


truth®

2002-2014| LEGACKORHEALTH

CLIENBUMMARMruth®is a quality providerof factsandinformation. It's about
havingall the informationyou needto makeyourown choiceslt's abouttaking
controlandnot beingjust anotherfacelesdollarin the eyesof the bigtobacco
corporationslt's about5 letterslongandtwo of them arethe same.

POSITIONRecruitmentManager+ CrewMember

Overthe pastl1lyears,| haveworkedwith the truth®brandin manycapacities.|
startedout asatour rider (crewmember)andtraveledthe countryfor 2 years
spreadinghe messagef anti-tobaccopropaganda.Onadailybasis | interacted
with hundredsof youth (agel3to 21)andmanagedpromotionalactivities. | also
wasthe featuredintervieweeon the truth radiotour from 2002to 2004.

Duringthistime, | internedwith LegacyForHealth(then AmericanLegacy
Foundation¥or their first run of the Project2030researchstudy.Project2030
refersto the year2030.Nearlyfive million peopleworldwide die everyyearfrom
tobaccorelatedillnessesBythe year2030,the World HealthOrganization
estimatesthat figurewill haverisento well over 10 million, if currenttrends
continue.

Movingforward, | playeda veryactiverole in the recruitmentandtrainingof new
tour ridersfor the yearlytour teams. Thetour teamsare the cornerstoneof

0 NJ resSraots\ ¥y A U AtHe individiuiaXon the teamsprovidea faceandlife
to the brand. I helpedinnovatethe processedy creatinga web-baseddigital
recruitmentsystemandusingmy keeninsightinto sub-culturesto identify over
60%o0f the team members.

Throughoutmy professionatelationshipwith truth®,| haveworkedwith various
agenciesincludingGTM the ad*itive, ArnoldWorldwideandmostrecently
Encore.
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SOKODAK

2010| KODAK

PROJECSUMMARYWhile slowlyloosingrelevanceamongconsumersand
supportfrom retailers,Kodakwasin dire needof arecreatetheir brand.Theask
wasto makea 120-yearold company(that wasknowninitially for film and
developmentyelevantto urbanyouthandother popularsub-cultures.Theresult
wasd {22 Rl 1 € &

Thed { 2 R lcampaigrfocuseson the "one-up" competitionelementof
swaggeiandcool.It supportsY 2 R leffof2 # appealto abroadertargetaudience
of young,hip, sociallyconnectedurbanconsumersThephrased { 22 R lhds €
alreadybeenadoptedinto the urbanlexiconasanadjectiveto describesomething
hot, stylishandmemorablenshort,& { 22 R Imgafisphoto-worthy. Strong
emphasisvasplacedon the AfricanAmericanand Hispanic/Latinalemographia
hencethe campaigrutilizingthe appealof endorserdDrake Pitbull, TreySongzand
Rihanna.

Tobringd { Y22 R lto{ifé, we createdtwelve 15-secondspotsthat ¢ S Qddtsbed
a . NJ %A A Wakanodgether,the spotsform alargernarrativeg afriendly
gameof "one-up" amongthe celebrityendorsersTheTVspotshighlightedthe
socialmediaintegrationof the cameraandshowcasedhe popularurban
concept/memeof swaggern addition, print/outdoor, socialmediaandinteractive
designwasutilizedto conveythe & { 22 R Imgssage.
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SOKODAK

2010| KODAK

POSITIONCreative

| createdthe generalconceptandexecutionfor the "SoKodak"campaign.At
the time, the term "swagger'wasbeingusedall throughoutvariousurbanand
popularcultureoutlets, especiallynusic. | explainedhat one of the
cornerstone®f "swag"in urbancultureisthe desireto one-up (or outdo) others
inyourcircle. Theconceptbeganasa rivalryamonga groupthat | deemedthe
"BratPack".. JustinBeiber,DiggySimmonsJalenSmithandotherteenagestars
who hadaccessmoney,fameandswag. TheBratPackwould engagen a
friendlybattle of "Who hasthe bestpicture?",ultimately creatinga contentloop
with no clearwinner, but showingthe fun sideof usingthe product. Whenthe
campaigrtargetchangedrom urbanmomsto urbanmales.. we replacedthe
BratPackwith Drake Rihannaand TreySongz..with alastminute additionof
Pitbullto engagea Latinoaudience.Thecampaigrfocusedon a swag
manifestationcontestamongcelebritiesviadigital pictures.Interestingly
enough Instagrambecamea socialmediahit after the campaigrwaslaunched.

| workedwith StanleyYorkerandDarylCobbindor the pitchto Oglivy& Mather.



BETHERE

2008¢ 2010| SMIRNOFF

PROJECSUMMARYSmirnoff'sgoalswere to generateawarenessand
affinity for the SmirnoffBrand,andto makeconsumerdook at the brandin
anewlight. The"Be There"campaigrwasa uniqueopportunityto bring
originaleventconceptgo life acrosshe country. FromNewYorkto Los
Angelesye customizecdexperiencedo tap into the uniquepersonalitieof
eachmarketandconnectwith its residents.
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In LosAngeleswhichis knownasa nightlife hubin the USAwe createdthe
"retro gaming“experience.Theeventfeaturedclassiggameconsoledike
PacMan andGalagaalongwith live musicfrom top localDJsandemerging
crossgenrepop musicartists,Little Dragon. Thehighlightof the eventwas
the projectionof retro gameson the sideof buildingsadjacentto the
penthouseeventvenue.
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TOBE THERE BECOME O FON:
WWw.SMIRNOFF.COM
WWW.FOCEBOOK.COM/SMIRNOFF

Please Drink Responsidbly

THIS IS A PRIVATE EVENT

In Austin,whichis knownfor its artisticcommunityandcreativeculture,we
createda"SoleParty"where consumersvere ableto listento incredible
DJ'sseelive bands dip their feet in paintanddanceall overacanvasiance
floor. Andother similarlyuniqueexperiencesvere createdfor other
markets.

Thecontentcreatedon-site at the eventswere usedby Diagedfor future
advertisements.Thisrapidcreationof advertisingandspeedto market

helpedcreateanevengreaterconnectionto the brand.Thesocialmedia
buzzwasimmense with over2500RSVPand250,000tweets per event.

VIDEO
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BETHER!

2008¢ 2010] SMIRNOFF

POSITIONNationalGrassrootEventdManager

My focuswaseventmanagementexecutionand promotion
for the durationof the campaigrfrom 2010to 2011. | co-
producedeventsin LosAngelesCA New YorkCityNY,
PhoenixAZ,Tallahasse€&L ,ChampaignLandAustinTX.
Eacheventhadauniquetheme;someexamplesare"Retro
SkyscrapperGaming'in LosAngelesand"NeonNightGolf"
in PhoenixAZ.l wasprimarilyresponsiblgor grassroots
promo, socialmediaoutreach,staffingandreportingfor the
eventseries.




LOSKEYS

2007| NISSAN

POSITIONProjectManager

PROJECJUMMARNissarwaslookingfor a uniqueway
to promotethe ! t U Ak&ylesdgnition systenX andthe
a [ 2vY&biecangpaignvashborn.

| projectmanagedhe "LostKeys'promotionfor NIssarvia
GTMandthe TRUEAgency.| deployedteamsin 12 major
citiesto drop more than200,000'lost keys"in hightraffic
areas. The"lost keys"were mocksetsof keysthat hada
promotionalmessageeading"lf found, pleasedo not
return. My NextGenerationNissarAltimahasintelligent
Keywith PushButtonlgnition,andl nolongerneedthese”.
Theda f 2 & éaBafeaturedaweb-redeemablecodethat
allowedusersto win upto $15in free gasor ayear
subscriptionto VibeMagazine.

These200,000keysetswere placedin popularnightlife
venuesandother hot spots,givingthe appearancehat
Bederompmrtorgomoerr A g someonelosttheir keys.My teamswere essentialn

MO TR AT ' ’ determiningandaccessinghe locationsandgaininginsider
access.Contentwascapturedby the promoteams,along
with variousinternet mentionsviapopularsocialnetworks
(YouTubel-aceBoolandMySpace).Theauthenticityand
preciseexecutionleadto a highlypublicized awardwinning
campaign.

% It found, ploase do not return.

O Vapngee




TREBONGALBUMRELEASE

2010| TARGET

POSITIONdeation+ EventProduction

| utilizedmy eventplanningandproductionbackgroundo
help producethis uniqueeventexperiencel wantedto
createda one-of-a-kind experiencefor TreySongz anthe
Targetbrand,to helpthem standout amongstAtlanta's
clutterednightlife scene At the time, Ventana'svasa
relativelynew eventspacejonlyafew monthsold. | believe
the combinationof the neweventspaceandsuperiorDJ
talent madethe eventmemorableandsuccessful.

PROJECSUMMARYWorkingwith Project2050,with justtwo
weeksto producea signatureeventto celebrateTrey{ 2y 3 I Q
exclusiveTargetCDreleaseandmaintain¢ | NEIDEQDSS O
a 2 Ngbsitioningthe Heroteam utilizedall resourcego
createamemorableeventexperience.

nl|IIIIIIIIIIIIm'llIIIIIIIIIIIIIﬂIIIIIIIIIIIIIIIIIIII

DJ9DonCannorandMartinaMcFlyywere featuredtalent at
the event.Andthroughoutthe night, variouscelebrities,
includingT.l.,Jazzd>ha,BobbyValentino,Nate Walkaand
JalenRose partiedalongside TreySongzandenjoyedthe
TargetbrandexperienceCelebritychef,JasorEllis(of Hell's
Kitchenfame)createda uniqueculinaryexperienceeaturing
hisoriginalwhite chocolateandlobsterdish.
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Cl I BAOMCOOL

2009| FAMIL\K/IOLENC]E?EVEN IGHUND

PROJECSUMMARYThegoalsof this projectfor the FamilyWiolencePrevention
Fundwasto educateteenson howto identify digitalabuseandto ultimatelydrive
traffic to the ThatsNotCool.conwvebsite.

We utilizedanintegratednon-traditional approactof in-marketandonline
marketingelementsto engagethe teentargeton the issueof digitalabuse For6
weeks,GTMconductedguerrillamediastuntsto provokenewthoughtsandinitiate
conversationgboutdigitalviolence.Thestuntswere conductedin NewYorkandLos
AngelesGTMhired11trainedactorsto performskitsonthe keyissuesof digital
abusa controlling, pressuringandprivacy.These skitengagechearly100,000
teenssharingknowledgeandunderstandingf digital violence Eachof the 170skits
performedwere documentedandseededonlineto sustainthe programthroughout
the restof the summerinto fall.

Theresultswereimpressive..with nearly100,000teensreachedon-site throughthe
performancesskits...90%o0f surveyrespondentssisitedthe websiteasaresultof
interactionwith the field team.

POSITIONBociaMediaManager+ InternetMarketingLead
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GALAXNOTE

2011 SAMSUNGESPN

PROJECSUMMARYSamsungpartneredwith ESPNor a
promotionalcampaigrfeaturingthe new Samsung@salaxy.The
campaigrfocusedon the contentcreationcapabilitiesof the

R S @ Aw@teriphasison the extremesportscommunity. The
websitedesignedeaturedimagedrom the popularsportssub
cultureandofferedauniguecontestfor users.

INNSWVS

Themainchallengewvastranslatingthe web copyandassets
from Englishinto SpanislandPortuguesdor the target

You may be selcctai to be. demographic
featured LIVE on l::.)lr'l L

once a We POSITIONVebDeveloper

| wasthe front-enddeveloperfor this web project, buildingthe
websitewith HTML5andPHP.My team executedall advanced
programmingandbackendwork. Andwe outsourcedthe
translationdutiesto athird-party.
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GALAXNOTE

2011 SAMSUNGESPN
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HW| DOCUMENTARY FILMS.

HE HBOJD0CUMENTARY FILMS. THELOVINGTORY
STORY LTI

ONLY oN HB® POSITIONVebDevelopert SociaMediaStrategist

| performedthe front-enddevelopmenton a FacebookappusingFBML.
Theappgatheredandfeaturedusergeneratedsocialmediacontentfrom
Twitter andYoutube.| alsodevelopeda socialmediaoutreachstrategy
with the in-houseHBOteam.

of THELOVINGSTORY Cmaam

S \_‘_

PROJECSUMMARMIBOshota humanrightsstoryaboutthe[ 2 @A & 3 & X
storysetin the 50'sabouta brave interraciatouplewho livedin a
segregated/irginiacommunity. Thedocudramacapturedtheir fight to be
recognizedaslegallymarried. HBOneededto bringawarenesgo the
documentaryandits airdateon the network. Originalvideocontentwas
createdanddistributedviasocialmediaoutletsascommercialdor the

film. Thevideosfeaturedmoderninterracialcouplesdiscussinghe

benefitsof the Lovingsmpacton the SupremeCourt'sdecisionto amend

the constitutionandacknowledgenterracialmarriages.

— .

¥ #LOVINGSTORY

Evnn‘l’renkm avanthoodd

5 The Lov I] Story on HBO . Inul(l 4th, A great
film for all to see
li".l Jay @y

My wife and | are on the HBO Docs page'!
Aweasome! Loving stoey

w Rohan Nalr @wohangnan
! The Loving Story on HBO for all

workiwide. Thank you for Bhis artwork

Taylor Jones @laylorpa

yorpays
ﬁ‘ Lo luxul\“n are my heco's. | heard L

about thes him on yahoo yestoray

[ Jen Macully @ macully2387
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< SRS BRGS0 REALITRVCASTING

MASTER OF THE MIX 2011-2012| SMIRNOFF

o THANK YOU FOR APPLYING

POSITIONDesignek. WebDeveloper

w81 OB Bl it e 0 1 el by

SNy e g e b e e

e Tttt 3 Asfront-enddeveloper,| designedandbuilt aweb-based
recruitmentandreviewplatform. Theplatformallowed
applicantgo uploadpicturesandvideos,alongwith links
to socialmediaandother portfolio tools. Finally the
websitefeatureda backend metric systemthat the client
usedto reviewandtrackthe applicants.

PROJECIUMMARYMasterof the Mix is areality TV
showfeaturingthe O 2 dzy" ioNeste &4 they compete
for. $250k.Theshowis basedonincreasinghydifficult
taskseachweekto testthe contestantstechnicalskills
andability to keepthe crowdrockingall nightlong.
Duringpre-productionfor Seasong and3, Smirnoff
wantedto interactbetter with the nationalDJ
community.Thebrandwanteda site that would allow

Y &W usersto postcontentandapplyto bethe "People’s
smmuur; P Champ'for the upcomingseason.
\?‘@%” CANDIDATE REVIEW L
v e I ! &
Y ’ﬁ%\y‘ ¢ [LOG INNOWD ? 2
MAS ER i E il ’
Mix - Prae b -v;F-v;:‘;:gv
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PROJECSUMMARYRollingOutisthey |- i A 2 y QlEaindf AfidEhBrietican
newspaperswith aweeklyprint edition publishingl.2 million copiesin 19 of the top 25
AfricanAmericanmarketsandawebsitereceivingover 2 million uniqueviewsa month.
TheRollingOuteventmarketingis activelyat eventsall overthe countrycollectingdata
andcreatingcontent. Thebrandwanteda mobileturnkeytool for capturingcustomer
informationanduploadingthe datato amasterdatabasefor marketresearchuse.

POSITIONMobile Developer GraphicDesigner

My team createdan easyto-useiPadappthat allowedusersto input vital information
andpicturecontentin less.thar60 secondsli performedfront-enddevelopment duties

by designinghe graphicdor the appandcodingthe userinterface.

rollingout

rollingout
.M.  BLACKNEWS
VIDEOS

Be a part of the rollingout.com experience. Receive the
|atest interviews, events and videos in your mailbox.



PERSONAROJECTS

2011- 2012
{12! aww.SHWAGD.com
*h

| pr——— o pe POSITIONCreative+ Designer- Mobile Developer

PROJECSUMMARYBuildingoff the recentsucces®f InstagramandPinterest,
Icreated{ 1 2 | @LAHEmMedphotosharingtool. SHWAG's a convenient
andcoolwayto customizeandshareyour photoswith everyone.Theprocess
wasa A Y Lthk&aXicture,chooseatheme,then shareon socialnetworks.

Theappis currentlyavailableon the GooglePlaymarket, howeverit hasnot
beenupdatedsincemid-2011.
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http://www.SHWAGD.com/
http://www.SlideAndSeek.com/

APPLY REQUEST INFO visIm MY AJMLS
About
ATLANTA’S

JOHN MARSHALL FUTURE STUDENTS ~ CURRENT STUDENTS

LAW SCHOOL

turning students

Featured News

Atianta's John Marshall Law School Remains Approved ABA
Law School, Seeks Non-Profit Status

) Atlanta’s John Marshall Law School is pleased to announce that
the Council of the Section of Legal Education and Admissions to
the Bar of the American Bar Association at its recent meeting
found that the Law School demonstrated full compliance

Featured Event

ALy

Spring 2020 Graduation

May 16, 2020 at 1:30 p.m. atthe Georgia World Congress
Center Sidney Marcus Auditorium, Tickets are required for
entry. Each graduate will receive 15 tickets. Information about
tickets will be communicated to graduates by email. Please
click here for

12Twenty

FACULTY & STAFF
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JOH N\/IARSHALLLAWSCHOO

2013¢ 2021

POSITIONVebDeveloper

POSITIOSUMMARWY focuswasthe maintenanceand
improvementof the web propertiesunderthe JohnMarshall Law
Schoobrand,whichincludedthe mainwebsite,a websitefor
SavannalhawSchooljnternal TVportalsfor both schoolsandlaw
journalwebsitesfor both schools.

| alsostayedupdatedon newweb-basedpropertiesandsuggested
usefulwebtoolsfor the staffto use.

Throughoutmyyearshere,| did alot of graphicdesignand
interactedwith the marketingandadmissionglepartmentsheauvily.

ATLANTA’S

JOHN MARSHALL
LAW SCHOOL

1422
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2020] COCACOLA

= Z”? GETOUTTHEVOTEEARLY:

POSITIONDesigner ProjectManager
PROJECSUMMARYG / 2Qdlais proudto lendour voiceg and

Ytl[ll‘llj.ll!lemn RLLTS our resources; to supportGaVotingWorkasthe Georgiabusiness
{:VERYT%FJE | Sl - | ¢ communitycomestogetherto supportvoter participationand,in

~~~~ ;;“ it 'y _f- ~:; particular,emphasizehe importanceof early@2 (G A y 3 ® £

CocaColapartneredwith my organizatiorto designanddistribute
t-shirtsto the Atlantacommunitywith the goalof encouraging
earlyvoting. Wecameupwith thea | 2vdidlirfluences

9 @S NE dafpaigrifiésignedand distributedthousandsof t-
shirtsthroughout Atlanta.

GET OUT
AND VOTE
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WHYWEVOTE

2020| SPRITE

o
e by
- F, - _
! ‘ \ ' POSITIONdeation+ Producer
i PROJECSUMMARYG 2 KWe+ 2 isiéontentseriesoptimized
; L , ‘ N for Instagramand TikTokwherewe gathered25 diverselocal
h A Ty g ) influencersin Atlantaandaskedthem onequestiond 2 Kaéeyou
A g2 0AYyIKE
Theendresultwas 25 individualclipsand a 5-minute highlight
fp— videoshowingthe ¢ K 2vihéof!  f | ofeiativedéene while
g exploringtheir motivesfor votingin the upcomingelection
|\ #CREATEYOURFUTURE ploringt J P *
p _ . ' R, Thehopewasthat the messagesvould inspirepeopleto getup,
i ;& Sy e T " ‘ getout andvote.
,.t' | ?', \ i T8
; $ i aa— We partneredwith Spriteto createanddistributethis content.
s | i e Spriterebrandedthe campaigrundertheir existingd / NXbuii S
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WELIWELIMWEL

2021| LULULEMON

POSITIONdeation,Designer Producer

PROJECSUMMARMYL:ululemoraskedmyteamto createa
culturallyrelevantpropertyfor the Atlantamulti-cultural
community. WecreatedWellWellWell.

WellWellWell(WWW)wascreatedto fuel the minds,bodies,and
soulsof peoplein the HipHopcommunity. Ridingthe newwave
of healthenthusiastsn the HipHopcommunity,we created
somethingto educatepeopleabouthealthandwellnesswhile
alsoencouragingphysicalctivity.

Theeventbroughtout almost100peopleto experienceour
educationsessiorandbreakoutexercisesessions We partnered
with LocalGreenandother localhealthyfood optionsto provide
healthyrefreshmentdor the attendees, Andwe createdcustom
athleisuregearto offer guests.




ATLANTA
IS THE
DREAM

THE DREAM
INFLUENCES
EVERYTHING

ATLANTASTHEDREAM

2022| ATLANTEBREAM

POSITIONdeation+ Designer

PROJECIUMMARYAIEhasalwaysseenAtlantaasatalentincubator,
where creativescometo sharpertheir swords.Butthesesame
creativesoften moveon to othercitiesto & 3 tBdid I Ielkthe bag
isherebecausdhe dreamis here.

Atlantaisthe dream.It isa dreamcity wheredreamscometrue...
wheredreamerscanmakethingshappenandwin. Atlantaisa [ Y Q &
dreamandthe world needsto know.

We designeda potentiallyiconict-shirtfor the Dreamfanbase and
the Dreamdistributedthousandsof them asin-gamegiftsto fans.

POSITIOBUMMARYAsthe designerfor this campaign) createdthe
conceptbasedon my researchandthe currentmessagin®f the
AtlantaDream.l designeda simple,yet appealing graphithat

g 2 dzf dvef@derthe poignantmessage.




ATLANTA\I FLUENCIES’ERYTHI |

2015¢ PRESEN

POSITIONFounder& Head ofCreative

POSITIOSUMMARYAfter foundingthis brandin 2015with my

: \ businesgpartnerBemdJoiner, performedall primarygraphic

— ame ) designandcreativeservicedor the brand. | built and maintained
‘ — anecommercewebsitefor the brand,aswell asdesignedall

i’ : , presentationdecks | also perform project management,
A \ : information technology and financial management duties for the
%P{,FLUE . team.
ERYTHING y. # f N |\ | ' ! AtlantalnfluencesEverythings a creativeconsultancyfocusedon
_ ’ » . ; ] combiningcivic,corporateandculturalunderstandingo harness
k- 3 ‘!'.'j the influenceof Atlantacultureto do goodandconnect
| . 9 ' communities.

Wearethe voiceof Atlanta.
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