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ethos

At Ferro+Ferro Graphic Communication, design is a collaborative process rather than a product, always with these

guiding principles leading the way. Our wide-ranging experience in promotional media design —

from the humblest postcard to the most complex web site — has taught us to always look

beyond the pretty picture or trendy color scheme if we want to succeed in those goals.

Our concepts
are actually
conceptual,

but within context

— not generic

or gratuitous.

We don't parrot,
we think.

We strive for
a captivating user
experience and
presentation
of content
that keeps the
audience from

wandering away.

With readable,
compelling words
and vital graphics

that your
specific audience
understands,
absorbs,
and retains.

Excite your
audience to
click, call, or

just to remember
you — all these
pieces must come
together to lead
to this result.

_|.

positively
Greener
processes
+ affordable
solutions
+ sincere
approaches
which promote
honestly.

Sounds basic enough, but it truly represents our strategy. Once you add it up, you'll find that without proper

We are here to help lead you and your message in a positive direction.

guidance you're just throwing your message to the four winds.

next



A sampling of identifying marks developed for our diverse range of clients over the past 30+ years.
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Brand redevelopment including storyline
definition; identifying mark and collateral;
web site planning, prioritization,
architecture; PPT deck, info sheet and
letterhead templates; info and social
media graphics; conference displays

and related support materials
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Arlington, VA




} International

Pharmaceutical
Excipients
Council of the LAB
Americas Zagis g " THE AUTHORITY AND RESOURCE FOR EDUCATION AND TRAINING
and affiliates =y L W o EXCIPIENT
. | : New Exci International . LRNING

Safety Ev Pharma ical
Procedur e

Brand polishing

and expansion EXCIPIENT

LEARNING
LAB

using existing

mark, including

EXCIPIENT ‘PE‘
LEARNING

FEDERATION

I PHARMACELTICAL EXCIFENTS

GMP News Flash

Your 'knov\"le‘dg

web site and

and inspiretie 7

. . Qur Gl'olc'ﬂé : ;‘?Wrmcll'oonu“:l'llml
various print (esence AN - : 2ot jants ]
P uu:’mf“-g

materials, trade
show displays,

hormacs

for ol
reloted marks, quelitr e

online and print

advertising and
graphics

Woma | Gontact U | tioma Caritar | Mot 1P
Lomyright 03 Internations Phurmscoutesl €

Excipient GMP
FAUditing Workshop

sumv CHp.l“rTlNTEGm__
s=FRGM RAW Mﬁ-TERIAL

—

EVENTS

DICPACT UL

DCPACT v A e
Az 1Y I\-Oge:)b‘&"t Catiggsafair

oy Dje

Koy Ot

g
At e

SPOeT ASrot
SO Caom oot




-I:”rwl'?k C
F . ¢ Flight Con
£13 Sl st spans o {

} Smithsonia
National Ai
Space Mus
Campaign brand |

m sHASE TTY_\,_"P%'SM Contines \

design including
custom prospectus

package with
keepsake boo
press materials,

o=
pHAS E'mTF}i’:T" Continuieh

let,

promotional video, @ s
PPT templat

D

PHASE TWO
The Flight Comtinues

mo—

THE EMIL BUEHLER CONSERVATION LABORATORAY ‘

== b comervatn's miskon the bent possibie
B Wik beckpremnd oo art, mad history, &
b A
The ksl Bachlor o Laboratory will prowide aroc + of casing o

the Musrma's historic cnlirction,

HOW DO CONSERVATORS UNCOVER HISTORY?
The nature and appearance of some artifacts change

{ wer the avarse of ins Betime. Conservaion are able in
reveal 4 ity hidden aspects and unaser its

maou historically signifcant chasacieristics.

Foa imalance. Ve comcrralons ase woebiseg bo
bentify the originad camonflage ol scheme for the
Heiakel He 215, World Wt 11 Gersn sighe fghicr,
which was st v, 1= 50 deing, they are wnlock-

| g soms of the wceets sbot lits WWII Garsun
sircra paines.

Analrtical ools sach as X -ray fhaorescesce are used 10
dentify she kind of puirt and mambes of layers. Ths
poscess will determine fuow 1o removs the sewer paist
while presorving the orsginal sokors and markings

Thasi, when the Heinkel Hie 21 go on diplay af the
Wb Hlary Center, i willpunt it st Bisteric face fnrward

PHABE TR o




SS5Y SUITES

POTELS®*

dria — 01d Tewn

WINDSOR.COM

YUENGLING

} Dukes Bar & Grill/The Windsor Room

Brand design including mark, web site,
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} We've been
around
the block

} Resulis,
not awards

P Deal with
the partners

} 30+ Years
in business

} Always
thinking
green

Ferro+Ferro Graphic Communication provides consultation, management, design development and production solutions for
all aspects of brand, screen, and print visual communications.

In 1989 as Apple computers truly began to replace the drawing board and T-square, we saw that new effiency and capability as
a way to better create dynamic — and user-friendly — visual communications. We left our respective DC design jobs to build our
firm our way. From the start, we believed that the design process must include affordability and functionality as well as visual and
technical excellence. Achieving the highest production values possible within budget is still our goal for every project. “Old school”
services like photo direction and on-press inspections were integral to this goal, and are still the rule rather than the exception.

We listen and work carefully with clients to analyze and define their needs and audience, then research the most appropriate
methods and vehicles to meet those needs. Our solutions are designed to result in improved sales, membership, attendance,
visibility, or understanding—not just pretty pieces. (And, yes, we have won awards too).

Since Ferro+Ferro has big ideas but is a small, nimble firm. The loss of communication inherent in larger agencies is non-existent.
Consultation is direct with the manager/designer for the project. At the same time, we have an established network of local and
national resources for design support, specialized web development, brand definition/naming, illustration, photography,
marketing/research, writing/editing, video production and printing/manufacturing as needed.

From one-time logos for start-ups to ongoing trade magazine production to major event promotions and everything in between,
we've been there and done that. Our national, regional, and local clients understand the role that effective design plays in reaching
their audiences. Ferro+ Ferro’s client list — later in this PDF — reflects the diversity and depth of entities which we have served.
The strong relationships built with our clients is reflected in the fact that we are into our third decade of business, and those clients
frequently refer us to others.

We are committed to environmentally sound business practices. All projects in which we are involved are planned to minimize
impact on the environment. Consideration is given to the benefits and limitations of recycled and recyclable materials, inks and
ink coverage, use and efficiency of energy, materials, and processes, and other related areas. Ferro+Ferro is proud that — with
the support of our suppliers — this approach has allowed us to produce outstanding materials which benefit not only our clients,
but also the planet. Working in our home office removes commuting pollution as welll

\ 4



in the great wide open when she isn't creatively directing in the office.

Dorothy is our lead project wrangler and client licison — who can design and shoot* as well when she has to. (She’s not your
average account rep.) As managing partner, she oversees new business development and spends a good bit of her time out there

Doroth . . . . . . .
F Y As former senior designer for Walter Dorwin Teague Associates, Dorothy managed, directed and designed numerous large marketing,
erro e . . . . .
M , identity, annual report projects for DC area and regional clients. Back in Rochester, NY, Dorothy was a freelance designer/art
anagin : . . . . i,
Part ging director as well as staff designer at various firms where she created materials for cultural and corporate entities. Dorothy has
artner

reports and identities.

served as a design judge for the Printing Industries of America, and has won awards and been recognized for her work in annual

A graduate of Rochester Institute of Technology, Dorothy received a BS in professional photography with a minor in Communication

Design. She finds time to garden and quite likes garden gnomes too.

*Photos of coursel

In addition to conceptualization and direction, Sal is lead designer and digital illustrator. He spends a lot of time on the Mac.

Back in the late 80s, he rose to co-managing Graham Design in Washington DC redirecting that firm away from technical and
production work to design and management of award-winning annual reports, editorial/info, marketing and identity projects. Before
their move to the DMV, he worked at design and advertising shops in Rochester, NY, reaching art director where he dealt with all
manner of corporate/product identity and marketing initiatives for the likes of Kodak and Xerox.

Sal graduated with honors from RIT, with a BFA in Communication Design. He is active in and has volunteered design services for
various area entities including his local Bluemont Civic Association. He also helped establish a community advocacy group known as
Bluemont Forward. He served as Cub Scout Den Leader and taught internet classes at his kids’ school, where his elaborate
cardboard settings for the school’s fun fairs are legend.

An avid “roadie” (road cyclist), photographer, and craft beer aficianado, Sal is also a stone cairn stacker at home and anywhere the
rocks speak to him. He creates digital photomanipulations based on those cairns and other natural and unnatural subjects, and
dabbles in natural collages and sculptural pieces. You should see what he (AKA The Wizard of N'll) does around here for halloween!
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Design Director


https://www.flickr.com/photos/salferro/collections/72157627730277912/

H ere’sa
sampling
of the many
clients with
whom
Ferro+Ferro
has worked
since 1989.
From solo
start-ups to
prestigious
international
NGO's, we

are proud of —
and thankful for
— the diversity
of experience

we have gained.

TRAVEL

Academic Travel Abroad/Grandtravel
Custom Safaris

The Ticket Counter

TRADE GROUPS

American Society of Healthcare System
Pharmacists

Ballston Business Improvement District
Electronic Industries Association

International Pharmaceutical Excipients
Council of the Americas

International Safety Equipment Association
NTCA-The Rural Broadband Association
Styrene Information and Research Center
Telecommunications Industry Association

HEALTHCARE & RELATED
Benefit One of America

Blue Cross Blue Shield of the National
Capital Area (now CareFirst)

Commonwealth Medical Center
& Urgent Care Center of Arlington

Howard University Hospital
Maternity Neighborhood

PUBLIC AFFAIRS

Burness Communications
John Adams Associates
Ketchum Public Relations
Manning, Selvage and Lee

FINANCIAL

Citizens Bank (now SunTrust)

Emerging Markets Advisory Partners
Export-Import Bank of the United States
First American Bank (now First Union)

Maryland National Bank (aquired by
NationsBank)

OTHER BUSINESSES
Artisan2, Inc.

Bielski Design-Build

Horst B Consulting

im-pulse

PeopleSoft (aquired by Oracle)
Premier Dining Services
Project Management Essentials
Shears Hair Salon

Sonrisa Chocolates

Trends in Color

Vecna Robotics

EDUCATION

Alexandria Country Day School
George Washington University
Grambling University

Howard University

Rosslyn Children's Center

GOVERNMENT

Arlington County Parks, Recreation
and Cultural Resources
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CULTURAL

National Museum of Women in the Arts
Smithsonian Institution:

* American Art Museum

* Anacostia Community Museum

¢ Archives of American Art

*National Air and Space Museum

*National Museum of African
American History and Culture

*National Museum of American History
*National Museum of the American Indian
*National Museum of Natural History
*Sl Business Management Office

NGOs

American Red Cross

International Finance Corporation:
*IFC Corporate Relations

*Foreign Investment Advisory Board

*Caribbean and Central American
Business Advisory Service

United Nations:

*United Nations Development
Programme (various divisions)

*United Nations Capital
Development Fund

The World Bank:

*Water and Sanitation Division
*Urban Management Programme
*World Bank Publications Office
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facebook.com/FerroPlusFerro

instagram.com/ferroplusferro/

703 527 2503

O

700 N lllinois Street, Arlington VA 22205

<

38.875067 | -77.126808


http://
https://www.facebook.com/ferroplusferro
https://gps-coordinates.org/my-location.php?lat=38.8750908&lng=-77.1267119
https://www.google.com/maps/place/700+N+Illinois+St,+Arlington,+VA+22205/@38.8752197,-77.1265205,3a,75y,215.94h,80.28t/data=!3m6!1e1!3m4!1sBaOjkQ0vDQPSLId6aOkKFg!2e0!7i16384!8i8192!4m5!3m4!1s0x89b7b46aa3df6dfd:0x992908b258c8e56b!8m2!3d38.8750749!4d-77.1266976
mailto: info@ferroplusferro.com
https://www.instagram.com/ferroplusferro/
tel:7035272503
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