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48th Annual Legislative Conference Branding
Digital media, Illustrator Photoshop & InDesign
June - September 2018

For the Congressional Black Caucus Foundation’s 48th Annual Legislative 
Conference in Washington, D.C., a theme, aesthetic, and graphics package 
is developed. This becomes the design bible for building everything from 
advertisements to stage sets and backdrops for the conference and is 
distributed to more than 20 vendors and trade show consultants for use.

Audience: Youth - Elderly, Business Executives, Legislators

CBCF’s ALC provides 
the platform for 
civically engaged 
citizens to gain the 
tools needed to 
increase economic 
opportunities, 
safeguard voting 
rights, and alleviate 
poverty in their 
communities.

CONTEXT
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TECH ACCESS

POWERED BY

ILLUSTRATING A HISTORICAL STYLE IN A MODERN WAY
With a desire to evolve and elevate the design style for an organziation that has historically used 
photography images and geometric shapes, I brought in an more illustrative, bold, and new idea to the 
image and geometric brand style. While these elements usually are tied to a single-color palette, this 
design gave me the opportunity to use colors from various positions on the color wheel.

cmyk: 1, 47, 88, 0 
rgb: 244, 152, 68

cmyk: 78, 48, 13, 1
rgb: 66, 122, 169

cmyk: 10, 99, 99, 2
rgb: 211, 37, 46

cmyk: 2, 12, 96, 0
rgb: 253, 214, 58
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Role: Research industry trends, re-design and expand the homepage layout, request and edit content, 
direct and manage website development.

Website link: https://www.eventscribe.com/2018/ALC/
Former website link: https://www.eventscribe.com/2016/ALC/

WORKING WITHIN THE BOX: REVAMPING THE WESBITE

Role: create each element, design and layout new homepage, copyedit, 
research and design new inside pages for site, lead and direct developers in 
coding of new site elements

Re-designing from the 2016 
single image style to an 
expanded more information 
accessible homepage:

https://www.eventscribe.com/2018/ALC/
https://www.eventscribe.com/2016/ALC/
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As an art director some of the most gratifying parts of my work besides solving the problem is actually 
seeing the work come to life for my clients. Below are a few snapshots, taken on my iPhone, from the 
48th Annual Legislative Conference where my work was on display for over 10,000 attendees, sponsors, 
Congress members, and business executives combined. 

BRINGING THE THEME TO LIFE ON SITE

Top Left: Large themed banner on the entrance side of 
Convention Center; Top Center: Digital event signage 
screen above Hall D event room; Top Right: Digital 
conference flags screens and banner screen; Bottom 
Left: Phoenix Awards Dinner with conference branding 
on stage and tables; Center: National Town Hall stage 
with custom branding design; Bottom Left: Street lamp 
flags outside of Convention Center;
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#GoALLin Giving Tuesday 2017 Campaign Kit 
Digital media, Illustrator Photoshop & InDesign
October - November 2017

For the Congressional Black Caucus Foundation’s 2017 Giving Tuesday 
campaign, a theme, aesthetic, and graphics package along with social 
media content, video promotions and digital marketing campaign is 
developed.

Audience: Youth - Elderly, Business Executives, Legislators
Results of Goal: $33,310 of $30,000 

Giving Tuesday is an 
annual fundraising
campaign for non-
profit organizations 
that includes online, 
mobile, corporate, 
and grassroots 
fundraising with a 
focus on individual 
donors.

CONTEXT

http://www.cbcfinc.org/GoALLIn
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@CBCFInc

www.cbcfinc.org

/+CBCFIncorg

/company/congressional-
black-caucus-foundation

/CBCFInc

@CBCFInc

/user/CBCFInc

OFFICIAL HASHTAG

FOLLOW CBCFINC ON SOCIAL MEDIA 

BOARD OF DIRECTORS

GUIDE TO GIVING

Dell
State Farm Insurance
Coca Cola Company
GlaxoSmithKline

Exxon Mobil Corporation
Viacom
Prudential

Online

Mobile Giving

Check or Money 
Order

Shop on 
Smile.Amazon.com

Company Matching 
Gifts

5 WAYS TO GIVE TO CBCF

BOARD OF DIRECTORS AS CBCF AMBASSADORS

Donate on CBCF’s Crowdrise site – cbcfinc.org/GoALLin
or visit CBCF’s Website to give – www.cbcfinc.org/donation-form/ 

Text CBCF to 56512 and follow the prompts

Send directly to CBCF Inc. at 1720 Massachusetts Avenue NW, 
Washington, DC 20036 

As you do your holiday shopping a portion of your purchase will be 
donated to the CBCF. For more information and to select CBCF as your 
charity of choice, please visit https://smile.amazon.com/ to get started.

Many corporations offer matching gifts for their employees’ personal 
philanthropy – usually, there is a form to be completed by the recipient 
organization, please send the form to RD@cbcfinc.org and the RD 
team will provide the required information. Below are known BOD 
member companies with matching gift programs:

• CBCF ambassadors promote the value and importance of CBCF’s programs. Giving Tuesday 
Ambassadors deliberately promote CBCF’s campaign through social media networks, email and personal 
networks

• Direct your networks to visit CBCF’s website donation page (cbcfinc.org/GoALLin)
• Attend CBCF’s Fall Closing Intern Closing Ceremony on Tuesday, November 28, 6:00 pm - 7:30 pm at 

The Liaison in Washington D.C.
• The BOD is challenged to raise $15,000
• The overall goal is to reach a total of $53,500 in individual giving by December 31st 

DEVELOPING A COMPLETE MARKETING CAMPAIGN
After developing the message, objectives, and marketing plan for the campaign, a palette, visual 
treatment is developed. The design selections consider audience, trends, digital platform, intended 
impact and theme.

cmyk: 18, 100, 65, 5 
rgb: 193, 31, 74

cmyk: 91, 100, 36, 53 
rgb: 35, 11, 61

cmyk: 20, 11, 100, 0 
rgb: 213, 203, 39

cmyk: 33, 100, 42, 11 
rgb: 160, 31, 92
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Role: lead video concepting, secure interns/models, schedule, direct, submit edits to videographer, 
post-production touch-ups and additions (adding digital images and logos).

Video link: https://www.youtube.com/watch?v=G5xJu4GzdeQ

MESSAGING VIDEOS FOR IMPACT

https://www.youtube.com/watch?v=G5xJu4GzdeQ
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With context in mind, I built up a social media takeover to include profile photos, cover photos, sample 
posts, temporary profile photo overlays, and a social media guide to distribute to internal stakeholders 
such as staff, interns, board members, and coporate advisory council members. With a $20,000 goal in 
mind, as much captivating exposure to new and current followers and stakeholders was imperative.

Website: cbcfinc.org/GoALLin

BUILDING A SOCIAL MEDIA TAKEOVER
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Scholarship Classic 2018 Re-Branding Campaign
Digital media, Photoshop, Photography
April 2018

For an annual event that has kept a similar design and style for several 
years, a new venue and new programming calls for a new look an 
feel. With an affluent African American target audience and  scholar 
supporters, an ad campaign that brings Polo, Virginia Gold Cup, Sag 
Harbor, and youthfulness is a perfect match.

Scholarship Classic 
is an annual 
golf and leisure 
activity fundrasier 
for scholarships 
attended by 
philanthropists, 
congressional 
members, and other 
supporters.

CONTEXT
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DEVELOPING THE PRIMARY IDENTITY
In order to highlight the new venue and programming activities, I submitted photo and video shoot 
proposal that captures the essence of the atmosphere with the ideal audience.

Role: lead re-brand concepting, secure interns/models, schedule, direct, submit edits to videographer, 
post-production touch-ups and additions, digital design
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47th Annual Legislative Conference Graphics Kit
Digital media, Illustrator Photoshop & InDesign
July - September 2017

For the Congressional Black Caucus Foundation’s 47th Annual Legislative 
Conference in Washington, D.C., a theme, aesthetic, and graphics package 
is developed. This becomes the design bible for building everything from 
advertisements to stage sets and backdrops for the conference and is 
distributed to more than 20 vendors and trade show consultants for use.

Audience: Youth - Elderly, Business Executives, Legislators

CBCF’s ALC provides 
the platform for 
civically engaged 
citizens to gain the 
tools needed to 
increase economic 
opportunities, 
safeguard voting 
rights, and alleviate 
poverty in their 
communities.

CONTEXT
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The CBCF Annual Legislative Con-

ference (ALC) is the leading policy 

conference on issues impacting 

African Americans and the global 

black community. Thought leaders, 

legislators and concerned citizens 

engage on economic development, 

civil and social justice, public health 

and education issues. More than 

9,000 people attend 70 public policy 

forums and much more. Join subject 

experts, industry leaders, elected of-

ficials and citizen activists to explore 

today’s issues from an African-Amer-

ican perspective.

Body copy typeface 
Gotham Book  

47th ALC  typeface 
Gotham Bold 

Theme typeface 
Trade Gothic Condensed/ Bold 

CBCF Presents typeface 
Gotham Condensed Book

Subtitle typeface 
Gotham Bold 

S E P T E M B E R  2 0  –  2 4 ,  2 017

47TH ANNUAL 
LEGISLATIVE CONFERENCE 

CONGRESSIONAL BLACK CAUCUS FOUNDATION, INC. PRESENTS

CBCF Complementary Color 
cmyk: 73, 100, 29, 27 
rgb: 84, 7, 91

cmyk: 77, 100, 39, 49 
rgb: 58, 13, 64

cmyk: 46, 75, 32, 8 
rgb: 141, 85, 120

cmyk: 2, 20, 38, 0 
rgb: 248, 206, 161

cmyk: 0, 10, 33, 0 
rgb: 255, 228, 179

cmyk: 67, 98, 40, 40 
rgb: 78, 23, 71

cmyk: 54, 85, 32, 13 
rgb: 124, 65, 110

cmyk: 21, 48, 35, 0 
rgb: 202, 145, 145

cmyk: 8, 32, 35, 0 
rgb: 231, 180, 158

CREATING A INSPIRATIONAL THEME
After researching color meaning and value a palette and type treatment is developed. Type selection 
considers audience, legibility, and theme.
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cmyk: 27, 44, 100, 5 
rgb: 186, 138, 0

cmyk: 12, 30, 100, 0  
rgb: 227, 176, 23

cmyk: 10, 10, 92, 0 
rgb: 235, 272, 51

The textures were a large part of the success of this design because the represented the collective 
strength of the community to build, rise and move forward.

A conceptual silhouette of birds 
soaring above adversity, much 
like the CBCF’s constituents.

BUILDING THE RIGHT TEXTURE

THE BIRDS

S E P T E M B E R  2 0  –  2 4 ,  2 017

cbcfinc.org/alc
#cbcfalc17
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Project Collaboration: Christian Gardner: graphic design; Carahna Magwood: graphic design, art direction, brand management

While over fifty works are ultimately created for the conference, the program book for a signature 
event, access badges, and a digital ad show the versatility of the graphics kit as well as how with proper 
implementation and brand management creates cohesive and coordinated collateral. The curated 
website can be found at eventscribe.com/2017/ALC

CREATING A INSPIRATIONAL THEME

https://www.eventscribe.com/2017/ALC/
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Soch Natural Product Labels
Digital media, Illustrator & InDesign
December 14, 2016

An engaging line of organic product labels  for a natural body butter sold 
in green PET jars with black lids. The labels communicates “natural” without 
showing leaves or plants and includes the brand values. The hydrating butter 
comes in different scents, so a color system is created to indicate this on the 
label.

Audience: health conscious individuals between the ages of 25-40 interested 
in clean living and are mindful of the products they use

The name of the 
company is Soch 
Natural which 
translates to “Think 
Natural”. They sell 
all natural skin care 
products made 
from natural oils and 
butters that provides 
the maximum benefit 
in each use. Their 
target market is 
the average whole 
foods shopper with 
disposable income 
of 1-2K per month.

CONTEXT
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After finding an organic sea creature from stock photo site, I used illustrator to create an original pattern 
based on its ridges. The pattern is used on the label backgrounds in coordination various bright colors 
and white. The process is briefly illustrated below.

CONCEPTING AN ORIGINAL PATTERN

Base label for the original hydrating butter with 
a magenta and white color text

Started with an 
image of a naturally 
occuring sea 
organism.

Used an image trace 
tool from Illustrator to 
create vector shapes.

Selected a few 
parts of the 
image trace to 
use.

Created a pattern using 
the image trace selections. 
Pattern extended to bleeds 
and is randomized in size, 
orientation, and frequency.

Returned to image trace 
and drew three shapes 
resembling the original sea 
organism.

Placed shapes over the created pattern in different locations to create new isolated shapes. Shapes are arranged  
in a harmonized order over the label space (below) to create an original natural pattern for the hydrating butter line.
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Corporate Identity Design Case Study: The Evolution of Branding and 
Advertising | AT&T and Sprint Merger
Digital media, Photoshop & InDesign
December 14, 2016

After perusing advertisements of the 1916, 1936, and 1946 National Geographic 
publications, three advertisements were selected to analyze and compare to a 
2016 AT&T ad.

From left to right:  
1916 American 
Telephone & 
Telegraph, 1936 
Bell Telephone, 
1946 Bell, and 
2016 AT&T ads.

1916 1936 1946 2016
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ADVERTISING MECHANISMS

Throughout the 20th century, the company that would evolve into AT&T designed print advertisements 
styled with black and white images and text; a main image above text; a bold headline or pull quote; 
primarily serif fonts; images of hands, machines, or people interacting with one another; and relatively 
good photo quality considering the print quality. The images had increasing quality of contrast and 
range in values over the years.

In the 2016 ad, the design and style is more modern while the composition remains relatively the same. 
The ad still contains a main image with text below but incorporates the corporate blue colors. With 
each year, the company relied less and less on text to convey their message, which speaks to the 
increasing demand for sleek minimalist imagery and brand recognition.

USE OF RHETORIC IN 
MARKETING
The ads from the 
1900s had a tone of 
rhetoric that updated 
and informed existing 
consumers on their 
current and future 
projects, this may have 
also attracted new 
customers who could 
be interested in their 
products.

As the company and 
advertising grew, the rhetoric turned to storytelling from the consumer perspective and also informed 
of their possibilities: Sarah Garcia, an AT&T customer and architect shared, “I help make the world a 
beautiful place, but the hours are crazy. So it’s great that AT&T connects me to my front door, so when 
I’m out scouting, I can still unlock it for my contractors who need to pick up blueprints. AT&T connects 
my home, business, car, devices, entertainment, and my friends and family. This is my network.”
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BRANDING MECHANISMS

In this eighty year span and in each of the four ads, the brand’s logo consistently falls in the lower 
quarter of the page. The logo, although different, is easily recognizable, not only because of it’s 
consistent location but also because of its circular shape and effective clear space. In each ad, the 
company also included wordmarks and occasionally brand values.

Over time however, the American Telephone & Telegraph logo and brand evolved greatly. From the 
original “long distance telephone” bell icon to adding the circle and transitioning through various 
company names, AT&T spent many decades changing brands before settling in its present day 
standards.

The new AT&T Logo, which was first adapted in 
2005, most recently revised to a flat, single-color 
image with brighter color, improved balance 
in negative and positive space, and smoother 
more precise curves. The revisions are intended 
to increase brand recognition and reproduction 
feasibility at all sizes.
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DESIGNING A LOGO FOR THE PROPOSED MERGER
After researching and studying the branding and advertising mechanisms of AT&T, a merger between 
the AT&T and Sprint is proposed. First a logo and brand guidelines are developed before creating 
stationary and designs for an advertising campaign.

Incorporates the pin 
drop concept behind 
the original and 
adapted Sprint logo

Includes corporate 
colors of AT&T and 
Sprint to increase 
customer visibility

Triangular shape pulls 
from AT&T origins as 
Bell System with the 
bell-shaped logo

Uses flat design of 
AT&T globe for brand 
recognition

Continues uses of a all 
uppercase wordmark and 
looks clean and strong; 
also introduces new 
company name which pulls 
from AT&T’s history while 
incorporating Sprint’s current 
corporate color
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SAMPLE VIDEOS

Scholarship Classic ‘18 Video 
Promotion (left)

Video link: https://www.
youtube.com/watch?v=9P_
nUnMG5Sw

Role: lead video concepting, 
direct, post-production 
touch-ups and additions 
(adding digital images and 
logos)

Avoice Virtual Library Annual 
Programs Promotion (right)

Video link: https://www.
youtube.com/watch?v=ObJ-
mLSHTSA

Role: lead video concepting 
to post-production including 
composing

https://www.youtube.com/watch?v=9P_nUnMG5Sw
https://www.youtube.com/watch?v=ObJ-mLSHTSA
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SAMPLE WEBSITES

Website link: https://www.lovesavers.org

Role: design and layout using Wordpress software 
and theme with plugins for membership portal, 
etc.

Role: design and layout using Wix software and 
theme

Website link: https://www.lovesaversevents.org

http://www.lovesavers.org
https://lovesaversevents.org
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CARAHNA MAGWOOD
Creative Director. Visual and Graphic 
Design Manager.

Silver Spring, MD
Washington, D.C.

carahna.magwood@gmail.com 
(404) 539-9313

mailto:carahna.magwood@gmail.com



