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 Bob Grannan
4501 Connecticut Ave. NW
Washington, DC  20008
cell: 202-744-2673
email: rgrannan@gmail.com

 Experience
May 2015 - Present — Social Media and Communications Specialist
AvalonBay Communities, Arlington, VA

Manage multi-faceted social media presence with subscriber base of over 10,000
Lead ORM eff orts increasing review volume 5x at average rating 4.3/5
Spearhead communications eff orts to 3,000 associates.

May 2014 - May 2015 — Administrative Assistant
AvalonBay Communities, Arlington, VA

Generate report materials and internal communications with increased effi  ciency and enhanced visual appeal
Plan and execute engaging associate events, incorporating business needs and delivering at or under budget
Support director team with assorted administrative tasks, from research to completion

Mar 2012 - May 2014 — Front Desk Supervisor
Archstone Communities/AvalonBay Communities, Washington, DC

Managed and facilitated on-site training during acquisition, ensuring that new standards were consistently met
Directed team of fi ve associates with on-site, on-call assistance whenever necessary
Assisted in leasing and helped maintain average of over 95% occupancy
Planned and executed resident events and special projects to maintain retention and increase revenue

Feb 2009 - Mar 2012 — Leasing Consultant
Archstone Communities, Washington, DC

Commended for excellence in customer service and communication
Brought in more than 80 average leases per year for $1.75 million in revenue annually

Jan 2008 - Feb 2009 — Center Production Coordinator
FedEx Offi  ce, Columbus, OH and Washington, DC

Promoted during transition to Washington, DC
Performed consultative selling of print products

2005 - 2007 — Lakeside Marketing Assistant/Consultant
Lakeside Association, Lakeside, Ohio

Managed 20-page weekly publication alone
Produced content, sold ads and marketing materials

 Education
2007 — B.A. with honors
Journalism, Art

Ohio Northern University, Ada, Ohio
Coursework included classes in Marketing,
   Graphic Design, Writing and Publishing

 Skills
Media skills

Writing for publications, package-design coordination, photography, illustration 
All implemented in a working environment for fi ve - nine years

Computer-related skills
Adobe Creative Suite software, expert level
Microsoft Offi  ce Suite, expert level

Seasoned multifamily customer service professional with carefully honed skills
in high-level consultative sales, customer and business communication, 
lease management and maintenance, leadership, and management



Logo Design
I have nearly 10 years of Logo Design experience, and have 
crafted or recreated logos using guides anywhere from 
scratch to scratches on a napkin. 

My logo design is always a keen balance of pragmatism, 
message and audience — I’m conscious of all three when 
designing and implementing a logo.

I’ve included business cards here because it’s part of my 
standard when designing a logo — it must look good at the 
size of a wall, and at the size of a business card.
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Hearth Yoga

Huron Shores Construction LLCHSC

Tom Caterino
914 Port Austin Rd
Port Austin, MI  48467                                                
Home  (989) 738-8747
Cell   (989) 295-0305
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kory manley
owner and proprietor

330.921.1034
husley14@yahoo.com
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The groups of Ohio Northern

The Northern Review is a multi-faceted resource for
students. For all students, we serve as an interesting
source for news and information. For students interested
in writing and journalism, we serve as a learning and
publishing forum.

In this special issue, we are working to provide
resources to new students. You will find more informa-
tion about the paper itself, an informative list about all
the groups participating in Welcome Fest, as well as tips
and tricks about how to make it through the first year.

Surviving the college experience
BOB GRANNAN
EDITOR-IN-CHIEF

New Arrivals
Department

The student paper of Ohio Northern University     Ada, Ohio

A welcome to campus six pack
Of O’Doul’s, of course, because freshman are too
young to drink alcohol. And on the advice of our
lawyers, The Northern Review does not endorse

underage drinking. But we can report that it 
happens here. A lot.

see Drinking, p. everywhere

So you’ve made it to college...
Yay for you.

See Department p. 4

APrincipal
Welcome

Incoming Students - -
It is my very distinct pleasure to

welcome you to ONU. 
Whether you are a brand new

freshman starting your college career
or a returning student beginning the
next year of a continuing adventure,
welcome to our student centered
campus. You are the principal reason
we are all here and all of us are anx-
ious to help you achieve, grow and
succeed. In the year to come, I hope
you will allow yourself to explore and develop by taking advan-
tage of the vast array of challenging curricular and extra-curricu-
lar activities and events that are available every day at ONU.
And, never hesitate to ask questions or seek help or advice.
Answers and consultants will always be available.

Enjoy your year at ONU and welcome, again, to this super
University.

Ken Baker
ONU President

Let’s cut to the chase: college is (a lot
of) fun. Last year in this column I offered
freshmen the top ten things they needed
to know as they entered college. I ram-
bled on about going to class, joining
clubs, visiting the library. . . all the
(yawn) typical stuff any soon to be fresh-
man has read in the 19,000 brochures
college admissions offices send to high
school seniors. So if that’s the type of
advice you’re seeking, put this issue
down and go find a copy of last year’s
Welcome Fest issue of The Northern
Review. 

College is so much more than the class-
es you take. Sure, all that straight laced
stuff I spewed last year about getting
good grades and developing relationships
with your professors is important- if you
fail out, you can’t enjoy the rest of the
college experience- but it’s the time you
spend outside of class that really enriches
the college years.  

More than a place to get an education,
college is a place to discover who you
are. It gives you a few years to play at
being an adult before the real world
swallows you up for real. During your
time in Ada, you’ll be afforded most of
the benefits of adulthood without having
to shoulder the full burden of adult
responsibilities. Tiger Woods spends

hours on the driving range and practice
greens before going off to win the
Masters; college gives us a similar
opportunity to refine our game before we
have to deal with real world things like
dental insurance and retirement plans.
Over the next few years, you’ll discover
who you are as a person and what you
want from the next 60 years of your life.
In general, the peer pressure of high
school clicks is gone; whereas in high
school conformity is the norm, individu-
alism is much more tolerated and appre-
ciated here.

So with that in mind, here’s a few
pointers for making the most of the col-
lege experience: 

Play intramurals. There is nothing bet-
ter than freezing your butt off in the mid
April snowstorms to get in a quick five
innings of softball against one of the
local fraternities. Most of the intramural
leagues are designed to be competitive,
with the good teams playing each other
while those of us who didn’t average 20
points a game for our high school junior
varsity basketball team battle in our very
own basement league. So get out and
show Barry Bonds and Michael Jordan
that they can’t hold a candle to you.
You’ll probably make a fool of yourself,
but you won’t be the only one. You’ll
make more friends than you ever have

JASON SIMCOE
COLUMNIST

See Fun p. 3

Extracurriculars
Necessary 8a.m.

I remember the first day of classes my fresh-
man year. My heart rate was sky-high, my
palms were sweaty, and I had a terrible yearn-
ing to call my mom. I was anxious to see
what the first day of college life would be
like. Would the professor mispronounce my
name? Was the hot pink Barbie Trapper-
Keeper a bad idea? Questions were swimming
through my head as I approached the class-
room door. About to enter into the realm of 8
a.m. class, I realized that I had not yet consid-
ered the most crucial of details: What would
the other kids be wearing?

College fashion at 8 a.m. is an array of
color, fabric, and style. For most students,
simply awaking at this hour is accomplish-
ment enough. Showers, toothbrushes, combs,
and cologne can only be deemed as extra
bonuses. 

The bare essentials, usually including flip-
flops, basketball shorts or sweat pants two
sizes too large, and the all-powerful hoodie,
are picked up off the bedroom floor and rapid-
ly thrown on. The wearing of jeans is reserved
for special occasions, such as class presenta-
tions or interviews. 

Under the very best of circumstances, the
student chooses to wear the clothes they slept
in to their early morning class requirement.
This style choice often contains a pair of moc-
casins, unsightly checkered or striped pajama
pants, and an oversized sweatshirt temporarily
borrowed from a significant other. 

The student’s hair, regardless of the cut or
texture, is thrown into a messy bun or hidden
underneath a backwards baseball hat. Possible
accessories that the individual might choose to
seal the deal on their already chic appearance
include bits of granola from their breakfast
bar or white deodorant marks adorning the
front of their sweatshirt. These students
undoubtedly lack class and sophistication, but
forgiveness is easy to come by at 8 a.m.

Though the majority of campus sees this
particular fashion choice to be the only sensi-
ble option, there are students out there that
still take great pride in their appearance.

The two categories of college elegance differ
greatly, beginning with an alarm sounding at 6
a.m. for the later of the two groups. This par-
ticular type of college student promptly jumps

out of their cozy bed and into the shower. In a
world where showering takes place daily, per-
haps even multiple times in a twenty-four
hour period, hair is washed, body spray is
used, and deodorant is applied.

Often, the student will restlessly toss and

RACHELLE PAVELKO
COLUMNIST

See Fashions p. 3

Fashions

Photo/ Jason Simcoe, Graphic/ Katie Wiederhold
Katie Wiederhold, the Northern Review’s managing
editor, models the  snazzy style displayed by many

new students on their first day of class.
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Publications
I got my start in print publications, and it’s always been a 
strength of mine. I’m happy to develop a publication style 
standard or bring a text into line with an existing look.

My knowledge of the requisite software (Illustrator,  
InDesign, even Quark XPress) is such that I’m often  
able to complete the task well ahead of deadline.

Design
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Chaplain of the Week
Dr. Leonard Sweet

Lakeside welcomes Dr. Leonard
Sweet as this week's "Chaplain of the
Week." Currently the E. Stanley Jones
Professor of Evangelism at Drew
University, Madison, NJ and a
Visiting Distinguished Professor at
George Fox University, Portland,
Oregon, Len has been Vice President
of Academic Affairs and Dean of the
Theological School at Drew University
for five years. Previous to Drew, Dr. Sweet served for eleven
years as President and Professor of Church History at United
Theological Seminary, Dayton, Ohio. Involved in leadership
positions in the United Methodist Church, Dr. Sweet has been
chosen to speak at various Jurisdictional and General
Conferences as well as the 1996 World Methodist Congress in
Rio de Janeiro. He is the author of more than one hundred
articles, 600 published sermons and thirty books, most recent-
ly “The 3 Most Difficult Words in the World To Get Right”
(2006). Sweet's web-based preaching resource Wikiletics.com
is the first open-source preaching resource on the web.
Founder and President of SpiritVenture Ministries, Dr. Sweet
is a frequent speaker and conversation partner at conferences
both in the U.S. and around the globe. 

Dr. Sweet has served a term on the council of the American
Society of Church History, was an associate editor of the
Journal of the American Academy of Religion for ten years,
and is a member of numerous professional groups. An honors
and Phi Beta Kappa graduate of the University of Richmond,
he earned his Master of Divinity degree from Colgate
Rochester Divinity School and Ph.D. from the University of
Rochester. The recent recipient of honorary doctorates from
the University of Richmond (Virginia), Baker University
(Kansas), Otterbein College (Ohio), Coe College (Iowa), and
Lebanon Valley College (Pennsylvania), Dr. Sweet has held
distinguished lectureships at various colleges, universities and
seminaries, and has presented academic papers before major pro-
fessional societies. He is a frequent speaker at national confer-

Sweet

Under the artistic direction of
Corey Baker, and the dutiful
stage managing of Brandon
Walter, the cast of Lakeside
Summer Stage’s production of
“The Mousetrap” created two
successful performances of
Agatha Christie’s masterpiece.

The cast worked through swel-
tering heat the first night (with
temperatures backstage rumored
to have broken the 100 degree
mark) and played to a large
crowd the second, much cooler
night.

CDs of photos of the produc-
tion are available at the
Association office for $10 each.
$5 from every purchase goes
straight to funding Lakeside
Summer Stage.

This is the third year of
Lakeside Summer Stage’s annu-
al productions, growing from
“Tell Me a Story” to “Our
Town,” and now “Mousetrap.”

The scope of the shows has
been ever increasing as
Lakeside’s theatrical talent has
come forth. If you are interested
in helping out with Lakeside

Summer Stage next year, keep
an eye on the Lakeside website
(www.lakesideohio.com) or con-
tact Carol Murray at 419-798-
4020.

Summer Stage Production a success

CeCe Winans is coming to Hoover Auditorium for a
special performance in Lakeside at 8:15 p.m., on
August 12. Fresh from her 2005 solo album
“Purified,” her seventh solo album, she will perform
the music that won her nine Grammy awards and 18
Gospel Music Dove awards.

With “Purified,” CeCe Winans combines the trans-
formative power of gospel music with heart-stopping
pop, street-smart R&B and infectious dance-floor
rhythms to create her most compelling set of songs
to-date. Truly inspired in every sense of the word,
Purified is a celebration of the heart, the soul and the
spirit. 

Finding the beauty of God's well of inspiration in
both the sacred and the secular, CeCe Winans seam-
lessly segues from R&B to pop to deeply felt gospel
fervor showcasing the crystalline vocals, celestial
melodies, and top-shelf musical elements that have
made her one of the most popular, and influential,
artists working in contemporary gospel music.

CeCe has been recording solo since 1995; her first
album went platinum and won her a Grammy for
Best Contemporary Soul Gospel Album in 1995.

Lakeside considers itself lucky and honored to bring
such an internationally famous and award-winning
performer to Lakeside. That is why, unlike other of
our nightly entertainment programs, there is a ticket
price of $10 to get into the show, in addition to the
regular gate pass.

Shuffleboard Tournaments

The 25th Anniversary
Team Tournament of the
International
Shuffleboard Association
(ISA) will brighten this
Lakeside week. 

More than 125 interna-
tional shuffleboard play-
ers and guests will be
arriving at Lakeside all
through the week

Players from Australia,
Canada, Brazil,
Germany, Japan and the
United States will com-
pete for women's and
men's team titles.  

The practice session
and ISA check-in are on
Thursday.  

Opening Ceremonies

CeCe Winans

Candlelight Showcase

The 18th Annual
Symphony Candlelight
Tour of Homes has been
set for Monday, August
14 from 8 - 10 p.m.
Four homeowners and
the historic train depot
will open their doors to
showcase symphony
members in a relaxed
and comfortable setting.
Musicians from the

Lakeside Summer
Symphony will be per-
forming selections during
the evening.  Those
attending this candlelit
evening will have a
chance to visit with the
homeowners and also
musicians during their
breaks.

see “Candlelight” p.4

Tour set for Monday, August 14Int’l. Tournament begins Aug. 17

see “Shuffleboard” p.5

Vespers:
Monday: Dr. Omar Atalib
Tuesday: Dr. Leonard Sweet
Wednesday: Rabbi John Spitzer
Thursday: Imam Ramez Islambouli
Friday: Dr. Diane Lobody
Vespers are held each week in the evening, Monday -

Friday, 7:15 - 7:45 p.m. at the Steele Bandstand on the
Lakefront. In case of rain or windy weather, Vespers will be
in Pavilion Room 2.

see “Chaplain” p.5

CeCe Winans performing in Hoover

Detra Bennett, preparing for her role as the ill-tempered Mrs. Boyle, does
not notice the mysterious hand turning off the lights.

PORTFOLIO p.2

NEWSPAPER 
EXPERIENCE

Ran three times this size on the front page 
of April 18, 2005 issue next to article 
about Ohio Northern's Greek Week.

Ran on the May 9, 2005 Issue, on page 4. 
Placed inside an article about college 
students' need for sleep.

The Northern Review is a 12-page, four-color, 
broadsheet weekly newspaper. I worked on staff 
for four years, finishing at the position of 
editor-in-chief.

The page to the left was published under my 
leadership on date. For it, I oversaw a staff of 12 
and implemented a redesign for the paper.

The Adventures of 

Cattywompus
The Curious Caterpillar

by Kathleen Grannan
illustrated by Bob Grannan



Print Marketing
I have nearly 10 years experience in creating printed  
marketing materials. My experience is often with non-profit 
and charitable organizations, but I am just as comfortable 
working in a corporate environment.

I always work to balance eye-catching design and flair 
with professionalism and message — admittedly, in the de-
signs to the right I haven’t had to have much restraint.

Later on, in the section on branding and brand  
management, you’ll see a little bit more of my  
restraint —and my corporate work.

Design

You can
still do 
this.
Day of Silence
April 18, 2007
Sign up the week before
 in front of the cafeteria.

Rubi
Affair

A

Not everybody can pull off the 
Ruby Slippers.
Can you?

Feb. 2
8 p.m.
McIntosh

Activities Rm.
Admission is free.

RubiRubiRubi

Did you ever wonder what the guy two seats ahead of you in 
class would look like in a dress and heels? Now’s your chance to 
�nd out. For free. Open Doors, ONU’s Gay/Straight Alliance, is 
hosting a drag pageant show, and groups across campus are 
falling over each other to sign up reps. (Mostly they’re falling 
because of the stilettos, but still.)

You can select your favorite ONU drag queen by slipping a little 
change into the ‘People’s Choice’ award bins. All donations go to 
the AIDS Resource Center of Ohio and Open Doors.

Bob Grannan
for Student Senate A&S Rep.

This time, he’s
running a clean
and ethical
campaign.
(Sorry to disappoint.)

Bob Party Time!!

*This event is hosted by Bob, your 
friendly neighbor, not by Archstone. 
That way we can serve booze! There 
is a limited guest list; please do not 
brag about being invited to those 
who are not. It’s mean.

November Open House
Sunday, November 15
7 p.m. - 10 p.m.
Apt. 212

Bring your own beverage 
and an appetizer.
I will provide mini-pizzas.

RSVP Regrets or +Guests,
to rgrannan@gmail.com

Bob Party Time!!

Pizza Cookoff
Saturday, April 7
7 p.m.
The Penthouse

You pick the toppings, crust 
will be provided. 
Please bring wine.

RSVP: rgrannan@gmail.com

Receipt of this invitation, attendance to 
the party, and/or friendship with Bob do 
not grant any special apartment and/or 
leasing related privileges.

All three are, however, fun.
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I SUPPORT

THE LEADER OF THE BAND

Social Media
I have experience working with social media campaigns. 
While my work in this field is much more recent, I bring the 
same principles of design that apply to print media  
to its new and younger brother.

I’m familiar with creating images that support the brand  
in the restricted and variable real estates of social media — 
phones, computers, tablets, etc.

My writing skills also come in handy: you’ll rarely find  
anyone better than a journalist to reduce a news item  
to 140 characters or less.

Design



Café Arte
In March of 2013, I approached the owners of a new dance 
studio who were unsatisfied with the speed of their growth 
and the spread of their marketing, and offered to rebrand 
their materials, as well as develop new ones for their ex-
panding class offerings.

Working with the founder, I developed a unique visual style 
reflecting their identity and evoking the character  
of the business, to better express their presence.

The style included a presence in print, web and social media, 
including:

Logo
Letterhead
Business Cards
Brochure
Streetside Signs
Facebook Presence
Web Site Enhancements

Cafe Arte Design Plans
A Visual Identity

Cafe Arte

Promo Postcard
With the new new 
look, a different ori-
entation suited us 
better.

Letterhead

You should get a small batch of letterhead printed, 
so every letter you send out, or bill or what-have-you 
looks awesome and reflects your brand. Since it’s all 
B/W, it won’t be expensive.

Cafe Arte

1826 Columbia Rd NW
2nd Floor

202.557.4203
info@cafeartedc.com

Overall Goals
I wanted to give you an idea of the new look.  
I’ve re-done all the materials we talked about  
with the look we discussed.

The only major change since then is the logo, which 
I’ve finalized. I ended up removing the portafilter — 
it turned out way too busy.

Facebook Flyer

I’ve studied up on Facebook flyers a little  
and reshaped the canvas so nothing  
should get cut off when viewed on  
somebody’s timeline.

Hours Sign

To go on the glass as you enter the cafe, as discussed.

Facebook Profile

These are the Facebook cover and profile photos  
I’ve drawn up. Eventually there will be several 
to cycle through, but this should tide over while 
you get up and running.

Website

The New website look, or what I’m going to try to 
reach as best we can, given the contractors you use.

Brochure

There is still a lot of copy to write for this brochure, 
and we might even want to add some images.  
But this is the general idea. Matt suggested you write 
the copy and he edits it.

Dance.  
Art.  
Coffee.

Cafe Arte

The idea.
Cafe Arte began as a small cafe  
with a cultural focus. We wanted  
a space that invites each patron  
to engage in the arts: visual,  
literary, and performing.

In search of that space, we moved  
to a larger space and integrated  
our concept into an established 
restaurant, El Rincon Español.

Here we offer a tapas menu,  
full bar, coffees, teas and desserts,  
and encourage  our patrons, artists 
and teachers to explore  
their creative side.

We invite you to visit us  
and to create your own  
Cafe Arte experience.

1826 Columbia Rd NW
2nd Floor

202.557.4203
info@cafeartedc.com
www.cafeartedc.com Cafe Arte

Dance.
Cafe Arte’s general events: dance class-
es, dance events and other upcoming 
plans.

Lorem ipsum dolor sit amet, consecte-
tur adipiscing elit. Maecenas blandit 
erat vitae lectus tempor sed semper 
sapien blandit. Vivamus sit amet 
congue mi. Donec velit sem, luctus at 
posuere a, imperdiet nec sem. 

Curabitur egestas, urna nec rhoncus 
fringilla, nibh lectus ornare lacus, id 
pretium tortor enim sed nunc. Morbi 
faucibus felis interdum neque hendre-
rit tristique. In eu elit a nibh porttitor 
tempus sit amet eu nunc. 

Sed sit amet nibh in lorem ullamcorper 
commodo. In risus dolor, vestibulum 
sed aliquam cursus, eleifend eu enim. 
Morbi lectus elit, suscipit quis laoreet 
eget, pulvinar et quam. 

Coming Soon
Cafe Arte is brand new, so a lot of our 
plans are still in the works. 

Keep in touch — in a few weeks we 
may have much more to share!

Classes.
Get specific about the classes you 
offer, and give a little detail about their 
content, maybe even instructors.

Lorem ipsum dolor sit amet, consecte-
tur adipiscing elit. Maecenas blandit 
erat vitae lectus tempor sed semper 
sapien blandit. Vivamus sit amet 
congue mi. Donec velit sem, luctus at 
posuere a, imperdiet nec sem. 

Curabitur egestas, urna nec rhoncus 
fringilla, nibh lectus ornare lacus, id 
pretium tortor enim sed nunc. Morbi 
faucibus felis interdum neque hendre-
rit tristique. In eu elit a nibh porttitor 
tempus sit amet eu nunc. 

Sed sit amet nibh in lorem ullamcorper 
commodo. In risus dolor, vestibulum 
sed aliquam cursus, eleifend eu enim. 
Morbi lectus elit, suscipit quis laoreet 
eget, pulvinar et quam. 

Brand Development

Sandunga: DC Edition
Cuban music all 
night: timba, son, 
rumba, salsa, 
cha cha cha

From New York: 
DJ Asho

D A N C E  .  C O F F E E  .  A R T

Sandunga: DC Edition
D A N C E  .  C O F F E E  .  A R T

Salsa Classes 
and Latin Party. 
DJ Azucar spins salsa, 
timba, bachata, 
merengue all night

Happy Hour until 9 p.m.: $4

 Beer

 Sangria

 Mojitos

 House Wine

Open Tonight
D A N C E  .  C O F F E E  .  A R T

Rumba DC
DJ Darwin 
and DJ Dola
mix salsa, timba, bachata, 
kizomba, zouk and more

D A N C E  .  C O F F E E  .  A R TD A N C E  .  C O F F E E  .  A R T

Kizomba Night
Kizomba Workshop 
and Dance Party
Special Guest DJ

D A N C E  .  C O F F E E  .  A R TD A N C E  .  C O F F E E  .  A R T

Saturday Caliente
DJ Azucar
spins salsa, timba, 
bachata, merengue

Free Salsa Class 7:30

Latin Party All Night

Happy Hour until 9 p.m.: $4

 Beer

 Sangria

 Mojitos

 House Wine

D A N C E  .  C O F F E E  .  A R TD A N C E  .  C O F F E E  .  A R T

Tango Sunday
D A N C E  .  C O F F E E  .  A R T

Tango Classes
Practica
Milonga
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4501 Connecticut Ave. NW — Washington, DC  20008 — 202.362.5115
www.thealbemarleapt.com — albemarle@avalonbay.com

T H E  A L B E M A R L E

Offi  ce Hours
Mon & Tues  9 a.m. — 6 p.m.

Tuesday  9 a.m. — 6 p.m.

Wednesday  10 a.m. — 7 p.m.

Th urs & Fri  9 a.m. — 6 p.m.

Sat  9 a.m. — 5 p.m.

Sun  Closed

AVA L O N 
T H E  A L B E M A R L E

4501 Connecticut Ave. NW — Washington, DC  20008 — 202.362.5115
www.thealbemarleapt.com — albemarle@avalonbay.com

Cherry Blossom Events
Cherry Blossom Talk 
Daily at 10:00 a.m., 12:00, 2:00, 4:00, 6:00 p.m.
Meet at Th omas Jeff erson Memorial plaza.

Walk with a Ranger
Daily at 2:00 p.m.
Meet at Lincoln Memorial plaza. Explore me-
morials and cherry blossoms on a guided walk.

Memorial Talks and Tours
Explore the park’s memorials on short pro-
grams with rangers at the Lincoln, Vietnam 
Veterans, Korean War Veterans, World War II, 
Martin Luther King, Jr., Franklin Delano Roo-
sevelt, and Th omas Jeff erson Memorials. Talks 
and tours start every hour on the hour from 
10:00 a.m. to 9:00 p.m.

Running Tour
Saturdays: 3/29, 4/5, 4/12
8:00 - 9:00 a.m.
Meet at Washington Monument Lodge (15th 
St. adjacent to Washington Monument).

Junior Ranger Activity Zone
Saturdays and Sundays: 3/29, 3/30, 4/5, 4/6, 
4/12, 4/13 — 10:00 a.m. - 5:00 p.m.
Tidal Basin Welcome Area

Pups ‘n’ Petals Dog Walk 
Sundays: 3/30, 4/6, 4/13
1:00 p.m. Lincoln Memorial
Bring your furry friend for a walk among the 
cherry blossoms. All dogs must be leashed.

Bike Tour
Saturdays and Sundays: 3/29, 3/30, 4/5, 4/6, 
4/12, 4/13 — 2:00 - 5:00 p.m.
Meet at Th omas Jeff erson Memorial plaza.
Bring your own bike, helmet, and water for a 
leisurely ride.

Lantern Walk
Th ursdays, Fridays, Saturdays: 3/29, 4/3, 4/4, 
4/5, 4/10, 4/11, 4/12 — 8:00 - 10:00 p.m.
Meet at National Park Service Information Tent 
in Tidal Basin Welcome Area.
Bring your fl ashlight for an evening stroll.

OSCARS
MidAtlantic

MARCH 19, 2015 — 10 – 3 PM
BETHESDA NORTH MARRIOTT HOTEL

PLEASE RSVP BY THURSDAY, MARCH 12 
WITH YOUR LUNCH SELECTIONS.

It’s AvalonBay awards season. Time to recognize 
our all-stars and top performers. We’ll get together 
and celebrate the achievements of our associates in 
Q4 as well as all of 2014.

We’ll also be kicking off  an exciting new initiative 
debuting in 2015. GREAT is coming your way, and 
on March 19, you’ll get to fi nd out what that means 
for us as a team.

We’ll be serving a plated lunch, and you have the 
option to select from Seared Chicken Breast, Sesa-
me Crusted Salmon, and a Grilled Vegetable Tower. 
Lunch selections should be made with your RSVP.

Dress code is business casual, jeans should not be 
worn. Th e hotel is located at 5701 Marinelli Road, 
North Bethesda, MD 20852.

KICKOFF

AVA L O N 
F I R S T  A N D  M

Jaleo Restaurant and First and M
Wednesday, October 15 6:30 – 8:30 p.m.

Jaleo is celebrating their 12th Annual Paella Festival…
And they want you to be a part of it! Join Jaleo Head Chef, Rodolfo Guzman, on Wednesday, Octo-
ber 15th at 6:30 PM in The Kitchen to enjoy one of Jaleo’s featured festival paellas: arroz con verdu-
ras de temporada! Chef Rodolfo will prepare the paella on our patio and discuss the history of 
Spain’s most famous dish! Be sure to ask about Rodolfo’s experiences working side by side with 
José Andrés when Jaleo first opened 21 years ago.

To join the festivities please sign the RSVP list at the Front Desk from today until Tuesday October 
14th.  Space will be limited to 50 residents, unfortunately we will not be able to invite guests 
because of the limited space.

Visit Jaleo through October 19th to enjoy arroz con verduras de temporada along with 7 other 
delicious specialty paellas, through the duration of their Paella Festival! Additionally, join them any-
time between 10/15 - 10/29 and mention ‘Avalon’ to enjoy a complimentary glass of red sangria! For 
more information, visit Jaleo.com or follow Jaleo on Facebook, Twitter and Instagram @jaleotapas-
bar. 

eaves tunlaw gardens
3903 davis pl nw

washington, dc  20008
202.337.7758

eaves tunlawgardens.com
tunlawgardens@avalonbay.com

Washer/Dryer 
Out of Order
We apologize for any inconvenience.
If you have any questions or concerns, please call us at 202-362-5115.
If you used the machine and it failed to work, please contact us — we will help you 
obtain a refund.

2014
TECH
RALLY
11.14.2014
10 a.m. − 2 p.m.
Rockville SportsPlex
60 South Lawn Court, Rockville, MD  20850

Join us for a BBQ lunch and an indoor field 
day. We’ll celebrate our accomplishments, 
talk about what’s to come for our front line 
maintenance associates, as well as our 
region as a whole.

After that, it’s all about fun! There’ll be a 
soccer tournament, volleyball, basketball, 
cornhole, dodgeball, and ladderball.

Please come in athletic casual gear — feel 
free to show your favorite team’s colors.

AVA L O N 
T H E  A L B E M A R L E

4501 Connecticut Ave. NW — Washington, DC  20008 — 202.362.5115
www.thealbemarleapt.com — albemarle@avalonbay.com

Fitness Machine 
Out of Order
We apologize for the inconvenience and are working to get the machine repaired. 
If you have any questions, please feel free to contact us at 202-362-5115.

Apartment Number Other Notes Floor plan not to scale. Square footages 
and/or room dimensions are approxima-
tion and may vary slightly. 

* Quoted rent is per month, for a 12-month 
lease term, and does not include additional 
fees (parking, pet, etc.) Prior to signing a 
lease, quoted rent, specials, availability, and 
other terms and conditions are subject to 
change without notice.

Monthly Rent *

Renovation Style

4501 Connecticut Ave. NW — Washington, DC  20008 — 202.362.5115
www.thealbemarleapt.com — albemarle@avalonbay.com

AVA L O N 
T H E  A L B E M A R L E

Bedroom
17’0” x 12’0”

Kitchen

Dining Room
10’0” x 8’6”

Living Room
24’3” x 12’4”

Bath

Pantry

Ref.

D
W

1 BR

1 BA

827 SQUARE FEET

MGMT

and
Leadership Awards

BELLE HAVEN COUNTRY CLUB
6023 FORT HUNT RD, ALEXANDRIA, VA 22307
WED. 4.29, ARRIVE AT 8:45 AM
Join us for the second stage of GREAT train-
ing, where we’ll learn together how to lead 
teams towards GREAT customer service.

We have another fun, active day planned, 
so make sure to wear comfortable business 
casual clothes and shoes (no heels, please.)

Parking at the venue is readily available. 
Make sure to drive all the way to the back of 
the lot to the clubhouse is.

At the conclusion of the class, it’s time to 
celebrate!  You’ll have a chance to enjoy 
each other’s company and have some fun as 
we recognize some of the MidAtlantic’s top 
leaders.
We’ll have a cocktail reception as well as din-
ner — we anticipate the event will wrap-up 
around  7:30  p.m.

Brand Implementation
AvalonBay
As the community I worked at was rebranded to better 
serve AvalonBay’s varied customer base, I took the  
established visual style and supplemented the materials with 
routine items used at the community site level.

On visiting a community with another of AvalonBay’s 
brands, I tailored some of the same items to match their 
visual style.

I have extensive experience replicating visual styles and 
applying them to recreated materials, for clients who do not 
have access or have lost the original print-ready files.

I also have experience replicating visual styles onto new 
materials for clients who want to expand their marketing 
materials.

4501 Connecticut Ave. NW
202.362.5115
www.thealbemarleapt.com
albemarle@avalonbay.com

AVA L O N 
T H E  A L B E M A R L E

Motorcycle/Tandem Spaces
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4501 Connecticut Ave. NW
202.362.5115
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AVA L O N 
Y O U R  C O M M U N I T Y

Avalon Newsletter Templates

Avalon’s graphic style is sophisticated.
Th e residents of Avalon communities  
are used to receiving top-tier service 
from high end stores, and the graphic 
style of their brand is meant to match 
those expectations.
Its colors and fonts off er variety, but 
one that is carefully chosen. You will 
fi nd colors that are eye-catching, yet 
refi ned — designs that are  compelling, 
yet tasteful.

Avalon designs have a sense of levity, 
to be certain, but it is a subtle one.
Visually, modern clean lines are still 
preferred, more ornamental decora-
tion is allowed than the other brands.
Th e variety of fonts should be used 
carefully, and traditional rules of cap-
italization and punctuation are pre-
ferred.

AVA L O N 
Y O U R  C O M M U N I T Y

All the Latest
Have You Heard?

Now You Have!

Tiny News Item
One sentence describing 
a brief informational tid-
bit from the community 
or neighborhood.

Tiny News Item
Th ese can be new stores 
opening up in the area, 
or local events residents 
might like.

Tiny News Item
Th e purpose of these 
items is to be teasers -- 
start a conversation with 
residents.

Tiny News Item
You should also post the 
full details on avalonac-
cess.com, encouraging 
residents to use it more.

To fi nd out more about 
anything here, check out 
avalonaccess.com.

Catchy Lead Story

Other thing that’s happening

Th is is a 2-3 paragraph story 
describing the most import-
ant and exciting information 
you want to get to residents. It 
should be something they want 
to read, as it is what will entice 
them to pick up your newslet-
ter.

Lorem ipsum dolor sit amet, 
consectetur adipiscing elit. 
Pellentesque sed faucibus odio. 
Phasellus id turpis nec magna 
mollis pretium id vel ipsum. 
Donec sed quam ac nisl auctor 
tincidunt. Suspendisse placer-
at molestie quam ut tristique. 

Integer luctus dui quis suscipit 
consectetur. Vestibulum tin-
cidunt diam non purus fer-
mentum feugiat. Ut dictum id 
diam vel rutrum. Proin fringilla 
libero sed eleifend sollicitudin. 

Th is is a 1-2 paragraph story 
describing something that’s 
useful information to residents, 
but might be less likely to grab 
their attention.

Examples might include 
policy updates that only aff ect 
residents with parking or pets, 

a new minor service that you 
off er (or an existing one you 
want to remind residents of ).

You may want to consult 
with your team and the offi  ce 
about what info you want to 
put fi rst, and what is of second-
ary appeal/importance.

Date of Issue

AVA L O N 
Y O U R  C O M M U N I T Y

Community News
Date of Issue

Th is should be a big important story that 
you want everyone to read. Make sure to bal-
ance detail with brevity, to keep your reader’s 
interest piqued.

Th is is a useful layout for when you have an 
important story, but it’s diffi  cult to come up 
with pleasing graphics to go with it.

Lorem ipsum dolor sit amet, consectetur 
adipiscing elit. Pellentesque sed faucibus 
odio. Phasellus id turpis nec magna mollis 
pretium id vel ipsum. Donec sed quam ac nisl 
auctor tincidunt. 

Suspendisse placerat molestie quam ut 
tristique. Integer luctus dui quis suscipit 
consectetur. Vestibulum tincidunt diam non 
purus fermentum feugiat. Ut dictum id diam 
vel rutrum. Proin fringilla libero sed eleifend 
sollicitudin. 

Mauris ac erat at mi ullamcorper elemen-
tum. Vivamus tincidunt velit vel tortor vulpu-
tate ullamcorper. Phasellus sagittis pulvinar 
nisi, in fringilla risus feugiat et. In elementum 
metus id sem cursus dapibus. 

Something important 
is happening here

Th is is the caption for a photo-heavy or pho-
to-exclusive item. You can use it to showcase 
new renovations, new equipment, or anything 
visually attractive to draw in the reader. Alter-
natively, this can be a picture for the story on 
the left.

Something with a long headline can go in this spot
If you have an item that’s hard to headline 

with a couple of words, this is a useful spot 
for it. You can get nearly a complete sentence 
across the top, to try and catch the reader’s 
eye on something that takes more than fi ve 
words to show its relevance.

Lorem ipsum dolor sit amet, consectetur 
adipiscing elit. Pellentesque sed faucibus 
odio. Phasellus id turpis nec magna mollis 

pretium id vel ipsum. Donec sed quam ac nisl 
auctor tincidunt. 

Suspendisse placerat molestie quam ut 
tristique. Integer luctus dui quis suscipit 
consectetur. Vestibulum tincidunt diam non 
purus fermentum feugiat. Ut dictum id diam 
vel rutrum. Proin fringilla libero sed eleifend 
sollicitudin. 

Community Update
Date of Issue

AVA L O N 
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Lead Story goes Here
Th is should be a big important story 

that you want everyone to read. Make 
sure to balance detail with brevity, to 
keep your reader’s interest piqued.

Th is is a useful layout for when you 
have an important story, but it’s diffi  cult 
to come up with pleasing graphics to go 
with it.

Lorem ipsum dolor sit amet, consecte-
tur adipiscing elit. Pellentesque sed fauc-
ibus odio. Phasellus id turpis nec magna 
mollis pretium id vel ipsum. Donec sed 
quam ac nisl auctor tincidunt. 

Suspendisse placerat molestie quam 
ut tristique. Integer luctus dui quis sus-
cipit consectetur. Vestibulum tincidunt 
diam non purus fermentum feugiat. 

Also Another Thing
Th is story can be of secondary impor-

tance, but only slightly. All things being 
equal, your reader will start with the left 
and go right, but in reality they’ll usually 
jump to whichever story interests them 
more.

Lorem ipsum dolor sit amet, consecte-
tur adipiscing elit. Pellentesque sed fauc-
ibus odio. Phasellus id turpis nec magna 
mollis pretium id vel ipsum. Donec sed 
quam ac nisl auctor tincidunt. 

Suspendisse placerat molestie quam 
ut tristique. Integer luctus dui quis sus-
cipit consectetur. Vestibulum tincidunt 
diam non purus fermentum feugiat. Ut 
dictum id diam vel rutrum. Proin fringil-
la libero sed eleifend sollicitudin.

AVA L O N 
Y O U R  C O M M U N I T Y

...and More!
Meet the Staff 

Now You Have!

Staff  Member
Just a tidbit of info about 
a team member. Maybe 
a conversation starter 
for residents. Encour-
age team members to 
contribute, or copy and 
paste from their ava-
lonaccess.com profi les. 
You may want to focus 
it on items of interest to 
residents.
To fi nd out more about 
our team, check out 
avalonaccess.com.

Image-heavy Item

Other thing that’s happening

Help encourage your resi-
dents to keep reading onto the 
next page with a pretty picture. 
You’ll want to reduce thea 
mount of ext for this one -- it’s 
a good spot to put info about 

neighborhood items. You can 
use the graphic space for a 
map, or better yet a street side 
picture of what you’re telling 
people about.

Th is is a 1-2 paragraph story 
describing something that’s 
useful information to residents, 
but might be less likely to grab 
their attention.

Examples might include 
policy updates that only aff ect 
residents with parking or pets, 

a new minor service that you 
off er (or an existing one you 
want to remind residents of ).

You may want to consult 
with your team and the offi  ce 
about what info you want to 
put fi rst, and what is of second-
ary appeal/importance.

Date of Issue

AVA L O N 
Y O U R  C O M M U N I T Y

Community News
Date of Issue

Series of Brief Items
Th is layout is useful when 

you have several small items 
that you want to get out, and 
your readers are the type to 
grab the newsletter and go 
with them.

That You Want 
People to Read

It briefs them on what they 
need to know without going 
so in-depth they stop reading. 
It reminds them of newspaper 
briefs style, while giving them 
information you’ve put 
together for them.

Too Long for 
One Sentence

You can put the full items in 
here, or you can just put briefs 
of what information you want 
people to be aware of, and 
then direct them to AvalonAc-
cess.com for the full story.

Not Long Enough 
for an Article

Th is model is particularly 
useful for things that don’t 
aff ect all your residents, like 
parking and pet policies. It’s 
also useful for things that do 
aff ect everyone, but only a 
small portion of your resi-
dents will really care about all 
the minute details.

Just Right for a Brief
I’m honestly out of ideas 

for things to day about news 
briefs. But here is where your 
last item would go, you’d 
probably want it to be the 
least important thing on the 
list, or aff ect the smallest 
number of people.

Try to get your stories to fi ll 
space as closely as possible.

Th is is the caption for a photo related to one of your news stories. 
It is usually the fi rst one, but doesn’t necessarily have to be.

Something with a long headline can go in this spot
If you have an item that’s hard to headline 

with a couple of words, this is a useful spot 
for it. You can get nearly a complete sentence 
across the top, to try and catch the reader’s 
eye on something that takes more than fi ve 
words to show its relevance.

Lorem ipsum dolor sit amet, consectetur 
adipiscing elit. Pellentesque sed faucibus 
odio. Phasellus id turpis nec magna mollis 

pretium id vel ipsum. Donec sed quam ac nisl 
auctor tincidunt. 

Suspendisse placerat molestie quam ut 
tristique. Integer luctus dui quis suscipit 
consectetur. Vestibulum tincidunt diam non 
purus fermentum feugiat. Ut dictum id diam 
vel rutrum. Proin fringilla libero sed eleifend 
sollicitudin. 

Community Update
Date of Issue
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Series of Brief Items
Th is layout is useful when 

you have several small items 
that you want to get out, and 
your readers are the type to 
grab the newsletter and go 
with them.

That You Want 
People to Read

It briefs them on what they 
need to know without going 
so in-depth they stop reading. 
It reminds them of newspaper 
briefs style, while giving them 
information you’ve put 
together for them.

Too Long for 
One Sentence

You can put the full items in 
here, or you can just put briefs 
of what information you want 
people to be aware of, and 

then direct them to AvalonAc-
cess.com for the full story.

Not Long Enough 
for an Article

Th is model is particularly 
useful for things that don’t 
aff ect all your residents, like 
parking and pet policies. It’s 
also useful for things that do 
aff ect everyone, but only a 
small portion of your resi-
dents will really care about all 
the minute details.

Just Right for a Brief
in general, this can also be 

a useful layout when you have 
several stories that are im-
portant, but only aff ect a small 
portion of your residents. 

Th is allows them to cherry 
pick the items most important  
to them.

Make sure to vary 
your items

You don’t want any two 
items to be too similar, and 
if they are, set them far apart 
from each other — redundan-
cy stops people from reading.

If you have a story about 
freight elevators, don’t put it 
next to an elevator inspection 
notice.

And one last thing
I’m honestly out of ideas 

for things to day about news 
briefs. But here is where your 
last item would go, you’d 
probably want it to be the 
least important thing on the 
list, or aff ect the smallest 
number of people.

Try to get your stories to fi ll 
space as closely as possible.

CONNECTICUT AVENUE
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4501 Connecticut Ave. NW
202.362.5115
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AVA L O N 
T H E  A L B E M A R L E



Photography
Things I’ve Shot
I have nearly 10 years experience as a professional  
photographer, with jobs including theatre, events,  
portraits, stock photos and sales photos.

I’m capable and ready, and supply my own equipment,  
but can work with other cameras if required. As a journalist, 
I learned to be quick, accurate and prepared with the shut-
ter at a moment’s notice.

I also always strive to get the highest quality photos from 
the word go — the photos to the left are all displayed with-
out any alteration in Photoshop.



Photography
Photo Art
In addition to the professional work I’ve done with pho-
tography, I’ve branched into other tricks of the lens, and of 
Photoshop.

I’m prepared to enhance photos that need work, I have 
experience restoring old, cracked or broken print photo-
graphs, and I have experience using photoshop to create 
artwork out of photography.

What.



Other Projects
Data Analysis
While you’d be hard-pressed to extrapolate data analysis 
from the job description of my current position, I’ve found 
it to be a useful skill in shaping the larger and more complex 
aspects of my operation.

I have extensive experience with Microsoft Excel and have 
been known to push Google Drive’s Spreadsheet tool right 
up to its limits in order to get the analysis or automation 
that I need.

I also have experience in working at all stages from data en-
try to the higher levels of analysis in trying to glean meaning 
from page after page of numbers.

The presentation to the right is a brief analysis I completed 
breaking down the lease demographics of The Albemarle, 
to better help new office associates and teams get a feel for 
what their residents expected of them.

Extreme Long Term 
Residents (>10 years)
The Resident:
For better or for worse, these residents feel a very strong sense of 
ownership of The Albemarle. They feel strongly about policy changes and 
are the first to voice both concern and praise.

They are generally older, many retired, married or widowed, and they are 
not going anywhere, no matter what, but they’re not afraid of threatening 
legal action to keep the community the way they like it. A service request, 
anything involving contractors or construction in their apartment, is a very 
big deal, and they usually do not allow anyone in their apartment unless 
they are home.

It is best to interact with these residents in person, whenever possible. 
Some have email, all have land lines, but they always prefer personal 
interaction. It is also unusual to go more than a week without having a 
conversation with them. These residents don’t just expect to be informed of 
community issues, but expect to have input on community policy, and be 
informed of every detail when an issue involving their apartment comes up.

The Lease:
These residents are nearly all on Month-to-Month leases, many on lease 
terms from over 10 years ago, from before Archstone’s takeover of the 
building.

They would have very strong resistance to signing term leases, mostly for 
the change of rules and terms it signifies.Overall Categories

Long Term Residents 
(5-10 years)
The Resident:
These residents are generally middle-aged professionals. They’re generally 
middle managers, in both non-profit and private sector. Many are married, 
or living with long-term partners. They have seen community managers 
come and go, but for the most part just want to have their life uninterrupted. 
They moved in for the huge floor plan, and like having personal space.

They like one-touch service. The first time they call about a service request, 
they’re very understanding. They’ve been around to understand that things 
break. The second time they are irate, if things weren’t done correctly or in a 
timely manner.

It is best to interact with these residents over the phone or by email -- if they 
are coming to the office, they are most likely upset about something. They 
demand a high level of follow up on any issues pertaining to their apartment.

The Lease:
These residents are nearly all on Month-to-Month leases, 
on varying Archstone lease terms.

They would have very strong resistance to signing term leases, both for the 
lack of flexibility and change in the rules and terms of the lease.

Roommate Residents
The Resident:
These residents are largely working grad students and young professionals. 
They are at the beginning of their apartment rental career, as well as their 
professional one. They work in the entry levels of the private sector or mid-
level at non-profits. They’ve used the Albemarle’s huge sizes for extra 
rooms -- almost all are 3 people living in a 2BR. In fact, they occupy the 
majority of our mid-range 2BR apartment homes.

They love their time at The Albemarle. To them, it represents a good deal 
on a great apartment, in a good neighborhood -- near what they need, and 
easy to commute to nightlife and work. They’re generally flexible, and easy-
going -- but they absolutely need the ability to make lease alterations. It’s 
their first criteria in searching for apartments.

They almost exclusively interact through email. They all have smart phones, 
and they rarely use the phone function. They may call you, but if you call 
them, it had better be an emergency -- they don’t take personal calls at 
work. They only come down to the office when they absolutely have to, and 
expect most interactions to be convenient and online.

The Lease:
The lease they’re on may have started more than five years ago, but that 
was 10 residents ago. 3 out of four of these leases are month-to-month, the 
rest are more recent 12-month terms.

These residents have never seen a Notice to Vacate form. Whether their 
lease is Month-to-Month, or 12, it doesn’t matter -- they’ll replace 
themselves with a new roommate and keep the lease going.

Mid-Term Residents 
(3-5 years)
The Resident:
These residents are in many ways younger versions of the long-term 
residents. They are recently or about to get married, they are climbing the 
ladder at work, and with everything that’s going on, they just don’t want their 
apartment to be a stressor. We don’t see these residents often, but they do 
have a high expectation of service. Community-wide concerns don’t worry 
them much, but if anything affects their individual apartment, they want to 
know every detail.

They are less understanding than long term residents about the initial 
service request call -- in their mind, they know things break, but more 
importantly their dishwasher’s broken and they need it now. They are the 
least understanding when it comes to off-hours service requests, and 
consider almost all issues an emergency. They are often placated by 
information and followup, however -- when they feel in the know, they are 
much more relaxed.

These residents generally prefer to initiate conversation by email, but will 
typically follow up with an office visit or questions to the concierge. They are 
equally likely to share compliments or complaints, but it’s not uncommon to 
go a month without seeing them.

The Lease:
These residents moved in before Archstone began the DC legal rent v. 
market concession strategy, and so are almost all month-to-month but on 
recent Archstone lease terms.

On average, they would have medium resistance to signing 12-month lease 
terms, but would probably require some kind of financial incentive.

New Residents 
(0-3 years)
The Resident:
These residents are professionals, age 30-40, beyond the roommate stage 
of their apartment rental career. They live mostly in 1BR apartments and 
don’t like to compromise on their apartment life. They were drawn to the 
Albemarle by Archstone’s promise of Great Apartments and Great Service, 
and they expect both. If something goes wrong they expect it to be fixed, 
immediately, with apologies, and possibly compensation.

Some are married (these skew younger) a few have families, but what they 
all have in common is a personal relationship with the staff: they like to 
establish a relationship, typically especially strong with one or two staff 
members, and then come to them personally with any questions.

They expect regular email communication, and knowledge of community-
wide issues is appreciated. Phone calls in non-emergency situations are 
acceptable, but there should never be more than one per day, unless they 
request it. They like to touch things once, ask a question once, and simply 
have it be done.

The Lease:
These residents largely moved in after Archstone began the DC legal 
rent/market concession strategy, and are almost all on 12-month lease 
terms. Within a year, they will be on AvalonBay lease terms as they sign 
renewals.

Roommate Resident 
Breakdown
A simple breakdown of the roommate 
resident lease types.

This does not include other 
categories of residents.

Roommate Resident 
Breakdown
With as many roommate residents as 
there are on MTM leases, it's easy to 
suspect that they'd be well below 
market. But the vast majority are 
roughly at or above market rent.

The difference thresholds are:
<-$175: Below Market
-$175<X<$175: Roughly At Market
>$175 Above Market



Other Projects
Event Planning
At any given time, my apartment is ready to throw a party 
for 26 people, so long as I can pick up some food at the 
grocery store. I’ve been involved in event planning my whole 
life, and it comes naturally to me — I’ve only been getting 
paid for it for about 5 years.

I can create an event to any budget and have no problem 
coordinating multiple items, vendors and contractors. Orga-
nization and vendor management have never been a prob-
lem for me.

Grand Opening
D A N C E  .  C O F F E E  .  A R T

Dance 
Performances

Fiesta
Salsa, Timba, Bachata, 
Merengue

No Cover!
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Admission’s already free,
so have a drink on us.

BALLSTON SQUARE TEAM
General Manager – Sandra Russell
Maintenance Manager – Marvin Padgett
Acting POD – Lisa Bongardt
PMD – Jake Beitzel

What’s so special about...

BALLSTON SQUARE?
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Living Room
13'1" X 14'9"

Bedroom
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Great Room
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Pan.
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Upper Level

Among other things...

THE SIZE

1178
3385

963
940AVG SQ. FT.

LRGST APT.
AVG SQ. FT.
(MIDATLANTIC)

AVG SQ. FT.
(ALL AVB)

What’s so special about...

ARLINGTON NORTH?

Among other things...

THE FINISHES

SIGNATURE
Stainless steel appliances
Walnut cabinets 
White quartz countertops.

CONTEMPORARY
Black appliances
Espresso cabinets 
Granite countertops

URBAN
Black appliances
White cabinets, Granite countertops
And yes, that is an Avalon gear wall.

CUSTOMER CHOICE
Rent Premium for Signature: $90 – $170
Rent Premium for Urban: $0 – -$161

MOSAIC TEAM
Senior CM – Stephanie Ulloa
Maintenance Manager – Aregay Wondwossen
POD – Kim Goodwin
PMD – Kathleen Romeo-Nuñez



Other Projects
Event Planning
My most recent event planning foray was also the most 
successful. We had over 350 associates attend a four hour 
event celebrating their achievements. 

Quarterly award winners played an AvalonBay themed 
version of The Price is Right. The event was delivered with-
in budget and to riotous applause (and standing ovations, 
once we got to Plinko.)

Printed materials and electronic communications all  
catered to the theme, giving a cohesive feel missing from 
previous quarterly events.

Huron Shores Construction LLCHSC

Tom Caterino
914 Port Austin Rd
Port Austin, MI  48467                                                
Home  (989) 738-8747
Cell   (989) 295-0305

Tom
Builderthe

FRIDAY DECEMBER 5
11 a.m. – 3 p.m.
UPTOWN THEATER
3426 Connecticut Ave NW, 
Washington, DC 20008

Join us to celebrate our accomplishments and 
achievements in 2014 and to celebrate what’s com-
ing in 2015! We’ll be recognizing this quarter’s 
achievers by playing AvalonBay Price is Right!

We’ll follow with lunch and a holiday movie we 
can all watch together to relax, before we head into 
this busy holiday season.

Dress is casual, but professional, jeans are okay.
Associates are strongly encouraged to carpool 

and/or take the metro — parking in the area is very 
limited. Associates who show a selfi e of themselves 
on the metro will receive an extra ticket for the con-
cessions stand!

q4
midatlantic
Associate
recognition 
and awards

ANGELA
KECKLER
Avalon at Foxhall

LUIS
MONTERROZA
Avalon at Foxhall

DONOVAN
ATWELL
Avalon at Foxhall

EDUARDO
AGULIAR
Avalon at Foxhall

GARY
GREENE
Avalon at Foxhall

VICTOR
PONDER
Avalon at Foxhall

ASHLEY
HALL
Avalon at Foxhall

MARCOS
GONCALVES
Avalon at Foxhall

SHOWCASE
SHOWDOWN
PRIZE BREAKFAST

AVALON AT GALLERY PLACE
January 7
9 am – 11 am

Congratulations to the winners 
of our Showcase Showdown. As 
a special prize, the MidAtlantic 
Exec Team will don their chef 
hats and aprons to prepare a 
grand breakfast just for you.

the
price
is
right

the
price
is
right



Other Projects
Costumes
I sometimes like to say I collect hobbies. When I find a new 
hobby, I tend to bring the same professional enthusiasm I 
bring to my career aspirations. I often find myself perform-
ing and creating near a professional level very quickly.

Costuming and clothing design is an area I started to work 
in during 2010. Since then, I have rapidly expanded my tools 
and skill-set. I use this opportunity to work with cross-dis-
cipline skills, incorporating graphic and industrial design, 
sewing and sculpture into the completed pieces.

I have been known to incorporate everything from paper 
maché to 3D printed materials into a costume.

Artemis

Costume 
Concept

Artemis’s dominant element is fi re, and she is introduced with the idea 
that her body is her temple, and at the onset of our action, she has already 
burned.
Artemis and Th etis are paralleled by the cut of their outer dresses and lights, 
representing their divinity. Th eir outer dresses will be constructed out of or-
ganza, a light sheer material that will hold an independent shape, suggesting 
their existence beyond the natural world.

Costume 
Items

Black Underdress (Actor supplied), Organza Overdress, 
LED light structure, Crown

Estimated 
Cost

Organza Dress -- $25-30
LED Light Structure -- $75-80
Crown -- Supplies on hand

Th etis

Costume 
Concept

Th etis’s dominant elemtn is water, and as a sea witch beyond the natural 
realm, I wanted her to appear as though underwater.
Artemis and Th etis are paralleled by the cut of their outer dresses and lights, 
representing their divinity. Th eir outer dresses will be constructed out of or-
ganza, a light sheer material that will hold an independent shape, suggesting 
their existence beyond the natural world.

Costume 
Items

Black Underdress (Actor supplied), Organza Overdress, 
LED light structure, Organza Hair Ribbons

Estimated 
Cost

Organza Dress -- $25-30
LED Light Structure -- $75-80
Hair Ribbons -- spare from Overdress

Achilles

Costume 
Concept

Achilles’s costume is meant to serve three primary purposes: underscore his 
status as a warrior, his connection to Patroclus and the inevitability of his 
destiny. His costume is simple and form-fi tting, like a generic chain mail 
with hints of where his armor goes -- a hint that he is incomplete without it. 
(Th e hints are in the blue organza from his mother’s dress).
His armor is meant to resemble burning embers -- a symbol of the fi re in 
which his mother bathed him. When he wears the armor, it will glow as 
though on fi re -- when Patroclus wears it, the lights are switched off .

Costume 
Items

Sleeveless Black UnderArmour, Black Jeans (Actor Supplied), 
Breastplate, Bracers

Estimated 
Cost

UnderArmour -- $25 (trim from Th etis Organza)
Breastplate, Bracers -- $65-70

Patroclus

Costume 
Concept

Patroclus’s costume is very simple -- basically meant to look like a less-fi tted, 
lower-class version of Achilles’ underarmor.

Costume 
Items

Black Muscle Shirt, Black Jeans (Actor Supplied)

Estimated 
Cost

$10 (if Patroclus does not have his own muscle shirt)

Alexander

Costume 
Concept

Alexander is a warlord, emperor of the known world and beloved of Arte-
mis. It needs to show his connection and gifts from her, and his connection 
to Hephastian.
Th e sash is a quote from Julie Taymor’s Titus -- a mark of a nobleman, and 
the color is the same material as Artemis’s Organza dress.

Costume 
Items

Black, well-fi tted dress shirt and black dress slacks (hopefully actor sup-
plied), White Linen and Organza Sash

Estimated 
Cost

Sash -- $20-25

Hephastian

Costume 
Concept

Hephastian is meant to match Alexander minus the tiny element of royalty. 
Th eir costumes attempt to evoke a military dress uniform as might be worn 
by military leaders, without a specifi c time period. 

Costume 
Items

Black, well-fi tted dress shirt and black dress slacks (hopefully actor sup-
plied), White Linen Sash

Estimated 
Cost

Sash -- $20-25


