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Clear.

Simple.

Perfect.

Design should be the most straightforward solution to a visual problem. 
Whether creating a logo, poster or choosing a typeface for a website,  
the end product should be clear, legible and immediately understandable.

Design should be simple and to the point. Over (and unnecessary) 
decoration impedes clarity and understanding and results in design 
solutions that are muddled. Simplicity is always key!

Design should be expertly crafted. Attention to detail and meticulous 
assembly shows passion and a designer’s connection to their work.

I believe that design is something that should be guided and informed. 
Each designer has a different set of thoughts and opinions on what 
makes design “good”; mine can be summarized by three key points.  
I believe design should be clear, simple and perfect. All of the work  
I do is guided by these three principles.
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All About Lauren.
I am a dedicated and hard-working designer who loves cooking, baking, 
and travelling. I have a passion for clean, simple, clear design that is 
thoughtful yet effective. In conjunction with my diploma in Design Studies 
& Illustration, I have a diploma in Digital & Interactive Media Design. 
This has provided me with an abundance of experience in web design 
and development—but that’s not where my passion for design lies. 
Instead, my creative fire burns for branding, publication design,  
and typography. I enjoy solving complex design challenges with 
innovative, fun, and elegant solutions.

In my spare time when I am not thinking about designing, I enjoy 
dabbling in creative writing and video games. In my opinion, there 
is never a “bad time” to get together with friends and family to chat, 
share a laugh and some good food. I also enjoy curling up with my 
cats and a book when I need some downtime.
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Contact Information.
780.907.9446

lvhawkins@gmail.com

www.lvhawkins.com

Phone:

Email:

Website:

http://www.lvhawkins.com
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Marilyn Wacko & Associates is a project management and consulting 
firm that specializes in process mapping, evaluation and improvement for 
medical facilities. The firm deals with complex organization systems such 
as infection management processes in hospitals and patient handling 
processes in senior’s facilities.

This freelance project presented me with the challenge of combining 
a sense of reliability and thoroughness with the gentleness of a nature-
inspired colour palette. The client wanted a logo that was professional 
and reliable, but also fresh and modern. I also wanted to convey how 
Marilyn Wacko & Associates integrates many complex processes into 
one streamlined organizational system; this is represented through the 
over-lapping “M” and “W”. The letterhead and business card are highly 
organized and uncluttered but still playful, creating a synthesis between 
the company’s outlook and the serious nature of its work.

Marilyn Wacko & Associates 
Identity Package

Identity & Branding

LOGO, BUSINESS CARD & LETTERHEAD

P: 780.489.2480
C: 780.907.3025
marilynwacko@shaw.ca

708 Wells Wynd
Edmonton, AB
T6M 2K1

P: 780.489.2480
C: 780.907.3025
marilynwacko@shaw.ca

708 Wells Wynd
Edmonton, AB
T6M 2K1

Marilyn Wacko, R.N., M.N.
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McCollum Technical Services Inc. is a network-engineering corporation 
that specializes in developing and implementing computer and telephone 
hardware and IT maintenance solutions. The corporation manages several 
very large clients in the Edmonton, Alberta area and strives to find the most 
effective server, mobile and landline telephone, operating system and other 
Internet network technical system solutions for its clients.

I was challenged by the client to determine a way to represent an Internet-
centric business in an abstract form. The client requested no images of 
computers or “typical” technology symbols be used in their new identity. 
With that in mind, I created a graphic that represents McCollum Technical 
Services Inc.’s areas of specialization through shape. Each of the graphic’s 
elements are separate yet combine to create a unified whole.

McCollum Technical Services Inc. 
Identity Package

Identity & Branding

LOGO, BUSINESS CARD, LETTERHEAD, ENVELOPE & POSTCARD

[O] 780.702.6874
[C] 780.908.9209

www.mmccollum.com

Morgan McCollum
CEO & Founder
contact@mmccollum.com

933 Ormsby Wynd NW
Edmonton, Alberta

T5T 6A9

780.702.6874
contact@mmccollum.com
www.mmccollum.com

McCollum Technical Services Inc.
933 Ormsby Wynd NW
Edmonton, Alberta
T5T 6A9

IT Support Requests
Quick Information Card

Email: help@mts.support

Online: tickets.mts.support

How to Get Help

1. Send an email to: help@mts.support 

2. Login online: tickets.mts.support

3. Call us: 780.702.6874

Availability

Monday to Friday: 
8am to 5pm

Saturday, Sunday,  
and Holidays: 
Emergencies Only



Identity & Branding 13

As a part of the new identity design, McCollum Technical Services Inc. 
also asked for a redesign of the corporation’s website. Keeping in theme 
with the new visual identity, I created a one-page vertical scrolling site 
that reflects the synthesis conveyed through the new logo by utilizing line, 
texture and colour. 

McCollum Technical Services Inc. 
Identity Package

Identity & Branding

COMPANY WEBSITE
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This logo and promotional brochure were developed to for the Greenview 
Regional Multiplex, a new recreation facility that is being built to serve the 
communities and Greenivew and Valleyview, as well as the surrounding area.  
The facility logo was developed using a combination of fluid curves and sharp 
points to express a sense of organic motion, directionality, and activity. The teal 
and blue colour palette matches the planned façade of the new building 
and the much-anticipated aquatics centre, as well as conveying feelings  
of invigoration.

The promotional brochure was designed to give potential investors a 
snapshot of what advertising/naming opportunities existing within the 
new building. Chevrons were used as key graphics in this document 
to reflect a sense of movement towards the future of the Greenview-
Valleyview region, as well as a new, exciting, and improved lifestyle  
for area residents.

Greenview Regional Multiplex 
Logo Design & Promotional Brochure

Identity & Branding

LOGO & PROMOTIONAL BROCHURE

Corporate  
Sponsorship 

Package

The New Facility
The new facility will expand the available recreation opportunities for residents in 
Greenview and Valleyview. This initiative demonstrates Greenview and Valleyview’s 
dedication to quality of life for their residents, and an opportunity to invest in  
the community. The new facility will support healthy, active lifestyles. It will also provide 
opportunities for families to enjoy time together and for community building to occur.  
It will act as a gathering place and a locale to hold community events.

The new facility will include an indoor aquatics centre, fitness centre, indoor child 
playground, walking/jogging track, field house/gymnasium space, multipurpose program/
party room, concession area, community meeting areas and administration spaces.

Sponsorship
The estimated project budget for the Greenview Regional Multiplex in Valleyview is $36M.  
Much of the facility capital costs will be covered via municipal sources from Greenview 
and Valleyview. Funding has been provided at a ratio of 5:1, with Greenview contributing 
83% and Valleyview contributing 17% of the project cost. External funding in the form of 
donations and sponsorships is also required to make the project a reality. The fundraising 
goal for community sponsorship is $1 million. This facility represents an opportunity for 
local individuals, business and industry to support their community, raise their profile, 
promote themselves and receive lasting recognition by becoming a sponsor.

There is an opportunity to have the Greenview Regional Multiplex named after a 
major contributor (the facility sponsor). There are numerous opportunities being made 
available within and on the site of the Multiplex. Depending on the level of sponsorship, 
sponsors can have their names used in association with a specific space within the 
facility such as: the field house/aquatic centre, walking/jogging track, fitness centre, 
indoor playground, and change rooms.

Sponsors can also have their names presented on fixed elements such as: indoor banners, 
signage, etc. In all cases and at all sponsorship levels, Greenview and Valleyview will set 
architectural design criteria for exposure locations, size of sponsor signage and visibility. 
All sponsors will receive a tax‐deductible receipt.

Field House

Entrance Sign

Aquatics Centre

Available Sponsorship Opportunities

1. Overall Facility
OVERALL FACILITY NAMING RIGHTS/ENTRANCE SIGN

One sponsorship is available for a 10 year term, structured with 
an annual payment of $100,000 per year over a five year term.

Includes major sign design development, exposure in all facility 
media/site literature, site exposure (thank you plaque), name 
recognition, road exposure, etc.

The Greenview Regional Multiplex will be a one-stop, one of a kind,  
resource for families across the region. Imagine your name or your 
company’s name and logo as part of this exciting new facility.

2. Aquatics Centre/Field House
NAMING RIGHTS FOR THE /FIELD HOUSE/AQUATICS CENTRE

Three sponsorships are available for a 10 year term, structured 
with an annual payment of $50,000 per year over a five year 
term for the Aquatics Centre and Field House.

Includes signage incorporated into design and related literature, 
sign displayed in Aquatic Centre and sign displayed in one of 
the three Field House courts. 

Aquatics Centre amenities include: 

• Indoor leisure pool (lazy river, zero depth entry, geysers)
• 25m program tank (four lanes and diving board) 
• Hot tub
• Steam room
• Viewing area
• Men’s, women’s and family change rooms with lockers
• Lifeguard/staff office and change area
• Pool mechanical area
• Pool storage area

Field House amenities include:

• Three full size gymnasium courts with two divider 
curtains and storage

• Gymnastic area with storage
• Six change rooms
• Social banquet facility space can accommodate 500 plus

Location on  
Main Floor

Location on  
Third Floor

PNL 'x'

PNL 'x'

M
CC

-6
B

Location on  
Second Floor

Fitness Centre Walking Track Party Room

3

4

2
2

1

5

3. Fitness Centre
NAMING RIGHTS FOR THE FITNESS CENTRE

One sponsorship is available for a 10 year term structured with an annual 
payment of $20,000 per year over a five year term.

Includes signage for fitness areas, site entrance sign and related literature.  
Your sponsorship of the Fitness Centre will provide members with tools and space  
to reach their fitness goals. It’s a direct investment in your community’s longevity  
and vitality.

4. Walking Track
NAMING RIGHTS FOR THE INDOOR WALKING TRACK

Five sponsorships are available for a 10 year term structured with an annual 
payment of $15,000 per year over a five year term.

Includes signage, site entrance sign, and inclusion in related literature.

5. Party Room
NAMING RIGHTS FOR THE PARTY ROOM

One sponsorship is available for a 10 year term structured with an annual 
payment of $10,000 per year over a five year term. 

Includes naming rights for the Party Room and on-site signage. The Party Room  
is multipurpose and will be the  venue for birthday parties and a wide variety of 
group sessions.



Identity & Branding 15

Hawkins Publishing is a fictional company that is focused on revitalizing 
publishing through a fun, unconventional approach to a traditionally 
“stuffy” industry. Hawkins Publishing prides itself on producing expertly 
crafted and highly sought-after publications in the areas of books, 
journals and magazines. The company works with both well-established 
clients and new, growing ones.

Because the range of clients this company caters to is so broad, the new  
company identity needed to balance reliability and playfulness. To create  
this fusion, I created a bold monogram that speaks to tradition through simplicity 
and playfulness through colour. This is enhanced through the stationery via a 
balance of elegant typography, colour, and unexpected graphics. The ink 
splatters provide contrast to the simplicity of the company monogram while also 
relating to traditional publishing production methods.

Identity & Branding

LOGO, BUSINESS CARD, LETTERHEAD & ENVELOPE

Hawkins Publishers 
Identity Package

www.hpublishing.com

[P] 780.481.4783
[F] 780.487.5904

info@hpublishing.com

HAWKINS PUBLISHING
12328 102 Avenue NW

Edmonton, Alber ta
T5N 0L9 Canada

INK. 
PRINT. 

PUBLISH.

publisher_letterhead.indd   1 13-03-29   1:30 PM

HAWKINS PUBLISHING

INK. 
PRINT. 

PUBLISH.

publisher_bCard.indd   1 13-03-29   1:27 PM

www.hpublishing.com

[P] 780.123.4567
[F] 780.890.1234

mikeRude@hpublishing.com

MIKE RUDE

publisher_bCard.indd   2 13-03-29   1:27 PM

12328 102 Avenue NW
Edmonton, AB
T5N 0L9
Canada

HAWKINS PUBLISHING

John Smith
12323 Stony Plain Road NW
Edmonton, AB 
T5N 1R7
Canada

INK. 
PRINT. 

PUBLISH.

publisher_envelope.indd   1 13-03-29   1:29 PM



Identity & Branding16

Feline Rescue Foundation Of Alberta 
(“FRFA”) Identity Rebrand

Identity & Branding

LOGO, BUSINESS CARD, INFORMATION SHEET & T-SHIRT DESIGN

Albertan organization that rescues and rehabilitates cats in the larger 
Calgary area. FRFA also provides fostering and adoption services to 
ensure that the cats they save end up in loving and lasting homes. 
Volunteers make up the majority of FRFA’s organization, donating  
their time and love to animals in need.

The challenge I faced in this project was to rebrand an established 
identity by making it more attractive while still retaining the emotion  
of the old brand. An analysis of the old identity led me to create a new  
logo in which a silhouette of a cat is made from a heart. This shows the 
love FRFA’s members demonstrate as well as the organization’s focus.  
The fresh colour palette propels the new FRFA identity far from the  
original brand while still championing the organization’s mission.

PO Box 65122, RPO North Hill
Calgary, Alberta

T2N 4T6
C.R. #88550 3128 RR0001

403.282.5256
info@frfa.ca

frfa.ca

HOW CAN YOU HELP?

There are always animals in need. If you want to help, here 
are some ways you can aid FRFA in making a difference in 
the lives of cats and kittens around Calgary.

Make A Donation
Donations or all kinds are always appreciated. Here are 
some ideas for donations you can make to FRFA to help  
us save more feline lives:

1. Monetary Donations

2. Gift Certificates

3. Sponsor an Operation

4. Sponsor a Cat

5. Donate an item on the FRFA “Wish List”

6. Donate Food

Volunteer Opportunities
Money and items are not the only great ways to donate  
to FRFA. Your time and energy are invaluable assets to  
our cause, and we would love to have you as a part of  
our team! Below are some ways you can help; please go  
to frfa.ca to apply. We are always in need of:

1. Shelter Care Givers

2. Adoption Site Hosts & Caregivers

3. Drivers

4. Laundry Personnel

5. Handy Person/Skilled Trades People

6. Foster Parents (For Rescued Cats & Kittens)

HOW CAN I TAKE A RESCUED CAT HOME?

All cats deserve a loving home! At FRFA, we try our hardest 
to find all of the animals we rescue happy, healthy “forever 
homes”. We take great pride in making sure FRFA rescues 
will be well taken care of after the leave our care (so they 
don’t end up back on the streets). There are two ways you 
can adopt a FRFA rescue cat:

1. Adopt A Cat: complete the application form 
provided on frfa.ca, pass the screening process,  
and pay the required adoption fees. The cat/kitten  
of your choice is then yours to love and nurture.

2. Foster To Adopt A Cat: become a FRFA foster 
parent (complete the application and screening 
process) without having to face the challenge of 
returning rescued cats/kittens to FRFA. You provide 
a healthy place for rescued animals to recover and 
grow. Once they are healthy, you pay the necessary 
adoption fees and the cat/kitten you have nurtured 
stays with you forever.

The adoption fees are as follows:

1. Cats: $150 per animal (this includes the first  
and second rounds of vaccinations, spay/neuter 
surgery, and an ear tattoo).

2. Kittens: $150 per animal (this includes the first  
and second rounds of vaccinations, spay/neuter 
surgery, and an ear tattoo).

For application forms, please see frfa.ca. If you are a 
suitable candidate and pass the initial screening process,  
we will contact you with further information on how to 
proceed along bringing home a very special cat or kitten  
of your own!

HELP TODAY!

frfa_stationary.indd   4 13-03-30   6:17 PM

JOIN FRFA AND
SAVE FELINE LIVES!

WHAT IS FRFA?

The Feline Rescue Foundation of Alberta (“FRFA”) is a  
Calgary-based registered charity that rescues, rehabilitates,  
and re-homes feral, abused, abandoned, and lost cats. We 
are a NO-KILL organization and protect cats in both the rural 
and urban areas surrounding Calgary.

Something To PURR About

frfa_stationary.indd   3 13-03-30   6:17 PM

Something To PURR About

frfa_stationary.indd   1 13-03-30   6:17 PM

Michelle Brackenreid
Volunteer Coordinator
403.282.5256 EXT:223
volunteer@frfa.ca

PO Box 65122, RPO North Hill
Calgary, Alberta
T2N 4T6
C.R. #88550 3128 RR0001

frfa_stationary.indd   2 13-03-30   6:17 PM

frfa.ca

BACK

Something To PURR About

frfa_shirt.indd   2 13-03-29   3:08 PM

FRONT

frfa_shirt.indd   1 13-03-29   3:08 PM

FRONT BACK
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This folder is designed to contain the information sheet and business  
card created as part of the FRFA stationery package. It showcases the new 
logo and colour palette along with the playful new supporting graphic 
elements (balls of yarn which also double as a pattern). This folder could 
be used to distribute annual reports, internal documents or as part of an 
information package that could be distributed to new volunteer members 
along-side the new FRFA t-shirt (see opposite page).

Feline Rescue Foundation Of Alberta 
(“FRFA”) Identity Rebrand

Identity & Branding

FOLDER

frfa_folder.indd   6 13-03-31   12:51 AM

PO Box 65122, RPO North Hill
Calgary, Alberta

T2N 4T6
C.R. #88550 3128 RR0001

403.282.5256
info@frfa.ca

frfa.ca Something To PURR About

frfa_folder.indd   5 13-03-31   12:51 AM

OUTSIDE INSIDE
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Okotoks Logo, Township of Langley Logo, 
RMH Ag Logo & Winnipeg Logo

Identity & Branding

LOGO DESIGNS

Let’s Talk!
Winnipeg Parks and Recreation
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Conscious Consumer, RGB Conference, 
The North Face & Owl City Logo Designs

Identity & Branding

LOGO DESIGNS
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Designers, like gem stones, are each unique and combin-ations of many 
different aspects. Although each designer has an understanding of design 
principles at his/her core, it is the mixture of personal strengths around this base 
that creates variety and value. Each facet of a designer’s personality and skill 
set come together to create a perfect and beautiful structure that reflects 
design in different ways. This idea of gem-like multi-faceted uniqueness is  
the driving force behind my concept for the 2013 Grant MacEwan Portfolio 
Show identity. 

Each design major is represented by a unique precious stone, its cut 
and colour reflecting something about each different area of design 
expertise. This series of graphic symbols also combine to represent many 
facts of design, including basic compositional elements as well as the 
primary and the additive colour mixing theories.

2013 Grant MacEwan  
Portfolio Show Identity Concept

Identity & Branding

INVITATION, LANYARD INSERT & TENT CARD

Motion Image

STUDENT’S NAME

FACETS OF DESIGN
MACEWAN UNIVERSITY DESIGN STUDIES 

PORTFOLIO SHOW 2013
Tuesday, April 23, 2013

www.macewandesign2013.com

DM P MI EP I

Major
STUDENT’S NAME

FACETS OF DESIGN
MACEWAN UNIVERSITY DESIGN STUDIES 

PORTFOLIO SHOW 2013
Tuesday, April 23, 2013

www.macewandesign2013.com

DMPMIEPI

Hawkins, Lauren-Portfolio Show 2013-Tent Card.indd   1 13-03-31   1:17 AM

MACEWAN UNIVERSITY DESIGN STUDIES 
PORTFOLIO SHOW 2013
Tuesday, April 23, 2013

Industry only from 5:00 to 7:00pm 
Public Viewing from 7:00 to 9:00pm

DIGITAL MEDIA

PHOTOGRAPHY

EXHIBIT PRESENTATION

ILLUSTRATION

MOTION IMAGE

FACETS OF DESIGN
MACEWAN UNIVERSITY DESIGN STUDIES 

PORTFOLIO SHOW 2013
Tuesday, April 23, 2013

Robbins Health Learning Centre, MacEwan University  |  10910 104 Avenue  |  Edmonton, AB

www.macewandesign2013.com
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2013 Grant MacEwan  
Portfolio Show Identity Concept

Identity & Branding

ADVERTISEMENT POSTER & DONOR “THANK YOU” POSTER

FACETS OF DESIGN
MACEWAN UNIVERSITY DESIGN STUDIES 

PORTFOLIO SHOW 2013
Tuesday, April 23, 2013

www.macewandesign2013.com

A SPECIAL THANK YOU TO THE
2013 PORTFOLIO SHOW SPONSORS

FROM ALL OF 
THE DESIGN STUDENTS

DM P MI EP I

FACETS OF DESIGN
MACEWAN UNIVERSITY DESIGN STUDIES 

PORTFOLIO SHOW 2013
Tuesday, April 23, 2013

Industry only from 5:00 to 7:00pm 
Public Viewing from 7:00 to 9:00pm

Robbins Health Learning Centre, MacEwan University 
10910 104 Avenue 
Edmonton, Alberta

www.macewandesign2013.com
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Songbird Design is a fictional design firm that advocates a highly modern, 
minimalistic design aesthetic. The company works mostly with creating identity 
packages, publications and websites for small businesses. Songbird Design 
prides itself on producing innovative and affordable solutions to the varied  
and unique design challenges found in the Edmonton, Alberta area.

The challenge of this identity was to create a minimalistic and light-feeling 
logotype that was approachable yet confident. Because Songbird Design 
operates in an area dominated by the oil and gas industry, the design 
needed to convey the airy openness of the company’s design aesthetic 
yet command respect. The result was a typography-driven logotype with 
a small graphic flourish for emphasis. Colour helps to create a sense of 
contrast and grounding while remaining light and delicate. 

Songbird Design 
Identity Package

Identity & Branding

LOGO, BUSINESS CARD & INVOICE

18823 51 Avenue NW
Edmonton, Alberta

T6M 2K9

INVOICE

Description Rate Subtotal

Design Flat Rate 1400.00
 Logo & Identity Package Design 500.00
 Website Design & Creation (standard) 750.00
 Website Design & Creation (mobile) 150.00

Print Fees: Juke Box Print Shop (JUKE BOX PRINT INC.: AB-2-11605-08272) Third Party Rates 426.12
 Item #1: Letterhead & Envelopes (LH SD7 0604-AB40017)1 236.00
 Proof: Letterhead & Envelopes 24.72
 Item #2: Business Cards (BC5 SD7 0604-AB40018)1 129.00
 Proof: Business Cards 16.10
 GST (5%) 20.30

1 Estimated order completion: 19 June 2012 (as of 10 June 2012).

COSTS

TOTAL 1826.12

PROJECT

DUE 24.06.12

All fees (see “TOTAL”) are due two (2) weeks 
from the invoice date (see date adjacent 
“INVOICE”). Legal action to follow tardy  
payments (see contract for details). 

DESIGN
songbird

DESIGN

780.907.9446
songbird-design.ca

Creation of a logo, identity package (business cards, letterhead and envelopes), 
along with the design and creation of a standard website and mobile site.

McCollum Technical Services Inc.
933 Ormsby Wynd NW

Edmonton, Alberta
T5T 6A9

10 June 2012
No MTS001

songbird_sampleInvoice.indd   1 13-03-30   6:08 PM

LAUREN HAWKINS
Print & Web Designer
lhawkins@songbird-design.ca
songbird-design.ca
780.907.9445

songbird_bCard.indd   1 13-03-30   6:05 PMsongbird_bCard.indd   2 13-03-30   6:05 PM
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This minimalistic yet cheery website for Songbird Design features a 
vertically scrolling, single-page layout and clean, reductive graphics. 
The website keeps closely in line with the identity created through the 
company’s stationery, yet also conveys a sense of playfulness and 
whimsy. Overall, the design is friendly and inviting but still commands  
a sense of authority and reliability.

Songbird Design 
Identity Package

Identity & Branding

COMPANY WEBSITE
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This summary document was developed in-tandem with the River Valley 
Alliance’s Next Phase Capital Program Business Case. The summary brochure 
will be handed out as an advertising tool for the organization and a “quick-
facts look” at the organization’s plan for enhancing the river valley region 
in Alberta. The summary brochure highlights photos from the River Valley 
Alliance’s seven partner municipalities.  

River Valley Alliance Next Phase Capital 
Program Business Case Summary Brochure

Publication Design

MULTI-PAGE SUMMARY BROCHURE

About This Document
Over the past six months, the River Valley Alliance has developed a detailed Business 
Case for the Next Phase Capital Program. Contained in that document is detailed 
information on the specific projects along with supporting research that reflects  
the need for, and value of, proceeding with the Next Phase Capital Program.  
This summary document provides an overview of the Business Case.

Business Case Summary
Next Phase Capital Program

About the Next Phase Capital Program
The Next Phase Capital Program includes 13 capital projects that have been identified as priorities by the RVA through ongoing collaboration with its municipal partners. 

The focus of the Next Phase Capital Program is on increasing connectivity and access to the river valley.

The Next Phase Capital Program: Projects Overview

Project Type
Description

Project Cost
($M)

Pedestrian Bridge(Parkland County & Devon) This pedestrian bridge provides safe and continuous connectivity between Parkland County and Devon along RVA’s 

secondary trail system.

$16.8M

Secondary Trail (Parkland County)
This 6.4 km secondary trail links Prospector’s Point to future pedestrian bridges in Devon and Leduc County.

$5.286M

Secondary Trail (Devon, Leduc County, Edmonton)
This 17 km secondary trail starts in Devon, travels through Leduc County, and connects to the trail system in Edmonton. 

This project enables end-to-end connection on the south side of the river.

$9.596M

Water Access (Leduc County) This boat launch will provide safe and efficient access to the river. It will be designed for vehicle circulation with a ramp 

into the river, parking, comfort stations, and waste receptacles. This project supports the long-term vision for a regional 

day-use park.

$0.9M

Primary Trail (Edmonton) This 5.6 km primary trail starts at Ellerslie Road in Edmonton, then continues to the Anthony Henday Drive on the south 

side of the river. Here, trail users can cross the river on the existing pedestrian bridge or continue on the existing trails. $2.8M

Primary Trail (Edmonton) This 2.6 km primary trail runs from the Anthony Henday Drive bridge on the north side of the river to the E.L. Smith 

Water Treatment Plant, where a pedestrian bridge will cross the river into Terwillegar Park.

$1.04M

Pedestrian Bridge (Edmonton) This pedestrian bridge is a vital river crossing and will enable a trail loop. This project will link Terwillegar Park with the 

E.L. Smith Water Treatment Plant and will connect neighbourhoods in west Edmonton to the river valley trails. $25.28M

Secondary Trail (Edmonton & Strathcona County)
This 1.7 km secondary trail will connect the existing trail systems in Strathcona County and Edmonton. This project is 

critical for regional connectivity.

$1.02M

Pedestrian Bridge (Edmonton & Strathcona County)
This pedestrian bridge is strategically located at the convergence of a number of trails. The bridge will link Edmonton 

and Strathcona County and will provide access to future regional park projects.

$26.02M

Pedestrian Bridge (Sturgeon County & Fort Saskatchewan)
This pedestrian bridge will provide a strategic link between Sturgeon County and Fort Saskatchewan, with a number of 

trails converging at both sides of the river.

$0.3M

Boat Access (Edmonton & Strathcona County)

This project includes three boat launches, two docks, and one hand launch. The boat and hand launches will provide safe 

and efficient access to the river. Boat launches will be designed for vehicle circulation with a ramp into the river, parking, 

comfort stations, and waste receptacles. The docks will provide safe moorage for boats and safe access to the river. $1.82M

Boat Access (Sturgeon County & Fort Saskatchewan)
This project includes four docks. The docks will be designed to include parking, comfort stations, and waste 

receptacles. The docks will provide safe moorage for boats and safe access to the river.

$0.97M

Touch the  Water Promenade This water front promenade will enhance water access and provide a unique public space in downtown Edmonton.  

This project will be a signature component of the RVA’s vision for a regional river valley park.

$10M
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Air Photo Source:  Google Maps, Feb. 2012

Funding FrameworkTo successfully achieve implementation of the Next Phase Capital Program, the RVA will need to procure approximately $101 million dollars in capital funding. The targeted 

capital funding framework for the Next Phase Capital Program is one-third from the partner municipalities, one-third from the provincial government and one-third from 

the federal government. The partner municipalities have confirmed their support for the Next Phase Capital Program, however funding commitments from senior levels 

of government are required before implementation can occur.Funding UrgencyThere is a need to secure funding commitments in the near term in order to achieve optimal coordination and planning of the specific projects that comprise the Next Phase 

Capital Program. Building on past successes and momentum is also important to create synergies between past capital initiatives and those which comprise the Next Phase 

Capital Program. 

Estimated TimeframesThe estimated timeframe to complete development of the Next Phase Capital Program projects is 5 to 7 years from the time that full funding is secured.
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Regional Context of the Capital Region River Valley Park.

Map Below From: http://www.rivervalley.ab.ca/wp-content/uploads/2013/01/executive-summary.pdf

Who is the River Valley Alliance?

The RVA consists of seven (7) partner municipalities (Town of Devon, Parkland County, Leduc County, City of Edmonton, City Fort Saskatchewan, Strathcona County, 

and Sturgeon County) with a common mission to preserve, protect and enhance the river valley to create one of the largest river valley park systems for the year-

round accessibility and enjoyment of its citizens and visitors.

Vision of the  
River Valley Alliance
To create a continuous world-class 

metropolitan river valley park, from Devon 

through Parkland County, Leduc County, 

Edmonton, Strathcona County, and Sturgeon 

County to Fort Saskatchewan.
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What successes has the River Valley Alliance achieved to-date?

Over the past decade the River Valley Alliance has secured $110 million dollars from all three orders of government ($30M from the federal government, $50M from the 

provincial government and $30M from RVA partner municipalities). This funding has allowed for the execution of numerous capital projects which has directly benefited 

communities and residents across the region by providing enhanced access to the river valley.

Overview: RVA Capital Program Accomplishments and Contributions

• 9 new trail construction projects in the river valley.

• Construction of 4 new boat docks.

• Refurbishment of 1 motor boat launch.

• Construction of 1 new pedestrian bridge; the world’s second longest stressed ribbon suspension bridge.

• Construction of Alberta’s first outdoor river valley funicular and elevator.

• Upgrades to three staging areas in Strathcona, Parkland, and Sturgeon County.

• 3 new pedestrian bridges over Battery Creek and associated trail upgrades in Devon.

• Contributed to Fort Saskatchewan’s West River’s Edge Community Center.

• Construction of trails and supporting infrastructure connecting the Fort Edmonton Pedestrian Bridge to existing trails and nearby communities.
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Benefits of the Next Phase Capital Program

Successful implementation of the Next Phase Capital Program will result in numerous benefits that are wide-ranging and which will positively impact residents and 

stakeholders across the region and beyond.

Project Stakeholder Benefits

Regional Residents • Enhanced ability to access the river valley and its amenity spaces. 

• Increased quality of experience resulting from an investment in new/refreshed/enhanced amenities. 

• Increased community and regional pride and connectedness. 

The RVA • Ability to continue working towards the goal of a world class regional park network. 

• Demonstrating continued success will provide a basis for future phases and fund development initiatives. 

RVA Partner Municipalities • Enhanced and/or new local amenities and spaces will increase resident quality of life. 

• Ability to leverage and maximize available resources through regional collaboration. 

• Opportunity to meet priorities and goals outlined in municipal planning documents (i.e. Master Plans, Strategic Plans, 

Needs Assessments, etc.).

The Province of Alberta • Opportunity to sustain and enhance one of the provinces feature natural areas. 

• Opportunity to help create a world class park system that includes a mix of urban and rural spaces. 

• Evidence (and potentially a replicable model) to support the benefits of regional collaboration and partnerships. 

• Alignment with the goals, objectives, and action items outlined in overarching strategic planning documents  

(Active Alberta Policy, Water for Life Strategy, Integrated Watershed Management Plan for the North Saskatchewan  

River in Alberta, Alberta’s Tourism Framework) 

• Increases resident quality of life in a major population centre and region. 

The Government of Canada • Provides enhanced supportive environments for Canadians to be healthy and active.

• Development of a feature natural area in one of Canada’s largest and fastest growing regions.

• Sustains and enhances valued community infrastructure, a strategic priority of the Government of Canada. 

• Increases resident quality of life in a major population centre and region.

Regional Tourism Industry • An investment in river valley amenities is likely to result in increased local and non-local visitation. 

• Enhanced staging areas and access points for regional tourism operators. 

River Valley User Groups • Increased quality of experience through access to enhanced amenities. 

• Increased profile of the river valley provides the opportunity to attract new members and participants. 

• Increased connections and access points will expand program and event hosting capabilities. 

Environmental Advocacy Organizations • Increased profile of the diversity and environmental value of the river valley. 

• Access to the river for residents in a sustainable and responsible manner. 
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A Further Rationale for Investment in Parks and Outdoor Spaces

If Canadians were 10% more active, there would be a $2.6 billion reduction in 

health care spending on hypertension, diabetes, heart disease, and cancer.

—Bounajm, Din and Therieault (2014)

Overall, only 57% of Albertans get enough physical activity to achieve health benefits and less than one-third 

(26%) of Albertans achieve high levels of walking (>12,500 steps per day).

—The 2017 Alberta Survey on Physical Activity

Individuals who move to greener areas have significant and long-lasting 

improvements in mental health.

 —Alcock and White, 2014

The value of trees in a major urban area are estimated in the billions of dollars based on their ability to store 

carbon, reduce energy consumption and minimize property damage (e.g. during heavy rainfalls).

—Alexander, C. and McDonald, C. (June 2014)

Children who report more time outdoors are more physically active and less sedentary, and display enhanced psychosocial health, 

compared with those who spend less time outdoors.

—Larouche et al. (2016)

Urban park spaces are key to catalyzing visitor spending and tourism.

—Harnik, P. and B. Welle. (2009).

Many urban residents, especially children are becoming disconnected from nature and experiencing “Nature Deficit Disorder”. This issue is  

likely to have significant long-term societal impacts on health, wellness and overall societal values.

—Richard Louv, Lost Child in the Woods (2005)
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Publication Design26

This report package was developed for Strathcona County on the 
possibility of creating anew dog off leash park in the area. The three 
reports and one pamphlet were developed to show a broad array of 
information (maps, tables, graphs, charts), most of which was collected 
through research and surveys (public input). The colour scheme was 
mandated by the Strathcona County visual guidelines, but the type was 
chosen to be playful and—a quality exhibited by the study’s subject: dogs! 

Strathcona County Dog Off Leash 
Strategy Documents

Publication Design

PUBLIC REVIEW PAMPHLET, REPORT DOCUMENTS & FINAL STRATEGY

Dog Off Leash Strategy
STRATHCONA COUNTY

February 2015

When asked, eighty-seven percent (87%) of respondents agreed 
with the “Philosophy of Provision” while thirteen percent 
were unsure. There was no disagreement. Many respondents 
provided some comment related to the Philosophy. Comments 
made by at least two people included:

• The Philosophy is well thought out and encompasses  
the key points.

• Another dedicated off leash park is needed  
in Sherwood Park.

• There are a lot of opportunities to provide off leash 
opportunities throughout Sherwood Park utilizing 
existing amenities and under-utilized green space.

• It is important to provide off leash opportunities 
throughout the community. For some people access  
to the Deermound Off Leash Park is difficult—
opportunities are needed closer to their homes.

• Involving stakeholders in decisions made related to sites 
is important. That makes the process very inclusive.

• There was some disagreement with the need to provide 
space for small and large dogs. Some people felt it was 
unnecessary while others thought a small dog area  
was important. 

Just over half (54%) agreed that a volunteer dog off leash 
association should be instituted. Thirty-seven percent (37%) 
were unsure while 9% thought an association is not needed. 

Finally respondents were able to provide comments 
generally regarding dog off leash parks. A range of 
comments were provided; those mentioned by more  
than one respondent included the following.

• A volunteer association would be a good thing. 
Members could keep an eye on the condition  
of the facility and its use. As well it would be a 
good mechanism to gather feedback from users. 
An association would need to be supported by 
the County—some support may be with volunteer 
recruitment etc. Finding volunteers to come out  
can be difficult.

• The off leash opportunity in Sherwood Park is very 
well used. There is a high demand for this type of 
recreational opportunity. The County’s recognition  
of off leash as a legitimate recreational activity  
is appreciated.

• The County will need to enhance the resources it 
dedicates for off leash maintenance. It would be helpful 
if a phone number was posted onsite so that users could 
call in with maintenance issues.

• Greater bylaw enforcement is needed of people using off 
leash parks. Broader enforcement for other undesirable 
behaviour would be welcome too.

• The multi-use aspect of off leash provision is a good  
idea to maximize the use of these under-utilized assets.  
It promotes walkability too.

 » Some concern was voiced about the use of non fenced 
areas for off leash parks; not all dogs are as obedient 
as they need to be. Off leash opportunities near other 
amenities (trails, etc) could impact their use by people 
who are uncomfortable around dogs. 
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Strathcona County currently provides one designated dog off leash park—
Deermound—located at the junction of Highways 21 and 628. There have been 
calls by residents (and dog owners) for additional off leash opportunities within 
Sherwood Park. Additionally, the population of Sherwood Park has been growing 
and with it the number of dog owners. The Open Space and Recreation Facility 
Strategy (OSRFS)—the County’s broad strategic plan that guides the provision of 
open space and recreation facility provision—makes reference to a “network of off 
leash dog areas”.

Section

1
Introduction

1

Multi-Use Off Leash Sites
These sites will see off leash activities occur in already built 
infrastructure. Outdoor boarded rinks (excluding those with a 
concrete or paved surface) and fenced ball diamonds will be 
considered. Also considered will be other built infrastructure 
including parks and open space, stormwater management 
facilities, and utility corridors. This multi-use approach will be 
implemented on a pilot basis and on a site by site approach.  
At the end of one year the “performance” of each site will  
be determined.

Communication and information sharing will be paramount 
to the implementation of this approach. The success of this 
approach will also be furthered through the involvement of a 
volunteer association to assist with education and monitoring.

OUTDOOR BOARDED RINKS

Outdoor boarded rinks are one possibility for a multi-use 
off leash site. They exist throughout Sherwook Park and are 
enclosed spaces. As with all other potential multi-use sites, 
initiation into program should be on a site-by-site basis. 

BALL DIAMONDS

Ball diamonds could be included in multi-use off leash 
sites because of their geographic distribution and due to 
the enclosed design of some. As with the boarded rinks, 
the inclusion of any of these sites needs to be determined 
individually. All sites begin as a pilot; continuation is 
dependent upon site evaluation.

AMENITIES

Based on the research presented in the Phase 1 Report: 
Background Research and in the Phase 2 Report: Consultation 
Summary (both under separate covers) the following off 
leash park amenities have been identified. It should be noted 
that these park amenities are a recommended standard for a 
functioning multi-purpose off leash park.

• Fencing: the site should be fenced around its perimeter or 
boarded. (i.e. boarded rink, fenced diamond—multi-use 
sites need to be evaluated on a case-by-case basis).

• Signage: describing usage, hours of use, code of conduct, 
County contact numbers, about the Off Leash Association 
(if applicable).

• Doggie bag dispenser and waste containers.

The first year should be considered a pilot project and each 
site’s performance will be evaluated on an individual basis at 
the end of the first year.
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Off Leash Association

A volunteer Dog Off Leash Association can serve as a 
significant partner of Strathcona County. As noted in Section 
4 (page 18), there are many benefits associated with an active 
off leash association. This terms of reference can be used to 
implement an association.

Mission
The Off Leash Association will serve as Strathcona County’s 
liaison with the public regarding the development and 
operation of dog off leash sites in Strathcona County. 

Duties
• Assist with communication of messages regarding off 

leash provision to the public and dog community.
• Assist with the monitoring of off leash sites.
• Assist with the maintenance of off leash sites.
• Provide input to the County regarding the enhancement 

of any sites, the potential addition of a multi-use off leash 
site, and the operation of existing sites.

• Transmit messages from the public and off leash site users 
to Strathcona County.

• Provide advice regarding issues or initiative brought 
forward by Strathcona County regarding off leash 
provision and other related issues.

It is important to note that the association is advisory in nature 
to the County and is not a decision making body. In addition any 
communications undertaken by the Association to the public 
and stakeholders needs to be approved by Strathcona County.

The Association will be encouraged to become a “Registered 
Non-Profit Association” to provide the ability to pursue grant 
opportunities and other funding options. These funds could 
assist with the provision and enhancement of the off leash sites.

Composition
The Off Leash Association is a volunteer organization that exists 
at the discretion of Strathcona County. While the Association 
may have its own volunteer pool, for the purposes of this 
Strategy the Association is deemed to be the specific body that 
directly liaises with a County representative.  Recommendations 
to consider when forming an Association include the following:

• Residents of Strathcona County
• A minimum of half of the representatives must reside in 

Sherwood Park
• A minimum of half of the representatives need  

to have a dog.
• All pets of the Association’s members must be 

appropriately licensed.
• Members hold their position for an initial term of two 

(2) years. Future terms are to be determined by the 
Association in conjunction with Strathcona County. 

• Membership is up to twelve (12) members.

Initially, Strathcona County will advertise to fill the Association 
positions. Prospective members will be provided with the 
Terms of Reference. Interviews may be implemented to select 
members. Initially, the Strathcona County representative 
to the Association will select Association members. 
Subsequently, other members of the Association will work 
with the County representative to select members. 

Interaction With the County
The Association meets at least biannually with a designated 
representative from Strathcona County. Additional meetings 
and communication may occur at the discretion of Strathcona 
County in conversation with the Association. A specific 
schedule of meetings will be developed by the Association 
and the County representative. Meetings will involve the 
sharing of information from each entity (Association and 
Strathcona County). The County representative will serve 
as Chair-person of the meetings and will develop agendas. 
Meeting notes will be recorded.

Note: Prior to the initiation of an association, consultation with Strathcona County Administration will be required. The form and function of this volunteer organization will 
be focussed on community involvement to ensure succesful implementation of this strategy.
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DOG OFF LEASH STRATEGY

Public Review
DECEMBER 2014

INTRODUCTION
A draft of the Dog Off Leash Strategy was developed and 
presented to the public at an open house at the Strathcona 
County Community Centre on Wednesday December 10th, 
2014. The open house coincided with the Farmers Market. 
Strathcona County promoted the open house through 
its established channels including electronic signboards, 
newspaper ads, County website, etc. In addition, signs were 
posted at the Deermound Off Leash Park promoting the open 
house. Finally, individuals interviewed through the process 
were contacted directly about the open house. The material 
presented at the open house (and the feedback form) were 
available on the County’s website from December 10th 
through to December 23rd, 2014. 

It is difficult to determine the attendance at the open house 
since it was convened as part of the Farmers Market. Certainly a 
number of the people that reviewed the strategy purposefully 
came to the Community Centre to review the Dog Off Leash 
Strategy; others attended the Market and reviewed the Strategy 
while there. Approximately forty people actively reviewed 
the display material while eighteen completed and submitted 
a feedback form. An additional thirty-nine people provided 
some response online. In total fifty-seven individuals provided 
some feedback on the Strategy. A synopsis of the feedback is 
presented herein.

FEEDBACK SYNOPSIS
Over three-quarters of respondents (79%) are residents  
of Sherwood Park; a further 13% live elsewhere in  
Strathcona County. The remainder live in the capital region. 
Ninety-seven percent (97%) of respondents are dog owners. 

A key component to the Dog Off Leash Strategy is the 
“Philosophy of Provision”. The Philosophy is:

• Geographic distribution: it is important that off leash 
opportunities be geographically dispersed.

• Opportunities for small and large dogs: opportunities 
that enable small dogs to interact, socialize, and play 
away from large dogs should be provided.

• Maximize existing recreation amenities for 
multipurpose use: there is some outdoor recreation 
infrastructure that is not formally utilized year round that 
could be used for off leash purposes.

• Maximize use of existing sites before building new: 
existing off leash sites may be “refurbished” or enhanced 
to maximize their use.

• Stakeholder and public involvement: the development 
and/or designation of sites as off leash areas needs to 
involve stakeholders and the public.
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Dog Off Leash Strategy

Phase 2 Report: Consultation Summary

STRATHCONA COUNTY

December 03, 2014

There were a number of mechanisms employed to gather insight from residents and 
stakeholders regarding dog off leash spaces in Sherwood Park. 

• A brief questionnaire was used to gather responses from attendees of the 
Strathcona County Trade Fair held in Millenium Place on April 11 – 13, 2014. 

• Surveying was also undertaken with dog owners at a number of places in 
Strathcona County including some at the Deermound Dog Off Leash Park. 

• Surveying took place on several occasions from May 13 through to June 11, 2014. 
• A survey was also fielded on the County’s website from April 22 through  

to June 22, 2014. 
• Finally, several vested stakeholders and volunteers at the existing  

off leash park were interviewed. 

Section

2
Consultation Findings
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Overall, how would you rate Deermound?

Subset: Respondents who have visited Deermound.

Use of Deermound

Subset: Respondents who are aware of the park and who also use it

* Due to rounding, figures may not total 100%.

Dog Owners Intercept Survey

An intercept survey was undertaken 
with dog owners at several places 
throughout Strathcona County 
including Ardrossan, Deermound, and 
the Farmers’ Market. Surveying was 
conducted periodically from May 13 
through to June 11, 2014.  In total 48 
questionnaires were completed with 
70% owning one dog, 23% owning two 
dogs and 6% owning three dogs. Ninety 
percent of all respondents were aware 
of the Deermound off leash dog park.

Of those respondents aware of 
Deermound, 88% had visited it. As 
illustrated in the adjacent graph, daily 
visitation is at its lowest during winter 
when 22% visit it daily compared with 
36% in spring. 

Respondents who had used Deermound 
then gave it an overall rating. As noted 
in the graph, almost all (97%) rated it as 
good (37%) or very good (60%). Three 
percent rated it as poor. 
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Are you aware of the Deermound dog off leash park?

Have you ever visited the park?

Subset: County residents who own a dog and are aware of the park

All respondents were asked if they were 
aware that there is a dog off leash park, 
called Deermound, located at the corner 
of Highways 21 & 628. Ninety-one 
percent were aware of the park which 
is greater than the proportion who own 
a dog. 

Of those who own a dog and are aware 
of the Deermound off leash park, 
eighty-six percent (86%) have visited the 
off leash park. 
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Overall, how would you rate Deermound?Considering those respondents who had 
visited the Deermound off leash park, 
87% rated it as very good (40%) or good 
(47%). Three percent rated it as poor. 

Respondents then provided some 
suggestions to improve Deermound 
off leash park. Comments made by 
at least six respondents included the 
following.

• Poor drainage is an issue that 
needs to be dealt with. There is a 
lot of sitting water in the spring 
throughout the park; it really needs 
to be addressed along the trails. (58 
respondent comments)

• Parking at peak times is very 
crowded forcing people to park on 
the highway. (51)

• Additional garbage cans and doggy 
bag stations are needed around the 
park particularly in wooded areas or 
on the inside of the park area. (43)

• More enforcement of rules; waste 
clean-up; proper behaviour is 
needed. Would like to see bylaw 
officers more often. (31)

• Provide a clean swimming / water 
area for dogs. (20)

• A separate fenced area for small 
dogs would be appreciated. 
Old and infirm dogs could use a 
separate area as well. (19)

• Generally a fenced area would 
be good. Some concerns were 
expressed about dogs running 
away or getting onto roads. (15)

• A water supply that could be used 
for drinking water for dogs would 
be great. Some dogs are getting 
sick drinking the standing water on 
the site. (12)

• More educational signs on the proper use of the park as well 
as responsibilities of the owners would be good. (11)

• A dog wash area would be good. (9)
• The sloughs could be fenced off to prevent dogs from accessing 

them. (8)
• Washroom facilities for people are needed. (6)
• More benches are needed. (6)
• Implementing a volunteer program and information centre 

to better educate owners and to monitor use of the park. (6)
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Deermound Dog 
O� Leash Park

Strathcona County

COUNTY VIEW

Deermound Dog 
O� Leash Park
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SPECIFIC LOCATION

Deermound Off Leash Park

The Deermound Dog Off Leash Park is located on Highway 
21 and Highway 628. In addition to being used extensively 
by off leash dog users, the park also serves as a local park 
and natural area for nearby residents. The park is built on a 
reclaimed landfill site and includes a variety of natural features 
and terrain. The park has a number of natural barriers (e.g. tree 
lines) and is partially fenced. 
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Another key component to the Plan was the development 
of procedures and set criteria to evaluate requests for the 
elimination of existing off leash areas as well as the addition  
of new sites in the future. The Plan outlines the conditions  
and circumstances that need to exist for a site to be evaluated 
along with a detailed scoring system to determine the future  
of each site. Evaluation criteria include:

• Number and nature of bylaw or 3-1-1 complaints relative 
to park size and number of users. 

• Number and severity of risk.
• Number and severity of damage to turf, shrubs and trees.
• Number and severity of damage to amenities. 
• Negative impact on wildlife or natural area habitat 

identified using appropriate quantitative methodologies.
• User patterns.
• Number and type of pathway users.
• Amount of dog feces not picked up. 
• Negative impacts on nearby water quality. 

Other important elements of the Plan include stakeholder 
engagement guidelines and broad based design and amenity 
standards for off leash areas. Signage in off leash areas is a 
specific focal point of interest in the Plan. In recent years the 
City has removed and replaced a large proportion of signage 
in park and open spaces. A shift is also occurring towards 
reduced signage with a higher level of responsibility being 
placed on the dog owner. 

The City of Calgary is currently establishing an Off Leash 
Ambassador Program based on the success of piloting 
a similar program in two off leash areas in the city. Five 
objectives have been established for the initiative:

• Promote responsible pet ownership, positive pet 
interactions and safety in off leash areas through the 
provision of information and demonstrations.

• Answer questions regarding Calgary’s bylaws in off leash 
areas.

• Act as positive role models in off leash parks in terms of 
adhering with Calgary’s bylaws.  

• Provide an avenue for citizens to express concerns and 
pass along concerns to City staff.

• Promote the work of Animal & Bylaw Services and the 
services available at the Animal Services Centre, such as 
animal adoption and licensing.

While Calgary’s innovative and inclusive approach to 
providing dog off leash areas is cited is regarded as a success 
some issues do exist. One identified issue is that smaller 
community parks lack visible and designated entry and exit 
points. Many of these sites are also located in close proximity 
to highly used sports fields, trails and other popular open 
spaces. Enforcement of community parks that permit dog off 
leash usage is the responsibility of the City`s regular by-law 
enforcement branch. This responsibility includes the handling 
of complaints. However the Off Leash Area Management Plan 
has helped provide some guidance for regularly occurring issues.

CITY OF CALGARY OFF LEASH AREAS SERVICE LEVELS

LEVEL OF OFF LEASH SERVICE

TYPE OF OFF LEASH DOG USE AREA

NEIGHBOURHOOD
COMMUNITY  

CLUSTER
REGIONAL

ENHANCED SERVICE: POTENTIAL VOLUNTEER / SPONSORSHIP-BASED SERVICE

Dog waste bags & dispensers a  
(Where feasible)

a  
(Where feasible)

a  
(Where feasible)

Drinking water for dogs a  
(Where feasible)

a  
(Where feasible)

a  
(Where feasible)

Responsible pet ownership  
information & seminars

a  
(Where feasible)

a  
(Where feasible)

a  
(Where feasible)

Other enhancements proposed  
or funded by stewards

a  
(Where feasible)

a  
(Where feasible)

a  
(Where feasible)

2012 City of Calgary Off Leash Area Management Plan
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Dog Off Leash Strategy

Phase 1 Report: Background Research

STRATHCONA COUNTY

August 22, 2014

MUNICIPAL DEVELOPMENT PLAN (2007)
• Chapter 9 of the Plan outlines overarching objectives and 

policies related to parks and recreation in the County. 
• Objectives outlined in the Plan include:

 » Select, develop and maintain open space to meet 
the present and future recreational, environmental, 
aesthetic and educational needs of our citizens;

 » Provide year round park opportunities and 
experiences;

 » Encourage the continued development of an 
integrated open space system, which serves a variety 
of leisure interests; and

 » Provide a variety of park experiences for the 
community regardless of age, culture or income.

• Policies outlined in the Plan include:
 » Encourage the development of multi-purpose and 

joint use park and recreational areas;
 » Continue supporting the development of specialized 

parks, such as dog parks and skate parks, as well as 
recreational areas, such as multi purpose trails; and

 » Cooperatively and collaboratively plan with the public 
and private sectors, initiatives which link and develop 
rural and urban open space including parks, recreation 
and tourism nodes, and natural areas.

• The Plan also outlines a categorization system for park 
spaces:

 » Neighborhood Parks (minimum 0.8 hectares, serves 
neighborhood residents)

 » Community Parks (minimum 4 hectares, serves the 
entire community)

 » District Parks (minimum 8 hectares, serves the 
community and outlining areas)

 » Linear Parks (minimum 10 metres wide, connects to 
public spaces)

• The categorization system further provides basic amenity 
and use guidelines. 

4

OTHER

In addition to the aforementioned plans and strategies, the 
County has also developed numerous planning documents 
and studies that will be important to review and follow should 
new or enhanced dog off leash areas be contemplated. 
Examples of plans and documents that could have future 
relevance to dog-off leash activities include:

• Area Concept Plans
• Area Structure Plans
• Land Use Bylaws
• Recreation Master Plans (for specific hamlets)
• Mature Neighborhood Strategy
• Facility Feasibility Studies
• Park Site Redevelopment Plans

OPEN SPACE AND RECREATION  
FACILITY STRATEGY (2008)

* Updated May 2014

• Provides a strategic framework for the County to 
identify and plan for the future of recreation and leisure 
infrastructure. 

• Identifies frameworks and processes for the County to 
implement when undertaking new development or the 
enhancement of existing facilities spaces.

• Consultation and community engagement conducted for 
the OSRFP reflected the importance that County residents 
place on quality of life and community infrastructure. 

• Identified that community engagement is a crucial step 
and priority when undertaking facility enhancement or 
new development. 

• Identifies that financial implications (capital and 
operating) are important considerations when developing 
new recreation and leisure infrastructure, and that 
they need to be carefully reviewed and studied before 
development can successfully occur. 

STRATHCONA COUNTY  
TRAILS STRATEGY (2012)

• Public consultation conducted to develop the Trails 
Strategy revealed the popularity of dog walking with 15% 
of household survey respondents in the County reporting 
that they use the trail system for dog walking (third 
among all trail activities). 

• Outlines future development strategies for trails in the 
County for both the urban and rural service areas. 

• Identifies that there are increased demands for both non-
motorized and motorized trails. 

• Suggests trail standards, best practices and trail provision 
guidelines.

• Identifies financial implications of increase trail 
maintenance, life cycle budgeting and performance 
measurement. 

• Outlines a vision statement for trails in the County.

Rural and urban trails throughout Strathcona County provide for a balance of recreational 
and active transportation uses and are provided by the County to allow for maximum 
positive impact to overall quality of life of residents taking into account concerns of all 
stakeholders.

5
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These two reports were developed for the Municipality of Crowsnest Pass  
in Alberta. The layout of the documents was designed to reflect and follow the 
visual guidelines of the unique logo of the Municipality, as well as showcasing 
the beautiful landscapes that fill the area. Triangular, overlapping elements 
symbolize mountain ranges and the many photographs evoke a sense of 
being out in nature.

Crowsnest Pass Recreation Needs 
Analysis & Action Plan

Publication Design

“STATE OF RECREATION” RESEARCH REPORT AND FINAL PLAN DOCUMENT

FINAL DRAFT
February 2015

FOR THE MUNICIPALITY OF CROWSNEST PASS

Recreation  
Needs Analysis  
& Action Plan

FINAL
January 2015

IN THE MUNICIPALITY OF CROWSNEST PASS

The State  
of Recreation

According to the Alberta Recreation and Parks Association,35  
Alberta municipalities expended $775 M on recreation (2006).  
Two-thirds of this was operational spending, the remaining capital. 
Total expenditures have climbed from less than $300M in 1988. 
When adjusted for inflation and taking into account population 
growth, municipal expenditures in 2006 were at similar levels to 
spending in 1988.

Municipal funding of recreation and culture throughout Alberta 
is primarily from property taxes and user fees with these sources 
increasingly becoming more important. The share of funding 
attributed to provincial government grants or transfers has declined 
from 10% in 1988 to 2% in 2006. During that same period the share 
of operational funding from general revenues or property taxes has 
increased from 72% to 76%, while user fees have grown from 18%  
to 22%.

Municipalities are primarily responsible to fund the provision of 
open spaces and trails compared with other levels of government. 
Their funding sources are somewhat limited thereby heightening 
the importance of user fees and partner delivery to ensure the 
continued provision of services.

In Alberta, arts and culture non-profit and voluntary organizations 
earn 51% of their income while 27% comes from gifts and donations 
and 18% from government sources. Four percent (4%) is from  
other sources. It should be recognized that there are wide variations 
by organization type in terms of financial performance. For example, 
collection-based organizations such as museums generally earn a 
lower percentage of income than do performing arts organizations, 
for example.

6.1.3 Government Support

For sport and recreation non-profit and voluntary organizations  
83% of income is earned with 9% coming from government,  
7% from gifts and donations and 1% from other. Considering 
government sources of revenue for arts & culture organizations, 
29% was from the federal government, 41% from the provincial 
government, and 28% from municipal government (2% other). 
Sport and recreation organizations received only 8% of their 
government funds from the federal government with 55%  
coming from the provincial government and 37% from the 
municipal level.36

Many recreation, sport and cultural organizations in the 
Crowsnest Pass receive support from various levels and sectors 
of government. The Municipality provides direct support to 
some groups, while also providing subsidized facility rates for 
many groups to use community facilities. In recent years,  
a number of groups have received provincial funding to support 
infrastructure enhancements and new development. 

35 Public Funding of Recreation in Alberta: Final Report. 2010.  
 Nichols Applied Management for the Alberta Recreation  
 and Parks Association.

36 "The Nonprofit and Voluntary Sector in Alberta: Regional Highlights  
 of the National Survey of Nonprofit and Voluntary Organizations”.  
 Robert Roach. Imagine Canada 2006.
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KEY FINDINGS: HOUSEHOLD SURVEY

 » 97% of respondents agree that recreation and leisure is important to their 
quality of life.

 » 56% of respondents are satisfied with the availability of recreation opportunities 
and services in Crowsnest Pass.

 » The non-motorized community trails are used by the greatest proportion of 
households as 66% have used them in the previous year. Considering indoor 
facilities, the municipal library was used by 48% of households.

 » 74% of respondents indicated that there is a need for new / upgraded recreation 
facilities; 16% were unsure and 10 said there is no need.

 – Top indoor priorities: aquatic centre; fitness / wellness facilities; walking / 
running track; community hall / banquet; and performing arts spaces.

 – Top outdoor priorities: walking / hiking trail system; ski hill; picnic areas;  
dog off leash areas; and access to the river

 » 62% of respondents support an increase in annual property taxes to ensure 
community recreation needs are better met.

 » 67% of respondents support an increase in facility user fees to ensure that 
community needs for recreation are better met.

 » 68% of respondents support the exploration of the regional provision of 
recreation services with its municipal neighbours.

8.1  Household Survey

8.0Community Engagement

54
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Improve skills / knowledge

To "get away"

Meet new people

Experience a challenge

Affordable experience

Relaxa�on

Be with family / friends

Pleasure / entertainment

Enjoy nature

Physical health / exercise

MAIN REASONS HOUSEHOLD MEMBERS  
PARTICIPATE IN RECREATION ACTIVITIES

Online Survey:  
Twenty-one respondents answered the question online. Pleasure / entertainment (17 respondents); 
physical health / exercise (16); to enjoy nature (15); and to be with family / friends (11) were the most 
commonly identified reasons for participation in recreation activities.

Residents were surveyed to learn their 
thoughts about recreation services  
and amenities in the Crowsnest Pass.  
A questionnaire was developed by  
RC Strategies in conjunction with the client.  
The questionnaire was mailed out to 
residents utilizing the municipality’s rate 
payers’ list. Included with the questionnaire 
was an addressed postage paid envelope that 
enabled respondents to directly  
mail their completed questionnaire to  
RC Strategies for tabulation.  
Respondents could also drop off  
completed questionnaires at the Municipal 
Office in Coleman. The questionnaire was  
fielded from mid-October through to  
mid-November. The questionnaire  
was also available online

In total 2,997 households were sent the 
questionnaire with 578 returned. This results 
in a margin of error of +3.8% 19 times out 
of 20. Online there were an additional 23 
respondents. The findings from the online 
survey are reported separately but alongside 
the findings from the mail back survey.

FINDINGS

SECTION I:  
TOP OF MIND THOUGHTS

To begin, respondents were asked to  
identify the main reasons that  
household members participate in 
recreation activities. As illustrated in the 
following graph, the most common cited 
reason for participation is for health and 
exercise (85%). Approximately three-
quarters (73%) of respondents indicated 
the enjoyment of nature explains why 
household members partake in recreation. 
See the graph to the right for more reasons. 
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Walking / hiking trail system aa a a a a a

Ski hill aa a a a a a

Picnic areas aa a a

Motorized trails aa a a

Campgrounds aa a a

Sledding hill aa a a

Community gardens aa a a

Swimming pool a a a a

Mountain bike park aa a

River access aa a

Dog off leash areas aa a

Skateboard parks a a a

Fitness equipment a a a

Child playgrounds a a a

Open spaces (parks / greenfields) a a

Amphitheatre a a

Sport fields a

Track and field spaces a

Public art a

Tennis courts a

BMX bicycle park a

High-board skating rink

Ball diamonds

Basketball courts

Beach volleyball courts

As can be seen, the household survey results have received double weighting as it is the only statistically reliable form of consultation conducted and reflects the entire population of the municipality.
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The Municipality of Crowsnest Pass and its recreation and parks 
delivery partners understand the benefits of recreation and parks 
to the community and region. The Municipality has invested 
significantly in recreation and parks opportunities which are 
available to residents and visitors and continues to demonstrate its 
commitment to quality of life through sustaining existing facilities 
and supporting the delivery of local events and programs in a variety 
of different ways.

Realizing the benefits of recreation and parks, and understanding 
that local municipalities have a significant role to plan in recreation 
and parks provision, the Municipality initiated a planning process to 
review existing services levels, determine resident satisfaction and 
demand for recreation and parks and outline a strategy to enhance 
recreation and parks in the region over the next 10 to 15 years.

1.0
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Recreation opportunities are provided and facilitated by the 
municipality and the many volunteer and private organizations 
through the Pass because these services enhance the quality of 
life of both residents and visitors. Ninety-seven percent (97%) 
of Pass households agree that recreation is important to their 
quality of life. The many benefits of recreation are apparent to 
all who participate, are proven and well documented, but may 
not be commonly shared by the entire community. As such, the 
promotion of recreation and the justification for public support 
must be stated and reinforced on an ongoing basis and shared with 
all stakeholders so that a common awareness of the importance of 
these essential services is understood.

Building community buy-in and political support for recreation 
services is key to optimizing the use of facilities, increasing overall 
activity participation and maximizing the community benefits of 
recreation participation. Strong, positive public and political opinion 
of recreation will also ensure sustained investment and future 
development of recreation projects (and overall community quality 
of life).

The municipality currently promotes recreation opportunities 
through local radio, school newsletters, the Pass website, and 
targeted posters located through existing facilities and spaces. The 
current approach to promoting recreation and culture is limited in 
regards to focusing on broader benefits messaging and the potential 
enrichment of participation to the individual and community. 

According to some residents and groups, increased awareness 
of opportunities is required. A number of comments from both 
the household and group surveys indicated a need for enhanced 
awareness of existing recreation opportunities. In fact, 34% of 
residents stated that the primary reason for not participating in 
recreation was that they were unaware of opportunities to do 
so; this was the most frequently mentioned barrier to participation 
identified in the household survey. 

5.1.3 Promotions & Marketing

Although the role of promoting recreation opportunities and 
the benefits of participation is not solely the responsibility of 
the Municipality, the Community Services Department is looked 
upon to provide a collective list of opportunities and activities to 
represent its many delivery partners. The municipality could bolster 
existing promotional efforts to include messaging intended 
to both explain opportunities available as well as the benefits 
participation can lead to on an individual and community-wide 
basis. New methods of information sharing could also be explored. 

 » Social media is an avenue that many municipalities are 
effectively utilizing in communicating recreation opportunities 
and increasing participation. 

 » The use of the local newspaper is also a commonly used tool 
that is not being leveraged by the municipality. 

 » Web-based services and information sharing regarding 
recreation programs and services (i.e. software package 
integrated with existing website).

 » At some point in time, the municipality may be able to increase 
participation and add value to local groups (by promoting and 
consolidating all available recreation programs) by developing a 
quarterly or biannual publication outlining all the recreation 
activities available and recreation groups operating in the 
Pass (i.e. Leisure Guide).

Sustaining and enhancing existing efforts in regards to recreation 
and culture promotion will increase participation by regional 
residents and visitors alike. It is not uncommon for a community’s 
residents to be unaware of the complete portfolio of recreation 
opportunities available. As mentioned, 34% of residents claimed that 
the reason why members of their household do not participate in 
recreation activities was that they were unaware of opportunities. 
Higher levels of awareness will help the Pass and its residents realize 
even more of the many benefits that physical activity, creativity 
and nature offer. Increased awareness will also lead to greater 
participation and sustainability of recreation and culture facilities 
and programs due to enhanced usage and associated user fees. 
Exposure/traffic based revenue streams such as sponsorship and 
retailing will also have greater potential.

23

There are a number of areas where the Municipality and its recreation 
service partners could be better served through the development 
of policies that provide clear guidelines for service delivery and 
facility access. Policies in these specific areas are observed in other 
jurisdictions and have proven beneficial in creating transparency  
and equity as well as outlining the expectations of municipal  
decision makers.

Areas where the municipality could develop more detailed policies 
as it relates to recreation provision include, but are not limited to  
the following:

FEES AND CHARGES
This policy area pertains to user fees and cost recovery guidelines.  
At the moment, fees and charges are set by the municipality with 
little to guide them regarding expected cost recovery amounts from 
the organizations. While there should not be a “one size fits all” type 
of policy implemented (because different organizational types have 
widely different business, financial and social development needs), 
there should be an underlying philosophy for setting user fees 
developed according to organizational type. The philosophy should 
be applied consistently.

FACILITY USE
Guidelines as to acceptable facility uses should be developed so  
that spaces are used for their intended purposes and building 
operators are protected from arbitrary decisions around use  
from other stakeholders.

5.1.2 Policy

SPONSORSHIP & NAMING
An alternative source of revenue associated with recreation service 
delivery that many municipalities are exploring is that of sponsorship 
and naming of recreation infrastructure and programs. These types 
of arrangements can provide additional resources to municipalities 
to provide service but are best managed through overarching 
policies that outline appropriateness of partner brand association, 
agreement tenure and valuation and responsibility for signage  
and maintenance. 

RENTAL
The municipality owns many of the facilities out of which recreation 
services are delivered. The types and extent of rental events should 
be clarified in municipal policy with a clear understanding regarding 
the organizations or activities that are acceptable as tenants and the 
level of subsidy groups should receive.

ICE & FIELD ALLOCATION
The allocation of rental facilities, such as ice arenas and field facilities, 
effects a variety of local user groups offering different programs 
for different ages. Ideal facility rental times (typically 6pm – 9pm 
weekday evenings) are rare and sought after. Having an ice and 
field allocation policy would outline how groups are able to access 
facilities and ensure that the allocation of ideal and non-ideal rental 
times is coordinated through a fair and transparent process.

Other areas the municipality may find policy to be beneficial in include  
user group support, partnerships in development and delivery,  
special event hosting, social media and art collections.
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Meant to be an inspiration for aspiring designers, this booklet highlights 
select items from Bruce Mau’s “Incomplete Manifesto for Growth” along 
with articles by Lynda Decker, Margo Chase, Terry Stone, Michael Bierut 
and Marian Bantjes. The challenge of this publication was to create 
a visually stunning and enthralling booklet that would not only inspire 
budding designers to follow their passions, but to also showcase my 
personal style. I decided to highlight my “clean, simple, perfect” approach 
to design through graphic exercises using the “basic elements” of design: 
colour, shape, line and pattern. 

The book is split into sections by shape and colour, finally culminating  
in two spreads that combine all of the design elements used throughout 
the booklet. Simple, clean typography helps to delineate the articles from 
the more playful manifesto points.

Typographic Inspirations Book: 
“Basic Elements. Inspirational Principles.”

Publication Design

MULTI-PAGE ILLUSTRATIVE BOOKLET

A collection of inspirational articles and principles for aspiring designers.

This book is dedicated to all the aspiring designers in the world.

Because a little inspiration always goes a long way.

Inspirational

Principles.

Basic

Elements. “Perseverance is the hard work you do after you get tired of doing the hard work you already did.” Newt Gingrich
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Typographic Inspirations Book: 
“Basic Elements. Inspirational Principles.”

Publication Design

MULTI-PAGE ILLUSTRATIVE BOOK

You might find something in the morning that you can’t

see tonight.

your desk.
clean

Don’t
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Strange things happen when you’ve gone too far, been up too 

long, worked too hard, and you’re separated from the rest of

the world.
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Growth is only possible as a product of history. Without memory, 

innovation is merely novelty. History gives growth a direction. 

But a memory is never perfect. Every memory is a degraded or 

composite image of a previous moment or event. That’s what 

makes us aware of its quality as a past and not a present. It 

means that every memory is new, a partial construct different 

from its source, and, as such, a potential for growth itself.

Remember. 

the possibility of more dues to be paid.
I am convinced that relentless curiosity is 
an essential trait in a designer. Curiosity 
leads to growth. Growth brings new 
horizons and, inevitably, dues. But dues 
mean you’re really in the game, not sitting 
on the sidelines. When you stop having to 
pay dues, it is just the right time to look for 
new things to do that come with a new set 
of dues. In time, each person figures out 
for herself which dues are worth paying 
and which aren’t. For me, the real point is 
simply to stay open to paying dues. Being 
vital and challenged is how I want to live. I 
figure that I can rest (and stop paying dues) 
when I’m dead.

boundless energy (no matter what) all in 
the pursuit of excellence. Keep this up, and 
bigger, better opportunities get presented. 
As a result, perhaps mastery occurs. Keep 
on working hard and smart, and your peers 
might recognize that mastery.

At that point a choice happens-get 
comfortable or keep pushing yourself. 
The more experience you get, and the 
better you become at your craft, the less 
inclined you might be to try to branch out 
and change. You might just want to rest 
on your laurels and pretend that you are 
challenged, but in your heart, you’ll know 
that the thrill is gone. Once you admit that, 
you’ve opened a door, and you might have 
to do something about it. It might create 

often mean starting over and not having 
it all buttoned up. It means I might fail. 
It means that there are probably people 
much better at this new thing than I am, 
so I’ll need to stretch, and perhaps even 
be a little lost and confused for a while. 
This kind of risk-taking involves putting in 
extra effort, long hours of due diligence, 
probably disappointing people along the 
way, then finally beginning to get it right, 
and eventually actually figuring out how to 
do the new thing. It is this journey that I 
think of as paying dues.

Early in a design career everyone ought 
to expect to pay some dues. Dues look 
like extra effort, patiently following your 
boss’s lead, having a happy attitude and 

My best advice on this subject is to just 
drop the notion that dues-paying ever 
really ends. I don’t think I’ve ever stopped 
paying my dues, and it’s been over 20 
years since I graduated from art school and 
got my first job in graphic design. Sure, I’ve 
stopped paying certain kinds of dues, but 
other kinds keep showing up. I think this is 
because I continue to evolve and expand 
what my job actually is. I keep taking on 
new challenges in the practice of design. 
All of which means there is some kind 
of new learning curve involved. Learning 
new things always means paying dues 
somehow, to somebody, for something.

For me, the fun of life is pushing the 
boundaries of what’s possible. That can 

Design Management Consultant
and Writer/Educator, Los Angeles

and Paying Your Dues
Paying and Paying
On Paying and

Article by Terry Stone
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This cookbook was an excellent opportunity for me to combine three of my 
favourite things into one project: publication design, baking, and chocolate. 
The project challenged me to not only showcase several themed recipes in an  
interesting yet useful way, but to also take my own stock and food photography.  
The end result is a hardcover book that features a die-cut picture window, 
vibrant photographs of each recipe, unique photographic textures and 
highly legible, organized typography.

Cookbook Design:  
“Chocolate: Pure. Simple. Natural.”

Publication Design
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Introduction

“Chocolate”. Just hearing the word makes  

one’s mouth water. Many people think that 

baking with chocolate is something that  
only seasoned pastry chefs can attempt  

(and successfully pull off). This, however,  

is not the case. Baking with Chocolate at  

home is easy, relaxing, satisfying and— 

most importantly—very sexy.

“Chocolate: Pure. Simple. Natural.” is a  
recipe book that is ‘choc-o-block’ full of  

sinfully delicious and easy-to-make confec- 

tions that can be made by any home cook  

or aspiring pastry chef. Each recipe has  

easily-followed directions and images to 

 help make sure that your chocolate confec-

tions come out perfectly every single time. 

There is also a glossary of terms within this 

cookbook to help you expand your chocolate 

vocabulary and explain new terminology.  

The tools and skills guide is another useful  

tool found within this book to help explain  

and demonstrate new techniques and  
cooking utensils.

So, without much further ado: go ahead, 

indulge! Tantalize your taste buds with 
deliciously decadent cakes; temptingly  
perfect truffles; sinfully sweet cookies, and  

so many more chocolate treats. Each recipe  

is sure to impress your friends and family, 

making you look like a professional pastry 

chef—with little to no effort on your part!

Chocolate

1Introduction

Better-Than-Reese’s 
Peanut Butter Cups

Ingredients
For The Base:

 » 4 Teaspoons soft dark brown sugar
 » 1 Cup icing sugar

 » 7 Tablespoons softened  
unsalted butter or margarine » 14 Tablespoons smooth  

peanut butter
 » 48 Fluted, paper petit four cases

For The Topping:
 » 7oz (200g) Milk chocolate » 3 1/2 oz (100g) Dark chocolate » Edible decorations of your choice 

(for example, gold fondant stars  
or honey-roasted peanuts)

Directions
1. Place all of the ingredients for the 

base of the peanut butter cups into  

a food processor. Blend these 
ingredients together until the mixture  

takes on a sandy texture.2. Place the 48 petit four cases into 
mini-tart or mini-muffin tins (each 
indent should be about 1.75 inches 
in diameter). Place 1 teaspoon of 
the base mixture into each petit four 

paper case. Press the mixture down 

into the cases to form a solid layer at 

the bottom of each paper case.3. Place the milk chocolate and dark 
chocolate together in a heatproof 
bowl. Suspend the bowl over a pot 
of simmering water (the water should 

not touch the bottom of the bowl). 
Gently stir until the chocolate melts 
smoothly together. Pour 1 teaspoon 

of the melted chocolate into each of 

the paper petit four cases, covering 

the sandy base.4. Decorate the tops of the peanut 
butter cups as desired. Once each 
petit four has a decoration, place the 

peanut butter cups (still in the mini-
muffin tins) into the refrigerator. Let 

set for about 30minutes or until the 

chocolate is no longer liquid. Once 
the chocolate has hardened, serve.

Difficulty: Easy. Makes approximately 48 peanut butter cups. 

Optional Additions:
 » Place teaspoonfuls of ground honey-roasted 

peanuts on top of the base before covering 

with the melted chocolate. » Place 1/2 teaspoon measures of warmed 

(melted) peanut butter on top of the base 

before covering with the melted chocolate.

Perfectly Imperfect Chocolate Cake

Ingredients

 » 12oz (340g) Bittersweet chocolate, 
finely chopped

 » 12 Large eggs, separated and  
at room temperature » 2 Cups sugar

 » 2 Teaspoons pure vanilla extract » 1 Tablespoon dark rum » 1 3/4 Cups unsalted butter  
or margarine, softened  
and cut into tablespoons » 1/4 Cup all-purpose flour » 1/2 Cup unsweetened Dutch-

processed cocoa powder,  
such as Valrhona

 » 1/2 Teaspoon salt
 » Powdered sugar, for dusting

Directions
1. Preheat oven to 325°F. Grease a 

10-inch springform pan with non-stick 

cooking spray. Place chocolate and 3 

tablespoons of water in a heatproof 

bowl set over a pan of simmering 
water. Stir until melted and smooth; 

set aside to cool slightly.2. Place egg yolks and sugar in the 
bowl of an electric mixer fitted  
with the whisk attachment. Beat 
on high speed until pale and thick, 
about 3 minutes. On the medium-low 

setting, add vanilla and rum. Switch 

to paddle attachment. On medium 
speed, gradually add the chocolate 

mixture and the butter, mixing them 

together until smooth.3. Transfer mixture to a large bowl.  
Sift flour, cocoa, and salt over top  
of mixture, then fold in; set aside.

4. Place the egg whites in a clean bowl 

of an electric mixer fitted with the 
whisk attachment. Beat the whites 
until almost-stiff peaks form. Fold 
them into the chocolate mixture in 
two additions (being careful not 
to overmix). Carefully transfer the 
batter to the pan and bake until 
puffed, cracked, and set, about  

1 hour and 20 minutes.5. Remove from oven and let cool 
completely in pan on wire rack.  

Just before serving, remove the  
cake from the pan and dust  
with powdered sugar.

Difficulty: Moderate. Serves 12 to 16 
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Cakes, Tortes & Pies
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Petit Fours, Bon-Bons & Truffles

Directions:

1. For the ganache, place the chopped bitter- 

sweet chocolate in a bowl. Next, heat the  

cream in a sauce pan until it begins to simmer. 

Once simmering, remove from the heat and  

pour the cream over the bittersweet chocolate.  

Let the chocolate and cream rest for a minute, 

then gently stir with a spatula starting at the 

center of the bowl and slowly widening the  

circles until the chocolate and cream are  

blended smoothly together.

2. Place the ganache into the refrigerator until  

it has completely set (at least an hour).

3. Place a piece of wax paper over an ungreased 

baking sheet. To shape the truffle centers, use 

a melon baller or small ice cream scoop (about 

0.75” diameter) to spoon out portions of the 

set ganache. Gently (and quickly) roll the 

ganache between your palms to form spheres. 

Place the rolled ganache centers onto the wax 

paper. When done, let the ganache re-set in the 

refrigerator before decorating.

4. Roll the chilled truffle centers in your desired 

garnishes or dip into melted chocolate (white, milk, 

dark) using truffle forks (or a fork and teaspoon). 

If dipping in chocolate, shake off the excess 

melted chocolate and set the coated truffles 

aside on a cooling rack that has been placed 

over a wax paper-lined baking sheet. While the 

chocolate coating is still warm, feel free to add 

additional garnishes.

5. Chill the truffles to set them completely. Store in  

a cool, dry place in a sealed container.

Ingredients

“Best Ever Ganache”  

Truffle Centers:

 » 2 Cups  
Whipping Cream

 » 16oz (454g) Bittersweet 

Chocolate, chopped

Chocolate Coating:

 » 6oz (170g) White 

Chocolate, melted

 » 6oz (170g) Milk 

Chocolate, melted

 » 6oz (170g) Dark 

Chocolate, melted

Optional Garnishes (enough of 

each for dusting or rolling):

 » Cocoa powder

 » Sweetened coconut

 » Pistachios (ground to  

a powder)

Optional Decorations:

 » Caramelized sugar shards 

(small, approximately  

1/4 inch square)

 » Candied orange peel

 » Caramel (for drizzling)

 » White chocolate (melted,  

for drizzling)

 » Milk chocolate (melted,  

for drizzling)

 » Dark chocolate (melted,  

for drizzling)

Petit Fours, Bon-Bons & Truffles

“Best Ever Ganache”  

Chocolate Truffles

Difficulty: Easy. 

Makes approximately 60 truffles.

16

Petit Fours, Bon-Bons & Truffles

15
Petit Fours, Bon-Bons & Truffles

Chocolate
Pure. Simple. Natural.

A deliciously decadent collection of chocolate recipes to impress  
your friends and treat your tongue.

Chocolate
Pure. Simple. Natural.

A deliciously decadent collection of chocolate recipes to impress  
your friends and treat your tongue.
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Designed to be a part of a much larger series, this social action pamphlet 
features information on Przewalski’s Horses—an endangered species and 
the world’s last true wild horse. The pamphlet design features a unique 
shape and series of folds, resulting in a compact way to distribute a large 
amount of information (the folded pamphlet is only 5” x 5”). 

The system of folds for this pamphlet creates an internal pocket, inside 
of which sits a double-sided “fridge-facts” sheet: a condensed version 
of the larger pamphlet and information on how to help a local animal 
related to the featured endangered species. The pamphlet features  
a two-colour design scheme and a few simple line illustrations which  
I created.

Social Action Pamphlet: 
The Przewalski’s Horse

Publication Design

FOLD-OUT PAMPHLET & INSERT CARD

THEY ARE THE LAST

PRZEWALSKI’S HORSES

HAVE NEVER BEEN
TAMED FOR RIDING,
WHICH MEANS THAT

TRULY WILD HORSE
IN EXISTENCE TODAY.

BUT…
WHY!?

• Loss of habitat, food 
& water sources to 
farms & domesticated 
animals; competition 
with domestic horses 
for resources.

• Wolves (wild 
Mongolian wolves 
kill foals, therefore 
hindering population 
growth).

• Loss of genetic 
diversity.

• Hybridisation with 
domestic horses.

• Hunting/poaching.

After the subspecies became Extinct in the Wild, it clung on in a number of small 
populations in various zoos around the world. In 1977, the Foundation for the 
Preservation and Protection of the Przewalski’s horse (FPPPH) was established in 
the Netherlands with the long-term aim of returning this ancient horse to the wild. 
At that time there were around 300 horses in zoos and parks and their breeding was 
managed in order to prevent inbreeding. In the 1990s, The Mongolian Association for 
Conservation of Nature and the Environment (MACNE) and the FPPPH collaborated 
to reintroduce a number of individuals in small herds into the Hustai National Park 
in central Mongolia. The national symbol was a welcome return to the area and part 
of an important drive to save the steppe biotope. Today, more than 120 Przewalski’s 
horses live in Hustai and a further conservation programme run by the International 
Takhi Group (a consortium of European takhi breeding institutions) together with the 
Mongolian Commission for Endangered Species has introduced a further 50 horses to 
an area in the Dzungarian Gobi in Southwest Mongolia. The return of the Przewalski’s 
horse to its natural environment is a success story for conservation and, despite  
ongoing problems, it is hoped that at least two large, self-sustained populations will  
soon be a reality.

CHARACTERISTICS1. Size of a sturdy pony.

2. Low withers & Slightly sloping croup.

3. Compact side-view. 

4. “Pony-like” head is proportionally big compared 
to the body.

5. Dark dorsal band; runs from the erect mane into 
the ass-like tail.

6. Oval horny chestnuts on: the inside of each  
hind leg below the hock & above the knee on  
each foreleg.

COLOURING1. Black-rimmed ears.

2. Mealey-coloured muzzle and rings around eyes.

3. Dark grey nostrils & lips.

4. Coat rangers from light brown to sandy to reddish 
bay (fox); belly is lighter.

5. Legs are black/ dark brown & often have  
zebra stripes

Sources:

Foundation for 
the Preservation 

and Protection of the 
Przewalski Horse 

[www.treemail.nl/takh/]

Smithsonian’’s National Zoological 
Park/ Friends of the National Zoo 

[nationalzoo.si.edu/animals/asiatrail/fact-
phorse.cfm]

Wikipedia 
[en.wikipedia.org/wiki/Przewalski%27s_horse]

ARKive 
[www.arkive.org/przewalskis-horse/equus-ferus-przewalskii/]

National Geographic 
[animals.nationalgeographic.com/animals/mammals/ 

przewalskis-horse/]

[INSIDE]
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1. Przewalski’s horses have sixty-six chromosomes, two more than  
domestic horses.

2. The Mongolian name for these horses is “takhi,” which means “spirit”. Horses are 
central to Mongolian culture, and takhi are a symbol of their national heritage.

3. The Chinese call the Przewalski’s horse “yehmah.”

4. These horses were scientifically described in the late 19th century after Polish 
naturalist Colonel Nikolai Przewalski obtained a skull and hide of this seldom-
seen animal & shared them with scientists at a museum in St. Petersburg.

COOL
FACTSABOUT 

PRZEWALSKI’S 
HORSES

[BACK]
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QUICK
LOOK

ENDANGERED
Animals On The Brink

Of Disappearing

PRZEWALSKI’S 
HORSE

Animal Highlight:

THE LAST 
WILD HORSE The national symbol of Mongolia, the Przewalski horse or “Takh” in Mongolian, is the 
sole surviving genuine wild horse in the world (not to be confused with, for instance, the 
mustang, a descendent from domestic breeds gone wild/feral). The takh is the only wild 
relative of the domestic horse that has been able to hold out during the cause of natural 
history. It is also unique that after their extinction from the wild in the 1960s and after 
more than thirteen generations in captivity the Przewalski horses were reintroduced 
into their natural environment in Mongolia.

Przewalski horses are among the most threatened wildlife species in the world. The 
entire world population consists of no more than 1,435 individual animals (Studbook 
Prague, 01.01.2000) that roam free in the wild forests and steppes of the Hustai 
National Park. The Red List (IUCN) of Endangered Species classifies the species as 
“Endangered” (the species was classified at extinct until 2008). Przewalski horses fall 
under Appendix 1 of the Convention on International Trade in Endangered Species of 
wild fauna and flora (CITES), which makes it an offense to trade them. Every transaction, 
for instance exchange between breeding groups, must be accompanied by the official 
documents of approval. 

Height: Between 13 hands (52 inches; 132 cm).

Length: About 2.1m (6ft 11in).

Weight: Around 300 kilograms (660lb).

Population Distribution: Before their population 
dwindled, these horses spanned regions in Germany, 

Ukraine, Poland, Belarus, Lithuania, Kazakhstan, 
Russia, Mongolia, and China. Currently, they 

are found wild only in Mongolia.

Habitat: Steppe 
vegetation, shrubland  
and plains.

Diet: Przewalski’s horses 
eat grasses & other 

vegetation.

© 2013

If you can’t find time to volunteer but would still like to help save Przewalski’s Horses 
from endangerment, please feel free to make a donation to:

Foundation for the Preservation and Protection  
of the Przewalski Horse (www.treemail.nl/takh/)

Boomdijk 43 
3286 LD  
Klaaswaal, The Netherlands

+31 (0) 186.574.493 (frph@antenna.nl)

Przewalski’s Horses:

NEED YOUR 
HELP!

THESE ANIMALS

[OUTSIDE]
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LENDHANDA

HOW YOU CAN HELP
If you would like to volunteer your time to help horses in your area, please take a 
look at volunteering with the organizations listed here. They are dedicated to rescuing 
abused and sick horses (and other animals) and could really use your help!

Edmonton Humane Society (www.edmontonhumanesociety.com)

Edmonton Human Society 
13620 - 163 Street NW 
Edmonton, Alberta T5V 0B2

780.471.1774 (ehs@edmontonhumanesociety.com)

Volunteer Services: 780.491.3513 (volunteer@edmontonhumanesociety.com)

Rescue 100 Foundation (www.rescue100.ca)

Rescue 100 Horses Foundation 
52165 RR 210 
Sherwood Park, AB T8G 1A1

780.464.9988 (info@rescue100.ca)

[FRONT]
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This “Canadian-products-only” catalogue for the Etsy website presented 
me with a very unique design problem: I needed to create a systematic, 
organized yet flexible page layout and hierarchy that also reflected the 
handcrafted aesthetic and creative philosophy of Etsy artists and of 
the Etsy brand. The result is a catalogue that features a hand-crafted 
front and back cover as well as page layouts with pops of photographic 
textures for visual interest (using my own stock photography). The keylines 
used in the layouts create a “sewn” effect throughout the catalogue 
bringing life to the meticulous yet highly modular grid system.

Product Catalogue: 
The Etsy “Canadian Features” Catalogue

Publication Design

MULTI-PAGE PRODUCT CATALOGUE

Luci Lytle
(CORRUGATEDmosaic)Vancouver, B.C. “Mosaic Desk Clock with Asparagus”$99.36 CAD

“Maple Wood  Cutting Board” [E]LivingWoodDesign (Guelph, ON)Made of reclaimed maple wood 
with live edge and amazing bird’s 
eye spalted detail. 41 x 46cm; 2.54cm thick.

$58.81 CAD

“Re-Purposed Pine  Shaker Box” [B]WoodaCooda (Golden, B.C.)Made from lumber taken from  
a heavy, old and weathered  fence board. Finished with  tung oil. 26 x 18 x 10cm.$59.75 CAD

“Reclaimed Maple  Wood Fruit Bowl” [C]greenleafwood (Ajax, ON)
Reclaimed maple; features  bark inclusions. Perfect as  a centrepiece or fruit bowl.  11cm deep;  29cm diameter.$151.90 CAD

“Birch Burl Decorative Plate” [A]
Laughingtreewoodwork (B.C, CND)
Straight sides and a flat bottom. Perfect for  
serving small appetizers or displaying.  
3.49cm deep; 19.69cm diameter.$30.42 CAD

“Handpainted Canadian Hardwood Circle  Coaster Set” [D]ardenelva (Owen Sound, ON)Wood, acrylic paint and varnish. 
Multicolour; 10cm diameter; 0.64cm thick. Set of 4.$30.00 CAD

WASTE IS A TERRIBLE 
THING TO WASTE,  SO I MAKE ART.

For over a decade I pursued corrugated mosaics, 

experimenting with designs of squares, rectangles  

and triangles. The peeled corrugated pieces continued 

to get smaller, more intricate and I began to incorporate 

circles. But I was bored; all my mosaics seemed to look 

the same!
I started looking for recycled glass, tile, slate and marble, 

while I assembled the proper tools to work with  

these traditional mosaic materials. I am fascinated  

by 21st century the contemporary mosaics, particularly 

the abstracts. I created my first stone mosaic in early 

2010 using marble, travertine and granite. In the summer 

of 2010 I took a stacked glass mosaic class with Kelly 

Knickerbocker and continued to experiment and work 

with these “new” materials while I continued with my 

corrugated mosaics. This year I’m incorporating stained 

glass and electronic circuit board components into my 

corrugated mosaics.

[E]

[D]

[C]

[B]

[A]
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“Wooden Tasting  

Spoon Made Of  

Crabapple Wood”

TwoRibka  

(Owen Sound, ON)

Holds a half-teaspoon (0.5tsp). 

Elegant spoon with an extra- 

long handle. 37cm long.

$25.00 CAD

Table Of 

Contents

Bath

Kitchen

Home Décor
Furniture

Art & Paintings

Clothing

Jewellry

Outdoors

“Lampwork Glass Owl 

Bottle Cork” [Cover]

juliechristie (Edson, AB)

Created from lampwork glass 

beads. Stainless steel and  

glass; guaranteed not to crack,  

pit or flake. The red silicone  

gaskets will not deteriorate.

$68.86 CAD
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www.etsy.com

Karen
(KarensRopeWork)

Bracebridge, ON

MY WORLD AND WORK 

IS RELATED TO WATER.

“Canadian Owl  
Pillow” [C]
SparrowAvenue  
(Toronto, ON)

Khaki linen/cotton blend with 

original owl drawing; eco friendly 

inks. Available with moose, whale 

or porcupine prints. 30 x 46cm.

$45.63 CAD

“Light Blue  
Marimekko Medium 
Round Coiled Bowl” [A]

PrairieThreads 
(Winnipeg, MB)

Coiled baskets are amazingly 

lightweight but very sturdy.  

Light blue; useful as a fruit bowl.

$29.40 CAD

“Giant Autumn Rainbow 

Felted Acorns” [B]

SewnNatural  
(Ottawa, ON) 

Felted, handmade visual 
representation of the changing 

seasons. Fall colours; set of 60.

$75.95 CAD

“Klimt Egg – Browns” [E]

cincincreations 
(Montréal, QC)

A real, blown-hollow  
hen’s egg. Covered with  

“browns” Klimt polymer  
clay cane. Funky and retro.  

Comes with a handmade  

stand (shown).

$30.38 CAD

“Napkin/Serviette with  

Bird and Grass Screen 

Print” [D]
SparrowAvenue  
(Toronto, ON)

Cotton with sparrow drawing; 

ecofriendly inks. Comes in two 

colour schemes. 46cm square.

$14.19 CAD

Everything at KarensRopeWork is handmade in Lake 

Country, Muskoka, Ontario, Canada. As a sailor, I love 

the smell and feel of rope: it reminds me of the water. 

I love water—be it the sea or lakes. Inspiration is all 

around my my log cabin hom by the lakes. On a cold 

winter day, when I can’t be on the lakes, I love to sit in 

my rocker by the fire and tie knots. In the summer, I sit 

on my deck in the sun. What could be better? 

“Cotton Nautical Doorstop 

With Handle” 

$35.00 CAD [E]
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This info-graphic is designed to showcase the complex plot and system of 
interrelationships present in the movie “Source Code” (2011). The design 
features the main plot of the movie along with the nine repeating time 
loops that occur within the movie’s plot. These repeating sequences of 
events are organized using colour and simple text descriptions giving  
the poster a system of organization and visual vibrancy.

-Simple illustrations indicate the appearance of symbolism in the film, 
creating texture and variety in an otherwise text-heavy design. The main 
plot points and repeating time loops are organized sequentially as they 
appear in the film along a main axis to give structure to the info-graphic.

Info-Graphic: 
“Source Code” (2011)

Information Design

LARGE-FORMAT POSTER

After eight minutes of 
seemingly normal events, the 
train that Colter is on explodes.

A woman appears (Captain 
Goodwin). She explains who  

Colter is and that he is on  
an important mission to find a 

bomb (and a bomber) to prevent 
a nuclear explosion in Chicago.

Goodwin and Dr. Rutledge 
explain that the Source Code 
is not a simulation. Colter is, 

instead, travelling back to a fixed 
point in time.

Outside of the Source Code, 
Derek Frost is apprehended and 

Chicago is saved.

Disregarding his promise to 
Colter, Dr. Rutledge orders 

Colter’s memory to be wiped so 
they can run future Source Code 

missions.

Goodwin turns off  
Colter’s life support.

The Source Code reality Captain 
Goodwin receives the email 

that Colter sent after saving the 
train. He asks her to help the 

brain-dead Colter Stevens at the 
Source Code facility.

Colter wakes up on a train 
across from a strange woman 

(Christina). She keeps calling him 
“Sean (Fentress)”, compounding 

his already  confused state.

Colter awakes in a small 
“simulation” chamber/pod.

Goodwin introduces the “Source 
Code” project. She explains that 
Colter only has eight minutes at 
a time to try and complete his 
task . She also tells him that he 
is “taking over” another man’s 

body (Sean Fentress).

Rutledge explains that the past 
cannot be altered. Every time 

Colter goes back in time in  
the Source Code, the train  

will explode and the  
passengers will die.

Colter decides to make it  
his personal mission to save 
the passengers of the train, 

Christina and get Goodwin and 
Dr. Rutledge their intelligence. 

In exchange for his help, Colter 
asks to be taken off of  
life support once his  
mission is complete.

Colter asks Goodwin to send 
him back one last time into 
the Source Code so that he 
can save the train and the 
passengers. After he has 

changed the course of the 
Source Code reality, he asks 

Goodwin to turn off his physical 
body’s life support.

Colter diffuses the bomb, saves 
the train, sends a revealing 
email to Goodwin, calls his 

father and then kisses Christina.

Colter continues living with 
Christina in the Source Code 

reality as Sean Fentress.

Colter discovers (with  
Christina’s help) that  
he died two months  
ago. Goodwin admits  
to Colter that he was  
shot down while on  
tour in Afghanistan.
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Colter sets 8min timer.

Colter take’s Frost’s gun.

Colter disarms bomb.

Colter walks past Frost;  

says: “Beautiful day.”

Colter steals handcuffs.

Colter confronts Frost.

Colter handcuffs Frost to train.

Colter calls police; turns Frost in.

Colter takes Frost’s cell phone.

Colter emails Captain Goodwin.

Colter calls his father.

Colter pays/bets Max Denoff.

Colter asks Christina: “What would 

you do if you knew you had less  

than one minute to live?”
Colter kisses Christina.

Goodwin ends colter’s life support.

Colter & Christina skip work.

Voice-over (Colter) of Colter’s  

email to Goodwin.

Colter asks Goodwin to  

“help” the brain-dead  

Colter Stevens at the  

Source Code facility.

  

Colter steals a gun.

Colter follows Frost.

Colter disarms the bomb.

Frost ditches wallet.

Colter uses the bomb

phone to try to find the bomber.

Colter IDs the bomber (Frost).

Colter assaults 

George Troxel.

Colter confronts Frost.

Frost shoots Colter 

and Christina.

Colter redials

the bomber.

Colter sees Frost

pick-up cell phone.

Christina dies.

Colter finds bomb.

Colter draws the 

“CAOC-N” doodle.
Colter asks Christina  

to search for  

“Captain Colter Stevens”.
Colter assaults  

George Troxel.

Colter tries phoning 

Dr. Rutledge.

Colter learns he is dead.

Glitch(es) in the Source  

Code (Christina).
Colter faints; loop ends.

Colter steals gun.

Colter is knocked out.

Colter asks Christina: 

“What would you 

do if you knew you 

had less than one 

minute to live?”

Colter follows 

Hazmi to train  

station bathrooms.

Colter sets 8min timer.

Colter Physically  

assaults Hazmi.

Colter is hit by train; dies.

Colter assaults the 

Aviator Glasses Guy.

Colter finds 

the bomb.

Act 1 Act 2 Act 3

Loop Plot Acts
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Loop Key Events

When decorated soldier Captain Colter Stevens (Jake Gyllenhaal) wakes up in the body  

of an unknown man, he discovers he’s part of a mission to find the bomber of a Chicago 

commuter train. In an assignment unlike any he’s ever known, he learns he’s part of a 

government experiment called the Source Code, a program that enables him to cross  

over into another man’s identity in the last 8 minutes of his life. With a second, much  

larger target threatening to kill millions in downtown Chicago, Colter re-lives the incident  

over and over again, gathering clues each time, until he can solve the mystery of who is  

behind the bombs and prevent the next attack.

Directed by Duncan Jones (2011)

Source Code

After eight minutes of 
seemingly normal events, the 
train that Colter is on explodes.

A woman appears (Captain 
Goodwin). She explains who  

Colter is and that he is on  
an important mission to find a 

bomb (and a bomber) to prevent 
a nuclear explosion in Chicago.

Goodwin and Dr. Rutledge 
explain that the Source Code 
is not a simulation. Colter is, 

instead, travelling back to a fixed 
point in time.

Outside of the Source Code, 
Derek Frost is apprehended and 

Chicago is saved.

Disregarding his promise to 
Colter, Dr. Rutledge orders 

Colter’s memory to be wiped so 
they can run future Source Code 

missions.

Goodwin turns off  
Colter’s life support.

The Source Code reality Captain 
Goodwin receives the email 

that Colter sent after saving the 
train. He asks her to help the 

brain-dead Colter Stevens at the 
Source Code facility.

Colter wakes up on a train 
across from a strange woman 

(Christina). She keeps calling him 
“Sean (Fentress)”, compounding 

his already  confused state.

Colter awakes in a small 
“simulation” chamber/pod.

Goodwin introduces the “Source 
Code” project. She explains that 
Colter only has eight minutes at 
a time to try and complete his 
task . She also tells him that he 
is “taking over” another man’s 

body (Sean Fentress).

Rutledge explains that the past 
cannot be altered. Every time 

Colter goes back in time in  
the Source Code, the train  

will explode and the  
passengers will die.

Colter decides to make it  
his personal mission to save 
the passengers of the train, 

Christina and get Goodwin and 
Dr. Rutledge their intelligence. 

In exchange for his help, Colter 
asks to be taken off of  
life support once his  
mission is complete.

Colter asks Goodwin to send 
him back one last time into 
the Source Code so that he 
can save the train and the 
passengers. After he has 

changed the course of the 
Source Code reality, he asks 

Goodwin to turn off his physical 
body’s life support.

Colter diffuses the bomb, saves 
the train, sends a revealing 
email to Goodwin, calls his 

father and then kisses Christina.

Colter continues living with 
Christina in the Source Code 

reality as Sean Fentress.

Colter discovers (with  
Christina’s help) that  
he died two months  
ago. Goodwin admits  
to Colter that he was  
shot down while on  
tour in Afghanistan.
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Colter sets 8min timer.

Colter take’s Frost’s gun.

Colter disarms bomb.

Colter walks past Frost;  

says: “Beautiful day.”

Colter steals handcuffs.

Colter confronts Frost.

Colter handcuffs Frost to train.

Colter calls police; turns Frost in.

Colter takes Frost’s cell phone.

Colter emails Captain Goodwin.

Colter calls his father.

Colter pays/bets Max Denoff.

Colter asks Christina: “What would 

you do if you knew you had less  

than one minute to live?”
Colter kisses Christina.

Goodwin ends colter’s life support.

Colter & Christina skip work.

Voice-over (Colter) of Colter’s  

email to Goodwin.

Colter asks Goodwin to  

“help” the brain-dead  

Colter Stevens at the  

Source Code facility.

  

Colter steals a gun.

Colter follows Frost.

Colter disarms the bomb.

Frost ditches wallet.

Colter uses the bomb

phone to try to find the bomber.

Colter IDs the bomber (Frost).

Colter assaults 

George Troxel.

Colter confronts Frost.

Frost shoots Colter 

and Christina.

Colter redials

the bomber.

Colter sees Frost

pick-up cell phone.

Christina dies.

Colter finds bomb.

Colter draws the 

“CAOC-N” doodle.
Colter asks Christina  

to search for  

“Captain Colter Stevens”.
Colter assaults  

George Troxel.

Colter tries phoning 

Dr. Rutledge.

Colter learns he is dead.

Glitch(es) in the Source  

Code (Christina).
Colter faints; loop ends.

Colter steals gun.

Colter is knocked out.

Colter asks Christina: 

“What would you 

do if you knew you 

had less than one 

minute to live?”

Colter follows 

Hazmi to train  

station bathrooms.

Colter sets 8min timer.

Colter Physically  

assaults Hazmi.

Colter is hit by train; dies.

Colter assaults the 

Aviator Glasses Guy.

Colter finds 

the bomb.
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Loop Key Events

When decorated soldier Captain Colter Stevens (Jake Gyllenhaal) wakes up in the body  

of an unknown man, he discovers he’s part of a mission to find the bomber of a Chicago 

commuter train. In an assignment unlike any he’s ever known, he learns he’s part of a 

government experiment called the Source Code, a program that enables him to cross  

over into another man’s identity in the last 8 minutes of his life. With a second, much  

larger target threatening to kill millions in downtown Chicago, Colter re-lives the incident  

over and over again, gathering clues each time, until he can solve the mystery of who is  

behind the bombs and prevent the next attack.

Directed by Duncan Jones (2011)

Source Code

After eight minutes of 
seemingly normal events, the 
train that Colter is on explodes.

A woman appears (Captain 
Goodwin). She explains who  

Colter is and that he is on  
an important mission to find a 

bomb (and a bomber) to prevent 
a nuclear explosion in Chicago.

Goodwin and Dr. Rutledge 
explain that the Source Code 
is not a simulation. Colter is, 

instead, travelling back to a fixed 
point in time.

Outside of the Source Code, 
Derek Frost is apprehended and 

Chicago is saved.

Disregarding his promise to 
Colter, Dr. Rutledge orders 

Colter’s memory to be wiped so 
they can run future Source Code 

missions.

Goodwin turns off  
Colter’s life support.

The Source Code reality Captain 
Goodwin receives the email 

that Colter sent after saving the 
train. He asks her to help the 

brain-dead Colter Stevens at the 
Source Code facility.

Colter wakes up on a train 
across from a strange woman 

(Christina). She keeps calling him 
“Sean (Fentress)”, compounding 

his already  confused state.

Colter awakes in a small 
“simulation” chamber/pod.

Goodwin introduces the “Source 
Code” project. She explains that 
Colter only has eight minutes at 
a time to try and complete his 
task . She also tells him that he 
is “taking over” another man’s 

body (Sean Fentress).

Rutledge explains that the past 
cannot be altered. Every time 

Colter goes back in time in  
the Source Code, the train  

will explode and the  
passengers will die.

Colter decides to make it  
his personal mission to save 
the passengers of the train, 

Christina and get Goodwin and 
Dr. Rutledge their intelligence. 

In exchange for his help, Colter 
asks to be taken off of  
life support once his  
mission is complete.

Colter asks Goodwin to send 
him back one last time into 
the Source Code so that he 
can save the train and the 
passengers. After he has 

changed the course of the 
Source Code reality, he asks 

Goodwin to turn off his physical 
body’s life support.

Colter diffuses the bomb, saves 
the train, sends a revealing 
email to Goodwin, calls his 

father and then kisses Christina.

Colter continues living with 
Christina in the Source Code 

reality as Sean Fentress.

Colter discovers (with  
Christina’s help) that  
he died two months  
ago. Goodwin admits  
to Colter that he was  
shot down while on  
tour in Afghanistan.
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Colter sets 8min timer.

Colter take’s Frost’s gun.

Colter disarms bomb.

Colter walks past Frost;  

says: “Beautiful day.”

Colter steals handcuffs.

Colter confronts Frost.

Colter handcuffs Frost to train.

Colter calls police; turns Frost in.

Colter takes Frost’s cell phone.

Colter emails Captain Goodwin.

Colter calls his father.

Colter pays/bets Max Denoff.

Colter asks Christina: “What would 

you do if you knew you had less  

than one minute to live?”
Colter kisses Christina.

Goodwin ends colter’s life support.

Colter & Christina skip work.

Voice-over (Colter) of Colter’s  

email to Goodwin.

Colter asks Goodwin to  

“help” the brain-dead  

Colter Stevens at the  

Source Code facility.

  

Colter steals a gun.

Colter follows Frost.

Colter disarms the bomb.

Frost ditches wallet.

Colter uses the bomb

phone to try to find the bomber.

Colter IDs the bomber (Frost).

Colter assaults 

George Troxel.

Colter confronts Frost.

Frost shoots Colter 

and Christina.

Colter redials

the bomber.

Colter sees Frost

pick-up cell phone.

Christina dies.

Colter finds bomb.

Colter draws the 

“CAOC-N” doodle.
Colter asks Christina  

to search for  

“Captain Colter Stevens”.
Colter assaults  

George Troxel.

Colter tries phoning 

Dr. Rutledge.

Colter learns he is dead.

Glitch(es) in the Source  

Code (Christina).
Colter faints; loop ends.

Colter steals gun.

Colter is knocked out.

Colter asks Christina: 

“What would you 

do if you knew you 

had less than one 

minute to live?”

Colter follows 

Hazmi to train  

station bathrooms.

Colter sets 8min timer.

Colter Physically  

assaults Hazmi.

Colter is hit by train; dies.

Colter assaults the 

Aviator Glasses Guy.

Colter finds 

the bomb.

Act 1 Act 2 Act 3

Loop Plot Acts

Cell p
hone

Com
pute

r

W
atc

h / 
Clock

Fath
er

W
alle

t

Patri
otic

 sym
bol

Ticke
t

Symbolism

Zoom
 in

 o
n tr

ain
.

Conducto
r p

unches C
olte

r’s
 ti

cke
t.

Duck q
uackin

g.

Gold W
atc

h E
xecutiv

e a
sks

 a
bout m

akin
g u

p te
n m

in
ute

 d
elay.

Colte
r w

ake
s u

p.

Max D
enoff 

says “H
ey, 

gra
ndpa!”.

Chris
tin

a says “I 
to

ok y
our a

dvice.”

Colle
ge S

tu
dent k

nocks
 w

om
an’s p

apers
 to

 th
e flo

or.

Pop can o
pens.

Dere
k F

ro
st i

s g
iven h

is ‘lo
st’ w

alle
t.

Coffe
e spills

 o
n C

olte
r’s

 shoe.

“E
very

th
in

g w
ill 

be o
ka

y.”

Bry
an calls

.

Tra
in

 e
xplodes.

Loop Key Events

When decorated soldier Captain Colter Stevens (Jake Gyllenhaal) wakes up in the body  

of an unknown man, he discovers he’s part of a mission to find the bomber of a Chicago 

commuter train. In an assignment unlike any he’s ever known, he learns he’s part of a 

government experiment called the Source Code, a program that enables him to cross  

over into another man’s identity in the last 8 minutes of his life. With a second, much  

larger target threatening to kill millions in downtown Chicago, Colter re-lives the incident  

over and over again, gathering clues each time, until he can solve the mystery of who is  

behind the bombs and prevent the next attack.

Directed by Duncan Jones (2011)

Source Code

After eight minutes of 
seemingly normal events, the 
train that Colter is on explodes.

A woman appears (Captain 
Goodwin). She explains who  

Colter is and that he is on  
an important mission to find a 

bomb (and a bomber) to prevent 
a nuclear explosion in Chicago.

Goodwin and Dr. Rutledge 
explain that the Source Code 
is not a simulation. Colter is, 

instead, travelling back to a fixed 
point in time.

Outside of the Source Code, 
Derek Frost is apprehended and 

Chicago is saved.

Disregarding his promise to 
Colter, Dr. Rutledge orders 

Colter’s memory to be wiped so 
they can run future Source Code 

missions.

Goodwin turns off  
Colter’s life support.

The Source Code reality Captain 
Goodwin receives the email 

that Colter sent after saving the 
train. He asks her to help the 

brain-dead Colter Stevens at the 
Source Code facility.

Colter wakes up on a train 
across from a strange woman 

(Christina). She keeps calling him 
“Sean (Fentress)”, compounding 

his already  confused state.

Colter awakes in a small 
“simulation” chamber/pod.

Goodwin introduces the “Source 
Code” project. She explains that 
Colter only has eight minutes at 
a time to try and complete his 
task . She also tells him that he 
is “taking over” another man’s 

body (Sean Fentress).

Rutledge explains that the past 
cannot be altered. Every time 

Colter goes back in time in  
the Source Code, the train  

will explode and the  
passengers will die.

Colter decides to make it  
his personal mission to save 
the passengers of the train, 

Christina and get Goodwin and 
Dr. Rutledge their intelligence. 

In exchange for his help, Colter 
asks to be taken off of  
life support once his  
mission is complete.

Colter asks Goodwin to send 
him back one last time into 
the Source Code so that he 
can save the train and the 
passengers. After he has 

changed the course of the 
Source Code reality, he asks 

Goodwin to turn off his physical 
body’s life support.

Colter diffuses the bomb, saves 
the train, sends a revealing 
email to Goodwin, calls his 

father and then kisses Christina.

Colter continues living with 
Christina in the Source Code 

reality as Sean Fentress.

Colter discovers (with  
Christina’s help) that  
he died two months  
ago. Goodwin admits  
to Colter that he was  
shot down while on  
tour in Afghanistan.
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Colter sets 8min timer.

Colter take’s Frost’s gun.

Colter disarms bomb.

Colter walks past Frost;  

says: “Beautiful day.”

Colter steals handcuffs.

Colter confronts Frost.

Colter handcuffs Frost to train.

Colter calls police; turns Frost in.

Colter takes Frost’s cell phone.

Colter emails Captain Goodwin.

Colter calls his father.

Colter pays/bets Max Denoff.

Colter asks Christina: “What would 

you do if you knew you had less  

than one minute to live?”
Colter kisses Christina.

Goodwin ends colter’s life support.

Colter & Christina skip work.

Voice-over (Colter) of Colter’s  

email to Goodwin.

Colter asks Goodwin to  

“help” the brain-dead  

Colter Stevens at the  

Source Code facility.

  

Colter steals a gun.

Colter follows Frost.

Colter disarms the bomb.

Frost ditches wallet.

Colter uses the bomb

phone to try to find the bomber.

Colter IDs the bomber (Frost).

Colter assaults 

George Troxel.

Colter confronts Frost.

Frost shoots Colter 

and Christina.

Colter redials

the bomber.

Colter sees Frost

pick-up cell phone.

Christina dies.

Colter finds bomb.

Colter draws the 

“CAOC-N” doodle.
Colter asks Christina  

to search for  

“Captain Colter Stevens”.
Colter assaults  

George Troxel.

Colter tries phoning 

Dr. Rutledge.

Colter learns he is dead.

Glitch(es) in the Source  

Code (Christina).
Colter faints; loop ends.

Colter steals gun.

Colter is knocked out.

Colter asks Christina: 

“What would you 

do if you knew you 

had less than one 

minute to live?”

Colter follows 

Hazmi to train  

station bathrooms.

Colter sets 8min timer.

Colter Physically  

assaults Hazmi.

Colter is hit by train; dies.

Colter assaults the 

Aviator Glasses Guy.

Colter finds 

the bomb.
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Loop Key Events

When decorated soldier Captain Colter Stevens (Jake Gyllenhaal) wakes up in the body  

of an unknown man, he discovers he’s part of a mission to find the bomber of a Chicago 

commuter train. In an assignment unlike any he’s ever known, he learns he’s part of a 

government experiment called the Source Code, a program that enables him to cross  

over into another man’s identity in the last 8 minutes of his life. With a second, much  

larger target threatening to kill millions in downtown Chicago, Colter re-lives the incident  

over and over again, gathering clues each time, until he can solve the mystery of who is  

behind the bombs and prevent the next attack.

Directed by Duncan Jones (2011)

Source Code

After eight minutes of 
seemingly normal events, the 
train that Colter is on explodes.

A woman appears (Captain 
Goodwin). She explains who  

Colter is and that he is on  
an important mission to find a 

bomb (and a bomber) to prevent 
a nuclear explosion in Chicago.

Goodwin and Dr. Rutledge 
explain that the Source Code 
is not a simulation. Colter is, 

instead, travelling back to a fixed 
point in time.

Outside of the Source Code, 
Derek Frost is apprehended and 

Chicago is saved.

Disregarding his promise to 
Colter, Dr. Rutledge orders 

Colter’s memory to be wiped so 
they can run future Source Code 

missions.

Goodwin turns off  
Colter’s life support.

The Source Code reality Captain 
Goodwin receives the email 

that Colter sent after saving the 
train. He asks her to help the 

brain-dead Colter Stevens at the 
Source Code facility.

Colter wakes up on a train 
across from a strange woman 

(Christina). She keeps calling him 
“Sean (Fentress)”, compounding 

his already  confused state.

Colter awakes in a small 
“simulation” chamber/pod.

Goodwin introduces the “Source 
Code” project. She explains that 
Colter only has eight minutes at 
a time to try and complete his 
task . She also tells him that he 
is “taking over” another man’s 

body (Sean Fentress).

Rutledge explains that the past 
cannot be altered. Every time 

Colter goes back in time in  
the Source Code, the train  

will explode and the  
passengers will die.

Colter decides to make it  
his personal mission to save 
the passengers of the train, 

Christina and get Goodwin and 
Dr. Rutledge their intelligence. 

In exchange for his help, Colter 
asks to be taken off of  
life support once his  
mission is complete.

Colter asks Goodwin to send 
him back one last time into 
the Source Code so that he 
can save the train and the 
passengers. After he has 

changed the course of the 
Source Code reality, he asks 

Goodwin to turn off his physical 
body’s life support.

Colter diffuses the bomb, saves 
the train, sends a revealing 
email to Goodwin, calls his 

father and then kisses Christina.

Colter continues living with 
Christina in the Source Code 

reality as Sean Fentress.

Colter discovers (with  
Christina’s help) that  
he died two months  
ago. Goodwin admits  
to Colter that he was  
shot down while on  
tour in Afghanistan.
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Colter sets 8min timer.

Colter take’s Frost’s gun.

Colter disarms bomb.

Colter walks past Frost;  

says: “Beautiful day.”

Colter steals handcuffs.

Colter confronts Frost.

Colter handcuffs Frost to train.

Colter calls police; turns Frost in.

Colter takes Frost’s cell phone.

Colter emails Captain Goodwin.

Colter calls his father.

Colter pays/bets Max Denoff.

Colter asks Christina: “What would 

you do if you knew you had less  

than one minute to live?”
Colter kisses Christina.

Goodwin ends colter’s life support.

Colter & Christina skip work.

Voice-over (Colter) of Colter’s  

email to Goodwin.

Colter asks Goodwin to  

“help” the brain-dead  

Colter Stevens at the  

Source Code facility.

  

Colter steals a gun.

Colter follows Frost.

Colter disarms the bomb.

Frost ditches wallet.

Colter uses the bomb

phone to try to find the bomber.

Colter IDs the bomber (Frost).

Colter assaults 

George Troxel.

Colter confronts Frost.

Frost shoots Colter 

and Christina.

Colter redials

the bomber.

Colter sees Frost

pick-up cell phone.

Christina dies.

Colter finds bomb.

Colter draws the 

“CAOC-N” doodle.
Colter asks Christina  

to search for  

“Captain Colter Stevens”.
Colter assaults  

George Troxel.

Colter tries phoning 

Dr. Rutledge.

Colter learns he is dead.

Glitch(es) in the Source  

Code (Christina).
Colter faints; loop ends.

Colter steals gun.

Colter is knocked out.

Colter asks Christina: 

“What would you 

do if you knew you 

had less than one 

minute to live?”

Colter follows 

Hazmi to train  

station bathrooms.

Colter sets 8min timer.

Colter Physically  

assaults Hazmi.

Colter is hit by train; dies.

Colter assaults the 

Aviator Glasses Guy.

Colter finds 

the bomb.
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Loop Key Events

When decorated soldier Captain Colter Stevens (Jake Gyllenhaal) wakes up in the body  

of an unknown man, he discovers he’s part of a mission to find the bomber of a Chicago 

commuter train. In an assignment unlike any he’s ever known, he learns he’s part of a 

government experiment called the Source Code, a program that enables him to cross  

over into another man’s identity in the last 8 minutes of his life. With a second, much  

larger target threatening to kill millions in downtown Chicago, Colter re-lives the incident  

over and over again, gathering clues each time, until he can solve the mystery of who is  

behind the bombs and prevent the next attack.

Directed by Duncan Jones (2011)

Source Code
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This retro deli-inspired info-graphic synthesizes key statistics and 
information surrounding the world food crisis. The poster is designed 
to graphically represent the imbalance between the world’s inability 
to produce food to support the ever-growing population. This is done 
through graphs and charts (pie charts, bar graphs and circle diagrams) 
as well as illustrative type and image blocks. 

The old-fashioned meat scale in the background acts as a centerline for 
the poster, allowing for the over-arching idea of “balance” to extend to 
the physical layout of the poster. All of the page elements are distributed 
symmetrically creating visual balance between the seemingly distinct 
groups of complex information.

Info-Graphic: 
The World Food Crisis

Information Design

LARGE-FORMAT POSTER

Resources
nationalgeographic.com

web.worldbank.org

faostat.foa.org (Food and Agriculture Organization of the United Nations)

nytimes.com

wfp.org
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The world is in trouble: there isn’t enough food to adequately supply the growing 
population. Many factors have contributed to the inadequate food supplies including 

climate change, over-use of pesticides and imbalanced distribution. The world’s 
population is increasing at a geometric rate and it is physically impossible to 

produce enough food (using current production methods while maintaining current 
consumption rates) to match. Change needs to happen: there needs to be a balance 

between the population of the earth and the food we produce. 
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