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WEBSITE & BRANDING DESIGN , o e
KCL Institute Selected Logo The client wanted a fun, whimsical, kid friendly

logo. The colors, purple, pink, and blue, were
provided by the client. The client also wanted
KCL Institute is a tutoring business that indi& school elements incorporated like books,
vidualizes each child's learning experience pencils, etc. The client ultimately chose this
based on the way they learn and comprehend logo, with a stack of books, two cartoon style
new information. Whether your child is an children, and a pencil in the negative space

KCL I nstitute auditory, visual, or kinesthetic learner, KCL between them. All the logos try to encapsulate
Institute has a specialized teaching plan fit

both kids and school in a playful way. This logo
of Individualized Learning just for them.

was then the inspiration for the style and visual
direction of the rest of the project.

KCL Institute &= 4

of Individualized Learning

Books Children Pencil

% KCLIn,stitut}e HOME  CONTACTUS Q B R
of Individualized Learning

Kickstart Other Logo Options
your child's
success with
2 kclinstitute u . .
KCL Institute KCL Institute

of Individualized Learning of Individualized Learning

NZ Y X %

Book Child Child Star

kelinstitute Back to School! Get your child back into the
swing of things with KCL Institute! Schedule a session
today!

#backtoschool #school #schoolsstarting #tutor
#teacher #tutoring
June 25

KCL

___ Institute of —

2. kelinstitute : ivi lized i
- KCL Institute Individuglized Learning
Individualized Learning
® s K
e 3 .
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WEBSITE & BRANDING DESIGN

Schedule a Session

Email us at info@kclinstitute.com
Follow us on Facebook and Instagram!

0e

About Us

Our Teaching Method

At Kickstart Critical Learning Institute, we individualize your child's
experience based on the way they learn and comprehend new information
with our unique teaching method. We base our lessons on whether your
child is an auditory, visual, or kinesthetic learner. By individualizing your
child's tutoring in this way, they learn more easily, retain more information,
and understand better. Making KCL Institute the best choice when your
child needs help with their school work!

Our Service

We educate our students based on their unique mode of comprehending
Understanding how each individual child learns is contingent on giving
them the best possible education they can get. Addressing the needs of
each child strengthens their abilities and helps them learn more. We
ensure each child we teach gets the individualized learning experience
they need to be successful.

Our Curriculum

We find that our specialized curriculum positively impacts participation,
effectiveness, and the satisfaction of our learners. This creates a fun,
productive, and most importantly helpful environment for kids to learn in.

Full website can be seen on kclinstitute.godaddysites.com

2l

Below the banner image on the
website, one of the first things we
wanted to display is how to
schedule a tutoring session with
KCL Institute. People who go to
this website are most likely
looking for information on how to
schedule tutoring for their child,
so that information is given right
near the top of the website. There
are also small links to KCL’s social
media pages.

About Us

Our Teaching Method

Learning Styles

\ Auditory

If your child is an auditory learner, that means they learn best through
listening. This means they are more likely to remember things they have
heard. In the case of an auditory learner, spoken instructions would be

\ e used rather than written instructions.
Visual \\\\\HHW,,
\\\ I,’
If your child is a visual learner, that means they learn best through seeing. - L4

These learners think using pictures and visuals rather than spoken words.
In the case of a visual leamer, pictures and videos are used rather than
written or spoken instructions.

Kinesthetic

If your child is a kinesthetic learner, that means they learn best through

doing activities themselves. This means they are more likely to remember
things they feel, touch, and experience. In the case of a kinesthetic learner,

pictures and videos are used rather than written or spoken instructions

Social

0O ©
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Learning Styles

Auditory

If your child is an auditory leamer, that means they learn best through
listening. This means they are more likely to remember things they have
heard. In the case of an auditory leamer, spoken instructions would be
used rather than written instructions.

Visual ‘\\\\\\\ (1Y) ””’1,

N
If your child is a visual leamer, that means they leam best through seeing - L4
These learners think using pictures and visuals rather than spoken words.

In the case of a visual leamner, pictures and videos are used rather than

Since KCL Institutes unique style
of teaching relies on the child’s
unique learning style, the learning
style’s are each explained on the
websites front page along with a
matching illustration for each
learning style. Since auditory
learners learn best through
listening it is paired with an ear
illustration. Visual learners learn
best through sight, so it is paired
with an eye illustration. And
kinesthetic learners learn best
through hands on activities it is
paired with a hand illustration.
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About Us

Our Teaching Method

At Kickstart Critical Learning Institute, we
individualize your child's experience based on the
way they learn and comprehend new information
with our unique teaching method. We base our
lessons on whether your child is an auditory, visual,
or kinesthetic learner. By individualizing your child's
tutoring in this way, they learn more easily, retain
more information, and understand better. Making
KCL Institute the best choice when your child
needs help with their school work!

KCL Institute

of Individualized Learning




BRAND & ADVERTISING DESIGN
Think Big Conference

kelinstitute

The Think Big Conference is where the world’s top
minds, astronomers, and scientists gather to
discussthe future of spacetravel, the possibility of
humans living in space and on other planets, the
latest discoveries in astronomy, and pushing the
limits of what humans are capable of.

)

THINKBIG
CONFERENCE

AT

TUESDAY

Y1,

GUEST SPEAKERS

NASA Administrator Bill Nelson /
SpaceX CEO Elon Musk \
Former Astronaut Buzz Aldrin

NASA Chief Scientist Howard Levine

AT THE SOUTH SAN FRANCISCO CONFERENCE CENTRE

W

—

(Photoshop) (IIIustrator)




Selected Logo

Space + Rocket

BRAND & ADVERTISING DESIGN
Think Big Conference

Wordmark Logo

THINK BIG
CONFERENCE

The final logo combines a number of different
space themes that visually represent thinking,
space travel, and humans populating space and
possibly other planetsinthe future.

THINK BIG
CONFERENCE

Other Logo Options

Water + Space
Drop

eCCC Yo

TUESDAY MAY 1

SOUTH SAN FRANCISCO
CONFERENCE CENTRE

1
® %

+  * +
o 9
Thought + Space
Bubble

Astronaut + Space




BRAND & ADVERTISING DESIGN
Think Big Conference

A
TH I N K BIG AT, All advertising for the event was created with The pictures, imagery, and overall design is
CONFERENCE | the same styleguide including typefaces, meant to invoke thought about pushing

logomark, wordmark, colors, and gradient human capability and advancement in our
maps. Advertising for the event was primarily knowledge of outer space. The Think Big
done online since that is where the target Conference has a very serious topic and the

TUESDAY cal | audience would see it. tone and designs reflect that.

TUESDAY MAY 1

THINK BIG

AT THE SOUTH SAN FRANCISCO CONFERENCE CENTRE

o W N @) l

Outlook n Teamscall (3 2 QO & 2 <1 Blake Hotaling

THINKBiG TUESDAY MAY 1

] Delete T Archive O Junk v < Sweep 23 Moveto < Categorize v (® Snooze

Filter

(© Focused  Other &%

Register Now for the Think Big Conference on May1

Retention: Exchange Retention

Deletion Policy (7 years) Expires: Thu 2/1/2029 8:03 AM

Yesterday @ Think Big Conference <conference@thinkbig.com>
° donotreply@waketech.edu To: Bl i
Daily Notifications Thu 11:14 PM -

Your updates Discussion:

s 59 new posts Web Design (.

THINKPIG
° Wake Technical Community College Onlme'Ch:tpt'er.... CONFEREK‘CE

Reminder: Last day to accept your no.

[CAUTION]: This email originated from

TUESDAY

Alison Consol in Teams
Alison mentioned Graphic Designers ...

[CAUTIONJ: This email originated from outs

GUESTSPEAKERS
\ Wake Tech Registrar Office
Reminder: Apply for May 2022 Gradu...  Thu 8:03 AM

May 7 Graduation Information Are you completing y...

NASAAdministrator BiliNelson
SpaceXCEQ Elon Musk

Former Astronaut Buzz Aldrin

NASA Chief Scientist Howard Levine

This week

@ donotreply@waketech.edu




UX /Ul APP DESIGN & ANIMATED LOGO
Found It

Found It is a mobile app that helps you locate your
belongings with the help of tracking stickers. Just
putthe Found It Tracking Sticker on your belongings,
activate it, and use the app to track their location.
Neverloseyour TVremote, phone, keys, orany other
belonging with the Found It app.

foundit

Backpack Tablet

(After Effects) (AdobeXD) CPhotoshop) (IIIustrator)

foundit

Animated Logo and microinteraction animation
can be seen on www.blakehotaling.com

L. 0

Magnifying  Letter O

Glass
#225933 #46D375

The colors chosen for this project were
inspired by radar, a device or system used
for detecting and locating objects.

Myriad Variable Concept
Myriad Variable Concept

Myriad Variable Concept Your ﬂ]]ng's
Myriad Variable Concept aga]n
Myriad Variable Concept frackind

gkickers
Roboto Slab
Roboto Slab
Roboto Slab
Roboto Slab
Roboto Slab

Never lose

found




How It Works

Found It Tracking Stickers have a GPS
tracking chip inside of them that
works in conjunction with the app to
help youlocate your belongings inreal
time . Simply place the sticker on any
objectyoudon’twanttolose, activate
itintheapp, andthenlocateit withthe
map interface. A sticker ensures the
tracking chip stays with the object,
unlike Tile or other similar products
which can be lost easily as well.

Tracking
Stickers

Found It Stickers come in a variety
of different sizes with an option of
light and dark color schemes.

2l

UX / Ul APP DESIGN & ANIMATED LOGO
Found It

Home Interface

The home page shows all of your activated
Found It tracking stickers along with the
name you gave the sticker upon activation.
Each sticker shows a small map of the last
known location of your object for easy and
quick viewing. Atthe top of the interfaceis a
menu, add sticker, and settings button.

1141

= foundit

Backpack Tablet

Map Interface

Clicking one of the “Track Sticker” buttons
on your home page will bring up this large
map interface. This scrollable map shows
the live location of your object. The green
dot represents your belonging, clicking the
“Get Directions” button will give you
directions directly to the location of your
object.

11:41

< foundit

Kenton Ave -

Crimson Street

Backpack

Kenton Ave, Raleigh, NC

First Ave, Raleigh, NC

Terrance Street, Raleigh, NC

fe

See menu and settings animations on www.blakehotaling.com
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Elevation Outdoors

N
ELEVATION [ > ELEVATION

NS 2 sellg thmgg I|kle loutdoor cIo’Fhmgs,lsports OUTDOORS
equipment like fishing rods, hunting equipment,

and anything else you need for outdoor life.

090
@ elevation.outdoors /‘ Secondary Lo9

AT ELEVATION

O Q OUTDOORS ———
i ¢ o U T D 0 0 R S ‘ elevation.outdoors Gear up for adventure with Elevation |

Outdoors! We have all the gear you need for all of your
& outdoor activities. Whether it be hunting, fishing, or hiking, .
GEAR IJ-P FOR ADVENTURE Elevation Outdoors has what you need to make your trip Heddhne S"‘gle
memorable.

8 R Roboto Siab Black R
i?‘.’nﬁ? Ny | ELEVATION ABCDEFGHIJKLMNOPQRTUVWXYZ

OUTDOORS —moue

8§ 'GEAR UP FOR ADVENTURE

Social Media Qdvertisements

g ' | |} ‘ g grand Frame
== o | | ELEVATION |V

MAKE A SPLASH:

SHOP NOW '
elevation.outdoors Gear up for adventure with Elevation 7
Outdoors! We have all the gear you need for all of your
outdoor activities. Whether it be hunting, fishing, or hiking,
Elevation Outdoors has what you need to make your trip

memorable.

December 10

elevation.outdoors

Call to Action
Dutdoor Photography
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DIRECT MAILER DESIGN

Total Smiles Dentistry
Total

Total Smiles is a dentists office who wants to
create a long lasting relationship with you and
your family. The target audience forthese mailers
is moms, ages 20 - 55, who are lower to middle
class. The goalisto get momsto make their family FOH NEW PATTENTS
members of Total Smiles Dentistry. Everything

. : Become a member of our family dentistry
from the written copy, the pictures chosen, even and recieve one free cleaning on your
. . first scheduled visit. Only applicable to
the coupons offered were designed with the new patients Offer ends March 1st, 2023
target audience in mind. Some restriction apply. No Cash Value.

See

FREE =Y W

FOR NEW PATIENTS \\ The word “free” is the largest word to catch the viewers eye. The

promise of free items and services gets people’s attention and piques
Become a member of our family dentistry their curiosity. There is a call to action to see the back for more details.
] [ESTHE ONE e GIRg B SO Includes custom icons that match the style of the overall design.
irst scheduled visit. Only applicable to £

new patients Offer ends March 1st, 2023
Some restriction apply. No Cash Value.

See

Total e

189 TRIBES HILLRD US POSTAGE
JOHNSTOWN NY 12078-1128

R« Total

BRUSH FLOSS RINSE At Tgtal Smiles we want .to npt only
40)5 provide you and your‘famﬂy with the
. PN : | SMILE | best dental care possible, but we also
- - i 777/ want to build a lasting relationship
‘ 7 ,//////;}/////////////////////////////// e with you and your family and let you
//////////////////////////////// ,_'._\5_.,_{ o KA W GEE EheNE GUT FETES.
11177777777 call (615) 899 - 8828 lélf' We are located at 195 Fulmont Street.
Total Now
Visit wwW. I \ -EE (615) 899 - 8828
1 V ******************AUTO***FTB 5_DIGIT 131664
(y ' RE \ ELECTRIC -
o] \ . ORALB SH -3 JEFF PLESAC
0 OFF . EXAM&XRAY TOOTHBRU =]z [m] 184 COUNTY RD
INVISALIGN | FORNEW PATIENT 1 :

R

JOHNSTOWN NY 12078-1128
CONSU LTATION




DIRECT MAILER DESIGN

Affordable
Dentis
Your F
an Rel
ZREE

E\N
AT \EN

/G A P J SMILE

/[

Total s (615) 899 - 8828

The phone numberisthelarge since the target audience is more likely to
callratherthan goonline. Using pictures of professionals doing their jobs
gives the audience comfort and makes the dentistry appear reliable.

/L

189 TRIBES HILL RD US POSTAGE
JOHNSTOWN NY 12078-1128

FrrrAUTO™FTB 5-DIGIT 131664
JEFF PLESAC

184 COUNTY RD

JOHNSTOWN NY 12078-1128

2

Front

Keep Your
Famlly
Smiling 44

Total i i

The target audience is moms, or people with families in general, so using
pictures of smiling families tells the viewer ‘this could be your family’. A
group of people with nice smiles makes for a good advertisement for a
dentistry. The coupons will help persuade moms that this is an affordable
option for them and their family.

Total

189 TRIBES HILL RD US POSTAGE
JOHNSTOWN NY 12078-1128
Affordable Dentistry makes
everyone smile brighter! What We Offer:

o Affordable membership plans
Top of the line dental care
Dentists who care about you

*eesere AUTO**FTB 5-DIGIT 131664
JEFF PLESAC
- 184 COUNTY RD
Visit Our JOHNSTOWN NY 12078-1128
Website
To View

Our Plans



MULTIPAGE REPORT DESIGN
The Garden Grocer

The Garden Grocer is a grocery store focused
not only on delivering healthy food to your
families table, but also on positively impacting
the environment. This multipage annual report
lets shareholders and other interested people
know about The Garden Grocer’s activities and
financial performance for the 2021 year. The
reportincludes statistics, rankings, and goals for
the upcoming year.

] .\\‘
ANNUAL
REPORT-

( IIIustrator)

( InDesign ) (Photoshop)

Table of Contents”

overview

MULTIPAGE REPORT DESIGN

ourmission
our growth
wherewe rank
new services

looking forward

L)
Overview

The Garden Grocer is pleased to present our
2021 annual report. Our company has shown
massive improvement and growth that this
year that we are hoping to continue into next
year. First, we would like to share with you our
mission as a company, what we stand for, and
what we want to accomplish. We want you to
know what is near and dear to us and hopeful
ly you will sh

e these sentiments as well. This
report will go into specifics about our growth
as a store compared to previous years, as well

as our steady growth in revenue over the past
few years. We also want to show you where we
rank compared to similar grovery store chains
in hopes of showing you we can be the best
and healthiest of them all. It is important to
us that you know exactly where The Garden
Grocer is right now, as well as where we are

Throughout the past five years we have shown
growth in the number of store locations we
have been able to open. In 2017, early in our
companies history, we had 98 stores open across
the south. In just four years we have grown to
682 store locations across the south and west
regions of the United States. That's an increase
of 184 stores from last year, and an increase of
584 locations since 2017. We expect this trend
to continue into 2022 as we plan to open an-
other 200 locations by the end of the year, Our
ability to open more stores in more locations is
very dependent on our collaboration with local
farmers that supply us with the freshest fruit
and vegetables possible to uphold out promise.
We have had major success in this area in the
last few years, collaborating with over 600 local
farmers located near our store locations to en-
sure the freshest food for your family

ing local farms ensures the food is local, fresh,
and puts money back into the community. We
hope to continue this growth into 2022.

2018 2019 2020

headed in the future. Then we will go into

some specifics on what new services we plan
to implement in 2022 that we feel will improve
our stores and customer experience as a whole.
At the Garden Grocer, we are always looking to

improve, we want e

ery experiene you have at
our stores to be better than the last. And finally
we will be looking to the future of our company.

will be a deep look into our energy conser-

nsportation costs, and overall envi
ronmental impact compared to similar stores.

We are looking to make a positive impact on
the enviroment to offset any negative effects
that may happen along the way. This includes
planting trees in the surrounding areas of our
stores, contructing windmills to conserve ener
8y, and collaborating with more local farmers to
deliver the freshest fruits and vegitables possible

2017 2018 2019 2020 2021

Our total revenue for the year of 2021 was $14.5
billion. This is an increase of over 2 billion
from our prior years revenue. This marks our
5th consecutive year of increasing our revenue
from the prior year. This graph shows our large
increase of over 9 billion dollars from 2018 to
2021. This trend is expected to continue into
2022 as we are projected to make 17 billion
dallars. Due to the COVID 19 pandemic, our
total revenue did not increase as much as it has
in previous years, that is why we are expecting
an even larger increase in the year 2022. If we
succeed in our goal of opening 200 new stores
next year, we will easily hit our 17 billion pro-
jected revenue mark for the year, and hopefully
even surpass those projections. With our store
count growth increasing as well as our revenue
increasing, we see this trend continuing for
years to come, especiall our collaboration
with local farmers seems to be increasing year
to year as well.

Oul Mission.

The Garden Grocer only offers the healthiest fruits, vegetables,

and groceries, because we

want your family to be able to eat healthy and live healthy. All food items we offer for sale at The

Garden Grocer have to pass our rigorous health standards which include no high frutose

corn

syrup and low sugar. We also offer vegan brand options and plant based meat alternatives, All
of our stores offer options from local farms that are sent directly to your local Garden Grocer
location, fresh and ready for you families to eat! We place heavy emphasis on green technologies
and having as little negative impact on the environment as possible. What sets us apart is our
dedication to having a positive impact on the environment compared to other groc res.
Reducing our ecological footprint in all facets of our industry, including transportation, agricul-

ture, electricity, even the very buildings our stores are located in are made to ensure we are able
to run with solar energy, and alternatives to ensure energy conservation. Our priorities are the
health of you and your family, and preserving the environment

With the help of The Garden Grocer,

you can make every meal a healthy meal that you

and your family will enjoy. Join us in a review of our growth as a store in 2021, as well as some
statistics that show our growth throughout our history. We will show you where we rank com
pared to other similar stores, how we are reducing our enviromental footprint, and our goals for

the upcoming year. We feel this information will be useful to possible investors and customers.

woso T

Where We Rank.

This is a survey of the most trusted United States gro.
cery stores and split up by region as well. As it shows,
the Garden Grocer ranks number 4 in the South

region of the United States and now ranks number 5
in the West region of the United Sates. While stores
like walmart and Kroger rank highly, they do not offer
healthy foods like the Garden Grocer. Trader Joe's, a
comparable grocery store to ours, also ranks number
4 in the West. This shows the groeth of our company
since lat year The Garden Gcerocer was just ranked
number 5 in the west. Surpassing ALDI in the

When format is taken into consideration, in the
category of natural grocery stores, which include
stores like Whole Foods, Trader Joe’, etc, we are now
currently tied with Whole foods for number 1 ranked
nartural grocery store. This is a jump from last year
when the Garden Grocer was ranked number 3 in
the natural grocery store format category. Our goal in
2022 is to take sole possesion of this category and

south region is a big accomplishment for our comany,
and ranking number 5 in the west region shows how
our store count growth has increased our rank with the
United States most popular grocery stores. Our plan of
opening 200 more stores in 2022 should increase these
ranking even more, as well as add some new ranking
to some new regions of the United States as we ex

into the Northeast and Midwest. By the end of 2022
we will hopefully see more rankings by The Garden
Grocer as we continue to try and copete with stores
like Tader Joe's, Wegmans, and Whole Foods.

rank number 1 in the natural grocery store format.
Knocking Whole Foods down to number 2 would be

a great accomplishment for our store so early in our
companies history. We want to focus on what we know
best, which means competing with stores most like

us, this includes mainly Whole Foods and Trader Joe’s
as they also focus on natural and healthy foods. Our
future goals will put us in a good spot to take number 1




MULTIPAGE REPORT DESIGN

What's New?

Since one of our main concerns is
saving the environment, we plan
on trying to reduce our ecological

footprint from last year when possi-

ble. Right now, transportation of
our food is taking up a large chunk
of our footprint. That is why we are
making an effort to partner with as
many local farms as we can in areas
where we have store locations. This
should reduce our overall energy
use and reduce engative impacts on
the environment even more than
before. We plan on implementing
more renewable and reusable ener-
8y option at our store locations like
solar panels and putting windmills
on farmland for wind energy. Our
history of partnering with local

farmers suggests that we will soon
be collaborating with many more
local farmers which will cut the
transportaion portion of our ego-
logical footprint down significantly.
In order to cut down on our elec-
tricity consumption, we are begin-
ning to install solar panels on all of
our stores. We hope to install solar
panels on all of our stores by the
year 2025, which should cut down
the electricity portion of our eco-
logical footprint down by at least 5
percent. On top of that, The Green
Grocer is partnering with energy
conservation experts to help install
windmills on our partners farm-
land to reduce the use of electricity
and help the local

health. This will bring electricity
usage down even more in hopes of
combatting the ecological footprint
of our buildings, since we are plan-
ning on adding 200 more stores

in the coming year. The Garden
Grocer is always looking for ways
to reduce our ecological footprint
and help the environment in any
way we can. Although our ecologi-
cal footprint is vastly less than other
grocery store chains like Walmart
and ALDI, we are not satisfied with
having the least negative impact on
the environment, we want to have a
positive impact on the environment
as a whole. There are ways we can
do that in the coming years and we

hope to impl very soon.

Our Ecological Footprint Breakdown
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These Infographics not only inform the
readers, but they also match visually with
the stores brand, using the same colors,

shapes, fonts, and style. The colors used
were chosen because they evoke thoughts
of trees, plants, and the environment in
general. Custom headlines were created to
match the wordmark logo. Pictures of
brightly colored, fresh fruits and
vegetables are used inside the report and
onthecoverbecausethe store wantsto be
known for their delicious produce they
provide for your family.

Fromall of usat
The Garden Grocer

Infographics Up Close

Throughout the past five years we have shown
growth in the number of store locations we
have been able to open. In 2017, early in our
companies history, we had 98 stores open across
the south. In just four years we have grown to
682 store locations across the south and west
regions of the United States. That’s an increase
of 184 stores from last year, and an increase of
584 locations since 2017. We expect this trend
to continue into 2022 as we plan to open an-
other 200 locations by the end of the year. Our
ability to open more stores in more locations is
very dependent on our collaboration with local
farmers that supply us with the freshest fruit
and vegetables possible to uphold out promise.
We have had major success in this area in the
last few years, collaborating with over 600 local
farmers located near our store locations to en-
sure the freshest food for your family. Support-
ing local farms ensures the food is local, fresh,
and puts money back into the community. We
hope to continue this growth into 2022.

Revenue itions)

2017 2018 2019 2020 2021

Our total revenue for the year of 2021 was $14.5
billion. This is an increase of over 2 billion
from our prior years revenue. This marks our
5th consecutive year of increasing our revenue
from the prior year. This graph shows our large
increase of over 9 billion dollars from 2018 to
2021. This trend is expected to continue into
2022 as we are projected to make 17 billion
dallars. Due to the COVID 19 pandemic, our
total revenue did not increase as much as it has
in previous years, that is why we are expecting
an even larger increase in the year 2022. If we
succeed in our goal of opening 200 new stores
next year, we will easily hit our 17 billion pro-
jected revenue mark for the year, and hopefully
even surpass those projections. With our store
count growth increasing as well as our revenue
increasing, we see this trend continuing for
years to come, especially since our collaboration
with local farmers seems to be increasing year
to year as well,
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UX /Ul APP DESIGN UX / Ul APP DESIGN
Scramble Fantasy Scramble Fantasy

Cr l Scramble Fantasy is afantasy footballapp made

E — FANTASY— to help you compare players stats and create the Scramble

best lineup you can for your fantasy team.
@ Scramble’s player comparison interface allows —FANTASY—
you to compare up to three players all on one
screen. This helps you find the best players
quicker and easier than other fantasy football

apps.

Scramble

—FANTASY—

=
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O, Search

= Quarterback
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Quick & Easy!

PLAYERS LEAGUE
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Team John
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/

Downloadinthe
App Store

O, Search

= Quarterback

Harrison Cole FROJ s
QB Carolina Reapers QB 1 9 8 -
i
I Colton Kraft FROJ s
RB New York Liberty R 1 70 n MATCHUP PLAYERS LEAGUE
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UX / UI APP DESIGN
Scramble Fantasy

Comparison Page

The player comparison interface allows the
user to compare up to three players stats at
once allonthe same screen. No more clicking
through multiple pages and hitting the back
buttontofindthe best playersforyoufantasy
team. Scroll through each players full season
stats, comparethemto others, and add them

allonthe same interface quickly and easily.

« Scramble O

LINEUP MATCHUP PLAYERS LEAGUE

O, Search

= Quarterback

Kraft Connor Adams Cooper Ford

YDS I/F PTS
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Kraft Connor Adams Gallup Wilson Cooper Ford
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n 5 48 1 9.8

G 12 6 44 0 10.4 °
13PRJ 5.2 488 0.5 9.2

Running Back

Adams Smrth Wilson Cooper  Ford
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Player Stats Page

The player page shows more in depth stats
for an individual player. The user can switch
between passing, rushing, receiving, or other
stats. The user can select which year of stats
they wantto seeto getamore holisticidea of
a players career. The player page shows the
players position rank, average points, and
their ranking for the last three weeks.

LINEUP MATCHUP PLAYERS LEAGUE

Harrison Cole
Carolina Reapers
POSITION QB o
TEAM BHT
AVG PTS ROSTERED LAST 3 WKS

0 26.2 99.9. 000

SEASON STATS

Passing

Home Page

Scramble Fantasy’s home page shows youall
of yourfantasyteamsineveryleagueyouare
in at a quick glance. Users can be in multiple
leagues and designate acolortoeachleague.
Users can arrange their home page to select
which leagues they want to have ontop. This
screen shows the fantasy score in each
league and who your opponent is.
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Lineup Page

The lineup page lets the user select which
players they want in their starting lineup for
the week. Next to each players pictureistheir
position ranking, quickly letting the user
know how that player stacks up against
others of the same position. The green
ranking is the fantasy team ranking, meaning
thisteamis ranked 4thinits fantasy league.
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BRAND & FOOD TRUCK DESIGN
The Rolling Donut

The Rolling Donut is a food truck that serves an
assortment of donuts and refreshments. The
theme is meant to be fun, bright, and eye catching
to get the attention of passerbys on the street. The
fun and amusing visual theme is meant to reflect
the experience customers have whenthey cometo
The Rolling Donut, or rather, when it comes to them!

VG \

W
DONGT

ﬁ AL

The cartoon style donutillustration of the logo,
meant to depict a donut thatis rolling, is used
throughout the theme of the food truck,
including the menu. These funillustrations not
only make the customers hungry, but also
doubleasafunvisualthemeusedonthe menu,
cups, and food truck itself. Menu and
advertisements were designed specifically to
fit the food trucks window dimensions. This
brightly colored and bold design is sure to
catchyoureye whenitcomesrolling down your
street!
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CLASSIC STRAWBERRY  CLAGSIC CHOGOLATE CLASSIC VANLLA CHOCO STRAWBERRY  CHOGO CHOGOLATE CHOGO VANILLA
$2.00 $2.00 $2.00 $2.00 $2.00 $2.00
CLASSIC GLAZED (HOEO GLAZED CLASSIC POWDERED BOSTON CREAM COOKIES AND CREAM JELLYFILLED
$2.25 $2.25 $2.25 $2.50 $2.50 $2.50

1) HALF DOZEN FOR $6.00




BRAND & FOOD TRUCK DESIGN
The Rolling Donut
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Mockups have been designed using assets from Freepik.com



