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JEFF ROGERS

A creative professional with

over twenty years of experience
in strategic branding, public
relations, and event promotion.
Industries have included

higher education, oil and

gas, cybersecurity, in-home
contractors, non-profit and more.

Jeff Rogers
contactjeffrogers@gmail.com
www.jeffrogerscreative.com
918-810-9049




BRANDING

“Branding demands commitment;
commitment to continual
reinvention; striking chords with
people to stir their emotions; and
commitment to imagination.

It is easy to be cynical about
such things, much harder to be
successful”

— Sir Richard Branson
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Because of You

The Tulsa Area United Way's
“Because of You" campaign
reminds the community of the
importance of their gift to the
United Way, and to encourages
them to give again during

the current campaign. Local
“ambassadors” - clients helped
by one of the United Way'’s

59 Partner Agencies - were
recruited to tell their stories of
how their lives were improved by
United Way giving.

LOOKING AHEADTO A LEADERSHIP
TRANSITION IN 2018

Over the course of the brand's
use, it helped raise nearly $200
million. This helped make the
Tulsa Area United Way one of
the most successful United Way
affiliates in the country.
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CISO Global
Brand Guidelines

The CISO Global rebrand was
off to a rocky start when |
began my tenure as Creative
Director. | made some graphic
and structural changes to

the new logo improving its
readability and use. Working
with my team of creatives in
the marketing department, we
put together CISO's brand and
identity guidelines for colors,
fonts, photography and logo
usage.
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Cybersecurity

Isa Culture
Not a Product™

Brand & Identity Guidlines

TYPOGRAPHY

FOR DOCUMENTS AND REPORTS

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopgrstuvwxyz 1234567890+=

a reguler| LOREM IPSUM DOLOR
1tali

/i
C | Consectstur adpiscing ol Vivamus uctus uma et lbero prtium, vtae
Arial bold | aliquam erat rutrum. Sed at uma at diam vulputate lobortis et sed tortor.

ABCDEFGHIJKLMNOPQRSTUVWXYZ

FOR LEGAL DOCUMENTS AND COMMUNICATIONS
abcdefghijklmnopqrstuvwxyz 1234567890+=
regular | TOREM IPSUM DOLOR

italic

Calisto MT bold Consectetur adipiscing elit. Vivamus luctus urna et libero pretium, vitae

aliquam erat rutrum, Sed al urna at diam vulputate loborts et sed tortor

Z We are on a mission to
demystify and accelerate

our clients’ journey to cyber

resilience, empowering

tions to securely
innovate.

lobal

to resolve any current
roadblocks and adequately
anticipate future issues to
achieve cyber resilience
and create a culture of
cybersecurity across

the organization.

the CISO

m Jjourney, helping them
—

Our vision is
forward, of
excellence for our clients and our talent.

Solving the effectiveness problem in
cybersecurity means pushing past the
industry status quo to set the pace on
better ways to advance security program
management

Decisive Impact
Ferocious Integrity
Bold Entrepreneurship
Rapid Agility

PHOTOGRAPHY

VISUAL PHILOSOPHY

CISO Global is changing the perception of cybersecurity by shifting the focus from fear-based to benefits-based
services. Rather than focusing on the f we focus on the
benefits of proactively incorporating cybersec 0 business. In doing such, we use images that communicate
this ideal. Avoid dark, sinister or alarming images. Instead show people who are successfully doing business because
they are using our services. Try to be inclusive of gender, race and age when possible and appropriate.

When choosing images for use, whether they are stock photography or custom shots, try to choose images that can
be separated into layers. isolate the forground, keeping the color fully saturated. If the images lends itself, isolate the.
middle ground and desaturate 50%. Desaturate the background by 100%, then add a screen of the CISO blue. Use a
feathering effect on at least two sides so that the image interacts with the area around it

Occasionally, a duotone is acceptable, both with a light background or with a darker blue background, but these are
used less fraquently.
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Stock Photography
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Custom Photography

cise

Navy is the primary color and should be the
dominant color for print and electronic design.
Blue is the secondary color and can be used as a
compliment to the navy. Gold is an accent color
and should be used to draw attention to specific
words in content or other important elements in
the document. Grey is strictly a background color
for use if a pure white background is impractical

COLOR
PALETTE

@HEX #2448
®RGB 28,3675
ocMvk:
@Panton:

C

X 43851BA
5: 56,81,

OCMYK: 827006
®Pantone: 660C

HEX #FSAET0

Pantone: 130C

#F3F5FE8
RCB: 243245248
CMYK:110]
Pantone: 656C
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Minimum size 250" wide
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Foreground

(Light and Dark).

widdle ground and background layers




EVENT PROMOTION

“Don’t wait for extraordinary
opportunities. Seize common
occasions and make them
great”

— Orison Swett Marden



A Killer Event

Promoting and marketing events is a balancing act between

highlighting the location’s local flavor without overshadowing the
event's content. The “Killer Event” branding for an event in Orlando,
FL was an award-winning solution resulting in record attendance.

AirTime™ 500 Expo Ay
Pecbody Hotel * Orlando, Flaz 3 —t ~u AWARDS

American In House
Design Award
Graphic Design USA

Other successful event
promotion campaigns.
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ILLUSTRATION

“The secret of communication is
how you generate attentiveness
in others. You can do it certainly
the first time somebody hears
something. If it's only partially
understandable you can take it
to the next step of being fully
understandable. But if there’'s no
understanding of something, it's
incomprehensible. That's why you
need cliches. You need things
that form the basis of your future
understanding. You have to know
how to use a cliche and modify it
S0 it retains its interest.”

— Milton Glaser
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o DESIGN AND BRANDING
Technology Terror ’3 :

Stouto3¥ou Feat Te e .
BRANDING BEYOND
THE STARS

BIGGER AND BETTER ON A BUDGET!

‘% j”" READY FIOR
NINA ¢ BLIST OFF

HOW HIGH CAN YOUR DESIGN G02

Promotional Posters

A series of “pulp culture” illustrated posters | created to promote my freelance
work as Jeff Rogers Creative.

Rebuilding America Poster

A poster | designed for the Obama

Awarded first prize, it sold out its run
in the OFA online campaign store.

AWARDS

Addy
American Advertising Awards

Graphex
Art Director’s Club of Tulsa

Annual lllustration Exhibition
Communication Arts

Hand-Drawn lllustration Awards

REBUILDING AMERICA i
LET'S WORK TOGETHER TO BUILD A BETTER COUNTRY PR/NT Ma.gaZIne .
— Digital Print Cover Competition

Graphic Design USA

Dig Heroes

for America "Art Works” competition.

The Dig Heroes were illustrations | created for
ONE Gas, Inc. to promote Safe Digging Month
and safe digging practices year-round.

Original Dig Heroes comp
sketch.

iy \
R U




EVENT PRODUCTION

“Creativity is more than just
being different. Making the
simple, awesomely simple, that's
creativity.”

— Charles Mingus
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EVENT PRODUCTION

As Creative Director, | was
involved in every aspect of the
United Way events, large and
small. | coordinated with venue
staff and audiovisual companies
months ahead of time, conducted
rehearsals, and ran live shows
including calling camera
d|rect|ons ||ght and sound cues






PUBLICATIONS

“The mistake is viewing design as
something you do at the end of
the process to ‘tidy up’ the mess,
as opposed to understanding

it's a ‘day one’ issue and part of
everything.

— Tom Peterson



The Compass

The Compass was originally
four smaller publications that
served each market area for
Success Group International.
Those markets were in-home
service professionals, including
independent contractors in the
plumbing, roofing, electrical
and HVAC fields. Working with
a staff of only 5, we combined
those into one large monthly
membership publication.

The result: An award-winning
monthly magazine distributed
to over 1,000 members.

AT YOUR SERVICE PLUMBING KNOWS THAT

TEAMWORK WINS

ONE Gas ESG Report

Select pages from the ONE
Gas ESG report | designed. The
company'’s first-ever ESG report
produced entirely in-house.

2020 Highlights

Core Values

andtechnology to expandrenewable natural
Toprotect our planet for abetter tomorrow, gas capture from agriculture, wastewater
Werpalso

and relable operations whie decreasingleaks our systems.
and emissions from our systems.
Technology isa significantdriverof e

toowppelnes. 1o providerolable,affrdable norgy whio
) i ociucingour carbon footprint
Tightening and

izi =\

modernizing ~
our system @/
$515 million
ncaptalinvestments

reduces emissions.

End-Use Energy Inaddtion to thess formal programs, we
Investinenergy corversaton ecucatin for
Conservation

prog:
education campaigns. i

tocustomers buldersand service providers.
Ourrebate programs help customersin Texas.

201

customers postively impact the environment s
Our Programs Include

Since 2016, ONE Gas hasirested more than
$10millon n researching and developing

innovative natural gas technology solutions In 2020
t

- Low-ncome Energy Effciency Assistance
Program

B oo the ONE Gas
. i o oo Energy Efficiency

 WateCoranatenrgem St o0 Program
helped customers save
2020 Energy Efficiency Program Highlights 22 million gallons
B ) of water.
22 million 4.4 million 33,258 metric 63,665 rebates
7,233
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SALES COLLATERAL

“If people like you, they'll listen to
you, but if they trust you, they'll do
business with you."

— Zig Ziglar



Atiins Mark

remar kable

COLUMBIA

ADAM'S MARK HOTEL

remarkable

TULSA

ADAM'S MARK HOTEL

Adam's Mark Hotels & Resorts

In the late 1990's and early
2000's, the Adam'’s Mark Hotels
and Resorts was the largest,
privately held hotel chain in the
country. Working with local
photographers and models, we
put together high-end marketing
materials that reflected the
hotel chain's commitment to
great guest experiences.

remarkable

ADAM'S MARK DOWNTOWN

INDIANAPOLIS

HOTEL & SUITES

CISO Global

My team and | redesigned or
developed dozens of collateral
pieces for the sales team.

COMPROMISED
ACCOUNT

Managed Cybersecurity
Awareness Training

da

TRONICS AMERICA

0B AL

TALKING TACTICS:

ybe rsecuri":y Defensive Tactics for Common Attack Types

Call Before You Clear!

Cross Bore Awareness for Plumbers

What is a Cross Bore?

Bo Awaro of Sower

Oklahoma
com/CrossBore enalmalﬁas.

ONE Gas

Public Safety, commercial sales
and customer service were
some of our internal clients for
collateral at ONE Gas.

Encroéchments and
Rights-of-Way

Don'install, build, plant or store anything that could
be an obstruction on or near rights-of-ways.

Aright-of-way (ROW) or easement s a strip of
land that allows utility companies ongoing access

to their pipelines.

An encroachmentis the unauthorized use of a

ROW or easement that obstructs, prevents access or
crosses on top or within the vicinity of a pipeline and
can create asafety issue.
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DIGITAL MARKETING

“Today it's not about ‘get the
traffic, it's about ‘get the targeted
and relevant traffic.”

— Adam Audette



LIVE UNITED

CAMPAGHCABNET  PARTMERAGENCES ~ FNDMELP  COMIACTUS.

ABOUTUS  GETINVOLVED CAMPAIGN HQ  LOCAL IMP4
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BECAUSE OF YOU

BILLIE TOOK NTROL
OF HER HEALTH

AND HAS A COMMUNITY.
AND SUPPORT SYSTEM

|| > Reaoswues sToRY

UPCOMING EVENTS

i HELP FOR PARENTS &
NEW MEMBER ORIENTATION STUDENTS AVAILABLE
TAUW LUNCH & LEARN
M DURING SCHOOL
oattarors CLOSURES
JOURNEY TO SAFETY Farents anc students can find a varety o support senvices.
AGENCY TOUR avallsbis uring the public school cosures at s
Lob repostory o help coordinated by tha Tulsa Area United
——— e
LATEST NEWS e i s o astane. Sy trs a7
Support Services for more by clcking hers.
Parents and Students on In adton, you may cal the 211 Heipling and a
United Way Web Site in representative will be glad to heip you locate the.

United Way, ONE Gas
& CISO Global websites.

Although they've all been
changed or updated now, |
was a key team member in
the redesign of the all three
organizational website.

G oNEGas = o e e sRdw [0

@ ) sERvICE

We set a standard of
exceptional service and
make continuous

improvements.

#LiveOurValues

@ ) VALLE

Wo croate valuo for all
stakeholders including
our employees,
customers, investors
‘and communities.

#LiveOurValues

Meet Your Cybersecurity,
Compliance, and IT Goals
with CISO Global

a Company of and for Experts

The Process The Result

The road to business success and cyber resilience is the same - if
you have the right guide.

About CISO Global

Featured in

Speak with a CISO Security
Specialist Today

Learn More

Take Comfort in Knowing Your
Systems are Secure

Against

Bring Everyone
to the Table

Learn M

Losing Sleep Over
RANSOMWARE?

Find vulnerabilities inyour systems BEFORE
ATTACKERS do with Penetration Testing.

How Ready Are You
for a Cyber Attack,

Really?

/—_ Find vulnerabiliti

How Ready Are You
for a Cyber Attack,

Really?

FIND HIDDEN GAPS

CISO Global Digital Marketing
Campaign

A selection of digital marketing
ads for CISO Global and their
corresponding landing page..
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LOGOS

“If | had a dollar for every time
someone asked, “What do you
think about this logo?” I'd be rich.”

— Amber Hurdle



\ United Way
| was tasked to create a system
G L O B A L

of logos for various affinity
I_IVE UN ITED groups and membership
organizations within the Tulsa
Area United Way organizational
structure. Trying not to stray
too far from Saul Bass' iconic
original, | developed a system

Tulsa Area United Way that used the same color and
form language. These allowed

| B | ﬁ
DT, AAl IC the internal groups to be
' 12Ur IR AN recognizable as affiliated with

THE NEXT GENERATION .
OF SOFT WATER the United Way, but gave them

their own identity.

9

emerging leaders society
Tulsa Area United Way

‘97”
TRAILBLAZER

(e

LIVE UNITED NETWORK

TULSA AREA UNITED WAY

MALWARE LABS






ADVERTISING

“There is a great deal of
advertising that is much better
than the product. When that
happens, all that the good
advertising will do is put you out
of business faster”

— Jerry Della Femina



United Way Campaign Ads Adam’s Mark Logo Ads

When you have a well-established The Adam’s Mark logo was, to put it politely,

and solidly crafted brand, the unique. Rather than run from it, we decided to
advertising (and everything else) embrace its weirdness and use it in interesting and
becomes much more obvious. unconventional ways and settings.

Fourteen-year-old Maddy Edwards bristled when
her mother suggested she play wheelchair
bosketball.

“I wanted fo play real basketball," said Maddy,
who lost both her legs below the knee due fo
meningitis as a child

However,shesoonforgot aboutherinifialskepticism. At the Tulsa Area United Way, “it Tl.l e n 0a“ We're With You Every Step of the Way

Maddy participates in wheelchair basketball af

e entr forIncivicucls wih Prysical Challonges, the Local Faces brand has been I —

From Adam's Mark Hotels & Resorts

a United Way agency.

R successful for several years. The
peers are with “real” legs, playing basketball in a
h helps her fc the I the N v N N N
Gnaocces moaet on et knes. o advertising is simply the client’s
Whe ), help Mada: d th \ds of N T
B e o e e face and their story with a call to
- “It's not about what you can't do - it's about what
“Pledge Now."

TuLsAWORLD

Campaign runs through Nov. 9
918-583-7171 » www.tauw.org IR

BECAUSE;
OF |

BILLIE TOOK CdNTROL
OF HER-HEALTH )

AND NOW HAS'A coMMuvav AND SUPPORT SYSTEM

PETE e —

For Bille, lfe hod become quite somber during the last

w years. friends and family members had begun fo
pass away. including her husband of SOyears. After losing
15 pounds for no apparent reason, she visited her doctor.

Her doctor confirmed that the weightloss was e result of
depression and encouraged Bille fo consider joining LIFE
Sernior Services, o Tulsa Area United Way portner agency.

Bilie inifially thought this was o laughable idea; “they
0 go o Zumba with a bunch of old people?”
bl However, she decided fo give it a fry.

She first visted a line dancing class, and, to her surprise,
she saw 60 1o 80 ofher seniors flying around the dance
floor, 5o she jumped right in.

Before coming 1o LIFE, Bilie had reached a point where
even faking fhe stairs was a faxing challenge. Now,
her flexiblity, strength and mobilty have. increased
exponentially. Stairs are no longer a challenge for Bille;
in fact, she is now able fo run up them with ease. While
being acfive is important fo Bille, she says her favorite

perthtir el f o dponi ADVERTISING
to."

When you give, you help Bilie and thousands of ofhers
fike her find the support they need.

TuaWoro The Chaparral restaurant revamped its menu and its
PLEDGE NOW

Campaign runs through Nov. 9 [ ambiance from a stuffy “supper club” environment
918-583-7171 » www.tauw.org

to lighter, fresher casually elegant dining. To
communicate the change, we developed the “simple,
fresh, affordable, delicious” tagline and worked to get

WLl REALIZED great - but simple - food shots.
HIS DREAMS

B /ANBHAS BROKEN A CYCLE OF INSTABILITY

As achild, Wil Tumer never experienced safety. stabilty or

His father was nof present. His mofher sfugak
et late i o S oiteg weoe —
fowards Simpty he bt oo, srvce and view n Bl

‘We makeit fresh We makeit o We make it deficious
Fresh sesloud,foven i daly, experly peepared. vyt At v The finest inredlents repasaion wih cae, servce wih sk,

At 14, Wil was removed from his mother's home by fhe.
Depariment of Human Services.

For fhe next four years, he was shutfied between dozens
of foster parents, group homes and youth shelfers across
| Okiahoma. Then, misadventures landed him in prison.

Affer a social worker arranged for him fo enrollin the Tuisa
Boys' Home, his ffe has been @ one-way frack o success.
He worked as a welder for a while, but when buying @
car, the owner of the dealership insisted on hiing him.
“They saw something in me.”

Today, he works af Patriot Chrysler Jeep Dodge Ram in
Chandler, Oklahoma, and is married with three children.
ages5,3and 1.

“Now, I have what | always dreamed of ~a great home,
career and @ wonderful fomily. My children will never
experience what | did."

When you give, you help Willand thousands of otherslike.
him achieve fheir dreams.

simple freshaffordable delicious
a e o sthome. simple freshaffordable delicious simple freshaffordable delicious imple freshaffordable delicious
TuisaWORLD RS —— ; P

B your appet, e youe kst o i o et e ous e o e [ ———

Campaign runs through Nov. 9 |
918-583-7171 » www.ta [V (| 1052 Avea United Way. Ao’ Madk Hutal 400N Olfs 214.777. 8539 Adam’s Mark Hotel 400 N Olive 214.777.6539 Adann's Mark Hotel 400 N Olive 214,777.653%. Adam's Mark Hotel 400 N Olive 214.777.6539

ite Chaparral

Ctraparral Ghaparral Chaparral




FAILURES

“To swear off making mistakes is
very easy. All you have to do is to
swear off having ideas.”

— Leo Burnett
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TOO GENERIC

TOO EXPENSIVE

TOO HIGH-CONCEPT AT LEAST THE CLIENT

This is the only kind of box we're interested in.. /

Its a building, not a box.
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JEFF ROGERS

918-810-9049
contactjeffrogers@gmail.
com
www.jeffrogerscreative.com
3908 S. Darlington Ave.
Tulsa, OK 74135



