


WASHINGTON CAPITAL
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CHALLENGE: Seattle-based investment advisor Washington Capital approached GIRVIN for =
a brand refreshment that reflected their company’s reputation and growth as well as their ¢ s 4 o
commitment to the communities they serve.

soLuTIoN: As we designed the new logo icon, two metaphorical symbols emerged from iy
the resulting shapes of the reflecting “W" in Washington: first, a top view of a community
with buildings fitting together like a puzzle, emphasizing teamwork; second, the shapes
lend themselves to stepping stones, creating a pathway to success. From there, we
extended the new identity into brand patterning, refreshed their marketing materials and
digital presentations, and created a new brand guide that easily communicates the visual
transition for their team members.

RESULT: The upgraded brand rollout in print, web, and across every touchpoint in between
has been widely celebrated and deepens their connection with audiences and clients.
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WASHINGTON CAPITAL - continuen
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CLIENT PERSPECTIVE: “We are really happy with our CORYA.
. . . .. CARLSON,
new brand identity and have received a lot of positive

MBA
feedback.”

PAUL RAVETTA I VICE PRESIDENT, DIRECTOR OF MARKETING




PLAZA HOME MORTGAGE

g8 plaza

cHALLENGE: GIRVIN's challenge was to unite and rebrand Plaza Home Mortgage's authentic
heritage with their commitment to client service and improved technology, as well as to
communicate their approachability.

soLuTION: Taking inspiration from San Diego’s fair climates (and the Plaza team’s own love
of surfing), GIRVIN undertook to breathe a sunlit sense of welcome into the brand. We
updated the brand colors and logo to reflect their savviness, friendliness and community-
oriented, people-first attitude. With the foundation established, we supported the new
identity and brand personality with a reimagined corporate identity, print collateral, website
and digital assets, and a new brand guide to support systemic design thinking. A well-
designed brand makes a welcoming place to come home to.

RESULT: The upgraded brand rollout in print, web, and across every touchpoint in between
has been widely celebrated and deepens their connection with audiences and clients.

CLIENT PERSPECTIVE: “Our
= new logo illustrates

what we do every day:
bringing together
programs, technology
and expertise to
consistently deliver for
our clients.”
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RCHAIN

D Rchain

REIMAGINE HARMONIOUS ORGANIZATIONS

RChain

COOPERATIVE

CHALLENGE: The blockchain platform RChain approached GIRVIN to help them
reimagine their identity and to implement new branding across various media.

soLuTIoN: After an investigatory BrandQuest® workshop, we built a brand strategy

to discover the visual code of the new global, transparently inspectable, cooperative
blockchain. We created a revitalized identity and color palette, then developed a
pattern language, or BrandCode®—a recognizable set of imagery, messaging, color
systems, and typography that support a holistically integrated brand design program.
This led to the creation of app visuals, print and digital systems design direction, as ®
well as branding their first app RSong. RChain

COOPERATIVE

ResULT: Our systemic branding efforts helped the client reflect their strong brand story
and confidence in their services, attracting more investors and financial backing.

RSong

RUNS ON RCHAIN

@

RChain

RChain

COOPERATIVE
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CROSSLINK CAPITAL

1( ROSSLINK CAPITAL

Bruce MacNeughton
Focu

X_CROSSLINK CAPITAL

e
SREL CROssLINK CAPITA

" | et

e & e Jobs ]
1( ROSSLINK CAPITAL “ emachines
........ eseoens

cHALLENGE: GIRVIN has consulted with Crosslink Capital over the past decade. The

initial effort focused on defining a new direction for personality, visual branding and web
presence. The consulting is on-going and continues with the creation and addition of new —— oiinis pyanr
content as Crosslink evolves. | i ddwa sy

sOLUTION: Their representation services are innovative as a venture investment firm,
continuously focusing on start-up enterprises. GIRVIN is deeply engaged in the nature of
their internal growth and management as ongoing counselors and guides to future growth
and success for their constituent teams.

RESULT: Like other VC firms of the Internet era, Crosslink positioned themselves as the VC
for the “new economy.” When the Internet market declined, Crosslink realized they had
serious marketing challenges on their hands. GIRVIN analyzed other VC firms' websites
and found that Crosslink sounded like many of the others. GIRVIN worked with Crosslink
to reposition themselves to appeal to both investors and start-up companies based on
sustainable business values, not fluff. Crosslink is now talking about the companies they
invest in—the companies they help build.

CROSSLINK CAPITAL - -
Portfoli omp
\-. The Lobders is Crsi-Sp(W e Investig Pot o panies -~

Overall porfolio CROSSLINK
CAFITAL

For more than 10 years, Crossink bas mwested m some of the largest

R 1 Cortntin and most saccesshil companies in the following mdasmrics Coremain
N e M
R Cron Spesinem Sirvieny rvan-Specinnm Sniegy
hakn [ > e tetemat | > sotmare | > sentenn | .
— I e =
0 Pt gt
i Tha Crasation Tanm The Grosatik Tesm
Powerfu Owttesm Ot v
partners Oue ey Notably, thes success has not been geogaphec ally restncted More than Owtawy
for the Y@ X ¢ gencration of Fonteiis Lomprains DAY of guur potisles COmpanets bee 0CIAd Outiite of SBton Vily. Pertisiia Comprrian
Out o SmanForce (CAT Syatema). for exampis, was in Dubin, Ireland. in other Ow tooex
entrepreneurs. Recet e words, wal il By GHAOH 10 pTore with Great COMpanies. foerane.c)
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SUPERTERMINAL

|SUPE

CHALLENGE: Rebrand the Paramount Theatre and ticketing operations.

soLuTION: As the President of the Board of Seattle Theatre Group [STG], Tim Girvin worked
with Apple, then Microsoft technologist and philanthropic investor Ida Cole, the owner of
The Paramount Theatre, downtown Seattle to build a new alliance with Ticketmaster and
Ticketron to create a new ATM | Ticket purchasing device.

rResULT: GIRVIN's solution was to define and deploy a new consumer-tested strategy
for ATM UX, an approach that is more “entertaining,” colorful and interplayed with
performance substrate visualizations, the ticketing ATM is still onsite at the
Paramount Theatre.

ELVIS COSTELLO ELVIS COSTELLO
FRI. JUNE 17, 8:00 PM AT THE SEATTLE CENTER COLISEUM FRI. JUNE 17, 8:00 PM AT THE SEATTLE CENTER COLISEUM

/

STADIUM
OVERVIEW 1B,28B,38,4B.

ELVIS COSTELLO
AT SEATTLE CENTER COLISEUM

B

3
PLEASE TOUCH THE SECTION YOU WISH TO SELECT.

CLIENT PERSPECTIVE: “GIRVIN's team has been a go-to
branding resource for dozens of projects, including the
branding for The Paramount Theater, a powerhouse
performance environment in the PNW which | own. For our
ticketing ATM, we innovated a specialized technology, and
GIRVIN's team created a uniquely, entertainment-positioned
UX. Bold. Colorful. Dynamic. And distinct to our property.”

PLEASE MAKE YOUR SELECTION NOW.

IDA COLE | CEO | THE PARAMOUNT
FORMERLY EVP APPLE + MICROSOFT
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DEEPGREEN BANK

Deepgl€El}

CHALLENGE: An emerging technology for banking was innovative in its entirely state-of-the-
art paperless online offerings—a stark differentiation at the time. They approached GIRVIN
to help build their new brand.

soLuTioN: GIRVIN came up with the name “DeepGreen”, created and designed integrative
systems, and supported the coding and UX in an early online brand program.

rREsULT: DeepGreen Bank | Financial was widely successful during its operational run,
particularly as a first stake-in-the-ground online financial technology. Their legacy registered
$5 billion in home equity for more that 65,000 customers.

Deep8lcen

identity guide

Deepgleg | 2

di

John 0'Malley
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RADIAN

ancone RADIAN

] Sulte 460, Bullding ¢ March 4, 1999
5775 Peachtree Dumwoody Road
Atlanta, Georgla 30342
800 366.0030 -
404 830300 Mr. Tim Girvin

w4 25kt o Tim Girvin Design, Inc.
The Fifth Floor
1601 Second Avenue
Scattle, WA 98101-1575

Dear Mr. Girvin,
e St he type font for the business papers system is Times New Roman. For most uses the text
B set in Times New Ron.un.ACap?uls wil.h lfmvr case, 11 p?il:!ls size with 14 points leading.
CHALLENGE: Initiating several acquisitions in the mortgage insurance industry and becoming tain o RADIAN [0 o athe s o e wighs s Tl of e o more
the second largest mortgage insurance company in the United States, the newly named - | v prmiveteriratain b
Radian Guaranty Corporation was at risk of losing mind share and market share during their - rd® B cctiam ik s exablsbod by 20114 ich margin o th e side of th page which
transformational phase. They needed their new name and identity to be delivered quickly I e e e o T b e Ve i
T Teft, 1-3/4 inches down from the top trim edge of the page. The first line of the address starts
to the target market. on the Third line beneath the date, flush left. If using a reference, begin on the second line
bencath the last linc of the address, flush left. The salutation aligns flush left on the second
. . . . . line heneath the addrece or the seference line The hody of the latter extende doam no lower
soLuTioN: GIRVIN worked with the executive leadership team to evolve Radian in a
refreshed identity that reflected the industry's traditional sense of stability, but also gave the . , RADIAN s
. . . . th
identity energy and spark to speak to the new paths Radian was paving. . et
e, e
RESULT: The identity was outlined in a graphics standards manual and was deployed e Tim Girin i
integratively all collateral, business papers, calendars, merchandising coffee mugs, pitch Lo e
. . 1601 Second Avenue
deck and presentation templating. Seatle, WA 93101175

v RADIAN B |

RADy

CLIENT PERSPECTIVE: “Radian was an existing brand that
was tired. We needed to uplift our brand narrative, make

it tightly relevant and newly “present” for our customers.
GIRVIN's team swooped in and made it happen, still
running hard in the markets and a big success in its
continued growth and evolution. GIRVIN was right in there,
in the heat of our transformation.”

-'\'I:J_r‘\

PHILIP YEE I 30 YEAR PLUS FINANCIAL SERVICES EXECUTIVE
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AMERIN

cHALLENGE: Understanding Amerin and its role in the mortgage insurance industry in
order to create a more holistically upscale brand image, as a concierge banking, loan and
mortgage organization in Chicago. The Chairman spoke of the elemental simplicity of
Japanese gardens and how their company was changing the industry in a similar, reductive
manner, stripping the business process down to its essential elements.

soLuTioN: Our task was to visualize this process in an definitively unique and elegant way.
GIRVIN workshopped the leadership team, to define next-tier imagery ideas along the
lines of a fine art project rather than the usual corporate art approach. The use of stark,
simple fields of color helps to establish Amerin’s attitude of simplicity and restraint while
emphasizing the corporate color range. Copy is positioned sliced flush to the edge of the
bar as a way of conveying the cutting-edge nature of Amerin’s business stance.

RESULT: This was inherently a launch and newly expressed design approach, thematically
integrated—collateral, art installations and interiors, to respond to the aesthetic of keeping
the imagery, typography and environments open, spare and clean. The way it turned out,
Amerin’s President, Stuart Braufman was quoted as saying the annual report was “perfect.”

TN

AMERIN

CLIENT PERSPECTIVE: “I've worked with Tim and his team for decades
of collaborations. He’s a listener, he pays attention to the need, the
marketplace and our clients and the story that we're trying to tell.

AMERIN Amerin is a major success story. ”

PHILIP YEE I 30 YEAR PLUS FINANCIAL SERVICES EXECUTIVE
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OFFROAD CAPITAL

OFFROAD

C AP

CHALLENGE: A start-up revolutionary image. “Take us on the road...out into the market. We
need unique, different. Because, this is where we're going: we will be a private investment
firm focused on atypical and idiosyncratic companies, business models and markets that
are misunderstood by others or exhibiting substantial growth.”

soLuTioN: Our strategic and creative teams workshopped with OffRoad Capital, knowing
their foundational expertise as a group of private capital market intermediaries for high
net worth investors, to develop their brand strategy for this niche market. GIRVIN's work
resulted in a naming architecture, corporate brandmarks, business papers, collateral and
their entire online presence.

RESULT: This opening legacy has boosted OffRoad into the present, still running as partners
to develop a deep understanding of specific situations or market dynamics and craft
creative, mutually-beneficial capital solutions.

ST ST e I |
Help | Home | Logout |

:-:-ull:!:n 1= vy ‘_’.
Home  MowtOfesd  Servions W
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SECURITIES My OffRoad + Deals + Community « Contact «

Home |

/
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s time.
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Deals

['OFFROAD SHOW |

™ We are currently preparing our first offering to
present to investors later this month. Once
your account application has been approved,
you'l be elgible to participate in OffRoad
investment opportunities.

OFFROAD!
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cHALLENGE: When eCash came to GIRVIN, they were searching for help in communicating
their technology story to consumers, which is all about digital cash transactions. The two-
tiered marketing strategy included presentations and content for co-branded partnerships
as well as end-consumers. Partnerships included banking institutions and merchants such as
Yahoo!, Amazon.com, and larger global banks, such as Deutsche Bank.

soLuTion: GIRVIN knew that the brand’s success would lie in its ability to be easily
recognized by a global audience with emphasis on stability, security and trust. Because
eCash is a technology product, the brand needed to also have the progressive feeling of
new technology.

REsULT: With a hard-working, descriptive name already in place, GIRVIN created a brand
strategy, brandmark, sub-brandmark, tagline, brand standards guide, corporate video and
PowerPoint presentations.

www.ecashtech.com S

Simple.
Safe.
Secure.

WEBSITE TYPE DESIGN PRINT ENVIRONMENTAL SOCIAL STRATEGY PACKAGING NAMING

eCash Technologies, Inc.

Simple.
Safe.
Secure.

CORPORATE

simple:
safe.
Secure. °

@ @ @Simple.Safe.Secure.

Vinch Vinch ®
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CHASE | CHEMICAL

REALTY
EXPRESS

CHASE

CHALLENGE: First Manufacturers Hanover, Chemical Bank, then Chase Manhattan and finally i
Chase Mortgage, all utilized GIRVIN's work in creating a series of mortgage campaigns

that spanned years of applications and evolution. Chemical | Chase approached GIRVIN's Hcnemen.
team to assist them with the creation of a series of marketing campaign materials to build

groupings of visual vocabularies for communications over the period of nearly eight years.

sOLUTION: In this application, our solution was to address the home mortgage and finance
portion of the business with a seal-like treatment: “Powerful. Personal. Progressive.”

CORRESPONDENT LENDING

REsULT: Along with a partnership positioning with the lending institution, a business papers -
system that extended the brand messages as tools for the sales and marketing teams, and ///ICHEM,CAL
sell sheets that clearly explained how Chemical | Chase can assist home buyers with one of “

. . . . .. Residential Mortgage Corporation
their most complex and important life purchasing decisions.

MORTGACE
TERIVIS MADE

CLIENT PERSPECTIVE: “This is historical in the banking, HOME

lending and mortgage industry, but it's right on what
| was looking for: a string of iconic devices that not MPCL) (B/:\[:F%Q%E

only call attention to our service offerings and brand
stance, but are merchandisable elements that pop for
our brand narrative. And they worked, people noticed
them, we used them everywhere. They worked. And
GIRVIN works, too—they get it, and they get it done.”

PHILIP YEE I 30 YEAR PLUS FINANCIAL SERVICES EXECUTIVE

:‘“ # CHEmICAL
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WELLS FARGO

WELLS
FARGO

cHALLENGE: When Norwest Mortgage bought Wells Fargo Bank, the company chose to
operate under the Wells Fargo brand. The challenge was how to position the new brand
that now had equal prowess in technology and customer service.

soLuTioN: GIRVIN guided the client team through a BrandQuest® process to clearly identify
the most compelling brand attributes to bring forward in marketing communications.

Using the stagecoach as an icon and a metaphor, GIRVIN created a vast portfolio of
marketing collateral that expresses the American dream of home ownership. To assist

with implementation, GIRVIN also developed a website for training other designers and
marketing professionals within the organization on how to express the brand.

REsULT: Wells Fargo successfully launched the official name change with all key marketing
communications completed and in place, on time and within budget.

ws e Our Brand

Training & Resource Center

¥,

Lo/ & <G

Welcome!
If you're Visiting Our Brand for the
first tme, weicome.

If you've vistted before, but have not
compieted Our Brand training,
welcome back.

Enter Our Brand Tralning Herel

M you have competed raining and would 1ike to access Our Brand Vitual Resource
Room site, please enter your user name and p , then click enter below.
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WELLS FARGO - continuen
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CLIENT PERSPECTIVE: “l wanted to take this
opportunity to thank you and your teams for the
wonderful job you have been doing. Last week | had
the privilege of presenting the brand strategy and
tactics at the sales conference. Both presentations
were very well received. The Brand presentation

was a real hit. The audience loved the ‘new look’
and the Day 1 deliverables they will be receiving for
the name change. There was such excitement over
the video that we played it again during our formal
dinner the following evening. It made me very proud
to be a part of this team. | know how hard you are
working and | can only echo the sentiments | heard
continually during the Sales Conference. You are
making a huge difference to the organization and
the deliverables you are producing are very much

appreciated. o o, Our Brand is Authentic _
I B lndenid Qheio I

| Our Brand is Authentic
= | i OQreio

How about a little

Our Brand is Authentic v
AN cters, true Stagecoach Period trivia?

JOY GRIFFITHS | EXECUTIVE VICE PRESIDENT OF MARKETING AND T - e T s o ol

Americans realze their dreams. As youl see, this extraordinary

th history-making events. Our The Stagecoach Period Exc

What
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cHALLENGE: GIRVIN engineered, with the founding leadership team of BECU, a brand
expansion program-to explore the potentials of newly positioning this community-based,
Boeing Employees-built financial group.

soLuTioN: Our teams partnered with various segments of the organization to progressively
consider shifting from a solely internally focused employees credit union, to a new banking
group that was open to all.

RESULT: The design team, along with strategic marketing members, worked from every
sector to explore, define and expand the networks of extended community-working with
creating new interiors, design language, voice, visualization standards, billboards and
power message graphics, newsletters and collateral systems, and naming and launching
new product like the Prime Alliance brand that GIRVIN ideated from an internal

business plan.
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