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Coca-Cola - Chicago
Office Mural

For the opening of a brand new Chicago office for the Coca-Cola
Company, an opportunity for unique storytelling was identified.
Considering the rich stories already being told just outside the office,
via the nearby B-Line and its numerous murals, and the overall
design strategy of “The Perfect Pair,” art direction was provided

to two local Chicago artists who were hired to collaborate and install

a unique mural in the office entrance.

Coke employees use this office to meet with longstanding partners and historic Chicago-based brands
McDonald’s and Walgreen’s, which is why the design strategy for the office was “The Perfect Pair.”
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Minute Maid patterns As part of an entire branding package for a newly-renovated office o

for Minute-Maid and other juice brands in Sugar Land, Texas, new
patterns were designed as wall graphics in the different conference
rooms in space. These patterns were desigend to honor the history
of the brand and its marketing campaigns in a modern way

and compliment the currentphotography and other branding elements

displayed throughout the office.
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Kids2 Brand Evolution

Shop our Go2Gull
pecking for o thlp to
Grandma's an dph’

While initial brand mark, typography and style were already [
provided by outside partners, the in-house brand team at Kids Il

was asked to evolve the creative and consider new applications

of the brand for campaigns across various channels. Expanded

color palette, typography, a new illustration style and photography

art direction were explored to grow the brand foster excitement

for the new launch.

We're all in
this 2gether

Being @ new porent is tough enough, Finding arswers
shouldn’t be. Kids.com is the first online destination
dedicated to moking the adventure of early porenthood o
Tttle bit aanine - one tiny win ot @ time.

Reod more

kidsaZ

Products Services

i Playhouse] ks? Ventures ] i% Showcase ] ka? Workshop ] ka? Partners | ka? Studiol
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Kidsz.com LaunCh The Kids Il brand was set to launch their new direct-to-consumer ® 000

business in late 2018. An entire new site design was needed
to position the company as a new player in the market, while also

highlighting parenting tips and exclusive content from Mother.ly.

kidsria Go2Guides Products

A\ S

The tools you need for tackling
tummy time as a team., =

The tools you need for tackling tummy time Give us strengih!

as a team. > Tips for a tear- kidsa’
free tummy time.

TUANEL. TET EEE =3 _ —

As parents ourselves, we know the day-sining
powor of a Btinywin.

5o here's an easy ane! Receive 15% off your first
‘order using the following code:

ABC1234




Bright Starts Re-brand
- Packaging Strategy

In 2018, the Bright Starts brand was redesigned. A strategy [
was needed to provide stopping power on shelf, communicate
product features and benefit, maintain unique voice and tone

and win over new fans to the brand.

BRAND PHILOSOPHY

We celebrate moments that matter.

BRAND PILLARS BRAND VALUES

Surprise . Captivation . Inspiration . Dynamism Joyful . Positive .

Playful . Fun . Uncomplicated

coLor CO-BRANDING
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PHOTOGRAPHY

UNIVERSAL SYMBOL SYSTEM
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CALLTO-ACTION VIOLATORS
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bright starts | s suiesr

April . 2018 /1 2

Product Feature Intellectual Property Brand Love
& Emotional Benefits
s —— Little things make moments big.” Festures & derets 1. Customer Reviews 2. Storytelling
et St i

untl added this oy, Now

applesauce off the
celing. Ys, the CEILING."

Best moment so far?

3. Ways to Play

5. Unexpected Benefit

brightsturts ‘ Brand Strategy

Aprl . 2018 11 3

Hero Creative

packaging concepts

brightstarts | swndsistesy

April . 2018 /4

Visual Statement

brightstarts ‘ Brand Strategy

Aprl . 2018 1 2
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3 h d 3 A redesign of Bright Starts peg toy packaging was needed o 000
Brlg t Starts Peg Re eSlgn to help the brand stand out in the retail environment.
This redesign leveraged the brand design language and a unique

die cut to help achieve the desired impact on shelf.

Concept 1 Concept 2 Previous design on shelf

-

ALY
bright
starts

fruit vibes
teether"

"GP FREE
SANS BPA

starts

fuit vibes
teether"

squeeze for
vibrations!




TransgreSSionATL POSterS A series of poster.s designed' for Transgressif)n ATL's .3-part o 000

live performance interpretation of J.M. Barrie's classic tale

of Peter Pan and his cohorts.

HOOK 3

ESCAPE TO Second Star to the Right -
NEVERLAND NEVERLANDS e




Package design for the relaunch of Spanx “Power Series”

Spanx B Power Serles RedeSIQn to coincide with the company’s 15th anniversary. The strategy

HIGH-WAISTED

SHAPER BRIEF

marer POWE R

SHAPER

PANTIES

BOYSHORT

PoWER_

WE PUT THE POWER IN YOUR RANTIESS

of the design approach was to reintroduce the stopping
power of the red brand color in the hosiery space and give

the product a modern look.

SHAPER HIGH-WAISTED
SHORT SHAPER SHORT

marer POWER
SHORT

HIGH-WAISTED
SHAPER BOYSHORT

narer POWER
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Spanx Website
and Email Redesign
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Updated look and feel for Spanx homepage and website.

Along with recent packaging and direct-to-consumer redesign,

the goal was to update and modernize the Spanx brand.
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Oryx & Crake Album Design Art direction and layout for Oryx & Crake’s sophomore album, o 000

“Marriage.” Using paintings by artist Bo Bartlett, typography
and minimalist iconography were used to frame the theme

of a concept album around married life.

Oryx v Crake




Liger Logo Concepts

Identity design for Liger. Two directions were explored—one,

o O00
based on the existing mark for the company and a second
direction with no pre-existing criteria.

Refined logo based on existing mark

EVOLVED BRAND MARK SHAPE

Second Concept

Original Shape - More dynamic angle of shape Evolved Shape
- “Teeth" elongated
-Intent of original shape amplified

THE GREATEST
LOCAL

N7z

N
N
e

THE GREATEST LOCAL
SOURCE ON

R EARTH l
LOCAL

WONDERS GFT0UAL



Liger App Design

Layout, art direction and illustration for Liger app.

State of Beer

Asha Gomez had been tantalizing Atlantans
with her palate-pleasing Indian food at
Cardamom Hill until last year, and now
she's offering an exclusive sneak peek into
her dinner service in Inman ... more

TAKE ME

23rd 5t

Yes, We'’re

PEN
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Scoutmob
Local Loyalty Program

GO LOCAL. GET GOODNESS.

Introducing our new

Every time you choose to go local,

EARN SWEET (CASH MONEY) REWARDS

HERE’S HOW IT WORKS:

@ Provide your favorite dining credit card here.*

© Find “LOCAL LOYAL" approved locations on your
Scoutmob app.

© Choose a spots, follow the steps, earn a stamp
when you use your sync'd card.

© For every 10 stamps vou earn, we'll send YOU a
sweet $25 cash reward.

Developed look and feel for Scoutmob Local Loyalty pilot.
The program was a departure from the normal instant-discount
from the company and leveraged a passport theme to keep track

of points earned towards a cash reward.

BECOME A CHARTER MEMBER. IT'S EASY:

Name [as it appears on card):

I

Credit/Debt Card Number:

I

Expiration Date:

[o2(Fes) |d

Street Address:

|
City:

| Ex -

Email: | johnnyrot 1 ilclientname.com ™ |

50% off Typical ATL Boutique

drdd T rbngs

1) Cheek-in by cheking “Earm Loyahty” button sheve,

(B, Puy using your crodit/debis card syneed to 1.
& Done! Ko need to show merchant your phose.

% We will never ever (ever never) charge your card. We only
use this info to track your redemptions.

b \_/" |
WE’LL ADD THAT
LOYALTY STAMP
TO YOUR BOOK
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Scoutmob Shoppe Email design for curated selection of products on Scoutmob's o OC00

Shoppe e-commerce site. Each email utilized a story-telling

COlleCtion Emails approach to promote the products within each collection.

D thin road Mbr glibberinh ers Do this rowd B b ]

Not 5o forat of hendrabed crvwticns! Not 5o foad of hardergtrd creations ¥

¢ ous of our Shoppe emls o U r Opt ot of our Shoppe e,
SH®PP

A D.LY. PICNIC IN €)STEPS

—
Fow things are better than posting up in the park for an

(1)
BACK TO ROOTS MUSHROOM
GROWING KIT

One pole

3 SHOPPE DIY KITS + A GAGGLE OF YOUR CLOSEST
FRIENDS = A VERY MERRY PARTY ( WHERE YOU'RE THE HERD!) KBBK KOMBUCHA

HOME BREW KIT

THE HOMEMADE GIN KIT

T:“'%;‘g

3
ATLANTA INSTITUTE OF
STITCHES & CRAFTS
EMBROIDERY KIT

L th

We felt it: a little Prohibition magic. Something about smelling the
botanicals as we added them prepped our palettes for the superbly
herbaceous quality of our homemade gin—and also inspired us to make

some cocktails that let it shine.




Olive & Sinclair
Variety Pack Design

So what is Southemn Artisan Chocolate?
Hand crafted by native Nashvillians in the heart of music city, Olive and
Sinclair & proud to be the original bean-to-bar chocolate makar of the South.
Slow roasted and stone ground in small batches, select single origin beans
are combined with pure brown sugar for a smooth and robus! flavor that's
unigue to Southern Artisan Chocolate. Our combination of traditional
methiods, modern European technique and dassic southem flavors
make Olive & Sincleir the new old fashioned chocolate.

HAND CRAFTED
'SMALL BATCH.
5LDW='RUA5TEB
STONE ERIJUNE]__ 3
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BATCH o
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Recognized in Graphic Design USA for excellence in packaging,
this belly-band was developed for the Olive & Sinclair's variety pack
sold in retail stores. The simple addition of the belly-band allowed
the company to use existing boxes that were typically used for one

variety of chocolate. This provided a unique look and allowed

for cost-savings.

For nutritional information, please
write to: Olive & Sinclair Chocolate Co.

1404 McGavock Pike Suite C « Nashville, TN 37216
© 20M Olive & Sinclair Chocolate Co. All Rights Reserved.

SOUTHERN ARTISAN CHOCOLATE™
e R R R R R R S R R R R R RS R R SRR R R R R

STONE GROUND © NASHVILLE, TN
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Inky Mixtape
Collaborative Art Show

DANCING
TO |
GOOD

SOUL
g MUSIC

Year-long fine art collaboration between ATL artists Kyle Brooks
(Black Cat Tips), Brett Miotti (Pretty Likable Press), Kevin Abeyta
(Factory Press) and David Broghton (Baron Press). 40 individual
pieces were created and displayed in February 2016 at Edgar Allen/

The Goat Farm with over 500 in attendance.
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Logo Design
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A small sampling of identity/logo design for various clients o 000

completed in recent years.
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