Jeff Bowman

The next few pages hold some examples of my graphic design, art direction, creative direction and brand
development work produced over the course of my 20 year+ career.
See my resume at the end for more information, or visit my web site at www.bowmancreative.com.
Thank you for taking a look.
Jeff Bowman
jeff@bowmancreative.com
919-412-1070

Blue Cross and Blue Shield OF NC

Anti-Obesity Campaign.
Print ad campaign concept to accompany TV
campaign to drive folks
to web site to make
positive changes. This is
positively the sweetest,
juiciest photo shoot that
I’ve ever art directed.

Remember when you didn’t know
what “obesity” meant?
Feel that way again.

See TV commercials at:
bowmancreative.com
• 2009 ADDY Gold and
Bronze– BCBSNC
anti-obesity,“Fair
Trade,” national
TV campaign
• 2009 ADDY Silver and
Bronze – BCBSNC
75th anniversary,
“Heritage,” national
TV campaign

Make a change today.
www.betterhealthnc.com

Writer: Brad Preslar,
The Stone Agency

a message from

Jeff Bowman

919-412-1070 • jeff@bowmancreative.com
www.bowmancreative.com

Misys Annual Report

UK-based Misys needed an annual report for
their U.S. Health Care Systems division.
I played off of their successful advertising to
make a more colorful, engaging report. Thus,
more people actually read it. They may not
know ‘everything’ now about Misys, but they
sure know a lot more than before. 6-color
printing with conceptual reveal on cover.
Misys Healthcare Systems Overview

a number of significant product upgrades, as well as the completed
integration of Misys CPR, our computer-based patient record system.

In addition, we expanded the Misys Optimum family of products this year
by introducing Misys Connect, a new Web-based data-sharing solution,
to promote the bridging of clinical data across organizational boundaries,
healthcare venues and technological platforms. Misys Connect enables
caregivers to access patient information wherever it is held without
leaving their current application using Web technologies and open
standards and is an important step in linking community-based physicians with hospitals and homecare agencies.

“Working with Misys Healthcare Systems to
implement the Misys CPR system hospital-wide
was gratifying! This was the one of the best
and smoothest system implementations in
my hospital IT career.”
2005 Financial Review

2005 Financial Review

Bruce Kelly, CPHIMS
Director of Information
POH Medical Center
MISYS HEALTHCARE SYSTEMS FINANCIAL REVIEW

The contract we signed in 2004 with POH Medical Center in Pontiac,

Michigan, was a first ever
of Misys on
CPRthe
andfollowing
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The combination
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Revenues at $540m were 6% ahead of last year, with operating proﬁt of $77m reﬂecting

Misys Healthcare Systems
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The following
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Software license revenues at $105m grew 5% from last year, with order intake growing at 7%.

Know Everything Now
Income Statement for the year ended May 31, 2005

2005

2004

56.9
54.9

years and this integration was completed in line with our original plans by 31 May 2005.
The costs incurred in ﬁnancial year 2004/05 amount to $6.3m which were in addition to
$4.5m incurred in the year ended 31 May 2004. In addition, as announced in June 2004,

50.0
48.3

201.6

186.3

107.1

108.7

Other

One-off costs relating to the integration of Misys CPR have been incurred over the last two

99.5

Maintenance
Transaction processing

14.0

14.1

Total revenue

539.7

506.9

Gross margin

276.8

259.5

(199.4)

(184.6)

Sales, general and administrative costs
Operating proﬁt

77.4

74.9

Operating margin

15%

15%
01 02 03 04 05

investment in the Misys EMR product is being accelerated and it is anticipated that the

Notes
1. Operating proﬁt is stated before goodwill amortisation of $39.9m (2004 $39.2m).

incremental spend over the two years ended 31 May 2006 will be $8m. These expenditures

2. In 2005 costs which are commissioned or incurred at a corporate (Misys plc) level, but are business or divisional speciﬁc in nature,
have been allocated to each operating division.The operating proﬁt for 2005, and the ﬁve year historical ﬁgures below have been
restated onto a comparable basis. In 2005 $5.6m of cost has been allocated to the healthcare division. In 2004 $6.2m had been
allocated.

are also proceeding according to plan with costs of $4m incurred in the year ended 31
May 2005. It is expected that the balance of these costs will be incurred in the current

Statement of cashﬂow for the year ended May 31, 2005

ﬁnancial year, with the majority of that amount impacting the ﬁrst half. These costs, and

all ﬁgures in $ millions

2005

2004

Operating proﬁt

77.4

74.9

those related to Misys CPR, have not been treated as exceptional and have been charged
against operating proﬁts.

Depreciation
Movement in inventory
Movement in account receivables
Movement in creditors

Operating margins of 17% before the increased investment in Misys CPR and Misys EMR,
were slightly ahead of last year. Margins after the increased investment were broadly in line
with the prior year. The division also produced a solid year of cash ﬂow generation, with

Movement in deferred income

Operating Profit ($m)

75.3
74.9
77.4

growth at 7% ahead of last year. In contrast, transaction services revenues fell by 1%.

01 02 03 04 05

105.2

Professional services

67.8

professional services in our total order intake mix. Maintenance revenues also showed solid

Software licenses
Hardware

50.6

at $55m, reﬂecting 10% growth for the year. This growth reﬂects the increasing importance of

5.8

6.1

(5.4)

(6.1)

2.5
5.8
3.1

Average Number
of Employees

2,572
2,740

all ﬁgures in $ millions
Revenue

orders. Orders for professional services were ahead in all businesses, ﬂowing through to revenue

2,239
2,449

6

by reduced license orders resulting from delays in ﬁnalizing a number of larger Misys CPR

1,412

The orders growth reﬂects increased demand for Misys EMR and Misys Homecare, offset partly

2.6
9.2
3.6

Other

(4.6)

0.6

Free cashﬂow

84.6

90.9

Capital expenditure

(2.7)

(6.6)

Net operating cashﬂow

81.9

84.3

106%

113%

01 02 03 04 05

operating cash ﬂow at 106% of operating proﬁt. This reﬂects our generally conservative
14

accounting policies and strong ﬁnancial controls.

Operating cash conversion

Jeff Bowman

919-412-1070 • jeff@bowmancreative.com
www.bowmancreative.com
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Blue Cross and Blue Shield of NC

BCBSNC’s impressive, award-winning TV
commercials of members telling their true
stories needed appropriate packaging.
Inspiration came from the simple, powerful
stories themselves and the people telling
them. Designed
word mark for all
materials. Inside of
booklet printed in
black and metallic
bronze ink. DVD
booklet cover is
bronze metallic
with black only.
DVD label in Black
and White.

Jeff Bowman

919-412-1070 • jeff@bowmancreative.com
www.bowmancreative.com

The Body Shop, Inc

Design and production design coordination
for the North American division of The Body
Shop, Inc., a global retail chain in the beauty,
bath and body industry.

New Limited Edition
Japanese Cherry Blossom

Creative production design for the majority of the retail marketing components
including; windows, tables, FSUs, perimeter,
gondolas, make-up stands, tills, and others
for USA, Canada, French Canadian, and
Mexican (Spanish) stores. Plus, design of
sales sheets, direct mail and advertising
materials.
Built a creative team from scratch for this
international brand. The team of 2-5 designers, including self, completed an average of
600-800 components per month.

WE’RE HAVING
A MAKEOVER.
© 2007 The Body Shop International PLC All rights reserved Absolutely no reproduction without the permission of the owners ® Registered trademark of The Body Shop International PLC

COME BACK AND CELEBRATE OUR NEW LOOK
WITH $10 OFF A $30 PURCHASE

NEWSTORE07-01-USA
NEWSTORE07-01-CAN

Naturally at The Body Shop and nowhere else
thebodyshop.com

Jeff Bowman
JCB08_1A_USA

919-412-1070 • jeff@bowmancreative.com
www.bowmancreative.com

PPD’s Center of Excellence

P P D

V a c c i n e S

&

B i o l o g i c S

Advertising campaign conceptualization and design. Spread and single
page ads produced. Also, designed
web banner ads, e-mail landing pages,
informational publications. Creative
direction to internet team on web site
and video production.

Writer: Josh Fraimow
Agency: Ogilvy

o f

e x c e l l e n c e

In this fight,
good enough
isn’t good
enough.

Brand development campaign to
publicly introduce the Center of Excellence, a state-of-mind,“virtual” center as
well as a “place” represented by physical
locations around the world.

• Brand campaign design and strategy
• Print advertising campaign
• Web banner ad campaign
• E-mail blasts, landing pages
• Sales publications
• Web site creative direction
• Video creative direction

c e n t e r

Infectious disease. Cancer. Illnesses that
attack the central nervous system.
EPIC
BATTLE BAnnEr
You’ll stop at nothing
to overcome
killers like these. And neither will we.

That’s why we marshaled our extensive
forces to create PPD’s Vaccines &
Biologics Center of Excellence – a firstof-its-kind laboratory network
specifically designed to support
your vaccine and biologic programs
from discovery through development.

AD #1

EPIC BATTLE BAnnEr AD #1

An immunoglobulin G antibody, designed to attack foreign objects such as toxins, bacteria and viruses.

Established with an unwavering
commitment to continuous improvement, the Center integrates two decades
of laboratory expertise, a vast collection
of assays and world-class bioanalytical,
cGMP and global central laboratory facilities – so we can streamline

HIV

Alzheimer’s

HPV

EPIC BATTLE BAnnEr AD #1

processes, facilitate concurrent use
testing and speed the introduction
of life-saving vaccines and biologics.
Let’s talk about focusing our
end-to-end capabilities on your targets.
Because as far as we’re concerned,
this is a fight to the finish.

biologics.ppdi.com
v i n n y. a n d a l o r o @ p p d i . c o m
602-944-7 150

HIV

Influenza

HIV

Influenza

HIV

Influenza

© 2010 Pharmaceutical Product Development, Inc. All rights reserved.

print spread ad

Cancer

Cancer
Cancer
1
1

Jeff Bowman
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P P D’s V A C C I N E S & B I O L O G I C S
1
1

C E N T E R of E X C E L L E N C E

P P D’s V A C C I N E S & B I O L O G I C S

C E N T E R of E X C E L L E N C E

Learn more >

1
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P P D’s V A C C I N E S & B Iweb
O L Obanner
GICS

C E N T E R of E X C E L L E N C E

Learn more >
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Learn more >
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GlaxoSmithKline

National brand development for bipolar
awareness. Branded design campaign
including visual, brand identity from scratch,
web site, collateral publications, event flyers,
programs, posters, advertising, POP displays,
PR elements for traveling speaking tour.

I’m Lizzie Sim
on,
I live in Brookl
yn, NY,
I’m twenty-eig
ht years old,
I ignored. I messed up and adjusted. Messed and
up. I live wit
h bipolar dis
order.
Adjusted. Messed up and adjusted. Week after week,
And this is wh
at I’ve learne
d.
one week at a time.

I’m no expert. I’m not a doctor, or a therapist, or
a teacher. But I know my own experiences, and
I have listened to hundreds of bipolar people tell
their own stories.

Often people were compassionate with me. Often
I d

No two people with

I advocated for myself at the doctor’s office,
in a
myt
th

bipolar disorder

parent’s house, in the face of stigma. Little d
by ia
little

are exactly alike,

g no se d

and no two paths
to wellness will

as a

DETOU

be identical.

year after year, one year at a time. And yes, I took

SURVIVAL

my medication every day, with a few harsh, ugly,

and not

vacations from treatment that many people with

may be the most

bipolar disorder take from their treatment. Overall,
I have taken medicine for more than ten years. And
it has helped me become the person I aspire to be.

any of us will ever do.

Today we

My own path to wellness wasn’t always forward

live in a world

moving, nor was it always in a straight line. My

where we are

own work of becoming well was not easy. I planted

SO MUCH
MORE

all kinds of seeds for my own growth: I sought help,
and sought health, I kept trying and kept faith,
Information for people

than our diagnosis.

living with bipolar disorder

Today we are friends, neighbors, sons and daughters,

BIPOLAR DISORDER IS A DETOUR

But the path to wellness is not lined with immediate
gratification. There were plenty of directional signs,

brothers and sisters. Today we are artists, writers,
Not a dead end

businesspeople, voters. We are full human beings

but many of them were wrong, and many
of them
with full human lives.
Now
where is your destination?

Jeff Bowman
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R

a dead
end.

CREATIVE
THING

one day at a time.

w it h

BIP
month after month, one month at a time. I wrote,
D I S O RO L A R
DER
and researched, and reached out, and reached
in,
w
I let more and more love and trust into my life,

I risked big and dreamed bigger, day after day, and

id n’ t kn
ow
b e in g

The Carolina Inn

An elegant showcase for an elegant, historic,
four-star inn. A capabilities kit with Wedding
and business versions, 16-pages perfect
bound and french folded, plus covers, fly
sheets, and pocket folders. A part of a total
re-branding of the Inn’s image.

The University’s Living Room

• 2009 GOLD ADDY, Brochure Series

Accomodationso

Beautifully appointed, each of the Inn’s 184 luxurious
guest rooms and spacious suites is individually decorated

Our Historic Inno

in comfortable, sophisticated decor. Special touches
include private-label beds, down comforters, feather

Listed on the National Register of Historic Places,

pillows, high speed wireless Internet access and beautiful

The Carolina Inn has been making history since it

campus views. With so many inviting

opened its doors in December, 1924.
Built by John Sprunt Hill, a wealthy alumnus of

features available, you will always wish

Christopher Ferrer Photography

you had one more day at the Inn.

the university, the Inn was donated to the University
to serve as “a cheerful inn for visitors, a town hall for
the state, and a home for returning
sons and daughters of alma
mater.” The Inn is still owned
and loved by the University.

“Recognized as a cultural resource worthy of preservation”
National Trust for Historic Preservation

“Dream no small dreams
They have no power to stir the souls of men”
Victor Hugo

Chapel Hill, North Carolina

Welcome toThe Carolina Inno

Chapel Hill is nicknamed “the Southern Part of Heaven” and is best

Renowned for relaxed elegance, personalized guest service and unrivaled

known as the home of the University of North Carolina, our nation’s first

ambiance, the landmark Carolina Inn is located in downtown Chapel Hill,

state university. A charming, historic and walkable downtown features

North Carolina, on the campus of the world-famous University of North

museums, boutiques, galleries, restaurants and nightlife. From the

Carolina. Boutiques, galleries, restaurants and nightlife of the historic

gourmet food emporium, A Southern Season 3 , to award winning golf

Franklin Street district are only steps away.

1

at the Fazio designed UNC Finley Golf Course 11 — Chapel Hill offers
our visitors world class entertainment options.
Other local attractions pictured here are
Franklin Street,

• 184 Beautifully
Appointed Guest
Rooms
• 7 Luxurious
Suites
• Unique,
Historic Meeting
& Event Space
• Award
Winning
Cuisine

“I believe heaven
must be a lot like
Chapel Hill in
the spring”

11

Kenan Memorial Stadium,

and Science Center,
8

6

Coker Arboretum,

UNC Campus,
9

7

1
5

Memorial Hall,

2

Historic

Morehead Planetarium

Morehead-Patterson Bell Tower,

University Lake, and 10 Tar Heel Basketball.

9
2

10

W.D. Moss
6

7

8

“If you’re not happy here...
... you’re not happy anywhere”
5
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Brand/Trademarks/Identity Development

Cort Furniture Rental

Mandate

Logo redesign for national

Logo design, brand devel-

retail brand. Brand design

opment for subscription

for stationery, company-

video magazine. Design of

wide communications,

stationery, video packag-

advertising, exterior signs,

ing and TV animations.

and large truck graphics.

Grow Haiti

CortFolio

Brand development and

Sub-brand design of

promotions. PR, TV and

unique 3-D sales package

media coverage, social

system.

media campaigns, event

Credence Pictures
Complete brand design
development including

planning, and leadership
of team. Final logo execution by: Phil Hansley

design of stationery,

Baptist Convention

web site, and animation

Complete brand design

graphics.

development, including

Stories
Blue Cross and Blue Shield
sub-brand mark design
Big Life
Complete brand design
development, including
brand strategy and design
of stationery, web site and
event materials.
HeartBeat TV
Logo design, brand
development for TV music
review segment. Design of
stationery, video packaging and TV graphics.

brand strategy and design
of stationery, web site and
event materials.
GlaxoSmithKline
Complete brand design
and national “Detour”
promotional campaign.
Design of publications,
web site, PR , POP, event
graphics and advertising,
NC Baptist Men
Complete brand design
development, including
brand strategy, design
of stationery, packaging,
capability kits, publications, web site, specialties
and event materials.

Jeff Bowman
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Jeff Bowman

R E S U ME

Award-winning Creative Director
with proven success at building
strong creative teams for over 20
years. Expert in developing resultsdriven brand strategy that often
leads to award-winning advertising
and graphic design. Accomplished
as both an advertising art director
and a business-to-business marketer.
Excels at creating successful communications for a wide range of b-to-b
and b-to-c clients. International retail
design and production management
experience. Champion of design
community, charitable causes, and
mentoring.

919-412-1070 • jeff@bowmancreative.com
1312 Cane Creek Dr., Garner, NC 27529
LinkedIn.com/in/jeffbowmancreative
www.bowmancreative.com

Recent Recognition
• Top three highest scoring ads for Contract
Pharma – Client: PPD (for Ogilvy Advertising)
• Grow Haiti charity campaign for NC Agriculture Council – Naming, branding, and
fundraising campaign, including social
media, event design, public relations, and
team building
• 2010 Mad Men Contest – Created widespread charity awareness through social
media and PR campaign, including blog
creation: madmenmakingchange.com
• 2009 ADDY Gold and Bronze– BCBSNC
anti-obesity national TV campaign
• 2009 ADDY Silver and Bronze – BCBSNC
75th anniversary national TV campaign
• 2009 ADDY Gold – Carolina Inn (Aramark)
sales kit series/brochure
• Developed successful brand-strategy
process to help clients develop their best
positioning personality
• AIGA Raleigh – Successful programming
chair for two years; volunteer for NYC Gain
National Conference; founder of Businessto-Design series for AIGA board; conceptualized and designed the most successful
fund-raising event in chapter’s history.

Professional History
Creative Director/Owner,
Bowman Creative
RDU/RTP, NC, 2002-2008; 2009-Present
Creative consulting and design. Develop brand
strategy and branded design for comprehensive advertising, marketing, design campaigns
and creative products for multiple clients.  
Design branded corporate identity campaigns,
extensive print and web campaigns, annual
reports, fund-raising collateral campaigns, and
multimedia/video production.  
Clients include: Ogilvy (IBM, Kodak, PPD), Misys
Healthcare Systems, GlaxoSmithKline, Blue Cross
and Blue Shield of NC, Wake Forest University,
Trailblazer Studios, Local Government Federal
Credit Union, MSA Advertising (NC State Fair and
UNC Health Care System), CapStrat (Lenovo –
ThinkPad x100e concepts, Duke Energy) and
The Carolina Inn.
Associate Creative Director,
Ogilvy & Mather
Durham, NC, January 2010 – March 2010
Temporary contractual associate creative
direction for PPD campaigns: Center of
Excellence brand development and
campaigns. Plus, CRM campaigns, and
advertising campaigns for China and
Ireland market expansion.
Continued on next page
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Professional HistorY cont’d
Director of Design/Creative
The Stone Agency
Raleigh, NC, March 2007 – November 2008
Creative direction and design. Leader of
full-time creative staff and multiple freelance
designers. Created or supervised creative
teams for advertising (broadcast, print, viral
and interactive), design, production and
marketing needs of the agency’s clients.
Clients included: Blue Cross and Blue Shield of
NC, The Body Shop Inc, Novozymes, Madison
River Communications, Trane, Big Life, RBC
Centura Bank, General Wholesale Distributors,
National Power, Newcomb and Co.
Creative Director
Baptist State Convention of NC
Cary, NC, 1991-2001  
Creative director of the in-house creative
team for this $39 million non-profit organization. Supervised full-time and freelance
graphic designers, producing 450+ branding,
advertising, marketing and design projects
a year.
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Art Director
Rockett, Burkhead, and Winslow Advertising
Raleigh, NC, 1987-1991
Art directed advertising materials such as TV
commercials, magazine and newspaper ads.
Designed brochures, direct mail, corporate
identity and merchandising programs, pointof-purchase displays, packaging, etc. Developed various branded corporate identity and
collateral campaigns, as well as, employee
incentive programs and media kits.
Clients: Cort Furniture Rental, WhiteGMC/
Volvo, Mitsubishi, Campbell’s Soup, Ciba-Geigy,
Rich-SeaPak Corp., Exide Electronics, Cablevision (many affiliates across US), Golden Corral,
Iams, First American Savings Bank, The First, FA,
Carlyle and Co., Impel Marketing.

SOFT W A R E / TEC H NICAL
Advanced knowledge of the latest versions
of Adobe Creative Suite products (Illustrator,
PhotoShop, InDesign, Acrobat) and
QuarkXpress. Knowledge of all of the
Microsoft Office products, including Word,
PowerPoint and Excel. Proficient at designing
files for Adobe After Effects, Flash, HTML, and
Fireworks. Skilled with iMovie and the iLife
suite for TV rough cuts.
Presently working on Web Master
certification at NCSU (includes HTML, XHTML,
CSS, Javascript, Flash and Dreamweaver and
is to be completed in late 2011). Experienced
in WordPress and blog creation with SEO
training.

Art Director
Howard, Merrell, and Partners Advertising
Raleigh, 1984-1987
Clients: WR Grace & Co., CooperTools, RhonePoulenc (Union Carbide), Uniroyal, Indigo Lakes
Resorts, Southern National Bank, Wondergro
Lawn Care Products, Costa Del Mar Sunglasses,
Cornpopper Gourmet Popcorn Stores, Clayton
Marcus, N.C. State Fair.

BFA in Communication Arts, Cum laude

EDUCATION
East Carolina University, Greenville, NC
Major: Graphic Design Minor: Illustration

CONTACT
919-412-1070
jeff@bowmancreative.com
1312 Cane Creek Dr., Garner, NC 27529
www.bowmancreative.com

Jeff Bowman

PARTIAL LIST OF CLIENTS served: CarQuest, UNC Hospitals, Greenology, Blue Cross and
Blue Shield of NC, The Body Shop, Inc., Novozymes, Lenovo, Duke Energy, MEMA, John
Deere, TCG Consulting, Inclusive Health, Sirchie Criminal Investigative Products, TCG Consulting, CAHEC, PGx Health, PPD, Madison River Communications, Trane, Big Life, RBC Centura Bank, General Wholesale Distributors, National Power, Newcomb and Co., Ogilvy (IBM,
Kodak), Misys Healthcare Systems, GlaxoSmithKline, Wake Forest University, Baptist State
Convention of NC, Trailblazer Studios, Local Government Federal Credit Union, The Carolina Inn, Cort Furniture Rental, WhiteGMC/Volvo, Mitsubishi, Campbell’s Soup, Ciba-Geigy,
Rich-SeaPak Corp., Exide Electronics, Cablevision (many affiliates), Golden Corral, Iams, First
American Savings Bank, The First, FA, Carlyle and Co., Impel Marketing. W.R. Grace & Co.,
CooperTools, Rhone-Poulenc (UnionCarbide), Uniroyal, Indigo Lakes Resorts, Southern
National Bank, Wondergro Lawn Care Products, Costa Del Mar Sunglasses, Cornpopper
Gourmet Popcorn Stores, Clayton Marcus, N.C. State Fair.

Please do not use any of the enclosed images without permission. They belong to Jeff Bowman and some good friends.
Thank You

