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Founded, built, branded, designed and help lead business direction for the startup Flutter

Q) Flutter

J

Flutter was born out of the idea to create a better dating experience, and to build a community that wanted to be
engaged, present and active during the dating process. We built a product and a brand around that idea, putting the
power back in the hands of the user in a dating day experience by forcing users to engage or lose their matches and

conversations when the clock struck midnight. | was involved in brand creation and all creative direction from app

design to advertising, as well as strategizing on product, business and company direction.
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Created global brand campaign, app development, and brand direction for the launch of a mobile device built on privacy

OSOM came to me looking for help in launching a global brand campaign focused on their flagship product, OV1. A new mobile
device and a suite of privacy focussed mobile apps to help you keep your data safe. We built a global campaign aimed at focusing
on the individual and choice. The | am OSOM campaign was born. A bold, unapologetic anthem for choice and privacy which

supports all three pillars of the brand. Privacy, simplicity and choice.
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| am OSOM campaign
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Concepted, branded, designed and built a fantasy baseball intelligence tool from idea to working software

Sintel

<

/>

Sintel began as a personal problem: a fantasy baseball league grown too complex to manage well by hand. So | built the tool | wanted. |

created the brand from the ground up — name, logo, visual direction — and designed the full product experience, from the app's UX/Ul to

the landing pages, as well as additional brand assets for the product launch. Beyond the design, | concepted the product itself, defined the
logic and architecture behind it, and directed an Al development system to build it. Sintel pulls live data from multiple sources and turns it into

clear, actionable guidance for managers. It's the first product I've owned end-to-end — brand, design, and the working software underneath.

BRAND DIRECTION, DIGITAL, MOBILE, PRODUCT UX/UIl, PRODUCT DEVELOPMENT
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Developed brand identities and assets across multiple channels and mediums

MuleSoft had a brand identity that wasn’t cohesive and was not meeting the objectives of a growing company. What they wanted to do was create an
internal team that could drive brand projects and deliver self-service assets to the internal marketing team. | was brought in as an Associate Creative Director
to help lead the team to find its brand voice and creative direction. This included re-branding all company web properties and assets as well as its overall

brand look and feel. | worked and collaborated with an internal team as well as outside agencies to deliver on our goals.

PRINT, DIGITAL, BRAND DIRECTION, ADVERTISING

Society of Typographic Arts Award

Web Award



Salesforce integration campaign

Mulesoft recruiting campaign @,

O

MuleSoft

Blake Embrey

JavaScript Engineer

STERHA

MuleSoft.com/careers

g
Nypoj 0 ‘0
A YPoin laty ¢ ne

tP| ects the

Anypoint Platform connects them all

Ross Rubinchuk
Sales Development

Amanda Arthur
Sales Development

) @
D

i ® €
[EROES —

U= SALES SENSEI
f SEEKER OF hﬁ‘i‘.?ﬂs

MuleSoft.com/careers

MuleSoft



Developed brand identities and assets across multiple channels and mediums

branch

=D
-

When | started at Branch there was a problem with the cohesiveness of their brand assets. | was brought in to help
unify their creative direction and uplevel the brand going forward. In addition to the main brand, | also led the
creation of Branch’s first tech conference, as well as rebranded their popular global MeetUps. | managed a team of

creatives tackling web, advertising, video, product and marketing creative assets across multiple offices.

PRINT, DIGITAL, BRAND DIRECTION, EVENT, VIDEO



Brand development Mobile Industry report Digital market assets Pride month campaign
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Adobe and Branch are partnering to drive better experiences across the Marketing

S U p e rC h O rg e A Cloud and provide deeper insight into the performance of marketing activities.
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g r : W t I I than the app, where they are 3X less likely to convert.
Increase mobile revenue with enterpnse-grade n u s That leaves conversions on the table — and makes

links built to acquire, engage, and measure it hard to achieve a clear picture of cross-channel analytics.

traditional email marketing takes users to mobile web rather

across all devices, channels, and platforms.

: Better business results in-app
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Cross-Platform Trends in Focus v Users engage with products more in-app.

The Universal Email experience

i Branch helps you drive your valuable app users directly
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Apps perform better in every part of the expect. The resu n incredible user experienc
conversion funnel. increase in app engagement, and higher conversions at

every stage of the funnel.

Branch Industry Report | 2018 Order Value +11%

Flawless user
i every purchase. raf !
which has turned email into a powerful channel to drive both
ex pe r I e n c es app engagement and bottom line results. Branch's Universal
a a 50 25\ Email powers our best performing email campaigns, driving a
6% click-to-order rate and a 30% app-engagement rate.
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Our strong link matching guarantees that your

A crucial part of our strategy has been deep linking our emails,

users are delivered exoctly where you want them, . bile linking blath i ifiad
ranchis a mobile finking platiorm providing unitie Contact us at adobe@branch.io to set up a demo &

mobile experiences and measurement for 42,000 find out more how Branch & Adobe can work for you.
! ©2018 Branch
m mobile apps, including Airbnb, Amazon, and Pinterest.
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‘.R ‘ ' patterns across the top 30% of apps in eCommerce,
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Our data excludes the gaming category for this report, % 7 " "
Your ultimate companion for personalized user journeys

as it has a distinct user journey. We have also filtered
According to TripAdvisor's 2019 Q2 Prepared Remarks, TripAdvisor is focusing on deepening

™ s -1 engagement and enhancing growth efforts. Without a cross-platform experience and
Att rl b Ut I o n fo r e G IR -1 measurement solution, wasted spend, broken user experiences, and fragmented data may
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thi
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convert web visitors into loyal, high-converting app users at
the magic moment.

out instances of fraud to focus on unique installs

users from every channel, including organic, which allows you to offer personalized, contextual
experiences from every touchpoint and measure your efforts holistically.
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L] [ ] '
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s I year-over-year in 2018. ] . 17
e q m e s s 5 o °/ Branch data shows that cross-platform users have a 10%
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Led brand and creative direction for global sports group changing how sports ownership works

Crypto Sports Revolution came to me to help build a disruptor brand. They wanted to enter the sports ownership market not as a sole
proprietor, but through a fan-based ownership model built on tokenization. | led the rebrand end to end — including renaming the company
f20 (Fan 2 Owner) — and built a brand focused on the fan, using bright, sharp contrasts to capture the passion fans have for the sport they

love. Social media ads, investor sizzle reels, materials, and a digital presence were all built to support the launch of f20 Sports.

BRAND DIRECTION, DIGITAL, SOCIAL, VIDEO
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FANS :

GAME

‘ Become a fan owner.

GO TO MARKET

The plan that gets us to fan ownership ‘

FAN ~ OW

25-35yrs

Join the Waitlist

August September

$50-$150k income
Media Engagement Teaser Campaign “Own

the Game”

October November Why f20

f20 announcement DocuSeries 7-12
Media Road Show
Pre-Order
DocuSeries 1-6

Stock is Live

40-55 yrs o
December Q12024 O '
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Shareholder dashboard
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Club Purchase Fan Ownership

FEC.‘ OWN THE GAME.

(0B DASHBOARD

s SUMMER2023 . Private & Confidential
[ | F=20
@ PLAYERS
OWNERS
Individuals/Corporations
&2 f20 CROWD
Franchises/Clubs
Organizations
a WALLET Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod
tempor incididunt ut labore et dolore magna aliqua. Ut enim ad minim veniam,
quis nostrud exercitation ullamco laboris nisi ut aliquip ex ea commodo o
consequat. Duis aute irure dolor in reprehenderit in voluptate velit esse cillum Ownership is highly concentrated. Only a few
Q NEWS dolore eu fugiat nulla pariatur. wealthy individuals and corporations own the
50 most valuable sports franchises in the
world.
©  MERCHANDISE

$4.45bn

(® STREAMING

(2 GAMING

Franchises are currently limited to a “local”
fanbase. Which reduces the reach each team
has for monetization and brand awareness.

Average Valuation
TOP 50 FRANCHISES

5-Year Change
in Avg Value
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https://shorturl.at/flJMW

Brand building and graphic direction built for a tech startup disrupting the software development space

Reboot had a product and was ready to introduce it into the world, but they didn’t have an identity. | was brought in to create and
shape the direction for the brand. We built a brand that visually created the idea of rebooting, rethinking, and rebuilding applications

in a better more efficient way. Simplicity and motion was utilized to further that idea of a better way to write your applications.

BRAND DIRECTION, DIGITAL



Terms of Service

Brand development

Web design

reabnot

Sign up today

Start building your full stack app today.
Run it durably in the cloud tomorrow.

G Continue with Google
) Continue with Github

Sign up with your email or sign-in

Sign up for Reboot

By signing up you are agreeing to our

Terms of Service and Privacy Policy

Privacy Policy

Reboot it

Simple like a monolith

© 2024 Reboot

Pitch deck

It's been a
smashing
success

94% of fortune 500
companies have
significant reliance on
the cloud.

98% of enterprises
using the public cloud
have adopted a multi-
cloud infrastructure
provider strategy.

— @

rebncot

Al will be
gasoline for
cloud-native
adoption

write once
scale globally

Buy runtime to run on
your own cloud, or on
your customers cloud in
order to run your apps

rebnot

Large enterprises want
to have ~60% of their
environment in the
cloud by 2025.

o

45% of organizations
currently do cloud-
native development.

Another 32%
have plans.

33% of enterprises
spend at least
$12m/year on

the cloud.

Cloud-native
adoption

Java
adoption

Just like the
web was for
Java

Brand direction

reaboot
qQ P
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)é

Simple like a monolith
Scalable as micro services

Simple like a monolith
Scalable as micro services

reboot



Re-engineered home page, created holiday campaign, and defined photographic direction

As the idea of subscription based companies began to flood the market, users were struggling to understand
exactly how they worked. | helped Kiwi Crate create a digital platform that explained the process and drive sales.
| delivered an ad campaign for the holiday season that helped set the tone of the brand going forward. Along with

that | helped establish and execute their photographic direction.

DIGITAL, PHOTOGRAPHY, ADVERTISING



@ Web design ) Holiday email campaign @) Brand photography
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@ Holiday paid ads campaign
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Take 25% off

AGIFT FOR YOU!
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Shaped brand and creative direction across product launches and national campaigns for a global fast-food brand

QL

Earlier in my career | was a Sr. Art Director for an ad agency. One of my clients was Burger King and | was involved in all
mediums of projects from print to digital as well as brand property creation, such as BK Racing. | helped shape the brand

through creating ditferent creative approaches for new product launches as well as national and local advertising campaigns.

BRAND, DIGITAL, PRINT, MOBILE, EXPERIMENTAL, ADVERTISING, IN-STORE
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@ Brand development @ Your Way order app
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Brand development

() | Vancouver Olympics art

BRINGING THE WORLD'S BEST TOGETHER.

PROUD SUPPORTER OF THE 2010 VANCOUVER OLYMPIC GAMES.




Exploring the art of photography through many different lenses

michaoael hindman photographuy

As a creative | have always loved producing, and that doesn’t end with my day job. | have always had a passion for photography
and it has been my fine art to my primary role. A few years ago | decided to try and take it to the next level and started to persue it
professionally.l have spent those years refining my skills and creating a brand that can support and promote my work. It helps me

stay creative outside of the office and keeps my eye sharp when viewing and creating work in the work place.

DIGITAL, PHOTOGRAPHY

Published in LG Gallery TV, Sony, Outdoor Photographer, Landscape Photographer of the Year, Popular Photography, Epson Pano Awards
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