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GET THAT
LOOK.

VICTORIA'S SECRET

Client Victaria’s Secret

Objective: Every woman wants to feel loved and
ot remind them and their men that
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S¢e you toninght
rappm?

Client: Wictoria’s Secret

Objective; An App that you cansnap pictures of yourselfin lingerire, enter vour loved one's
number and it will send out tantalizing glimpses of you and playful text messages. And then
when vou get home...the big reveall

APP -¥ICTORIA'S SECRET



pir 4

FUEL PLAY.

Client; Juicy Juice

Ohjective; We created a campaign that engages and educates mom's on the new Juicy Juice Sport’s drink for kids and it's nutritious hydration
value. Showcasing kids active at play we conmect with mom to bring top of mind the importance of healthy hydration for the active kid in
their family, Aswell as promote the importance of outdoor activities,

KEW JHECHJUICE SPGRT Thx :L:.'l:'l.ﬂ'l.'.:jl.-r. hids aved anid asthiap the rluma

MEW JUICY JUICE SPORT DRINK ADS’S



NEW oJ I.Ilcy Juice SPORT. The hydratmn Kids need-and nothing they don’t.

JI.II
Juic

Client: luicy Juice

Chjective; Billboards to continue building awareness of the new product Juicy Juice Sport's and the importance of a healthy hydration
for the active kid.

NEW JUICY JUICE SPORT DRINK BILLBOARDS



JueyJuice
cySFORT

EARTH'S FRUITFUL
GARDEN HUNT
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£ Client; Juicy luice
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HUNT CATEGORIES

Choose your act of
FRUITFITLNESS

and start playing.

JucyJuice EARTH'S FRUITEUL

SPORT GARDEN HUNT

Lana

e

Logy®

Chooae below what you love and

start the huntiny io your
suroandinga,

TREES

LOVE TREES! How about a
qu]l fne the hewt bree Brane hes
sivund yours outdsos space?
Find branches that hive fallen
off the trees and gather them
to bullt o birdhouxe for e birds
tonnst angd rest,
DIRECTIONS J
FUR FACT: Treve belid the garth's
oxygen tank and &rx e t6 bhoild homes.

JincpJnce  EARTH'S FRUITFUL
SPORT  GARDEN HUNT
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SHARE AND WIN POINTS

Eserytuns you shuse and
post your creations Yoo win
polnis townrds your tressire

bunt grand prizel

JulcyJuice EARTH'S FRUITFUL
SPORT  GCARDEN HUNT
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TREASURE

O iyl e Pl b

What flies and reminds
wa of owr country.

|JH'::
Lo
Fe¢dem your points
and get clues to find the hidden
trcasure near you,

REDDEM POINTS

Jut'-:g-..il‘nme. FARTH'S FRUITFUL
SPORT GARDEN HUNY

J“l? Objective: To help promote the the New Juicy Juice Sport drink, we created and app and game with a grand prize called: “Juicy Juice Sport, Earth's

Fruitful Garden Hunt® This app helps to engage and promote the new Juicy luice Sport drink aswell as give kids the opportunity to engage with each

other, go outside to play and share their experience with family and friends, While promoting awareness of productand giving the active kid a ray of

games to enjoy and promote healthy play.

How it works: Kidswith parents can download-app, create a profile and invite there friends to be a part of their network, Together they can play and
share there experiences and creations through the app. The app has categaories to choose from with trivia guestions, fun facts and games that prompt
kids to choose a category, Each category proposes a challenge that requires an activity to be completed before it could be shared. The more vou

play and share the more you accumulate points to win and enterinto the grand prize pool to hunt for the hidden treasure near your location. Grand

Prize treasure boxesare placed around regional locations where promotion isactive. To unlock treasure boxes app reguires answers to clues, aswell as
post points and guided GPS tracker to clue you on how close you are, The treasure boxes are filled with the distinct categoties fun toys, games, books
and other fun rewards aswell asan ample supply of Juicy Juice Sport drink. A money reward and give-away tickets to national parks and museums to
learn more about Earth's Natural Treasuresisalso a part of the grand prize winner.

NEW JUICY JUICE SPORT DRINK APP
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CHECK IN / CHECK OUT

Client: W Hotels

Chjective: There comes a time to leave all
worries behind and enjoy life, We highlight
these moment to remind consumers that

when chaosing the W Hotels; they are sure
to find all the comforts to make their journey
weorth while and memorable,

CHECK IN/ CHECK OQUT

EOUTH BEAZH

SUBWAY POSTERS - W HOTEL
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K DANIEL'S
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Client: Jack Daniel’s

Ohijective: Life's meant to be enj e sef out to promote the ones who are 3 few up and coming celebrities that are making a big name for them self’s, And asked

little out of the ordinary and go in search of the extraordinary, We want to promote, thermn to promote their favorite Jack drink. We also took a deeper |ook at their everyday

celebrate and inspire to seek the unknown that makes you a little closer to yvour life by producing a series of web videos that highlight their story, This allows.us to
aelieving in one's selfis believing you can. We hand selected 3 showcase that lack Daniel’s pursue for excellence in crafting the very best makes

A dreat parther o any

next 3 pagesfor wideo s




Web videos:
Eamon Carter, for Jack Daniel’s

LIVE FREELY. CHEERS, JACK DANIEL'S

Bright white room, brick and leather, A makeup
artist puts the finishing touches on a seated Eamon
who thanks her softly and then smiles at the camera.

Famor: Hey, I'm Eamon Carter,

lump cut to anawesome outdoor party with beautiful
people, big dance floor, disco music, dogs, chill ¥ibe
Volceower,

Eamor: About 5 vears ago my friend Jake and | just
started throwing parties in our backyard, We'd take
turmns di-ing and invite friends and people from the
neighborbood, Word got around pretty fast and we
started looking for placesin Brooklyn to keep it going.
We invited some mote D1s, food trucks and the people
kept coming And it just kept..growing We dothem
every weekerd now in NY, LA, London. It's always 3
good time, | love music, | love hosting so...it's a great
fit, so farl

Back to Eamon.

Off Camera Interviewer; What's the best party vou've
evel been to?

Earnor: My sister’s 13th birthday party. | got to hang
with the older kidsl

Laughter. Fade out, black screen. “Live freely, Cheers,
lack Daniels®

WEB YIDEOS - JACK DANIEL'S



Web videos:
Lydia Moon, for Jack Daniel’s

LIVE FREELY. CHEERS, JACK DANIEL'S

Lydia stands in an immaculate kitchen in front of s
large wok pan.

Lydia: You ready?

After a moment, she throws something in the pan, and
fire bursts up, BEveryvone starts laughing.

As Lydia prepares a meal, Volceover,

Lydia: To me, cooking is the perfect mix of science

and art, | have to use both sides of my brain, equally,
l'was actually a latecomer to this. When | was 30, |

woke up one morning and decided it was something

| really wanted to try, Took a lot of classes, pestered
some chefs into letting me into theit kitchens. (15 tough
back here, | love it | love my customers too, man. They
hielp me juggle between what's classic, what's forward,
Andithas to be delicious, Otherwise, it's useless.

Back to first shot,

Off Camera Interviewer: Lydia what's something no one
knows aboutyou?

Lydia: My deepest secret?

Off Camera Interviewer; | guess sol

Lydia: I'm addicted to Wendy's,

Laughter, Fade out, black screen, “Live freely, Cheers,
lack Daniels®

WEB YIDEOS - JACK DANIEL'S



Web videos:
Adam Westernberg, for Jack Daniel’s

An empty theater, Adam sitsin the audience and
watches the crew prep on stage for a discussion, The
scene fast forwards as they finish, the seats fill up and
someone takes the stage. Voiceowver,

Adarm | believe in the will to learn.
Cut toanempty bar, Adan cradles a drink,

Adam: People dre so fascinating. So smart. There are
milliens of people living lives | can’t even begin to
imagine, And the knowledge..itsincedible, | wanted
to create a platform thatwould connect peaple, all ow
thern to share, to discover, [t took offas much as it did
because people are innately curious. Tap into that and
you start to see some beautiful things

Off Camiera Interviewer: What's the best discussion
yolsye ever clrated?

Adarm: | actually love when magicians drop by to break
down their routines, [t's alluring, like being invited behind

the curtain Picked up some great party tricks, too,

Off Camera Interviewer: Oh, do you want to show Us
sormething?

Adam: Mope.

Laughter. Fade out, black screen. “Live freely, Cheers,
lack Daniels®

WEB YIDEOS - JACK DANIEL'S
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Client: Shinola Detroit
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EMERGENCY KIT.

~ SURVIVAL KIT,

Client: Gorilla Glue

Objective: Accidents do happen and things do break, When the unfortunate happens
yvou want Gorilla Glue to be top of mind. The association ofa dglue that can practically
replace your go-to kit can really help highlight the strength we find in Gorilla

Glue, which drives awareness to the wersatility and dominant strength this product
offers, After all, it makes the daim as the toughest glue on the planet!

POSTERS - GORILLA GLUE
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Client: Gorilla Glue

Ohjective: To continue to building awareness of Gorilla Glue’s powerful strength. We setour selfs to create random scenes through NYC depicting accidental situations that
would trigger areaction and awareness of brand strong attributes,

POSTERS - GORILLA GLUE
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Client: Gotilla Glue
We created a game and contest to generate excitement and product awareness,
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Client: Morris Animal Inn

Objective: We all love our pets, but sometimes so much that we forget what's good
for them, We poke humor at the thought of never really saying "no® to those lovable
creatures that steal our hearts by showcasing a series of ads where we see heavy

dogs. These ads remind pet owners to make healthier choices for their loved ones,

ourgoal isto educate and drive awareness of the amenities, including the fitness
center, that Morris Animal Inn offers for your pet’'s health.

PRINT ADS - MORRIS ANIMAL INN



Frama 1:5kinny dog fadss in
and I:ueg'ins to gainweight,
Pulsating weight an and off

tograbattention,
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Magazine Ad

WEB BANNER & PRINT AD - MORRIS ANIMAL INN
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WHEN THE RUBBER MEETS
THE ROAD, YOU’LL BE AMONG
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QU

Client: Harley

Objective: Harley Davidson, truly an American icon. From ’rhnﬂ loud roat, to ’rhr= who where considering purchasing a bike, to strongly consider Harley Davidson,
beautiful chrome, to the people, Harley Davidson is as Ar 3 Because when yvou own a Harley Davidson, vou don't just own a bike, you wear
We simply wanted to make a statement that reminded an u'i enti ._.:._J Consumers a badge of honor!
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Client: Harley Davidson

Ohjective: To promote Harley Davidson’s-culture, by embarking on a journey to the
farmous landmarks and roads of America, "America’s Harley, Together We Ride® We

will have stopping points along the journey setting up demo days, with local food, guest
speakers, diveaways and music. Consurmers can experience the culture of Harley Davidson

arnd be encouraged to share via social media. Everyone isinvited to ride with us and

share their journey as we embark on the largest road trip through America, celebrating
the jconic Harley Davidson and the beauty of America itself We will end our
journey in MYC's Time's Square with a8 music concert celebrating the journey and
the culture of Hatley Davidson. Images of the trip will flash on the jumbo screens in
Time Square,

OOH - HARLEY-DAVIDSON
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Client: Mama Zumba Chipsz

Objective: To all the chilly heads and

heat lovers out there... now there is

a chip that delivers the heat. Mama Zumba's
Revenge. Our poster will dare consumers to
try the hottest potato

chip in the world by showcasing

others in the act,
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Client; Mama Zumba Chips

Ohjective: Continuing to target chilly heads and heat lovers across the country,

wewill develop awareness of product’s best attribute by creating a contest,

Friends and family will be able to dare one ancther and share through social

media, thereby gaining bragging rights and drumming excitement of product,

A final challenge will take place where all areinvited to participate for the ultimate fittle as: The
champion of heat! The winner will be broadcast across all social

channels of Route 11 potato chips and will have the chance to tour and be a

guest speaker on the celebrity chef talk show: The Chew,
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AMPAIGN - FANTA
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Pole Sing

Shelf Talker
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" [HAAAVE FANTA

TASTE YOU CAN

SINK YOUR FANGS INTO

Static Cling

GLOBAL HALLOWEEN CAMPAIGN - FANTA
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GLOBAL 2014 HALLOWEEN CAMPAIGN - FANTA
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HEINEKEN

Heineken

YOU NEVER KNOW

WHAT THE NIGHT WILL BRING.

IN-STORE POS-
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YOU NEVER KNOW

WHAT THE NIGHT WILL BRING.

Client: Heineken
Objective: Product awareness targeting the voung consumer reminding them to choose Heineken as

top of mindwhen they get together with friends or host a party.
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INTRODUCING CALIFRESCA RED & WIHITE

SANGRIA CALFRESCA

RED & WHITE
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Design and Art Direction of POS Materials for launch.
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SHOW'EM WHAT
THEY'VE BEEN

MISSING ALL
SUMMER

PHILIPS

Client: Philips

Ohijective; When back to school is top of mind, we remain
young men to consider Axe/Philips shavers, Highlighting the
perfect scene and outcome reminding them to choose
Axe/Philips shavers-as the toal that gets the job done.
Whether it's the popular guy at school or girlfriend material
we want to inspire and promote the satisfactory results that
Axe/Philips shavers will deliver,

Tight close upofgups e and gedElly oooms out until it reveak gitfriend kssing
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[ Jith AXE® Philios Norglco,
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& NORELCO

Client: Philips Morelco

Objective: Holiday is the season for giving. We placed the Axe/Philips racer as the
center focus of the holiday season. By association of gift giving we remind consumers
thatwhen gifting this holiday seasonwhy not consider a gift they will truly lowve,
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SIART SHOPPING .
STATIC CLING
PHILIPS

ApplaAd

==, %" GRAB A GIFT THAT'S

_ BETTER THAN SOCKS
~' THE SHAVE & GROOM KIT R

00 250 AN INATICN

Reindezr walkinfion each side. S rowila bes fall inbo positionc reatinga border onthe top and bot o of frame.

9 OUT OF 10 REINDEER AGREE'
LOOK NO FURTHER. THIS ONE'S BETTER THAN S0CKS.

R Ty e '-I"_‘-; 1
< ) [ . [ e

The A Philips Monzlood S hawe &0 oo kit Copy buikds. Diachimer ap pearsater the
appearsinthecenter senand linegoss up.

= U GRABALIFT THATS.
B BETYER THAMSOCES
Y T - e o]

LOOKING FOR THE PERFECT

'HGLIDAY GIFT?

ANE' EPECIAL EDITION
SHAVE & GROOM KIT
= Wit & dyr e

= Hypo-aliergenic

= Lo -kasting chargs

START SHOPPING

Reindesr dizappear The shaver shifts ta the
sideto mabe oo mifor copy points that stay up
fiorthe durtion:

AXE / HOLIDAY GIFTING - PHILIPS
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Engineered to perform
time after time.
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Philips Norelco
“The Right Tool” Story Board

PHILIPS




THE RIGHT TOOL :45

-
o
|
il
We open ona medivm shot of a mulitary guy with hair that's Agvoliceover continues, we cul to another guy who fite the Zoom out to see both guyvs standing a few feet apart from
Just a little past reguiation. You can tell by looking at him same description. one another, behind a counteriop.
that he's been working hard
AVO: YOU'RE STRONG. AVO: YOU'RETOUGH. AVO: ANDYOU UNDERSTAND...

The other guy graba the Norelco 7100 1t immedhately Camera zooms in and runs the length of the 7100 We stop

The first guy reaches for a Wahi clipper

comes to iife. on the bladses ag they come to life.

AVO:THATTO GET THE JOB DONE RIGHT... AVO:YOU NEEDTHE RIGHTTOOL FORTHE JOB. AVO: THAT'SWHY WE BUILT THE NEW PHILIPS
NORELCO HAIR CLIPPER 7100.



THE RIGHT TOOL :45

Zoom in to show the Norelco guy clipping bis hair with
AWESoMe SWeeping angles.

AVO: WITH DUALCUT TECHNOLOGY AND
SELF-SHARPENING BLADES...

The guy tums the dial and puts the finishing touches an
hig sides

AVO: ONE COMB. 24 LENGTHS...

Camera rotates around to capture the effortfess glide of the Zoom in on the dial,
blades—all with no cord attached,

AVO:YOU GET A QUICK, CLEAN CUT,WITH UPTO 120 AVO: AND DIALING INTHE PERFECT LOOK? NEVER
MINUTES OF CORDLESS CLIPPING POWER. BEEN EASIER.

Zoom out to reveal the Norelco guy looking perfectly The Norelco guy exits as we zoom in on the clipber
trimmed. We ses the Wah! guy g stilf busy clipoing

(GRAPHIC CALLOLUTY) 5 Year Guarantee

AVO: ANDTWOTIMES FASTERTHANTHE

COMPETITION. AVO:THE NORELCO 7100. ONETOOL. EVERYTHING
YOU NEED.



THE RIGHT TOOL :45

PHILIPS

& NORELCO

innovation<+4-you

Cut to Operation Homelront logo

AVO: FOR A LIMITEDTIME, EVERY PURCHASE AVO: INNOVATION AND YO U.
HELPS PHILIPS NORELCO HAIR CLIPPERS SUPPORT

OPERATION HOMEFRONT. SO WHAT ARE YO U WAITING
FOR? GET YOURS TODAY.

AVQ: PHILIPS NORELCQ



PG EN HAYE
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@ PERFECTION
[N A SIMGLE PASS

Morelco ShaveStation2000 7 Augrmerited

Reality [n=Store App whata perfectly clean-shaven face they could have with the 9000, If the user doesn’t have

Chyjectiee: O the“mirrot® it looks exactly as if they were shaving with the 9000, [f the any facial hair, they can add a mustache, beard, sideburns, sou| patch, goatee throates,

Wan Dyke, etc And once the fadal hair 1s added to their liking, theyll be able to shave it

customer has even the slightest growth of facial har, they will be shaven clean on screen, , . . . }
all off. Customer shaving expetienceswil| be recorded and theyl have theoption to share

getting to see how the 9000 moves and operates. When they te done, theyl get to see _ _
videos right away,

AUGMENTED REALITY IN-STORE APP AND DISPLAYS - PHILIPS NORELCO
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THF MISTAGE THE HAMIAFRAR &
CHIMNBLIFF

™y ™
- e

THE MUSTAGE

THE GEIATEE THE BEARD

WHAT SHALL,

ﬁ PERFECTION WE SHAVE TODAY?

IN A SINGLE PASS

FHILIFS

AUGMENTED REALITY IN-STORE APP - PHILIPS NORELCO
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BabyGarden at Target App

The convenience and fun of
feeding her baby iz available to
marn in the store or on the go.
Once mom downloads the app,
she enters her baby’s birthday.
From then on, the app will send
updates, tips, videos, product
reviews and coupons synched to
her baby's growth. Ho matterwhen
mom signs up and downloads the
app. she'll always be given useful

information now and for the future.

Thiz will help to ensure a smooth
process during her baby's growth,
and will encourage mom to stay
withTarget throughout.

-

/ — agg,_@*ar’a’en i Targget

. Everything your
| baby needs to
grow and to thrive,

!

adyenture
of alifatim
starts
here.

BABYGARDEN AT TARGET - APP
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Baby Steps App at Target

With the BabyGarder app, mom will get the help she needs to ensure her baby grows
happily and healthily—and with ne fuss atall, She caneven share pictures and use the
"Ask a Morm® featurewhere other moms can chime in with feeding tips or advice,
Ifmaormisin the store, shell be given the option to be guided to the BabyGarden

)

N

%mﬁgﬁw@ém el Target

with GPS relayed information. When mom isin the area, the app seamlessly scans what
iternsare nearby and shows mom the ones that pertain to her baby's current stage, The
itermns that are shownin the app will bedickable to display productreviews. Mom can
alzo use the app to scanany item in the section to pull up product reviews, demonstrations
ard coupons

BABYGARDEN AT TARGET - APP
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o thrive.
Register Today
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Bl Bl BabyGarden at Target App

[

Take over to prompt marm's to sing up to the new Target Baby App.

Once a member Mom's will receive erails as reminders of when to
stock up for the next feeding arowth.

[akemer

BABYGARDEN AT TARGET - APP



THE POWER OF
A PRESCRIPTION.

Now in the allergy aisle.

RESAL S9RIN

e PR

POYSTER

Client: GSK
FLONASE Objective: Concept and design
POS materials for new product

———— NASALSFRAY launchof OTC Flonase. Focused

on conveying a message of
prescription strength as it
becormes OTC,

THE POWER OF
A PRESCRIPTION.

Now in the allergy aisle.

ULGLRS < o

ALLE

HLLRCTC (FLUNASE)
ONLY 1 NELLL EFER)

THE POWER OF
A PRESCRIPTION.

New in the allergy aisle.

< FLUNASE >

IASAL SPRAY

: BLOCKS ALL 6
ALLERGIC SUBSTANCES

‘ No more symptoms.

Th revelation In relief is here,

mﬁkw
AN THAPT AN
B AL
TR ittt iz

THE POWER OF APRESCRIPTION.

B! |1 1S dher gy aizie

No more prescription.

L1

‘FLﬂNASE) ‘

ALLERGIES.
MEET YOUR END.

NEW PRODUCT LAUNCH - FLONASE
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RESAL SERAY
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{FLonnsey
TRAERE

{ FLUNASE

ALLERBY RELIEF
m— i W — —_—
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NEW PRODUCT LAUNCH - FLONASE



AN EXCLUSIVE RETREAT
FOR CONTINENTAL CHASE
CARDMEMBERS.

Tisp it sl WS Lt Pterl. s

A 15-MINUTE A HOT CUP GIFT WRAPPING? | S

? OF COFFEE?
galh\‘lEE BREAK? DONE. DONE.

eaayyekmirids ok F\"

VI!_ _;fr'fﬁif-" ==Ll CRasEd

o
| ‘i hm.ﬂ-.lrmpw'nr o S ek,
FAINTMIE 5 - CORTURIT 4, 25K
|
Continental
= Alnes
Compiiments of the Compliments of the

Compliments of the

VI venge e |ousso P \4 Gee2ie iR | ciaseo VI —n e
,.;f §l | cHASED

= YUHUPRE IBVITED T TAKE B
An Exclusive Retreat fﬂr Continental Chase Cardmembers An Exclusive Betreat for Continental Chase Cardmembers ﬁmmﬂm“éﬁufﬁm

An Exclusive Retreat for Ct}ﬂtlﬂﬂﬁtﬂic Chase Cardmembers e ol
LOCATED ON THE FIRST FLOOR NEAR BLODMINGDALE'S LOCATED ON THE FIRST FLOOR HEAH BLOOMINGDALE'S v r o
OPFEN NOVEMBET 26 - DECEMBER 24, OFEN MOVEMNBER 26 - DECEMBER 24,

LOCATED ON THE FIRST FLOOR NEAR BLOOMINGLDALE'S

OPEM MCVEMBER 25 - DECEMEER 24,
Objective: ENTER TD WIN A TUMI CARRY-ON EAG
Cunng the hioliday season we taok over a space ina large mall to ephance theWIP experience

M =
that Continental Airlinesand Chase bank customers have grown to love, _ -~ !
Howy Tt weor ks . - YOU DOD WK A St A o ' i
Reward ouf currentWIP custormer and rmake new potential customers jealous when they see A\’EDA “ _ : i
the kind of treatrment a VIP customer receives, incuding: g T Vl%m s
+Free giftwrapping s Complimentary snacks WA - Al SRR

- Spedal eventswith -Prizes and maote

celebrity chef

HOLIDAY VIP LOUNGE - CONTINENTAL AIRLINES AND CHASE



PHILIPS

Led Light Over Road Tour Microsite

Client: Philips
Led Light Over Road Tour Microsite

The Idea:

Create a microsite for consumers to track

"The Philips LED Road tour” Microsite will
educate conzsumerson the new Philips LED
light, help remove the barrier of: Why purchase
at a high price. it willalso keep them inform

on stops through out the different store locations
and event information. A sweepstakes
component isa part of the site as well.

Howy the prograrm works:

Consumers would have the chance to:

« B2 greeted at there local Home Depot stores

+ Received educational materials

+ Tout the exhibit

» Engage with the interactive displays

« Speak to our ambassadors

« Enter for a chance to win an LED home
make-over.

RING Phillps Lighting

e 3 .
|« » | & ||+ | B hupy/rediightover com

pH I ll ps B United Stajas | Engiish

sense and simplicity Seanch

v e Prodhuches v Haafrarn b g

HOME | COMPARE | REBATE | LEARN MORE 1 TOUR | SWEEPSTAKES | EBUY NOW

See what
light can do

SEe [Or you the

1-I"':li"l AinbientLED A LG

'-g:i' gLl

1|nrebac; e A | LEDL!'.__:-'E'H

W experience

PHILIPS LED LIGHT OYER ROAD TOUR - MICROSITE
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r\ﬁ _ — — .
e G T | o
- 252470 gl S

7’ Pt —— ——— =

e PHIURS

i PHILIPS |l winic

= -

sew whrl g oom do pH I I._. pS Lm ?m1

f

INTERIOR TRUCK GRAPHICS

Ol Colun Minelis W, Burllmgions BLABATLYT

S SR

PHILIPS LED LIGHT O¥ER ROAD TOUR - EVENT VISUAL



Did you know new energisiiis
. for lighting begin R0

PHILIPS

WA e B

Your could win a VIP £
PHILIPS i E to Times Square ﬂ&ﬂt
New: Years!

Light bulbs fadeinand aut with copy-pairts, Turning on and off, Tims Square ball fadesinwith sparkles, ball
startstodescend, Last frame mrmains static,

T A

PHILIPS

Philips Led Light New Years
Sweepstakes Microsite

Wi Fogen Tl TEPiems  Fose Py e gl Sirvicw Frevmaes Timch Deche

1 Yo', shopiing ey Sm——
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Lo

111' r i+ .._J [{l" mkﬂ'l. iF R (o o R 8 e i e

Client: Philips
Phiips Led Light Mew Years
Sweepstakes Microsite

{ Dnurdalises

Hei v |

L=t inm

Chandsliers

The idea:

To continue promoting the LED light Over
A sweepstakas

component iz a part of the site as well.

Howy the program works:

Consumers would have the chance to:

« Be areeted at there local Home Depot stores

« Received educational materials

« Tour the exhibit

« Engage with the interactive displays

+ Speak to our ambassadors

» Enter for a chance to win an £
LED home make-over. ,
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PHILIPS
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PHILIPS LED LIGHT OVER - SWEEPS
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Buy two Philips Armsentl ED Bulbs and get
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lighting since
the Stin.

innovation ol

The Sun might be #1.
But we're getting closer.

—eznemeen PHILIPS
=w.

PHILIPS

The biggest thing
in lighting since
the sun is hert

innovation:

PHILIPS

Counter Card

DHILIRS

PHILIPS THE 2ND ULTIMATE LIGHT SOURCE

Coupon front Coupon badk

T intorduce to the market Philips Mew SlimStyrle LED light strenght we position it's benifict as a comparative to the sun and built a campane
p H I ll ps around this story. Setting up experientila displays in stores such as Home Depot where consumers where prompt to use a dimmmer and play with
the levels of strebght and versatility. Consumers also recevied discounted coupon and take away materials with more information and tips on

home lithigng effects.

Dimmer

PHILIPS NEW PRODUCT LAUNCH IN STORE_ EXPERIENTIAL
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Changeyour perspeclive
on light bulbs. ==

@ p—
horrad Cem.
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Introducing
Philips SLimStyle
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Introducing
Philips SlimStyle LE
That’s cool to

the touch

introducing

Philips SlimStyle

And easy on
the wallel.

¢ Avalla e at
. W homedepot.com.

Wi Dwdibn w

PHILIPS

PHILIPS

Introducing 1
Philips SlimStyle L&
Durable design.

Sudlity light.

o i s PHILIPS

Philips New Product Launch Web Banners

We continue to renforce the experince in store by also developing on line banners
that would remind or prompt new consumers o engage and leam more about the
Mew SlimStyle LED bulb,

PHILIPS NEW PRODUCT LAUCH_DIGITAL



PHILIPS

o o Availabls at %

homedepot.com PHILIPS

PHILIPS

i
RoONY Avallableat E

o

ek o PHILIPS

PHILIPS

Note:

-Ir e firstframe the o’ange coleur floods the page followed by the vellow lluminating 2 page to oteate the sense o” [ghting.

LED bulb w |l rotate on all frames toreveal the slimmer design and endarge the PAllipe innovation
-Beccnd te last Tame dims o enhance the easeon eve
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Client: American Express, Plenti at Macy's

Chijective: To infarm consumers of the new and exciting first
inthe state’s coalition lovalty program. We created POS
materials, digital and OOH thatwould clearly announced the
arrival of a new rewards program inwhich vou would be

able to shop at one place and redeerm in another, We clearly
communicated the new brand identity and various partnerships
b utilizing simple, clear and condise messaging thought the
different touch points in the various retailers to deliver a cohesive
messaging that would drive awareness and activation.
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MAKE A

Statement

WITH A WARDRORE

THAT EARNS
YOU POINTS.

Vare plates. More points. One fewards pragram.
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MACY'S STAR REWARDS

JUST GOT A
MAKEOVER.

Meet Plenti.

Febars Pt el b ' et Boti

MACY'S LAUNCH OOH, DIGITAL AND POS MATERIALS - FOR PLENTI
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FraLl Macys

Now with Plenti,

Meet Plenti.

Macy’s has joined. Now it’s your turn.

BB P liaeriets diotnce Plenti.
> Bhhcichuini

Enw =N 4yt Mobll Paped B Mo

S SR aro0l Mobil EH Lots of places. Lots of points.

One rewards program.

Meet Plenti. e e e
Earn rewards
today.

.........

Plenti is a rewards program you can join to earn
and use points at many places—all with one card.

Sign up for free today.
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X MACYS
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Client: American Express, Plenti at Macy's

Ohjective: To inform consumers of the new and exiting first in the state’s coalition Partnerships by utilizing simple, clear and concise messaging thought the different touch pointsin
loyalty program, We created POS materials thatwould clearly announced the arrival of a new re- the various retailers to deliver a cohesive messaging that would drive awareness and activation,

wards program inwhich youwould be able to shop at one place and

redeerm in another, We clearly communicated the new brand identity and various

LAUNCH POS - PLENTI
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Client: American Express,

Plenti at ATT

Objective: Continue to educate
and deliver launch message by
POS, digital at ATT, Reinforcing the
conversion of points earned at one
retail and spent at another.
Reinforcing ease and value,
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Client: American Express,
Plenti at Exxon
Objective: Continue to educate and deliver launch message

by POS, digital and OOF at Exxaon, Reinforcing the conversion
of points earned at one retail and spend at another. Reinforcing
ease and value
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Plenti Launch Experiential ldeas
Macy's atthe Pump

Objective: Tolaunch & new coalition program inthe states we
proposed to do take gversin different locations of participating
partrers to create an ovarall transformation of brand experience
suchrideas as; take over BExconymobile station wrapping pumps in
designer hanabagsio create an unforgettable acy’s axperience
atthe purmnpand remind consumers of it various participating
parthers and benafits at Use,

We can easily carry this idea acrossall the Flenti places, A Macy's
counter can be skinned ta look like an AT&T tablet, The elegance of
Macys can be brought intg Ride aid, and so on,
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Plenti of Surprises

We've all seen how everyone loves hidden camera videos where people are caught off-guard.
Something about withessing the surprise, the hilarity and the shock makes it impossible to
stop watching. |his is our chance 1a do something for Plenti that can get g lot of buzz ana
quickly go viral,

We'll put lidden carneras in various gareas of the Plenti places during the holiday seasor. When
peaple walk by, items wifl appear to be singing "So Happy Together”, vielding some preity
hilarious results.

In a grocery store, a camera finds a woman carrying a pasket. She reaches for a holiday pie.
PIE: Me and you.

She jumps and vips in surprise, as a baguette falls out of her basket.

in Macy’'s, a camera finds two children getting a closer lock at the ornaments and snow globes
in the Holiday Lane section.

ORNAMENTS: and yvou,
SNOW GLOBES: and me.
The children giggle-scream, drawing looks from other pecple.

In a holicay decorated AT&T store, a camera finds a woman and her friend. They walk up tc a
smartphone on the shelf.

SMARTPHONE: No matter how they toss the dice,

I hey shriek, recoil a bit and immediately crack up.

LAUNCH EXPERIENTIAL - PLENTI
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Motorola New Product Launch

Te launch "Motorals Noice Canceling Head Sets”we set out to develop an array of icons that denoted

the prablem reminding consumer the reason for consideration. Evoking consumers to take action; creating
anin-store environment and marketing materialz to signify it's call to action. Ads, sell sheets, In-store POS
with an online and in store video, educated consumers of it's benefits.

Iy Stora & On lineidad

MOTOROLA NEW PRODUCT LAUNCH



Motorola
New Product Launch
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MOTOROLA NEW PRODUCT LAUNCH IN_STORE
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Client: Kimverlw-Clark The ldea: 4 serious of ads that invigorate strengh and ease of product use,

o

£ %
'{PATROL

&% Kimberly-Clark

Save the Undies Pitch
Client: Kimwverly-Clark

The Idea:

Weset out to create various experiential settings using
humor and trigger points such as laughter, pregnancy
and runners to engage and provide a unique expearience :
relatable tothat occasional mishap, Building awareness - y f;n-?‘ﬂ;‘-"z
of the other leak and promoting Poise pad’s as the solution. _

With events such as;, comedy movie premisres, running
race’s, giveaways, materials to educate and promote,
Aswell as engagement inthestreet and on talk shows
such asi”The View®

e

DESIGN AND CONCEPT WITH TEAM FOR PITCH IDEAS WHICH WON THE BUSINESS OF KIMBERLY-CLARK
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Managed Security Services & Consulting
High Quality Security Outcomes Delivered with Speed,
Accuracy and Efficiency
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Client: Kobre & Kim e e

Objective: Montly newsletter design for web and print
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Client: Kobre & Kim

Objective: Montly newsletter design for web and print
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Convergjnt

co”ver'"t Client: Convergint
¥ g, Objective: Design power point and materjals
TECHNOLOGIES

Making a Ciaily Diffaronce

for sales team conference 2020
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Convergint [Media Kit

ACHIEVE NEW BUSINESS
GROWTH THROUGH CO-MARKETING
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Thank You for Attending Our
Omaha Technology Center Grand Opening

We hope you enjoyed our celebratory afternoon with tours of our new office,

appetizers, refreshments, and networking with your peers and Convergint
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Client: Cybis

Objective: Design powerpoint template for client presen-
tation
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Client; Cykis

Canve’y " Objective: Design powerpoint template for client presen-
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Reminder:
| iy This TOOLKIL

7 Bold
Behaviors

Section 1

Introdiction

g Ao S | 1. Make
g " _ e | the Case

3 PEPSICO

Client: Cyhis

Objective: Design powerpoint template for cli-
ent presentation

To amplify our brands
by bailding a robuost
integrated Brand
Communications
capability that drives
sales, improves ROT
and helps us outpace
I.Ilutu-l.pnﬁllln.
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JOI—INN]E WALKER.
Client: Cybis

Objective: Design powerpoint template for ¢li-
ent presentation

IDEA
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WHILE JOHNNIE WALKER IS
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) u “ White Plains

Huspilal

Client: White Plains Hospital
Objective; Brochure cover branding
and designs

u u White Flairs

Huspital

K]
=

WHITE PLAINS HOSPITAL_BROCHURE COVERS



REDEFIN
REALTHCARE

aspital

CARDIOLOGY

BEHAVIORAL HEALTH

PALLIATIVE CARE

Client: White Plains Hospital

Objective: Brochure branding and designs

FACILITIES AND EQUIPMENT

PATIENT EXPERIENCE

."

'EED FOR FUNDING

.
=]
h u Wiira F‘_13.l:'| 5

Hospitak

MODERNIZATION AND RENOVATION

CRITICAL NEEDS

PEDIATRICS

ONCOLOGY

WHITE PLAINS HOSPITAL

INCREASING DEMAND

YOUR COMMUNITY,
YOUR HEALTH.

WHITE PLAINS HOSPITAL_BROCHURE DESIGN



MAKE A DIFFERENCE
TOMORROW
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Client: White Plains Hospital

Chijective: Branding, design of e-mail blast to BOARTE TEDAY

promote hospital to new and existing clients,

WHITE PLAINS HOSPITAL_EMAIL BLAST_BRANDING



Clisnt: SPAG Art Guild & LOVE Art Gallery

_l-"_-.:'_._ e
:’:_____;:"‘f;"i‘-" Objective: Design, created and executed
= Y& il .
29w event to raise money for breast cancer
et

and promote the arts.

ST. PHILIP ARTISTS GUILDO AND
LOVE ART GALLERY PRESENT:

NspecinL S O
GALLERY EV ig;m "4
CELEBRATING
LIFE

A NIGHT OF ART, CULINARY CREATIDNS,
LIBATIONS F[II':'IF[‘l’ Fli'iﬂ LIVE MUSIC

STPHILIZ ANTIS T GUIL Il.‘.l AN
LOVE ART GALLERY PRESEMT:

A SPECIAL

GALLERY EVENT
CELEBRATING

§ SEET GF AL COGTAREY CRETIOS,
UF =

BT IR AT =
> BUY TICKETS HOW AT " NCW
WWW.SPAGSTUDIOS.COM ij*iﬂz_.g _|t_’3|

walk

FRIDAY, OCT. 19™ 6:00PM-10:00PM

25 Francs Street Morwalk ST RE51 www sphegetodios com

THANKS TO ALL OUR SPONSCORS

LILLIAN AUGUST Stfijsuands WINTS )
-

FURSISW MG s GERIGN b BELRITE OF BEETALY
GREEN EVED LADY g 7@ ——f—— Toreear swet
Wit gl A e ity 7 B MARENT

MEBITERRANED
PAELLA RESTAUBRANT Cmnbury WELES & LIGUFORS gua.’aaieeﬂ_@

» ETATS T Hrmm
" g hana Lapeitd

C=
=y
B
z
=

WELCOM

&THANK
You!

FOR YOUR SUPPORT

THARKS TQ ALL OUR SPONSCRS
LILLIAN AUGUST St leaminds WINES E
- o ety b B _\ y
GRIEN EXED LaDY -ﬁ {& i Fenteiert Svaad

e e T MEDITEREAME D

PARLLA BESTAUEANT tradbury WINES £ IQUORS - 5’
i ¥ gua-*;mg@

- aRleCATL Rl
RYE RIDGE S e KERTER

e e i

2 e ol s, T ey
L

COsE ﬁum:e LI :|I1!'II (L5

SUF TERTTH A W SRS RTITRCS [kt
S s o B et ] i B A

SPAG ART GUILD & LOWE ART GALLERY_SPECIAL FUNDRAISER EVENT



Client: SPAG Art Guild & LOVE Art Gallery

Disllka Morico 1 (G s abruiitg He

Objective: |n the efforts to continue prometing the K g
event and grow attendance; concepted, wrote SAVE THE DATE! Come Celabrmte Life with Us! A special gallery event with 5T.
and design visuals that build awareness of the event, b s B e Ea bt corme o Vs

Giving back a positive, inspiring message unforturiate diseass arid buy sofme grat an! Prooseds go 1 e Nowalk
Hospite! Smiow Family Breast Heastn Center,

that captured the essences of the event and =ES .

the meaning to inspire and give back,
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Olober s Breast Canoar awareness Morth, come show vaur suppan o his
uriortunate cissase and buy some gosat artt Procbeds go to tha Morwalk
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A MIGHT G AR L CHLIWARY ERERTIEN,

ATBATIONS, POETRY AND LiVE MO3H o
WITH S*ECIAL BUESTS. (REER EYELLADY 8
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TOGETHER ¢ | \

= 4 / '
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SPAG ART GUILD & LOVE ART GALLERY_SOCIAL MEDIA_INVITE AND AWARENESS



@) nstagram =

SPAG Studios

| cELEmRATING .
! MUSIC

|
‘ BUY TICNETS & SPAESTORIDS.COM | 10.10.2008 | #:B0-1%:00

GREEN EYED LADY i 72 |2 i
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20,451 views
jenathandoe come join Us celebrating the arts
dand a greai causel

h Q )

CELEBRATING
REFINED TASTE

WY TIONIES @ eagsimean o | 1niR20 | 0.1t

e I:ELEBRATING |
M THE ART OF DESIGN

BT TCREE W SPies s o | 10150 Iﬂ:lwm

SUPPPORT THE CAUSE & CELEBRATE i.IFE
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THE SUWEETER SIDE

THE uuuumw ARTS > cuunmw I]ELIGHTS

RYE RIDG “;;L'z:u;iﬁ.ﬂ” o

Client: SPAG Art Guild & LOVE Art Gallery

Ohjective, Utilizing Instagram as a means to continue

the conversation and promote the various partners that
helped make the event, Evoking a sense of creativity,
partnership and inspiration that brings to the eye a sense
of celebration and participation.

SPAG ART GUILD & LOWE ART GALLERY_SPECIAL FUNDRAISER EVENT
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THE ONLINE PHARMACY COMMUNITY

MyPharmAssist

& MyPharmAssist + <

+ MyPharmAssist

Client: Cybis
Objective: Design logo lock up to communicate
GSK's online pharmacy community.

@ | = vivPHARMASSIST @ +MYPHARMASSIST

@ +MyPharmAssist

GSK_LOGO LOCK UP DESIGN



Make every
moment coun ]

,  With relief that gets
A% you back to being you.

Advanced solutions.
Proven results.
Trusted the world over.

We're committed to one kind of relief.
Yours,

Client: GSK

Ohjective; POS concepts and designs to gain
Ricah wvisibility displays at pharmacy, educate,
build awareness and conversion to GSK brand
products, Gaining larger display areas and
multiple product displays. To gain, customer
conwersion to the brand.

Get back
to the you

they know.

With relief you
¢an count on.

Welcome to

Better

» road to reliel staris hers.

Better relief A better you.

GSK_BRAND POS DESIGN FOR IN_STORE
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START SHARING

NiQuitin g . s
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SHARE A LIGHT CHALLENGE

IDEA

What if every light could connect one smoker
‘o anather —in a way that helps them quit
ror goods

New NiGitir/Nicabate Oral Strps are redefining
‘he speed of craving reiief —so that we, In fum,
can redefing this simpe gesiure and spark a
movament that will spread he news of this new
Oral Strip faster har any urge 1o smoke.

MIGUItin/Nicatbate Oral Strips will take this act of
shanng a light, and transform It into a mevement
Line that represents the pasting of a torch fiom
one smoker 1o another on their journey to quit.

Every ime the light is shared, more smokers dis-
cover MiQuitin/Nicabare Oral Strips the fasiosd
Breakihraugh in cliggrette craving reliaf., overy
ight canmied forward makes the momentum of the
quit grow faster. And with each smoker-to-smoker
interaction, we aren'tjust helping individuals live
“heir lives withaut smoking. ..

We're proving that with NiQuitin/Nicabate Cral
Strips, the quif can spread faster than the urge.

HOW IT WORKS SNAPSHOT

The Share o Light idea comes to life via the
Share a Lght Challenge — the first and only
social gamie from smiokers to smokers. I} Ricks off
with an inspirational launch event that brings the
new form ot NiQuitin/Nicatate Orgl Strips to life
i a compeailing way, and further engages and
offers rewards for parficipation throughout the
challenge.

The challenge is simpiz: Share the NiQuiting/
Nicabate Oral Strip light with as mahy peogle as

you can, as iast as you can, within 50 doys fo win,

Participants will accept and Share the light
forward as o symbol of their desire 1o Quit — o
shiare It with others they want To support on ftheir
quit journgy.

In sharing, smokers comgeate to win. But more
impartantly, They become parf of o movemrent
sharing a light of hope that with new NIQUtn/
Nicabate Oral Strips, the quif can spread foster
than the urge.

GSK_ NIQUITIN SHARE A LIGHT EXPERIENTIAL CONCEPT



Every Breath Matters
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Common symptons jnclude:
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Help to Improve Respiratory Health oo
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One Customer:at a Time

i AL B

n Evety Ereath Matters

Client: GSK
Objective: POS materials to help create

and promote a conversation with the
pharmacist about the coricerns and signs of

respiratory disease, With the campaign “Every A A it
: : with youFphamac

Breath Matters®we hope to trigger customers to
begin asking the questions that canlead them
to a better choice in their health.

GSK belas by warling loygethir with pharmacsts like you,
e an Hparowe JE.':FII-:,.-"IIT!,I JFJF_’:S‘I-” - gne LUsbomEr at o ?.iITI'l".'.

You Can

Make A Difference
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Your participstion in the “Evesy Breath Matters”
campatan i% 35 easy as:
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Because every breath mattess,

H Every Breath Viattars

GSK POS MATERIALS TO BUILD AWARENESS OF RESPIRATORY HEALTH
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ENO REFRESHING GEL SCRIPT
SOMETHING SWEETER

We open on g guy sitling a1 his desk a work. We see remnants of his
lunch pushad fo the side as he confinuas tyging away, Naxt o ihe
lrash, his old anfacid.

His stamiach mckes g gurgling noise. Hig face contorts uncomionably
Incligestion’s just set in,

He starts to redch for his gengric grtacid.

ENOGEL: Don't co tnat to yourself.

He: stops and locks araJnd, puzzlied.

GUY: I'mysomye Who said fhat?

ANTACID: (Mockingly] "Wha said Thatg”

Mevear mind who said that.

You have ndgestion, remember?

Hurry up and take me.

It dawrs.on him that his bottle of antacid is tolking. He sfares at if,
wide eyed. He loaks al his cowaerker next to him to see if he's hearing

the same thind, but evarything seems 1o be business as usual,

ENQGEL: Excuse me.
Escuse rre, sin Over here,

Qur guy's wice eyes pan over fo his friend’s desk, wrigre o
magnificen! batile of Eno gel s sitfing praity,

ENQGEL: Yas, hi.
Look, | knew you nead reliaf,
But why settle tar something 5o.. Unsavoryg

ANTACID: Unzavory® UNSAVORYS—

ENOQGEL: Yes, love, unsavery,
Look, you ngve fwa options hiefe:

ANTACID: [Talking in tho bockground) I'll hove you know, if you hald
vour nese, vou canalmost ignore the tosie!

ENOGEL: Just go on getling refiel—
ar actually start enjoying it

GUY: But |
ENOGEL lust ask your friend here. I'm sure he waouldr't mind sharing
GUY looks at his COWORKER. His COWORKER s sfaring back, having
riotlcad Hirm staring at his bottle of ENO GEL for a corsiderable
amaouni of fime-

COWORKER: D'you.,, want some of inls?

GUY: Would vou minad?2

COWORKER hanciks it to him, looking a bt weirded oul.

ANTACID: Dion't you dars.
Don't you dare.

GUY pours himself a spoaniul and takesit, We see hbs indigestion
belng reset Inside his stornach

VO: New Eno Refreshing Gel,

Comsine the powerlul indigestioh rellef you expect
With @ flavar thiat’s prefermed, 7X out of 10.

His eyes widern, and he licks his spoon clean,

GUY: (To ENVOGEL ) Whoag, You are amazing.

COWORKER: [Nof looking at him,) Thanks. man, you loo.

Erd cord of the new Eno battle, as delicious liguid swirs up argund ifs
mouth, pops down into thae bottle, The lid stiaps shul, conficlently.

VO: When it comes to antocids,
isn't fime for semething sweeter?

ANTACID: | could be delicious too. if | wore |ust...completaly
dirferent....

GSK-TY SPOT - FOR NEW PRODUCT ENO LIQUID AND GUM TABS



DESIGN & BRANDING



PAYCLASS

YOUR PAYMENT ALLY

Client; Transport Marketing_For there internal client; Payclass
Objective: Design logo |dentity and branding elements for social media. Conceptads and wrote tagline with headline for ads,
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Client; Dolphin Organics

Objective: Design logo and package for organic line of bath products for ba biesand teenagers. Design to capture the simple ingredients and the organic claim.
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BRAND IDENTITY & PACKAGE DESIGN - DOLPHIN ORGANICS



naturals.

P O g W

Client: Dolphin Organics
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Ohijective; Design logo and package for a second arganic line in the family of Dolphin Organics, Design to focus on teens and capture the yvouth, vibrant energetic

and style while maintaining the brand's innocence and natural look,

BRAND IDENTITY & PACKAGE DESIGN - DOLPHIN ORGANICS
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Client: Dolphin Organics

Objective: Design brochure for new pr.o:f:lu ct launch l::u1“’:IZ“J_r::ulft:uhi'r'l-Clr'g_'ar‘ftu:s"J Brachure and -cﬂ'esi_g_ﬂ.tb capture the essence of brand, inform and educate.
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BROCHURE DESIGN - DOLPHIN ORGANICS
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BLUE CORN BLUECORN BLUE CORN

TORTILLACHIPS
TORTI A CHES « o ™ FORTILLA'CHIPS

Client: Five Star Objective: Logo and package design for high quality organic feel.

Othervariation bgos

* : IWE T
Five$tar U FhveStar FHveStar gg‘ar FIVESIAR Stor FIVESTAR

FIVE STAR LOG AND PACKAGE DESIGN



Kanberra
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Client: Kanberra Life
Objective: Logo re-design and package design for a line of products that purifies air quality in cars, boats and homes, Package to evoke the cleanness of fresh
air and high guality.

kﬂﬂﬁéi‘!‘ﬂ
————

ctand Lotion
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KANBERRA LIFE - LOGO & PACKAGE DESIGN - KANBERRA LIFE



Client: Neiman Marcus
Objective: Package design for
holiday gifting of Meiman Marcus
owert line of flavor chocolates,

RRL' 7 II-JIJ.J!:-_:'."

MARCUS HOLIDAY CHOCOLATES PACKAGE DESIGN

NEIMAN
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Client: Coca-Caola

Objective: Logo design for package, POS materials and wearables announcing new product line "Grabables” Logo to convey the ease of handle and portability of sraller
size bottle.

COCA-COLA LOGO DESIGN FOR NEW PRODUCT LAUNCH GRABABLES
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Client: Culturelle
Objective: Logo and package design of the pre-existing brand. Design direction to focus on new Iog__o and brand look to evoke

ease of movement and modern design. Utilizing color and lcons to depict the various sizes and choices in brand line-up.

CULTURELLE NEW PACKAGE AND LOGO DESIGN



TILLAGE

COMMODITIES

Client: Tilage Commodities
Objective: Design logo for financial firm. Logo to evoke the focus of firm in the investment portfolio of agriculture.

TILLAGE LOGO DESIGN & BRAND IDENTITY - LETTER HEAD, ENVELOPE, BUSINESS CARD



TILLAGE

-

TILLAGE

Client: Tilage Commodities
Ohjective; Design letterhead, business card and envelope to continue promoting the brand’s focus of investmentin agriculture focus portfolio

ﬂ

TILLAGE

TILLAGE

TILLAGE LOGO DESIGN & BRAND IDENTITY - LETTER HEAD « ENYELOPE « BUSINESS CARD
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REFINED
LIVING INC

dasigh

REFINED LIV¥ING INC -LOGO DESIGN AND BRANDING

Loga varitions presented before chosen final logo
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Client; Refined Living Inc
Objectiver Design logo and brand identity for new real estate company specializing in building new homes. Logo and brand to capture the essence of luxury quality
setvice in building and materials



Creating living
with desing in mind,
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E l Client: Refined Living Inc
Objective: Design collateral materials and branding carrying out the brand’s essence of luxury and fine guality home building,

R
LIVING iMNC

REFINED LI¥ING INC -LOGO DESIGN AND BRANDING
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Client: Refined Living Inc -
A, Ohijective; Design brand website to capture the experience and
: quality promise of brand,
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REFINED LIVING INC - LOGO DESING_BRANDING_WEB DESIGN
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Crther logo variations pregented
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"BREATH BREATH BREATH BREATH BREATH BREATH BREATH
[:B:,EREY%E DEFYING DEFYING DEFYING DEFYING DEFYING DEFYING DEFYING

Client: Breath Defying Foundation
Objective: Logoand Art design for new foundation "Breath Defying” to support and educate on the disease of Cystic Fibrosis. Roses
chosen as the art because of the loving and inspiring story of a child in 1965 with the disease and his pronunciation of it"65 Roses®

e
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CREATED ART AND LOGO DESIGN FOR NEW FOUNDATION_BREATH DEFYING
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BREATH
DEFYING

Client: Breath Defying

Objective: Logo art design used in apparel and concept ideas for the new foundation "Breath Defiving” ldea is to create customize apparel or gift set boxes with items
such as blankets, socks, headphones, book with inspiring quotes, app with music play list, quotes and inspiring speakers, t-shirt’s and hats for there journey trough this
difficult disease honoring there strength and showing the support of love in a time of uncertainty and difficulty, Providing an experience of bonding and sharing to show
the geruine support that promotes healing and care,

THOWGH | HANT FALLEN

I WILL RISE.

THOUGH 3T I8 JRELNEYE

THE LORD WILL
EE MY LIGHT..

AN 18

CREATED ART AND LOGO DESIGN EOR NEW FOUNDATION_BREATH DEFYING
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Client: Executive Chef Elio Gracia
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Chjective; Design logo and brand elements. to promote, the identity of executive chef, Elio Gracia and his new venture as a selfmobile

chef and his new catering business, Qffering fine dining to hire for your own private home parties and banquets,

EXECUTIVE CHEF LOGO DESIGN AND BRANDING
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Client: Agency Pitch
Objective; Design logo lock up to visualize one of the concepts for a pitch,
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VISCOLCITY

CONCEPT LOGO DESIGNS - VISCOCITY
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villa maria

Ctherlogo warsions

Client:Villa Maria

VILLA

VILLAMARIA
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VILLA MABIA

Objective; Design a logo to represent the sense of love and supportreceived at the education center of Villa Maria,
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LOGO DESIGNS - EDUCATION CENTER

YILLA MARIA
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Client; Tastings WNY(C
Objective: Design a logo to evoke TF\bT]N{I.

) | MW VOIRE DN
the culinary experience and great

taste to expect at the event,
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NEW YORK CITY TASTINGS LOGO DESIGNS - COOK. EAT. DRINK. LIVE. EVENT



Client: Gracia Lawn & Maore

Objective: Design logo and brand elements for lawn care services company PG Gracia. Logo to showcase the refine guality of long time service
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and prestigious homes cared for.

LOGO DESIGN FOR PG GRACIA LAWN & MORE



WWHAT?!
BOOTCAMP

FOR THE ROAD AHRHEAD

Client; MowWhat?! Bootcamp
Cbhjective: Design logo, brand elements. Logo to be youthful and energetic to drive awareness of the importance of a graduates challenge init's job search.

NOW WHAT?I BOOTCAMP LOGO DESIGN
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CONGRATULATIONS GRAD!

You've earned the degree .. Now What?!

LOOKING FOR A JOB?

(Or know someone who is?)
Have a plan for tackling the job search?
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Client: NowWhat?! Bootcamp

Ohjective: Design logo and brand elements to help promote the awareness of Bootcamp
asa course to help agraduates in their next steps as they embark on their job search and
it's challenges.

NOW WHAT?! BOOTCAMP LOGO DESIGN AND BRAND ELEMENTS



ST. PHILIP’S

SAMARITAN

LOVING OUR NEIGHBOR

Client: 5t Philip Parish
Ohbjective: Design loge, brand elements to capture the meaning of "5t Philips Samaritan ministry, Logo to promote a sense of approachability and care in giving to
one another ina loving way.

ST PHILP SAMARITAN LOGO AND BRANDING
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SAMARITAN
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Client: St FPhilip Parish
Ohjective: Design logo,
brand elements for apparel
and collateral materials to
promaote the ministry among
the community and inform.
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DESIGN AND ILLUSTRATE POEM BOOK

Client: Author, Cecilia Gracia

Objective: Design and lllustrate the author’s different
poems and their distinct meaning. Place poems together
to make one large unigue story,
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ABOUT THE AUTHOR:
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Client: Norwalk Symphony Orchestra  Objective: Design posters for the warious theme concerts.
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CONCERT POSTERS - NORWALK SYMPHONY ORCHESTRA
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CHANNEL MEX MEDIA PAINTINGS
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THANK YOU



