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Learn how to use displacement  
maps in unique ways to create 
dispersion and particle effects

Craft a composite that creates the  
illusion that part of a photo is coming 
right out of your smartphone’s screen

PHOTOSHOP  
SPECIAL EFFECTS
Adding finishing effects 
to your images will have 
your clients screaming  
for more

Markus Gollner |  KelbyOne Member

Dynamic
Range

Proving 
Ground

https://www.markusgollner.com/
https://kelbyone.com
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home design

CLIENT

[ before ]

Eva’s Phoenix
www.evas.ca

We’re looking for real-world makeovers for future installments of the “Design Makeover,” so let us know if you recently had a branding makeover or if you did 
a branding makeover for a client that you’d like us to consider. We cover everything from product packaging or labels, print advertisements, websites, logos, and 
magazine covers that are currently in the marketplace. So if you’d like to be considered, send us an email at letters@photoshopuser.com.

makeover submissions

Eva’s Phoenix is one of three facilities operated by Eva’s  
Initiatives for Homeless Youth in Toronto, Canada. The 
organization is named for Eva Maud Smith, an immi-
grant from Jamaica who worked as an educator and 
youth worker. In those roles, she saw the challenges that 
homeless ness presented for many students, and how shel-
ters intended for adults didn’t offer the special services that 
homeless youth need. 

As a result of Smith’s efforts, the youth shelter Eva’s 
Place opened in 1994. Over the next 10 years, it was joined 
by Eva’s Satellite, another emergency shelter, and then Eva’s 
Phoenix, which provides longer-term transitional housing, 
as well as educational support and employment and inde-
pendent living skills for ages 16 to 24. “Up to 50 youth can 
live here at one time,” says Alanna Scott, Eva’s director 
of development and campaigns. The facility comprises  
10 townhouses that accommodate five residents each. 
“Residents get a private bedroom and their own key,” 
continues Scott. “They can live here for up to a year.”

A couple of years ago, Eva’s Phoenix got the opportunity 
to relocate to an unused municipal building; but before it 
could do so, the organization had to come up with $12.1 
million to renovate the structure into the living spaces 
needed. That meant appealing to corporate and financial 
donors, who would expect some kind of recognition for 
their generosity. Eva’s old facility had a list of donors on the 
wall, but the organization wanted something more appeal-
ing for the new place. 

At about the same time, the organization undertook a 
logo redesign. “We had a primary-color logo that looked 
like it came out of the ’80s,” says Scott. “We had a com-
pany come in and redesign the brand pro bono.” The new 
donor recognition signage, whatever it turned out to be, 
would also reflect the logo redesign. 

Eva’s Phoenix opened its new location in September 
2016, with a new set of plaques to recognize donors. 

JAKEWIDMAN

Design Makeover>

Original donor wall

http://www.evas.ca/where-we-are/evas-phoenix/
mailto:letters%40photoshopuser.cm?subject=
http://www.evas.ca/
http://www.evas.ca/
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CLIENT

[ the project ]

Eva’s Phoenix
www.evas.ca

Early versions of plaques on architects’ renderings

about the client
Eva Maud Smith (1923–1993) immigrated to Canada in 1956 from Jamaica and started working in domestic jobs. But it wasn’t long before she became a Toronto community 
leader, youth worker, and educator. Through her work, the first youth-focused shelter in North York, Toronto, opened in 1994. 

Over the next 10 years, Eva’s expanded with Eva’s Satellite and Eva’s Phoenix, which provides housing for 50 youth aged 16 to 24 for up to a full year in townhouse-style 
units. Furthermore, working with business, labor, and community partners, Eva’s Phoenix provides homeless and at-risk youth with educational support and employment and 
independent living skills that give them a base from which to move forward with their lives. While at Eva’s Phoenix, youth develop the skills to live independently through 
goal-setting exercises, workshops, and hands-on programs that are delivered in a supportive environment. 

For the donor-recognition signage in its new space, Eva’s 
Phoenix wanted to find someone to “interpret our brand 
look-and-feel into something that would work in our 
facility,” says Scott. Each of the 10 townhouses would 
be named for a donor, and a sign on the door would 
acknowledge the donation. In addition, there would 
be five “Pillars of Support”—columns running down 
the central aisle of the building, each sponsored by a 
donor—a Donor Wall, a Cumulative Wall, and a Brick 
Wall, all bearing the names and logos of the donors who 
funded the move. “But we didn’t want the interior to 
feel like a branded environment,” says Scott. There was 
understandable concern that the youth they were serving 
wouldn’t feel comfortable or “at home” in a space filled 
with corporate logos. 

In the summer of 2015, Eva’s put out a Request for 
Proposal for the donor-recognition signage. The directors 
of the fundraising campaign chose the proposal of Jamey 

“Cactus” Vella, owner of Anxiety Attack Designs. “My job 
as the designer was to give fair and high-quality recognition 
to the many donors, while keeping Eva’s Phoenix a place 
that still felt like home to the residents,” says Vella. 

Eva’s gave donors the opportunity to include a famous 
quote that related to why they supported youth experienc-
ing homelessness. They provided the quotes and the donor 
information, along with Eva’s brand guidelines, to Vella. 
Aside from that, “they didn’t give me any design direction,” 
he says. He proceeded to research the donor recognition 
areas of hospitals and corporate spaces, but he didn’t like 
what he saw. “A lot of those were very sterile—just text,” 
he says. “We’re working here with a shelter for young 
people, so you’d want it to be a little more fun.” 

http://www.evas.ca/where-we-are/evas-phoenix/
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Anxiety Attack Designs 
anxietyattackdesigns.com

DESIGNER

Final designs printed at Eva’s Phoenix’s print shop

Early mockup of plaques

Vella’s concept took off from Eva’s Initiatives’ recently 
redesigned logo, which incorporated a house shape. “I 
looked at it and said, ‘This is the main point of your brand-
ing. We can run with this,’” recalls Vella. He started work-
ing in Photoshop using the architects’ renderings of what 
the final space would look like. “I’d design the plaques 
and then put them at the proper angles, with the drop 
shadows, to re-create how it would look.” (See images 
on previous page.) 

By the time they got to the second meeting, Eva’s Capi-
tal Campaign Chairperson and Executive Director wanted 
to see physical samples. Vella had some printed onto Plexi-
glas and some onto card stock at various sizes. The original 
idea was to have the Plexiglas cut in the shape of the house, 
but there was concern that the results had too many sharp 
points. “We even got a couple of mockups made so I could 
bring them into the donor presentation meetings,” Vella 
says. “Everyone was really impressed with them, but we’re 
housing 50 young people here, and we didn’t want any-
thing that could potentially cause harm. So we just went 
with the square with the image behind it.” The image is 
printed on paper (at Eva’s Phoenix’s own print shop) and 
sandwiched between two squares of Plexiglas. 

That turned out to have an added advantage: on the 
cutout version, the only other visual was the donor’s logo. 
Placing the donor’s logo inside the house shape meant 
Eva’s logo dominates the plaques, increasing their visual 
consistency and reducing the branded-environment effect. 

That approach brought its own challenges, however. As 
new donors signed on, sometimes their logos had a dif-
ferent dimension or shape than most of the others. That 
meant Vella would have to rework some completed designs 
to maintain their consistency. 

In addition to the donor’s logo, “there’s also a quota-
tion chosen by the company about why the donation was 
made,” says Scott. The quotation is set in Asap Bold from 
Omnibus Type, a font specified in Eva’s branding guidelines. 

https://anxietyattackdesigns.com/
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[ the result ]

Anxiety Attack Designs 
anxietyattackdesigns.com

DESIGNER

Final design

Jamey “Cactus” Vella is a Toronto-based freelance graphic designer. He launched Anxiety Attack Designs in 2010. 

“I can remember designing my very first event poster back in high school, cut-and-paste style. Armed with scissors and magazines, I utilized the Xerox machine at my 
school and meticulously created what I thought was a masterpiece. I also remember a few years later when a friend showed me Adobe Photoshop for the first time. That was 
a game-changer! Those were both life-altering events for me.” 

Vella is also a husband and father as well as an accomplished musician. (Check out his music here.) “When I’m not working on a design project, you’ll find me spend-
ing time with my beautiful wife and daughter or performing on a stage somewhere.” 

He calls Aaron Draplin one of his biggest influences. “The guy has created an empire of sorts, and he’s changed the way freelance designers work and promote themselves.” n

about the designer

“Anxiety Attack took Eva’s brand and the donor brand and 
put them together,” says Scott. “If you walk down the 
main area, you see these wall plaques everywhere, but 
all you really see is the Eva’s logo—a plaque with a blue 
background and a white logo. Then, as you get closer, 
you see that inside is someone else’s logo.” 

According to Scott, many people aren’t aware of how 
big a problem youth homelessness is, but they’re interested 
in who the donors are. “I lead donor tours with our board 
of directors, and I find that people stop to see who is sup-
porting the capital campaign,” says Scott. “It helps when 
people see all these prominent companies supporting us.” 

The donors appreciate the recognition too, says Vella. 
“When we do tours of the building, they usually walk right 
up to their plaque, and they usually have a big smile on their 
face.” At the official launch last September, with the mayor 
and a city councilor present, “everyone was taking photos 
in front of their plaques,” Vella says. 

He also thinks he accomplished his goal of incorporat-
ing the donor’s logos without making Eva’s Phoenix feel 
too corporate for the people who live and work there. “The 
staff all seem generally pleased with it,” he says. “I think 
because there was so much concern about what it could 
look like with so many logos in a small space, when it was 
all done, everyone was pleased.” 

All in all, “I think I did my job well because no one com-
plained,” he concludes. 

https://anxietyattackdesigns.com/
http://community.kelbyone.com/t/photoshop-user-magazine-june-2017/
https://anxietyattackdesigns.com/
https://cactusvellamusic.com/
http://www.draplin.com
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