
I'm Marbry Walker.
I  C R E AT E  LO G O,  P R I N T,  D I G I TA L , 

A N D  B R A N D  P L A N  PAC K AG E S 
F O R  OW N E R S  &  E N T R E P R E N E U R S .



YO U  M AY  B E  L AU N C H I N G  A  S M A L L  B U S I N E S S , 
A  N E W  P R O D U C T,  O R  S I M P LY  N E E D  B E T T E R 
B R A N D E D  E L E M E N T S  F O R  YO U R  A L R E A DY-

G R OW I N G  B U S I N E S S .

T H AT  G E T  YO U 

looking and feeling good 
A B O U T  W H AT  YO U  S E L L  A N D  D O.



What you get
Here’s how businesses always hire me, and how we work together. Think of The 

Brand Package as our jumping-off point and the steps we take along the way, so we 

start on the same page and work from a solid platform. 

What you get:

3  B R A N D  D I S C OV E R Y  S E S S I O N S

kicking off together & starting with your “why”

checking in with findings, ideas & inspiration

presenting brand elements suite & brand plan

B R A N D  E L E M E N T S  S U I T E

logo design, business card & letterhead

2 printed pieces (i.e. small brochure/postcard)

social media graphics & digital newsletter

copywriting & photography may be extra 
& determined in kickoff

B R A N D  P L A N

your brand “why” slides / the foundation

your brand graphic standards

an outline for next step strategies

Ongoing services are add-ons to The Brand Package and can include: 
website design | additional design materials | monthly marketing planning



for your business
We’re going to work together to create this brand. It doesn’t have to take a ton of steps 
or an endless back and forth, but it does take a clear creative process that makes sure 

your business has a voice (that’s you!) and a guide (that’s me!) along the way.

What to expect:



W E  S TA R T  W I T H  YO U R  " W H Y "

we're digging in under the surface and discussing  
everything from why you started your business, 
to who's going to see your brand - and what you 

want them to feel & do next

N E X T  W E  G E T  C R E AT I V E

I take some time to gather my findings & 
inspiration, then we check in after I share 
an outline of your brand foundation, and a 

moodboard of design & messaging inspiration

T H E N  “ H E L LO,  B R AV E  N E W  B R A N D ”

I present your designed brand elements 
(such as logo, print pieces and digital graphics), 

as well as a plan to get your brand & story 
out there!

What to expect



How much does it cos t?
OPTION 1 OPTION 2

3 Brand discovery 
sessions • •
Logo design • •
Business card • •
Letterhead • •
Social media graphics • •
Brand Plan • •
2 printed pieces (i.e. small 
brochure, postcard, etc.) •
Digital newsletter •

$6,000 $8,000

These options are designed to cover the most typical business needs. Please contact me to discuss other 
options or to get a custom quote for your project.



I'm Marbry Walker.
I love to show my clients how wildly successful they could be if they’d stop and take 
the time to lay the proper foundation for their brand. I love to bring both guidance and 
flexibility to a client’s brand and communications. My clients say that I understand their 
brand, represent them well and that they love working with me, think I have great ideas, 
and highly regard my design-related opinions.

My work experience includes: creative consulting and branding for corporate collateral 
materials, marketing communications, public relations, and special events. I've had 
the great fortune to work with clients like AIA Seattle, Community Cycling Center, 
Fleishman Hillard, Nike and Western Culinary Institute.



"From designing large-scale documents and reports, to crafting unique 
fundraising collateral, Marbry truly understands our vision and brings it to life 
in her design work. Our “Understanding Barriers to Bicycling Report” helps 
us communicate about what we do on a local and national level, and has even 
influenced other organizations around the country to learn how to make 
bicycling more accessible in their communities. The fundraising pieces have 
motivated people to support us both financially or with the gift of a bicycle 
donation. I love the fundraising piece she recently designed for us—it’s our 
best mailer yet! She has a great understanding of our mission, which translates 
through her work."

— Melinda Musser, Communications & Marketing Manager,  
Community Cycling Center

Portfolio



Community
Cycling
Center

2013 Annual ReportPhoto by Theo Roffe

“In the face of adversity, we were able to successfully deliver our mission 

because of the community of support surrounding the Cycling Center. The 

dedication of over 800 volunteers, our amazing staff, and our generous donors 

ensured that we did not miss a beat. It is amazing what the power of community 

stewardship can achieve.” 
Mychal Tetteh, Chief Executive Officer

PROJECT:  2013 Annual Report 
CLIENT:  Community Cycling Center • MY ROLE:  Design & layout of annual report



Dear Friends,

At the Community Cycling Center, 2013 was a year marked by transition 
and overcoming challenges. We experienced changes in key leadership 
roles and faced negative trends in the funding environment for non-profits 
nationwide.

In the face of adversity, we were able to successfully deliver our mission 
because of the community of support surrounding the Cycling Center. The 
dedication of over 800 volunteers, our amazing staff, and our generous donors 
ensured that we did not miss a beat. It is amazing what the power of community 
stewardship can achieve. 

Building on the successful launch of the Bicycle Repair Hub, together with residents 
of New Columbia, Home Forward, and the PDC, we completed the construction of 
the Bike Skills Park. These community-centered design components provide the 
infrastructure needed to continue the work of the resident-led bike committee, We 
All Can Ride.

Maintaining the momentum we have with our partners at Hacienda, Andando en 
Bicicletas en Cully (ABC) fashioned a community-driven leadership model focused 
on ownership, accountability, and self-determination. The model ABC created 
is transforming expectations of what is possible in historically under-resourced 
communities, and is actively addressing the barriers to bicycling faced by 
community members. 

We accomplished all of this while continuing to deliver our flagship programs—
Bike Camp, Bike Club, and Create a Commuter. 

Thanks to your support, in 2014 we are poised to deliver innovation in 
transportation advocacy, community-centered design, job skills training, 
community health, environmental education, and active transportation 
access. We are finding new ways to deliver our mission every day. 

Thanks for riding with us,

Mychal Tetteh
Chief Executive Officer Photo by Greg Raisman

382 
kids earned bicycles, 
helmets and safety 

education at the 
Holiday Bike Drive

27 
kids participated in 
Bike Club, an earn-
a-bike after-school 

program

423 
visits to the Bike 

Repair Hub in New 
Columbia

43,727 
pounds of steel, 

aluminum, and rubber 
recycled

2,487 
bikes donated by 

community members

1,736 
bikes reused in our 

community programs 
or sold in our bike 

shop

162 
adults received fully-
outfitted commuter 
bikes and training 

through our Create a 
Commuter program

16 
kids received 

scholarships and 
experienced summer  

adventures on two 
wheels at Bike Camp

56 
people participated in a 

needs assessment at Native 
American Youth & Family 
Center to help determine 

future bike programs

16 
summer bike rides 

led by Hacienda and 
New Columbia ride 

leaders

By the numbers
9,678 

volunteer hours 
contributed, 

equivalent to 4.6 
full time employees

3,091 
hours our bike 

shop is open while 
delivering our mission

120 
hours of repair time 
at New Columbia’s 

Bike Repair Hub

Mission + vision  
statement: 

The Community Cycling 
Center, founded in 1994, 
broadens access to bicy-

cling and its benefits. Our 
vision is to build a vibrant 
community where people 

of all backgrounds use 
bicycles to stay healthy 

and connected.

Significant advances in 2013:

2013 in review

Photo by Theo Roffe

Significant challenges in 2013:
• We hired a new Chief Executive 

Officer and Development 
Manager.

• We recruited six new board 
members with backgrounds 
in community health, diversity 
consulting, environmental justice, 
law, and active transportation.

• With the help of residents, Home 
Forward, and PDC, we completed 
the Bike Skills Park at New 
Columbia.

• We began providing stipends to 
Community Bike Educators from 
New Columbia and Hacienda 
CDC while completing 10 train-
the-trainer workshops.

• We expanded our summer Bike 
Camps by offering new themes 
based on feedback from past 
participants.

• We continued to shift our efforts 
from seeking general operating 
grants to grassroots fundraising 
and strategic grant opportunities. 

• We experienced transition in key 
leadership positions: Executive 
Director, Development Manager, 
and Program Director. We 
engaged in significant recruit-
ment efforts. 

• Staff redoubled their efforts 
to cover program delivery and 
volunteers filled critical roles in 
targeted outreach events.

• We faced negative trends in 
the funding environment for 
non-profits nationwide.

• Our programs and administrative 
office’s lease expired and we 
moved to a new location on NE 
2nd Avenue.

Financials

Total Support and 
Revenue: $1,343,504

Total Expenses: $1,482,316

Total Program 
Expenses: $1,023,945

Total Administration 
& Fundraising 
Expenses: $406,958

Net Asset Change: ($138,813)

Unaudited financial information.

EXPENSES

*37% of the cost 
of operating the 
bike shop is spent 
on community 
support and 
program delivery.

(grants, individual 
and business 

donors, in-kind)

(grants, 
government 

contracts, in-kind)

REVENUE

Photo by Ben Latterell

PROJECT:  2013 Annual Report (continued) 
CLIENT:  Community Cycling Center • MY ROLE:  Design & layout of annual report



INTEGRATING ENERGY ENGINEERING 

& PERFORMANCE MODELING INTO 

THE DESIGN PROCESS

PROJECT:  Integrating 
Energy Engineering & Per-
formance Modeling into The 
Design Process 
CLIENT:  BetterBricks 
MY ROLE:  Design & layout 
of 36-page guide
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SYSTEMS 
Consider whether there are passive heating, cooling, and ventilation 
systems that are likely to make sense for this project.

The scope of work for the energy engineer/performance modeler 
encompasses more than energy simulation modeling. It begins 
with Pre-Design analysis by providing recommendations to support 
project energy performance. The scope includes:

•	 Climate	analysis	report;

•	 Design	criteria	for	indoor	and	outdoor	design	temperatures,	
indoor humidity, minimum ventilation rate (including air flow 
distribution and velocity), interior and exterior illuminance 
levels, and peak miscellaneous equipment heat gain densities. 

Energy simulation modeling can be initiated during Pre-Design 
and	carried	through	100%	Construction	Documents.	As	design	
documentation	progresses	through	the	Conceptual,	Schematic,	
Design Development and Construction Document phases, the 
energy model will be revised at critical stages of the design. It will 
be used to inform design decisions and to provide estimates of 
energy use to help assess the life cycle costs of various options. 

The energy engineer should develop energy models for baseline 
analysis and the proposed project. The models are based on 
program and simplified geometric inputs—tall and skinny building, 
short and fat building, short and elongated, etc.— the so-called 
“shoebox” model. This simplified model illustrates the impacts 
and opportunities of climate resources, provides an initial overview 
of occupant use and the impact upon energy consumption, and 
considers how preliminary design assumptions affect performance. 
Start	with	a	baseline	model	that	complies	with	relevant	existing	
standards	(e.g.,	ASHRAE	90.1,	local	code	requirements,	or	other	
definitions of minimum acceptable performance) and that can be 
used to test the implications of various design criteria on both loads 
and energy use. 

From	the	baseline	energy/loads	simulation	model,	prepare	a	report	
that addresses integrated design strategies and informs design 
team decisions. It should: 

•	 Identify	potential	problems	related	to	excessive	energy	use;

•	 Identify	potential	problems,	such	as	drafts,	glare,	and	high	
levels of internal gains, which primarily impact occupant 
comfort;

USE 
Compile and maintain documentation of projected occupant 
use, schedule, code-based requirements and other programming 
assumptions. 

•	 Identify	the	key	design	criteria	that	can	significantly	impact	
heating, cooling, ventilation, and lighting loads: indoor design 
temperatures, horizontal illuminance levels, peak internal 
equipment gain, number of occupants during peak (and other) 
occupancies minimum ventilation rates, etc., and document 
how each criterion has been established. 

•	 Consider	how	the	boundaries	and	constraints	imposed	by	
these criteria might be extended and modified. 

DESIGN 
Use the sun path to determine the building orientation that is most 
likely to optimize daylighting while reducing solar gain. 

USE

DESIGN

SYSTEMS

PERFORMANCE	
MODELING

Building 
Orientation 

with Sun Angles
Graphic provided courtesy of the 

University of Oregon’s Energy 
Studies in Buildings Laboratory.
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o The necessary information is typically presented as a 
frequency histogram, a common format for wind energy 
generation analysis. Once plotted, the data can be 
compared to “ideal” frequency distributions and/or used 
for energy generation predictions.

Solar Radiation and Sun Path
Prepare graphic representation(s) of solar radiation and sun paths 
and include a written explanation of design implications. Initial 
versions of these materials should be delivered as early as the 
project kick off meeting for use during conceptual design and 
programming, with the information fully integrated into the design 
during	the	Schematic	Design	phase.

The solar radiation and sun path plot can help the design team 
answer many questions, such as:

•	 What	is	the	relationship	between	solar	radiation	and	typical	
temperatures	(conductive	heat	transfer)?	Even	where	there	
may not be much solar radiation, mild temperatures may mean 
that solar is not needed as a resource. 

•	 When	are	overcast	and	clear	sky	conditions	predominant	
during	the	year?	

•	 What	are	the	implications	for	daylighting	opportunities:	
skylight	and	window	size,	placement,	and	solar	control?

•	 Should	solar	control	options	focus	on	control	of	direct	
radiation,	glare	from	overcast	sky	conditions,	or	both?	

•	 How	many	clear	sunny	days	are	typical	during	the	winter	
season and what is the potential to use solar energy as a direct 
energy	input	to	the	building?	
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•	 Develop	project-specific	design	goals	and	directives;	

•	 Use	preliminary	energy	modeling	to	support	setting	energy	
use goals; 

•	 Develop	design	strategies	to	reach	the	goals;	and

•	 Update	the	energy	model	throughout	the	design	process	to	
evaluate strategies and to track progress against the goals. 

The energy engineer/modeler should be an analytical and creative 
thinker who challenges the design team by posing questions like: 

•	 What	is	an	appropriate	energy	use	target	for	the	design?	

•	 Can	the	project	be	a	zero	net	energy	building?	

•	 What	other	energy-related	performance	goals	should	be	
established	for	the	project?	For	example,	can	the	project	
eliminate the need for mechanical cooling, provide sufficient 
ventilation without the use of ducts or implement daylighting 
to	minimize	energy	use?

•	 Are	there	any	design	criteria	inconsistent	with	a	high	
performance	building?	What	are	those	criteria?	In	what	ways	
are the criteria different from what might be considered “state 
of	the	art”	design	practice?	Is	the	building	sited	appropriately?	
If not, are there issues for future performance testing e.g, west-
facing	glass?	

•	 What	additional	analysis	is	needed	to	challenge	higher	
energy using “conventional” design assumptions such as the 
“need”	for	reheat?

To advance integrated design strategies, we have listed questions 
throughout this document that should be addressed by the design 
team with facilitation and support from the energy engineer. 
Answers	to	these	questions	should	be	provided	(and	updated)	
within major deliverables at each phase of the design.

We have also organized this document using a model of integrated 
design that was developed primarily by G.Z. “Charlie” Brown of 
the	University	of	Oregon,	with	substantial	support	from	NEEA’s	
BetterBricks initiative. Using this framework in an iterative way 
throughout each design phase, the team, with the energy engineer, 
can seek the required design strategy synergies that allow the 
design to achieve high levels of efficiency. 

This construct of integrated design focuses on opportunities to 
increase building energy performance through four integrated 
design strategies: 

•	 Employing	CLIMATE	as	a	resource	to	enhance	energy	performance;	

•	 Consideration	of	USE,	schedule,	and	comfort	criteria	as	malleable;	

•	 Building	DESIGN	and	site	design	(primarily	building	orientation	and	landscaping)	to	create	
small loads; and 

•	 The	design	of	efficient	SYSTEMS.	

SYSTEMS

BUILDING
DESIGN

CLIMATE

USESYNTHESIS

CLIMATE
Climate is often considered a liability. 

View it instead as a resource.

SYSTEMS
Systems	designed	
to integrate climate 
and use strategies 
and sized to meet 
optimized loads.

USE
Even small 

adjustments to 
operating schedules, 

comfort criteria and 
use patterns can make 
a significant difference 

in a building’s energy 
consumption.

BUILDING DESIGN
Design strategies (daylighting, natural 

ventilation, shading, and others) are related 
to decision about building site, form, 

organization, and major materials.

“When elements 
of a building 
take on different 
functions, that is 
a clue that we are 
doing integrated 
design.”

Mike Hatten, SOLARC 
Architecture and Engineering

INTEGRATED DESIGN SYNTHESIS



A Guide for Food Processors

This Guide was Created by:

Northwest Food Processors Association

Organized in 1914, the Northwest Food Processors Association (NWFPA) 

represents the complex, varied interests of food processors in Oregon, 

Washington and Idaho. NWFPA is headquartered in Portland, Oregon, and 

has a current membership roster of over 450 member companies. Among 

these members, there are more than 80 food processors operating over 200 

production facilities throughout the Pacifi c Northwest. Changing to refl ect the 

diverse background of food fi rms throughout the region, the Association’s 

membership has expanded over the past several years to include seafood, 

dairy, bakeries, specialty and fresh-cut.

Tell Us 

Your Story!

sustainability@nwfpa.org

www.nwfpa.org/sustainability

A Guide for Food Processors

PROJECT:  Sustainability Guide for Food Processors  
CLIENT:  Northwest Food Processors Association (NWFPA) • MY ROLE:  Design & layout of guide
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Published by: Northwest Food Processors 
Association (NWFPA) and 
the Northwest Food Processors 
Education & Research Institute (ERI)

This publication was supported by 
the Oregon Business Development 
Department, Oregon Department 
of Agriculture, and the Idaho State 
Department of Agriculture.

© 2012 Northwest Food 
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PREPARED BY:
David McGiverin, Sustainability and 
Productivity Manager, NWFPA

Pamela Barrow, Energy Director, 
NWFPA

Special Thanks to: THE NWFPA SUSTAINABILITY TASK FORCE
ConAgra - Lamb Weston (Paul Halberstadt)
Del Monte Foods (Robin Connell & John Wisse)
National Frozen Foods (Amyris Borgo)
Oregon Cherry Growers (Steve Kollars)
J.R. Simplot (Alan Prouty)
Tillamook County Creamery (Shawn Reiersgaard)
Tree Top, Inc. (Chris Cary)
Truitt Brothers (Heather McPherson)

For additional 
information, contact: 

sustainability@nwfpa.org

503.327.2200 

www.nwfpa.org/sustainability
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Visioning 
Sustainability

For more than a 
century, the food 
processing industry 
has been, and 
continues to be, an 
integral part of the 
Northwest economy. 
The continued viability 
of the industry is 
dependent upon 
the success of our 
ongoing efforts to 
address water, energy, 
safety, community 
and environmental 
responsibilities. 

–NORTHWEST FOOD PROCESSORS 
ASSOCIATION SUSTAINABILITY 

TASK FORCE, 2010

In NWFPA’s vision, Northwest food 
processors are national leaders in 
the food processing industry. To 
achieve our vision, NWFPA’s leader-
ship identifi ed sustainability as a key 
strategic priority for food process-
ing and established an objective to 
“mainstream” sustainability in the 
industry. In 2012, NWFPA launched 
a major sustainability initiative and 
the NWFPA board elevated the 
Sustainability Task Force to standing 
committee status in the association. 
The new Sustainability Committee’s 
membership was broadened to 
include representatives of NWFPA’s 
fi ve other standing committees. 
This echoes the contemporary 
approach to sustainability as the 
umbrella under which many areas 

of effort fall, including energy, water, 
waste, greenhouse gas emissions, 
workforce, and community involve-
ment. Broader participation in the 
Sustainability Committee will assure 
development of products and ser-
vices that will serve as resources for 
NWFPA members in their sustain-
ability efforts.

This Sustainability Guide was 
developed as just such a resource 
to help food processors create 
their own sustainability programs. 
The Guide is divided into two sec-
tions: (1) identifying sustainability 
opportunities; and (2) developing 
a plan of action. The identifi cation 
section addresses the three legs 
of sustainability – planet, profi t and 

Broader participation in the Sustainability 
Committee will assure development of products 
and services that will serve as resources for 
NWFPA members in their sustainability efforts.
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people. Each leg is discussed in a 
four-page spread that provides a 
brief defi nition, specifi c examples 
of NWFPA member activities, 
associated sustainable practices, 
key questions to ask yourself, 
and references to additional 
resources. The second section of 
the Guide focuses on coalescing 
your thoughts and resources into a 
viable sustainability action plan.

Developing 
Your Vision
Sustainability has become a 
business necessity in a world 
demanding transparency and 
accountability. Customers and 
consumers often associate busi-
nesses that implement sustainable 
practices with quality products and 
services. Further, some investors 
now look at sustainability perfor-
mance as a predictor of overall 
business profi tability or indicator of 
overall business value.

The fundamental concepts of 
sustainability are not new. Your 
company may already have many 
sustainable practices in place. 
This Guide is designed to suggest 
refi nements to current practices and 
to facilitate further thinking about 
new opportunities while enabling 
you to formulate a sustainability plan 
with vision and purpose.

Vision Statement 
Examples
AJINOMOTO FROZEN FOODS 
USA, INC. As a truly global com-
pany, we are committed to social 
and environmental sustainability. 
We will contribute toward this goal 
through the fi elds of Food and 
Health like no other company can, 
and will strive to earn the trust of the 
people of the world for generations 
to come.

DEL MONTE FOODS At Del Monte 
Foods, our vision is to nourish 
families and enrich lives, every day. 
We’re passionate about bringing 
high-quality, healthy, and nutritious 
foods to people and their pets in a 
way that protects the environment, 
builds strong ties to our communi-
ties, and enables our Company to 
grow and fl ouris

HEINZ FROZEN FOOD COMPANY
We defi ne a compelling, sustain-
able future and create the path to 
achieve it.

Sustainability has become a business necessity in a 
world demanding transparency and accountability. 



PROJECT:  Event posters, social media graphics + print ads 
CLIENT:   Kenton Business Association
MY ROLE:  Design & layout of posters

Thursday, October 29
5 p.m.-7 p.m.
Trick or Treat at businesses along the 
main downtown Kenton Corridor  
(N. Schofield to N. Argyle)



Kenton Business Association Presents

Thursday, October 30th

5:00 p.m.-8:00 p.m.

Trick or Treat
at shops along N. Denver  

between N. Schofield & N. Willis  
(side street shops too!)

 ÂKids Activities!
 ÂFamily Fun!
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Paul Bunyan Plaza at N. Denver & N. Interstate • Music By Mr. Ben • Santa, Snacks & Drinks
Brought to you in part by our Sponsors

Poster design by MarbryWalker.com

Get Wooden Nickels by making 
qualifying purchases at these 
businesses! Redeem Nickels for 
prizes, discounts & more! 

Check participating shops for details!

Bamboo Craftsman
CUP Coffee Co 
Fang & Feather
Give & Take
Homebrew Exchange
Kenton Antiques 
Kenton Club
Kenon Cycle Repair
Kenton Station

Kenton Wellness
Lilac Wine 
Little Red Press
Little Shop Of Hairs
Parkside Pub
Pizza Fino
Po’Shines
Posies
Salvage Works

Poster design by MarbryWalker.com



Thursday, October 29
5 p.m.-7 p.m.
Trick or Treat at businesses along the 
main downtown Kenton Corridor  
(N. Schofield to N. Argyle)

Live Music 
Coaster Car Race 

Kenton Cycle Repair Swap Meet
Kids Activities 

Live Boxing
Vendors

Free for All Ages

SPONSORED BY

D E S I G N  B Y

6th annual

at N. Denver between N. Willis & N. Watts
THEME
Paul Bunyan and Babe.

ROUTE 
Starts at N. Watts & N. Denver 
and ends at the Paul Bunyan 
Statue. This Parade route of 
4 blocks makes it perfect for 
groups of young children.

WHEN 
Parade steps off at 10 am

REGISTER TODAY
To register your group contact 
Elizabeth at  
e_skelding@yahoo.com  
or 503-784-6688 



"I would recommend Marbry for her work and 
spot on assessments of the brand landscape 
we were developing. With her expertise 
and guidance we were able provide visual 
consistency and professionalism to our 
Sustainability Initiative outreach materials. 
Together we created a brand environment 
(booth) for the 2011 Farwest Show which 
included banners, brochures, bookmarks, 
flyers, tote bags, and a promotional 
piece showcasing unique approaches to 
sustainability. The booth captured attention, 
and most importantly, provided an 
opportunity to inform nursery owners on 
actionable sustainable practices."

— Whitney Rideout, formerly at  
Oregon Association of Nurseries





Shop for Christmas gifts
soy wax candles | tealights | tart warmers & tarts

5567 W. Hayden Avenue
Located between Meyer & Huetter on the 
North side of the road.  Look for balloons.

DE Soy Wax Candles | Debra Edmondson
(208) 687 7003 | info@desoywaxcandles.com | www.desoywaxcandles.com



Marbry is an editor’s designer because first and foremost she considers 
purpose. Her design work is wonderful, but it’s her attention to how the 
design will function to achieve the communication goal that consistently 
delivers value. Marbry has built terrific collateral for me for over four 
years including presentations, large format poster info-graphics, one-page 
informationals, and schwag. Always on time, always with good communication, 
and always thoughtfully executed, Marbry Walker is an excellent partner for 
design deliverables.

— Sushanah Boston, Project Manager, Continuous Energy Improvement at Northwest Energy Efficiency Alliance



B U T  A F T E R  A L L  T H E  H A R D  WO R K  YO U  D O, 

the risk is playing it safe
W I T H  A  B R A N D  T H AT  G O E S  U N N OT I C E D, 

B E C AU S E  I T  N E V E R  R E A L LY  F E LT  L I K E  YO U .



S O  L E T ’ S  S TA R T  W I T H  YO U R  P U R P O S E , 
K N O W  W H E R E  YO U ’ R E  G O I N G ,  A N D 

C R E AT E  A  B R A N D  T H AT  M A K E S  S E N S E , 
A N D  M A K E S  A  C H A N G E  F O R  T H E  B E T T E R  – 

F O R  YO U ,  A N D  YO U R  B U S I N E S S .
•

Read more about my work and my approach at MarbryWalker.com.




