdc.gov/coronavirus

Other symptoms  
include: 

fever, runny nose, diarrhea, feeling nauseous 
or vomiting, feeling tired, headache, 

and poor appetite

m

us
cle pain

sh
ortness of breath

or 
difficulty

breathing

so

re throat

lo
ss of smell or taste

Summer Camp Poster Campaign 

Campaigns have multiple products that diviate slightly from the style guide to accomodate a 
custom audience, or to stand out from other COVID-19 products. 

Visiting Family Relations Campaign 

Road Travel Campaign 

Mother ’s Day/Father ’s Day - Road Travel Campaign 
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Did You Wash Your Hands?
Campers: Do your part to stop COVID-19 in its tracks.

If you can’t wash your hands,  
ask your counselor or an adult  

for hand sanitizer.

Ask yourself: 

Did I just go to the bathroom?

Am I about to eat?

Did I cough or sneeze?

Did I touch supplies, objects or  
equipment that other people  

have touched?

Did I touch any animals or pets?

Did I touch garbage?

wash hands

think

stop

?
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Don’t let your germs 
go for a ride

Cover your coughs  
and sneezes 

with a tissue or use the inside of your elbow. 
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You and Others

CS 317450-A    June 24, 2020 9:09 AM

cdc.gov/coronavirus

length of 1 jump rope

6 ft

6 ft
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Don’t feel well? 
Tell An Adult If You Feel Sick
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tell your counselor or an adult right away.
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Summer Camp Poster Campaign 

Campaigns have multiple products that diviate slightly from the style guide to accomodate a 
custom audience, or to stand out from other COVID-19 products. 

Visiting Family Relations Campaign 

Road Travel Campaign 

Mother ’s Day/Father ’s Day - Road Travel Campaign 
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Campaigns
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all-ossam-logos.pdf   1   6/11/2020   2:51:37 PM
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all-ossam-logos.pdf   1   6/11/2020   2:51:37 PM
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317507-A_OSSAM Signage_Floor Directions_PRINT .25inBLEED_one way.pdf   1   6/11/2020   10:25:23 AM
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OSSAM Wayfinding Signage

Previous Version
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Colors Hierarchy 
size of swatch indicates ranking

Colors

Primary Colors

Tertiary PaletteSecondary Palette

#fbab18#005e70 #2d2d2d  #373de6

 #171c73

#e57e51 #BC5829

#00818A #a5c9c9

 #d0d1d3

#dcc963

#27343a

 #587e6c

#24db94

 #b3001e

Primary Colors

Secondary Palette Tertiary Palette

Gold
CMYK: 0/37/99/0
RGB: 251/171/24
HEX: #fbab18

CMYK: 7/61/74/0
RGB: 229/126/81
HEX: #e57e51

Charcoal
CMYK: 70/64/63/64
RGB: 45/45/45
HEX: #2d2d2d

CMYK: 17/13/12/0
RGB: 208/209/211
HEX: #d0d1d3

CMYK: 20/76/99/8
RGB: 188/88/41
HEX: #BC5829

Red
CMYK: 20/100/100/13
RGB: 179/0/30
HEX: #b3001e

CMYK: 16/16/74/0
RGB: 220/201/99
HEX: #dcc96

Dark Teal
CMYK: 0/37/99/0
RGB: 251/171/24
HEX: #fbab18

Eggplant
CMYK: 100/99/23/15
RGB: 23/28/115
HEX: #171c73

CMYK: 86/33/42/6
RGB: 0/129/138
HEX: #00818A

Light Teal
CMYK: 64/0/61/0
RGB: 36/219/148
HEX: #24db94

CMYK: 80/64/57/55
RGB: 37/52/58
HEX: #27343a

CMYK: 35/9/20/0
RGB: 165/201/201
HEX: #a5c9c9

Cobalt Blue
CMYK: 83/75/0/0
RGB: 55/61/230
HEX: #373de6

CMYK: 68/35/60/13
RGB: 88/126/108
HEX: #587e6c
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URL Sign-Off

Subheads should be in a regular black font, 
under the header. Either with light grey 
background, 50% opacity grey background  
or without background.

URL should always be in bottom right with bleed off the edge  
of document. Gold background. No rounded corners. Bold font.  
URL should always be listed as “cdc.gov/coronavirus”

Callout text goes below in body image 
/ color background with appropriate fill 
set to MULTIPLY at 50% opacity

PLEASE NOTE: This is utilized primarily on social media and materials with short messaging 

cdc.gov/coronavirus

Fonts

Sub Heads 

Information goes here

• Bullet 1

• Bullet 2

HEADLINE HERE | COVID-19 |
Subhead messaging goes here

H e a d l i n e  Ty p e f a c e s

H e a d l i n e

*  i n d i c a t e s  p r i m a r y  u s e

B o d y  Ty p e f a c e s

B o d y

A l t e r n a t i v e  Ty p e f a c e s

Myriad Pro Light
Myriad Pro Regular
Myriad Pro Semibold
Myriad Pro Bold
Myriad Pro Black

Myriad Pro Light Condensed
Myriad Pro Condensed
Myriad Pro Semibold Condensed
Myriad Pro Bold Condensed*
Myriad Pro Black Condensed

Chaparral Pro Light
Chaparral Pro Regular*
Chaparral Pro Semibold
Chaparral Pro Bold

Helvetica LT Std Light
Helvetica LT Std Roman
Helvetica LT Std Bold
Helvetica LT Std Black

Georgia Regular*
Georgia Italic
Georgia Bold
Georgia Bold Italic

DIN 2014 Regular
DIN 2014 Demi
DIN 2014 Bold

Helvetica LT Std Light Condensed
Helvetica LT Std Condensed
Helvetica LT Std Condensed Bold*
Helvetica LT Std Condensed Black

03
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3 variations of use 

Grey text box: HEX #efefee, full opacity.

Grey text box: HEX #efefee, 
50% opacity. 

Gradient header strip, stands alone:  
No grey box necessary. 

50%

cdc.gov/coronavirus

HEADLINE HERE | COVID-19 |

cdc.gov/coronavirus

HEADLINE HERE | COVID-19 |

cdc.gov/coronavirus

HEADLINE HERE | COVID-19 |

Headers must always include box, left hand side.  
Print header should be at least .5” tall. For social header should be 125-200px tall

CS###### January 11, 2021 CS###### January 11, 2021

CS###### January 11, 2021
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Other Styles

Font Pairing / Use 

Banner Heading
Supporting Text Heading
Body Header 1
Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do 
eiusmod tempor incididunt ut labore et dolore magna aliqua. Ut 
enim ad minim veniam, quis nostrud exercitation ullamco laboris 
nisi ut aliquip ex ea commodo consequat. Duis aute irure dolor in 
reprehenderit in voluptate velit esse cillum dolore eu fugiat nulla 
pariatur. Excepteur sint occaecat cupidatat non proident, sunt in 
culpa qui officia deserunt mollit anim id est laborum.

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed 
do eiusmod tempor incididunt ut labore et dolore magna 
aliqua. Ut enim ad minim veniam, quis nostrud exercitation 
ullamco laboris nisi ut aliquip ex ea commodo consequat. Duis 
aute irure dolor in reprehenderit in voluptate velit esse cillum 
dolore eu fugiat nulla pariatur. 

Banner Heading
Supporting Text Heading

Body Header 1

Banner Heading
Supporting Text Heading

Body Header 1

A l t e r n a t i v e
H e a d i n g
S t y l e s

H e a d i n g s ,  H 1 :
H e l v e t i c a  LT  S t d  B o l d
 C o n d e n s e d
H e l v e t i c a  LT  S t d  R o m a n

H e a d i n g s ,  H 1 :
M y r i a d  Pro  B o l d
 C o n d e n s e d
M y r i a d  Pro  S e m i b o l d
 C o n d e n s e d

H e a d i n g s ,  H 1 :
D I N  2 0 1 4  B o l d
D I N  2 0 1 4  D e m i

B o d y :
G e o r g i a  R e g u l a r

B o d y :
C h a p p a r a l  Pro  R e g u l a r

S u b h e a d i n g s ,  H 2 :
H e l v e t i c a  LT  S t d  R o m a n

S u b h e a d i n g s ,  H 2 :
M y r i a d  Pro  S e m i b o l d
 C o n d e n s e d

S u b h e a d i n g s ,  H 2 :
D I N  2 0 1 4  D e m i

A l t e r n a t i v e
B o d y  C o p y
S t y l e
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size of IMG indicates ranking

E X A M  R O O M

H A N D  S A N I T I Z E R

L A B

O N  L O C AT I O N  VA C C I N E  P H O T O S H O O T

T E L E M E D I C I N E
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Illustrations

D E TA I L E D,  G R E Y  S C A L E :  S l o w  t u n r a ro u n d  t i m e 

O U T L I N E :  M o d e r a t e  t u n r a ro u n d  t i m e 

O R I G I N A L  I C O N S :  Q u i c k e s t  t u n r a ro u n d  t i m e 

09
COVID -19 :  Style Guide      |     January 11, 2021Updated Version



The agency was slow to adopt digital options 
before C19, staff were heavily micro managed, had 
a “get it done, as fast as possible” process, and 
stakeholders often gave design staff instructions 
on exactly what stakeholders wanted but they 
needed it to be “prettier” so staff ideas were often 
dismissed and they were very discouraged. I had 
to create an invironment that provided design staff 
to feel confident and comfortable enough to offer 
viable solutions and not feel dismissed. 

LESSONS



My role involved creative direction, facilitation, 
consultant, project owner, project management, 
team building, influencer.

Connect with lead stakeholders for the creation of  
a simple mark to reaise awareness, but not alarming. 
To be prepared if a larger response is needed, I decided 
the team needed to create a style guide and illustration 
style that was relatable for the audience.

MPOX



Create an identifying mark for the monkeypox 
outbreak for audiences to easily recognize CDC 
information in a crowded media landscape. 

Keep the mark simple but not alarming. I decided 
the team would create a style guide and illustration 
style cohesive and relatable for audience to be 
prepared if a larger response was needed.

I formed a team then connected with lead 
stakeholders of the response to meet and discuss 
needs and concerns. I included members of the  
illustration team after to determine illustration style. 
Later, Medical Illustrators connected with subject 
matter experts to create scientific illustration of mpox  
virus. I presented the project to response leadership 
and guided staff to refine the work based on 
feedback from the client. 

GOAL



Iterations including 
anticipated name 
change or abbreviation



This auburn concept helps viewers understand the issue is 
becoming more serious as the gradient changes from  
orange to red orange. The typeface is a condensed lighter  
weight moving to heavier weight to indicate growth and spread. 
Orange helps promote understanding, change, and wisdom. 











The team worked with 
web developers and 
engineers to create up-
to-the-minute data viz for 
use on the CDC website.



The illustration team 
employed genAI to 
produce images in tight 
timelines, then refining 
by hand.





“The historical knowledge and expertise [the 
team] bought to the brand design process 
was incredibly helpful in guiding us. The time 
and effort they put in during the beginning 
of the process allowed us to have consistent 
visuals from the very start of the response 
leading to cohesive design throughout.”

—Testimonial mpox response team



The style guide was used for the larger response as 
outbreak cases grew and I monitored releases for 
effectiveness and feedback. Internal and external 
responses were positive with a 94% approval rating. 
Staff responded to more than 1500 requests over 
1.5 years. The team enjoyed the interactions with 
the response team and among themselves and 
began to feel more like a team.

LESSONS



My role involved transformation, executive 
direction, consultant, research, team building, 
influencer, project assignment, evaluation, 
collaboration, partnerships, resources builder.

Connect staff and resources to create a more 
efficient and streamlined approach to project and 
product launches through the use of GenAI. 

GENAI



I directed team members to incorporate the use 
of Generative AI, refine prompt engineering skills, 
and experiment with different AI models such as 
Midjourney, Dall-E, and Stable Diffusion. 

Team prompt: How might GenAI models enhance 
the teams’ workflows more efficiently while 
ensuring scientific accuracy of images for use with 
agency products such as emergency responses 
and on CDC’s website pages that the public and 
healthcare professionals rely on for important 
information and updates?

My goal was to help staff adopt new ways of 
thinking and image creation that are scientifically 
accurate and do not compromise ethical standards. 
I instructed staff to experiment and train with new 
tools available to streamline workflows in order to 
reduce to market timelines, and I managed staff 
concerns using GenAI as a tool explaining it is not a 
replacement for their knowledge, skills, or abilities. 

GOAL



The work became more sophisticated 
with time and projects. The team used 
stock images and genAI to create but 
always need the hand of a professional to 
complete the final deliverable.



Guidance from me, the cows and the 
anatomy looked incorrect and they all 
looked copy and paste. The team refined 
the work to include milking cows, Holstein 
cows, and corrected anatomy.



Teams continually experimented 
and pushed genAI boundaries 
while repeatedly refining the 
final product.



Teams were using genAI to 
generate elements for videos and 
generated vieos in AI models. 



There was an explosion of experimentation 
from the team highlighting the potential and 
shortcomings of GenAI images. The team was 
hesitant to include GenAI in workflows but then 
quickly understood how the tools are an asset to 
project ideation through delivery.

I saw a reduction in project delivery by as much 
as 90% and as little as 70%. I discovered the tools 
could not take a project fully to completion and 

the human hand was still needed to get the final 
product to acceptable levels. Use of tools started 
in 2023 with only a few staff members using them 
and by the end of Q2 2025, the tools were being 
used more widely across teams. 

In Q2 2025, I gathered cross-functional division 
leadership to discuss building an agency GenAI 
image generation tool that could work across 
work areas such as social media, data viz, medical 
illustration, visual communications, and other areas.

LESSONS



My role involved executive direction, facilitation, 
consultant, designer, project owner, project man-
agement, team building, presenter, influencer.

Refresh the CDC logo to retain brand recognition 
and update the look, and create a distinctive visual 
identity for audiences to easily identify information 
from the agency and support its mission.

LOGO and  
VISUAL IDENTITY



Update and refine the new CDC logo that retains 
visual recognition and create a visual identity that 
reflects and builds upon the values, and mission of 
the agency.

New CDC logo options needed to be tested with 
focus groups to determine appropriate direction. 
After logo completion and launch, create a visual 
identity to help with consistency across the agency 
that supports the goals such as honesty, trust, 
and transparency for the US public, and supports 
marketing efforts to launch products more quickly 
especially for emergency responses.

Explore options for the logo, then test logos among 
agency staff, focus groups, and agency leadership 
to bring the mark to a more contemporary state. 
Use design practice, typography, and mathematics 
to support layout and effectiveness of the mark. 
Explore options for a visual identity that include 
type pairings, color theory, and layouts and is 
flexible, professional, effective, and creates 
efficiencies for use across all CDC programs, 
centers, and offices.

GOAL



Started with a look across  
gov’t agencies’ logo updates



Changing the blue to a setting that has more 
consistent hues across conversions for different 
types of media but mainly for digital and blue is 
associated with trust.

PMS 286C (former color)

RGB

CMYK Conversions

PMS 2935C (new color)

RGB



Began with Avenir Black, customized by widening 
aperture of “C” and rounded edges for friendlier 
look and rendering on digital platforms.



Exploration with no rays significantly reduces 
brand recognition and is too similar to other 
government agencies such as GSA and FDA.

Eliminating strokes from counter spaces, makes 
the glyphs more legible and readable at smaller 

sizes providing a wider range of applications.



We employed the golden section as a means to  
determine a strong and powerful layout and 
structure, that is based on the Fibonacci sequence.



The team started with conducting some environmental 
research highlighting the organizations we researched 
over a year. Our research involved analyzing their logos, 
color palettes, typography, imagery, and design systems. 

We used these insights to inform and guide decisions, 
ensuring the visual identity aligns with industry standard 
best practices.



Both faces chosen for the VI are contemporary, versatile 
in weights, and pair well together. Roboto was chosen 
for its geometric shapes, complemented by friendly, 

open curves that create a natural reading rhythm. 
Nunito, with its balanced and rounded design, was 
specifically crafted for seamless use across digital.



The main color palette was refined and refreshed. 
We expanded the palette to include three secondary 
colors that complement CDC blue. We also included 
two accents and tints that would be used to highlight 

important messages. Highlighting the intended 
emotions to evoke when used. This created a balanced 
and dynamic palette that reflected the multifaceted 
nature of our brand.







A planned release on Adobe Express was included 
for agency staff to use the visual identity templates 
for quicker turn around times.



The logo was met with skepticism but after I 
presented the research, data, and mathematical 
application behind the design decisions, the 
agency quickly accepted the refreshed mark and 
was released along with the launch the new CDC 
website. Audience testing proved the existence 
of continued brand recognition, sharing other 
logo options with agency staff exposed concerns 
but I eased resistance by focusing skeptics on 
qualitative and quantitative data used, and my use 
of mathematics to determine letter customization, 
angels of rays, and overall layout of the mark. 

The refreshed visual identity was developed with 
internal users in mind and visual impact for a 
multitude of audiences. I guided collaborations 
among marketing and media team members such as  
social media, broadcasting, web, and news media.  
I approved a team idea to use Adobe Express as a  
tool for template distribution for staff use to support  
consistency. I provided the team feedback and 
guidance, and they created a distinctive look with 
a unified image that set meaningful parameters 
differentiating the agency’s visual presence.  
I copresented with a team mamber, it was met with 
high enthusiasm from agency staff of all levels.

LESSONS



ecesarrivera.com
linkedin.com/in/ecesarrivera
ecesarrivera@gmail.com

Let’s meet face-to-face, or on your favorite video 
conferencing tool, over your preferred beverage. 
Email me to organize a meet to cover more info in 
detail. Thank you for taking the time to look through 
this short body of work. 

HAPPY TO CHAT


