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BOUTIQUE STUDIO 
IN THE VILLAGE OF BROOKLIN
ON THE POND WHITBY, CANADA

CARTE BL ANCHE CRE AT IVE

Jane Speed 
[ President & Creative Director ] 
Jane truly believes a picture is 
worth a thousand words. She finds 
inspiration in the stories of others 
and it’s not uncommon that she 
will become long time friends or 
penpals with her clients. She is a 
mother at home and in the studio.

Chris Knox 
[ Studio Manager & Accounts ] 
Chris believes it’s never too late 
to try something new. As he 
approached his thirties, he followed 
his love of hockey and learned to 
skate. From the ice to the studio’s 
bookkeeping, he does everything 
with passion and focus.
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Since 2006, Carte Blanche Creative has been passionate about 
helping our clients, from large corporations to the mom and pop 
shop around the corner, by supporting and strengthening their 
brands, products and services.

We are known for being kind and hard working, all while offering 
an honest, educated and experienced view when working within or 
creating new brand standards, ultimately adding to a company’s value. 
Our team may be small  but our network is vast. We are able to scale 
to meet the demands of our projects and are ready at the drop of a hat.



Oliver Yaphe
[ Wordpress Website Design 
& Branding ]

OLIVER 
YAPHE
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BUMBLE & 
BEE STUDIO
Bumble & Bee Studio
[ Identity Design + Branding ]



BUMBLE & 
BEE STUDIO

It’s finally here.

Months and months of work in the making  
– our unisex clothing line is ready. 
 
AW 17/18 is our first baby and toddler wear line, 
an exclusive capsule collection for the 3 month 
to age 4 group. Designed in Sweden and made 
entirely of organic cotton, the collection shows 
off my love of minimalistic design and soft pastel 
colors. The range features 12 unisex pieces, all 
interchangeable with hand illustrated graphic 
tees that’s full of stylish playful shapes and 
breathable forms. 

I am proud to say that all Bumble and Bee 
apparel is 100% organic and GOTS certified, 
which guarantees that the best ethical choices 
are made throughout the entire production 
process. From when the cotton is picked until 
a purchase is made, as a customer you can be 
assured all material is organic and no harmful 
dyes or pesticides are used. 

My vision when creating this collection was to 
create a playful clothing range, that’s casual, 
durable and can be worn over and over again 
– and even used for more than one child if you 
choose! You will find the quality and care used 
in making these garments is really something 
special. Enjoy! 

Melissa Richt 
CEO & Founder
Bumble and Bee Studio

Tunics
Arrows (Grey Melange), Peach Blush

Slouch Pants 
Grey Melange, Mimosa, Dusty Aqua

Boxy Tee
Night Owl (Mimosa), 

Just Moosin’ Around (Marshmallow) 
Happy Camper (Dusty Aqua)

Sweatshirts
Arrows (Mimosa), Night Owl (Grey Melange)

Tank Rompers
Arrows (Peach Blush), Grey Melange

100% Organic 
Unisex Wear for 
your Busy Babe.  
Casual, Durable, 
and Sustainable.

Autumm/Winter
2017–2018
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Bumble & Bee Studio
[ Lookbook Design ]



THE GEORGE
HULL CENTRE

The George Hull Centre for 
Children and Families 
[ Annual Report, Illustration ]

THE 
GEORGE  
HULL 
CENTRE 
ANNUAL 
REPORT
2016-17



MACAULAY

The Macaulay Child 
Development Centre
[ Annual Report, Email Design  
& Illustration ]
.



InterContinental® Toronto Centre
[ HTML Emails, Web Banners, Poster 
and Illustraion]

INTERCONTINENTAL
TORONTO CENTRE



WORDS

Actionable
Robust reports are 

accessible in real time 

through an online dashboard 

intended to help educators 

monitor student progress 

and inform instruction.

Engaging
W.O.R.D. uses compelling 

storytelling, beautiful 

animations, and game-based 

learning strategies to 

motivate students toward 

reading success.

W.O.R.D. builds a solid foundation of core 

words so that students gain a deeper 

understanding of how one word can lead 

to a whole network of meaning. By helping 

students master high-utility words fi rst, 

W.O.R.D. reduces the stress on students 

and enables them to be better prepared 

for reading and beyond.

Personalized 
A placement activity at the 

beginning of each theme 

ensures that all students 

experience appropriately 

leveled digital texts based 

on their prior knowledge. 

Flexible 
W.O.R.D. fi ts into existing 

balanced literacy programs 

with fl exible 20-minute 

sessions, but can also be 

used independently as part of 

a literacy center or sent home.

Supportive
W.O.R.D. includes full audio 

support with natural voice-

over for all digital text and 

instructions, which can be 

turned on and o�  depending 

on each student’s needs.

Independent
Educators can trust that 

students are learning 

independently with a digital 

solution that maximizes 

vocabulary acquisition and 

deepens comprehension.

Develop a Solid
Understanding 
of Core Words

Leveraging Dr. Hiebert’s research and pedagogy, 

W.O.R.D. helps students become adept in core 

vocabulary that works in service of knowledge. 

Call 1-800-387-1437 for a free demo today!   3

Think

To develop or consider ideas

conceive

consider

imagine

brainstorm

Words connect concepts to ideas, ideas to 

knowledge, and children to the world around them.

Words Matter

W.O.R.D. closes the gap by teaching the words that matter most in literacy and life. Dr. Hiebert’s 

extensive analysis of ELA programs found that the vocabulary words selected for instruction were 

often rare words—words that students would encounter in reading only 10% of the time. As a result, 

Dr. Hiebert scanned and studied 10,000 children’s texts to determine the 2,500 morphological word 

families that make up 90% of all texts students will encounter. 

Close the 
Vocabulary Gap

knowledge

knowledge

concept

idea

idea

idea

idea

knowledge

knowledge

Beyond vocabulary, 
W.O.R.D. is a 
knowledge program. 

W.O.R.D. introduces new networks of 

meaning by teaching students the core 

vocabulary they need through 10 thematic 

units. Each theme ties in to the greater 

classroom curriculum and exposes students 

to words and their meanings within context, 

leading to richer interactions with text.

Vocabulary Activities
Each activity in W.O.R.D. approaches the theme's core 

vocabulary list from a di� erent angle, teaching a variety 

of learning objectives in fun and engaging ways. 

Turn the page to learn more about each of 
these fi ve vocabulary activities...

Megacluster Activity
W.O.R.D. introduces students to the idea of how 

some words cluster naturally together and have 

strong semantic ties in a one-of-a-kind activity called 

“MegaSort.” In this activity, students are presented 

with a vocabulary word, shown next to a sentence for 

context. Then they must sort the word into the correct 

megacluster grouping.

Students are rewarded with 5 minutes of Free Choice every 15 minutes!

Passages
Each student has his or her very own “Book Nook” with 

fi ction and nonfi ction passages that are unique to each 

theme per grade level. Passages feature audio support, 

word highlighting, a dictionary tool to help with unfamiliar 

vocabulary words, and many opportunities for students to 

learn new expressions, phrases, and idioms.

Call 1-800-387-1437 for a free demo today!   54   Learn more at www.scholastic.com/word.

Build Core Bodies 
of Knowledge Placement Activity

At the beginning of each theme, students demonstrate 

their existing knowledge of vocabulary within that theme. 

Each student’s current level of knowledge is used to 

di� erentiate instruction to ensure that he or she is 

progressing through the program at a developmentally 

appropriate level. 

Theme Components

Supercharge Vocabulary Instruction
for Grades K–5

S C H O L A S T I C

W o r d s  O p e n  R e a d i n g  D o o r s

A Component of

S C H O L A S T I C

SCHOLASTIC
W.O.R.D
Scholastic W.O.R.D.
[ Brochure  Design ]



Foundational Reading Program 
for Grades PreK–2

A Component of

S C H O L A S T I C

Progressing Toward a 
Solid Foundation in Reading
Ooka Island provides the essential skill development students require to become confi dent, effi  cient readers. Leading 
with phonemic awareness, Ooka Island purposefully starts with the sounds that are the easiest to hear and blend. 
Easier sounds can be lengthened or held, e.g., mmm... , so a student acquires a good grasp of the single sound 
before blending it with other sounds. As sound-le� er knowledge builds through Ooka Island’s 24 activity levels and 
as students read through the 85 carefully sequenced ebooks, they experience a steady progression toward fl uency 
and comprehension.

Learning to Read 
Begins with a Single Sound
Ooka Island explicitly teaches the 44 sounds of the English language and systematically introduces more complex 
phonological and phonics skills, so decoding becomes eff ortless. When students can hear, identify, and manipulate 
each sound automatically, brain energy can focus on comprehension.

Dr. Kay MacPhee, Program Author
Beginning as an educator, and inspired by her 
deaf son, Dr. Kay MacPhee has devoted her life to 
developing evidence-based reading programs for all 
children. She has spent 25 years as an accomplished 
researcher, and her reading comprehension concepts 
were ranked #1 by The What Works Clearinghouse. 

Phonological skills must 
be automatic, almost 
without thought, for 
reading to be fl uent, 
smooth, and accurate.“

”Dr. Kay MacPhee, Program Author
Beginning as an educator, and inspired by her 
deaf son, Dr. Kay MacPhee has devoted her life to 
developing evidence-based reading programs for all 
children. She has spent 25 years as an accomplished 
researcher, and her reading comprehension concepts 
were ranked #1 by 

ACTIVITIES ACTIVITY LEVELS ACTIVITY LEVELS ACTIVITY LEVELS

PHONOLOGICAL 
AWARENESS AND 
PHONICS

• Auditorially recognize phonemes 
that are easily heard and blended 

• Blend onset and rime
• Blend CV/VC words and syllables  
• Auditorially discriminate 

between words and syllables
• Identify and sequence lower-

and uppercase le� ers
• Acquire le� er-sound 

correspondence
• Identify print for initial 

consonant sounds in CV/VC 
words and syllables

• Identify print for initial and 
fi nal vowel sounds in CV/VC 
words and syllables

• Segment and blend syllables 
and words in CV/VC words 
and syllables

• Produce single phonemes

• Auditorially recognize complex 
phonemes 

• Blend CV/VC/CVC words
 and syllables  

• Rhyme syllable to word 
and word to word

• Auditorially discriminate 
between words and syllables

• Identify and sequence lower- 
and uppercase le� ers

• Acquire le� er-sound 
correspondence

• Identify print for initial and fi nal 
consonants in CV/VC/CVC 
words and syllables

• Identify vowels in CVC words 
and syllables

• Segment and blend syllables 
and words In CV/VC/CVC words 
and syllables

Review for Automaticity:
• Auditorially recognize all 

44 phonemes
• Blend onset and rime
• Blend CV/VC/CVC words 

and syllables  
• Auditorially discriminate 

between words and syllables
Review for Automaticity:
• Identify and sequence lower-

and uppercase le� ers
• Review le� er-sound 

correspondence
• Identify print for initial and 

fi nal consonants in CV/VC/CVC 
words and syllables

• Identify vowels in CVC words 
and syllables

• Segment and blend syllables 
and words In CV/VC/CVC 
words and syllables

EBOOKS EMERGENT BEGINNING FLUENT

VOCABULARY • High-Frequency Words • High-Utility Words • High-Utility Words

FLUENCY • Concept of word
• Automaticity of sight words
• Listening to text
• Modeling fl uent reading
• Narration in sync with highlighting
• Repeated reading

• Listening to text
• Modeling fl uent reading
• Narration in sync with highlighting
• Repeated reading

• Listening to text
• Modeling fl uent reading
• Repeated reading

COMPREHENSION • Listening comprehension
• Making connections
• Asking questions

• Listening comprehension
• Reading comprehension
• Making connections
• Asking questions
• Sequencing sentences

• Listening comprehension
• Reading comprehension
• Making connections
• Asking questions
• Sequencing sentences
• Making inferences

1–9

1–35 36–75

10–20

76–85

21–24

Call 1-800-387-1437 for a free demo today!   32   

s pa
1 2

3

Learning Always Comes First
Ooka Island’s unique learning cycle exposes students to phonological activities and reading for comprehension 
simultaneously—with equal emphasis—to ensure deep understanding of the fi ve foundational reading skills. As 
students achieve milestones on their journey, new content is unlocked to keep them engaged.

Three parts that cycle through until program completion

Phonological Awareness 
and Phonics Activities
Students are guided through a variety of 
activities for 20 minutes to develop skills, 
including phonemic awareness, onset and 
rime, segmenting, and blending. 

Reading for Vocabulary, 
Fluency, and Comprehension
Students are rewarded with a new ebook 
and the focus is on comprehension. Wri� en 
in familiar, conversational language, Ooka 
Island’s 85 carefully sequenced ebooks 
feature a six-part series.

Free Choice 
Students earn eight minutes to choose their 
own adventure! Students can shop at the Mist 
Mart, change their avatar, or revisit any unlocked 
activity or ebook to reinforce skills learned.

1

2

3

Personalized Paths 
to Profi cient Reading
Ooka Island uses continuous formative assessment to monitor progress and plot a personalized path for each student. 
This always-on analytics off ers seamless and immediate adaptivity, keeping students learning in their zone of proximal 
development. Through developmentally appropriate and highly individualized practice, Ooka Island adjusts instruction 
across every activity, at every level, and in real-time. 

Seashell Words
Skills Learned: 

• Concept of word
• Sight vocabulary

1

Word Ball

Alphabet Mountain
Skills Learned: 

• Idenitifying and sequencing upper and 
lowercase le� ers

Submarine Listening
Skills Learned: 

• Le� er-sound correspondence
• Listening for and identifying consonants in 

initial and fi nal positions

Word Ball
Skills Learned: 

• Reading and identifying syllables and words

Cave of Sounds
Skills Learned: 

• Auditory discrimination of 
the  44 single phonemes, 
with a focus on automaticity

• Le� er-sound correspondence
• Listen for and identify consonants 

in initial and fi nal positions

The Popcorn Library
Skills Learned:
• Concept of Word
• Sight words
• Vocabulary
• Fluency
• Comprehension

SCHOLASTIC
OOKA ISLAND

Scholastic Ooka Island 
[ HTML Emails, Brochures, Web 
Banners, App Icon design]



Serendipity Labs
[ Website Design ]

SERENDIPITY  
LABS

Gracious Goodies
[ Logo Design, Website Design ]

GRACIOUS  
GOODIES



W Hotels & Resorts
[ W Events Photo Manipulation 
Icons, Web Banners 
& Interactive Website ]

W HOTELS
& RESORTS



LE MERIDIEN
DIGITAL FLASH BANNER GUIDELINES

20©2014 STARWOOD HOTELS & RESORTS WORLDWIDE, INC.  ALL RIGHTS RESERVED. FOR INTERNAL USE ONLY. CONFIDENTIAL & PROPRIETARY – MAY NOT BE REPRODUCED OR DISTRIBUTED WITHOUT WRITTEN PERMISSION OF STARWOOD HOTELS & RESORTS WORLDWIDE, INC.

160x600 
DIgItaL FLash 
BaNNEr 
aLIgNMENt + 
PosItIoNINg

THE CAPTION SHOULD APPEAR 
BELOW THE FULL COLOUR IMAGE  
AND BE THE PROPERTY NAME 
THAT MATCHES THE PHOTO

ALL DIGITAL FLASH BANNERS 
REQUIRE A 1 PX BLACk BORDER 

THE UPPER RIGHT HAND CORNER 
OF ALL BANNERS MUST HAVE 
ENOUGH SPACE IN ORDER TO 
OVERLAY THE ADCHOICES MARkER

THE CALL TO ACTION MUST BE 
PLACED IN A BOX WITH AN ARROW 
AND ALWAYS LEFT ALIGN TO THE 
BOTTOM LEFT OF THE TOP THIRD

BOTH THE THE FULL COLOR IMAGE 
AND MONTONE IMAGE AREAS 
SHOULD SPAN THE WIDTH OF THE 
BANNER. THE TWO IMAGES SHOULD 
BE SCALED AND PLACED IN THE 
EXACT SAME POSITION (MONTONE 
IMAGE IS CROPPED TO FILL THE 
BOTTOM THIRD)

SAFETY

THE LE MERIDIEN LOGO 
SHOULD BE CENETRED IN THE 
BOTTOM THIRD

THE SPG LOGO SHOULD SIT ON THE 
BOTTOM THIRD OF THE BANNER 
AND BE 62 PX IN WIDTH

TOP 
THIRD

MIDDLE 
THIRD

BOTTOM 
THIRD

our digital flash banner guidelines have 
been created using a 160x600 banner 
size. you may create any standard banner 
of any size by using the grid system on the 
previous page in conjunction with these 
notes on positioning elements. 

adchoices Marker

adchoices Marker (Notification to 
customers of behavioral targeting) will be 
placed on top right hand corner of all 
remarketing  banners. 
 
adchoices Icon + text will be 73x15 pixels 
for a bannerwidth greater than or equal to 
240 pixles and height greater than or 
equal to 220 pixels

adchoices Icon only will be 23x15 pixels 
and placed on banners with a  width less 
than 240 pixels and height less than 220 
pixels.

BRAND FLASH  
BANNERS

fPo

Le Meridien Hotels &Resorts 
[ Web Banner Campaigns 
 & Brand Guidelines Document]

LE MERIDIEN
HOTELS

LE MERIDIEN
DIGITAL FLASH BANNER GUIDELINES
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160x600 
BaNNEr  
oVErVIEW

SPG LOGO

CAPTION: 
PROPERTY  

NAME

BODY COPYSUB-HEAD

CALL TO ACTION

HEADLINE

LOGO

BRAND OR PROPERTY 
PHOTOGRAPHY

this outlines the elements which may or may 
not be customised for specific needs. the 
elements called out in salmon should appear 
exactly as the are provided in the template. 
Elements called out in cyan my be customised 
to communicate your unique message.

do not alter

LOGO 
SPG LOGO 
CALL TO ACTION

May Be custoMized

PROPERTY CAPTION 
HEADLINE 
BODY COPY 
PHOTOGRAPHY 

BRAND FLASH  
BANNERS

FRAME 1 FRAME 2

WHEN PLACING BOTH THE  
FULL COLOR AND MONOTONE  
IMAGES IN THE BANNER 
PHOTOSHOP FILE SCALE BOTH 
IMAGE LAYERS TOGETHER TO 
ENSURE ACCURATE ALIGNMENT. 

USE A LAYER MASk TO CROP
THE MONTONE IMAGE.

BE MINDFUL WHEN CHOOSING 
IMAGES AND PLACING THEM 
INTO THE DIFFERENT SIzE 
BANNERS. THE PHOTO MAY NEED 
TO SHIFT IN ORDER TO ENSURE 
THE LEGIBILITY OF THE LOGOS 
AND CAPTION. 

fPo fPo



LUXURY  
COLLECTION  
HOTELS

Luxury Collection Hotels
[ Tiranon Place Logo, Website ]

Hyatt Place & Hyatt Hotel
[ Interactive Holiday Card from the Marketing Team ]

HYATT PLACE 
& HYATT HOUSE



THANK YOU. 
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