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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 
possibil it ies when choosing Victoria’s Secrets linge-
rie, ...while also reminding men and partners of its 
results.
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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! 
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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.
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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.
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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.
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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.
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NYT Web Banner: Images change to show diversity of moments enjoyed at hotel.NYT Web Banner: Images change to show diversity of moments enjoyed at hotel.
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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)
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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 I 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, I 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. I got to hang 
with the older kids! 

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

Web videos:
Eamon Carter, for Jack Daniel’s
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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. I have to use both sides of my brain, equally.  
I was actually a latecomer to this. When I was 30, I 
woke up one morning and decided it was something  
I really wanted to try. Took a lot of classes, pestered 
some chefs into letting me into their kitchens. It’s tough 
back here. I love it. I 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: I guess so! 

Lydia: I’m addicted to Wendy’s. 

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

Web videos:
Lydia Moon, for Jack Daniel’s
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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: I 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 I can’t even begin to 
imagine. And the knowledge...it’s incredible. I 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: I 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 videos:
Adam Westernberg, for Jack Daniel’s
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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.
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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!
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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.
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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.
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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, 
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.
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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

Frame 1: Skinny dog fades in 

and begins to gain weight.  

Pulsating weight on and off  

to grab attention.
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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! 
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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  Har ley  Davidson and the beaut y  of  Amer ica  i tse l f.  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.
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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. 
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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.



SHOPPER/DIGITAL/EXPERIENTIAL



 G
LO

B
A

L 
H

A
LL

O
W

EE
N

 C
A

M
PA

IG
N

 -
 F

A
N

TA

Client: Fanta

Objective: Remind mom that the best way to a happy teen and a successful Halloween 
party is having plenty of Fanta at hand. We utilize the Fanta characters in conjunction 
with Halloween Iconic characters such as: The Witch, Frankenstein, Dracula  
 
 

 
 
and the Mummy. To showcase how the party comes to live when Fanta is a part of it. 
The setting is a home party where all the fun to be had is around the Fanta consumption 
and play.

Spectacular
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Shelf Talker

Pole Sing
Static Cling
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Fanta Characters Propose Costumes for Fanta Characters
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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.
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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.













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.
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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. 
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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 
that when gifting this holiday season why not consider a gift they will truly love. 

160 x 600 STATIC WEB BANNER

Apple Ad

STATIC CLING

300 x 250 ANIMATION

Reindeer walk in from each side. Snowflakes fall into position creating a border on the top and bottom of frame.

The Axe Philips Norelco Shave & Groom kit  
appears in the center

Copy builds... Disclaimer appears after the 
second line goes up.

Reindeer disappear. The shaver shifts to the 
side to make room for copy points that stay up 
for the duration.
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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.
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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.
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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.



B
A

B
YG

A
R

D
EN

 A
T 

TA
R

G
ET

 -
 A

P
P

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  

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
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.

E-mail Blast

Takeover
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Client: GSK
Objective: Concept and design 
POS materials for new product 
launch of OTC Flonase. Focused 
on conveying a message of  
prescription strength as it 
becomes OTC.

POSTER
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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
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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.
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728 x 90 ANIMATION

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.

Philips Led Light New Years  
Sweepstakes Microsite

Client: Philips
Phiips Led Light New Years  
Sweepstakes Microsite

The Idea:
To continue promoting the LED light Over 
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.
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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. 

Poster

Macy’s Circular Flyer Poster

In-Store Display

Macy’s Circular Flyer
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Counter Card

Coupon backCoupon front Dimmer

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.
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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.
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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. 
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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. 

Web Banner

Web Banner

In Store TV Screen

Poster

Poster
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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

Receipt MessagePhone App Gas Station Locator

Pump Topper

BIllboard

Poster Poster

Pump Topper

Gas Pump
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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.
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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

In Store Product Box

Shelf Talker

Product Brochure

Sell Sheet

Sell Sheet

AdAd

In Store Product BoxProduct Brochure
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Motorola  
New Product Launch

Sell sheet.

Custom design  
and created the 
“Conversation  
Stopper” Icons  
for the individual 
scenarios  
representing 
noise situations.
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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 
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 
such as:“The View” 

Client: Kimverly-Clark  The Idea: A serious of ads that invigorate strengh and ease of product use. 
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Client: Client: NRI SECURE   
Objective: Design powerpoint template for client presentation
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Client: Client: NRI SECURE   Objective: Design various powerpoint template pages capturing brand essence
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Client: NRI SECURE
Objective: Design trade show booth
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Client: Kobre & Kim

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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Client: PerSé

Objective: Brochure design
promoting company’s  
capabilties and beneficts



Client: CumLaude Group
Objective: Design coffee table
book to promote brand. And help
generate new sales.



Client: Convergint
Objective: Design power point and materials 
for sales team conference 2020
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Client: Cybis

Objective: Design powerpoint template for client presentation
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Client: Cybis

Objective: Design powerpoint template for client presen-
tation
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Client: Cybis

Objective: Design powerpoint template for client presen-
tation
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Client: Cybis

Objective: Design powerpoint template for cli-
ent presentation
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Client: Cybis

Objective: Design powerpoint template for cli-
ent presentation



W
H

IT
E 

P
LA

IN
S 

H
O

SP
IT

A
L_

B
R

O
C

H
U

R
E 

C
O

V
ER

S

Client: White Plains Hospital
Objective: Brochure cover branding 
and designs
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Client: White Plains Hospital
Objective: Brochure branding and designs
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Client: White Plains Hospital
Objective: Branding, design of e-mail blast to  
promote hospital to new and existing clients.
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TClient: SPAG Art Guild & LOVE Art Gallery
Objective: Design, created and executed
event to raise money for breast cancer  
and promote the arts.
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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. 
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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.
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Client: Cybis     
Objective: Design logo lock up to communicate 
GSK’s online pharmacy community.
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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. 
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Client: GSK   
Objective: POS materials to help create  
and promote a conversation with the  
pharmacist about the concerns and signs of  
respiratory disease. With the campaign “Every 
Breath Matters” we hope to trigger customers to  
begin asking the questions that can lead them  
to a better choice in their health. 
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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.
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DESIGN & BRANDING



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.







B
R

A
N

D
 ID

EN
TI

TY
 &

 P
A

C
K

A
G

E 
D

ES
IG

N
 -

 D
O

LP
H

IN
 O

R
G

A
N

IC
S

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.



B
R

A
N

D
 ID

EN
TI

TY
 &

 P
A

C
K

A
G

E 
D

ES
IG

N
 -

 D
O

LP
H

IN
 O

R
G

A
N

IC
S

Client: Dolphin Organics  
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.
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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.

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

Other variation logos
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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 quality.
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Client: Neiman Marcus  
Objective: Package design for  
holiday gifting of Neiman Marcus  
own line of flavor chocolates.
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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.
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Client: Culturelle
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.
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Client: Tilage Commodities
Objective: Design letterhead, business card and envelope to continue promoting the brand’s focus of investment in agriculture focus portfolio.
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Logo variations presented before chosen final logo

Logo sketches

Sketches  
for website  

design

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



 C
R

EA
TE

D
 A

R
T 

A
N

D
 L

O
G

O
 D

ES
IG

N
 F

O
R

 N
EW

 F
O

U
N

D
A

TI
O

N
_B

R
EA

TH
 D

EF
Y

IN
G

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”

Other logo variations presented
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Client: Breath Defying 
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.
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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. 
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Client: Agency Pitch
Objective: Design logo lock up to visualize one of the concepts for a pitch.



V
IL

LA
  M

A
R

IA
  L

O
G

O
 D

ES
IG

N
S 

- 
ED

U
C

A
TI

O
N

 C
EN

TE
R

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

Other logo versions
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Client: Tastings NYC
Objective: Design a logo to evoke  
the culinary experience and great  
taste to expect at the event.
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Client: Gracia Lawn & More
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.
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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.
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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.
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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.
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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.

Business Card Front

Postcard Front

Event signage

Postcard Back

Business Card Back
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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.



FINE ART
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THANK YOU!




