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GET THAT
LOOK.

VICTORIA'S SECRET

Client: Victoria’'s Secret

Objective: Every woman wants to feel loved and
wanted. So why not remind them and their men that
there is something about selecting a special garmet
that makes it all worth it!

The goal is to empower and remind women of the
possibilities when choosing Victoria’s Secrets linge-
rie, ...while also reminding men and partners of its
results.

SUBWAY POSTERS - VICTORIA’S SECRET



SUBWAY POSTERS - VICTORIA’S SECRET



Client: Victoria's Secret

Objective: An App that you can snap pictures of yourself in lingerire, enter your loved one’s
number and it will send out tantalizing glimpses of you and playful text messages. And then
when you get home...the big reveal!

APP -VICTORIA'S SECRET



Juic
Juice.

FUEL PLAY.

Client: Juicy Juice

Objective: 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 connect with mom to bring top of mind the importance of healthy hydration for the active kid in
their family. As well as promote the importance of outdoor activities.

NEW JUICY JUICE SPORT DRINK ADS’S



Client: Juicy Juice
Objective: 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



JuicyJuice
CHSPORT

EARTH'S FRUITFUL
GARDEN HUNT

[ <

HUNT CATEGORIES

Choose your act of
FRUITFUILNESS
and start playing.

JuicyJuice EARTH'S FRUITFUL
SPORT GARDEN HUNT

Logy®

Choose below what you love and
start the hunting in your
suroandings.

TREES

LOVE TREES! How about a
hunt for the bost tree branchen
around your outdoor space?
Find branches that have fallen
off the trees and gather them
to built a birdhouse for the birds
to nest and rest.

| DIRECTIONS J

FUN FACT: Trees bulld the sarth’s

oxygen tank aod are use to bulild homes.

JuicyJuice EARTH'S FRUITFUL
SPORT GARDEN HUNT

SHARE AND WIN POINTS

Everytime yon share and
post your creations yon win
points townrds your tressure

bunt grand prize!

JuicyJuice EARTH'S FRUITFUL
SPORT GARDEN HUNT
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TREASURE

0 Manlicas Begt

What flies and reminds
us of our country.

Reedem your points
and get clues to find the hidden
treasure near you.

REDDEM POINTS

JuicgJuice EARTH’S FRUITFUL

SPORT

GARDEN HUNT
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NEW JUICY JUICE SPORT DRINK APP
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Client: Juicy Juice

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 Juice Sport drink as well 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 product and giving the active kid a ray of
games to enjoy and promote healthy play.

How it works: Kids with 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 categories to choose from with trivia questions, 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 you

play and share the more you accumulate points to win and enter into the grand prize pool to hunt for the hidden treasure near your location. Grand
Prize treasure boxes are placed around regional locations where promotion is active. To unlock treasure boxes app requires answers to clues, as well as
post points and guided GPS tracker to clue you on how close you are. The treasure boxes are filled with the distinct categories fun toys, games, books
and other fun rewards as well as an 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 Treasures is also a part of the grand prize winner.



Client: W Hotels

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

when choosing the W Hotels; they are sure
to find all the comforts to make their journey
worth while and memorable.

CHECK IN / CHECK OUT

CHECK IN / CHECK OUT

SOUTH BEACH

SUBWAY POSTERS - W HOTEL



SUBWAY POSTERS - W HOTEL
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NYT Web Banner: Images change to show diversity of moments enjoyed at hotel.

CHECK IN / CHECK OUT

WEB BANNER - W HOTEL



Client: Jack Daniel’s

Objective: Life’'s meant to be enjoyed. We set out to promote the ones who are a
little out of the ordinary and go in search of the extraordinary. We want to promote,
celebrate and inspire to seek the unknown that makes you a little closer to your
dream. Because believing in one’s self is believing you can. We hand selected a

few up and coming celebrities that are making a big name for them self’s. And asked
them to promote their favorite Jack drink. We also took a deeper look at their everyday

life by producing a series of web videos that highlight their story. This allows us to
showcase that Jack Daniel’s pursue for excellence in crafting the very best makes

a great partner to any journey.

(See the next 3 pages for video scripts)

POSTERS - JACK DANIEL'S



Web videos:
Eamon Carter, for 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.

Eamon: Hey. I'm Eamon Carter.

Jump cut to an awesome outdoor party with beautiful
people, big dance floor, disco music, dogs, chill vibe.
Voiceover.

Eamon: About 5 years ago my friend Jake and | just
started throwing parties in our backyard. We'd take
turns dj-ing and invite friends and people from the
neighborhood. Word got around pretty fast and we
started looking for places in Brooklyn to keep it going.
We invited some more DJ’s, food trucks and the people
kept coming. And it just kept...growing. We do them
every weekend now in NY, LA, London. It's always a
good time. I love music, | love hosting so...it’s a great
fit, so far!

Back to Eamon.

Off Camera Interviewer: What'’s the best party you've
ever been to?

Eamon: My sister’s 13th birthday party. | got to hang
with the older kids!

Laughter. Fade out, black screen. “Live freely. Cheers,
Jack Daniels”

WEB VIDEQOS - JACK DANIEL'S



Web videos:
Lydia Moon, for Jack Daniel’s

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

Lydia: You ready?

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

As Lydia prepares a meal. Voiceover.

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

and art. | have to use both sides of my brain, equally.

| 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 their kitchens. It's tough
back here. | love it. | love my customers too, man. They
help me juggle between what’s classic, what's forward.
And it has to be delicious. Otherwise, it's useless.

Back to first shot.

Off Camera Interviewer: Lydia what’s something no one
knows about you?

Lydia: My deepest secret?
Off Camera Interviewer: | guess so!
Lydia: I'm addicted to Wendy's.

Laughter. Fade out, black screen. “Live freely. Cheers,
Jack Daniels”

WEB VIDEQOS - JACK DANIEL'S



Web videos:
Adam Westernberg, for Jack Daniel’s

An empty theater. Adam sits in 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. Voiceover.

Adam: | believe in the will to learn.
Cut to an empty bar, Adan cradles a drink.

Adam: People are so fascinating. So smart. There are
millions of people living lives | can’t even begin to
imagine. And the knowledge...it’s incredible. | wanted
to create a platform that would connect people, allow
them to share, to discover. It took off as much as it did
because people are innately curious. Tap into that and
you start to see some beautiful things.

Off Camera Interviewer: What's the best discussion
you've ever curated?

Adam: | actually love when magicians drop by to break

down their routines. It’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
something?

Adam: Nope.

Laughter. Fade out, black screen. “Live freely. Cheers,
Jack Daniels”

WEB VIDEQOS - JACK DANIEL'S



Client: Shinola Detroit

Objective: Shinola Detroit is an all American company. The only thing they build is
American made products. Their passion and love to rebuild in America is contagious.
We focused on the watches by a series of ads showcasing famous American icons

and youth who are proud supporters of Shinola Detroit. Highlighting the watches
in a setting of power and passion remanding us what it means to be a proud
American. Leaving a desire to join the movement for a better America.

NEW YORK TIMES FULL PAGE ADS - SHINOLA
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Client: Gorilla Glue

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

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

POSTERS - GORILLA GLUE






Client: Gorilla Glue

Objective: To continue to building awareness of Gorilla Glue’s powerful strength. We set our selfs to create random scenes through NYC depicting accidental situations that
would trigger a reaction and awareness of brand strong attributes.

POSTERS - GORILLA GLUE



Frame 1: Single focus on visual to intrigue the action

Frame 2: Delivery of brand message and action call to download free game for longer engagement experience

Client: Gorilla Glue
We created a game and contest to generate excitement and product awareness.

POSTERS - GORILLA GLUE



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,
our goal is to educate and drive awareness of the amenities, including the fitness
center, that Morris Animal Inn offers for your pet’s health.

7 MORRIS ™

PRINT ADS - MORRIS ANIMAL INN



Frame 1: Skinny dog fades in
and begins to gain weight.
Pulsating weight on and off

to grab attention.

Frame 2: Heavy dog remains

on the frame as headline reveals

Frame 3: Heavy dog fades out
and skinny dog fades in then

call to action button appears

Magazine Ad

WEB BANNER & PRINT AD - MORRIS ANIMAL INN



Client: Harley Davidson

Objective: Harley Davidson, truly an American icon. From the loud roar, to the
beautiful chrome, to the people, Harley Davidson is as American as apple pie.
We simply wanted to make a statement that reminded and enticed consumers

who where considering purchasing a bike, to strongly consider Harley Davidson.
Because when you own a Harley Davidson, you don’t just own a bike, you wear
a badge of honor!

OOH - HARLEY-DAVIDSON
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Client: Harley Davidson

Objective: To promote Harley Davidson’s culture, by embarking on a journey to the
famous 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, giveaways and music. Consumers can experience the culture of Harley Davidson

and be encouraged to share via social media. Everyone is invited to ride with us and
share their journey as we embark on the largest road trip through America, celebrating
the iconic Harley Davidson and the beauty of America itself. We will end our
journey in NYC’s Time’s Square with a music concert celebrating the journey and
the culture of Harley Davidson. Images of the trip will flash on the jumbo screens in
Time Square.

OOH - HARLEY-DAVIDSON



HOW MANY |k &

s 7yl

CAN YOU HAVE?

Client: Mama Zumba Chips

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.

WHAT WILL YOUR |
NUMBER BE ?

WHAT WILL YOUR |
NUMBER BE ?

POSTERS - MAMA ZUMBA POTATO CHIPS



Client: Mama Zumba Chips

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

we will develop awareness of product’s best attribute by creating a contest.

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

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

A final challenge will take place where all are invited to participate for the ultimate tittle 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.

SOCIAL MEDIA/CONTEST - MAMA ZUMBA POTATO CHIPS



SHOPPER/DIGITAL/EXPERIENTIAL
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Spectacular
Client: Fanta
Objective: Remind mom that the best way to a happy teen and a successful Halloween and the Mummy. To showcase how the party comes to live when Fanta is a part of it.

party is having plenty of Fanta at hand. We utilize the Fanta characters in conjunction The setting is a home party where all the fun to be had is around the Fanta consumption
with Halloween Iconic characters such as: The Witch, Frankenstein, Dracula and play.




o

Pole Sing

COME BAC

TASTE THEY'LL

FGR

Shelf Talker

TASTE YOU CAN

SINK YOUR FANGS INTO

Static Cling

GLOBAL HALLOWEEN CAMPAIGN - FANTA



Fanta Characters

Propose Costumes for Fanta Characters

GLOBAL HALLOWEEN CAMPAIGN - FANTA
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Client: Heineken
Objective: Product awareness targeting the young consumer reminding them to choose Heineken as
top of mind when they get together with friends or host a party.

IN-STORE POS- HEINEKEN
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Client: Heineken

Objective: Develop a fun program around “the scouting season” to engage consumers and continue to
build awareness of Heineken been the beer of choice when watching

the game.
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Heineken
LIGHT
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Heineken
LIGHT

Now available
on draught.

The light
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Heineken
LIGHT

Now available
on draught.

Art Direction, concept and Design of Ads and basketball brackets for promotional materials.
F g .

Only

one light
beer makes

the cut.

Now available
on draught.

Heineken
LIGHT
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Art Direction and Design of Ads for BTB publication.
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DRINK RESPONSIBLY
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Califresca Case Tucker
Califresca Case Card Califresca Wobbler

Design and Art Direction of POS Materials for launch.
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Client: Philips

Objective: 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 tool 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.

300 x 250 ANIMATION

Tight close up of guys face and gradually zooms out until it reveals girlfriend kissing.

Headline builds.

Headline fades to reveal body copy.

Body copy fades and reveals shaver
with copy and button.

IN-STORE POS & WEB BANNERS - PHILIPS AND AXE



160 x 600 STATIC WEB BANNER

PHILIPS

# NORELCO

Apple Ad
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300 x 250 ANIMATION
[ ] [ ] i .
[ ]
9 O ® 0 H DEER AGH
Reindeer walk in from each side. Snowflakes fall into position creating a border on the top and bottom of frame.
STATIC CLING
Client: Philips Norelco
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 The Axe Philips Norelco Shave & Groom kit Copy builds... Disclaimer appears after the Reindeer disappear. The shaver shifts to the
L . . . . . appears in the center second line goes up. side to make room for copy points that stay up
that when gifting this holiday season why not consider a gift they will truly love. for the duration.

AXE / HOLIDAY GIFTING - PHILIPS
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Norelco ShaveStation9000 / Augmented
Reality In-Store App

Objective: On the “mirror” it looks exactly as if they were shaving with the 9000. If the
customer has even the slightest growth of facial hair, they will be shaven clean on screen,
getting to see how the 9000 moves and operates. When they're done, they’ll get to see

what a perfectly clean-shaven face they could have with the 9000. If the user doesn’t have
any facial hair, they can add a mustache, beard, sideburns, soul patch, goatee, throatee,
Van Dyke, etc. And once the facial hair is added to their liking, they’ll be able to shave it
all off. Customer shaving experiences will be recorded and they’ll have the option to share
videos right away.

AUGMENTED REALITY IN-STORE APP AND DISPLAYS - PHILIPS NORELCO



Customer walks
by In-Store display,
which is a monitor
with a camera. It
can be further
embellished to
resemble a
bathroom mirror.

The second someone
looks directly into it,
their face will appear
on screen along with
a prompt to shave.

Customer follows

on screen instructions
and uses his smart
phone to simulate
shaving with

the 9000.

The controls

of the 9000 will
appear on smart
phone as well.

On the monitor,
customer’s phone
registers as the
9000. As he begins
to shave, the 9000
Moves as it would
in reality. Customer
is left to see a
clean-shaven version
of their face on
screen. The shaving
experience is recorded
And customer is
prompted to

share video.

Customer is left with
a message about
The 9000.

AUGMENTED REALITY IN-STORE APP - PHILIPS NORELCO



BabyGarden at Target App

The convenience and fun of
feeding her baby is available to
mom 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. No matter when
mom signs up and downloads the
app, she’ll always be given useful

information now and for the future.

This will help to ensure a smooth
process during her baby’s growth,
and will encourage mom to stay
with Target throughout.

P ‘Baﬁg_@war@émm

Everything your
baby needs to
grow and to thrive.

—
AR
ANELIT

Ly ‘

The
adventure
of a lifetim
starts

here.

BABYGARDEN AT TARGET - APP



Baby Steps App at Target

With the BabyGarden app, mom will get the help she needs to ensure her baby grows
happily and healthily—and with no fuss at all. She can even share pictures and use the
“Ask a Mom” feature where other moms can chime in with feeding tips or advice.

If mom is in the store, she'll be given the option to be guided to the BabyGarden

s

@aﬁ&@wa roen attareet

Age Level: 4 Months and Up

with GPS relayed information. When mom is in the area, the app seamlessly scans what
items are nearby and shows mom the ones that pertain to her baby’s current stage. The
items that are shown in the app will be clickable to display product reviews. Mom can
also use the app to scan any item in the section to pull up product reviews, demonstrations
and coupons.

-

BABYGARDEN AT TARGET - APP
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find it all from BabyGarden e
fitness to wellness. N
yaur baby needs
to grow and
to thrive.

Register Today
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& shoes for the
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Feed your
&-month-old organic
food long before they
can pronounce It

SHOP WITH

CANFINENCE

Takeover
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E-mail Blast BabyGarden at Target App

Take over to prompt mom’s to sing up to the new Target Baby App.
Once a member Mom'’s will receive emails as reminders of when to
stock up for the next feeding growth.

BABYGARDEN AT TARGET - APP



THE POWER OF
A PRESCRIPTION.

Now in the allergy aisle.

THE POWER OF
A PRESCRIPTION.

Now in the allergy aisle.

‘ FLUNASE >

HASAL SPRAY

ALLO . i "BLOCKS ALL 6
THE POWER OF = (FLONASE) é e
A PRESCRIPTION.

Now in the allergy aisle. w No more symptoms. ALLERGIES.
No more prescription. MEI;T YOU REND

The revelation m relief is here,

NASLL SPRAV mﬁ#ﬁ
POSTER ;
: |
: Client: GSK 7 = |
FLC' NASE Objective: Concept and design :
@ POS materials for new product THE POWER OF A PRESCRIPTION.
S launch of OTC Flonase. Focused Now jr the aliergy aisie

on conveying a message of ‘FLﬁNASE)
prescription strength as it

becomes OTC.

NEW PRODUCT LAUNCH - FLONASE
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NEW PRODUCT LAUNCH - FLONASE



Objective:
During the holiday season we took over a space in a large mall to enhance the VIP experience
that Continental Airlines and Chase bank customers have grown to love.
How it works:
Reward our current VIP customer and make new potential customers jealous when they see
the kind of treatment a VIP customer receives, including:
« Free gift wrapping « Complimentary snacks
« Special events with « Prizes and more
celebrity chef

HOLIDAY VIP LOUNGE - CONTINENTAL AIRLINES AND CHASE



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 consumers on the new Philips LED
light, help remove the barrier of: Why purchase
at a high price. It will also keep them inform

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

How the program works:

Consumers would have the chance to:

+ Be greeted 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.

PHILIPS LED LIGHT OVER ROAD TOUR - MICROSITE
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PHILIPS
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New Year's!

Light bulbs fade in and out with copy points. Turning on and off. Time Square ball fades in with sparkles, ball
starts to descend. Last frame remains static.
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Philips Led Light New Years
Sweepstakes Microsite
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Client: Philips
Phiips Led Light New Years
Sweepstakes Microsite

Hame / Lighting /| Chandaben

Chandeliers

The Idea:

To continue promoting the LED light Over
A sweepstakes

component is a part of the site as well.

I.ET YDUB S'I'YI.E SHIHE BHIGHT

1000 '!'fcl'rir.

How the program works:

Consumers would have the chance to:

« Be greeted at there local Home Depot stores

« Received educational materials

« Tour the exhibit PHILIPS

- Engage with the interactive displays |

« Speak to our ambassadors

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

Bronge Shop by Shile ¥ Shop try Finsh ~ Shrop by B Ehomy by Do ¥ Shop by Sae~ Instuifishon Support *

PHILIPS LED LIGHT OVER - SWEEPS



IN-SATORE POSTER

PHILIPS
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Buy two Philips AmbientLED bulbs and get
two movie tickets to MNew Year's Eve’.
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Client: American Express, Plenti at Macy’s

Objective: To inform consumers of the new and exciting first

in the state’s coalition loyalty program. We created POS
materials, digital and OOH that would clearly announced the
arrival of a new rewards program in which you would be

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

Macy'’s Circular Flyer

Macy’s Circular Flyer

Poster

Poster

In-Store Display

MACY’S LAUNCH OOH, DIGITAL AND POS MATERIALS - FOR PLENTI



Counter Card

Coupon front Coupon back

PHILIPS

PHILIPS THE 2ND ULTIMATE LIGHT SOURCE

To intorduce to the market Philips New SlimStyle LED light strenght we position it’s benifict as a comparative to the sun and built a campane
around this story. Setting up experientila displays in stores such as Home Depot where consumers where prompt to use a dimmer 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



Avaflable at %

homedepot.com.

¥ PHILIPS

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 to engage and learn more about the
New SlimStyle LED bulb.

PHILIPS NEW PRODUCT LAUCH_DIGITAL
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Neote:

-Ir e first frame the o ange colour floods the page followed by the vellow illuminating the page to create the sense 0” | ghting.
LED bulb wll rotate on all frames toreveal the slimmer design and ennarce the F1ilips innovation.
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PHILIPS WEB BANNERS



Client: American Express, Plenti at Macy’s

Objective: To inform consumers of the new and exiting first in the state’s coalition

loyalty program. We created POS materials that would clearly announced the arrival of a new re-
wards program in which you would be able to shop at one place and

redeem in another. We clearly communicated the new brand identity and various

Partnerships by utilizing simple, clear and concise messaging thought the different touch points in
the various retailers to deliver a cohesive messaging that would drive awareness and activation.

LAUNCH POS - PLENTI






Web Banner

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.

Poster

Web Banner

Poster

In Store TV Screen

FOR PLENTI

ATT LAUNCH DIGITAL AND POS MATERIALS -



Poster

Phone App Gas Station Locator Receipt Message

Client: American Express,

Plenti at Exxon

Objective: Continue to educate and deliver launch message

by POS, digital and OOF at Exxon. Reinforcing the conversion
of points earned at one retail and spend at another. Reinforcing
ease and value.

Poster

Blllboard

Pump Topper

Poster

Pump Topper

Gas Pump

EXXON LAUNCH OOH, DIGITAL AND POS MATERIALS - FOR PLENTI



Plenti Launch Experiential Ideas
Macy'’s at the Pump

Objective: To launch a new coalition program in the state’s we
proposed to do take overs in different locations of participating
partners to create an overall transformation of brand experience
such ideas as; take over Exxon mobile station wrapping pumps in
designer handbags to create an unforgettable Macy’s experience
at the pump and remind consumers of it's various participating
partners and benefits at use.

We can easily carry this idea across all the Plenti places. A Macy'’s
counter can be skinned to look like an AT&T tablet. The elegance of
Macy’s can be brought into Ride Aid, and so on.

LAUNCH EXPERIENTIAL - PLENTI



Product Brochure

Sell Sheet

Ad

Product Brochure

In Store Product Box

Sell Sheet

Ad
Shelf Talker

In Store Product Box

Motorola New Product Launch

To launch “Motoral’s Noice Canceling Head Sets” we set out to develop an array of icons that denoted

the problem reminding consumer the reason for consideration. Evoking consumers to take action; creating
an in-store environment and marketing materials 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.

In Store & On line Video

MOTOROLA NEW PRODUCT LAUNCH



Motorola
New Product Launch

ML

Sell sheet.

Custom design
and created the
“Conversation
Stopper”Icons
for the individual
scenarios
representing
noise situations.

MOTOROLA NEW PRODUCT LAUNCH IN_STORE
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Client: Kimverly-Clark The Idea: A serious of ads that invigorate strengh and ease of product use.

&2 Kimberly-Clark

Save the Undies Pitch

Client: Kimverly-Clark

The Idea:

We set out to create various experiential settings using
humor and trigger points such as laughter, pregnancy
and runners to engage and provide a unique experience @
relatable to that occasional mishap. Building awareness i_, &
of the other leak and promoting Poise pad’s as the solution. .
With events such as; comedy movie premiere’s, running
race’s, giveaways, materials to educate and promote.

As well as engagement in the street and on talk shows - The Lindres
such as:“The View” - ———  —

DESIGN AND CONCEPT WITH TEAM FOR PITCH IDEAS WHICH WON THE BUSINESS OF KIMBERLY-CLARK
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/N R I S E C U R E Client: Client: NRI SECURE
/ Objective: Design powerpoint template for client presentation

NRI SECURE POWER POINT PRESENTATION TEMPLATE



Client: Client: NRI SECURE Objective: Design various powerpoint template pages capturing brand essence

NRI SECURE POWER POINT PRESENTATION TEMPLATE



//NRISECURE /

Managed Security Services & Consulting
High Quality Secuyity%'eutcpmes Delivered with Speed,
Accuracy and Efficiency

//NRI SECURE /

Our unique
cloud-based threat

intelligence
NeoSOC

proyides highly accurate ;_nyrl:y
monitoring with a loay-falee
positive rate and 2 high-lavel af

ghroat dutechion fidelity.

/ M.lnls;ld petection and
Response {MOR)

Objective: Design trade show booth

/NRl SECURE/ Client: NRI SECURE

NRI SECURE BOOTH DESING
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Mew York | London | Hong Kong | Washington DC | Miami | Cayman Islands | British Virgin Islands www. kobrekim.com

Kobre & Kim Continues Expansion of
Conflict-free Cross-Border Litigation Offering
with Cayman Islands Office and Additional

KOBRE & KIM e

Client: Kobre & Kim

Objective: Montly newsletter design for web and print

Asia Litigation & Arbitration updae

Inside
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Client: Kobre & Kim

Objective: Montly newsletter design for web and print
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Client: PerSé

Objective: Brochure design

promoting company’s
capabilties and beneficts
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Client: CumLaude Group
Objective: Design coffee table
book to promote brand. And help
generate new sales.
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INTERNATIONAL
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INTERNATIONAL

PRESENTATION
TITLE GOES
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..................

- INTERNATIONAL

Convergint

Convergjnt

00nver '”t Client: Convergint
g/ Objective: Design power point and materials
ES5

for sales team conference 2020

Making a Daily Differance









PARTNERNATION

Convergint [ Media Kit

Features
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ACHIEVE NEW BUSINESS
GROWTH THROUGH CO-MARKETING \

For more imfarmation, contael partnernation@converginl.com

CONTENT MARKETING
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Fealures LEAD GENERATION o
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/ Funding o develop content and co-marketing materaks .
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TECHNOLOD

Client: Cybis

Objective: Design powerpoint template for client presentation
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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

- - M

Client: Cybis

Objective: Design powerpoint template for client presen-

tation
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Thank You for Attending Qur
Omaha Technology Center Grand Opening
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Client: Cybis

Objective: Design powerpoint template for client presen-
tation

OOH - GORILLA GLUE



2 PEPSICO

Client: Cybis

Objective: Design powerpoint template for cli-
ent presentation
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In This Toolkit

..........

Section 1

introduction

B.g_minder:

7 Bold

1. Make
the Case

1. Make
the Case
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BELEMDED SCOTCH WHISKY

ﬂ_ .,/g/}};y z‘f’c{d@ mf:'?m

SITUATION

CONSUMER INTEREST IN WHISKEY 1S AT AN
ALL TIME HIGH

= Whiskay has overfakon Vodia to becoma the 81 Best Selling Sqirit!
= Whiskoey |5 the Fastest growing spimt m Menu Mentions?
Whiskey/Bourbon «31%*
= Sootch Wheky 933
Fooul of the top 10 fastesl growing cockiails are whitkiey bated !

JOHMNNIE WALKER I5 THE #1 SELLING
SCOTCH WHISEY !

= Johnme Walker remams tha top called for Scofch brand !
= Biie and Black Label are among the top & fastest growing scofch
Drands on mend!

WHILE JOHNNIE WALKER I5
GROWING...IT'S MENUED AS A
STAND ALONE SPIRIT RATHER
THAN A MIXED DRINK®

ph
.r.-"f

'\
JDHNN]E WALKER
Client: Cybis

| el | LIII'M-:II,’!“\LIJ

Jenmom Wianen Bk

L ELG KGR nny J L MLAHES & 3ANEY

R ——— L T LTETTR TS T

Objective: Design powerpoint template for cli-

L I.HI'I‘HquﬂII ‘ L. NLME & DANTA -

————————— s Wi Ivm g B
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ent presentation
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ToOOLS TO DRIVE
AWARENESS
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IDEA

UNIQUE SERVES THAT

OFFER CONSUMERS

NEW OCCASIONS.

Dot anwarefioss,
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through o comiprehensieg

Fevherenier Wk cocktal

strategy thal capitalizes Tirs YRAK AND
an CalesoTy grommith INTThREXT
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arvd Nawor tremds ERE IS5 Qg 1o
B A BISE I3 Scopey
EDCETAILS
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INNIE WALKER ‘

HOW IT WORKS L.*

{ Ou skrapegy offers philcdopty and specific servas thal show
1I serpatiity of Scobcly and g ability 1o-be at e heait of Iha ookl
’n.
’ THE STRATEGY IS A TWO TIER APPROACH:
TIER 1: “SCOTCH &~
& These simple cockial rechdes and an eaty way Lo enjol
Johmmee Walker with serves that acosmmodate spead
of Sffvico-accolnts.,

,:HER 2; REIMAGINING THE CLASSICS
L= Claskie Cockiails with a Johnnse Walker twist! Those ﬁ
mu | reciphes ahauld be re maerichid) [or acoouinds o

"iil"l.p'lml mara it tho cockiails space .{. , L

IOHNNIE WALKER
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| W‘Nhite Plains

Hospital

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

WHITE PLAINS HOSPITAL_BROCHURE COVERS



PFDUCATION

\? NEED FOR Funpng

MODERNIZATION AND RENOVATION

ONCOLOGY

CRITICAL NEEDS

PEDIATRICS

CARDIOLOGY FACILITIES AND EQUIPMENT WHITE PLAINS HOSPITAL INCREASING DEMAND

BEHAVIORAL HEALTH
PATIENT EXPERIENCE

YOUR COMMUNITY,
YOUR HEALTH.

PALLIATIVE CARE

Client: White Plains Hospital
Objective: Brochure branding and designs

WHITE PLAINS HOSPITAL_BROCHURE DESIGN



MAKE A DIFFERENCE
TOMORROW

#GIWINGTUESDAY™ ¢\ /iING THANKS TO

W gensrou E';" will make a difference in the livea of Friends and family. Al Whits Plain
wift MAKE A DIFFERENCE THROUGH

Lorgm Ipsum dolod sit smal, consatetur sedipscing alite sed am noramy somod tempar
myrdunt ut labore ef dolore magna aliguyarm erat, sed diam vohuplua AL vero eos 8t accusam
at |usto dus doloses of o rebom, Stet chita ksd gubsargren, ne ses akimals sanciun est
Loram |psam dolor sit amal. Lorem [psum dolor it amel. consetelur sadipscing eiitr, sed glam
Ty eirmod tempor mvickunt Ul labore et dolore meg ria ailouyarm et

Templates

- B 181 O
Ca @ a B 3’E

~alendar Services  MNotifications  Folders Signatures Templates: Scheduling: Shortcuts

Mame: New Customer

- Subject: Thank you! a2

i= @ |« | T Add placeholder ~

_—

MEET NICK

Mick, loram psum dolor sit amet, consebeiur sadipscing litr, sad diam nonumy airmod
tempor invidunt ut labore et dolore magna aliguyam erat, sed diam voluptua. At vero aos et
acousam ef justo duo dolores ot aa rebum, Stel clita kasd guibergren, No sea takimata sanctus
@51 Loram ipsum dolor it amet. Loram ipsum dolor sit amat, consetetur sadipscing alitr, sed
diagm nomemy eirmad temoor Tividunt ut labare ot dolore mag na aliGuyam arat.

N (]
COMPASSION. COMMUNITY CARING. 'h} - '~
Nick, & cancersurvivo FOCUS Emma, born one SRR &
15 alve and well ecasun g o o e Gunces. Ima
of the warm, highly TE::“' .a iﬁ__:w "h"r[i“__" o4  survived without
accomplished doctors T SWEL FIR NG ERIVE, T v advanced treatmss

immedaate, Ife-saving Cardiac
and nurses at tho WPH Ry ? aur Meonatal Int

- Cancer Program f:li':‘f::::-:":':‘.'nﬂ aheart altack . care Unit

i,

DONATE TUESDAY

CANCER | CARDIAC | NICU

Whete Plaires Hospital |41 East Post Road | While Plains, MY 10400 | w

. . . . hite Plaires Hospitel | &1 EastPost Ro
Client: White Plains Hospital . B

Objective: Branding, design of e-mail blast to
promote hospital to new and existing clients.

DOANTE TODAY

WHITE PLAINS HOSPITAL_EMAIL BLAST_BRANDING



Client: SPAG Art Guild & LOVE Art Gallery
Objective: Design, created and executed
event to raise money for breast cancer
and promote the arts.

ST. PHILIP ARTISTS  GUILD AND
LOVE ART GALLERY PRESENT:

A SPECIAL =
GALLERY |

CELEBRATING

LIFE

A NIGHT OF ART, CULINARY CREATIONS,

LIBATIONS F[IETR‘f .&H[] LIVE MUSIC

SY. PHILIP ARTISTS GUILD AND
LOVE ART GALLERY PRESENT:

A SPECIAL

GALLERY EVENT
EELEBRATING

K [EGHT BF AT, CHLINARY L‘ﬁjﬂﬂﬁ.
LIBATIOKS, FRETRY AAD LINE
WITH SPECIAL GUESTS: & V

FairTiold Counly's Best Gover E:unu: i
= LIVE PLAND AND GALLEFY VIEWING 6PM-2Pf

THYS EVERT EEHEFTS THE ARG HISTTIAL F440L 0% SAMAY 5
HEESST HERLTH CESTER c 5
> BUY TICKETS NOW AT: . /

WWW.SPAGSTUDIOS.COM

FRIDAY, OCT. 19™ 6:00PM-10:00PM

25 France Street Norwalk, CT 06851 www spagstudios.com

THANKS TO ALL OUR SPONSORS

LILLIAN AUGUST SEMWIHES (& @)

FURNISHINGS » DESIGN & AR GF SEEEALL
EEN EYED LADY <> 3% P T'nnn.’{m Sweet
ﬁnﬁ#’!—"ﬂ-“nm g AEEEY

MEDITERHANEO

1 A BRRECTATTRANT .
PAELLA RESTAURANT Cranbury WINES & LIQUORS guaranmdw }

0 DELECATESSEN
- BIATALURBAMTY

WELCOME

&THANK
YOU!

FOR YOUR SUPPORT

Heospital

THANKS TO ALL OUR SPONSORS
LILLIAN AUGUST Stilemands WINES (&

GREEN EVED LADY i 728 P For %

R o — CyE et poveet
SR - an,”MHED

PAELLA RESTAURANT Cranbury WINES & LIQUORS ,;.ﬂ,mmm@ 5

BIICATESSE
e NEATAURANT by

Paretap Bugartf

“J!
L

Toa Homa
Forchasn Daperid

SPAG ART GUILD & LOVE ART GALLERY_SPECIAL FUNDRAISER EVENT

COME CELERMATE LIFE wiTH Ug

BT TICRETS A W PASSTURHIS. oM




Client: SPAG Art Guild & LOVE Art Gallery
Objective: In the efforts to continue promoting the
event and grow attendance; concepted, wrote

and design visuals that build awareness of the event.

Giving back a positive, inspiring message
that captured the essences of the event and
the meaning to inspire and give back.

SPAG ART GUILD & LOVE ART GALLERY_SOCIAL MEDIA_INVITE AND AWARENESS



© Instagnam & Vv

&8 SPAG Studios

S

. I:ELEBRATING
; § MUSIC

BUY TICKETS 2 SPAGSTUDIOS.COM | 10.18.2018 | 6:00-10:00

GREEN YD LADY o 7y |5

Clasic Rock & Sowl Hite 70e $0c 90k
H® QY o N
20.451 views

jonathandoe come join us celebrating the arts
and a great cause!

A Q >

O

THE CULINARY ARTS

BUY TICRETS @ SPARSTUDRS.COM | 10.19.2008 | &00-10:00

BELEBRATING

SUPPPORT THE CAUSE & CELEBRATE LIFE

BUY TRCAERS & SPARSTURGIS.COM | 10182018 | 8:00-18:00

GREEN EYED LADY &8 74 =

Clasaic Ranl 0 Sosel H¥ae 708 500 e

BGY FICKETS @ SPASSTUMOS EoM | 10152010 | 6:00-14:00

FURMISHINGS + DESIGN

THE ART OF DESIGN .

LILLIAN AUGUST |"'"~‘-‘T O o

CELEBRATING A CLASSIC

BT TICKEDS @ SPAGSTHMOE COW | ID18281R | S:00-10:00

THE SWEETER SIDE

BUY TICKETS @ STAGSTUMRE.COM | 10382m8 | 6:00-18:00

SRATING
EIJI.IHARY I]ELIEHTS

BUY TICKEFS @ SPAGSTOORSS.COM | 10192018 | &00-10:00

Fre—
" DELICATESSEN |mww
RESTAURAMNT "

Ta

Client: SPAG Art Guild & LOVE Art Gallery

Objective: 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.

CELEBRATING
REFINED TASTE

BUY TICKETS & SPARSTURSS.COM | 10782018 | HHMII

T
REFINED LIVING:

BUY TICKERS @ SPAGSTODIDE.COM ‘| 1RU1R.2018 | 6:86-18:80

2 -
S REFINED I:.-".':-.... ? Horw
S LIVING, ANC, T -
A1 S [y
| S G

SPAG ART GUILD & LOVE ART GALLERY_SPECIAL FUNDRAISER EVENT
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MyPharmAssist

THE ONLINE PHARMACY COMMUNITY

+ MyPharmA

sk MyPharmAssist

THE ONLINE PHARMACY COMMUN

+@

&Y == \IYPHARMASSIST

ssist

COMMUNITY

@ +MYPHARMASSIST

I\/IYPHARMASSIST

+

© +MyPharmAssist

HHHHHHHHHHHHHH CY COMMUNITY

Client: Cybls

e: Design logo lock up t
GSK's onllne pharmac y communit ity.

@

GSK_LOGO LOCK UP DESIGN



Make every

moment coun

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

Get back
to the you

Advanced solutions.
Proven results.

Trusted the world over.

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

Client: GSK

Objective: POS concepts and designs to gain
high visibility displays at pharmacy, educate,
build awareness and conversion to GSK brand
products. Gaining larger display areas and
multiple product displays. To gain, customer
conversion to the brand.

With relief you
can count on.

osk BEes
) Welcome to
L AR=R ¥ Better.

they know.

\

ask

o o
fead better
i beragiet

Better relief. A better you.

GSK_BRAND POS DESIGN FOR IN_STORE



1d3DNOD TVILNIIHIdXT LHOIT V FJHVYHS NILINDIN XSO



You Can

Every Breath Matters Make A Difference

Rosgiratory abiues affect thiy Bealif and byes ol million, dmdceise, But urdorunsely Your susttmer slieady depenil o pou ler aduice Bosy el leve an Dy
iy ariedake Thaie sympbamss lor pormeting heys seocus ind go untbeited for oo Eo steengthem the relatioashe. Bohip sty the conversanion pooed hing ssafin
b Far exmmmiie, chromc olatructive pofmodany dissdsh (COFPEY s i predicted il e ncortagis e il fisk b malle g A rinenn GRE e anosislong e vt simple
Vo becomue the g Eadewg Caue ol death worddeede Gy 2030 Toks Po phchade Wil sour CistamoT

GSK believes by working together with pharmacists like you, Your participation in the "Every Breath Matters”

wie Can impfﬂVE‘ rESplratGry hea"h —one customer at a timE. carﬁpaign is as e‘—ﬂ'y as:
It 2uirk ey raisng wvareneu of commss eagT oy wmptoms, gnd esaregng hoss
il ek A sk warly ilibgricnes e peopue Besdrmaenl from o plucan o EHGJ'&GF WORIF AR TS WL Dl v ST St A el LAl matienad

IDENTIFY stk custamens by affring the (g duns i guesssonnane Lo thoss
: Vol satkoma hintp or atlvioe abiont thier prmptonms
Ail’Wﬂy’ Uhﬂfumﬂﬂ IS' Prm_ "'- :“l_j_- o MOTI"II'IATE i oS 10tk 17

R iyl a ot S5ep By visding ihedr fihwaician

iar Sty s et dllagjnosdy
By, far the leading cause of respiratiory dissases, N COPD, i

tohacea sioka, and the longer a peran smokes - the groater Poster Shelf Wobbler Staff Pins Counter Card Lung Function
b At b Adiiies e il e et s rtianmass

igtee s bt oy T = vy — o wary P pr m———

Because respiratoly disease symplonms can develog graduaiy. many T i bt S
mstiiee them fos sameéthiang el Thats why s infermiion snd
didgnoi by i phystian can make such a difference. :

Common symptoms include:

= Shoctress of bragtih that weorsens
WA Actisily

= Difficulty catching one's heeath Hinrems, st sjuiisis ity | et P L Py s
n TR 18 A 1Y e Byt i

Help to Improve Respiratory Health ol et L

ax T

. P_{.::_!ra.r-.q |.;.--.s:i.»,+-_{,|r|,- wilssticing

O n e C u 5 -t 0 m e r a t a Ti m e ) . Wiah wour help, we-Can begin to-improve lung health amcund the workd — ane customer ata time,

il Because every breath matters.

WA YA i Sdiiiin o JTWER

I” Every Breath Matters

MI Every Breath Matters

Client: GSK i i
Objective: POS materials to help create |II'IgE'.‘ 1gle
and promote a conversation with the COUgh?
pharmacist about the concerns and signs of =
respiratory disease. With the campaign “Every AL 2
Breath Matters” we hope to trigger customers to
begin asking the questions that can lead them
to a better choice in their health.

talk with your pharmacist

=l

GSK POS MATERIALS TO BUILD AWARENESS OF RESPIRATORY HEALTH



*As por an

" 90%
PEOPLE

PREFER
THE TASTE*

OVER THEIR

CURRENT ANTACID

Refreshing Tabs
an - 7 i , "'"--.___‘
TS MINT FLAVOUR-_ |
- \‘D
ndependent chmtumes fessarch, 9% of peaple prefesred the tagle of Eno Ligurds & Tablere sver thelr curfen bvand

Client: GSK

Objective: Concept and design

POS materials for new GSK product,
launch of ENO antacid liquid and
gum tabs. To building awareness of
it's strength of relief and great taste.

O/ | PEOPLE PREFER
0 /0 T THE TASTE*

OVER THEIR CURRENT ANTACID

s ¥/
Tereshing Tabs

g

Fast reitef refreshmg taste

JIS L . I Ll g
|-ll' over ik

g -Non-strcky non-chalky:

All fast indigestion

5 C
I E

RN FLA POUR

. i ﬁfﬁfﬁﬂ#ﬁyﬁy

reh'ef-'

0 PEOPLE PREFER
/0 ‘ THE TASTE*

OVER THEIR CURRENT ANTACID

=% o e
“MINT FLAVOUR—_
e

FAST RELIWEF, '"RREEFRESHING TASTE.

A3 POv a0 INAOPEALEST [fEIMEr fesearch, $7% people praferred e (ke of Ena | Wudi & Tabléds over e ool drsl

J AT ELAVOUR TN - MF{HP&&E._'H
. <&

|||||I"'I
_CHALKY- Non-sticky, no

n-chalky-

Ky, e er stion relief!
AEP:;ESTT:EIGESTIDH RELIEF. A“ faEt I'n‘dfge

TASTES GREAT. WORKS IN EEGHN‘DS
_.________.-——'—"_'_

nseconds!
Tastes great, works 5500

e a——

GSK - POS FOR NEW PRODUCT ENO LIQUID AND GUM TABS
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Client: Transport Marketing_For there internal client: Payclass
Objective: Design logo Identity and branding elements for social media. Concept ads and wrote tagline with headline for ads.






YOUR PAYMENT ALLY

PAYCLASS

PSS | PAYCLASS
GETTING GE'I'I'lHGHJ - an c I'A SS

YOUR YOUR

INVOICE GETTING YOUR
PAYMENTS INVOICE
FASTER. PAYMENTS INVOICE PAYMENTS

FASTER.

MMV BACK MOHEY BACK GUARANTEE
GIARANTEE

100 per invoice
L0 ey e

GETTING YOU PAID FASTER.
SO YOU CAN KEEP BUILDING.

Fayclass expedites payments for 30-day invoices. We are not bill
collectors. We are payment expeditors

Send us your invoice and our professional agents will do the rest to —

# .
get you paid .
| $
- : ' s ) 1 ; | 124 ¥ af
I" . .. B _: H CONHHTL T L e TS D0ATY |
: | = CONSTRUCTION %
— R
NCREASED LOW COS5T 3 = 5 o
CASH 5100 PER O BACK N trangportation frms chonged for
FLOW INVCHCE G NTEE ViR 5 y COASLUCTon inputs. Simonson nobed
[ e e
H""‘!-.- " iy L

PAYCLASS

GETTING YOUR INVOICE
PAYMENTS FASTER.

Start Getting Payed Faster.

GETTING YOU PAID FASTER.
VacBook P > LEARN MORE |

MONEY BACK GUARANTEE
100 per kminen

= LEARN MORE

Thery warg doutils-digld percantage
ingreases in the soliing prces of
rateriols used in evary type of

Sign Up for Untinmited
Access

GETTING YOUR MY AL -
PAYCLASS INVoICE mmemsm

PAYCLASS rovmravsenraic

GETTING YOUR
INVOICE PAYMENTS
FASTER.

2of 3 articies el Subscribe to our fred o
rerasletior for full access.

MONEY BACK
= LEARN MORE



Client: Dolphin Organics
Objective: Design logo and package for organic line of bath products for babies and teenagers. Design to capture the simple ingredients and the organic claim.
While adding an essence of innocence and fun to attract mom shopping for baby or teens.

BRAND IDENTITY & PACKAGE DESIGN - DOLPHIN ORGANICS



naturals.

N NSNS

Client: Dolphin Organics

P&

naturals.

Big girls Iﬁﬂ hwlnl I"lﬂl'r
own fave: Sl:t-imlt;avnnul:rt
that they dom't have o)
‘Share with anyone. Well,
maybe with @ Lave that
Itsall Naturan H k.

& and it's. I“ i‘ﬁft“
[ =

& FL 0Z (250mL)

h‘f!‘“"”&emc

B FLOR Smal

Objective: Design logo and package for a second organic line in the family of Dolphin Organics. Design to focus on teens and capture the youth, vibrant energetic

and style while maintaining the brand’s innocence and natural look.

BRAND IDENTITY & PACKAGE DESIGN - DOLPHIN ORGANICS



Second Option Design

Client: Dolphin Organics
Objective: Design brochure for new product launch of “Dolphin Organics” Brochure and design to capture the essence of brand, inform and educate.

BROCHURE DESIGN - DOLPHIN ORGANICS



SIAR  FIVESTAR

-

e mrp—

BLUE CORN \ BLUE CORN BLUE CORN 3

._ TORTILLA CHIPS
TORTILLA CHIPS oot o TORTILLACHIPS

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

Other variation logos

* : IE Fi
FiveStar O Fhestar T iveStar g‘ar FIVESTAR Star FVESTAR

FIVE STAR LOG AND PACKAGE DESIGN



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 quality.

KANBERRA LIFE - LOGO & PACKAGE DESIGN - KANBERRA LIFE



Client: Neiman Marcus
Objective: Package design for
holiday gifting of Neiman Marcus
own line of flavor chocolates.

NEIMAN MARCUS HOLIDAY CHOCOLATES PACKAGE DESIGN



Caetely
Client: Coca-Cola

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

BE. SAVE
55 gr"ai:l;ﬁ:

wheld Vu) Bor Rl
_::nq.--'-rman.-.— e
1 ek (T, O T

| grababies- —— : I|

THE Si1zE wiTH YoOu N MinND

COCA-COLA LOGO DESIGN FOR NEW PRODUCT LAUNCH GRABABLES
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21 YEARS
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21 YEARS
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#1 PEDIATRICIANS CHOICE

DIGESTIVE HEALTH

|||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||

Reslores a nafurdd Balanca in your degesiive

KIDS ADVANCE

S0-100 s

it vl !w ¥ = = Supports Matural defense systems
* [igestive upsel + Beduces digestive upset
* Docosional diarhea - Safe & effective |
*Cron & bieating
= Supporks your immiuneg system Tlowars or preservatives

- Sugar Freel Mo synthetic colors, ' ‘

e...

Culfurelle

PROBIOTIC P__Roalorlg_:

probiolic suppliment with nalual dairy fres Iociobocills gg spaiment with natural Goiry fres loct

Fofle) “;L

Culturelle

Fiena wll B gciie!

@

%0

e nll oy e
Soe kids
Ef advﬂnca

Culturelle

TR FiaTrE

digestive

kids Jr. ; :

&l A Client: Culturelle

'Culturelle

SULTURELLE

O

30

1 PEDIATRICIANS CHOICE

9".

| Cul’rurelle

PROBIOT[C

PrOEec I g atunal dary clotacin o
I)(

; 2 @

T R e e T e T T T

T RIDS IR
. DATRY FREE FORMULA

CunreLe

Objective: Logo and package design of the pre-existing brand. Design direction to focus on new logo and brand look to evoke
ease of movement and modern design. Utilizing color and Icons to depict the various sizes and choices in brand line-up.
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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



Client: Tilage Commodities
Objective: Design letterhead, business card and envelope to continue promoting the brand’s focus of investment in agriculture focus portfolio.

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



Logo variations presented before chosen final logo

Client: Refined Living Inc
Objective: 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
service in building and materials.

Logo sketches

Sketches
for website
design

REFINED LIVING INC -LOGO DESIGN AND BRANDING



Client: Refined Living Inc
Objective: Design collateral materials and branding carrying out the brand’s essence of luxury and fine quality home building.

REFINED LIVING INC -LOGO DESIGN AND BRANDING



Client: Refined Living Inc
Objective: Design brand website to capture the experience and
quality promise of brand.

REFINED LIVING INC - LOGO DESING_BRANDING_WEB DESIGN



1
()

BREATH
DEFYING

Other logo variations presented

&7
Q‘Q Qﬁ

BREATH BR
DEFYING DE

e 1
i j‘:’J /i< *lr. > "
g B o & B (%

TH BREATH BREATH BREATH BREATH BREATH BREA
ING DEFYING DEFYING DEFYING DEFYING DEFYING DEFYI

273

Client: Breath Defying Foundation
Objective: Logo and Art design for new foundation “Breath Defying” to support and educate on the disease of Cystic Fibrosis. Roses where
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”

CREATED ART AND LOGO DESIGN FOR NEW FOUNDATION_BREATH DEFYING
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Client: Breath Defying
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Objective: Logo art design used in apparel and concept ideas for the new foundation “Breath Defiying” Idea 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 genuine support that promotes healing and care.

CREATED ART AND LOGO DESIGN FOR NEW FOUNDATION_BREATH DEFYING



Client: Executive Chef Elio Gracia
Objective: Design logo and brand elements. to promote, the identity of executive chef, Elio Gracia and his new venture as a self mobile
chef and his new catering business. Offering fine dining to hire for your own private home parties and banquets.

EXECUTIVE CHEF LOGO DESIGN AND BRANDING



Client: Agency Pitch
Objective: Design logo lock up to visualize one of the concepts for a pitch.

CONCEPT LOGO DESIGNS - VISCOCITY



Other logo versions

Client: Villa Maria

Objective: Design a logo to represent the sense of love and support received at the education center of Villa Maria.

VILLA MARIA LOGO DESIGNS - EDUCATION CENTER



Client: Tastings NYC

Objective: Design a logo to evoke
the culinary experience and great
taste to expect at the event.

NEW YORK CITY TASTINGS LOGO DESIGNS - COOK. EAT. DRINK. LIVE. EVENT
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Client: Gracia Lawn & More
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Objective: Design logo and brand elements for lawn care services company PG Gracia. Logo to showcase the refine quality of long time service and prestigious homes cared for.

LOGO DESIGN FOR PG GRACIA LAWN & MORE



WWHAT?!
BOOTCAMP

FOR THE ROAD AHEAD

Client: NowWhat?! Bootcamp
Objective: Design logo, brand elements. Logo to be youthful and energetic to drive awareness of the importance of a graduates challenge in it's job search.

NOW WHAT?! BOOTCAMP LOGO DESIGN



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?

WE'LL SHOW YOU HOW.

lhe Now What?! Boot Camp is a 2-day skills training

experience that will prepare you for the road ahead. ¢||
Take control of your futire and get the secrets of separating
yourself from your peers and starting your career.

WHAT?!
SIGN UP today at Nowwhatbootcamp.com BOOTCAMP

NSWWHAT?!

EQOTCAMP

NOw )
aq cof b

=]
=]
o
=
[z

A

=
)
(=]
[ =)
(=3
-]
o
B
=
-

Client: NowWhat?! Bootcamp

Objective: Design logo and brand elements to help promote the awareness of Bootcamp
as a course to help graduates 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: St Philip Parish
Objective: Design logo, brand elements to capture the meaning of “St. Philip’s Samaritan ministry. Logo to promote a sense of approachability and care in giving to
one another in a loving way.

ST PHILP SAMARITAN LOGO AND BRANDING
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Client: St Philip Parish
Objective: Design logo,
brand elements for apparel
and collateral materials to
promote the ministry among
the community and inform.

SAHARITAN
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Take One

Event signage _

ST PHILP SAMARITAN LOGO AND BRANDING



CONTINU

POEMAS DE SANACION

LIFE CONTINUES | POEMS OF HEALING

BY CECIL |
Mustrations by Dollka Y, Moricp | ch}ti;?tgss‘:f:m

Bd by Darleen |, Gracia-Housman

Client: Author, Cecilia Gracia

Objective: Design and Illustrate the author’s different
poems and their distinct meaning. Place poems together
to make one large unique story.
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Client: Norwalk Symphony Orchestra Objective: Design posters for the various theme concerts.

CONCERT POSTERS - NORWALK SYMPHONY ORCHESTRA
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