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Hil I'm Susy,

I've harnessed a variety of creative and marketing skills to
develop a portfolio that combines efficiency and passion.

| balance the fine granularity of analysis and data, with the
sweep and scope of overall content strategy; generating
creative, innovative solutions for whichever challenge comes
my way; always looking to place your brand at the top of your
customer’s minds.

From concept development to day to day content strategy and
creation; my work merges the best of the creative and strategic

worlds, staying true to your brand’s identity.

To check out my full portfolio, visit www.susyalfaro.com



http://www.susyalfaro.com

AGE: 29

PHONE: +1 (825) 994 3037
E-MAIL: susyalfaroj@gmail.com
WEBSITE:  www.susyalfaro.com

WORK EXPERIENCE

IMMIGRANT SERVICES CALGARY | Communications & Marketing
Coordinator | Nov 2019 - Present

Worked closely with the Executive team at the city’s primary immigration
non-profit agency for internal and external communications and strategy.
® Managed the Social Media content strategy across 4 platforms with
20K+ combined followers.

¢ Developed and implemented a new Internal branding strategy, based
on a client-centric approach.

* Participated in the COVID-19 crisis management team, meeting

all communications needs including multilingual materials, process
adaptation for remote work, and more.

e Built internal staff capacity by optimising new procedures, and
implementing communications-related training programs.

® Developed and deployed the Fundraiser content strategy for the
Immigrants of Distinction Awards.

e Facilitated workshops exploring organizational purpose (“Why") with
management staff for strategy development.

¢ Designed graphic elements including logo development, template
reddesigns, editorial materials (digital & print), and a brand guidelines
update.

FREELANCE MARKETING | Jan 2019 - Nov 2019

Content Marketing with a focus on brand storytelling and Social Media
Strategy.

L Cong ucted branding identity coaching & strategy workshops for local
companies.

® Developed content strategy and design work for creative freelancers.

¢ Audited and redesigned websites for small entrepreneurs.

e One-on-one consultations on Social Media strategy.

ALTA TECNOLOGIA S.A. | Marketing Director | Feb 2016 -Jan 2019
Developed marketing capacity from the ground up and built a team and
fuII-sca{; production house.

¢ Redefined corporate image, rebranded and generated a new
communications strategy approach and reflecting website.

* Managed the Marketing Team for in-house and external projects.

® Generated content and development the company’s website.

® Produced educational and marketing video features, and implemented
a content strategy for international presence across Latin America.

e Coordinated events for quarterly product launches.

e Integrated Digital Marketing efforts for higher SERP placement.

12FPS INC. | Production Coordinator | Sept 2014-Feb 2016

Worked as a liaison between clients and the agency; developed creative
briefs, coordinated production elements, and %uilt effective 360
campaigns.

e Worked with Social Media Influencers for clients in travel and tourism
campaigns.

e Pioneered new creative projects with Social Media Influencers and a
varied array of international sponsors.

e Coordinated production elements and crew for a variety of promotional
videos for both the private and public sector.

1G: @susy505
ADDRESS: Cochrane, Alberta
NATIONALITY: Costa Rican
LANGUAGES

ﬂSL

SPANISH ENGLISH FRENCH ITALIAN
100% 100% 85% 75% 20%
SKILLS EDUCATION
CROSS 4
PHOTOGRAPHY . atrorm \ISUALMEDIA ® UCD MICHAEL SMURFIT GRADUATE BUSINESS SCHOOL | Dec 2018

PROBLEM AGI CONTENT

LE
SOLVER CREATIVE ZI)DEVE LOPMENT

STORVTELLING .  , o, =0 WRITING

MUL T I

U S TYL TNG Zmeoctat O
LEARNING pmpy 1 aRKETING 2

NARRATION& VO

WORKER <
SOFTWARE
Adobe Photoshop @ @ @ @ Wix 00000
Adobe InDesigcn @ @ @ @ MailChimp @ @ @ @
Adobe llustrator 0000 Canva 000
Adobe LightRoom 00000 Google Ads C X )
Adobe Premiere 0000 Salesforce [ X )

Msc Digital Marketing | 2.1 Honours

® UNIVERSIDAD LATINA DE C.R. | Sept 2015
Bach. Advertising | Emphasis: Production & Creativity

® SANTA FE UNIVERSITY OF ART AND DESIGN | Jan - May 2014
Studies in Film and Creative Writing | President’s List Award

® UNIVERSIDAD CREATIVA DE C.R.| Oct 2013
Tech. Digital Photography | Graduated with Honours

® BRITISH SCHOOL OF COSTA RICA | Jan 2010
International Baccalaureate Diploma | Completion of High School

LIFE EXPERIENCE

* SUSY A. PHOTO | Freelance Photographer | Dec 2011 - Present

e CLIP | #CalgaryForAll Lead Photographer | June 2020

e CHARLEVILLE DEMESNE CASTLE | Volunteer | May - Oct 2018

* MICHAEL SMURFIT SCHOOL OF BUSINESS | Class Ambassador |
2017-2018

e WISE FOOL NEW MEXICO | Board of Directors | Dec 2015 - Sept 2017
* ALTA TECNOLOGIA | Advertising Consultant | May - July 2014

¢ INTENSA COSTA RICA | ESL Teacher | Jan - Dec 2014

e FREELANCE | French Language Teacher | June 2010 - Dec 2013


mailto:susyalfaroj%40gmail.com?subject=Let%27s%20Make%20Something%21
http://www.susyalfaro.com




o
o~
-2
F Oy ‘



7
A

J‘\sh-'_n'.l_‘d&- =\

ol
















WYV U




VIDEQ &
SOCIALMEDIA

| have worked in the Creative industry for more than 5 years and recently graduated
from a Masters in Digital Marketing at Smurfit School of Business at University College

Dublin.
In my spare time, | try to capture places, flavours, people, and moments with my

camera.

Here is a sample of some projects I've produced or worked on for clients and a bit of
what my professional ride has looked like.

#BETTYVENTURE

Client: 12FPS / Collaboration

Ml Description: Taking the American roadtrip to the next level.
= We worked with photographers @ovunno, @wisslaren and
= @ravivora to tell the story of a 1985 van that crossed the

country, and our expectations.
Link: VIDEO | EEED

#INFINITYTRIP
Client: Ryanair Ireland (Masters project with
brand colab)

Description: #InfinityTrip was a creative new
approach to Ryanair's marketing strategy.
For this project, we not only worked on the
concept, we ~lived it~. Four girls with one
dream; we packed our bags and hit four

different countries in 5 days.
Link: VIDEO


https://www.youtube.com/watch?v=KzGytJir0ZU
https://www.instagram.com/bettyventure/?hl=en
https://vimeo.com/244774906

ADOBE YOUTHVOICES

Client: Adobe Corporation

Description: Adobe Youth Voices helped
share the creative voices of youth around the
world for over 9 years. Building a community
through Social Media, | worked with a team to
help share this voice.

Link: WEBSITE

#HOWTOSANTAFE
Client: Santa Fe County
Description: Working with local businesses
and influencers from across the globe,
#HowToSantaFe narrated the charm of the
Land of Enchantment and shared its local
voice.
Link: VIDEO | FEED

NMSOCIETIES OF CARE

Client: State of New Mexico, Children, Youth and
Families Dept.

Description: Working on ground-breaking resources
to improve youth's experiences in the system.
Educating systems and the public on topics like
LGBTQ+ Tolerance, Infant Mental Health, and much
more, | worked in the production, development

and creation of a series of videos.
Link: VIDEO

‘

SANTAFEFOR YOU

Client: Santa Fe University of Art and Design
Description: “Santa Fe For You"” was the first
of a series of recruitment videos within a
campaign for SFUAD.

| worked as a project coordinator, working with
the client and collaborating with our entire

team to bring this idea to life.
Link: VIDEO



http://12fps.tv/howtosantafe/
https://www.instagram.com/explore/tags/howtosantafe/?hl=en
http://12fps.tv/santa-fe-for-you/
https://www.adobe.com/corporate-responsibility/education/adobe-youth-voices.html
https://www.youtube.com/watch?v=e4O-Ns06qgM&t=2063s

y ok
ecnologia :
Simplificamos Tl
Alta Tecnologia is an Integrated IT Solutions Provider in San José, Costa Rica, that combines
software and hardware to meet their clients’ needs in a personalised way.
NOS DIFERENCIAMOS
- _ EN EL MERCADO Alonso Alcaraz

| worked as Marketing Manager here for over 3 years, starting as a one-woman team, and POR NUESTRA — T hsali—
eventually growing to lead a department of skilled creatives. My job there involved building PASION ¢

theirbrand and messaging, startingin 2016 as the company underwenta majortransformation;
up to January of 2019. | worked as the head of a thriving, innovative marketing department
with an offering unlike anything seen in the region for IT.

VIDEOPRODUCTION

Nowadays, Alta Media Team works with a 360 degree-capable marketing team and a Video and content development from initial concept

full production house that works on content, media, design, video, communications, and , , . , , , o
production, script-writing, recording, animation coordination,

Voice Over work, editing, and final client reviews (where
applicable).

strategy. We worked to only develop content in-house to improve sales processes and brand
positioning, and also provide integrated marketing solutions to their partners around the
world.

This is a sample of the kind of work | did and oversaw during that period.

ONCONONC

STRATEGY MEDIA E-NEWS CONCEPT E-COURSES EVENTS
DEVELOPMENT
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& | & https://www.alta-tecnologia.com vt B {

it apps ] facebook WP Twitter B YouTube @ amazon @ dpreview.com [ BAC San José [ Smurfit % WordPress/SITE

Alta

Simplificamos TI

Alta Tecnologia S.A. es una empresa con 14 afios de experiencia simplificando la
operacién, administracién y cumplimiento de Tl, por medio de soluciones

integrales que combinan herramientas innovadoras y experticia técnica.
Optimizamos el rendimiento de sus aplicaciones, focalizandonos en lo que
funciona mejor y mas rapido para nuestros clientes.

SERVICIOS
f’--\ ,
Tecnologia
Nos enfocamos en el mercado de herramientas de S S.A.

software para miltiples plataformas.

Combinamos el conocimiento experto en la plataforma
con un enfoque pragmatico en lo que funciona mejor.

in what works best.
We are a multi-brand and

VOICEOVER

SOCIAL SEO
MEDIA

e ‘
Tecno[[c:glfa’_ Nosotros Productos Capacitaciones Transformacién Digital Carrito

WEBSITEDEVELOPMENT

In2016, Alta Tecnologiawas onthe verge of amajorrestructure,
working close with the management, | came in to develop a
new brand identity, look, and to revamp their website and
content strategy in order to reflect these changes.

| worked on building their new site, which has grown to house
not only their solutions, but also the new Alta Media Team

Cortacto © marketing and production offerings that come with their new,

state of the art production studio. Website development was
made through WIX.

To see the full site visit www.alta-tecnologia.com

Alta

S
Tecnologia
~— S.A.

ADS CLIENT TEAM
RELATIONS MANAGEMENT

Simplificamos TI



http://www.alta-tecnologia.com
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STRANGELY
—SPROUTED—

Strangely Sprouted was my thesis project for my Masters degree in
Digital Marketing at UCD Smurfit School of Business. As part of an
applied digital group project, myself and three partners developed
from scratch a concept for a new business. We then went through
every step of business development, from market research, through
all of the brand development, all the way to developing an online
marketing campaign for the first year of the company’s life.

My role in this was as creative director. Graphics were made in
collaboration with Aldo Vidrio (México), animation by Aldo Vidrio and
Francisco Rodriguez (Costa Rica). Production of all of these, as well
as Voice Over work by myself, Susy Alfaro. Brand strategy, market
research, and thesis development in collaboration with Samantha
Langereis, Karena Twohig and Mathew Cullen.

Strangely Sprouted, and the team, won top 3 in Thesis
Presentations’ final round for the class of 2018.

CONGEPT

Every year, millions of kilos of fresh produce are thrown away or used as animal feed
due to aesthetic expectations regarding size, shape and colour. This comes to represent
somewhere between 20-40% of all vegetables produced worldwide, which never get
to be sold to final consumers due to their appearance, even when they meet all other
health and nutritional regulations. Strangely Sprouted is a platform that plans to solve
this, connecting producers with clients who, for a lower cost than comercial buying, are
willing to give these “ugly” produce a chance in their kitchens.

Website Demo: https://susyalfaroj.wixsite.com/strangelysprouted

CONSUMERS PRODUCERS

STRANGELY
—SPROUTED—

e iy o
8

CONCEPTVIDEO
4 -

Watch: https://vimeo.com/280807754



https://vimeo.com/280807754
https://susyalfaroj.wixsite.com/strangelysprouted

BRANDCHARACTERS/CAMPAIGN
AY
Y &
) y /)

TOMMY BARRET DECLAN ROSIE
THE TOMATO THE CARROT THE LEEK THE STRAWBERRY

APP &GAMEDESIGN

SELECT YOUR
VEGGIE(S)

@ carror ,
® v @

SELECT YOUR CHOOSE DELIVERY
BASKET SIZE FREQUENCY

£
() BELL PEPPER

CHARACTER VIDEQ / ROSIE

Watch:

A R A

- LEVEL10

GREAT
PROGRESS!

YOU'VE FILLED

WHAT FRUITHASITS
SEEDS ON THE OUTSIDE?

50% OF A
BASKET!

KEEP PLAYING! ‘

I I

S\

https://vimeo.com/280806252

tjt
|


https://vimeo.com/280806252




CASE STUDY / DELIVERQO

UNIVERSITY COLLEGEDUBLIN, 2018

Deliveroo founder, Will Shu moved from NYC to London in 2004,
Working late nights in the business district and finding no delivery
services, he has an idea.

2 Greg Orlowski, Will's best friend & current lead developer of the logistics
team, joins him on the project.

Deliveroo is launched in February 2013 in Londen. Two restaurants in
Chelsea were the first to join the team.

2014: Series A Funding. £ 4.5M raised.

First location outside of London is launched. Deliveroo is growing.
2015: Series B Funding: £ 25M raised.

2015: Seriec C Funding: £ 70 mil raised.

Deliveroo grows. It is now available in 30 cities in the UK and Ireland.

2015: Series D Funding: £ 100M raised.
Deliverco is now available in over 50 cities and 6,000 restaurants
worldwide.

deliveroo

competitive advantage «

* Facilitating all-round involvement

QUALITY
CONVENIENCE
&TRAHSPARENBY

= Tie ups with high-grade, ‘premium’ restaurants WAL IR e 00

who do not have another method of expanding ,,
their clientele

= ‘Gourmet’ variety food.

= All deliveries under 32 minutes.

FUTURE PLANS

‘ = Expand into new locations

= Enlarge its technology team

delivery-only kitchens

deliveroo

the numbers

A (=] b o
" 140
cities N 4

Present Valuation:

£1.5B
Revenue (2016):

£129 M
Funding (to date):

£859.59M

= Work with restaurants to develop §| |

o D =]
| UBER EATS
4 restaurants &

SOCIAL MEDIA PRESENCE

15 countries
£ 375.7M revenue
£ 445M funding

40+ countries
€ 246.5M revenue
$ 2.58B funding

100+ countries
$ 3.5B funding

4.8 Rating on iOS Store

4.3 Rating on Android Store

FACEBOOK

digital properties

pening sate
to serve ific areas with a lot of
sgt.:few.

The start-up manages a network of 5000
ﬁdnrsumsalmpo:dmm
high-quality food within 32 minutes.

DELIVEROO
HELP deliveroo

TECHNOLOGY

Deliverco developed an app by which
customers can get a list of selected restaurants
in their area (within a 2 Km radius

———  approximately) simply entering their postcode.

4

deliveroo

This Hyper-local technology optimizes food
ordering and delivering through
machine-learning pregfctive models of when
the food will be ready. how long every part of
the process will take and which rider has the
best characteristics to fulfil that specific order,

The start-up designed Frank, a complex
algorithm that allocates riders to nearby
delivery jobs based upon a wide serjes of
variables such as the number of riders who are
not free but are about to finish a job, the
cooking time of the food to be delivered.
nearby riders already booked in for a
simultaneous job on a similar route and can
double up.

Restaurants receive and managed orders
through a terminal provided by the company,
which has created sophisticated delivery driver
smartphone software that allows optimizing
delivery routes and provides customers with
order tracking information

deliveroo



CASE STUDY / SOCIALPRINT STUDIO

UNIVERSITY COLLEGEDUBLIN, 2018

TARGETING

Social Print Studio targets one general customer segment consistent of whoever wants to print their §
photos and decorate them for their spaces. Geographically, they have a strong pull in the San Francisco =55
and California area of the United States, as well as the U.S in general; with 60% of their customer base X
coming from the US. Hes

Within the customer segment,
several customer personas can be
identified, these are the following:

THE MILLENIAL

Overall, they're providing value by being a simple, beautiful, quirky, and relatable solution to two main

problems: Yourg, social, hip. Tomly inta W!uge ﬂmlnmiuh-wm'vw'\«“wmr that

1- Having your photos and nothing to do with them, since they're all digital.
2- Lacking the knowledge, skills, or creativity to flgure out what to do with them, if you printed them.

thsir e, et i e 5
tocal. gall ww-’nrmpovqwln U-wkw-nluw

The Millgn s/ kovws uting SPS a5 & 9o-to decoration for their sxposed brick wall o< i e
way to book artey ard cool with thair frierds. Thay've definitely tried priviing glant phats
strips. of their e ard may o may not have & photo booth set up at % comar of their
[ ——— Y

THE PHOTOGRAPHER

Al yeurs of Vvl sned countives SD caeth, The Photographes ousd they never did
anythang with twsr pholos, until, one random dey. they dscovered this.spg that promised
high-cusality prirts of thair instagram pheaos. Saeptizally, they tried it out, s have oeen a

ehert mvar sincel

The Photegraphor ll.wnn g SPS s theie el mcticnl 1 it theie b phiton,

GAIN CREATORS et ot decon e b oo s ot

it irntabiplel The aualiy is smacing and they're a moussert ot

. high prin: ind cals
B e et GAINS

- Gk tmaround and delivery !
- Excofln ctomner sesvicm B prlorn sk R i E THE COOL MUM
PRODUCTS I.Mru'm::mn-hulmr-w s )
oucris : it
& SERVICES Croatien proshuct dhsign B constant upslaties Tttt oo CUSTOMER
Suaparting smal geempaey JOB(s) Fridgal.
P - . S5 peorder Tow ool M i an ption S it ba photossosdy ready, s
. = Punlyifinch phiocce strnighn rcm her pihone. She aha loves thei customer service depariment that orce
Mird prints fmind bocks. - Trip mamaries Dl bt Fguane ot o 1 got e Chaistmans anders on time 30 ber presents wene
- Phatostrips - Craative wall decortion slingly paciuct
= Postcards | Greeting cards - Soial st

us

PAI NS Calabrations: unigus gifts
- Baby phatos.

PAIN RELIEVERS eapersiprn o

- S ey bt ill kock good - Lick of icdens of wiat to do with

- Breicly proser, esol idoas. phozes

Senple design process (mo need of praviaus - Bad quality photos and colouns

knowledge) « Generic wall decormt ons

- Coamtant inncvation & undates Al photos are digital now

Qualiy Werraety (1EC%)

Hear kid used this really cool, independent company that priets 21 sinds of phatos for thes
Larit Mother s Duy prsant aned mow shes obsarss Coal Mo v bar lamdy wnd
hor 7 e ok coni, Luas, [mhe has s o st of custom rads miggne prns on e

. o -

NEW: Panoramic Prints

ONLINE ADVERTISING : o . - e 0% -

Social Print Studio does no paid advertising for
keywords, SEO or display advertising, with all of their
traffic being organic or through referrals. They do
rank in the first position organically for keywords such
as: print studio, print instagram photos, instagram
prints, social print studio, and printstagram.
(source: SEMRush)

They do work on a very strong and personalised
e-mail marketing strategy, with constant e-mails
that relate to their products, new product launches
and updates, or thematic e-mails that show off their
5 productsin a fun, light, approachable way. They work
— very well on personalising every detail of the e-mail,

| with even the sharing links and sign off on their : )

| messages changing according to the main subject of ' --to order a calendar! - ER

' the message (as seen in the example here). """"""’:,, e Pt

i Foorary S0 Y

o
o ekt ¥
Celebrations are a peak season for SPS, with o e e e o
Valentine’s Day, Mother's Day and Christmas being | ) - = “_;u et e ok I
the most promoted ones. During high seasons, - e I T o . T
e-mail frequency will increase to 2-3 emails a week, | = - mages =
especially as their delivery deadlines come up
(depending on a customer’s location, last deadline
— to get prints on time varies).

s =
o rare s B

SPS also works with constant contests to maintain
their users engaged, these will be announced via
e-mail campaigns and Instagram, with the winners
announced on both channels. Usually, these contests
relate to new product launches, and people winning
free prints.

Thanks Foreved,
G ar, + SPStaam

Their tone and messaging is seen throughout their
e-mail campaigns, as branding is consistent.

E-COMMERCE
TECHNOLOGY
FEATURES:

UBIQUITY

Since the main channels by which the transactions are made for SPS are via its app and website, their ubiquity is quite high. As
long as the users have internet access, they will be able to easily access the SPS platform, anywhere and anytime.

i T i TR N

GLOBAL REACH
Technologically speaking, the Global Reach is quite good since the app is available to people across the world. There are
language limitations due to it only being in English, but shipping is available worldwide (with different delivery timelines).

UNIVERSAL STANDARDS

It is very easy to use and understand the app to get the product that you want as a consumer. The website is also very user-
friendly as to make the process of photo printing useful for people with no previous skills in this area.

T e e e A BT

RICHHESS

Their site is image-rich and is full of visuals which are optimised to load quickly and work well. They constantly use GIFs and
short videos on their e-mails and website, which is a good way of adding movement without delaying loading times.

= — B — —

—
INTERACTIVITY

Interactivity is well used through their social media feed, especially on Facebook where users can rathe their experience.
Nonetheless, they do take several hours to respond to issues and their main/only way of communication is through email.

“INFORMATION DENSITY

Information is sorted in a way that is visually pleasant and not cluttered. Nonetheless, it is hard to know the price of a product
(especially on the app) until after you've gone through the selection and design process. This could improve for more clarity.

“PERSONALISATION

Personalisation is the name of the game. Through different templates, the main product is always changing based on a person’s
photegraphs and how they choose to use them. This is excellent.

“SOCIAL TECHNOLOGY

SPS does not use any sort of paid advertising so the data is scarce, yet their reviews and comments on Social Media work very
well to counteract this aspect.

The main channel they have is their apps. Although some print formats are only available on their website (the ones that require
more preparation); their main traffic and push is towards their apps, with seconday apps for Greeting cards and Postcards
(which actually mails your postcard) developed in the last year.

The path to building prints is very user-friendly and easy to use, entirely designed for mobile use.

T 0¥ a0k . . 9:33 AM

Confirm Cart [2]

~ SANTA CRUZ WIDE
001 Photo

MINISQUARES - a1 +

012 Photos

P SHOPPING

$35




WEBSITEDEVELOPMENT &DESIGN / GLYPH

UNIVERSITY COLLEGEDUBLIN,2018

Glyph was an exploration of typography and punctuation symbols
through the use of design and the development of a WordPress
website for a class in my masters degree at Smurfit Business School.

For the live site, visit http://slsapp.ucddorcas.click/

Website collaboration with Samantha Langereis and Premarsee Prakash.

Content based on the book of the same name by Anna Davies

CONCEPT VIDEO

PUNL SO

Watch:_https://www.youtube.com/watch?v=4ilr5i41Cvl
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http://slsapp.ucddorcas.click/
https://www.youtube.com/watch?v=4ilr5i41CvI

Punctuation
Marks

s O L s e

Textual Marks

Textual Marks are set of signs used in texts
like paragraph which are used to denominate
text composition and order. Signs such as the
paragraph signs are essential in writing like
poetry and verse writing, whereas signs like
the asterisk are commonly used to clarify text
content or references.

Learn More

Mathematics
& Compuling
t+%w°@ #

Miscellaneous
Marks

Miscellaneous Marks are those punctuation
signs that do not fall into the other categories
above. Beyond basic use rules, these were
created with a specific purpose in mind. For
example, the Trademark sign and Copyright
symbol are used to specify ownership.

Learn More

Punctuation Marks

Punctuation is the system of signs or symbols given to
a reader to show how a sentence is constructed, and

how it should be read. Punctuation is an elemental

part of everyday writing and helps make the meaning

clearer. Punctuation marks include basics like the
comma, full stop (or period in American English),
brackets, etc.

Learn More

Textual
Marks
&*+1§

Mathematical
Marks

Mathematical and Computing Marks are
those symbols that are utilised when writing
technical formulae and equations. Signs as
the plus. minus, and percent sign are seen in
common mathematics, whilst other symbols
like the underscore and the at sign have
increased in popularity thanks to the coding
language used in computers.

Learn More

WEBSITELAYOUT

COMMA

AR V)

The word 'comma’ comes directly from the Greek kommo, meaning something cut
off, or a short clause. It has its origins in the 3rd century, as one of a series of dots
devised by Hellenistic scholar, Aristophanes of Byzantium, to indicate when to
breathe when reading text out loud.

Up until the 15th century, punctuation was generally used haphazardly with various
marks, including the comma, colon and slash, used interchangeably to indicate
how long one should pause for breath when reading a sentence.

However, as society moved away from an oral culture to a Written culture, the
usage of punctuation became more regimented serving a syntactic rather than an
elocutionary role. The modern comma still marks a pause in a sentence, but this is
not a pause for breath, but rather in order to divide a sentence into smaller units,
or clauses, so that it can be understood more quickly.

Commas are also used to separate elements in a list, before quotations and to set
off adverbs at the beginning of a sentence. In typography, a well designed comma
should encapsulate t he essence o f a typeface. A's its shape is mirroredin
apostrophes and quotation m arks, t hese 'fringes' of punctuation actas visual
anchors enhancing and magnifying a font's language.



LET SMAKE SOMETHING!

SUSY ALFARO

susyalfaroj@gmail.com
+1 (825) 994 3037

https://www.susyalfaro.com/contact
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