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SAPPY Go lVckY

MAPLE SYRUP

Sappy Go Lucky is a Maple Syrup Brand - one | was given small parameters for and turned
into a full brand with a backstory and multiple flavors and labels. As you flip through the
following pages, you'll see the whole process, from thumbnails to the full brand built out.

ABOUT

Tucked into the rolling hills of western Maine, Sappy Go Lucky Maple Syrups is a family-
owned business that brings a litlle sweetness to breakfast tables across the country.
What started as a father-daughter project in a rustic sugar shack back in 1998 has since
grown into one of Maine’s most beloved artisanal syrup brands.

Founded by the ever-optimistic Harold “Hal” Rivers and his daughter Josie, Sappy Go
Lucky was born from a simple idea: make maple syrup the old-fashioned way - but
have a little fun with it. Hal’s signature sense of humor (and Josie’s keen eye for flavor)
helped build the brand’s identity as both high-quality and high-spirited.

Sappy Go Lucky still taps its syrup from wild, responsibly managed sugar m

aple stands on the family’s 120-acre homestead near Bethel, Maine. The sap is boiled
down using a wood- fired evaporator, producing a syrup that’s rich, amber, and layered
with deep maple character. But what truly sets them apart is their line of infused and
flavored syrups, a playful yet gourmet nod to modern palates.
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FAB ON THE FLY

ON THE
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FAB on the FLY is a mobile pet grooming and veterinary service. The assignment was to
create a logo (seen above) and then design a truck wrap for the mobile van. | chose to
use a Ram ProMaster-esque vehicle, since it would be the best mobile option other than a
repurposed ambulance.




PHOENIX FILM FESTIVAL
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This project was for a film festival in need of branding, posters, and digital marketing. On

the following pages, you’ll find the branding process, and some sample deliverables.
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HEADLINE & LOGO

SUPPLEMENTARY
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VIP EXPERIENCE
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HOWY TO HAVE THE

BEST

FILM FESTIVAL EXPERIENGE DON'T SIT IN THE SKIP THE LINES

Instagram Caption
The BEST way to experience this year’s festival is to let someone else handle the stressful things: the seats,
the meals, the travel, etc. How can you have a good time when you're worried about how long the lunch

line it?

As a VIP, yvou don't worry about that - we do that for you, You just show up, and look pretty (not like thats
hard).

Get your pass at phoenixhlmfestival.com,/VIPaccess

THIS CDUJ..D BE

PHOENIXFILMFESTIVAL.COM

Instagram Caption

You know you want it, too.

The deadline is approaching - don't miss out

on the VIP experience at this years fesitval!

Get your pass at phoenixhlmfestival.com/

YiPaccess

Instagram Caption

The OMLY way to experience the
@phoenixflmfestival is through the eves of

avie

Get your eves at phoenixhimfestival.comy/

VIPaccess




TIDE MARKETING CAMPAIGN

Tide Creative Brief

Enccullve Summary
Background
Problam

Desired Goal

Media

Campaigns
Timalina
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This was a project to work through an already existing issue for Tide detergent and figure
out a campaign to help rectify the problem. The campaign was set to be a year long, and
then presented in a pitch deck that you'll find on the next page.
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Tide Creative Brief

Emesutive Surrmay

F rrem e ey, padtrras B erdd mder w ey e
PR LFET L OO T TR S S, Lo i
raser s 9 pver B PN #0E E0o lesering ot e
farpparyg Bm wrraimsTmrd

Tt will paripen & socisd maeda v o0 of heere camoage
RN (WPl P T B O by madil] Y Fuend
I ST e CptiL e e PMoency of dhangeg e sey
= e by eusireg bk el Snled Bo

T8 Corwrarcisn

rEibaa]

r_marvsryig Ve A Cenener sdi
viamad Hedia 9w

refogren Perrariho

Campalgns 1 rif ’

Lo LT
sl il Lancindl AU, WAL AT T
Pl g Limauli PRl il i Al oo i e o

T, Lk, Aen Trmis

Deta-Emed Earyfpliry = B lacd i ciolhes gef (o m
Tl P Tl o R i i i [Py e el e
il L PR B LN RO Sl O LT
w65 o

Fall qasmoaip b be o Ot T1, 0.

Dirinome < Ducernber 200 Rosra, Parnorg Maw

Sty - Fabruiey D oo Cepatar ifoanes Dl @ e o ¢ bgeead

argh - Aprd ol Taie loraad Masdes g IPel ©otre Lad et o SRR 0P IR L g
churge of diakan - Earth Dy Do il e fogsd |

Pliy - Siagusl TOTH Full Casjiamg & Mot 59 b o ievireg Sl b @ i
Corrermrcisf aor. and somdromats s ilodeed wih Tde defierpei © @eecions on how 0
Eatid v B

Tapiernbar : Ocliober POHE e r nemiter eeerdorp. recomide o0 o0 cempEgn {ooelnes

[




VELOBEAT MARKETING CAMPAIGN

DESIREL AL

EXECUTIVE SUMMARY

BACKGROUND TIMELIMNE

FROBLEM CREATIVE IDEATION

Similar in format to the Tide campaign, but here | developed the brand identity and
backstory from scratch.




LIBERTY INN BY THE LAKE

Laura Bauchmann, 22

Laura is & solo traweber doing life
outside the box, She loves 1o mountain
bike, hike, and live minimalestically. She
Ivers in o big suburiban area, 3o her
travels ane always to somowhane
rismote and opan-aer, and she never
stays ot a chain hotel o sats al & cham
restaurant. She i 2o happy to have
discovared Liberty nn by the Lake, she
iy surmounded by local establishmignts,
and feels safe and clean in her room
alona

PERSONAS

Robinson Family, Matthew & Maria

Thiz Robinsans are & family of & making a
Morthaast Country road trip, They camae from
Maryland, have been through the histary
museums of Philadelphia, floated down tha
Dalavsare river in M), and now ana makeng
their way to the Adwondack mountains for
their big hike up Whiteface mountain. They
are looking for & place to stay that is out of the
way, and in & town that offers a different
atmaosphere than they are used 1o, Liberty Inn
by the Lake i just wha they are laaking ferl it
is famdly-cwned, which shows that they
appreciate family dynamics, and their biggest
pentimy sl all & of thoesn. 1t's jus pasfect]

The assignment was to create a brand all of our own mind, build up the branding, and then
build out a website and digital marketing tools.

Liberty Inn by the Lake is the name of a real inn that my mother in law runs, and she was in
need of some branding anyway. So in completing this project, | also got to work with a real
client, and hopefully soon she’ll start using these in her real deliverables!
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YAMNILLA BEAN

DISPLAY FONT BODY FOMNT

GAGALIN Avenir Next

ROOMS & NEARBY SMALL TOWN
OBJECTIVES SUITES ADVENTURES EATS

1. Increase Website Traffic
. Objactive; Grow onganic traffic by 30% in the nesn 12 months,
Metrics: Webaile sessions, page views, bounce rate, and average session duraticn,
% Measurerneant Tools: Google Analytics, Google Search Consale.
Z.Boos Direct Bookings
= Qbjectwe: Ingrease dirgct resenvations by 25% within a year, 5
Matras: Booking conmverirons, rvenus from direct bookings, abandonmant rse on the booking page. PP e e R
Maasuremaent Teols: Google Analytics (Goal Trackingl, Booking Engine Analptics, Hatjar [lor user behasos
insighis).
3 Enhance Social Media Engagement
¢ Objecowe: Grow Instagram and Facebook angagament race by 405% in & monihs
o Mabracs: Likes, comments, chanes, tived, follower growth, and reach,
Maasurement Tools: Meta Business Sufte, Instagrem Insights, Facebook Anabdics.
4 Grow Email Madeting Performancs
& Objectws: Achiewe a 20% open rate and 5% click-through rate [CTR) on email campaigns withen & months.
i Matrica: Opan rates, CTR, unsubscribe rate, cormersions from emaids, LIBERTY INH BY THE LAKE
o Measurement Tools: Mailchimp, Constant Contact, or another email marketing platfarm. : L
By tracking these key performance indicators (KPls) with the listed tools, we will continuously refine our digital marketing i
offorts to maximize reach, engagemoent, and resorus for the inn.
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VIRTUOUS MAGAZINE

VIRTUOUS, FOR WOMEN, BY WOMEN.
Contents

Lol froem Lha Edlitor

Eaop Pursumng o atth Lysn Tersursl
Parrigge with Sar Rooeitson Hul
Winal & Godhs Calbng For Wionmsna
Edchen Devolional & Recpe

i GEA wiln Stas Eldrecge: Captating

virtunous

Keep Pursuing Joy
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This is a fully designed magazine | curated - some of the article are written completely by
me, some were pulled from online publications. The concept of this magazine and the layout
design are something | was so excited to take part in.
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Sadie Robertson Reveals the What Is Cod’s Call
Surprising (and Sweet) Thing She s anaen
Learned in Her First Year of Marriage e e S o ek e e e b el
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In the Kitchen Again!
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The truth is,
that as image
bearers of our
gorgeous God,

every woman
possesses
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COLLAB COMMONS
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| was given the name collab commons, a small creative brief, and a lot of liberty. The
business wanted a high-end feeling to come from the branding, so | put together a brand
guideline, a few print ads/signage, and some digital marketing assets for them.
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SIGNAGE

Note: Any signage in the size of sandwich-board and below will be printed and displayed in-house. Collab Commons uses a great amount of these signs, it
is much more cost-effective to purchase an HP DesignJet Large-Format Printer (avg. $2,000-$5,000) and a a-frame signs to use for years to come.

FASTSIGNS of Asheville

FASTSIGNS offers speedy service for a resonable price, and are always willing to negotiate. Large banners can cost
as little as $200 and Collab Commons can design them exactly as desired, or they can be designed by the client if
needed. Depending on how large the installation is, CC Grounds Crew will handle installation until otherwise needed,
in which case FASTSIGNS offers an installation service of an average of $2,000 (depending on complexity).

COOINWILLL
HiARL

MEETING 1 WELCOMIE
: GOODWILL BOARD
OF EXECUTIVES

0

SIGNAGE

4lmprint
It's a large corporation, but allows the best prices and quickest delivery. Uniform polos range from $15-$33 each,
Lanyards are $2-$6 each, name badges can be $5-$15 each and other asset labels are only $1-$3 each.

MURALS

lan Wilkinson
@ianthepainter on Instagram, lan Wilkinson is a talented local artist ready to help out. His prices vary based on the
4%ointing, but average at around $20-$50 per square foot.

Caption:

Collab Commons brings mission-driven organizations under
one roof with shared workspaces, podcast studios, event
spaces, and networking opportunities.

Imagine What
Nonprofits Could Do
Together.

Less isolation. More collaboration. Bigger impact.

()

Caption: h .
Nonprofits need powerful storytelling. At Collab Commons, Create fhe Stories
members have access to podcast studios, video production That Change the
rooms, and collaborative spaces designed to omplifY Xour World.
voice and your mission.

Book a tour today at collabcommons.org

05

Caption:
Church ministries, faith-based nonprofits, and outreach
organizations deserve a space where collaboration and service

Serve the Community. go hand in hand.

Strengthen the Mission.

Collab Commons connects purpose-driven teams so they can
share resources, build partnerships, and expand their impact.

Discover the community. Visit collabcommons.org today.




GIVEAWAY!!

As a thank you, 1'd like to give away a free brand guideline package for one lucky

winner!
Submit your name, business, a description, and your email, and I'll reach out to the winner.

This person will receive a free consultation, a logo design, and a one-page brand guideline.

AT THE BOOTH

When we meet, you'll see all of the following free for the taking!




