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Comprehensively and 

tranformatively rebranding 

one of the world’s oldest 

continuously operating 

architectural practices

(Right) The LEED-certified 

lobby of Shepley Bulfinch 

upon moving to Boston’s 

Seaport in 2014

In late 2005 the trajectory of my career as an advertising designer 
shifted dramatically when I accepted a position to lead graphics 
and branding for the Boston-based architecture firm Shepley 
Bulfinch Riachardson and Abbott (founded in 1874 by Henry 
Hobson Richardson). Upon starting at Shepley, I was soon 
presented with a core challenge of helping to comprehensively 
“rebrand” the firm. Over the 8 years I spent at Shepley Bulfinch, I 
led its in-house graphic design and branding initiatives, guiding 
virtually every aspect of the firm’s brand identity. These efforts 
helped reinvent and grow the firm. 
 	 In 2004, Carole Wedge, FAIA, was appointed CEO. Wedge 
quickly set off to “transform” and modernize the firm. In this pro-
cess of transformation, Wedge put nearly everything on the table. 
The firm moved into a new office (one of Boston’s first LEED-cer-
tified office buildings). We shortened the name to “Shepley 
Bulfinch.” Moreover, the firm quickly and comprehensively 
embraced profound change. The changes included adopting 
building information modeling, evidence-based design, energy 
simulation, materials research, and sustainable design. As Creative 
Director, my role was to manage and help evolve the “identity” of 
the firm itself while leading the strategy, design, and development 
process related to these efforts—participating in all initiatives 
while garnering approvals, guidance, and support from firm 
leadership and community.
	 In 2008, only three years into this transformation, this sin-
gle-office 150-person architecture firm from Boston was recog-
nized with a REBRAND 100 Global Award. At the time, the 
award was billed as “the highest recognition for excellence in 
brand repositioning.” Shepley Bulfinch’s one office has now 
grown to five offices across the U.S.

Overview
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Core identity pre-rebranding Core identity after rebranding

Photo (likely from around 2010 ) of me participating in one of 
many multidisciplinary design team charrettes led by firm Principal 
(and now President) Angela Watson, AIA.

Shepley Bulfinch’s new offices fostered collaboration by design

Shepley Bulfinch in Pantone Process Blue is our logo. 
A logo is a graphic mark or emblem commonly used 
by commercial enterprises, organizations and even 
individuals to aid and promote instant public recogni-
tion. Logos are either purely graphic (symbols/icons) 
or are composed of the name of the organization (a 
logotype or wordmark). 

The Shepley Bulfinch logo is the foundation of our 
identity system and brand image. The logo is the 
starting point of our customers’ recognition of our 
company, products and services. Therefore, it is 
important to treat the logo designs in a consistent 
manner, in each and every application. The logos 
should never be recreated or altered in any way, 
shape or form.

In all printed or electronically produced pieces, the 
Shepley Bulfinch logo should appear at least once. 
It is the hallmark of our identity and the first and 
primary point of contact for our clients and external 
audiences. It should only be applied in the colors and 
technique outlined within this guide.

Shepley Bulfinch

Shepley Bulfinch

PANTONE Process Blue C
R 0 G 136 B 206
HTML 0088CE

PANTONE Process Blue PC
C 100 M 13 Y 1 K 3

Solid CMYK

Color Palette Core Logo

Shepley Bulfinch

Shepley Bulfinch

Shepley Bulfinch

Shepley Bulfinch

Usage

Shepley Bulfinch x

The logo should always be 
surrounded by clear space. The 
distance of the clear space should 
be consistent with the cap-height 
of the letters in the logo.

SHEPLEY BULFINCH
Do not change the typeface or 
typestyle of the logo. The logo is 
set in our corporate typeface ITC 
Franklin Gothic (medium).

Shepley Bulfinch
Do not change the color of the 
logo without the permission of 
Marketing and Graphics.

Shepley Bulfinch
Do not distort, stretch or 
skew the logo. Holding down 
the “shift” key while scaling 
maintains the proportion.

The Shepley Bulfinch Logo

Shepley Bulfinch

When used over an image or 
color field, the white version of 
the logo should be used. When 
placing the logo over an image 
make sure that the logo’s contrast 
against the background ensures 
the logo is clearly visible.

Secondary Variations

01

PANTONE 424 C
R 108 G 111 B 112

PANTONE 424 PC
C 30 M 22 Y 19 K 53
HTML 6C6F70

Ò

A few of the books I found useful/influential as I sought to under-
stand the firms’ potential.

Brand Stategy and Identity
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Template 2. Projects Hub

company inspiration projects

careersnews people contact

© 2006 Shepley Bulfinch Richardson & Abbott Home  |  Site Index

Our Vision for
Category Name

Lorem ipsum dolor sit amet, consectetuer 
adipiscing elit. Maecenas placerat ipsum egestas 
arcu. Duis in elit at nulla nonummy eleifend. 
Mauris porttitor sodales magna. Cum sociis 
natoque penatibus et magnis dis parturient
montes, nascetur ridiculus mus. Pellentesque
rhoncus, orci ac mollis aliquam, ante turpis 
vulputate mauris, eget facilisis massa odio 
accumsan sem. Quisque et elit a massa 
elementum nonummy. Nullam at sapien.

> Read more

Did you know?
Epsum factorial non deposit quid pro quo hic 
escorol. Olypian quarrels et gorilla congolium sic 
ad nauseum. Souvlaki ignitus carborundum e 
pluribus unum. Defacto lingo est igpay atinlay.

> Read the White Paper

Learn More
Services
     Lorem ipsum dolor sit amet
     Lorem ipsum dolor sit amet

Recognition
     Lorem ipsum dolor sit amet

Competitions
     Lorem ipsum dolor sit amet

Sub-Category 1
project
Project Name
Project Name
Project Name
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Client Name
Client Name
Client Name
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xxxx
xxxx
xxxx
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Location, XX
Location, XX
Location, XX
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Project Name
Project Name
Project Name
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Client Name
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Location, XX
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Project Name
Project Name
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Client Name
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xxxx
xxxx
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Location, XX
Location, XX

On the Boards
project
Project Name

client
Client Name

date
xxxx

location
Location, XX

projects

Page Title

Vision
optional area to highlight an 
applicable point of view

Read more
onClick: go to Inspiration >
Vision Category screen

Project Name
onClick: go to Project Details 
screen

Landmark Projects & On the 
Boards
optional

Learn More
optional area for related
information

onClick: go to applicable 
screen

NOTE: for PDFs, indicate w/
icon

Lorem ipsum dolor sit amet, consetetur sadipscing elitr, sed diam nonumy 
eirmod tempor invidunt ut labore et dolore magna aliquyam erat, sed diam 
voluptua.

Category Intro Text

project
Project Name
Project Name
Project Name
Project Name
Project Name
Project Name
Project Name
Project Name
Project Name

client
Client Name
Client Name
Client Name
Client Name
Client Name
Client Name
Client Name
Client Name
Client Name

date
xxxx
xxxx
xxxx
xxxx
xxxx
xxxx
xxxx
xxxx
xxxx

location
Location, XX
Location, XX
Location, XX
Location, XX
Location, XX
Location, XX
Location, XX
Location, XX
Location, XX

> Our Vision for  Sub-category 1 (PDF)

> Our Vision for  Sub-category 2 (PDF)

Vision Statement PDFs
Available for each sub-
category

NOTE: indicate link is a PDF

Project List
Alpha order by project name
include only those projects
not in sub-cats below

Sub-cats are optional

Website landing-page before redesign. Website landing-page after redesign.

The above three-dimensional information architecture diagram helped the design team 
and firm leadership intuitively understand the organization of the site.

Early wireframe page prototypes were used to refine page  
content structure and placement.
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STATEMENT OF CONFIDENTIALITY 

Shepley Bulfinch Web Site Redesign Project Definitive Strategy Document 
Published by Neoscape, Inc. 

Neoscape, Inc., has prepared this document after a comprehensive consulting process with Shepley 
Bulfinch Richardson and Abbot. The information contained in this document is confidential and proprietary, 
and is made available to Shepley Bulfinch solely for its consideration in evaluation of the recommendations 
herein. In no event shall all or any portion of this document be disclosed, distributed, published, or in any 
way disseminated outside Shepley Bulfinch without the express written permission of Neoscape, Inc. 

Copyright © 2005 Neoscape, Inc. All Rights Reserved. 

Confidential November 14, 2005 
Strategy Document for Shepley Bulfinch Web Site Redesign Page 2 of 117

Strategy document

Bobbie’s tasks at SBRA.com: 
• She needs to research information about the higher education 

practice at Shepley Bulfinch. She needs to know about design, 
interior services, engineering, and the firm’s history. 

• Bobbie wants to find out what schools Shepley Bulfinch works for, 
or has worked for in the past. 

• She needs to search the directory to find the right person to talk to 
about getting detailed firm information.  

• Bobbie wants to find published papers and upcoming events at which 
Shepley Bulfinch personnel will be speaking, to lend credence to her 
research and see “in action” the firm she’s researching. 

• She would like to find out if there are Shepley Bulfinch Practice 
Area, Services, and Architect fact sheets she can print for her files. 

Alicia Linden, Associate at Teich, Sarning, Frechtman & Po 

Alicia works at a midsized architectural firm in New York. She is an 
Associate with a specialization in Building Envelope engineering. Her fiancée 
Joshua was just laid off and is quickly narrowing down his choices between a 
job in Boston and one in Washington. Alicia is satisfied at her job, but could 
do without the NYC pace and tiny apartments. She’s looking for a better 
quality of life. She makes a reasonable living, but she hasn’t been able to 
enjoy herself all that much. She wants a bit more freedom than she has in her 
current job, and wants, of course, the chance to shine, since she’ll be losing 
her tenure at Teich. She read an article in the July AIA Journal that mentioned 
Shepley Bulfinch, which she has heard of but doesn’t really know much about 
beyond the historical references. 

Alicia’s tasks at SBRA.com: 
• She wants to know how many architects Shepley Bulfinch has? Is 

there a Washington office?  
• Alicia is concerned about whether Shepley Bulfinch is still a 

“player.” Do they have any Design superstars? Do they do higher ed 
projects? (Alicia was in the design group at TSF&P, but she clicked 
with higher ed projects in school – it may be an opportunity to switch 
back)

• She wants to know who Shepley Bulfinch is working for. Have there 
been any notable project wins in the past few months?  

Confidential November 14, 2005 
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Messaging

If the purpose of the site were simply to provide information and resources, 
then our strategy for the site would be to model the visual design and 
architecture on information portals like Yahoo and Excite. However, the 
messaging and positioning goals establish the necessity for a different kind of 
look and feel if the site is to be effective.

According to a report from Magnet, a brand planning firm, the skills clients 
desire most of professionals are (in order): 

• Knowledge of a specific area 
• Clear and plain communications 
• Good business sense/explanations of outcomes and risks 
• Responsiveness

Decision-makers want their architects to be creative, certainly, but they want 
them to be advisors as well. As such, they would like a firm that projects an 
assertive image. An aggressive, yet upscale, tonality is right on the mark for 
the type of firm they’d like to do business with. 

In developing a positioning complex for Shepley Bulfinch that can be used 
online (and extended to non-Web media), we have identified the following 
four positioning images: 

Trusted advisor
Shepley Bulfinch has a comprehensive understanding of a 
client’s key needs and a history of long-term client 
relationships.

Leaders at solving complex problems
Architects at Shepley Bulfinch are leaders at solving complex 
problems and are adept at challenging and sophisticated work. 

Depth of industry expertise
Shepley Bulfinch possesses advanced design “chops” and a 
depth of expertise in key industries including education, 
healthcare, and science, and in specialty services including 

Confidential November 14, 2005 
Strategy Document for Shepley Bulfinch Web Site Redesign Page 22 of 117

Future Enhancements 

Here are enhancements we recommend considering for Phase 2 and beyond of 
the Shepley Bulfinch Web site project, to be considered for implementation 
concurrent with the development of the IntraNet. 

Phase 2 Enhancements 
1. Database-driven Practice Areas / Services / Industries / Clients 
To enhance this area, each of the 4 sections will be populated from a content-
managed database used by Project Management to manage and close projects. 

Each section will, in fact, be a “micro-site,” presenting rich content at the top 
level, offering client lists and lead-ins to case studies, and allowing users to 
find important information immediately and to drill down to more detailed 
material. Users can explore the Practice Area to get more information about 
the practice, read case studies, and link to articles and white papers from the 
Knowledge Center. This makes each Practice Area a substantial area of the 
site, easily accessible from the Home page, and targeted toward user tasks.

“Micro-Sites” will contain the following:  
• Name of the Practice Area, Building, Client, or Service 
• Overview
• List of related services/issues/capabilities 
• Client List associated with Area 
• SBRA personnel associated with the Area 
• Case Study Identifier (there can be more than one case study 

associated with an Area) 
o Title (Case Study) 
o Description (Case Study) 

• Publication Identifier (there can be more than one Publication 
associated with an Area) 

• Contact information 

2. Database-driven  Personnel Directory 
The Personnel Directory will be present the following information about 
Shepley Bulfinch’s employees (information will be driven by HR database): 

• Last name 
• First name 

Confidential November 14, 2005 
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Ò
In what became a crucial component of a long term strategic 
rebranding project, the redesigned website for Shepley Bulfinch 
helped change the value proposition of the firm from architectur-
al services, to services and design. The site adopted a clean ap-
proach focused on showcasing projects and photography with 
plenty of white space and and classical proportions. As Creative 
Director my role was to develop and oversee strategy, contribute 
to the design, lead creative direction, project manage and assist 
with content development. In 2018 the Shepley Bulfinch website 
was  wonferfully updated by Tammy Dayton/moth.

Credits—

•	 Jennifer Jonsson, Project Manager
•	 Pamela Scheideler, Project Manager
•	 Steven Potter, Design Direction
•	 Josh Pryor, Web Development
•	 Terri Evans, Communications
•	 Adam Larson, Contributing Designer
•	 Paulo Lopez, Contributing Designer
•	 Erin Deeley, Contributing Designer
•	 Neoscape, Stategic Consulting
•	 Dan Vlahos, Creative Director

Awards—

Best in Class, Interactive Media Council, 2009
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Geothermal Lake Technology
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heating

In the winter months the geothermal heat pumps use stable ground or 
water temperatures near the earth’s surface to control building temperatures. 
During the winter, a closed geothermal pipe loop system extracts heat from 
heat exchangers on the lake bottom. Liquid coolant passes through the loop 
to the manifold room and transfers energy via a second loop to individual 
heat pumps throughout the building. A return pipe feeds back to the 
manifold room to once again exchange temperatures with the lake network.

Cooling

In warmer weather the geothermal system conditions the facility air by 
reversing the heating process. Rather than extracting heat from the ground, 
heat is extracted from the hospital air and circulated through the pipe loop 
to the lake. Upon return, the cooled liquid offsets the indoor air temperature 
and is redistributed through the facility.

A geothermal lake for heating and cooling 
will make Sherman one of the world’s 
most energy-efficient health care facilities, 
reducing the load on conventional 
heating and cooling systems and lowering 
space conditioning costs by 30 to 40%. 
Geothermal systems operate on the 
principle that the Earth’s temperature 
a few feet below the surface remains a 
constant 55° F year round. Because water 
at the lake bottom is cooler than outside 
air in the summer and warmer in the 
winter, the system can be used to raise and 
lower air temperature accordingly.

how it works

38-85ºF

21ºF

73ºF

Rendering and InfoGraphics ©Shepley Bulfinch, Boston

Overview: As the largest goethermal hospital project under 
construction in the world today, the new Sherman Hospital 
in Elgin, Illinois, offers a powerful example of the economic 
and environmental value of innovative healthcare design. The 
new site, a former 154-acre farmstead, will be being restored 
to a pristine prairie state, with no-mow grasses and plantings 
and an ambitious 15-acre man-made geothermal lake. For a 
healthcare facility of this size the lake will provide substantial 
environmental, fiscal, and psychotherapeutic benefits.

55ºF

38-85ºF

21ºF

73ºF

Low Air Temperature
(Monthly Median Average) 

High Air Temperature
(Monthly Median Average)
 
Water Temperatures
(Annual Range) 

Below Surface Earth Temperature
(Constant)

keY:

^ maNiFolD room
thermal exchaNge

This series of limited edition series of monographs and books on 
the projects and process of Shepley Bulfinch reflected on the 
contributions of the firms’ Principal architects, healthcare and 
education expertise and milestone projects. As a form of visual 
storytelling the books use project “artifacts” including photogra-
phy, sketches, diagrams and other visual material tell the stories of 
the firm. The typography and writing are largely limited to 
introductions and captions. 
	 Just was I had started working with this firm I acquired a 
copy of Projects for Prada Part 1 (2001) an architectural process 
book of sorts on the work of Rem Koolhaas—which both sur-
prised and inspired me by its focus on “process” over product. 
Then, Rob Roche the Shepley Bulfinch archivist presented me 
with a beautiful monograph from the Shepley Bulfinch archives—
the book was Katsura: Tradition and Creation in Japanese Architec-
ture by Walter Gropius, Kenzo Tange and Yasuhiro Ishimoto. It 
was designed by Herbert Bayer around 1960. The layout and 
image proportions within the book are masterful and the photos 
themselves are wonderfully graphic, poetic and masterfully 
composed. The printing is exquisite and the cover is adorned with 
lovely embossed symbol. I’ve also admired the book design of the 
late Massimo Vignelli, especially his books for Richard Meier.

(Above) Sample spreads and book covers

(Right) One of several information graphics I developed to 
help clients understand the complex mechanics and benefits of 
sustainable systems. The graphic at right visually describes the 
geothermal lake at Sherman Hospital in Elgin, IL.

A key point of reference/inspiration for the series of 
books I developed at Shepley Bulfinch as “Projects for 
Prada Part 1” by by Patrizio Bertelli (Author), Jens 
Hommert (Editor), Michael Kubo (Editor), Miuccia 
Prada (Editor), Rem Koolhaas (Contributor)

Books and Publications

5 The Comprehensive Rebranding 

of Shepley Bulfinch, 2006–2014.
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(Left) H.H. Richardson’s monogram seal. (Right) Concept sketch 
for badge graphic.

(Left) Badge graphic on promotional postcard.
(Above) Final Shepley Bulfinch “Agents of 
Change” Badge Graphic

The Shepley Bulfinch “Agents of Change” badge graphic was 
developed to communicate the idea that architecture is not just 
about building or buildings—but also serves as a strategic mecha-
nism for personal, organizational, institutional, and transforma-
tional change. The graphic was utilized in both the annual mailing 
to clients and in an internal card from the President to all staff.
	 The badge-like graphic was constructed using iconography 
from the firm’s first logo—a hand-drawn monogram by H.H. 
Richardson himself drawn around 1882. In a letter to his wife, 
Richardson described his original seal as “two strange beasts biting 
at a piece of forbidden fruit,” symbolizing the forbidden. Oddly 
enough, this reminded me of the wonderful tension between both 
knowledge and irreverence evident in the present-day Apple logo.
	 To make things even “stranger,” I then added a self-construct-
ed Latin neologism, “certus intention,” which— at the time—I 
surmised  to roughly translate into “certain intention,” but it could 
also mean “definitely plan” or even “defining design.” I suppose I 
was hoping the firm might adopt it as a motto of sorts—or a more 
abstract way of saying what William McDonough once said: 
“Design is the first signal of human intention.” Also, “the forbid-
den” in Richardson’s remarks sparked my interest in further 
exploring the negative impacts of design—and its role in contrib-
uting to crisis. The badge graphic itself was inspired by the work of 
the American artist and activist Shepard Fairey.

Credits—

Erin Deeley, Graphic Design 
Dan Vlahos, Creative Direction

Agents of Change

The Comprehensive Rebranding 

of Shepley Bulfinch, 2006–2014.
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Opened package with letter from President Carole Wedge, 
FAIA—reminding clients on the firms’ creative focus.

A client workshop/design charette with participants using the 
Shepley Bulfinch blue journal.

As a firm tradition, for years, the Boston-based architecture firm 
Shepley Bulfinch reached out to clients in an annual winter 
mailing. This mailing often took the form of a signed card, letter, 
or a commemorative poster or print. Over time, what started as a 
holiday gesture became an important statement that exemplified 
the firm’s core values.
	 In the time I spent helping to develop the firm’s brand, one of 
the biggest challenges was balancing its long history with its 
vibrant and creative future. It quickly became apparent to me that 
the previous mailings that celebrated old buildings were placing 
too much emphasis on the past while not emphasizing the ideas, 
opportunities, and the future. I wondered how an artifact could 
symbolize co-creation and creativity.
	 In this spirit, we replaced the old poster mailings with a 
sustainably produced, locally-made, highly-tailored bright blue 
journal. In her always optimistic annual letter to clients, the firm’s 
President, Carole Wedge, continually reminded them that “the 
future is theirs to create.”
	 In my contextual research, I discovered a rich history around 
“blue books”—a history that dates back to the 15th century when 
large blue velvet-covered books were used for record-keeping by 
the English Parliament. At Shepley Bulfinch, each year, to keep 
the journal “fresh,” we explored graphically themed endpapers.
Another challenge with the journals was how to produce them 
sustainably. The journals were made using 100% recycled paper 
processed chlorine-free. The journals were then bound in natural 
linen. The processing (of the paper) also used 100% renewable 
energy—and the brown craft packaging (also made of recycled 
material) was designed to be reused as a pen/pencil holder.

Credits—

Dan Vlahos, Creative Director 
Kirkwood Printing, Wilmington, MA 
Acme Bookbinding, Charlestown, MA

Blue Journal

The Comprehensive Rebranding 

of Shepley Bulfinch, 2006–2014.

Custom, sustainably designed packaging/mailing solution.

The sustainably-designed packaging folds into a desktop pen/pen-
cil holder—an excellent example of res-use and recyclability.


