
HERMES
2022

American Advertising Awards



Kelly Cooper Kwoka
Art Director, Designer 
Kelly Cooper Design, Tampa, FL

Kelly Cooper Kwoka is an independent art 
director, designer and illustrator out of Tampa, 
FL. She spends her days as a hired gun 
for Fortune 500s, global ad agencies, and 
some of the world’s most beloved brands. 
Most recently, Kelly’s work was awarded with 
the One Club, Communication Arts, and the 
American Advertising Federation.

Bob Renock
VP of Marketing & Brand Experience
Field & Main Bank, Evansville, IN

In Bob’s 25 year career, in both agency and 
client side roles, he’s focused on solving 
problems through design and a human-
centered strategy. Currently he’s the VP of 
Marketing & Brand Experience at Field & 
Main Bank and Founder of XFactor Design an 
experience design consultancy.

Jon Kowing
VP, Executive Creative Director
Signal Theory, Wichita, KS

Jon has over 30 years of experience creating 
in the food and animal health worlds. Jon’s 
work has been featured in Communication 
Arts, Print and U.S. Ad Review. His brand 
resume includes SONIC Drive-In, Pizza Hut, 
Captain D’s Seafood, Cargill, Borden Cheese, 
Seaboard Foods, Coleman, Kansas Lottery 
and Bayer Animal Health.

Michelle Leland
Art Director, Brand Licensing
Dotdash Meredith, Des Moines, IA

Michelle is an art director and designer 
with more than 13 years of experience. Her 
work has been recognized by the Society 
of Publication Designers, PRINT, HOW, the 
Association of Educational Publishers, and the 
American Advertising Federation. 
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Josh Marruffo
The Modern College of Design - 
Axie Infinity Website

Credits: 
Josh Marruffo - Designer
Leah Henderson - Instructor
Clancy Boyer - Instructor

GOLD
Dan Johnson Award For Creative Achievement - Student



Val Baker
The Modern College of Design - 
V8 +energy Branding

Credits: 
Val Baker - Designer

SILVER
Student



Hannah Peterson
The Modern College of Design - 
Packed Snack Co Branding

Credits: 
Hannah Peterson - Designer

SILVER
Student



Kaylee Showalter
The Modern College of Design - 
POMP

Credits: 
Kaylee Showalter - Designer
Leah Henderson - Instructor
Mark Werle - Instructor

SILVER
Student



Alexia Woodward
The Modern College of Design - 
Century Martial Arts Website

Credits: 
Alexia Woodward - Designer

SILVER
Student



Alexia Woodward
The Modern College of Design - 
OBX Branding

Credits: 
Alexia Woodward - Designer

SILVER
Student



Alexia Woodward
The Modern College of Design - 
Road Trips USA Website

Credits: 
Alexia Woodward - Designer

SILVER
Student



Briana Perez
The Modern College of Design  
Dia De Los Muertos Website

Credits: 
Briana Perez - Designer
Paul Garcher - Instructor

Jacob Humphries
The Modern College of Design  
UC Bearcats Football

Credits: 
Jacob Humphries - Designer
Matthew Flick - Instructor

Destiny Via
The Modern College of Design  
#pro[TECH]ted Campaign

Credits: 
Destiny Via - Designer

Hannah Peterson
The Modern College of Design  
North Market Website

Credits: 
Hannah Peterson - Designer

BRONZE
Student



Emily Cordonnier
Jack Kargl
University of Dayton
Orpheus | Volume 118,  
Issue 1

Credits: 
Emily Cordonnier - Lead Designer & Editor
Jack Kargl - Assistant Designer

Alexia Woodward
The Modern College of Design  
Gap Community Outreach 
Website

Credits: 
Alexia Woodward - Designer

Design Practicum Team
University of Dayton
HTC Visual Translation Guide

Credits: 
Kathryn Niekamp - Designer, Illustrator
Kelsey Vonderhaar - Designer, Illustrator,  
Production Manager
Sydney Eldridge - Designer, Illustrator
Emily Busch - Designer, Illustrator, 
Translation Manager
Matty Spicer - Designer, Illustrator, 
Project Manager
Shannon Stanforth - Designer, Illustrator,  
Project Manager
Grace Burke - Illustrator

Emily Cordonnier
University of Dayton
Shop Hannah’s

Credits: 
Emily Cordonnier - Designer

BRONZE
Student



Summer Wysong
The Modern College of Design 
Rhinegeist Website

Credits:
Summer Wysong - Designer

April Dvorak & Meg Farnan
The University of Dayton
Stander Symposium 2021

Credits:
April Dvorak - Designer
Meg Farnan - Designer

Elizabeth Uhlenhake
The Modern College of Design 
Refuse the Use Campaign

Credits: 
Elizabeth Uhlenhake - Designer

Savannah Hollstegge
The Modern College of Design 
Blissy Website

Credits:
Savannah Hollstege - Designer
Chris Beach - Instructor

Carly Landers
The University of Dayton 
Music & Autism

Credits: 
Carly Landers - Designer

Grace Reilly
The University of Dayton 
The Life and Legacy of 
“The King”

Credits: 
Grace Reilly - Designer

ENTRIES
Student



O A K W O O D

C O A L I T I O N

2017 2018 2019 2020 2021
Spotify Streams

Shoes Sold

100 M

100,000

200,000

300,000

400,000

200 M

300 M

THE new WAVE

“In Kentucky, New Balance wasn’t a popular shoe 
to wear when I was in high school. I wanted to rock 
something other kids weren’t wearing and the 
comfort of the shoe was always there. I always 
liked how simple the logo was and it just felt iconic 
to me. I wore them so much that people started to 
associate the brand with me”

“Just how did New Balance do it? How did they 
walk the �ne line between the inclusivity of general 
releases and the exclusivity of limited collabora
tions, all while satisfying a growing lifestyle fan
base? It can be broken down into three strands: 
tasteful bringbacks, new silhouettes rooted in 
heritage, and compelling collaborative partners”

Kathryn Niekamp
The University of Dayton 
OIC Logo

Credits: 
Kathryn Niekamp - Designer

Madison Hilling
The University of Dayton 
Mearan Product Line

Credits: 
Madison Hilling - Designer

Jack Kargl & 
Mira Holifield
The University of Dayton 
Orpheus Magazine 118 002 
“Obsolete”

Credits: 
Jack Kargl - Lead Designer & Editor
Mira Holifield - Assistant Designer & Editor

Kaitlyn Acra
The University of Dayton 
MVCC Cycling Jersey

Credits: 
Kaitlyn Arca - Designer

William Symank
The University of Dayton 
The New Wave 

Credits: 
William Symank - Designer

Emily Cordonnier, Lucy 
Rauker, Natalie Ford, Jack 
Kargl & Kasidi Meyers 
The University of Dayton 
Desert Dispatch | Issue 2 & 3

Credits: 
Emily Cordonnier	 Lucy Rauker
Natalie Ford		  Jack Kargl
Kasidi Meyers

ENTRIES
Dan Johnson Award For Creative Achievement - Student



Claire Brewer, April Dvorak,  
Madison Hilling, & 
Kathy Kargl
The University of Dayton 
Women’s History Month

Credits: 
Madison Hilling - Designer
April Dvorak - Designer
Claire Brewer - Designer

ENTRIES
Student



SALES &
MARKETING
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008E – SALES & MARKETING 
PUBLICATION DESIGN: BOOK DESIGN

The Center for The 
Female Athlete Journal
Dayton Children’s Hospital

A goal setting and empowering journal for the 

female athletes who enroll in the Center for the 

Female Athlete at Dayton Children’s Hospital.

Complete with pages for goal setting, tracking 

progress, gratitude, reflection, nutrition, wellness 

and information from specialists to support young 

female athletes in their sport and beyond.  

 

The journal also includes three sticker pages, unique 

paper clips for bookmarking pages, and custom ink 

pens to kick-start their journey. 

Boom Crate Studios
Dayton Children’s – 
The Center for the Female Athlete 
Journal

Credits:
Kelly Mercer - Creative Director
Anna Beneke - Designer
Madison Hosier - Designer
Progressive Printers - Printer

GOLD
Sales & Marketing



001B – SALES & MARKETING  
SALES KIT OR PRODUCT INFORMATION SHEETS  

Chromaflow Launch 
Influencer Box 
Derwent

Fully custom, hand-made wooden box 

with a custom acrylic image frame sent to 

Instagram colored pencil artists to celebrate 

the launch of Chromaflow - a brand new 

line of colored pencils from Derwent.

Boom Crate Studios
Derwent – 
Derwent Chromaflow Influencer Box

Credits: 
Boom Crate Studios

GOLD
Sales & Marketing



Fahlgren Mortine
Swisslog – 
Swisslog Customer Book

Credits: 
Bill Marconi - Creative Direction
Ryan Wyss - Design
Gregg Slayton - Design
Mike Exner - Copywriting
Dennis Brown - Copywriting
Heather Allen - Account Management
Brad Oldham - Account Management

SILVER
Sales & Marketing



Real Art
Chipotle Mexican Grill –  
Bag Design

Credits:
Real Art Creative Team

SILVER
Sales & Marketing



Real Art
Converse –  
Ben Raemers Foundation Seeding Kits 

Credits:
Real Art Creative Team

SILVER
Sales & Marketing



G R A M M Y S   |   F U N D R A I S I N G  C A M P A I G N  A S S E T S

The Shawn Mendes Foundation in partnership with the Grammys Museum, wanted to share the impact their camps and programs have had 
on music education to express the importance of supporting them. A logo design inspired by Grammy’s current branding, and step sheets 
for donors successfully told this story and explained the benefits of donating to the cause.

TM

The GRAMMY Museum is proud to have Shawn Mendes Co-Chair our first ever Campaign 

For Music Education, with the goal of providing sustainable and consistent funding for our 

music education programs. 

Each year, our education programs are dependent on donors to provide the funding  

necessary for us to carry out each of our important programs. By building our endowment, 

our programs will be sustainable, free or greatly reduced, and consistent for students 

across the country.

There simply is no substitute for participating in one of the GRAMMY Museum’s music  

education programs, just as there is no substitute for receiving a GRAMMY Award!

OUR MISSION IS MUSIC EDUCATION

WE ARE MUSIC 
EDUCATION

TM

SCAN OR CLICK
TO VIEW MORE

The GRAMMY Museum and the GRAMMY Foundation 

merged in 2017. Making the GRAMMY Museum the 

main educational charity of the Recording Academy. 

This means we’ve been providing music education  

programs for more than 30 years! 

T H E  N E X T G E N E R AT I O N  O F  M U S I C ’ S  C R E AT O R S  A N D 

L E A D E R S  S TA R T H E R E .  We do this through our GRAMMY 

in the Schools National Education programs, which  

provide career-based educational programs throughout 

the United States to middle and high school students. 

Together, we can bring even more GRAMMY in the  

Schools programming to cities throughout the country.

O U R  P R O G R A M S ,  S U C H  A S  G R A M M Y C A M P , a five-day 

intensive music industry camp for high school juniors and 

seniors, provide students with the chance to learn about 

careers in music from some of music’s most established 

professionals and guest artists. 

With your support, we can add at least one more GRAMMY 

Camp each year, which will DOUBLE our impact for those 

students seeking a career in music.

N E A R LY 2 5 , 0 0 0  S T U D E N T S  F R O M  S O U T H E R N  

C A L I F O R N I A  V I S I T O U R  G A L L E R I E S  E A C H  Y E A R  where 

they learn about all genres of music, the history of music, 

and even the evolution of sound technology. Many of our 

students are from Title 1 schools, which are schools that 

qualify for free or reduced lunches for students, based on 

the federal income poverty levels. Often, a visit to the 

GRAMMY Museum is the first chance our students have to 

experience a hands-on education in all types of music. 

By removing the financial barrier to entry, we can DOUBLE 

the number of students who are inspired by touring our 

galleries each year.

T H E  Q U I N N  C O L E M A N  S C H O L A R S H I P  F U N D  provides a 

college tuition scholarship and music industry internship 

to students from HBCUs, who are part of the next  

generation of Black music creators and executives.  

We are honored to be the stewards of this program.

With your endowment contribution, we can make  

permanent Quinn’s scholarship fund that will foster  

the next generation of Black music creators. 

IN THEIR WORDS

WHAT OUR 
STUDENTS 
HAVE TO SAY

TM

“Being from a small town, the scope of music 

and arts was limited. GRAMMY Camp was 

the first time I was around other musicians 

and peers where their tenacity and passion 

for music went way deeper than my own. It 

was also my first time being around peers that 

were so fearless. It was inspiring because 

they were also ten times better than me.  

To be around that was incredible.” 

–  K E L L C E E

“Each time I went I could 
feel my confidence settling 
in. It really changed my  
life. I can’t say I’ve ever 
come across something  
so profound.” 

–  K R I S T E N

“My life totally changed after my experience 

because I’ve had so many more opportunities 

as a vocalist and songwriter. It’s a great way 

to get your foot in the door and to really  

show everyone what you have.”

–  R O B 

“I made probably half or 
more of my closest friends 
through GRAMMY Camp. 
And almost all of them work 
in the industry now.”  

-  K E V I N

GIVING OPPORTUNITIES

GIVING
OPPORTUNITIES

TM

All campaign donors of $50,000 and above are permanently recognized on the donor wall, currently 

located outside of our Green Room in the Museum. Our Green Room welcomes many of music’s  

biggest stars up to three times per week during our renowned Public Program Series. During the 

day, it serves as a classroom for music’s next generation of creators!

D O N O R  L E V E L

Champion $50,000 —  $124,999

Producer $125,000 —  $249,999

Artist $250,000 —  $499,999

Philanthropist $500,000 —  $999,999

Naming Rights* $1,000,000 —  +

A D D I T I O N A L  R E C O G N I T I O N

• Recognition on the GRAMMY Museum’s website

• Social media posts thanking campaign contributors 

• Invitation to special event announcing the Campaign for Music Education

• Inclusion in initial press release announcing the Campaign for Music Education

• Inclusion in final press release announcing the conclusion of the Campaign for Music Education

• Special event at the GRAMMY Museum for your company **

• Thank you card signed by the Campaign Co-chairs

*  Donors of $1M and above will have the option to the naming rights of a gallery  at the GRAMMY Museum. 

** Catering costs excluded.

FREQUENTLY ASKED QUESTIONS

TM

FAQS
W H Y I S  I T I M P O R TA N T T O  D O N AT E  T O  T H E  C A M PA I G N 
F O R  M U S I C  E D U C AT I O N ?

Simple, the music industry and music lovers rely upon  

the next generation of music’s creators and leaders.  

It is important for all of us to come together to provide 

sustainable funding for music education programs and 

exposure to the history and importance of music for 

students and children. 

D O E S  T H E  G R A M M Y M U S E U M  C U R R E N T LY H AV E  A N  
E D U C AT I O N A L  E N D O W M E N T ?

Yes, we currently have a small endowment but it is not 

sufficient to provide for the consistency of our programs, 

especially not enough to provide free student admission  

to our Museum in Los Angeles. 

I S  M Y D O N AT I O N  TA X  D E D U C T I B L E ? 

Absolutely. The GRAMMY Museum Foundation is  

a 501(c)(3) non-profit charitable foundation. We will  

provide you with a tax letter stating you didn’t receive  

any goods or services in exchange for your donation.

C A N  I  M A K E  A  P L E D G E  A N D  PAY I T O V E R  M U LT I P L E 
Y E A R S  O R  D O  I  N E E D  T O  PAY M Y E N T I R E  D O N AT I O N 
U P F R O N T ?

Donations do not need to be paid in one installment.  

We will work with you and/or your company to create  

a pledge payment schedule that makes sense.

C A N  D O N AT I O N S  B E  M A D E  I N  A N Y T H I N G  OT H E R  
T H A N  C A S H ?

Yes. The GRAMMY Museum Foundation accepts stock 

and securities, real estate, cryptocurrency, and cash.  

We can work with you on whatever method is best for you.

I S  T H E  G R A M M Y M U S E U M  F O U N D AT I O N  A  PA R T O F  
T H E  R E C O R D I N G  A C A D E M Y ?

We are an affiliate and the educational charity of the  

Recording Academy. We operate independently, with 

our own President/CEO and Board of Directors, with the 

mission of preserving and celebrating music and fostering 

the next generation of music’s creators through our music 

education programs. Neither the GRAMMY Museum  

Foundation nor its staff participate in the GRAMMY 

Awards process or telecast.

D O E S  T H E  R E C O R D I N G  A C A D E M Y P R O V I D E  F U N D I N G 
T O  T H E  G R A M M Y M U S E U M  F O U N D AT I O N ?

Yes, the Recording Academy is very generous and  

provides funding each year to subsidize the salaries and 

benefits of our employees. The Recording Academy does 

this so that proceeds from donations go directly to our 

educational programs and music preservation initiatives 

and not to overhead costs. 

W H Y S TA R T A N  E N D O W M E N T C A M PA I G N  N O W,  
E S P E C I A L LY A F T E R  C O V I D ?

Because now it is more important than ever to provide  

music education programs to the next generation of  

music’s creators and leaders. If COVID taught us anything, 

it is that having a sustainable source of funding is critical 

to continuing the positive impact that we have each year 

on as many lives as possible. 

D O  T H E  A R T I S T C O - C H A I R S  R E C E I V E  A N Y T H I N G  F O R 
B E I N G  PA RT O F  T H E  CA M PA I G N  F O R  M U S I C  E D U C AT I O N ?

No, the artists and co-chairs lend their support because 

they recognize the importance of music education and the 

value it provides to the students and the music industry. 

The artists and co-chairs are not compensated and do not 

receive special consideration in the awards process.

Kettering Health I Annual ReportKettering Health I Annual Report

Kargl Graphic Design
University of Dayton Arts Live –  
UD Arts Live Season Brochure

Credits: 
Kathy Kargl - Art Director &  
Designer
Promotional Spring - Printer

Catapult Creative
Dayton Barrell Works – 	
Dayton Barrell Works Label 
Design

Credits: 
Lizzie Rahn - Designer
Daniel Rizer - Creative Director
Ryan Meyers - Project Manager

Real Art
Grammy Museum – 
Campaign for Music Education

Credits: 
Real Art Creative Team

Kettering Health
Kettering Health –
Kettering Health Annual 
Report

Credits: 
Think Patented

BRONZE
Sales & Marketing



T O N G U E  F U  B O O K  W R A P  D E S I G N

Improvist, communcation consultor, speaker, and performer Justin Howard needed a clever cover design for his book release “Tongue 
Fu: Interpersonal Teachings From an Improv Master”. This book helps to teach professionals, and every day people who often struggle to 
overcome daily communication obstacles, with a comedic twist.

The Ohlmann Group
CareSource – 
CareSource - Ohio Impact  
Brochure

Credits: 
Jon Brooks - Art Direction & Design
Jim Hausfeld - Copy

Real Art
Emerge Improv - Justin 
Howard –
Tongue Fu Book Wrap Design

Credits: 
Real Art Creative Team

The Ohlmann Group
Andrew Kahn – 
Kahn Wedding Invitation Suite

Credits: 
Meghen Murphy - Art Direction & Design
Gary Haschart - Production

The Ohlmann Group
Graceworks Lutheran Services – 
Graceworks 2020 Annual 
Report

Credits: 
Meghen Murphy - Art Direction & Designer
Evelyn Ritzi - Copywriter
Andy Kittles - Photography
John Rossi - Photography

BRONZE
Sales & Marketing



Kettering Health I Stars Employee Recognition Event

Kettering Health I knews [Employee News]

Remove address by emailing knews@ketteringhealth.org

3535 Southern Blvd.

Kettering, OH 45429

We all know what it’s like to let a small problem fester. We say we’ll get to it, but by the 

time we do, the problem becomes even worse. It’s like a small crack in the windshield–

the longer you wait to fix it, the bigger the crack will get. 

For Tracy Evans, a 38-year-old registered nurse first assist at Grandview Medical Center, 

something that seemed minor would ultimately change her life.

On Wednesday, September 19, 2018, Tracy had seen Michael Elrod, MD, who she works 

with, prior to starting her work day. Dr. Elrod does many breast surgeries and has a 

passion for diagnosis and treatment of breast cancer. She mentioned to him that she 

thought she felt something in her left breast. 

“Honestly, I had only felt it for about six weeks, but it did seem to be getting bigger,” 

said Tracy. “It didn’t really feel like a ‘mass’ but more like thickened tissue. For both these 

reasons I thought it was probably nothing, maybe just dense breast tissue.” 

Dr. Elrod ordered her a mammogram that same day. Her results showed dense tissue, so 

she would need an ultrasound. After that, the radiologist, William Meyers, MD, said the 

masses were suspicious and concerning, and that she needed a biopsy. Slightly more 

concerned, Tracy asked, “Do you think it could be malignant?” 

Dr. Meyers said, “I’m about 90% sure it is, and I’d be shocked if it’s not.” 

“I’ll never forget that line above all else,” said Tracy. “That weekend before I was 

diagnosed, I had gone to Walmart, and there was pink stuff everywhere. It just felt 

surreal. It seemed like it wasn’t happening to me.” 

On September, 26, just days after her conversation with Dr. Elrod, Tracy was diagnosed 

with stage three invasive lobular carcinoma. This began the long and difficult road of 

defeating cancer. Tracy had a double mastectomy and lymph node biopsy surgery, 

where they discovered of the 14 lymph nodes tested, five were positive for cancer. This 

meant Tracy would need multiple types of treatment. 

“I remember being really anxious,” said Tracy. “I felt like I wasn’t going to have a routine, 

wasn’t going to know what to do. I just felt like I was going let go and just felt unhinged 

that day. But when it was over, and I got home, I was happy about it.”

Tracy endured 20 weeks of chemo, where her rigorous schedule included multiple 

types of chemotherapy. Tracy had her last chemo treatment on March 26, 2019.

“I was very anxious about my last treatment,” said Tracy. “When you’re done, you’re not 

sure if it did anything, and then you’re not doing anything, too. At least when you’re 

going through chemo, you feel like you’re doing something to combat it. So, I was 

happy, but I was also wanting to know when I could start radiation so I could get to the 

next thing.”

Tracy had breast reconstruction, followed by 28 days of radiation to the left axilla and 

chest wall. She completed radiation in July 2019 and visited Kettering Cancer Care 

every four weeks while being on hormone suppression therapy. 

Now, after two years of treatments, surgeries, and trips to Kettering Cancer Care, Tracy 

currently has no signs of disease. A long battle was won and changed her life forever.

Tracy’s journey reminds us of the strength and courage it takes to defeat cancer, and 

just how important it is to take the necessary steps to detect it early. 

“A breast mass may not feel like what you think it would,” said Tracy. “Any changes are 

something to be looked at. If I h
adn’t said something, I could have been one week 

away from stage four breast cancer. I think of that all the time. Cancer erased my 

personhood for almost two years, but I’m so blessed to have the outcome the way it is.”

What seemed like something minor, like a small crack in the windshield, turned into 

something much more for Tracy. But deciding to get checked ultimately prevented 

what was already a taxing and brutal battle from becoming much worse. 

To schedule a mammogram or send a reminder to a friend, visit   

ketteringhealth.org/pink

Tracy Evans: The Long and Difficult Road

to Overcoming Cancer

“If I hadn’t said something,

I could have been one week

away from stage four breast 

cancer. I think about that

all the time.”

[ ]EMPLOYEE 

NEWS

What’s Happening
October 2021

Pink Out 365: Get 

Involved During Breast 

Cancer Awareness Month  

October is Breast Cancer Awareness 

Month, and there are ways you 

can contribute to the Pink Out 365 

campaign and support breast health 

awareness. Check out the information 

below on how you can get involved!

Become a pink ambassador    

Kettering Health is asking employees to raise awareness on the importance of breast 

health not just in October, but all year round. One way to do so is by completing the 

challenges below to become a Pink Ambassador.  

 y Share three of our posts on social media about breast cancer throughout the 

month of October.

 y Send a reminder to someone you love to get their mammogram.  
 

 

Visit knewsmobile.com to send a reminder.

 y Send a message to our wall of hope on Facebook using #PinkOut365

 y Wear pink for the Go Pink Challenge on Friday, October 29.

Those who complete all challenges will be entered in for a $100 voucher for the Uniform 

Store. Visit knewsmobile.com to enter once you have completed the challenges. 

Go Pink Challenge   

To raise awareness about the importance of getting a mammogram, all network 

employees, physicians, and volunteers are encouraged to participate in the Go Pink 

Challenge on Friday, October 29.

Send pictures showing how you and your co-workers are supporting the fight against 

breast cancer. Please remember to follow network dress code and social distancing 

guidelines.

Remember, it isn’t just about the color of your clothes. Even if you are in uniform, you 

can wear pink accessories and include pink props.

Starting October 29, send your photos to knews@ketteringhealth.org. All entries must 

be submitted by October 31. Make sure to check knewsmobile.com after the challenge 

to see all the photos submitted.

Kettering Health Hosts Hand Day

Kettering Health hosted Hand Day on September 19 at the Hand Center at Southview 

Medical Center.

Procedures were available to qualifying patients without insurance who were then able 

to receive hand surgery free of charge.

“This day allows us to give back to those who might not otherwise be able to afford 

much-needed surgeries,” said hand and elbow surgeon Brent Bamberger, DO.

The goal for this year’s Hand Day was to complete 15 procedures, and the team 

surpassed this goal by completing 28.

Windows 10 Upgrade Coming to Kettering Health  

Kettering Health is upgrading all 

computers to Windows 10, which 

includes important security and 

functionality upgrades to OneDrive and 

the Edge web browser. This means that 

the Internet Explorer desktop application 

will be retired and go out of support 

on June 15, 2022, for certain versions of 

Windows 10.

It is essential that employees do not 

interrupt the installation once the 

Windows Upgrade screen is displayed, as it will make the computer unusable. If the 

system has not returned to function within two hours of the upgrade, employees should 

contact iSupport at ext. 44500. 

Schedule of rollout

Starting October 18 nonclinical computers across all campuses will be updated.  

(Note: Those working from home will need to connect to VPN or come to their Kettering 

Health facility in order to receive the update.)

Visit knewsmobile.com for more information on the update and how it will affect your 

workflow.

Questions? Contact iSupport at x44500 or (937) 384-4500. 

Get Saving 

Check out some of our discounts below that are available to you! 

 y Bruster’s Car Wash and Detailing – Receive $5 off “The Works” wash at any 

Bruster’s location (Dayton and Middletown).

 y Dayton Live – Enjoy discounted theatre tickets. 

 y Orangetheory Fitness – Receive $10 off your monthly membership (studios across 

Dayton and Cincinnati areas).

Redeem these discounts at khn.abenity.com

Employees from Kettering Health Piqua celebrated the facility’s one-year 

anniversary. 

Kettering Health hosted a panel discussion about women’s health and  
 

the COVID-19 vaccine. 

Take control of your breast health every day
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Kettering Health Network is now Kettering Health.
We’re updating our name, logo, and colors to 
ensure our brand reflects the high-quality, faith-
based care displayed across the network every day.

As we move forward, we will honor the past and 
honor the dream of the Kettering family as we live 
out our mission each day. 

A legacy of care
During the polio epidemic of the 1950s, Eugene 
and Virginia Kettering had a front-row seat to the 
incredible faith-based care on display at Chicago’s 
Hinsdale Adventist Hospital. It was then that they 
had a vision—a vision to bring that same kind of 
healthcare to Kettering, Ohio.

Their dream became a reality. Since our founding, 
we’ve grown in ways we never thought possible—
adding new services, opening new facilities, and 
reaching new people.

We’ve also braved challenges we never thought 
possible—the shifting sands of healthcare 
legislation, the rise of the digital age, and, most 
notably, the pandemic of our generation.

Through it all, your focus on combining Christ-
centered care with exceptional medicine to bring 
health, healing, and hope to every person we serve 
remained steadfast—a legacy we will uphold as our 
organization embarks on this new journey.

We are stronger together, and it’s time to unite 
under a brand that reflects our shared mission, 
vision, and values, and provides more clarity for our 
community.

How we got here
A combination of research and dedicated focus 
groups informed this shift. In studying whether a 
name change would receive a positive or negative 
reaction, the results were clear across the board.

The Kettering name is an established, trusted pillar 
of our community. By uniting under this new system 
brand, every facility in our organization will benefit.

The focus groups we created in December 
2019 consisted of leaders, physicians, and, most 
importantly, our frontline staff. We heard from team 
members across the organization, from Hamilton to 
Troy and everywhere in between.

At every stop, certain key themes resounded. You 
are proud of where you work and feel tied to our 
faith-based mission. You know your job allows you 
to make a positive impact on our community and 
provide great care to our patients.

You also shared opportunities we can build on for 
the future—including having a unified identity that 
brings us all together: every employee, provider, 
facility, and service.

The feedback from our larger community reflected 
many of the sentiments shared by our employee 
family. It is clear that our community trusts us, and 
our faith-based mission differentiates us. Multiple 
community surveys prove that people who know us 
are very likely to be loyal to us.

However, mirroring the internal feedback, with 
an organization as large and complex as ours, 
consumers also say it is easy to get overwhelmed 
finding the care they need, and their care 
experience often differs from location to location.

What’s most concerning is that many people may 
not even realize they live near, drive by, or receive 
care in a Kettering Health facility. Though a trusted 
healthcare organization, we aren’t able to take 
advantage of this reputation if our community 
doesn’t easily recognize us.

In 2020, we compiled a list of local hospitals and 
asked consumers to choose which are a part 
of Kettering Health. The results indicated that, 
on average, less than three of 10 people could 
correctly identify our Dayton-based facilities as part 
of our organization. The connection to Kettering 
Health drops even more when looking further out of 
our core service area.

To maximize the strong reputation the Kettering 
Health name has established throughout our history, 
we must make it easier for consumers to know who 
we are and where we’re located.

To learn more about our new brand, visit our brand 
hub on knewsmobile.com

[ ]EMPLOYEE 
NEWS

Kettering Health Celebrates 
Hospital Week 
Kettering Health celebrated our team 
members during Hospital Week, thanking 
them for carrying our mission forward.

Throughout the week, campus events 
were held for employees to receive 
t-shirts, popcorn, and take pictures at 
selfie stations. Employees also received 
celebration boxes mailed to their homes, 
and they could participate in challenges for 
a chance to win prizes. Congratulations to 
our winners:

Photo Challenge 

 y Georgia Watson – Prestige

 y Casondra Curtis – Greene 
Memorial Hospital 

 y Tracy Hall – Kettering Medical 
Center

Bingo Card 

 y Michelle Trimble – Troy Hospital 

 y Erin Jones – Fairfield Road Building 

 y Grand Prize: Mary Hindbaugh – Kettering 
Behavioral Medicine Center 

Trivia Challenge 

 y Lesley Webster – Kettering Medical 
Center

 y Tia Maynard – Kettering Physician 
Network 

 y Grand Prize: Erica Simpson – Grandview 
Medical Center 

What’s Happening

Introducing: Kettering Health

Employees of the month
April

Pamela Pennington  
ASB

Alissa Smith
Fort Hamilton

Ryan Shroyer
Greene

Benjamin Weber
Grandview

Paula Rankin
Kettering Behavioral

Melissa Brooks
Kettering

Romayne Baxter  
Kettering Physician 
Network

Brandie Gray
Prestige

Carie Park Chesser
Sycamore

Alaina Rutledge     
Soin

Krislynn Sellers     
Southview

Kristen Hicks     
Troy
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With the rollout of our new brand, we understand that you may have questions 
about how this impacts you. Below are answers to some frequently asked 
questions:

 y When do the name changes go into effect?
The brand refresh is occurring in a phased approach to emphasize process and 
financial efficiency, and most brand updates will be completed by May 2022.

As of May 10, the change from Kettering Health Network to Kettering Health 
became official, along with our new logo, colors, and the visual identity of our 
brand. However, the facility name changes associated with this rollout are not 
official until we have formally notified the public of these changes and updated 
them with various regulatory bodies.

Please note: All updates with regard to facility name changes are being 
handled by a dedicated project team, who is managing that process in a 
phased approach. Until the new names are formalized, it is important that 
the new name is not used, especially in patient-facing communications. This 
includes updating email signatures, answering the phone, updating printed 
communications, etc.

 y Will I need to request a new badge? 
Over the course of the next year, Kettering Health will be rolling out new 
badges for facilities and departments. More details will be provided once your 
department is eligible.

 y Will I need to order new uniforms? How can I do so? 
You do not need to immediately order new uniforms just because of the new 
brand. Whenever you need to replace your uniform due to normal wear and 
tear, simply order items through the regular uniform store, and you’ll receive 
uniforms with the new branding.

 y Will I have to change any information regarding payroll? 
All employment information is remaining the same, so you do not need to make 
any changes with Payroll.

 y Will this change my W-2s?
This change does not impact employee data, so there will not be any changes 
in your W-2s. You will be able to file your taxes under your facility name as you 
have done previously.

 y Can I still wear clothing branded with the old logo to work?
Employees may still wear clothing with the old logo to work through May 2022. 
It is encouraged that employees work towards wearing the new logo as more 
options become available.   

 y Do I need to order new business cards?
Employees are not required to order new business cards immediately but those 
who would like to can do so on kdirect.org

 y Should I continue to distribute brochures, patient handouts, etc. with the old 
logo on them?
Yes, you can still hand out any brochures, handouts, and other printed pieces 
you have. Once you run out, or if you need a new item, follow your typical 
process to connect with your appropriate Marketing specialist, and they will 
assist with creating a version with the new branding.

 y Doesn’t a brand refresh cost money to replace things like signage and 
branded documents? How is Kettering Health implementing this change? 
From the beginning of this project, we emphasized an efficient and cost-
effective approach. That’s why we’re asking teams to slowly deplete your 
inventory of printed items and other branded materials first, with updates 
coming as materials run out. You can expect most brand updates to be 
completed by May 2022. Permanent signage will be updated on every building 
over the next three years and is part of our normal capital budget.

Have a question that’s not answered above? Email knews@ketteringhealth.org 
and we’ll do our best to answer it.

We want to recognize the actions and good deeds our 
employees do each and every day. Each month, we will share 
a different story about how one of our employees is being 
their best.

Jayci Spencer – Administrative Assistant, Kettering Medical 
Center

“Thank you for being the glue that holds the OSL together - 
you are greatly appreciated!”

“You’re such an asset to the OSL. Thank you for your help 
with everything and always having a positive attitude and 
smile. I appreciate you!”

“Jayci always goes above and beyond, even after hours! She 
often amazes me with her support, even scheduling dinners 
last minute. Thank you!”

We see the
BEST IN YOU

Kettering Health has resources to help get you integrated with the new brand 
launch. These include a variety of templates and business materials. Check out 
these resources below. 

k-direct
With the new brand launch, Kettering Health has updated the k-direct website. 
K-direct allows you to order items like business cards, envelopes, and note cards. 
Those who would like to make an order can do so at kdirect.org

Business templates 
Kettering Health has new brand templates ready for you to use! These 
include new letterhead, fax, memo, and PowerPoint templates that you can 
download. You can also find different versions of the new Kettering Health 
logo for other business papers. To find these templates, visit the Marketing and 
Communications intranet page, located under the Resources tab.

Looking for more resources? Visit knewsmobile.com to learn more!  

Order New Kettering Health 
Apparel
Want to show your Kettering Health spirit? The uniform store has 
apparel and other items updated with the Kettering Health brand 
available to order. Employees looking to order apparel can do so at 
kettering.lizardapstore.com

Download the Kettering Health 
Teams Backgrounds
We have created special Kettering Health backgrounds for you to 
use on Microsoft Teams. To access these backgrounds, visit the 
Marketing and Communications intranet page, located under the 
Resources tab.

Access Kettering Health Resources 

Kettering Health FAQUnited as Kettering Health
The Kettering name is an established, trusted pillar of our community. 
By uniting under the Kettering Health name, we can make it easy for our 
communities to find and access the care they need–and every facility in 
our network will benefit.

As we roll out the new Kettering Health, we will also be updating the 
consumer-facing names of our facilities and services, connecting 
them with our system brand so our communities know to expect the 
expert, high-quality care they associate with our organization. These 
changes also emphasize where our care is located, making it easy for our 
communities to find the care they need.

The medical center names will be as follows:

• Kettering Medical Center will be Kettering Health Main Campus.

• Sycamore Medical Center will be Kettering Health Miamisburg.

• Troy Hospital will be Kettering Health Troy.

• Grandview Medical Center will be Kettering Health Dayton.

• Southview Medical Center will be Kettering Health Washington 
Township.

• Fort Hamilton Hospital will be Kettering Health Hamilton.

• Greene Memorial Hospital will be Kettering Health Greene Memorial.

• Soin Medical Center will maintain its current name to honor the Soin 
family and their generous gift that founded the facility in 2012.

We are also aligning our employed provider group, Kettering Physician 
Network, with our new system name. Their new name will be Kettering 
Health Medical Group.

Additionally, some of our other facilities will be designated as medical 
centers, ensuring the community understands where they can receive 
the level of care they need–whether its lifesaving emergency care or 
primary care. The additional medical centers include

• Kettering Health Huber

• Kettering Health Preble

• Kettering Health Middletown

• Kettering Health Piqua

Across the system, all facilities and services will begin with Kettering 
Health.

The facility name changes associated with this rollout are not official 
until we have formally notified the public of these changes and 
updated them with various regulatory bodies. More updates will be 
available as we progress, and we will continue to keep you updated.

For Life.®

1990s

2000s

2000s

Late
2000s

2010s
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“Expect the unexpected.”

While we hear this often, it is easier said than done. Being ready for an unusual 

event is one thing, but preparing for the impact it can cause emotionally and 

physically afterward, is another. 

For Bethanie Shepherd, the unexpected came and the events that followed would 

change her perspective forever.

In 2016, Bethanie worked in MedSurg at Kettering Health Main Campus and was 

pregnant with her first child. Right as she finished week 32 of her pregnancy, her 

water suddenly broke. 

“I knew something was wrong,” Bethanie said. “I was frantically Googling, ‘What 

does this mean? What is the viability at 32 weeks?’”

Bethanie was convinced she lost her baby, and panic began to set in. She and her 

husband headed for Kettering Health Washington Township.

“The whole way there, I didn’t feel her move,” she said. “I thought to myself, ‘How 

am I going to explain to my kids she didn’t make it?’” 

Right as Bethanie and her husband approached the hospital, she felt the baby 

kick. Her care team thought she may be abrupting, and she was placed on 

bedrest until she reached 34 weeks, at which point, she was induced.  

Originally, Bethanie was planning on having an all-female team of physicians, 

but since this was weeks before her original due date, they were all out of town. 

Already faced with the fear about the safety for her child, she now couldn’t rely on 

the comfort and reassurance of her birth plan. 

Despite the anxiety and unknowns, Bethanie gave birth to her daughter, Gabriella, 

on September 11, 2016, and soon felt the relief and joy of having her daughter. 

Yet, the fear and trauma did not fade away. Gabriella, being a premature baby, 

was cared for in the special care nursery and required CPAP and an IV. She spent 

several weeks learning to eat and struggled to pass her car seat test. To make 

things more difficult, Bethanie couldn’t stay with Gabriella and had to drive 45 

minutes every day for two weeks to see her. 

“Spending nights away from my long-awaited newborn was an incredibly difficult 

time of grieving I had no understanding of at the time,” Bethanie said.

Getting over this trauma required time and being on the other side of the bed. 

When she returned from maternity leave, she became a NICU nurse at Kettering 

Health Main Campus–something she has always wanted to do.  

“I didn’t heal my own trauma or begin to truly understand any of it until I 

connected on a deeper level with the moms in the NICU and we shared our 

stories,” said Bethanie.

“Laying there in the bed going through all of this gives you a whole different 

perspective and the way you act as a NICU nurse,” said Bethanie. “I have no doubt 

God used our story to find me a new lens on compassion and empathy I wouldn’t 

have had otherwise.”

Gabriella is now four years old and thriving as a big sister. She’s living proof that 

things do get better, despite what you may think in the beginning.

The pain, fear, and guilt of Gabriella’s birth was something Bethanie could have 

never anticipated. But that experience allows her to offer support to those going 

through the same thing, making the unexpected just a little bit easier. 

Bethanie Shepherd:

The Healing Power of Shared Stories

[ ]EMPLOYEE 
NEWSWhat’s Happening

Employees Get Involved During Breast Cancer Awareness 

Month   

Employees participated in the Pink Out 365 challenge to help raise awareness for 

breast health. Throughout the month, they completed challenges to become a Pink 

Ambassador, like reminding someone to get their mammogram and submitting a photo 

of themselves wearing pink for the Go Pink Challenge. 

Congratulations to the raffle winner Ella Robinson, who completed all of the 

requirements and won this year’s Pink Ambassador challenge. 

Thank you to everyone who participated and showed your pink spirit to raise breast 

cancer awareness. 

Kettering Health Unveils New Automated Breast 

Ultrasound Technology

To further aid in breast cancer detection, especially in women with dense breast 

tissue, Soin Medical Center will be implementing automated breast ultrasounds 

(ABUS).

Used in conjunction with 3D mammography, ABUS systems can help find 

mammographically occult malignancies, producing accurate and reproducible 

images.

“Abnormalities can be hidden in dense tissue,” said Meghan Musser, DO, medical 

director of Kettering Health Breast Centers. “ABUS is able to find cancers that we 

can’t see on mammograms, like small, invasive cancers that have not metastasized to 

the lymph nodes—and those are the ones we want and need to find to minimize the 

surgery and treatment a patient may need.” 

Automated ultrasounds also help ensure that images taken year-to-year can be 

directly compared, which allows small or subtle changes to be detected. 

“Because this is an automated process, it’s reproducible, and we can make sure we’re 

getting the same quality and same images every single time,” Musser said. “The 

software manages the technical quality of the images, unlike a handheld ultrasound 

performed by a technologist, who has to adjust settings throughout the exam.” 

The new technologies at Kettering Health Breast Centers, including ABUS, allow us to 

find more cancers while decreasing the number of women called back for additional 

work-ups.

Employees participated 

in the Heart Walk this 

past September where 

Kettering Health was 

the largest fundraising 

company, raising 

$64,156 for the fight 

against heart disease.

The Foundations Health Solutions ice cream trolley visited 

Kettering Health Main Campus. 

First Lady DeWine visited Soin Medical Center and Kettering Health Hamilton to 

thank staff members for enrolling newborns in the Imagination Library program.

Get Saving 

 y Zoo lights

 » Columbus Zoo & Aquarium: Purchase your Wildlights admission tickets at half 

price. Tickets are valid through January 2, 2022. Children under age 3 are free.

 » Cincinnati Zoo and Botanical Garden: Save and receive discounted tickets. 

 y Great Wolf Lodge: Save up to 30% on your stay.

 y Dayton Live: Save on discounted theatre tickets to upcoming shows like Dear 

Evan Hansen and Jesus Christ Superstar. 

 y Cinemark movie tickets: Receive up to 30% off on Cinemark’s Platinum 

e-Supersaver ticket. 

Redeem these discounts at khn.abenity.com
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The path towards a personal goal can often be difficult. The unexpected challenges and 

even day-to-day activities can create obstacles to achieving the objectives you set for 

yourself. 
For Paul Hoover, senior vice president and chief strategy officer of Business Development, 

discipline, planning, and the support of family and friends have been the key to his 

success in overcoming obstacles on the path to wellness. 

Like many, Paul tried multiple methods to lose weight, such as, trying different exercise 

equipment, gyms, and diet programs. Despite those efforts, he wasn’t seeing the results 

he wanted.  
But late in 2018, a message sunk in. Paul recalls when a visit to the doctor and a quote 

from a friend jumpstarted the journey to where he is now. 

“A colleague of mine had said, ‘Leading people is easy, but leading yourself is difficult,’ 

and that quote kept sitting in the back of my mind leading up to my annual checkup with 

my doctor,” said Paul. “I was frustrated and embarrassed when I stepped on the scale and saw it was the most I 

ever weighed,” said Paul. “I asked myself, ‘Am I just a victim?’”

“I was unwilling to acknowledge I wasn’t being the best version of myself. Once I was 

honest with myself and acknowledged the changes I needed to make, it helped me 

move forward and I told myself that I can figure this out.”

Following that visit to the doctor, Paul spent three months trying to determine what he 

needed to do. It started with incremental changes. 

“There was never a magical formula or a secret sauce to this plan,” said Paul. “I started 

by trying to eat a bit less and healthier, and making a concerted effort to move more. I 

did things like eating more whole foods to help curb my appetite and save calories, or 

I would cut out sugar from my coffee or change my creamers for a healthier option. For 

exercise, I would make plans to go ride bikes on the weekend with my family. Now, I work 

out for at least an hour several times a week.”

Paul tracked his calories and was consuming about 1,700 calories a day. This may seem 

drastic, but Paul used a calorie tracking app that shows you how many calories you can 

consume in order to lose weight based off your weight and height. This, along with 

working out at least one hour a day, led to Paul losing roughly a pound and a half a week, 

and now, nearly 75 pounds total.  
Besides the obvious health benefits of a healthier lifestyle, Paul says the biggest impact 

was reaching the best version of himself.

“Obviously the health benefits are important, things like lower blood pressure and having 

to take less medications, but I have seen myself become the best version of me,” said, 

Paul. “I didn’t go into this with a certain goal of losing this much weight or riding a bike 

this many miles, but I just went in with the goal of being healthier.”

“Support from family and friends was critical in making the lifestyle changes,” said Paul. 

“There are many people who helped inspire me on my journey. People like Dr. Harvey 

Hahn, my parents, wife, and friends, especially those who would meet with me to 

workout. Their support was essential during this journey.”

Paul advised that it’s important to have a plan and follow it.

“The biggest struggle is controlling what you can control. I feel like life wasn’t designed 

to make things easy,” said Paul. “It’s all about setting a plan and committing to it. Be 

intentional when doing so. For me, I had to be intentional with things like setting time 

aside to workout. If I know it’s going to be a long day at work, I will set time aside for an 

at-home workout, so I can still be home with my family.” 

“There were things that could knock me off course like eating the donut that’s brought 

into the breakroom or ordering in food during a meeting. I had to intentionally do things 

like pack lunch for a meeting or bring a healthy snack instead of choosing the donut,” 

said Paul. “You must control everything in your universe and own your life, choices, and 

activities. This has been, and is, a central point to how I’ve been able to move forward.” 

This choice goes beyond just a wellness journey. It doesn’t always require a specific 

goal or a secret formula. Sometimes it just takes creating a plan, starting a journey, and 

committing to becoming one’s best self.

Paul Hoover: Becoming His Best Self

Paul Hoover and his family enjoying a biking trip.

Send a  Shooting StarShare a shout out or 
thank an employee

[ ]
EMPLOYEE NEWS

What’s Happening
As part of the brand refresh, employees will receive new badges that feature 

the new Kettering Health brand and colors. Employees will also have the 

opportunity to take a new photo for their badges.

Employees who would like to retake their photo will have specific sessions they 

can attend. There will be photo booths at certain facilities where employees 

will be able to have their photos taken. Please use the table below to see when 

you can retake your employee photo. To see where the photo booths are 

located on the campuses, visit knewsmobile.com
Photo Retake Session

Location

Start

End
NearestPhoto Booth

Kettering Behavioral
August 2, 2021

August 13, 2021
Kettering

Fort Hamilton

August 16, 2021
September 2, 2021 Fort Hamilton

Kettering

September 7, 2021 October 22, 2021 Kettering

Grandview

October 25, 2021 November 19, 2021 Grandview

Soin

November 22, 2021 December 10, 2021 Soin

Greene

December 13, 2021 December 30, 2021 Soin

Kettering Physician Network January 24, 2022 February 25, 2022 Multiple

The new badges will be printed and distributed shortly after the scheduled 

photo retake window ends. All other badge requests (damaged, new position, 

etc.) should follow the normal badge replacement process.

Questions?
Contact myHR by calling x70000, emailing myhr@ketteringhealth.org, or 

clicking the myHR button at the bottom of the intranet home page.

Schedule for New 
Employee Badge Photos 

July 2021

Save Time with Kettering Health 
Collaborative Pharmacy Services 

Presorting your medications 

into easy-to-use packets is 
now available to employees 

and dependents through 
Kettering Health Collaborative 

Pharmacy. This presorting 
eliminates the need for 

individuals to use pillboxes 
and other medication storage devices, and the sorting is done before your 

medications leave the pharmacy. 

The service can be used with your insurance plan, and all you pay is your 

prescription co-pay. To sign up, call (937) 458-4949.Donate to the Kettering Medical Center Clothing Closet 

Kettering Medical Center 
and Good Neighbor House 

created a clothing closet 
program that helps provide 

free clothes to patients who 
find themselves without their 

original attire when leaving the 

hospital. Anyone can donate 

to this program, and donations 

are accepted at any time 
throughout the year.How to donateThe clothing closet accepts 

new clothes, shoes, and cash 

donations. Types of clothing 
include all sizes of men’s and 

women’s sweatpants, t-shirts, 

socks, underwear, slippers, and other clothing items. Those looking to drop off 

donations can do so at the collection barrels in the Kettering Medical Center 

cafeteria. 
For more information, contact: 
 y Ruth Leeds: ruth.leeds@ketteringhealth.org 

 y Elliot Smith: elliot.smith@ketteringhealth.org 

 y Malia Rogers: malia.rogers@ketteringhealth.org

Get Saving Save up to $60 off Walt Disney World tickets!  

Visit khn.abenity.com to redeem this discount.
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THE BEST 
IS YETI 
TO COME

It’s time for something new. It’s time for Prime Controls, 
the sustainable choice for canmakers.

Kettering Health I Brand Launch Kit

Kettering Health I Vitals 

Kettering Health
Kettering Health –  
Kettering Health Employee 
Awards

Credits: 
Digital Fringe
Randd Associates

Kettering Health
Kettering Health –
Kettering Health knews

Credits:
Think Patented

DezignHive
Prime Controls –  
The Best is Yeti to Come

Credits: 
Kim Swigart - Chief Creative Officer

Kettering Health
Kettering Health –  
Kettering Health Brand Launch 
Kit

Credits: 
Lizard

Kettering Health
Kettering Health – 
Kettering Health Vitals

Credits: 
Think Patented

MarketMatch
DEI –
DEI

ENTRIES
Sales & Marketing



PRINT
ADVERTISING

American Advertising Awards – Hermes 2022



Catapult Creative
Resonetics – 
Resonetics Nitinol Processing 
Ad

Credits: 
Daniel Rizer - Design & Creative Direction
Lizzie Rahn - Photography

ENTRIES
Print Advertising



OUT-OF-HOME 
& AMBIENT MEDIA

American Advertising Awards – Hermes 2022



C O N V E R S E  |  L O U I E  L O P E Z  O R I G A M I  P O S T E R

For the release of the new Louie Lopez Mid, Converse asked for an interesting way to grab attention in stores. We created a unique punch-
out poster, where the pieces combine to create an origami style replica of the shoe. Hand-crafted printing featuring opaque white and gold 
silkscreen, and debossed textures capture the distinctive characteristics of Converse shoes.

Real Art
Converse –
Louie Lopez Pro Mid Origami Poster

Credits: 
Real Art Creative Team

GOLD
Out-of-Home & Ambient Media



D E L L  |  R E S I D E N C Y

This immersive product experience for computer technology company, Dell, features a custom-designed Smart Table that allows visitors to 
place a laptop computer on a touch screen surface which will display interactive information about the product. Other displays highlight the full 
range of Dell technologies and the Dell brand story.

Real Art
Dell Technologies –
Dell Residency

Credits: 
Real Art Creative Team

GOLD
Out-of-Home & Ambient Media



P R E M I E R  H E A L T H  |  O R T H O P E D I C S  P A R K I N G  S P O T

Premier Health Orthopedics helps patients get back to living their life while feeling great wether it be a sport they loved, lifitng their grandkids, 
or just being able to tie a shoe and go on a walk. As a guerilla marketing tactic to accompany their Orthopedic campaign, parking spots were 
taken over at the UD Arena for former patients with the message–”Since you’re feeling great, why not walk—or skip—the extra distance?”

Real Art
Premier Health Partners –
Orthopedic Parking Spots

Credits: 
Real Art Creative Team

SILVER
Out-of-Home & Ambient Media



The Modern College of Design
The Modern College of Design –
REVEAL36

Credits: 
Jessica Barry - President
Emily Shankland - Creative Director
Justin Morter - Art Director

SILVER
Out-of-Home & Ambient Media



what is the community saying?

UD Arena vaccine clinic

Over 30 public posts & positive messages 
received from patients at the clinic

There were likely many more we couldn’t see due to privacy settings.

what is the community saying?

UD Arena vaccine clinic

Over 30 public posts & positive messages 
received from patients at the clinic

There were likely many more we couldn’t see due to privacy settings.

THURSDAY, NOVEMBER 18

PICK A PARTNER
& REGISTER HERE

WINNING TEAM EARNS
$100 IN MODERN MERCH

STARTS AT 1:OOPM | THE MODERN ATRIUM

REGISTRATION ENDS NOVEMBER 16

BATTLE OF THE BAGS

EVENT OPEN TO MODERN STUDENTS, FACULTY, & STAFF

U S  A I R  F O R C E  M U S E U M   |   T H A I  C A V E  R E S C U E  V I D E O  G A M E

We worked with the US Air Force Museum exhibit sta� to create a gamified experience to highlight the challenges of low visibility 
and rough cave terrain that Air Force Rescue Divers faced during the Tham Luang Cave Rescue Mission. We designed and programmed 
the video game, allowing players to guide the diver to safety. Our team also designed and fabricated the custom cave enclosure. 

Dayton Children’s Hospital
Dayton Children’s – 
Dayton Children’s Vaccine 
Clinic

Credits:
Julie Cannon - Event Coordinator
Stacy Porter - Public Relations Director
Terry Fink - Creative Services Director

Dayton Children’s Hospital
Dayton Children’s – 
Dayton Children’s Vaccine 
Clinic

Credits: 
Terry Fink - Creative Services Director

The Modern College of
Design
The Modern College of Design – 
The Modern Cornhole Shootout

Credits: 
Matt Flick - VP of Program Development & 
Industry Relations
Justin Morter - Art Director

Real Art
US Air Force Musuem  
Foundation – 
Thai Cave Rescue Video 
Game

Credits:
Real Art Creative Team

BRONZE
Out-of-Home & Ambient Media



The Ohlmann Group
Trimbach’s Body Shop – 
Trimbach’s Body Shop
Campaign

Credits:
Andy Kittles - Art Direction & Design
Jim Hausfeld - Copy

BRONZE
Out-of-Home & Ambient Media



Kettering Health I Vehicle Wraps

Sinclair Community College
Sinclair Community College – 
In-Person is Back Sidewalk
Decals

Credits:
Kelly Vogelsong - Manager of Graphic
Design

Fahlgren Mortine
Emerson –
Emerson Innovation Way 
Graphics

Credits: 
Bill Marconi - Creative Direction
Gregg Slayton - Design
Mike Exner - Copywriting
Gust Smith - Production
Jocelyn Hodson - Account Management
Brad Oldham - Account Management

Kettering Health
Kettering Health –
Kettering Health Vehicle Wraps

Credits:
Select Signs

ENTRIES
Out-of-Home & Ambient Media



ONLINE\
INTERACTIVE
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Real Art
Legendary Concepts LLC – 
Bandit Truck Launch Website

Credits:
Real Art Creative Team
Haute Rock Creative Team

GOLD
Online\Interactive



Real Art
Converse – 
Origami Assembly Instagram Reel

Credits:
Real Art Creative Team

GOLD
Online\Interactive



Boom Crate Studios
Dayton Children’s – 
The Center for the Female Athlete - 
Meet The Athlete

Credits: 
Kelly Mercer - Creative Director
Brian Mercer - Cinematography
Mitch Baker - Production Assistant
Anna Beneke - Designer
Madison Hosier - Designer
Hunter Rupp - Animation
Patricia Martinez - MUA
Andy Miller - Sound Design

SILVER
Online\Interactive



Cox Media Group
WHIO-TV – 
Cicada Watch

Credits: 
Kevin Johnson - Graphic Designer

SILVER
Online\Interactive



Jetpack
mph.bank – 
mph.bank Website

Credits: 
Aryn Landes - Designer
Eric Ditmer - Developer
Tony Wartinger - Creative Director

SILVER
Online\Interactive



OneTeam Marketing
Focus Forward – 
Focus Forward Website

Credits: 
Leah Beachy - Head of Graphic Design & 
Photography
Jordan Sok - President & CEO
Brandon Sok - StoryBrand Guide
Amanada Klotz - SEO Specialist
Sierra Pitstick - Client Success Representative

SILVER
Online\Interactive



030A – DIGITAL PUBLICATION
SINGLE NEWSLETTER

Grandma’s Grapevine: 
Email Newsletter
Grandma’s Gardens

A redesigned newsletter to compliment the 

Grandma’s Gardens website. This newsletter gets 

customized and sent 2x per month. 

023A – ONLINE INTERACTIVE

Grandma’s Gardens  
Website
Consumer Website

grandmasgardens.net

A freshly redesigned responsive website for 

Grandma’s Gardens—a community loved 

garden center offering plants, pottery, fountains, 

outdoor accents, and a quaint gift shop. 

Boom Crate Studios
Grandma’s Gardens –
Grandma’s Gardens  
Newsletter

Credits: 
Kelly Mercer - Creative Director
Anna Beneke - Designer

Boom Crate Studios
Grandma’s Gardens –
Grandma’s Gardens Website

Credits:
Kelly Mercer - Creative Director
Brian Mercer - Creative Director
Jake Rhinehart - Designer
Anna Beneke - Designer
Hunter Rupp - Designer
Jetpack - Developer

Jetpack
Launch Dayton – 
Launch Dayton Website

Credits:
Tony Wartinger - Designer
Eric Ditmer - Developer

Catapult Creative
Dolphin Hat Games –
Taco Cat Social Media  
Campaign

Credits: 
Lizzie Rahn - Designer & Photographer
Daniel Rizer - Creative Director
Raichel Jenkins - Project Manager

BRONZE
Online\Interactive



U S  A I R  F O R C E  M U S E U M   |   T H A I  C A V E  R E S C U E  V I D E O  G A M E

We worked with the US Air Force Museum exhibit sta� to create a gamified experience to highlight the challenges of low visibility 
and rough cave terrain that Air Force Rescue Divers faced during the Tham Luang Cave Rescue Mission. We designed and programmed 
the video game, allowing players to guide the diver to safety. Our team also designed and fabricated the custom cave enclosure. 

OneTeam Marketing
Focus Forward – 
Focus Forward Branding

Credits:
Leah Beachy - Head of Graphic Design & 
Photography
Jordan Sok - President & CEO
Brandon Sok - StoryBrand Guide
Sierra Pitstick - Client Success 
Representative

Jetpack
Montgomery County
Engineer – 
Montgomery County 
Engineer Website

Credits: 
Tony Wartinger - Designer
Eric Ditmer - Developer

The Ohlmann Group
CareSource – 
CareSource Stakeholder 
Report

Credits: 
Jim Hausfeld - Creative Direction & Copy
Meghen Murphy - Art Direction & Web 
Design
Cody Rayn - Motion Design
Kern Patton - Web Development
Mainsail - Video Production

Real Art
US Air Force Museum  
Foundation –  
Thai Cave Rescue Video 
Game

Credits: 
Real Team Creative Team

BRONZE
Online\Interactive



UNIVERSITY OF DAYTON

STUDENT DEVELOPMENT

2020–21 IMPACT REPORT
A YEAR OF 
TRANSITION 
AND GROWTH

Kargl Graphic Design
University of Dayton – 
Student Development Impact 
Report21

Credits: 
Kathy Kargl - Art Director & Designer

OneTeam Marketing
Bullen Ultrasonics Inc – 
Bullen Ultrasonics Website

Credits: 
Jordan Sok - President & CEO
Brandon Sok - StotyBrand Guide
Jonathan Carone - Creative Director
Sierra Pitstick - Client Success Representative
Amanda Klotz - SEO Specialist
Leah Beachy - Graphic Designer

DezignHive
Crum Griffin Group – 
Crum Griffin Group

Credits: 
Kim Swigart - Chief Creative Officer

Jetpack
Bowman & Landes – 
Bowman & Landes Website

Credits: 
Aryn Landes - Designer
Eric Ditmer - Developer
Tony Wartinger - Creative Director

OneTeam Marketing
Curtis Painting – 
Curtis Painting Branding

Credits: 
Jonathan Carone - Creative Director
Sierra Pitstick - Project Mananger
Brandon Sok - StoryBrand Guide
Jordan Sok - President & CEO
Leah Beachy - Graphic Designer

OneTeam Marketing
Curtis Painting – 
Curtis Painting Website

Credits:
Jonathan Carone - Creative Director
Sierra Pitstick - Project Mananger
Amanda Klotz - SEO Specialist
Brandon Sok - StoryBrand Guide
Jordan Sok - President & CEO

ENTRIES
Online\Interactive



Sinclair Community College
Sinclair Community College – 
Sinclair View

Credits:
Chelsey Wilkinson - Web Developer

Real Art
Sebaly Shillito + Dyer – 
ssdlaw.com

Credits: 
Real Art Creative Team

Sinclair Community College
Sinclair Community College – 
Education is Powerful

Credits:
Natalie Bowers - Social Media Coordinator

The Reynolds and 
Reynolds Company
The Reynolds and Reynolds 
Company – 
MOGOTrack

Credits: 
Jeff Woo - Art Director
Casey Boyd - Lead Designer
Chad Lands - Lead Developer

ENTRIES
Online\Interactive

True Focus Media
Cargill-Lewisburg West – 
Cargill’s Digital Magazine

Credits:
Jeff Long - Owner
Cheryl Brunow - Brand Manager; Cargill
Matt Cline - Videographer
Debra Friend - Copywriter & Project Organizer
Alex Zarfati - Video Editor
Kelly Settle - Head of Photography

Think Patented
Think Patented – 
IABC DC Metro Website

Credits:
Niels M. Winther - Managing Partner & Chairman
Kenneth O. McNerney - CEO & Managing Partner
David McNerney - Vice President, Sales & 
Marketing; Partner
Diana Renner - Account Executive
John Johnson - Digital Engagement Full-Stack 
Developer



PUBLIC
SERVICE
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Real Art
Ohio Department of Health –  
Jenga - Crashing Down Commercial

Credits:
Real Art Creative Team

GOLD
Public Service



Real Art
Ohio Department of Jobs and Family 
Services –  
Trust Fall - Child Abuse Awareness
Commercial

Credits:
Real Art Creative Team

GOLD
Public Service



Boom Crate Studios
Boys And Girls Club of Dayton – 
Boys And Girls Club Spark Fundraising 
Video

Credits:
Kelly Mercer - Creative Director
Brian Mercer - Cinematography
Mitch Baker - Editing

SILVER
Public Service



Real Art
Ohio Department of Health –  
COSI COVID Vaccine Campaign

Credits:
Real Art Creative Team

SILVER
Public Service



Real Art
American Lung Association –  
COVID-19 Vaccine PSA

Credits:
Real Art Creative Team

SILVER
Public Service



Real Art
Ohio Department of Health – 
Take the Shot Campaign

Credits:
Real Art Creative Team

Real Art
Ohio Department of Health – 
Roll Up Your Sleeves, Ohio

Credits:
Real Art Creative Team

Real Art
Ohio Department of Health – 
What You Don’t See

Credits:
Real Art Creative Team

Real Art
Ohio Department of Health – 
The Road Back

Credits:
Real Art Creative Team

BRONZE
Public Service



The Ohlmann Group
Alzheimer Association, Miami 
Valley Chapter – 
Alzheimer Association - 
Moments of Clarity

Credits:
Jim Hausfeld - Ctreative Direction & Copy
Gary Hinsche - Art Direction & Logo  
Design
Meghen Murphy - At Direction & Design
Cody Rayn - Animation & Video
DH Productions - Video Production

BRONZE
Public Service



Calling all cars... 
Be on the look-out 

for invaders!

how the immune system works
The virus enters your body, 
attaches to your cells and
injects its DNA or RNA.

That RNA, or blueprint, tells 
your cells to make copies of the 
virus. Your own cells become 
factories for the virus.

Luckily our bodies have a defense — 
the immune system! It attacks 
substances that don’t belong. 
But it takes it a few days to learn 
how to do that.

Meanwhile, your cells are 
producing the virus non-stop. 
You start feeling sick.

After a few days, your immune 
system figures out how to attack 
the virus. It starts producing germ 
fighters called antibodies. The 
antibodies attach to the virus, 
marking them for destruction.

Now you start feeling better. 
Your body also has germ-fighting 
soldiers ready to go if it sees 
that virus again.

EP11420 © 2021 Dayton Children’s Hospital. All Rights Reserved. The Whirligig, Logo Mark 
and all trademarks are owned by Dayton Children’s Hospital • childrensdayton.org

O H I O  D E P A R T M E N T  O F  H E A L T H  |  2 0 2 1  H O L I D A Y  G U I D E

Ohio has a richly diverse population who celebrate the winter holiday season in numerous ways. The Ohio Department of Health felt 
it was paramount to speak to each one of these groups, and lead them through a safe celebration. This beautiful guide uses stunning 
photography and useful tips to help each unique culture honor their traditions, while staying free of COVID-19. 

Catapult Creative
Dayton Inspires – 
Dayton Inspires City Window 
Hoodie

Credits: 
Lizzie Rahn - Designer
Daniel Rizer - Creative Director
Matthew Sliver - Project Manager

Dayton Children’s Hospital
Dayton Children’s – 
MRNA Vaccine Cartoon

Credits:
Terry Fink - Designer
Stacy Porter - Director Public Relations

Boom Crate Studios
Miami Valley Regional Planning 
Commission – 
MVRPC Air Quality

Credits: 
Kelly Mercer - Creative Director
Jake Rhinehart - Designer & Animator
Andy Miller - Sound Design

Boom Crate Studios
Miami Valley Regional Planning 
Commission – 
MVRPC Rideshare

Credits: 
Kelly Mercer - Creative Director
Hunter Rupp - Designer & Animator
Madison Hosier - Designer
Andy Miller - Sound Design

Real Art
Ohio Department of Health – 
Dr. Moms Campaign

Credits:
Real Art Creative Team

Real Art
Ohio Department of Health – 
2021 Holiday Guide

Credits:
Real Art Creative Team

ENTRIES
Public Service



O H I O  D E P A R T M E N T  O F  H E A L T H  |  T E E N  W E L L N E S S

During the COVID-19 pandemic, the Ohio Department of Health wanted to spread the message that other illnesses are still important and need 
preventative care, even in young adults. Through colorful bandage illustration and simple photography, this campaign helped spread that 
message across transit, social, and digital platforms.

You Make the Difference

It’s a privilege to share our Good Neighbor House 2020 Annual Report with you. 
The last year has been nothing less than extraordinary in ways too numerous to 
count. With many of our neighbors facing a once-in-a-century vulnerability, no 
one could have prepared for the hurdles we all had to overcome.  

COVID-19 hurt us all with increases in unemployment, loss of health insurance, 
and overall insecurity. Just as soon as the pandemic arrived, a local charitable 
clinic and pharmacy closed their doors effectively leaving thousands of people 
in need of family medicine, medication, behavioral health, and physical therapy. 

As we saw the need grow, Good Neighbor House worked tirelessly with
Montgomery County and other key players to meet the challenge. Thanks to
the overwhelming support from donors, we were able to open a
pharmaceutical dispensary. 

Around the same time, Soin Medical Center’s Family Medicine Residency 
Program joined our Medical Clinic, which allowed us to increase patient volume 
and double available appointments. By the end of the year, we had outgrown 
our physical space. A decision was made to expand our mission and increase our 
footprint with a 2600/sq. ft. addition to our building. Community contributions 
have helped us to provide necessary and quality care to our uninsured
neighbors and allowed us to embark on this next chapter in our mission. 

We are proud to say that despite all odds, Good Neighbor House has been able 
to increase our capacity and improve our ability to provide lifesaving care to 
those in need. On behalf of Good Neighbor House, we thank you and look 
forward to the bright new path ahead.  

Many blessings,

“Two are better than one, because they have a good return for their labor: 
If either of them falls down, one can help the other up. But pity anyone 

who falls and has no one to help them up. ”

Frank J. Perez
Vol. Executive Director & Board Chair

Michelle L. Collier
Chief Operating Officer

Ecclesiastes 4:9

Dear (Name),

“Look straight ahead, and fix
  your eyes on what lies before you.”

- Proverbs 4:25 NLT -

2020 ANNUAL REPORT

Multi-Piece Fold Out Annual Report

Clear Envelope + Fold Out Annual Report + Personalized Cover Letter + Remittance Envelope

Real Art
Ohio Department of Health – 
Teen Wellness Campaign

Credits:
Real Art Creative Team

Yeck Brothers Company
Good Neighbor House – 
Good Neighbor House Annual 
Report

Credits:
Sherry Hang - Director of Marketing & 
Creative
Adam Smith - Graphic Arts Services 
Manager

ENTRIES
Public Service



CORPORATE
SOCIAL 
RESPONSIBILITY
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DHProductions
CareSource – 
Indiana Re-Entry - Sam’s Story

Credits:
Rick Davis - Director
Dakota Fredette - Director of Photography
Andrew Fiscus - Editor
Francine Robinson - Producer

SILVER
Corporate Social Responsibility



Dayton Children’s Hospital
Dayton Children’s – 
Evan Overcomes MIS-C

Credits: 
Todd Carter - Videographer

ENTRIES
Corporate Social Responsibility



FILM, VIDEO,
& SOUND
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Boom Crate Studios
Dayton Children’s – 
The Center for the Female Athlete 
Manifesto

Credits: 
Kelly Mercer - Creative Director
Brian Mercer - Cinematography
Mitch Baker - Production Assistant
Anna Beneke Designer
Madison Hosier - Designer
Hunter Rupp - Animator
Patricia Martinez - MUA
Andy Miller - Sound Design

GOLD
Film, Video, & Sound



Boom Crate Studios
Ohio’s Hospice – 
Power of Together

Credits: 
Kelly Mercer - Creative Director
Brian Mercer - Cinematography
Mitch Baker - Production Assistant
Madison Hosier - Production Assistant
Patricia Martinez - MUA
Andy Miller - Sound Design

GOLD
Film, Video, & Sound



Boom Crate Studios
Kettering Health – 
Jeri’s Story

Credits: 
Kelly Mercer - Creative Director
Brian Mercer - Cinematography
Madison Hosier - Production Assistant

SILVER
Film, Video, & Sound



Real Art
Slalom – 
Ai for All

Credits: 
Real Art Creative Team

SILVER
Film, Video, & Sound



Real Art
Converse – 
Louie Lopez Pro Hidden Tech Video

Credits: 
Real Art Creative Team

SILVER
Film, Video, & Sound



Real Art
Lowe’s Home Improvement – 
Lowe’s Home Team NFL Draft 
Campaign

Credits: 
Real Art Creative Team

SILVER
Film, Video, & Sound



Real Art
Chipotle Mexican Grill – 
Nick Chubb Prepped for the Season

Credits: 
Real Art Creative Team

SILVER
Film, Video, & Sound



Boom Crate Studios
Dayton Children’s – 
The Center for the Female 
Athlete Manifesto Commercial

Credits: 
Kelly Mercer - Creative Director
Brian Mercer - Cinematography
Mitch Baker - Production Assistant
Patricia Martinez - MUA
Andy Miller - Sound Design

Boom Crate Studios
Dayton Children’s – 
The Center for the Female 
Athlete Hype Commercial

Credits: 
Kelly Mercer - Creative Director
Brian Mercer - Cinematography
Mitch Baker - Production Assistant
Patricia Martinez - MUA
Andy Miller - Sound Design

Jetpack
mph.bank – 
mph.bank Animation

Credits: 
Aryn Landes - Illustrator
Gabriel Ball - Animator
Tony Wartinger - Creative Director

Boom Crate Studios
Derwent – 
Derwent Chromaflow
Influencer Video

Credits: 
Kelly Mercer - Creative Director
Brian Mercer - Cinematography
Hunter Rupp - Designer & Animator
Madison Hosier - Designer
Patricia Martinez - MUA
Andy Miller - Sound Design

BRONZE
Film, Video, & Sound



Real Art
Converse – Louie Lopez Pro 
Mid Reveal

Credits:
Real Art Creative Team

ManaVision, Inc
Albert Services – 
Albert Services - “Mr. Fix-It”

Real Art
Chipotle Mexican Grill – 
Surprise Delivery with CeeDee 
Lamb

Credits:
Real Art Creative Team

Real Art
Chipotle Mexican Grill – 
Nick Chubb Team Meal 
Cleveland

Credits:
Real Art Creative Team

BRONZE
Film, Video, & Sound



Real Art
Chipotle Mexican Grill – 
Tyler Tuesdays with 
Tyler Herro

Credits:
Real Art Creative Team

Real Art
Chipotle Mexican Grill – 
Training with Chipotle Series

Credits:
Real Art Creative Team

Real Art
Chipotle Mexican Grill – 
Unwrapped with CeeDee 
Lamb

Credits:
Real Art Creative Team

BRONZE
Film, Video, & Sound



Boom Crate Studios
Derwent – 
Derwent Inktense Abby Nurre

Credits: 
Kelly Mercer - Creative Director
Brian Mercer - Cinematography
Jake Rhinehart - Designer & Animator
Patricia Martinez - MUA
Andy Miller - Sound Design

Boom Crate Studios
Synchrony – 
CarCare B2C

Credits: 
Kelly Mercer - Creative Director
Brian Mercer - Creative Director
Jake Rhinehart - Designer & Animator
Hunter Rupp - Designer & Animator
Anna Beneke - Designer
Andy Miller - Sound Design

Boom Crate Studios
Aruna Project – 
Aruna Project Video

Credits: 
Kelly Mercer - Creative Director
Brian Mercer - Cinematography
Madison Hosier - Designer
Hunter Rupp - Animator

Boom Crate Studios
At-A-Glance – 
At-A-Glance Brand Video

Credits: 
Kelly Mercer - Creative Director
Brian Mercer - Cinematography
Patrick Johnston - Production Assitant
Patricia Martinez - MUA
Andy Miller - Sound Design

DHProductions
Market Smart Solutions – 
Ed’s Superhero’s :30

Credits: 
Rick Davis - Producer
Dakota Fredette - Editor
Sam Davis - Illustrator
Annamae Davis - Illustrator

DHProductions
Edison State Community 
College – 
Edison’s Best & Brightest

Credits: 
Rick Davis - Director
Dakota Fredette - Director of Phoography & 
Editor
Garet Foote - Assistant Photographer
Jessi Davis - Producer

ENTRIES
Film, Video, & Sound



Sinclair Community College
Sinclair Community College – 
Sinclair Breakthrough Spot

Credits: 
Adam Robinson - Videographer

Real Art
Converse – 
One Star Pro Hidden Tech

Credits: 
Real Art Creative Team

Sinclair Community College
Sinclair Community College – 
Flexible Options Digital

Credits: 
Page Lansley - Graphic, Motion, Digital 
Designer

ENTRIES
Film, Video, & Sound



CROSS
PLATFORM
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Boom Crate Studios
Dayton Children’s – 
The Center for the Female Athlete

Credits:
Kelly Mercer - Creative Director
Brian Mercer - Cinematography
Mitch Baker - Production Assistant
Anna Beneke Designer
Madison Hosier - Designer
Hunter Rupp - Animator
Patricia Martinez - MUA
Andy Miller - Sound Design

GOLD
Cross Platform

049 – CROSS PLATFORM: INTEGRATED  
BRAND CONTENT CAMPAIGN

The Center for The 
Female Athlete: Campaign

Program Enrollment 
Package
Dayton Children’s Hospital



048 – CROSS PLATFORM:   
INTEGRATED BRAND IDENTITY CAMPAIGN

pntOS: Campaign 
IS4S

Fast. Efficient. Agile. The first rule pluggable 

PNT operating system-pntOS-needed a logo 

and brand unit that with quickness, efficiency 

and flexibility, conveys the product’s innovative 

solution to navigation. 

Efficient and fast as the operating system 

itself, this brand enhances the modularity and 

pluggability of pntOS.

Boom Crate Studios
IS4S – 
pntOS

Credits: 
Brian Mercer - Creative Director
Jake Rhinehart - Designer & Animator
Madison Hosier - Designer
Alexia Woodward - Designer

SILVER
Cross Platform



P R E M I E R  H E A L T H  |  C A R D I O L O G Y  C A M P A I G N

Every case Premier Health Cardiology treats is as unique as every patient being treated. This lively campaign highlights diversity, makes 
individuality the key star, and promotes the message that Every Heart Deserves the Leader in Heart Care, while telling stories from real patients 
who have experienced it first hand.

Real Art
Premier Health Partners – 
Cardio Campaign

Credits: 
Real Art Creative Team

SILVER
Cross Platform



Real Art
Premier Health Partners – 
Orthopedic Campaign

Credits: 
Real Art Creative Team

SILVER
Cross Platform



The Modern College of Design
The Modern College of Design – 
Creativity Can Change the World

Credits: 
Jessica Barry - President
Emily Shankland - Creative Director
Justin Morter - Art Director

SILVER
Cross Platform



M I N E D  X A I  |  B R A N D I N G

MINED XAI is a company that helps make the data and technology of AI accessible and easier for consumers to use. They came to us in search 
of an identity refresh to help communicate what it is that they do. With a fresh logo, business cards, website design, and keynote presentation 
we gave them the tools they needed to effectively market themselves to their audience. 

Regal, Browning, Creating a better tomorrow, Grove Gear, Kop-Flex, Marathon, Perceptiv 
and Sealmaster are trademarks of Regal Beloit Corporation or one of its affiliated companies.
© 2021 Regal Beloit Corporation, All Rights Reserved.  MCAD21035E • MB0122E Creating a better tomorrow™...

The promise of end-to-end optimized 
powertrains is here.

Regal components designed and configured to work flawlessly as 
complete, right-sized systems delivering energy-efficient power. 

Regal-optimized electromechanical powertrains open the door to 
new ideas and unlimited potential for converting power into motion.

Visit us at regalbeloit.com/powertrain to learn more.

The industrial powertrains that
drive endless potential.

Regal, Browning, Creating a better tomorrow, Grove Gear, Kop-Flex, Marathon, Perceptiv 
and Sealmaster are trademarks of Regal Beloit Corporation or one of its affiliated companies.
© 2021 Regal Beloit Corporation, All Rights Reserved.  MCAD21035E • MB0122E Creating a better tomorrow™...

The promise of end-to-end optimized 
powertrains is here.

Regal components designed and configured to work flawlessly as 
complete, right-sized systems delivering energy-efficient power. 

Regal-optimized electromechanical powertrains open the door to  
new ideas and unlimited potential for converting power into motion.

Visit us at regalbeloit.com/powertrain to learn more.

The industrial powertrains that
drive endless potential.

Will the manufacturer’s powertrain 
utilize fully interchangeable 
components?

Answer: Expect the manufacturer’s 
recommended solution to provide flexibility 
and help ensure that industrial powertrains 
can be adapted or replaced as needed to 
meet future requirements.

Can the manufacturer provide one 
point of contact for service, support, 
repairs and replacement parts?

Answer: You need a manufacturer who can 
enable your company to avoid the time and 
frustration of coordinating spare parts and 
support from multiple sources of myriad 
powertrain components.

Does the manufacturer dedicate  
application engineers who specialize 
in creating industrial powertrains?

Answer: Check if the manufacturer assigns 
a team to your project to create components 
that work in harmony and incorporate IoT-
enabled analytics which can be used to boost 
performance, efficiency and energy savings.

How will the manufacturer fully  
integrate compatible components 
into an electromechanical system?

Answer: The manufacturer should 
demonstrate how they have resolved 
the performance, operational efficiency, 
reliability and durability issues of improvised 
powertrains.

OPTIMIZE INDUSTRIAL  
POWERTRAIN PERFORMANCE

Bulk and unit  
material handling

Works efficiently because 
it is engineered to 

optimize performance

Reduces the complexity 
of selection and 

operation

Integrates ongoing support, 
services and diagnostics 

from one supplier

Bearings

Food and beverage

Belt and  
chain drives

Mining

Clutches and 
backstops

Oil and gas

Disc and 
gear couplings

Speed reducers 
and gearboxes

IoT monitoring 
and diagnostics

Wood processing

Motors

Optimizing Industrial Powertrain Performance. Discover more about how 
products, services and engineering can come together in a complete system to 
enhance the reliability and operational efficiency of your unique application.

Download our white paper at  
regalbeloit.com/products/powertrain/optimizing-industrial-powertrain Creating a better tomorrow... ™

MCO21061E

1 2

IF YOU WORK IN THESE INDUSTRIES:

ADVANTAGES OF A FULLY INTEGRATED INDUSTRIAL POWERTRAIN

AND OPERATE INDUSTRIAL POWERTRAINS WITH:

THEN YOU NEED THE RIGHT PARTNER

FOUR QUESTIONS TO ASK YOUR EQUIPMENT MANUFACTURER
Companies operate complex pieces of equipment that require unique powertrains to perform specific 
functions. Virtually no complete turnkey solutions have been widely available off the shelf.

You want to be confident that a manufacturer can deliver an optimized, end-to-end system to match 
your company’s requirements. To help you identify the right partner, ask the following four questions:

3 4

1The Changing Automotive Landscape: FROM IN-STORE TO ONLINE 

The Changing Automotive Landscape

FROM IN-STORE  
TO ONLINE 

The Ohlmann Group
Crayons to Classrooms – 
Crayons to Classrooms 
Rebranding

Credits: 
Jon Brooks - Creative Direction & Design

Real Art
MinedXAi – MinedXAi

Credits: 
Real Art Creative Team

TriComB2B
Regal Rexnord Corporation – 
Industrial Powertrain 
Campaign

Credits: 
Lorie DeFries - Account Executive
Mike Bell - Vice President, Chief Creative 
Director
Kevin Meyers - Designer
Bill Weinstein - Creative Strategist
Michelle Crawley - Director, Public Relations
Josh McGee - Communications Specialist
Chris Celek - Content Developer
 

The Reynolds and 
Reynolds Company
The Reynolds and Reynolds 
Company – 
Birth of Retail Anywhere

Credits: 
Jeff Woo - Art Director
Adam Brixey - Video Director
Ashlin McMaken - Senior Marketing Specialist
David Zane - Senior Motion & 3D Graphic 
Designer
Casey Boyd - Graphic Design Specialist
Michael Edwards - Graphic Design Specialist
Katie Sabo - Video Producer
Matt Silver - Video Producer
Karen Hess - Video Producer

BRONZE
Cross Platform



S I N C L A I R  C O M M U N I T Y  C O L L E G E   |   G I V I N G  T U E S D A Y  C A M P A I G N

We developed an annual awareness campaign with the theme Progress is Personal. A custom mailer announced progress made 
on the new Industrial Maintenance Technology building, and a social campaign for Giving Tuesday encouraged viewers to generously 
share what they could to benefit the students and future of Sinclair.

Real Art
Sinclair Community College – 
Progress is Personal

Credits: 
Real Art Creative Team

TriComB2B
Henny Penny – 
Henny Penny NAFEM Campaign

Credits: 
Mike Bell - Vice President, Chief Creative 
Officer
Whitney Alexander - Account Executive
Jess McClary - Developer
Dan Williams - Designer
Todd Miller - Development Lead

ENTRIES
Cross Platform

True Focus Media
Cargill Lewisburg West – 
Cargill’s Virtual Experience

Credits: 
Jeff Long - Owner
Cheryl Brunow - Brand Manager, Cargill
Matt Cline - Videographer
Debra Friend - Copywriter & Project Organizer
Alex Zarfati - Video Editor
Kelly Settle - Head of Photography
Jeff Martinovici - Landing Page Designer



ELEMENTS OF
ADVERTISING
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Boom Crate Studios
Ohio’s Hospice – 
Power of Together Cinematography

Credits:
Brian Mercer - Cinematography
Kelly Mercer - Creative Director

GOLD
Elements of Advertising



Dayton Children’s Hospital
Dayton Children’s – 
One Year of COVID-19 Editing

GOLD
Elements of Advertising



Jetpack
Jetpack – 
12 Pins of Christmas Illustrations

Credits: 
Aryn Landes - Illustrator
Tony Wartinger - Creative Director

GOLD
Elements of Advertising



Boom Crate Studios
Dayton Children’s – 
The Center for the Female Athlete 
Cinematography

Credits:
Brian Mercer - Cinematography
Kelly Mercer - Creative Director

SILVER
Elements of Advertising



Dayton Children’s Hospital
Dayton Children’s – 
One Year of COVID-19 Sound Design

SILVER
Elements of Advertising



Kettering Health I Maternity Critters

 
Name

 
Birth Date & Time

 
Attending Physician

 
Birth Weight and Length

 
Location

 
President

l i t t le one
Welcome

Kettering Health
Kettering Health – 
Kettering Health Maternity Critters 
Illustrations

Credits: 
Liz Sukowatery

SILVER
Elements of Advertising



O C T A G O N  |  P E T R O S S I A N  M O B I L E  C O C K T A I L  M E N U

The MGM Bellagio hotel and casino in Las Vegas is home to the Petrossian Restautant. Petrossian created seven new cocktails that were to be 
served and displayed in glamourous Vegas fashion, and wanted a mobile-first digital experience for customers to use when ordering drinks. 
Detailed pen and ink style illustration, with painterly coloring techniques were used to bring the drinks and the voyage to life.

Real Art
Petrossian – 
Petrossian Mobile Cocktail Menu 
Illustrations

Credits:
Real Art Creative Team
Octagon Creative Team

SILVER
Elements of Advertising



052 – ELEMENTS OF ADVERTISING  
LOGO DESIGN

pntOS Logo Design 
IS4S

Fast. Efficient. Agile. The first truly pluggable PNT 

operating system—pntOS—needed a logo that with 

quickness, efficiency and flexibility, conveys the 

product’s innovative solution to navigation.

Efficient and fast as the operating system 

itself, this mark speaks to the modularity and 

pluggability of pntOS.

Boom Crate Studios
Derwent – 
Derwent Chromaflow 
Influencer Animation

Credits: 
Hunter Rupp - Desiggner & Animator
Kelly Mercer - Creative Director

Boom Crate Studios
Dayton Children’s – 
The Center for the Female 
Athlete Manifesto Copywriting

Credits: 
Kelly Mercer - Copywriting

Boom Crate Studios
IS4S – 
pntOS Logo Design

Credits: 
Jake Rhinehart - Designer
Brian Mercer - Creative Director

Boom Crate Studios
Ohio’s Hospice – 
Power of Together 
Copywriting

Credits:
Kelly Mercer - Copywriting

BRONZE
Elements of Advertising



054B – ELEMENTS OF ADVERTISING: ILLUSTRATION SERIESSynchrony Car Care Consumer Illustrations Synchrony

Dayton Children’s Hospital
Dayton Children’s – 
One Year of COVID-19 
Cinematography

Boom Crate Studios
Synchrony – 
CareCare B2C Animation

Credits: 
Jake Rhinehart - Designer & Animator
Kelly Mercer - Creative Director
Brian Mercer - Creative Director

Jetpack
Jetpack – 
Jetpack Retro Series 
Illustrations

Credits: 
Aryn Landes - Illustrator
Tony Wartinger - Creative Director

Fahlgren Mortine
Emerson – 
Emerson Vaccine Infographic

Credits: 
Michael Exner - Creative Director
Katie Tebbutt - Project Management
Stephen Pflug - Designer
Matt Young - Digital Support
Jude Divierte - Technical Director
Jocelyn Hodson - Account Manangement

BRONZE
Elements of Advertising



Jetpack
mph.bank – 
mph.bank Website 
Illustrations

Credits: 
Aryn Landes - Illustrator
Tony Wartinger - Creative Director

Jetpack
mph.bank – 
mph.bank Animation 
Illustrations

Credits: 
Aryn Landes - Illustrator
Tony Wartinger - Creative Director

The Modern College of 
Design
The Modern College of 
Design – 
The Modern Cornhole 
Shootout Logo Design

Credits:
Matt Flick - Vice President of Program 
Development & Industry Relations

Real Art
Ohio Department of Health 
and Famuly Services – 
Trust Fall-Child Abuse 
Awarness Editing

Credits: 
Real Art Creative Team

BRONZE
Elements of Advertising



The Ohlmann Group
The Ohlmann Group – 
Ohlmann Group Candle 
Animation

Credits: 
Cody Rayn - Illustration & Animation
Jon Brooks - Creative Direction

BRONZE
Elements of Advertising



054B – ELEMENTS OF ADVERTISING: ILLUSTRATION SERIESMVRPC: Rideshare Illustrations MVRPC
054B – ELEMENTS OF ADVERTISING: ILLUSTRATION SERIESSynchrony Car Care Consumer Illustrations Synchrony

054B – ELEMENTS OF ADVERTISING: ILLUSTRATION SERIESAruna Project Illustrations Aruna
054B – ELEMENTS OF ADVERTISING: ILLUSTRATION SERIESMVRPC: Air Quality Illustrations MVRPC

Boom Crate Studios
Miami Valley Regional 
Planning Commission – 
MVRPC Rideshare Illustrations

Credits: 
Madison Hosier - Designer
Jake Rhinehart - Designer
Kelly Mercer - Creative Director

Boom Crate Studios
Synchrony – 
CarCare B2C Illustrations

Credits: 
Anna Beneke - Designer
Hunter Rupp - Designer
Jake Rhinehart - Designer
Kelly Mercer - Creative Director
Brian Mercer - Creative Director

Boom Crate Studios
Aruna Project – 
Aruna Project Illustrations

Credits: 
Madison Hosier - Designer
Kelly Mercer - Creative Director

Boom Crate Studios
Miami Valley Regional 
Planning Commission – 
MVRPC Air Quality Illustrations

Credits: 
Anna Beneke - Designer
Jake Rhinehart - Designer
Kelly Mercer - Creative Director

Dayton Children’s Hospital
Dayton Children’s – 
Halloween Editing

DezignHive
Papsafari – 
Papsafari Logo Design

Credits: 
Kim Swigart - Chief Creative Officer

ENTRIES
Elements of Advertising



Jetpack
mph.bank – 
mph.bank Brandig Logo Design

Credits:
Aryn Landes - Designer
Tony Wartinger - Creative Director 

Jetpack
Sprague Services – 
Sprague Devices Branding 
Logo Design

Credits: 
Tony Wartinger - Designer

DHProductions
Grem City Market – 
Gem City Market Virtual Tour 
Editing

Credits:
Dakota Fredette - Direcotor of 
Photography & Editor
Garet Foote - Photographer
Rick Davis - Producer

Fahlgren Mortine
Emerson – 
Emerson Vaccine Animated 
Video Animation

Credits: 
Bill Marconi - Creative Dirrection 
Michael Exner - Copywriting
Jocelyn Hodson - Account Management

Kelly Ann Photography
Crooked Handle Brewing 
Company – 
Let’s Get Crooked Photography

ManaVision, Inc
Albert Services – 
Albert Services - “Mr. Fix-it” 
Cinematography

Credits:
ManaVision, Inc

ENTRIES
Elements of Advertising



True Focus Media
Cargill - Lewisburg West – 
Cargill’s Mini-Documentary 
Editing

Credits:
Jeff Long - Owner
Cheryl Brunow - Brand Manager, Cargill
Matt Cline - Videographer
Debra Friend - Copywriter & Project Organizer
Alex Zarfati - Video Editor
Kelly Settle - Head of Photography

ENTRIES
Elements of Advertising



ADVERTSING INDUSTRY
SELF-PROMOTION
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Boom Crate Studios
Boom Crate Studios – 
Boom Crate Holiday Gift

Credits: 
Boom Crate Studios

GOLD
Advertsing Industry Self-Promotion

096 – AD INDUSTRY SELF-PROMOTION  
COLLATERAL – DIRECT MARKETING &  
SPECIALTY ADVERTISING

Boom Crate Holiday Gift 
Boom Crate Studios

A retro themed gift package inspired by AV 

clubs from the 1980s. The packaging itself takes 

inspiration from tin lunchboxes and VHS tape 

covers. Included in the package is a printed AV 

Club newsletter, mug, beanie, and sticker pack. 

The fictionalized club newsletter is 100% custom 

made content, information and design. It’s full 

of made up book and movie recommendations, 

comic strips, puzzles, playlists and advertising.



Jetpack
Jetpack – 
12 Pins of Christmas

Credits: 
Aryn Landes - Illustrator
Tony Wartinger - Creative Director

GOLD
Advertsing Industry Self-Promotion



Hermes At Home

AAF–Dayton Presents

AMERICAN ADVERTISING AWARDS

Boom Crate Studios
AAF-Dayton – 
2021 ADDYS Awards/Hermes Awards
Virtual Show

Credits: 
Boom Crate Studios

SILVER
Advertsing Industry Self-Promotion



The Ohlmann Group
The Ohlmann Group – 
Ohlmann Group Candle Campaign

Credits: 
Jon Brooks - Creative Director & Art Design
Cody Rayn - Animation & Illustration
Jim Hausfeld - Copy
Andy Kittles - Design
Kern Patton - Email Development
Gary Haschart - Production

SILVER
Advertsing Industry Self-Promotion



R E A L  A R T  |  2 0 2 1  H O L I D A Y  C L I E N T  G I F T

Legend has it the first person in your family to find a pickle hiding in the tree on December 25th will have a year of good fortune. This unique 
holiday tradition inspired Real Art to partner with Red Star, our Soviet-era vodka bar featuring hand-crafted infused vodkas. We filled miniature 
jerrycans with pickle infused vodka and sent them to our clients as a festive way to honor this unique tradition, and show our appreciation.

Real Art
Real Art – 
2021 Holiday Client Gift

Credits: 
Real Art Creative Team

Jetpack
Jetpack – 
Jetpack Retro Series

Credits: 
Aryn Landes - Illustrator
Tony Wartinger - Creative Director

The Ohlmann Group
The Ohlmann Group – 
Ohlmann Group Website

Credits: 
Jon Brooks - Creative Direction & Design
Andy Kittles - Design
Cody Rayn - Animation & Video
Jim Hausfeld - Copy
Jason Hart - Design
Meghen Murphy - Design

The Ohlmann Group
The Ohlmann Group – 
Ohlmann Group Sizzle Reel

Credits: 
Cody Rayn - Video Production &  
Animation
Jim Hausfeld - Creative Direction
Jon Brooks - Creative Direction

BRONZE
Advertsing Industry Self-Promotion



MARKETMATCH.COM866.501.2233

GET

TO MORE IMPRESSIONS, CLICKS & CONVERSIONS AND RECEIVE

SCAN TO REVEAL YOUR SPECIAL
COMBINATION TO OPEN THE CASE

CODE UNLOCK
THE SOLUTION

the

$2,000 IN DIGITAL AD CREDIT

<NAME> SCAN THE QR CODE 
TO UNLOCK THE CASE!

Outside LabelSmall Label

If your <<bank credit union>> is ready to experience real data-driven

results for a fatter bottom-line, now is the time to act!

  

Drop us a line and set up a meeting, and we'll 

send you this Bluetooth speaker/wireless 

charger - with no obligation!

Aaron Gregerson
senior vice president, chief digital officer

937-856-1399 | agregerson@marketmatch.com
 

CONNECT WITH US

OUR WELL-INTEGRATED
AND STRATEGIC DIGITAL MARKETING

PROCESS INCLUDES: 

EMAIL
MARKETING CAPTURING LEAD

INFORMATION 

LEAD NURTURING
THROUGH

AUTOMATION 
TRACKING
SUCCESS 

Variable Bank/CU Logo<NAME>
Let’s talk

RESULTS
DIGITAL

With our uniquely holistic

Digital Focus. Measurable Results. approach,

we deliver big-time results. 

READY?

2 MM Pens 1 Info Sheet
1 Coupon

Digital Case 
Study booklet

1 CTA Card

Contents INSIDE

 BIGGER DIGITAL RESULTS?

ARE YOU READY TO

UNLOCK
BACKED BY AN
ROI GUARANTEE

ROI
GUARANTEE

DIGITAL  
      CASE STUDY

DIGITAL ADVERTISING CREDIT

EARN A $2,000 DIGITAL ADVERTISING
CREDIT WHEN YOU SIGN WITH US

FIND OUT
MORE

Think Patented
Think Patented – 
The Noodle Vol. 11

Credits:
Molly Hool - Designer
David McNerney - Vice President, Sales & 
Marketing, Partner
Kenneth O. McNerney - CEO & Managing 
Partner
Niels M. Winther - Managing Partner & 
Chairman

Think Patented
Think Patented – 
Pocket Folder

Credits:
Molly Hool - Designer
Diana Renner - Account Executive
David McNerney - Vice President, Sales &  
Marketing, Partner
Kenneth O. McNerney - CEO & Managing Partner
Niels M. Winther - Managing Partner & Chairman

Dayton Children’s Hospital
Dayton Children’s – 
Dayton Children’s Staff 
Holiday Gift

MarketMatch
MarketMatch – 
MarketMatch Lockbox Mailer

ENTRIES
Advertsing Industry Self-Promotion



American Advertising Awards – Hermes 2022

JUDGE’S 
AWARDS



Kelly Cooper Kwoka

JUDGE’S
AWARD

The Modern College of Design
The Modern College of Design – 
Creativity Can Change the World

Credits: 
Jessica Barry - President
Emily Shankland - Creative Director
Justin Morter - Art Director



Jon Kowing

JUDGE’S
AWARD

Real Art
Chipotle Mexican Grill – 
Bag Design

Credits: 
Real Art Creative Team



Bob Renock

JUDGE’S
AWARD

Jetpack
mph.bank – 
mph.bank Website

Credits: 
Aryn Landes - Designer
Eric Ditmer - Developer
Tony Wartinger - Creative Director



Michelle Leland

JUDGE’S
AWARD

Real Art
Converse – 
Louie Lopez Pro Mid Origami Poster

Credits: 
Real Art Creative Team



Introducing A New Award...

MOSAIC AWARD
AAF-Dayton is introducing a new, annual award. This inaugural year we are proud to announce the Mosaic Award. The purpose 
of the Mosaic Initiative aims to increase representation of diverse or marginalized groups and help to recognize and eliminate 
discrimination through creative work. The Mosaic Award highlights those making an effort through advertising and marketing 
to give a voice and opportunity to those under-represented, and work towards a more inclusive form of advertising and marketing. 
The Mosaic Award is given to the work the judges felt is most representative of the Mosaic Initiative.   

American Advertising Awards – Hermes 2022



Boom Crate Studios	 Dayton Children’s – The Center for the Female Athlete Campaign	 Credits: Boom Crate Studios

MOSAIC AWARD



American Advertising Awards – Hermes 2022

BEST OF 
SHOW



Real Art	 Ohio Department of Job and Family Services – Trust Fall - Child Abuse Awareness  	 Credits: Real Art Creative Team

BEST OF SHOW



From The American Advertising Federation-Dayton

THANK YOU


