








albumrelease

MAC MILLER - MIND FULL
Psd. Al

This project started as a mission to create the best concept strategy to help promote
the release of an album from a recently passed artist of our choosing. Mac Miller

was chosen as he had a significant impact on my generation. Since he died at such
an early age due to an overdose, the concept strategy helps spread awareness for
mental health in our culture. Various popular artists, all of whom Mac Miller was close
with, will be performing covers of his songs in this new album. To promote this album
this poster is used in magazines, stores, and concert halls. In addition, the next page
displays the design of the album.
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MIND FULL COVER ALBUM

This month a new Mac Miller album will be
released in honor of his legacy. Various
artists will sing covers of Mac Miller's most
popular songs along with some of his
unreleased sounds. Pre-order “Mind Full”
online at macmiller.com/mindfull and be
one of the first to listen!

SELENA GOMEZ

6LACK 10% of proceeds
KENDRICK LAMAR wil be donated
BILLIE EILISH

ARIANA GRANDE )
4




album cover

MAC MILLER - MIND FULL
Psd.



FEATURED ARTISTS

ARIANA GRANDE

SELENA GOMEZ

6LACK

KENDRICK LAMAR

BlIS|SIEEIEES

SONG LIST

1. Weekend

2.The Spins

3. Blue World

4, Self Care

5. Objects in the Mirror
6. Come Back to Earth
7.Loud

8. Watching Movies

9. Stay

10. Hurt Feelings

11. Break the Law

12. It Just Doesn’t Matter
13. Wear My Hat

14. Smile Back

15. Nikes on My Feet

16. Good News

17.5.D.S

18. Knock Knock

19. Ladders

20. Funeral

All rights reserved. Unauthorized duplication, distribution, or
reproduction of this CD, including any accompanying materials, is
strictly prohibited and may result in legal action.
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the grand collective

RESPONSIVE WEB DESIGN
Xd.

The Grand Collective is a band located on Grand Canyon University’s
campus. They are a Christian worship-focused group and perform
various concerts on GCU’s campus. This web design is responsive across
laptops, tablets, and phones. The website promotes their upcoming
concert in April. On this site, people can purchase tickets, view the set

list that will be performed, meet the band members, and donate to the
organization, Blood Water Missions.
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the fresh market

CULINARY CREATIONS COOKING CLASS
Ai.Psd. Xd.

The Fresh Market was looking for fun and innovative ways to improve their
customer experience in stores. To address this issue, The Fresh Market

is hosting weekly evening cooking classes. To advertise this event,a new
logo, website page, social media post, email blast, in-store poster, and tote
bag were created. All of them carry a cohesive design while still sticking to
the brand standards of The Fresh Market.



mobile app

THE FRESH MARKET - CULINARY CREATIONS
Ai.Xd.

With the new launch of a cooking class, The Fresh Market needed a page on
their website where consumers can go sign up and see the options available.
Below is a display of what the cooking page would look like and its features.
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View Culinary Calendar
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UPCOMING CLASSES:

PENNA PASTA SALAD- $20

Feb.19,2024.
This class will be a 2-2.5 hour class starting at 6pm. This
includes both prep and cook time.
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Mon, Feb 19, 7:02PM (4 daysago) Y

Unsubscribe here

emaill blast

THE FRESH MARKET - CULINARY CREATIONS
Al Xd.

One of the marketing assets to help promote the
newly established cooking class was an email blast.
This email will go out to all consumers who are already
subscribers to The Fresh Market. It is areminder of all
the amazing cooking classes The Fresh Market has to
offer in the future.

0. 20,2024

e
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THEFRESHMARKET
< Posts

Qv

564 likes

thefreshmarket Join us for another Culinary
Creations class! This Presidents Day, Monday the
19th, learn how to make some scrumptious Penne
Pasta Salad. The class starts at 6pm. Sign up for $20
through the link in our bio! #culinarycreatives
#thefreshmarket #createanexperience

A Q ®

soclal media post

THE FRESH MARKET - CULINARY CREATIONS
Al Xd.

To advertise the new cooking class efficiently and effectively, The Fresh
Market needs to showcase their cooking classes on digital platforms as well.
Each week, the company will showcase the dish of the week as a last-minute
encouragement to get more people to sign up and join the fun. Showing the
final product of the dish lets the consumer visually understand what they are
signing up for.

==
CULINARY
CREATIONS




at the Fresh Market

Feel right at home in our family-friendly, home-style,
culinary cooking class. Learn from the best 5-star chefs
right in your town! Sign up for these weekly classes online
at thefreshmarket.com/cooking or scan the QR code!

#‘

GULINARY
CREATIONS
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slide graphics
CEDAR GROVE COMMUNITY CHURCH
Psd. Al

During my time working as a part-time Graphic Designer for Cedar
Grove Community Churchin Livermore, CA, | was presented with various
opportunities to make unique and fun designs. The designs shown on
the right were all used as sermon graphics or pre-service slides. Many of
these designs were also converted to be used for social media, banners,
flyers, and many other mediums.



CEDAR GROVE HOME  ABOUTUS NEXTSTEPS EVENTS SERMONS GIVE

GIVE TO MAKE A DIFFERENCE

GIVE ONLINE GIVE ON SUNDAY MAIL YOUR GIFT
You can drop your giftinto one  Cedar Grove Community
to automate your giving. s found Church

e building.
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kentro athletics

MLMBUSINESS MODEL
Psd. Xd.

Branding, marketing strategy, and advertising assets all in one. Kentro
Athleticsis an MLM business model created by me. They aim to
revolutionize the men’s athletic apparel market. Kentro Athletics fosters
acommunity of brand partners who embody the values of performance,
style, and collaboration. Our strategy focuses on 30 days and leverages
the power of engagement through social networks to create a tight-knit
community to drive both sales and brand loyalty. Kentro empowers its
brand representatives with exclusive discounts, engaging posts, and
testimonials.

Kentro

athletics

s
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WHICH JACKET
LOOKS BEST?

better.

reel

INFLUENCER

As an MLM business, Kentro Athletics uses
influencers and brand representatives to
speak to consumers. This reel will create a 15%
increase in clicks to the Kentro website within
the 30-day campaign.

—@TasonBrown i2s 1K

Kentro offers more than comfort.
Shop the link in my bio and use code
JBROWNT15 for 15% off next purchase.

tiktok

INSPIRATIONAL

This Tiktok will be featured as an inspirational
video to help consumers get excited about
plugging into the community and putting their
health as a priority. This tiktok will create a
follower increase.

- all T

\

fort Hoodfe' b

my bio
partner

tiktok

PRODUCT PROMO

This organic advertisement will be posted on
Tiktok by a brand representative. The video
will feature the newly released Kentro hoodie
in multiple colors. This willincrease Kentro's
follower count on this platform.
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Boost post

See insights

@ Nathan Johnson

Today 12:17pm @
Meet my rocks, my supporters, and my Kentro
Community. Without them, my fitness journey
would have been long gone. Let Kentro know who
in your life has supported you by using
#buildyourcommunity.

t223

O".; o You and 103 others
05 Like

62 Comments

D Comment

Livermore Area Recreation and e X
Park District - LARPD

4d-Q
e are excited tQghare that our very own Aquatics

facebook

TESTIMONIAL

This Facebook advertisement is a testimonial
about the benefits of getting connected in
the Kentro community. It is an organic ad

and will produce a 20% increase in follower
interactions.

Boost post See insights

A% Jackson Hartford
Today 2:43pm Q@

Don't miss this! On November 30th, I will be

hosting a live stream dedicated to talking about
what Kentro Athletics is all about and how you can
easily join the team. Comment any questions you
would like to get answered! #JOINTHETEAM #KA

o"o: o You and 215 others
0y Like

103 Comments

@ Comment

Livermore Area Recreation and X

Park District - LARPD
1-Q
e are excited tqghgre that ourvery own Aquatics

facebook

LIVESTREAM

This Facebook advertisement encourages
followers to join a live stream that will answer
questions about what itis like to partner with

Kentro. This post will produce a 20% increase in

follower interactions.

719 w T H

KJADAMS
< Posts

@ KJADAMS

Qv W

943 likes

KJADAMS Would you believe me if | told you |
worked out in this? Go try it for yourself. Use code
KJADAMS15 for 15% off your next purchase.
#JOINTHETEAM

@ a @ ® 2

INnstagram

INFLUENCER

This simple post will be created by a partnered
influencer. He is simply promoting a new
sweatshirt product. This post will create a 15%
increase in clicks to the Kentro website within
the 30-day campaign.
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blog posts

KENTRO ATHLETICS
Psd. Xd.

Throughout the 30-day campaign for Kentro Athletics, 3 blog articles will
be posted on the website periodically. Kentro is an MLM business model
so all these blogs are read from the perspective of brand representatives
orinfluencers. The first blog is a testimonial from a brand representative.
The second blog is a step-by-step on how one can become a brand
representative for the company. The last blog talks about the high-quality
clothes Kentro produces and why it is better than many other athletic
brands for men.
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Y SWFT CHIL SAucE

logo design

SAMS SWEET CHILISAUCE

Psd. Ai.

The company, Sam's Sweet Chili Sauce Co., was looking to re-brand their e 1 ’-‘h
company. They wanted to have a new look with a high-end and American /r:r e

feel. The goal was to help make their sauce stand out among the shelves.
To do this, | went with a grunge-type logo and tried to avoid the typical hot '.
sauce branding with a pepper. Additionally, choosing packaging wisely /5 U

N
was important in ensuring the bottle stood out. This combination of grunge )f’:/—/;.\_/f / ’ L{%ﬁ_“} L} llr”
¥

and modern elevates the brand.
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gcumens
basketball

PHOTOGRAPHY
Lr.

Thanks to my photography professor,
John Medina, who put in a good word,
allowed me to shoot the GCU Men’s
Basketball team in our home gym
while they played against Nevada.
Here are some photos from that
game. Additionally, | showed themin
an application to represent what they
would look like on social media for
promotion and support of the team.




all 56 @

GCU_MBB GCU_MBB
Posts < Posts

5y \ gcu_mbb ¢
&, Global Credit Union Arena

5L
Global Credit Union Arena

oQv

*® Liked by elisabethdombrow and others
gcu_mbb GO TIME. %

Liked by 3.1.7.p and others

gcu_mbb WWWWWWWin streak to seven. %
#LopesUp

View all 2 comments View all 2 comments

A Q ® n Q ®




2:52 all = @)

GCUSOFTBALL
< Posts

@ gcusoftball ¢
@ / GCU Softball Stadium

Qv W

Liked by cristian18tejeda and others
gcusoftball HUGE smiles all around! @ @ @ #lopesup
View all 2 comments

 Q ®

T

2:55 al 5C @)

GCUSOFTBALL
< Posts

€PN gcusoftball &

@ / Grand Canyon University

*

© Qv ’

e Liked by gomediakc and others
gcusoftball Fall ball is back ¢ [ #lopesup
View 1 comment

September 5, 2023

A Q ®




gcuwomens
softball

PHOTOGRAPHY
Lr.

For photography, we needed to shoot
an event and capture the ins and outs
of the activity. | reached out to some
familiar faces and got the opportunity
to shoot GCU’'s Women's Softball team.
Here are someimages | photographed
that could easily be used as social
media content to promote and
celebrate the team.
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spindrift
E:{FggUCT PHOTOGRAPHY

To increase my knowledge of photography, | needed to experiment more
with product photography indoors. This opportunity led me to learn how
to set up displays, the correct lighting, and adjust the product accordingly
for a professional-looking photo. For this assignment | chose Spindrift as
the product and used the vibrant color and fruit to create pattern, texture,
and balance. These product photos can be applied to both social media
and print advertising assets.




DRINKSPINDRIFT DRINKSPINDRIFT
< Posts < Posts

@n drinkspindrift @ . @« drinkspindrift ¢

§Pi ndrife¢

O QY ) N
923 likes

drinkspindrift From the trees of our favorite orchards to
the sips from our favorite cans@ ... more

View collection

>
Qv W

583 likes
drinkspindrift Anyone else obsessed with palomas? ‘&

2]

A a ® ® 2

View all 25 comments
September 20, 2023




Win.nie-the—Pooh the lovable, ddy is based on a réél-life be:
who lived at the London Zoo ; R '

Winnie-the-Pooh would never have be¢ é household ﬁame if it were
not for chance meeting betw rapper and a Canadlan soldier on
h1s way to the battlefields of the first World War.

: __A Sold1e1 A Bear, And A Boy, The Real-Life Story Of
: "W_mme—the-Pooh tells the tale o one man’s compassion for an
* orphaned bear cub led to the cr n of one of the most beloved
_literary characters in history. : ;

_' Chl 1<:t0phe1 ‘Milne, hke the rest of us, grew up with Winnie-the-Poo
 But in hls case, the bear was more of an uncle than a ﬁctu)nal
char, acter i : '

Chr 1stopher Milne is the son of Christopher Robin and grandson of
~A.A. Milne, the creator of the original Winnie-the-Pooh stories.In thi:
' personal, non-fiction account, he details the real-life events that

- unfolded between a soldier, a bear and a boy to become his
grandfather s most famous cxeatlon

a0 Christ.opher is the__author of Several books for children. He lives in
‘London, England with his wife Anna and their three children..

dust jacket

ABEAR, A SOLDIER, AND ABOY
Psd. Al

=8

7886457702238

URSINE BOOKS
Many of us know the story of Winnie the Pooh, but almost all of us do not
know that the story originated from an actual bear. Winnie the Pooh is
more than a cartoon bear who loves honey and wears a red shirt. He was
rescued and raised by a soldier and placed into a zoo that took great care
of himin Germany. My cover art for a dust jacket for the story of the real
Winnie the Pooh.




A Real Life Story of
Winnie the Pooh




PRIMARY EMBLEM SECONDARY EMBLEM

eventemblem

CREATE YOUR ENERGY EXPO
Ai.Dm.

A company is looking for a logo design to help feature and become the face of their fitness
expo in Miami Florida. The requirements for this design are to represent the company and
its mission, while also including the name of the expo, along with the date and location. |
wanted to create an emblem that is versatile and could have multiple variations allowing it
to be transferred onto merchandise. Creating skid marks from a running shoe as lightning
bolts resembles the company’s goal of moving forward and making progress in one’s
fitness journey.






assets

CREATE YOUR ENERGY EXPO
Ai.Dm.

To be included in the event, the company needed merchandise to
hand out during the expo. They specifically asked that the designs
not be sister designs, but instead a cohesive look throughout. The
products handed out at the expo are displayed to the right.

ENERGY Z
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Everyday Focus Digestion & Total Health Support

I,CRE,@ w CREA

80 Tablets —— Dietary Supplements B0 Tablets —— Dietary Supplements










elisabeth dombrow



