
THE AMERICAN  
ADVERTISING AWARDS 
2021 Cyberspace Event

Livestreamed from Dawson  
by New Vision Media

MARCH 4, 2021



FIVE...
FOUR... 
THREE...
TWO...
It’s the American Advertising 
Awards in cyberspace! 
As we reflect on this meteor shower of a 
year, let’s celebrate the resilience, discipline, 
compassion, and growth we have all 
experienced—not to mention the stellar  
creative from 2020.
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On behalf of the AAF Columbus Board, thank you to all the entrants 
and supporters of this year’s local American Advertising Awards. 
We’re excited to celebrate our local advertising community and to 
share with you all as we admire the best work in Central Ohio.

Thank you to this year’s ADDY Committee, all the volunteers, and 
our Executive Director, Kelly Rodenfels! This team worked tirelessly 
to support the competition and design and execute the program. 
Another thanks to our sponsors who contributed their dollars, space, 
and services in support of our AAF chapter. None of this would be 
possible if not for the volunteers and board members who devoted 
countless hours to market, coordinate, and reimagine this event. 

We are proud that in addition to our national categories, we 
continued the tradition of our Local-only Pride of Columbus award  
in addition to two new local awards focused on COVID response  
and diversity.

This book and our show are a celebration of the Columbus 
creative community, and this year, we were blown away. 

This work is truly Out of this World! 

Enjoy!

Angela Blum 
AAF Columbus 2020-21 
President

AAA Board Committee
Ansley Phillips (Chair), WD Partners
Lindsey Kobelt (Co-Chair), Post 
House Creative
Ashten Justus, MedVet
Christopher Jones, Warhol & Wall St.

AAA Volunteer Committee
Jenny Frankart, Frankart Film
Patrick Phillips, New Vision Media
Liz White, BrandWell
Raquel Kelley, Momgul
Maggie Humphrey, Spacejunk
Mike Levison, Dorsey & Company
Lillian Clifton, Vital Companies
Hannah Pinkie, WD Partners
Zak Jasinski, Hanson, Inc.
Beth Burson, Origo Branding

AAF Columbus President
Angela Blum, Fusion Alliance

AAF Columbus Executive Director
Kelly Rodenfels, Knockout Branding

AAF Columbus Chapter 
Sponsors
Dawson Careers
LocaliQ

AAA In-Kind Sponsors
Dawson Careers
New Vision Media
Land Grant Brewing
Frankart Film
Minuteman Press Dublin
Millcraft Paper
Post House Creative
Momgul
MedVet
Bond Creative + Branding
Outreach Promotional Solutions
Warhol & Wall St.
Honey & Blue

AAA Special Thanks
Doug Buchanan, Columbus  
  Business First
Jerrud Smith, New Vision Media
Terri Price-Deep, Millcraft Paper
Mark Richards, Land Grant Brewing
Short North Arts District
Sherrie Gallerie
(Not) Sheep Gallery
Sean Christopher Gallery
Studios On High
Sarah Gormley Gallery

Thank you to our interstellar community of individuals 
and organizations that have made the 2021 American 
Advertising Awards a reality. 
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Shane 
Santiago
Bravely  
Jacksonville, FL
Shane oversees creative, strategy 
and implementation at Bravely. 
Through a breadth of experience, 
from startups to Madison-Avenue 
agencies, Shane has brought 
big ideas to world-renowned 
brands like Johnson & Johnson, 
the Jacksonville Jaguars, Marriott 
International, Under Armour, 
Disney, Discovery, the NBA, 
Daytona International Speedway, 
Paramount Pictures and Sony 
Pictures, snagging a myriad of 
industry honors along the way. 

He’s been published in top industry 
publications, such as Advertising 
Age, ADWEEK, Communication 
Arts and Mashable. Shane 
served as Chair of the Advertising 
Advisory Council at the University 
of Florida during undergrad. He 
also spent time as the Co-Chair 
of AAF National’s Innovation 
Committee. Shane’s work 
encompasses business strategy, 
brand identity, art direction, user 
experience, and product design; 
created alongside Fortune 500 
companies and startups alike. 

Hannah 
Samlall
Waterloo Street  
Pittsburgh, PA
Hannah Samlall is the co-founder 
of Waterloo Street, a boutique 
web design agency. Her agency 
works with entrepreneurs and 
small women-owned businesses to 
elevate their online presence. 

Aside from Waterloo Street, 
Hannah is also a writer for 
Warrenton Lifestyle Magazine, a 
monthly publication highlighting 
different businesses, people, 
and aspects of her hometown of 
Warrenton, Virginia. She currently 
resides in Pittsburgh with her cats, 
Dunks & Sebastian.

Hannah is obsessed with all things 
copy. Don’t get her started on the 
Oxford comma. When she’s not 
running her biz or writing, you can 
find her whipping up a delicious 
meal, snuggling with her cats, or 
jamming out at an indie concert. 
You’ll rarely catch her without a 
cup of coffee in hand and she 
thinks that kindness is badass. 

Hannah holds a Bachelor of Arts 
in Communication Studies from 
Virginia Tech and is a member of 
Ad 2 in Pittsburgh. Go Hokies!

THIS YEAR’S JUDGES 

Frēz Ferrino
TMRW Studios  
 Los Angeles, CA
Frez Ferrino is a passionate 
designer, multidisciplinary creative, 
and evergreen entrepreneur—
on a non-traditional path. Frez 
studied Marketing and Graphic 
Arts at the University of Arizona 
and graduated with honors in 
2001. After graduation, he served 
in private wealth management, 
and this became the precursor 
to a career of balancing art and 
commerce. In 2013, Frez founded 
Tomorrow Studios, a boutique 
design studio with the intent on 
communicating genuine stories 
with positive global impact.

Frez’s practice is marked by 
the balance between simplicity, 
purpose, and beauty. Work 
encompasses business strategy, 
brand identity, art direction, user 
experience, and product design; 
created alongside Fortune 500 
companies and startups alike. 
Clients include Adidas, Disney, 
Ericsson, Purina, Hasbro, Monster, 
PackIt, Petnet and Vapur.

He is a passionate husband, loving 
father, avid street baller, low-key 
DJ, and weekend zine-maker.

Crystal 
Davis
Embry-Riddle  
Aeronautical University   
Daytona Beach, FL
Crystal is a visual communicator 
with 14 years experience in 
advertising, marketing and higher 
education. She has developed 
and executed a wide variety 
of print and digital projects—
identity development, campaigns, 
advertisements, marketing, 
environmental design, and  
event collateral. 

She is currently focusing on creative 
visual-design strategy and brand 
implementation for Embry-Riddle 
Aeronautical University. Crystal 
produces engaging, cohesive  
and thoughtful design solutions  
that speak to prospective students, 
high-profile external audiences  
and internal institutional clients.

When she’s not in the office, 
Crystal enjoys exploring in her  
Jeep Wrangler, landscape 
photography, and traveling. 

the Earthlings
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AMBIENT MEDIA: INSTALLATIONS • ENVIRONMENTAL BRANDING + INTERIOR DESIGN

COLUMBUS CREW SC + STADIUM EXPERIENCE CENTER AMERICAN ADVERTISING AWARDS 2021

BRAND GUIDELINES

1

Brand Guidelines
2 019

04
I N T RO D U C T I O N

124
SA M P LE TAC T I C S

84
VISUAL LANGUAGE

72
P H OTO G R A P H Y

52
I D E N T I T Y

34
VO I C E

12
S T R AT E GY

TABLE OF CONTE NTS

32 18 19

Primary Audiences

Key 
Considerations

The impact of the Little League® experience is often 
felt most by these individuals, so it is very important 
to help them understand what sets Little League® 
apart and to educate them on how to make the 
most of their experience. Additionally, setting clear 
expectations about our learning aspect, inclusivity, 
and approach to competition should help to 
encourage families and coaches into the league.

Communication 
Objectives

•Establish clarity and consistency in the story

• Celebrate and acknowledge them as pillars of 
their communities

• Demonstrate the impact they have on not just 
one child, but many

Suggested 
Channels 
and Tactics

• Annual celebration events for league 
administrators and district administrators

• Regular communication and support from Little 
League® International

• Tools and templates for marketing, promoting, 
and recruiting participation in their leagues— 
making it easy for them to access and use the 
materials, ideally online

• Reinforcing and promoting the parents/
volunteers pledge

CLUBHOUSE
the

Volunteers

Administrators

Districts

League Officials

Umpires

Coaches

Staff and Employees

GROUPS LIKE

Engage, Train, and Retain

GOALS
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EXAMPLES
Typesetting
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Home Run 
28pt/30pt

Grand Slam 
96pt/90pt

BE JUST LIKE 
YOUR HEROES.

EVERY PLAY. EVERY GAME. 

And it’s up to us to write the 
next chapter: to create the latest  
installment in an epic series, 
every time we play.

We all share the story of 
Little League.®

Futura Bold
30pt/32pt

Future Demi
20pt/22pt

On this field, 
everything 
IS earned.

Grand Slam 
86pt/80pt

Grand Slam 
Oblique 
86pt/80pt

Two strikes. 
  Untold potential.

Home Run
15pt/16pt

Quotes
156pt/80pt

Make this series your own.Grand Slam
48pt/48pt

102 103
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Message

Little League® believes 
in the power of youth 
baseball and softball 
to teach life lessons 
that build stronger 
individuals and 
communities.

OUR FOUNDATION

We stand for a deeper level of human connection by bringing people 
together through shared experiences around healthy, active, family fun. 

Community Inclusion
We’re deeply embedded in communities 
around the globe, driving opportunity at local, 
regional, national, and international levels.

Everyone deserves a sense of belonging and 
the opportunity to be part of a team. We 
believe that you work harder when you work 
together, which brings out the best in us all.

Human Connection

Our reputation as the world’s largest and most respected organized youth 
sports program gives you confidence that you’re investing your time wisely, 
for lifelong reward. 

Legacy Safety
Drawing on our storied history and rich 
tradition as a source of inspiration, we honor 
the achievements and impact of those  
who came before us.

The well-being of all participants is 
paramount, and we strive to create an 
environment that’s as safe as possible, 
on and around the field.

Reputation

We provide high-impact learning and developmental activities 
that shape the most formative years of a child’s life. 

Education Big Dreams
We teach that success in life’s biggest moments 
is determined by what happens in between each 
pitch—how we prepare, act, and respond.

We encourage our teams to aim high and 
strive to do their best, because winning is not 
what’s most important, but rather how we  
go about the pursuit.

Development

HOW WE BUILD OUR STORY

Messaging includes what Little League® says  
and why those things matter. It’s the foundation  
from which we build all communications, to ensure  
that an authentic, consistent, and compelling story 
is told, regardless of who’s telling it.

2726 36

OVERVIEW
Voice

V
O
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E

36

Voice is how we express our message, 
bringing it to life in meaningful ways in 
our written and verbal communications. 
It’s more than what we say—it’s how it 
sounds. Through voice, we set a tone for 
our communications that’s unique, distinct, 
and authentic to who we are.

CREATIVE PLATFORM 

What’s our big idea?

TONE 
What do we sound like?

WRITING FRAMEWORKS AND TIPS 

How can we verbally bring our brand to life?

37 42 43

Writing 
Frameworks

To bring our brand to life and to help you create 
consistently powerful copy, we’ve established a few 
key ideas to focus on. With each technique, make 
sure you’re connecting the message to the strategy.

Our story isn’t just our history; it’s where we 
go from here. We should emphasize the 
reputation of Little League,® and how each  
of us shares ownership of the next chapter.
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There are two 
sides to every play. 

The next pitch is a 
whole other story. 

The greatest tales 
ever told take place 
between foul lines.

These are the moments 
that go down in our 
record books.

We all share the story 
of Little League.®

These are the stories 
you remember.

The story of 
Little League.® 

EXAMPLES

42 43
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Photography is a key tool for showcasing 
our diverse and collaborative community. 
Our photographs capture the essence of 
Little League® International and connect 
with people in ways words can’t, to help us 
to tell a richer, more comprehensive story.

REGULAR SEASON

LITTLE LEAGUE WORLD SERIES

BLACK AND WHITE

DUOTONE

7574

Photography
OVERVIEW

8 9

It helps us Our brand
Connect

Big idea:
Through
With a broad range of diverse communities

Focuses on an

Experience.

 Celebrating all the l it tle moments
That make little league® such a

Around the world

Meaningful Memorable

Authentic

Interactions.
8 9

Connect
Big idea:

Experience.
Memorable

Authentic
Around the world

86 87

OVERVIEW
Typography

Our brand uses four typefaces: Grand Slam, Home Run,  
Futura, and Quotes Script. These typefaces work together  
to bring our messages to life. They each have their own 
strengths and weaknesses, so use the following section 
to guide your typographic choices.

Requests for the use of our typefaces can be sent to 
Branding@LittleLeague.org.

“PLAY BALL!”“PLAY BALL!”
HOME

BALLS STRIKES OUTS

GUEST

12 8
INNING

6

BATTER’S BOX

Ground ball
HOOOOOOOOOOOOOOOME RUN

Hit Hard, Run Fast, Turn Left

Sacrifice fly
86 87

on-deck circle
And here’s the pitch

squeeze

k k
k

kk k kk

ERA

STotz

39

110 111

Graphic Elements
OVERVIEW

110 111 20
19

91

Typefaces
ALTERNATE DISPLAY

Home Run is closely related to Grand Slam and supports our type 
system as a secondary display typeface. Both fonts have similar serifs 
and texture, but Grand Slam is narrower overall than Home Run. Mix 
and match these two typefaces to create more dynamic headlines, 
using Home Run for longer headlines that require more than one line 
of text. Unless it’s a case of extremely limited space, Home Run should 
never be used without Grand Slam. 
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ALTERNATE WEIGHT

Home Run oblique
HOME 
RUN

GRAND 
SLAM

90

ABCDEFGHIJ
KLMNOPQRs
TUVWXYZ
0123456789

CHARACTER SET

82 83

19#
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Photography
DUOTONE

The brand also offers the option to use duotone photography. While this 
is not a major element of our visual language, it can be used to provide 
a nice change of pace or a more vintage feel. Duotone photos should 
only be created using our Little League® Blue, PMS 2768. This can be 
done to complete photos, but the effect works best when it’s applied to 
photo cutouts of athletes, and then applied over a tan background. Red 
text and graphic elements with multiplied transparency also work well 
with this treatment (see the example on the facing page). 

Softball

82 83
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Step 1
Select the photograph you want to 
use and create a black-and-white 
version of it by going to Image > 
Mode > Grayscale.

HOW TO CREATE DUOTONE PHOTOGRAPHY

Step 2
Now that you have a grayscale 
version, create a duotone by 
going again to Image > Mode > 
Duotone.

Step 3
A dialog box will pop up that will 
allow you to set the highlight and 
shadow colors. 

Step 4
Save your final file as a .TIF or other 
usable format for your needs.

Little League 
International
Ologie
Paul Davis, Executive Creative Director
Doug Edwards, Executive Strategy Director
Adina Kozberg, Director of Client Partnership
Chris Pederson, Associate Creative Director
Connor Mitchell, Senior Designer
Michael Fletcher, Designer
Jonathan Schmitt, Associate Visual Director

Integrated Branded Content Campaign

Columbus Crew 
Experience 
Center
TENFOLD
TENFOLD

Out-Of-Home InstallationGOLD
professional
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What Were You 
Made For?
Ologie
Paul Davis, Executive Creative Director
Chris Pederson, Associate Creative Director
Doug Edwards, Executive Strategy Director
Kyle Harrington, Associate Director, Client Partnership
Norah Goldman, Executive Director, Client Partnership
Sean Dunn, Motion Graphics Designer
Mark Love, Executive Video Director
Lindsay Love, Executive Producer
Alex Henderson, Associate Director of Technology, 
  Integrated Marketing
Dan McMahon, Photography

Integrated Branded Content Campaign

 

FOLDER

First Federal 
Savings – New 
Product
Bonfire Red
Ashley Shipley, Producer
Joey Zornes, Creative Director
Jason Kocheran, Senior Designer
Alex Woltz, Lead Designer
Rich Rayburn, Designer
Noell Wolfgram Evans, Copywriter

Integrated Advertising Campaign

Progress Owes 
No Apology
Root Insurance 

Kelly Ruoff, Chief Brand Officer
Jill Neely, Executive Creative Director
Cristol Rippe, VP, Integrated Marketing
Kevin Rapp, Creative Director, Production
Wes Kull, Design Director
Jes Martin, Senior Designer
Chris Schoenman, Motion Designer / 3D Animator
Tool of NA: 

Dustin Callif , President / Executive Producer,  
Nancy Hacohen, Managing Director / Executive Producer, Wesley Walker, 
Director, Rob Sexton - Executive Producer,  
Amy DeLossa, Head of Production,  
Andy Coverdale, Producer, 
Max Goldman, Director of Photography, 
Marc Wilson, Creative Director
Richard Wright, Production Designer, 
Mary Church, Post Producer

Cabin Edit: 
Adam Becht, Executive Producer
Lynne Mannino, Senior Producer
Emma Backman, Editor
Jonatas da Silva, Assistant Editor
Rex-Kane Hart, Assistant Editor (Archival), Editorial
VFX & Finishing, Shape & Light

Company 3: 
Anna Kelman, Color Producer
Joseph Bicknell, Colorist, Color

Sweet Justice Sound LTD: 
Csaba Wagner, Sound Designer, Sound
Luke Atencio, Music

Green Blanket: 
Karmen Dann, Creative Producer

Internet Commercial

CBDerby
GSW
Chris Cummings, Associate Creative Director
Jeremy McDonald, VP Director Technology
Amelia Guilck, BD Supervisor
Joe Fago, Associate Creative Director
Ben Campbell, Digital Strategist

Out-Of-Home Campaign

H E C T A R E S . C O M

C O L D 
B R E W

H E C T A R E S . C O M # H E C T A R E S C B D

Celebrate health and peak physical performance 

with the Kentucky CBDERBY

G O J I
B L A C K B E R R Y

H E C T A R E S . C O M # H E C T A R E S C B D

Celebrate health and peak physical performance 

with the Kentucky CBDERBY
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What Were You 
Made For?
Ologie
Paul Davis, Executive Creative Director
Chris Pederson, Associate Creative Director
Doug Edwards, Executive Strategy Director
Kyle Harrington, Associate Director, Client Partnership
Norah Goldman, Executive Director, Client Partnership
Sean Dunn, Motion Graphics Designer
Mark Love, Executive Video Director
Lindsay Love, Executive Producer
Alex Henderson, Associate Director of Technology, 
  Integrated Marketing
Dan McMahon, Photography

BrochureWhat
were

you
made
for?

A G E N T S  O F  C H A N G E

Chynna
Aming

1 7 F

As a podcaster studying mechanical 
engineering, Jahmique focuses  
on social culture, the life experiences 
of his generation—and what effects 
technology will have on both in 
the future. Jahmique’s podcast, 
Talking Mad Shit, gives him a way 
to express his creativity and a 
platform to encourage his peers 
to express themselves as well. It’s 
also an avenue for him to think 
critically about what technological 
advancements are coming and  
what should be developed to make 
life better.

For me, I’m a 
futurist. When 
I think about 
what the future 
holds, I know it’s 
limitless as far 
as technology. 
I want to be a 
pioneer of the 
advancements 
that are coming.”

Jahmique
Robinson

1 8 F

My friends have 
created this idea 
of community for 
me during my time 
at Hampshire, and 
they represent 
the people who  
I want to show up 
for in the world.

Hampshire has not 
only allowed me to 
become innovative 
and involved with 
my community, it 
has also allowed 
me to meet some of 
the most important 
people in my life. 

Chynna Aming is a scientist and 
advocate who studies the role of 
Adverse Childhood Experiences 
(ACEs) on reproductive health 
through a neuroscience and public 
health lens. As a Div III student, 
she conducted research on the 
effectiveness of support groups 

for survivors of childhood sexual 
assault. She credits Hampshire for 
not only giving her the chance to 
develop and refine her leadership 
and research skills, but also for 
helping her see the unique beauty 
in every community.

1 4 1 5

How do we 
repair our 
environment?

In the fall of 2020, first-year students and 
faculty came together to address the question: 
Why haven’t we as individuals, governments, 
and societies begun to act as though our 
very lives and cultures were threatened by 
climate change? Led by an animal behaviorist, 
a product designer, and a poet, this group 
explored solutions to current local and global 
environmental and related social problems. 

E N V I R O N M E N T S  A N D  C H A N G E

Inside our Environments and Change 
Learning Collaborative, you’ll dig into 
the challenge of creating a just future in 
the face of climate change while living a 
sustainable life. You’ll study how we can 
care for each other and our planet, explore 
how we adapt, and examine how we define 
a sense of home and embody our place in 
the world. 

 FACE THE EARTH’S REVOLUTION 

 WITH AN EVOLUTION ALL OUR OWN 

  The R. W. Kern Center 
at Hampshire is a Living 
Building designed to 
meet multiple disciplinary 
perspectives. Students, 
faculty, and staff 
use the building as a 
laboratory for the study 
of art and architecture, 
environmental studies,  
the cognitive sciences,  
and critical social inquiry.

1 6 1 7

C A M P U S  L I V I N G

  Our Dining Commons serves local, sustainably 
raised produce and meat, straight from the 
Hampshire College Farm.

  After your 
first year, live in 
one of our three 
apartment-style 
spaces we call 
mods.

  Pick your 
own peppers, 
tomatoes, 
beans, herbs, 
flowers, and 
more from  
our Community 
Supported 
Agriculture 
garden.

  Meet up with friends at The Bridge to argue the 
implications of falafel on gender and culture, or to 
just play euchre.

  Pick up a latte and 
a pastry at Kern Kafe, 
Hampshire’s own 
independently run 
coffee shop.

 THIS IS YOUR ROOM TO GROW 

2 6 2 7

Inside the 
Collaborative Modeling 
Center, students 
form collaborative 
partnerships 
with faculty and 
staff to conduct 
interdisciplinary 
research involving 
mathematical, 
computational, visual, 
and physical models.

Students are 
encouraged to co-
author articles with 
professors. As the 
first authors, these 
students take the 
lead in conducting the 
research and writing 
the paper—a rare 
accomplishment for  
an undergraduate.

Students work 
alongside Dr. Laela 
Sayigh, assistant 
professor of animal 
behavior, as she 
studies social behavior 
and communication  
of cetaceans (whales 
and dolphins), and 
even take dive trips  
to places such as 
Chilean Patagonia  
to perform up-close 
observation.

You’ll never 
learn alone.

Fu
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t TOP 20
One of the

top 20 colleges for 
entrepreneurs

TOP 50
One of the top 50 

schools whose graduates 
went on to receive a 
Ph.D. in science or 

engineering

Twenty-three 
Fulbright 
Scholarships 
in the last 
nine years 

Highest 
percentage 
of 
graduates 
who earn 
a Ph.D. in 
history

2/
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One of the 
top 100 
schools 
for 
studying 
animation

Hampshire alums 
have won Pulitzer 
and Hillman Prizes 
and Emmy, Academy, 
Peabody, and 
Grammy Awards.

%

Chemistry professor 
Dula Amarasiriwardena 
and his students 
wanted to solve the 
mystery of what killed 
the ancient Chinchorro 
mummies of Chile. 
By performing laser 
analysis on hair and 
teeth samples taken 
from village residents, 
they discovered 
indications that the 
area’s drinking water 
contains dangerously 
high levels of heavy 
metals, particularly 
arsenic.

 HERE ARE JUST A FEW OF THE WAYS YOU MIGHT COLLABORATE 

 WITH PEERS AND FACULTY TO GO DEEP ON A TOPIC 

3 2 3 3

Daniel Schmidt is a social organizer 
rallying a global community of creators. 
His monthly e-journal, the Public Wave, 
was created as a way to stay connected 
with fellow artists during the pandemic 
and showcase the creative endeavors  
of his friends around the world. Although 
each artist works independently, Daniel 
finds similar themes in everyone’s work—
the economy, social existence during the 
pandemic, concern about loved ones, 
spirituality—and recognizes the power 
of so many individuals simultaneously 
questioning the state of our society.

Many of my friends 
were finding their 
own way to question 
the status quo. I am 
learning that it is 
ok to make art with 
the same message as 
my neighbor and my 
friend, because there 
is power in numbers: 
as Gayle Rubin said in 

‘The Traffic in Women,’ 
‘organization gives 
power.’”

A G E N T S  O F  C H A N G E

Daniel 
Schmidt To build the skills she’d need as 

an entrepreneur, Darleane Torres 
wanted an education that focused 
on both engineering and business 
management. Hampshire was the 
only place where she’d be able  
to get that. Taking full advantage 
of the freedom, resources, and 
support the Hampshire experience 
provides, Darleane started her 

own business as a Div I student. 
Her startup, Painter Printer, is 
developing robot technology to 
paint houses better and more 
efficiently than professional 
painters. The company has already  
won $5,500 funding in a competition
for female-founded startups, which 
will be used to create prototypes.

When I was 
applying and 
talking about 
my goals and 
what I wanted 
to study, 
Hampshire was 
the one school 
to tell me ‘Yes.’”

Darleane
Torres

1 7 F

1 8 F

4 5

This
is the 

opposite
of you.

  We won’t be able to create a better world by doing the same things  
that got us here. Hampshire is a place for fresh ideas, inventive thinking, 
and actions that definitely don’t look like what everyone else is doing.

2 3

Our curriculum is organized  
around four Learning Collaboratives.  
Through these collaboratives, we  
bring disciplines together to address 
the pressing issues facing society 
today. And as global challenges shift, 
so do the topics of our collaboratives. 
We evolve and change to reflect the 
world around us.

Learning 
collaboratives 

1 6 – 2 3

We’re looking for the type of student 
who can’t imagine waiting to be  
told what to do. Our community of 
self-starters is resilient, resourceful, 
and committed enough to do the  
deep work of understanding  
complex problems.

Agents of change
4 ,  5 ,  1 4 ,  1 5

Hampshire College was founded in 
1965 to radically reimagine liberal 
arts education. Today, we’re more 
unconventional than ever, and we’re 
organized in a way that’s different  
from any other college in the world.

The Hampshire Way
6 – 1 1

You were made  
to make progress.
To make connections. 
To build up, tear down, 
reconstruct, and make 
something altogether new. 
That’s what we were
made for, too.

1

T H E  H A M P S H I R E  W A Y

You’ll take part in a curriculum that reflects the 
world around us—ever-changing, fluid, and never 
contained within a single discipline. Our Learning 
Collaborative-based curriculum is experimental 
and radical. It extends beyond conventional ways 
of teaching, learning, and living. 

And since we’re actively 
committed to advancing racial 
justice, you’ll see this topic 
woven into everything we do.

Learning Collaboratives are 
organized around today’s 
most pressing problems and 
questions, and they evolve as 
the world’s critical issues shift.

Each Learning Collaborative 
consists of a cluster of  
courses, events, projects,  
and public forums for sharing 
work in progress. 

You’ll focus on working 
with your peers and faculty 
members to directly tackle 
21st-century challenges and 
enact real change in the world.  

You will 
not come to 
Hampshire to pursue

a major.

Y O U R  U N I Q U E
H A M P S H I R E 

D E G R E E

Y O U

S TUDE NT- DE S IG NE D
CUR R ICULUM

DI V E R S E
FACULT Y 

E X PE RTI S E

URG E NT 
QUE S TION S

LE A R NING
COLL A BOR ATI V E S

P
A

S
S
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N

S

A
C

A
D

E
M

IC
 F

O
C

U
S

E N V I R O N M E N T S 
A N D  C H A N G E

I N / J U S T I C E

M E D I A  A N D 
T E C H N O L O G Y

T I M E  A N D
N A R R A T I V E

 2020–2022 

 COLLABORATIVES: 

8 9

T H E  H A M P S H I R E  W A Y

No majors 
or departments

NO 
GRADES

No first-years 
or seniors

At Hampshire, you’ll work 
across, between, and without 
disciplines—and you’ll 
combine fields to curate your 
own original course of study. 
You’ll be challenged with 
the freedom to formulate 
questions never asked before.

Instead of grades, your 
performance is assessed with 
constructive, written feedback 
from faculty members, based 
on reviews of your projects, 
your engagement in classes 
and community, your writings, 
your art, and more.

We have three divisions, from 
exploratory, foundational, 
and advanced. Your studies 
culminate in an in-depth 
Division III project similar to  
a graduate-level thesis, where 
you’ll prove your mastery and 
defend your work in front of  
a faculty committee.Your college 

experience here 
will be unlike 
anywhere else—
and unlike 
anyone else’s.

 JUST A BETTER 

 MEASURE OF 

 YOUR PROGRESS 

 ONLY VARYING 

 STAGES 

 OF LEARNING 

 ONLY THE 

 COLLECTIVE 

 PURSUIT OF 

 KNOWLEDGE 

76

You’re the 
entrepreneur 
of your own 
education.

0 0 1 0 0 2 0 0 3 0 0 4 0 0 5

You choose the faculty 
advisors you’ll work with to 
create your own curriculum 
to address the big question, 
challenge, or issue you’re  
most interested in.

You advance through a 
Divisional structure rather 
than the traditional school 
years. Each Division requires 
a portfolio review, including 
narrative feedback from 
each course, final papers or 
projects, community-engaged 
learning, other meaningful 
work, and a retrospective, 
capped off by a yearlong Div III 
project of your own design.

We don’t think grades are 
an accurate or effective 
measurement. You’re 
evaluated through narrative 
feedback and evaluation 
provided by peers and  
faculty members.

You’ll have the chance to  
work with other students  
and faculty to determine 
which urgent, global 
challenges should be 
addressed as a unifying 
area of study at Hampshire. 
You can pursue these 
challenges, questions, or 
problems within an existing 
Learning Collaborative or 
help propose a new one.

Learning Collaboratives  
are the resources aligned  
to key themes and urgent 
questions. Faculty, staff,  
and students bring their own 
perspectives and expertise, 
mixing ideas, skills, and 
passions among a community 
of others pursuing the similar 
questions and projects.

Student-
designed 
curriculum

Divisional 
structure

Narrative 
evaluation

urgent 
questions

Learning 
Collaboratives

T H E  H A M P S H I R E  W A Y

 THESE SIX KEY ELEMENTS 

 OF THE HAMPSHIRE EXPERIENCE 

 MAKE IT WORK: 

At Hampshire, you’ll learn multiple ways to 
identify a challenge, ask the right questions, 
mobilize resources, and incorporate diverse 
points of view as you creatively propose 
solutions. You’ll take your passion projects 
beyond the conceptual, and make them real.

0 0 6

A requirement for Div I and II, 
Community-Engaged Learning 
deepens your engagement 
on campus and in the world. 
You’ll design opportunities 
to build community and seek 
innovative ways to address 
critical community and 
organizational needs.

Community- 
Engaged Learning

1 0 1 1

Start by 
being a 

provoker 
of big 

questions.
  At Hampshire, you’ll learn to tackle the urgent issues of our 

time by exploring the topics you’re most passionate about.

1 2 1 3

Bonfire 
Typography 
Study
Bonfire Red
Holly Malone, Design Director
Tiansen Wu, Lead Designer
Rich Rayburn, Designer
Brittni Hall, Social Media Manager

Illustration Series

B O N F I R E  T Y P O G R A P H Y  -  I L LU S T R AT I O N 

Keep It Fun
“Obsessed”  
TV Spot
Fahlgren Mortine and Warhol & WALL ST.
Scott Gracan, Senior Art Director
Mike Exner, Creative Director
Bill Marconi, Creative Director
Yohannan Terrell, Creative and Strategy Partner
Ashley Randle, Creative and Strategy Partner
Christopher Jones, Creative and Strategy Partner
Sarah O’Driscoll, Client Engagement
Kelly DeNiro, Client Engagement
Annmarie Smerdel, Client Engagement
Jennifer Jenkins, Project Manager
Motke Dapp, Director
Max Butler, Producer
Megan Guerrant, Producer
Steve Morrison, Editor

Regional/National Television Commercial
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Columbus Zoo
“Sea Lions” TV

Ron Foth Advertising
Ron Foth Jr., Director/Creative Director
Dave Henthorne, Creative Director
Marty Nowak, SVP Production/Editor
Katie Abbott, Assoc. Producer

Computer Generated Imagery (CGI)

Telhio 
Operations 
Center
TENFOLD
TENFOLD

Out-Of-Home Installation

11TELHIO OPERATIONS CENTER • AMBIENT MEDIA: INSTALLATIONSAMERICAN ADVERTISING AWARDS 2021

HOW MAY I 
CONNECT YOU?

A collection of colorful vintage telephones in a variety of curated Telhio colors fill the open shelves of the kitchen. Woven throughout the display is 
the phrase ‘Connecting people since 1934’ as both a nod to the telephone heritage of Telhio as well as their passion to bring people together. The 
text is artfully created from painted copper tubing to visually allude to the twisting of a telephone cord.“Keep It Fun” TV 

Campaign
Fahlgren Mortine and Warhol & WALL ST.
Scott Gracan, Senior Art Director
Mike Exner, Creative Director
Bill Marconi, Creative Director
Yohannan Terrell, Creative and Strategy Partner
Ashley Randle, Creative and Strategy Partner
Christopher Jones, Creative and Strategy Partner
Sarah O’Driscoll, Client Engagement
Kelly DeNiro, Client Engagement
Annmarie Smerdel, Client Engagement
Jennifer Jenkins, Project Manager
Mark Nickelsburg, Director
Motke Dapp, Director
Barry Zeidman, Producer
Max Butler, Producer
Megan Guerrant, Producer
Steve Morrison, Editor

Regional/National Television Commercial Campaign

Bob Evans
“America’s Farm 
Fresh” TV
Ron Foth Advertising
Marty Nowak, SVP Production/Editor
Ron Foth Jr., Director/Creative Director
Dave Henthorne, Creative Director
Katie Abbott, Assoc. Producer

Cinematography—SinglePR
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Purdue 
University
Ologie
Paul Davis, Executive Creative Director
Nathan Thornton, Executive Creative Director
Norah Goldman, Executive Director, Client Partnership
Bill Faust, Chief Strategy Officer & Senior Partner
Doug Edwards, Executive Strategy Director
Keith McDaniel, Associate Visual Director
Mark Love, Executive Video Director
Lindsay Love, Executive Producer
Sean Dunn, Motion Graphics Designer
Courtney Kuether, Motion Designer

Integrated Advertising Campaign 

610 Purdue Mall 
West Lafayette, IN 47907

e/ admissions@purdue.edu  
p/ 765 494 4600 purdue.edu

Dear Ms. Jones,

Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Quisque tincidunt. Fusce 

varius mattis ipsum. Nullam viverra, orci eget convallis egestas, eros turpis semper nibh, 

eu laoreet magna leo a ipsum. Nulla adipiscing rhoncus lorem. Curabitur malesuada 

dictum quam. Nullam vel velit sed metus malesuada volutpat. Duis nec erat nunc sit 

amet mi. Maecenas ultricies ded id metus. Donec lobortis leo. Pellentesque cursus, urna 

ut fringilla porta, ligula augue fermentum nisi, at molestie est eros eget massa..

Curabitur quam felis, ullamcorper in, volutpat eu, rutrum eu, urna. Nulla ultrices ligula 

nec purus. Vivamus dapibus justo in risus ras vitae turpis. Etiam mollis nunc et neque 

varius suscipit vestibulum ante ipsum primis in faucibus orci luctus et ultrices posuere 

cubiliras sit amet turpis quis tellus faucibus suscipit. Morbi venenatis erat nec semper 

luctus, quam ante sodales augue, et dignissim lacus nunc vit. Nam eu lacus dipiscing dui 

dignissim scelerisque. Aliquam justo urna interdum non pulvinar non venenatis viverra, 

purus pellentesque placerat ni.

Suspendisse a massa mollis nunc congue lobortis. Donec lacus lectus, varius vitae, 

sollicitudin vel, condimentum vulputate, ante. Donec orci. Proin viverra est eget turpis. 

Curabitur leo. Suspendisse ut tellus. Nam imperdiet fermentum sapien. Nulla rutrum 

lacus. Phasellus a quam. Suspendisse lorem sem laoreet as faucibus a faucibus venenatis, 

tortor lorem ipsum dolores.

Respectfully yours,

It’ll take you beyond  
what you thought was  

possible in your education,  
life, and career

A N D  I T  S T A R T S  W I T H

 ONE SMALL STEP.

PRINT COLLATERAL 

TAKE
ONE
SMALL
STEP

W I T H  T H E  P O W E R  T O  C H A N G E  E V E R Y T H I N G

Acceptance Folder 

Admitted Student Materials 

Pop Tab Heroes
Pixel Park
Ryan Gargac, Director
Ash Thomas, Design and Story Board
Hilary Buchanan, Writer
Ryan Gargac, Writer
Ash Thomas, Writer
Dustin Kober, Lead Animator
Ben Heuser, Secondary Animator
Ryan Gargac, Secondary Animator
Ambrose Yu, Music and Sound Design
Ethan Castle, Voice Talent
Matthew Hoelter, Executive Producer
Josie Bowlin, Producer
Sam Hal, Producer

Internet Commercial

Adirondack 
Fishing Lodge
WSA
Ashley Kerwood, Design Specialist
Carolyn Price, Experience Design Manager
Lauren Miller, AIA, Design Manager
Paige Schmeling, AIA, Design Specialist

Out-Of-Home Installation

ADIRONDACK 
FISHING LODGE

1/7We partnered with the Columbus Dispatch to design the feature exhibit at the 2020 Spring Home 
and Garden Show, the largest Dispatch event of the year. Inspired by the Adirondack Mountains, it 
features an A-frame structure made of reclaimed Ohio barn wood and corrugated metal roofing. A 
nature path guides visitors through a living mountain environment, with live plants, interactive media, 

an artificial pond, a hand painted forest mural, educational signage, and handmade animal models. 
The theme centers on sustainability with a bee sanctuary, tips for local gardeners, and opportunities 
to learn about native wildlife.

“Keep It Fun” 
Integrated 
Campaign
Fahlgren Mortine and Warhol & WALL ST. 
Scott Gracan, Senior Art Director
Mike Exner, Creative Director
Bill Marconi, Creative Director
Yohannan Terrell, Creative and Strategy Partner
Ashley Randle, Creative and Strategy Partner
Christopher Jones, Creative and Strategy Partner
Sean Cowan, User Experience
Jude Divierte, Technology Director
Sarah O’Driscoll, Client Engagement
Kelly DeNiro, Client Engagement
Annmarie Smerdel, Client Engagement
Chrystie Reep, Media Connections
Julia Anderson, Media Connections
Becki Weissinger, Project Manager
Jennifer Jenkins, Project Manager
Mark Nickelsburg, Director
Motke Dapp, Director
Barry Zeidman, Producer
Megan Guerrant, Producer
Steve Morrison, Editor

Integrated Advertising Campaign 

SOCIAL VIDEOS  |  :08 - :15 Spots
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All About You
Root Insurance
Kelly Ruoff, Chief Brand Officer
Jill Neely, Executive Creative Director
Cristol Rippe, VP, Integrated Marketing
Kevin Rapp, Creative Director, Production and Editor
Wes Kull, Design Director
Anthony Trimpe, Creative Director
Patrick Kaiser, Director of Integrated Marketing
Kristi Blasczyk, Senior Program Manager
Eloise Maun, Engineering Lead
Jes Martin, Senior Designer
Dylan Meister, Senior Copywriter
Xavier McAllister, Editor
Chris Schoenman and Marco Cardenas, Motion Designers
Zac Remboldt, Web Developer
Kremer Johnson Photography, Production Company
Neil Kremer and Cory Johnson, Directors / Photographers
Devin Schiro, Director of Photography / Colorist
Loose Films: Ori Segev - Director, Drew Johnson - Producer, 
Jason Hambach - Director of Photography
Liam Hickey, Music
John Fippin, Magnetic Studios, Sound Design / Mix:

Integrated Brand Identity Campaign

Root Postcards - 
Far but not apart
Root Insurance
Root Insurance, Client
Kelly Ruoff, Chief Brand Officer
Jill Neely, Executive Creative Director
Lisa Ragland, Art Director
The Root Copy Team, Copywriting
Melissa Jackson, Senior Designer and Copywriting
Igloo Letterpress, Printer

Art Direction—Campaign

Nationwide 
Today’s Family
Spacejunk
Andy Murphy-Young, Producer
Mike Beaumont, Creative Director, Writer, Editor
Brent Jackson, Director
Kenny Mosher, DP
Liz Hejny, Compositor
Kurt Keaner, Color
Eric Vucelich, Audio
Kody Orris, Audio

Cinematography—Single

Progress Owes 
No Apology
Root Insurance
Kelly Ruoff, Chief Brand Officer
Jill Neely, Executive Creative Director
Cristol Rippe, VP, Integrated Marketing
Kevin Rapp, Creative Director, Production
Wes Kull, Design Director
Anthony Trimpe, Creative Director
Tom Kuhn, Director of External Communications
Patrick Kaiser, Director of Integrated Marketing
Kelsea Wiggins, Social Media Manager
Kristi Blasczyk, Senior Program Manager
Eloise Maun, Engineering Lead
Lisa Ragland, Art Director
Maria Minnelli, Copy Director
Jes Martin, Senior Designer
Kyle Taylor, Senior Social Designer
Dylan Meister, Senior Copywriter
Lauren Tripp, Senior Copywriter
Chris Schoenman, Motion Designer
Zac Remboldt, Web Developer

Integrated Branded Content CampaignPR
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SILVER
professional

The Forge,  
Level 3
WSA
Lauren Miller, AIA, Design Manager
Scott Geither, Design Manager
Paige Schmeling, AIA, Design Specialist

Out-Of-Home Multiple Installations

the forge The Forge is an innovative workplace for creative, collaborative software 
development teams. The Forge's 3rd floor office space in Columbus's Short 
North Arts District features a makerspace and collaborative team rooms that 
encourage building and brainstorming. 

The Forge brand is boldly represented with a large biophilic installation and industrial 
metal sign, strategically placed to maximize visibility from the elevator lobby. The 
installation features custom millwork that wraps around the entire office, featuring 
geometric patterns in a neutral palette. The hand-crafted aesthetic of the installation 
pays homage to the Forge's mission and inspires creativity in the makerspace.

/41

“Back to Life”  
TV Campaign
Fahlgren Mortine
Andy Knight, Executive Creative Director
Bill Fioritto, Creative Director
Stephanie Subel, Copywriter
Ryan Wyss, Art Director
Pam Lowe, Client Engagement
Jennifer Gundling, Project Manager

Local Television Commercial Campaign
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Leading EDJE 
Corporate Office
TENFOLD
TENFOLD

Out-Of-Home Installation

AMBIENT MEDIA: INSTALLATIONS • ENVIRONMENTAL BRANDING

LEADING EDJE CORPORATE OFFICE AMERICAN ADVERTISING AWARDS 2021

You Belong/
Hartwick College
Ologie 

Bev Ryan 
Amy Ireland, Executive Account Director
Ross Barton, Client Partnership Director
Amanda Gibson, Associate Strategy Director
Carrie Mazza, Digital Strategy Director
Megan Hyde, Digital Strategy Manager
Joy Sullivan, Art Director, Copy
Dakota Story, Senior Writer
Joel Showalter, Editorial Director
Keith McDaniel, Associate Visual Director
Eric Blair, Senior Designer
Fernando Bergas Coria, Marketing Activation Director
Alex Henderson, Associate Director of Technology, Integrated Marketing
Tyler Spahr, Associate Creative Director
Dan Balyint, Senior Integrated Marketing Manager
Mark Love, Executive Video Director
Courtney Kuether, Motion Graphics Designer
Sean Dunn, Motion Graphics Designer
Kevin Murray, Senior Video Editor
Lindsay Love, Executive Producer

Branded Content & Entertainment Campaign

VIEWBOOK

Nationwide 
Children’s 
Hospital
Spacejunk
Brent Jackson, Director & Writer
Andy Murphy-Young, Producer
Mike Beaumont, Writer
Jason Hambach, DP
Kurt Keaner, Edit/Color
Karl Hein, VFX, Animation
Dan Hildebrand, VFX, Animation
David Rosmarin, VFX, Animation
Kody Orris, Audio
Brian Skeel, Audio

Animation, Special Effects or Motion Graphics

CBusSeeUs 
– Youth 
Homelessness
Holden Ellis
Josh Fitzwater, Owner + Chief Visionary Officer
Todd King, Creative Director
Julia Crawford, Project Manager
Sarah Moore, Lead Designer
Kate Schroeder, Copywriter

Integrated Advertising Campaign

SIGN UP 
TO GET
YOUR FREE
HOT YOGA
CLASS

melthotyoga.com/downtown

33 N Grant Ave, Columbus, OH 43215
See Kale tell her story and find out how you can help at cbusseeus.org

Youth homelessness doesn’t look like  
what you think. And it can be hard to see.  
That’s because youth homelessness is 

the result of broken relationships in a 

young person’s life. This year, more than 

3,000 youth experienced homelessness 

and another 4,000 youth are imminently 

at-risk of becoming homeless. It’s time for 

Columbus to stand up and see us.

We believe that every youth is ours. Ours 

to protect—to lift up and pull out. To show 

compassion and champion. To help. And 

above all else—to love unconditionally. It’s 

not just the Columbus Way. It’s the only way.

We’re asking you to see this and to see us. 
Let’s adopt a community promise to put  
an end to youth homelessness.

find out more at cbusseeus.org

Scooter Hang Tags

Front Back
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CBusSeeUs -  
Do You See Us?
Holden Ellis
Josh Fitzwater, Owner + Chief Visionary Officer
Todd King, Creative Director
Julia Crawford, Project Manager
Sarah Moore, Lead Designer
Kate Schroeder, Copywriter

Photography Black & White/Color/Digitally Enhanced

Nationwide 
Children’s 
Hospital
Spacejunk
Brent Jackson, Director & Writer
Andy Murphy-Young, Producer
Mike Beaumont, Writer
Jason Hambach, DP
Kurt Keaner, Edit/Color
Karl Hein, VFX, Animation
Dan Hildebrand, VFX, Animation
David Rosmarin, VFX, Animation
Kody Orris, Audio
Brian Skeel, Audio

Cinematography

Columbus 
Goodness 
Campaign
Holden Ellis
Josh Fitzwater, Owner + Chief Visionary Officer
Todd King, Creative Director
Julia Crawford, Project Manager
Sarah Moore, Lead Designer
Kate Schroeder, Copywriter

Out-of-home Ambient Media, Super-sized, Extension/
Dimensional, Digital or Animated 

IKE Boards

Bolle IRL 
Brand Story 
Experiment
The Shipyard
David Sonderman, Creative
Ryan Conover, Creative
Tony Sharpe, Creative
Rose Garry, Strategy
Lance Porigow, Strategy
David Grzelak, Strategy
Benson Teirnen, Editor
Blake Williams, Performance Video
Megan DiDomenico, Operations

Online/Interactive Campaign

L E A R N  M O R EREFRACTIONS SPEAK 
LOUDER THAN WORDS.

BOLLÉ 
IRL BRAND STORY EXPERIMENT 

CAT 63 • INTERACTIVE CAMPAIGN

The venerable French sunglass maker wanted to rebuild its 
brand in North America. Rather than making decisions in a 
vacuum-sealed boardroom, we crafted and aired different 
chapters of the new Bollé brand story in the real world, each 

with a custom e-commerce landing page. We learned which 
chapters of their story resonated with whom (and sold some 
product along the way), all of which are guiding the next 
wave of brand decisions.

“DETAILS MATTER” POSITIONING DEDICATED SOCIAL VIDEO / DISPLAY AD / ECOMMERCE LANDING PAGE HEADER 

        Bollé USA
Performance eyewear that knows no limits. Lenses 
deliver unrivaled optical clarity. Frames that adjust to 
hold on no matter how far you push them.

Push beyond boundaries.

Learn More

PR
OF

ES
SI

ON
AL THE AMERICAN ADVERTISING AWARDS 2021

PA
GE

 NO
. 2

4
PAGE NO. 25



2021 Demo Reel
Pixel Park
Matthew Hoelter, Executive Producer
Kelly Sells, Executive Producer
Hilary Buchanan, Creative Director
Ryan Gargac, Director
Alexis Schuknecht, Art Director
Allison Maier, Director of Production
Sam Hall, Producer
Emily Burbacher, Producer
Liz Anderson, Designer
Ash Thomas, Designer
Dustin Kober, Animator
Ben Heuser, Animator
William Macbeth, Animator
Ryan Gargac, Edit + Sound Design
Jill McClurg, Studio Coordinator

Advertising Industry Self-Promotion 
Film/Video/Sound

M/I Homes 
National 
Heaquarters
TENFOLD
TENFOLD

Out-Of-Home Installation

AMBIENT MEDIA: INSTALLATIONS • ENVIRONMENTAL BRANDING

M/I HOMES NATIONAL HEADQUARTERS AMERICAN ADVERTISING AWARDS 2021

Ella Fitzgerald: 
Mack the Knife
Pixel Park
Hilary Buchanan, Director
Alexis Schuknecht, Director
Ash Thomas, Designer
Charity Ekpo, Designer
Dustin Kober, Animator
William Macbeth, Animator
Emily Burbacher, Producer
Allison Maier, Producer

Music Video

You Belong/
Hartwick College
Ologie
Bev Ryan
Amy Ireland, Executive Account Director
Ross Barton, Client Partnership Director
Amanda Gibson, Associate Strategy Director
Carrie Mazza, Digital Strategy Director
Megan Hyde, Digital Strategy Manager
Joy Sullivan, Art Director, Copy
Dakota Story, Senior Writer
Joel Showalter, Editorial Director
Keith McDaniel, Associate Visual Director
Eric Blair, Senior Designer
Fernando Bergas Coria, Marketing Activation Director
Alex Henderson, Associate Director of Technology,  
  Integrated Marketing
Tyler Spahr, Associate Creative Director
Dan Balyint, Senior Integrated Marketing Manager
Mark Love, Executive Video Director
Courtney Kuether, Motion Graphics Designer
Sean Dunn, Motion Graphics Designer
Kevin Murray, Senior Video Editor
Lindsay Love, Executive Producer

Integrated Advertising Campaign
ANIMATED STICKERS 
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Capsa 
Healthcare Meet 
Trio Launch
Kinopicz American
Francesco Lazzaro, Director
Damian Wohrer, Director of Photography
Amber Hersch, Editor & Colorist
Bob Cobarcas, Lead Motion Graphics
Zach Hoover, Lighting Technician
Austin Dunn, Co-Producer
Drew Theiss, Gaffer / Grip
Casey Hunter, Bolt Technician
David Jeffries, Bolt Technician
Erica Stewart, Hair & Makeup
Chelsea Cook, Talent
Emmanuel Carter, Talent
Oletha Reel, Talent
Sonia Rayka, Production Assistant
Nick Romanowski, Motion Graphics
David Gardner, Props

Cinematography—Single

Brick House 
Blue
WSA
Carolyn Price, Experience Design Manager
Kirsten Sheely, NCIDQ, IIDA, Studio Leader
Lauren Miller, AIA, Design Manager
Scott Geither, Design Manager

Out-Of-Home Multiple Installations

Neon tube lighting greets members and guests with a bolt of energy and 
brightly showcases the Brick House name to passersby in the exterior hallway.

This quiet nook is brought to life with a bright and inspiring installation. 4/4Over the 
Rainbow
Pixel Park
Hilary Buchanan, Director
Ben Heuser, Designer
Ben Heuser, Animator
Emily Burbacher, Executive Producer

Music Video

Love Fest Client 
Appreciation 
Event
treetree
Jen Hamilton, Senior Graphic Designer
McKenzie Poelking, Account Coordinator
Carolyn Chester, Creative Director
Megan Myers, VP, Creative Services
Rachel Hillman, VP, Client Service
Becca Apfelstadt, Co-Founder & CEO

Direct Marketing & Specialty Advertising

LOVE FEST CLIENT APPRECIATION EVENT
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“Back to Life” 
Campaign 
Photography
Fahlgren Mortine
Bill Fioritto, Creative Director
Nick Fancher, Photographer

Usage Example

Walk With Me
bond creative + branding // Ghost Label Video

Drew Collins, Creative Director
Kevin McIntyre, Dir. of Photography // Lead Editor
Benji Robinson, Editor
Dorian Hryniewicki, Editor
Helen Hawaz, Editor
Brian Grady, Editor

Webisode Series

“Growing 
Together” w/ 
Harvest Table
WD Partners
Ansley Phillips, Creative Director
Heather Wienclaw, Sr. Account Director
Hannah Pinkie, Graphic Designer
Hilary Jones, Sr. Copywriter
Lillian Clifton, Graphic Designer

Branded Content & Entertainment Campaign

Annual Values 
Awards: The 
Branchies
treetree
Bethany Beaman, Account Leader
McKenzie Poelking, Account Coordinator
Carolyn Chester, Creative Director
Daniella Siebert, Associate Creative Director
Becca Apfelstadt, Co-Founder & CEO

Special Event Materials (printed or digital)

ANNUAL VALUES AWARDS: THE BRANCHES

THE HEARTWORK AWARD FOR

SHOWING THE COURAGE  
TO GO ALL IN 

GOES TO

MCKENZIE

THE BRANCHIES 2020

CERTIFICATES AND AWARDS

Photography Black & White/Color/Digitally EnhancedPR
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KIPP Columbus: 
Prove the 
Possible
Warhol & WALL ST.
Yohannan Terrell, Creative Director
Sculler Creative (Ben & Seth Miller), Production, Editing

 Pro Bono Online Film, Video & Sound

Columbus Zoo
“Sea Lions” TV

Ron Foth Advertising
Ron Foth Jr., Writer/Creative Director
Dave Henthorne, Creative Director
Marty Nowak, SVP Production/Editor
Katie Abbott, Assoc. Producer
Doug Edwards, Audio Engineer
Dave Bernard, Account Executive

Local TelevisionCommercial :30 Seconds

CBusSeeUs - 
Meet Kale
Holden Ellis
Josh Fitzwater, Owner + Chief Visionary Officer
Todd King, Creative Director
Julia Crawford, Project Manager
Sarah Moore, Lead Designer
Kate Schroeder, Copywriter

Local Television Commercial :60 Seconds or More

Nationwide 
Children’s 
Hospital
Spacejunk
Brent Jackson, Director & Writer
Andy Murphy-Young, Producer
Mike Beaumont, Writer
Jason Hambach, DP
Kurt Keaner, Edit/Color
Karl Hein, VFX, Animation
Dan Hildebrand, VFX, Animation
David Rosmarin, VFX, Animation
Kody Orris, Audio
Brian Skeel, Audio

Branded Content & Entertainment 
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AVON Virtual 
Visionaries
Mills James
Carla Sands, Producer | Director
Amber Miller, Director of Photography
Brian Alexander, Editor
Taylor Holibaugh, Creative Director | 
  Visual Effects Designer
Da’Sha Jones, Visual Effects Designer
Andrew McCarthy, Audio Engineer
Matt Sudimack, Media Specialist
Kate Hoben, Account Manager

Film/Video/Sound Branded Content

CBDerby
GSW
Chris Cummings, Associate Creative Director
Stephanie Jeffreys, Senior Photo Retoucher

Illustration Series

STUDIOS ON HIGH GALLERY

614.461.6487 

686 North high st. Columbus, oh  43215Est. 1986 

Visit us online!
stuDiosoNhigh.Com

Marketing,MultiMedia, 

Video 
Production

Content Creation

GraphiC DesiGn

aerial Drone

livestream serviCes

614-222-0966  info@newvisionmediainc.com newvisionmediainc.com 

elevate
Powered By Outreach Promotional Solutions

Elevate offers a fresh 
approach to small 

businesses struggling 
to compete in the 

digital age.

Events and programs 
that raise money for 
organizations in the 
education, work-force 
advancement and 
economic impact 

areas.

Small Biz Cares 
volunteer days for 

members to volunteer 
and network.

Features on Small Biz 
Cares businesses and 

nonprofit 
organizations that are 
doing great things in 

our community.

A Small Biz Cares 
Scholarship Fund to 
help those in need 

fulfill their 
educational dreams.

Columbus'  small  business  community  is  filled  with 
leaders  who  give  their  time  and  money  to  causes 
they're passionate about. We wanted to bring a group 
of smart business leaders together so that we could 
give  back  to  our  community  at  a  scale  only  large 
corporations have been able to achieve.

-Nevin Bansal,  Founder & CEO

“
”
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GOLD
student

A Bathing Ape
Bona Park 
Columbus College of Art & Design
Bona Park, Designer, Photographer, Editor
Daniel Byeon, Model

Magazine Design

Bibibop Rebrand
Nolan Gleich 
Columbus College of Art & Design
Nolan Gleich, Art Director & Designer

Consumer Campaign
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Rooster’s 
Rebrand
Angela Sapp 
Columbus College of Art & Design
Angela Sapp, Art Director & Designer
Shada Grant, Photographer

 Integrated Brand Identity Campaign 

Bibibop Rebrand
Nolan Gleich 
Columbus College of Art & Design
Nolan Gleich, Art Director & Designer

 Integrated Brand Identity Campaign 

17 W Russell St ~ In the Short North17 W Russell St ~ In the Short North

Rogue Art.  
No Apologies.

NotSheepGallery.com

...owning original art can be a source 

of joy for everyone…

Sarah Gormley Gallery

988 NORTH HIGH STREET COLUMBUS, OHIO 43201
www.sarahgormleygallery.com | sarah@sarahgormleygallery.com

QuarterPGAAF-SGG.indd   1QuarterPGAAF-SGG.indd   1 1/25/21   1:12 PM1/25/21   1:12 PM

ST
UD

EN
T THE AMERICAN ADVERTISING AWARDS 2021

PA
GE

 NO
. 3

8



BIRD App 
Redesign
Bona Park 
Columbus College of Art & Design
Bona Park, Designer, Illustrator 
BIRD Inc, Photographer

Digital Creative Technology

AR SCAN / RESERVING SCOOTER

This series of screens shows the 
process of using the AR scan to view 
available scooters and reserve them.

Prevent Multiple Riders / AR Scan Tutorial

This series of screens shows the tutorial to 
preventing a rider from allowing multiple 
passengers on the scooter and an AR scan 

LOG IN / SIGN UP / MAP

UX Visual Designs

This series of screens are what the user 
will experience before entering the 
authenticated areas of the app and the 

with after logging in the app.

Name: Bona Park

Class: ADVE3450 UX Strategy & Interaction

Project: Bird App Redesign

UX Professor: Tim Frank

Photography credit: BIRD Inc.

Photography credit: BIRD Inc.

App Branding
Symbol formula 

+ =

App / brand icon and typography Optional app icons 

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z

a b c d e f g h i j k l m n o p q r s t u v w x y z

Open Sans

1 2 3 4 5 6 7 8 9 0 @ # ¥ % & *

scooters
smart

Main - Pink   #E6007A9   R:230 G:0 B:122   4.64:1

Medium values - Green light #83FFBB  R:131 G:255 B:187  16.98:1

Tint values - Pink light #FFBDE3  R:255 G:189 B:227  13.64:1

Main - Green  #00FF79  R:0 G:255 B:121  15.58:1 Black  #181818  R:24 G:24 B:24 21.00:1Medium Grey  #595959  R:81 G:81 B:81 7:1

Tint Grey  #848484  R:132 G:132 B:132 3.74:1White  #FFFFFF  R:225 G:225 B:225 21.00:1

50 ft

100 ft

150 ft

UX Interaction Design: Storytelling

UX Interaction Design: StorytellingUX Interaction Design: Wireframes

Detail UX screen, user observes where the scooters are located User is able to see the scooters in the distance

Distance 1: Far away - Camera behind the user point
camera at scooter(s)

User points camera and continues to walk toward scooter(s) Detail UX screen showing "Ride" button

Distance 2: Middle to far away - Show the user walking towards
the scooter with screen that says "Ride"

Detail UX screen says "ready to ride con rmation" The industrial design on the scooter lights up to con rm readiness

Distance 3: Near to close - Show a screen that says
"Scooter (x123) is ready to ride"

User getting on scooter and starting to ride User riding o  in the middle to far away distance

Distance 4: At the scooter - Show the user with
one hand on the handle bar

Arriving at the scooter, the user can now ride . User takes scooter successfully and rides safely into the distance to
their destination.

Con rm Ride screen comes up as we are nearing the scooter,
standing maybe 20 feet from it. The noti cation pops up and we
accept the con rm ride.

The scooter lights up to show that it is ready to ride as we get closer
to the scooter.

On the screen we can see the camera searching for the scooter, with
the user raising up their phone to nd one. Scanning to ride, the
rider has found one.

Across the street we can see the scooter waiting. On the app we can
see that the Found Ride screen has come up & were ready to move
on to the con rm ride page.

User is downtown in search of a Bird scooter. Pulling our their phone
and opening the app,  the user begins to search for nearby scooters.

Using the wider search radius screen for the Bird scooter, the user
can see there is one nearby and is ready to go towards it and the
user receives a noti cation that the ride is near.

zerOz Promotional 
Campaign
Bona Park 
Columbus College of Art & Design
Bona Park, Designer, Art Director, Photographer, Videographer  
Paul Westrick, Brand Owner

Consumer Campaign

SILVER
student
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Superchef’s 
Promotional 
Campaign Ad
Kazamira Walker 
Columbus College of Art & Design
Myles Tanner, Videographer

Art Direction - Single

Columbus  
Vegan Food 
Truck Festival
Taylor Scalzo 
Columbus College of Art & Design
Bre Brooks, Designer
Teanna Be, Designer

Website (Desktop or Mobile)

Created to 
Create - Taylor 
Scalzo
Myles Tanner 
Columbus College of Art & Design

Television Advertising - Single

Fair Pay to Play
Myles Tanner 
Columbus College of Art & Design

Television Advertising - Single
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May 2020 
BLM Protest - 
Columbus, OH
Kazamira Walker 
Columbus College of Art & Design

Television Advertising - Single
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Creative Problem Solvers
Ideation + Strategy + Content Creation

C

M

Y

CM

MY

CY

CMY

K

PHC Addys 2021 print.pdf   1   2/19/2021   9:22:07 AM

An advanced digital 
solution for an advanced 
cancer-fighting machine.

makeway.is
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pride of columbusLocal Awards

Spirit of 
Columbus
The Columbus Foundation
Natalie Parscher, Vice President – Communications  
  and Marketing
Amy Vick, Director of Communications and Marketing
Challen Brown, Creative Manager
Megan Denny, Digital Marketing Manager
Margaret Robinson, Content and Engagement Manager
Eric Lee, Contract Illustrator

columbus togetherLocal Awards

KIPP Columbus: 
Prove the 
Possible
Warhol & WALL ST.
Yohannan Terrell, Creative Director
Sculler Creative (Ben & Seth Miller), Production, Editing
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united in diversityLocal Awards

ShortNorth.org/ArtByAppointment

Safely explore and shop
Short North Arts District galleries
in-person, online, or by private appointment.

Justin Frehs, Marcia Evans Gallery

Melissa Vogley Woods, Hammond Harkins Galleries

A private
showing,
just for you at
your favorite
local gallery.

Appointment.

C

M

Y

CM

MY

CY
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K

www.momgul.com

Walk With Me
bond creative + branding // Ghost Label Video

Drew Collins, Creative Director
Kevin McIntyre, Dir. of Photography // Lead Editor
Benji Robinson, Editor
Dorian Hryniewicki, Editor
Helen Hawaz, Editor
Brian Grady, Editor
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judge,s choice

judge,s choice

Crystal Davis

B O N F I R E  R E D 1 3  D A Y S  O F  B O N F I R E  D R E A D  –  H A L LO W E E N  S O C I A L  S E R I E S

13 Days of 
Bonfire Dread
Bonfire Red
Bonfire Red

Social Media, Campaign

Frēz Ferrino

You Belong/
Hartwick College
Ologie

Bev Ryan
Amy Ireland, Executive Account Director
Ross Barton, Client Partnership Director
Amanda Gibson, Associate Strategy Director
Carrie Mazza, Digital Strategy Director
Megan Hyde, Digital Strategy Manager
Joy Sullivan, Art Director, Copy
Dakota Story, Senior Writer
Joel Showalter, Editorial Director
Keith McDaniel, Associate Visual Director
Eric Blair, Senior Designer
Fernando Bergas Coria, Marketing Activation Director
Alex Henderson, Associate Director of Technology,  
  Integrated Marketing
Tyler Spahr, Associate Creative Director
Dan Balyint, Senior Integrated Marketing Manager
Mark Love, Executive Video Director
Courtney Kuether, Motion Graphics Designer
Sean Dunn, Motion Graphics Designer
Kevin Murray, Senior Video Editor
Lindsay Love, Executive Producer

Integrated Advertising Campaign VIEWBOOK
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judge,s choice

judge,s choice

Shane Santiago

Hannah Samlall

First Federal 
Savings – New 
Product
Bonfire Red
Ashley Shipley, Producer
Joey Zornes, Creative Director
Jason Kocheran, Senior Designer
Alex Woltz, Lead Designer
Rich Rayburn, Designer
Noell Wolfgram Evans, Copywriter

Integrated Advertising Campaign

Progress Owes 
No Apology
Root Insurance
Kelly Ruoff, Chief Brand Officer
Jill Neely, Executive Creative Director
Cristol Rippe, VP, Integrated Marketing
Kevin Rapp, Creative Director, Production
Wes Kull, Design Director
Anthony Trimpe, Creative Director
Tom Kuhn, Director of External Communications
Patrick Kaiser, Director of Integrated Marketing
Kelsea Wiggins, Social Media Manager
Kristi Blasczyk, Senior Program Manager
Eloise Maun, Engineering Lead
Lisa Ragland, Art Director
Maria Minnelli, Copy Director
Jes Martin, Senior Designer
Kyle Taylor, Senior Social Designer
Dylan Meister, Senior Copywriter
Lauren Tripp, Senior Copywriter
Chris Schoenman, Motion Designer
Zac Remboldt, Web Developer

Integrated Branded Content Campaign
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2COLUMBUS CREW SC + STADIUM EXPERIENCE CENTER • AMBIENT MEDIA: INSTALLATIONSAMERICAN ADVERTISING AWARDS 2021

PROJECT 
OVERVIEW
The Columbus Crew Experience Center in the Short North is 

designed as the epicenter of excitement for the new downtown 

stadium, opening Fall 2021. Developing a strategic interior design 

and environmental branding experience, the space transformed 

into a destination to attract soccer die-hards as well as a space to 

convert new ones. 

Digital display technology welcomes visitors with a 12-foot, dynamic 

LED window to get up close to the players and celebrate fan 

culture, and furniture throughout the space evokes the elevated 

suite feel of the new stadium experience. From an identity wall 

featuring over 6600 metal whistles to the one-of-a-kind Vuvuzela 

chandelier, passion for the pitch radiates from every corner. 

BEST IN 
SHOW

Columbus Crew 
Experience 
Center
TENFOLD
TENFOLD

Out-Of-Home Installation

5COLUMBUS CREW SC + STADIUM EXPERIENCE CENTER • AMBIENT MEDIA: INSTALLATIONSAMERICAN ADVERTISING AWARDS 2021

PERCH YOUR 
MERCH

Decorative geometric-grid shelving is designed to transform a standard retail point-of-sale into a high-end, artistic experience, with items 
intentionally layered to add texture and style to the total installation. A dimensional message, ALL FOR COLUMBUS, is featured in the center of the 
grid using layered warm wood to draw the eye and inspire guests to join the movement by snagging some swag.

7COLUMBUS CREW SC + STADIUM EXPERIENCE CENTER • AMBIENT MEDIA: INSTALLATIONSAMERICAN ADVERTISING AWARDS 2021

TOOT YOUR 
OWN HORN

A one-of-a-kind chandelier composed of sixty-four vuvuzelas is suspended above the hospitality bar, bringing a vibrant pop of color and 
creative connection to the game. The installation features the colorful plastic horns that are blown during soccer matches, and hanging lights are 
incorporated into the cluster to add illumination and glow. The chandelier serves as an iconic celebration of the electric buzz of the stadium on 
match day.
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A Bathing Ape
Bona Park 
Columbus College of Art & Design
Bona Park, Designer, Photographer, Editor
Daniel Byeon, Model

Magazine DesignBEST IN 
SHOW
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Building a Team 
that’s Out of  
this World? 

Leave it to the Marketing & 
Creative Team at Dawson.

4x5.125 AAF .indd   14x5.125 AAF .indd   1 3/2/21   9:53 AM3/2/21   9:53 AM
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