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Hello, and welcome to my portfolioHello, and welcome to my portfolio

Thank you for taking the time to review my portfolio. 
 
To start, here is a collection of some of my favorite projects from branding to 
web design to illustrations. I’ve also included some detailed case studies so 
you can know what it’s like working with me right of the bat and can see if I’ll 
be the ideal fit for your team. 
 
I believe it’s important to be transparent so you’ll see projects that went well 
and ones that had hiccups along the way. With each project there is always 
a take away and after reflecting I’m always able to learn how to grow and 
improve as a designer. 

I’m an illustrator that has been creating visual illustrations with 10 
years of experience and have been professionally doing graphic 

design for 6 years. I’m currently looking for my next role to design 
with a creative team, help strengthen a business, and deliver 

visually amazing outcomes.

As a creative individual who loves designing, working with clients 
and bringing their vision to life is rewarding and is a constant 
reminder of how wonderful it is I get to pursue my passions of 

being a graphic designer.
 

Hello, I’mHello, I’m

KimmyKimmy
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Personal DetailsPersonal Details

Adobe Suit SkillsAdobe Suit Skills

Software SkillsSoftware Skills

Personal SkillsPersonal Skills

Date of Birth | 2.24.1995

Gender | Female

Personality Type | ENFJ

Phone | 435.862.4980

Email | khammons224@gmail.com

About meAbout me

Things I loveThings I love

2013-2017
Graduated - Dixie State University 
Bachelors in Computer Information Technology
with an Emphasis in Digital Design 

EducationEducation

ExperienceExperience

2014 - 2015
Dixie State University Ticket Office
Graphic Design Intern

2014 - 2016 
Dixie State University Student 
Alumni Association
Graphic Designer

2015 - 2018
University Marketing 
and Communications
Graphic Design Intern - Lead CVS Graphic 
Designer

2016 - 2017 
Dixie State University Student Association
VP Graphic Designer

2018 - 2019 
Rainbow Sign & Banner 
Graphic Design & Sales person

2019 
Fluent Home Security
Graphic Designer

2019 - 2020 
Tiny Blessings
Graphic Designer & Photo Editor

2019 - Current 
Aloreing Podcast 
Creative Director & Producer

2019 - Current 
Redlist 
Graphic Designer

OrganizationsOrganizations

Social Media
Marketing

Crafting

Package 
Design

Brand identity

Yoga

Typography

Organization

Painting

Color Theory

UI/UX

The Beach

Web Design

Communication

Roller Skating

Illustrating

Marketing

Astrology

Time
Management
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Gather at Town SquareGather at Town Square

At Gather at Town Square, we are passionate about providing 
the perfect space for our patrons to connect, share, and 

celebrate. To achieve this goal, the entire Gather at Town 
Square team must understand and live our brand. 

 
The following branding guide will assist you in understanding 

who we are, what we value, and how we communicate on 
behalf of Gather at Town Square. What we value most, 
however, is you. Your talents, skills, compassion, and 

professionalism are what make a difference in the lives of 
our guests. We’re proud to associate with truly outstanding 

individuals like you, who deeply care for community, 
creativity, empowerment, sharing, authenticity, 

enlightenment, and joy and ease. 
 

Learn, embrace, and live our brand. Doing so will provide 
consistency for our clients and partners. Thank you for 

being part of the Gather at Town Square team and 
for strengthening our brand with your talents 

and contributions.

6

Key Messages

Event Clients
Elegant and Flexible Venue: 

Gather at Town Square is a classic Victorian event venue that offers a variety 
of intimate indoor and outdoor spaces perfect for special occasions in the 
heart of downtown St. George. 

Customer Care:
Gather at Town Square offers free consultations and employs an experienced, 
passionate, fun, and flexible staff who provide joy and ease to every event. 

Open Vendor Policy:
Gather at Town Square allows outside vendors to create and customize the 
perfect event every time.

Connections:
Gather at Town Square partners with a variety of qualified local vendors to 
assist clients in hiring just the right people for their events.  

Freelance Practitioner Partners
Flexibility:

Gather at Town Square offers a variety of spaces and flexible schedules for 
one-on-one, small, or medium-sized meetings. 

At Gather at Town Square we offer specific promises to our guests. These 
promises set us apart and explain what our employees, clients, and 

partners can expect when working with Gather at Town Square. Consider 
and integrate the following key messages when creating marketing 
messages or communicating on behalf of Gather at Town Square.

10

Logo
Primary Logo

Secondary Logo

Version 1 Version 2

Version 1 Version 2
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Fonts

Candle Pro ........................................................... Headers
Baskerville - Semi Bold ................................... Sub-Headers
Avenir - regular ...................................................... Body Content

The Following fonts are approved for usage in Gather at Town 
Square branding materials.

Colors
The company color palette must be used for all communication 

materials representing Gather at Town Square.

Primary Color

Secondary Colors

R178   G155   B76  C31   M33   Y84   K3 # B29B4C

R249  G249    B250

C2   M1   Y1   K0

#F9F9FA

R32    G30    B41

C77   M74   Y56   K69

# 201E29

R229    G218    B133

C11   M8   Y58   K0

# E5DA85

R238    G232    B179

C7   M4   Y35   K0

# EEE8B3
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Support:
Gather at Town Square provides online scheduling, basic office supplies, and 
support for our freelance partners.

Affordability:
Gather at Town Square allows practitioners to enjoy professional and 
comfortable spaces at an affordable and sustainable rate.

Location:
Gather at Town Square is conveniently located in the center of St. George, 
providing accessible and discrete access to both practitioners and their 
clients.  

Event Partners
Facilities:

Gather at Town Square offers event partners appropriate space and resources 
for successful and seamless collaboration.  

Partnerships:
Gather at Town Square connects prequalified clients with local vendor 
partners, facilitating strong relationships and community collaboration. 

Coordination and Support:
The Gather at Town Square staff actively coordinates with and supports event 
partners before, during, and after events.
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Primary Word Mark

Primary Logo Mark

Secondary Logo Mark

Version 1 Version 2

Branding Guide

The ResultThe Result
Even with all the back and forth and the extended deadline, they loved the design. The owners especially appreciated that I 
took time to learn about their company and make all the changes they requested throughout the process. Even with all the 
different styles and opinions, everyone came together with a design that focused on the history of the event center. Ontop of 
making a logo they love, it has been amazing to watch the vision for their event center grow.

Design ProcessDesign Process

The GoalThe Goal

Project PurposeProject Purpose
Jordan reached out to me about creating a logo and brand for this company. The owners had 
purchased an old historic building on Dixie Blvd and wanted to make it the go-to event center 
rich with history. To do this, they needed a logo and brand to go with it. They wanted to 
create a logo, but they weren’t sure of the best direction. Some wanted a tree, others wanted 
a building and they needed a design to help bring together what represented their future 
vision for their company.

Client: Jordan Sharp, director of Dixie State University Marketing and communications was 
working on a side project with the event company, Gather at Town Square.

This project took about 2 month to complete. I was able to meet with the owners and learn 
about the history of the building and what they wanted to incorporate into the design. It was 
clear everyone had a different vision for the project. I started by designing multiple mockups 
of possible logos, with inspiration of trees and the actual building. After sending these 
designs they requested to make changes to not just one of the designs, but all of them. It 
wasn’t till we sent over the final round of changes that they chose the logo they wished to 
move forward with. Once the logo was completed Jordan emailed me the content for the 
branding guide and we worked together to get that finalized. 

We discussed their vision for the company and along with their mission statement. They 
wanted a design that combined the historic impression of the building and a formal event 
center. The owners all had different visions of how to accomplish this and resulted in an 
unclear jumping off point for the project. With Jordan’s help, we all agreed to start this 
project and I would be the logo and branding guide designer.

Brand Identity
Brand Identity
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Dixie Home & HospiceDixie Home & Hospice

At Dixie Home 
Rehab & Hospice, we 

define “The Meaning of 
Care.” Setting the standard 

for home care requires a 
united effort from the entire Dixie 

Home team and a firm understanding of 
our mission and values. 

 
The following branding guide will assist you in understanding 

who we are, what we value, and how we communicate on behalf 
of Dixie Home Rehab & Hospice. What we value most, however, 
is you. Your talents, skills, compassion, and professionalism are 

what make a difference in the lives of so many. We’re proud to 
associate with truly outstanding individuals like you, who deeply 

care for our patients, their families, and caregivers. Put simply, 
you are the Dixe Home brand.

 
Learn, embrace, and live our brand. Doing so will provide 

consistency for our clients and partners. Thank you for being 
part of our Dixie Home family and for strengthening our brand 

with your talents and contributions.

2

THE DIXIE 
HOME BRAND

Our organizational brand is the essence of who we are, our culture, 
our values, and our brand promises. Our brand includes more 

than our logo and tagline; it embodies the feelings our customers 
and employees experience when they associate with Dixie Home 
Rehab & Hospice. In this branding guide, you will find the tagline, 

positioning statements, values, key messages, personality, and visual 
assets of the Dixie Home Rehab & Hospice brand.   

44

POSITIONING 
STATEMENT

Dixie Home Rehab & Hospice is a locally owned and operated health 
care agency offering services in home rehab and hospice. Dixie 

Home Rehab is the only company in Southern Utah that specializes 
primarily in therapy-driven care for joint replacement patients. Dixie 

Hospice offers emotional, physical, social, and spiritual care for 
patients, families, and caregivers at no cost to the patient. 

Dixie Home Rehab & Hospice employs the most experienced, 
devoted, and caring staff in the area.
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LOGOS
PRIMARY LOGO

SECONDARY LOGO

TAGLINE

PRIMARY LOGO MARKS
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TAGLINE 

Dixie Home Rehab & Hospice is in the business of caring. 
We offer services during the most delicate moments of life. 
Our goal to provide the highest level of care is the driving 

force behind every decision we make. Nurturing meaningful 
relationships with patients, families, caretakers, employees, 

and local medical professionals provides the foundation 
of our company. Unequaled care and lasting relationships 

allow Dixie Home Rehab & Hospice to set the standard in our 
industry and to define “The Meaning of Care.”  

The Meaning of  Care

5

VALUES
Our values guide our corporate strategies, tactics, day-to-day 

decisions, hiring policies, customer experience, and culture. Our 
employees are the best conduits of the Dixie Home brand, and we 

strive for each employee to learn and live these values.  

Integrity
We empower our employees and trust them to be ethical, 
honest, and fair.

Skil led
We employ a competent, professional, knowledgeable, 
and skilled workforce to achieve the utmost care.

Meaningful  Care
We love providing meaningful care and believe that what 
we do makes a real difference in the lives of our 
patients, families, and caregivers.

Reliabil i ty
We value timeliness, consistency, cleanliness, and accountability.

Relationships
We believe that building lasting relationships is the only
way to do business.

Mutual  Respect
We honor the trust families place in us. We listen to our 
patients and personalize the care they receive.  

DO NOT
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To maintain brand integrity, all logos must remain in their original format 
and cannot be altered in any way. Apply logos to the highest contrast 
background possible. For example, when applying the logo to black 
backgrounds, use a solid white or light blue logo; when utilizing the full-
color logo, use a white or light gray background.     

Logos should be placed on a solid or 
blank background.

Logos should not be touching other 
design elements. 

Logos should not have any reduced 
opacity.

Logos are not to be stretched, 
skewed, or warped.

Never use unapproved colors or apply 
patterns or filters to the logos.

The ResultThe Result
Everyone was thrilled with the new logo, how quickly it was turned around, and how well it matched the message of care they were 
trying to express years prior. Not only did they love the logo, but the branding guide was a necessity they didn’t realize they needed. 
It allowed them to get flyers, posters, uniforms, name tags and much more completed by multiple people right before the new logo 
was revealed to the community. The branding guide book was clear, easy to understand and when the Nurses at the facility went to 
print shops to place orders, they could get something created that matched their brand every time.

Design ProcessDesign Process

Project PurposeProject Purpose
Jordan was working on increasing Dixie Homes credibility with a new marketing campaign 
and re-branding their company. He reached out to me to help in designing a new logo and 
creating a brand identity. Their current brand was lacking and reflected in a website that 
looked like a quickly typed out word document. We agree working on this project would 
strengthen their brand and help increase the company’s credibility.

Client: Jordan Sharp, director of Dixie State University Marketing and communications was 
working on a side project with Dixie Home & Hospice

This project took about 1-2 months to complete. Jordan emailed me the content for the 
branding guide and showed me their ideas for the company. I then created different mockups 
of the logo and they quickly picked the direction they wanted to go. Then after multiple color 
options of the logo, they picked one and we were able to finalize the logo. Once the logo was 
finalized by Dixie Home & Hospice I was able to create a branding guide that matched. 

The biggest problem during this project was “which blue should we use” and having it be 
changed constantly. Creating and finalizing the logo took 3 revisions, which was fantastic, 
but I sent over 21 different color options of slightly to different shades of blue to the owners 
of Dixie Home & Hospice to pick from. I learned that it’s crucial to communicate how making 
multiple changes, even if it’s just the color, causes the project to take longer and educating 
clients about it so they understand.

We discussed the company’s end goal and what they were wanting to change. They 
wanted to have a logo that represented hospice and care. The company wasn’t sure how to 
accomplish that and reached out to Jordan and I for help. We all agreed to create a complete 
brand makeover and during the project I would be the logo and branding guide designer.

The GoalThe Goal

Brand Identity
Brand Identity
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Mint Branding GuideMint Branding Guide
The Client: Jordan Sharp & Mint Construction The Client: Fluent Home Security

Tools Used: Adobe Illustrator, Adobe Indesign, Adobe Photoshop Tools Used: Adobe Illustrator, Adobe Indesign, Adobe Photoshop

2

THE MINT BRAND

Our organizational brand is the essence of who we are, our culture, 
our values, and our brand promises. Our brand includes more 

than our logo and services; it embodies the feelings our 
stakeholders experience when they associate with Mint 
Construction and portrays our vision to create lasting and 

memorable spaces for our customers. In this branding 
guide, you will find the tagline, positioning statement, values, 

personality, and visual assets of the Mint Construction brand.

Morgan Sharp & Nick Hankes

Sincerely,

At Mint Construction, we believe 

“Perfect Spaces Matter.” We believe 

ideal environments greatly enhance 

our personal and professional lives.  This is 

our mission: to create spaces that support our 

customers’ needs, passions, and dreams. 

It requires the united effort of the entire Mint Construction 

team to live up to our brand promise of creating perfect spaces, 

and the best conduit of our brand is you. Therefore, it is vital that we 

learn, embrace, and live our brand to provide consistency and generate 

trust for our clients and partners.   

The only way to achieve the perfect space is to be in harmony with those you share 

the space with. People are our most important assets. The relationships we build far 

outweigh the structures we create. The relationships we have with our clients, subcontractors, 

and among our employees are our top priority.   

The following branding guide will assist you in understanding who we are, what we value, and 

how to communicate on behalf of Mint Construction. Thank you for being part of our Mint 

family and for strengthening our brand with your talents and contributions.   

BUILDWITHMINT.COM

6

PERSONALITY
Mint’s personality is the overarching impression that our brand 

creates. Our personality helps customers, partners, subcontractors, 
and employees know what to expect when they interact with Mint. 

This distinct personality is found in our appearance, communication 
processes, customer service, and goods and services. The Mint 

personality is best described with Mint’s five C’s:

Clean
Mint portrays a clean image in our office, on our job sites, and 
through our employees — in both appearance and behavior.

Creative
Mint finds creative and fresh solutions, especially when 
challenges arise.

Cutting-Edge
Mint uses cutting-edge technologies in building and design to 
produce the most effective and functional customer experience.

Competent
Mint delivers on its promises. We offer years of experience and 
cultivate lasting relationships with only the best subcontractors 
in the business.

Collaborative
Mint fosters strong collaboration and cultivates meaningful trusting 
relationships that are essential to creating perfect spaces.
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HEADERS

SUB-HEADERS (TRACKING 200)

SMALLER INTROS (TRACKING 100)

PARAGRAPH (TRACKING 25)

Avenir Next Heavy

United Sans Ext

Avenir Next Medium

Avenir Next Reg

R41  G41  B41

C71  M65  Y64  K67

#292929

R144  G204  B139

C46  M0  Y60  K0

#90CC8B

R89  G89  B91

C64  M56  Y53  K28

#58595B

R53  G161  B196

C72  M20  Y14  K0

#35A1C4

R166  G168  B171

C37  M29  Y28  K0

#A6A8AB

The company color palette must be used for all communication 
materials representing Mint Construction.  

PRIMARY COLORS

SECONDARY COLORS

The following fonts are approved for usage in Mint Construction 
branding material.  

FONTS

COLORS

3

TAGLINE 

Each of us holds a unique meaning for a perfect space. Whether a 
home to live in, a studio to create, a lab to discover, or a nook for 
reading, a perfect space provides the right environment, for the 

right purpose, to the right person. Creating spaces that provide the 
perfect atmosphere for life’s most important moments is what Mint 

Construction was built to do.  

PERFECT SPACES MATTER

TABLE OF CONTENTS

Brand Guidelines 

The Mint Brand 2

Tagline 3

Positioning Statement 4

Values 5

Personality 6

Our Visual Identity

Logos 7

Fonts and Colors 8

1
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VISUAL IDENTITY

LOGOS

PRIMARY LOGO

SECONDARY LOGO

TAGLINE

PRIMARY LOGOMARKS

Upholding visual standards is vital to projecting a clear message 
through visual elements. Modifications of such standards 

jeopardize the integrity of the Mint Construction brand. In order to 
maintain brand integrity, all logos must remain in their original 

format and cannot be altered in any way. Logos should be placed 
on a solid or blank background. Logos should not be touching 

other design elements. Approved variations of the company name, 
logo, and tagline are provided.   

Fluent Branding GuideFluent Branding Guide

WHAT IS
FLUENT?

Our products help 

customers achieve an 

efficient and secure 

way of life. We turn 

houses into

smart homes using 

home automation and 

security technology. 

Our industry-leading 

technology

secures, protects, 

and automates a 

home, allowing it to 

be monitored and 

controlled from

anywhere in the 

world.With the home security industry making drastic 

movements to DIY solutions focusing more on 

tech than on the actual services provided, we 

felt in necessary to revisit our branding and style 

guide to allow us to better show how we’re a 

different and smarter option for home security 

and automation.

#FLUENT HOME# FLUENT HOME

TABLE OF
CONTENTS

BRAND &
IDENTITY
GUIDELINES

##

##

##

##

##

##

##

##

##

##

##

BRAND GUIDELINES

 WHAT IS FLUENT

 OUR BRAND

VISUAL IDENTITY

 LOGO

 TYPOGRAPHY

 COLOR PALLETS
 
 IMAGERY

TEMPLATES
 
 POWER-POINTS

 PRINT & PRODUCTION

 

With the home security industry 

making drastic movements to DIY 

solutions focusing more on tech 

than on the actual services provided, 

we felt in necessary to revisit our 

branding and style guide to allow us 

to better show how we’re a different 

and smarter option for home security 

and automation.

Branding Guide

2019

Brand Identity
Brand Identity
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First Lady Beauty LoftFirst Lady Beauty Loft

The ResultThe Result
Kendall adored her new logo and said it was better than what she expected. Both the logo and branding guide were great 
resources that allowed her to have a jumping off point with her brand. It was great working with her and seeing her company 
grow has been so much fun.

#3c2413 #c07e56 #c6862b #7a1315#c86e29#b3603c

Design ProcessDesign Process

The GoalThe Goal

Project PurposeProject Purpose
Kendal reached out to me because she wanted to create a logo for her business. She was 
just starting her own beauty business and a logo would be the start of bringing her vision 
together and would have her come across as professional to future clients.

Client: Kendall Sanders, of First Lady Beauty, is a beauty consultant

It took about 2-3 weeks to get a logo developed. I started by creating 3 different versions of 
the logo for her and she narrowed it down, I then adjusted colors, fonts and was able to get a 
finalized design fairly quickly. She was so thrilled with how it turned out she even requested I 
make a mini branding guide based off the logo and her company vision.

Reflecting on the project, there is nothing I would have done differently. It didn’t take more 
than 3 revisions and it was always clear the changes she wanted made. I believe telling her 
prior to the meeting to make a pinterest/mood board of logo ideas, colors to use, fonts she 
liked, company goals, and the overall company feel really helped when we meet to discuss 
her company goals and vision in detail.

We talked about her vision for the company and how a logo will get her business started. 
Kendal was starting from square one and needed an identity. Creating a logo would allow 
her to show her company to the world and make her come across as professional. She 
also wanted to create a logo that could combine her culture and passion all in one. For this 
project, we agreed I would create a logo for her.

Brand Identity
Brand Identity
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Kangaroo Court Kangaroo Court 

#260D3D #9E499C #D59733 #fcd408#F0C17F#e4e4e4

Design ProcessDesign Process

The GoalThe Goal

Project PurposeProject Purpose
Ryan reached out to me because he was wanting to create a logo and cover art for his 
podcast. He wanted to create something that you’d scroll by on a podcast site and do a 
double take, then feel like you have to listen to it out of curiosity.

Client: Ryan Huskins, of Kangaroo Court, is a podcast producer.

It took about 1-2 weeks to get a logo developed. Ryan had one main vision, a Kangaroo with 
a judges wig and coat. I talked to him about incorporating a tagline and we got the details 
hammered out. I then created a mockup and he told me changes to make before I started 
vectorizing the finalized design. Once the logo was finalized, I created some additional cover 
art for the podcast so he would be able to use it for some startup marketing campaigns. 

Overall, this project went smoothly. Next time I probably would spend more time on the 
mockup and give him more than just one design to choose from. I was lucky enough that he 
loved the mockups and knew where I was taking the design, but he could have easily said it 
isn’t the direction he was wanting at all and I would have been back at square one.

We talked about his vision for the podcast and how the right logo and cover art will show 
people exactly what his podcast is about. Ryan was starting from square one with only 
the idea of what the show would be. The design needed to have his podcast come across 
as both professional and comedic. We agreed I would create a logo and cover art for his 
podcast.

The ResultThe Result
Ryan thought his new logo was fantastic, even the co-hosts of the podcast loved it and said how it’s just perfect for the 
ridiculous content they will be producing on their show. This was such a fun project and it was great working with Ryan. I 
can’t wait to listen to the podcast in the future and see how the show grows!

Brand Identity
Brand Identity
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Organize MeOrganize Me

#627578 #A5C9CF #0E2944 #DF1F26Design ProcessDesign Process

The GoalThe Goal

Project PurposeProject Purpose
Mello reached out to me because she wanted to create a logo for her business. She wanted 
to leave a professional impression on her clients and develop a brand around a new logo.

Client: Mello Delaney, of Organize Me, is a home organizer

We worked together over 3 weeks to create the logo and develop a brand for her company. I 
started by mockuping some logos showing organized homes, including some of her favorite 
fonts that she sent me. After creating the designs she fell in love with one of them and after 
a few minor tweaks and it was finished.

After this project, I learned that it’s best to tell your clients specifically what to prepare for 
the first meeting. Prior to our meeting, I encouraged her to make a pinterest board of fonts, 
colors, and some images that represented her company. This made it so when we met 
up she was able to tell me the company’s mission statement and show me visually what 
direction she wanted to go. It allowed us to be on the same page right from the get-go and 
create something for her quickly that she loved.

We talked about her vision for the company and how she wanted it to come across to her 
clients. Mello also wanted a logo she could use for business cards, letterheads, social 
media, and much more.  We were starting at square one and with all the possibilities for a 
logo we had to focus on narrowing down an idea and creating something that left a lasting 
impression.

The ResultThe Result
Melo loved her new logo and felt it not only reflected her company, but her as a person. She has come across as more 
professional and having the brand guide allowed for her to easily create her own emails and social media content. I had a 
great time working with her and seeing her company grow has been wonderful.

Brand Identity
Brand Identity
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Marisas TreasuresMarisas Treasures

The Client: Kelly Hammons The Client: J.R. Burgess

The Client: Stacey McDonaldThe Client: Outdoor Adventure Center Dixie State

Tools Used: Adobe Illustrator Tools Used: Adobe Illustrator

Tools Used: Adobe Illustrator, Adobe PhotoshopTools Used: Adobe Illustrator

Kelly H CreationsKelly H Creations

Outdoor Adventure CenterOutdoor Adventure Center

Wyo Wood Co. Wyo Wood Co. 
Brand Identity
Brand Identity
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Using an extensive archive of blood 
samples, Soft Cell researchers can now 
compare the bacteria they find with 
standard bacteria. Put simply, they look 
for variations in the genetic makeup of 
the bacteria they find and record those 
variations in a data system.
 
“We sometimes collect the same bacteria 
with the same deviations from different 
subjects, meaning that we’re finding 
repeats of these strange bacteria in multiple 
subjects,” Hunt explains. “For example, 
we’ve noticed that subjects with type 2 
diabetes actually have a really high number 
of one specific bacteria.”
 
Hunt says research has uncovered other 
repeated occurrences of bacteria that can 
be linked to certain diseases and disorders. 
As the team tests more subjects, these 
correlations continue to surface. Although 
these findings are important, Hunt believes 
that still more important contributions 
lie just outside the circle of data 
now assembled.
 
“We’re excited because we’ve got this tool 
that can diagnose people, but to get to a fix, 
that will require years more of dedicated 
fundraising and research,” Hunt says.

Antibiotic: a substance produced 
by or a semisynthetic substance 
derived from a microorganism and 
able in dilute solution to inhibit 
or kill another microorganism

Hopefully it is sooner than later; Hunt is 
working quickly because it’s only a matter 
of time before his body completely rejects 
his knee replacement again, and with 
the little bone he has left there, the next 
replacement operation will have to 
be his last. 

Looking Forward
In the last year, Soft Cell’s work has 
gained international attention. Hunt and 
DSU alumnus Dr. Gregory Prince, Soft 
Cell’s chief scientific officer, have traveled

to London to present their findings to 
British medical research charities LifeArc 
and The Wellcome Trust, and international 
interest in their work continues to grow.
 
“It went as well as it could go,” Hunt says. 
“They’re really interested in using this 
protocol of growing the bacteria for the 
purpose of finding preventative medicines.”
 
Such opportunities equate to more 
potential growth at DSU, thanks to Soft 
Cell’s agreement to donate one-third of its 
profit to the University. “We’re going to turn 
a corner soon, and when we do, that will 
mean expansion at Dixie,” Hunt says.
 
In preparation for such expansion, DSU’s 
new Innovation Plaza will soon host a Soft 
Cell lab, which will help Hunt’s research 
move forward. Hunt says the move will 
triple his team’s space and provide even 
more opportunities for student involvement.
 
In the new space, Hunt says he’d like 
to eventually employ 50 to 60 students 
per semester, but quickly adds that may 
grow to 90.
 
Recent Dixie State graduate Annie Bowles 
has worked alongside Hunt and says the 
opportunity has given her an edge in 
working toward a future in medicine. “Soft 
Cell has given me firsthand experience 
working in a research lab and has added 

two years of groundbreaking undergraduate 
research to my résumé,” Bowles says. “What 
I’ve learned is invaluable.”
 
Though his DSU students will eventually 
move on, Hunt says they will not likely 
forget the historic research they’ve been 
conducting, and he hopes to keep in contact 
with them long after they’ve left Dixie State.
 
“This is an opportunity that doesn’t come 
to many people in a lifetime,” Hunt says. 
“They’ll never forget this study. They’ll take it 
with them wherever they go.”

“This is an opportunity 
that doesn’t come to many 
people in a lifetime.”

SOFT CELL AT DSU SOFT CELL AT DSU

A The discovery provided a likely answer to 
the question of why Hunt’s seven shoulder 
and knee replacement surgeries hadn’t 
worked. It was this question that sent 
Hunt back to his microbiology roots at 
Dixie State, where he had left 31 years 
earlier to hang drywall  — a profession that 
eventually took its toll on his body and 
necessitated the surgeries. Unlike others, 
Hunt’s body rejected the prosthetic joints 
time and time again. Doctors prescribed 
antibiotics, telling him he would likely have 
to take them his whole life even though 
extensive bi-weekly blood tests showed no 
apparent sign of infection.

Frustrated when medical science failed 
him, Hunt came back to DSU’s campus 
and teamed up with the then 88-year-old 
Barnum, his former professor, to look for 
answers. When they found L-forms in 
Hunt’s blood, things began to make sense.

The Research
Today, Hunt is the founder and CEO of 
Soft Cell Biological Research, a company 
founded on his early observations 
of L-forms.
 
Although they were originally discovered 
in 1935, little information about L-forms 
had been developed since then because 

As Brent Hunt and Dr. Andrew Barnum took turns 
studying Hunt’s blood through a microscope, they 
finally came across what they were looking for — 
what doctors and blood labs had missed. It was 

much smaller than they had anticipated, but it 
has since made a huge impact and may forever 

change the treatment of disease.
 

For years it has been believed that blood is 
a sterile environment, but Hunt’s sample 

showed otherwise. They found L-form 
bacteria living in his blood — a type 

of bacteria that lacks a cell wall.  
Because of this, Hunt has come 

to call them soft cells. These soft 
cells have the ability to travel 

freely throughout the body, 
invading red blood cells 

everywhere they go and 
taking over as hosts.

the bacteria is difficult to culture 
outside a host, and their lack of cell 

walls makes their detection by 
traditional staining techniques 

a challenge.
 
Yet, Hunt has managed to clear 
these hurdles. Through trial-and-
error methods, Hunt developed 
an unconventional blood bottle 
protocol that has made his 

company the first to regularly culture 
L-form bacteria for long-term research.
 
In 2015, Soft Cell partnered with Dixie 
State University to further Soft Cell’s  
research. Over the last two years, a team 

of more than 40 DSU students has assisted 
Soft Cell in culturing approximately 5,000 
bacterial samples. Of those samples, the 
team has identified more than 500 distinct 
bacterial species — more than 400 of 
which are entirely new to science.
 
Perhaps even more groundbreaking is the 
early research the team has conducted 
showing a correlation between L-form 
bacteria and autoimmune disorders.

Soft Cell’s research shows definitively 
that people who suffer from autoimmune 
diseases, such as Fibromyalgia and 
Lupus, have up to four times as many 
L-form bacteria as the average individual. 
Previously, scientists had missed this 
important connection. Now, Hunt’s 
company is digging deeper into this 
relationship between L-form bacteria 
and disease.
 
“We started out just looking for rejection 
in joints, but as we started testing people, 
we’d find that someone may have a joint 
that had been rejected, or they might also 
have a condition like Lupus,” Hunt says, 
adding that this was a connection not to 
be ignored. “Nobody knows what causes a 
lot of autoimmune disorders, but we know 
that these bacteria thrive in our systems and 
produce toxins that interfere with how our 
cells function.”
 
Hunt says the research will continue to 
explore these relationships, but the data 
has already begun to produce 
conclusive evidence.
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L-form: a small variant form of some bacteria (as those 
causing anthrax, Lyme disease, and tuberculosis) that typically 

lacks a cell wall and displays resistance to antibiotics

Autoimmune: of, relating to, or caused by autoantibodies or 
T cells that attack molecules, cells, or tissues of the 
organism producing them

“Nobody knows what causes a lot of 
autoimmune disorders, but we know that 
these bacteria thrive in our systems 

and produce toxins that interfere with 
how our cells function.”

SOFT CELL AT DSU
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Soft Cell Founder and CEO Brent Hunt

The Hard Science of Soft CellThe Hard Science of Soft Cell
Client: Joel Griffin, of Dixie State University’s Marketing and Communications depart-
ment, is an Editor and Chief.

Project PurposeProject Purpose
Joel Griffin, the editor and chief of the story, for this article, came to me requesting I design 
an article spread using the images Scott Garett Photographed. For this article, I had 2 weeks 
to get a design finalized and ready to send out for the DSU magazine being printed.

The ResultThe Result
In the end, They loved how it turned out, especially Joel. Many complimented how it felt like reading a stylized old school 
textbook and made the article seem more exciting, especially with the use of color theory.

Design ProcessDesign Process

The GoalThe Goal

First, I created two different mockup layouts. I then went to Joel to see what direction he 
wanted to go. He picked his favorite and explained why we should go that direction. I then 
took that design and created two different styles. Then Scott, Joel, and I met to finalize the 
design. After a few minor changes which included spacing, paragraph orphans, color format, 
and verbiage it was completed and I prepared the file for printing. 

I’ve learned the most important thing with projects like this is to take time to meet with the 
writer of the story. If I didn’t meet with Joel to hear about his vision and just read his article, 
the design would have been different and not what he was looking for. It was crucial for 
us all to meet because it allowed Joel to say what he was looking for and it gave Scott the 
change to get the right photos and me the chance to create a design that matched.

I talked to Joel about his vision for the article spread and to Scott on creating a design that 
would work well with the magazine. They needed an article design that felt like a DSU article 
but stood out from the other articles in the magazine as well.

Editorial D
esigns

Editorial D
esigns
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44• Dixie State University Magazine • Fall 2017To help us bring back the fountain and further beautify DSU’s campus, please visit giving.dixie.edu

It’s time to bring back the splendor of the O.C. 
Tanner Fountain to Dixie State’s campus. The water 

will flow once again this Homecoming, and DSU 
administrators plan to not only revive it, but improve 

it for Trailblazers to enjoy for years to come. 

Dixie Magazine CollectionDixie Magazine Collection
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MASKCARA CCara Brook knew she was on to something 
— cutting a morning makeup routine to 
mere minutes with a custom-fit clay mask 
lined with makeup. Her customers would 
have the luxury of sleeping in while still 
looking great.

However, she was just a fifth-grader, and 
her science project had worked so much 
better in her head. The mask was a failure, 
but her ongoing drive to simplify makeup 
wouldn’t be.

Years later, at midnight on Black Friday, 
she released her groundbreaking IIID 
Foundation and sold out of inventory within 
a few hours. Now, Brook is the founder of 
Maskcara Beauty, a company as remarkable 
for its product line as its impact in helping 
women everywhere discover their beauty.

Facing Forward

As a student at Dixie State, Brook 
conformed her studies to her future career 
interest by signing up for a variety of 
seemingly unrelated courses. She learned 
leadership and marketing in business 
administration classes, how to create 
artwork in graphic design, the art of making 
a nose appear skinnier in portrait painting, 
and just enough in chemistry to realize she 
wanted nothing to do with it.

She was on a mission to learn all the skills 
needed to one day launch her own makeup 
line and — more than that — revolutionize 
the makeup routine and simplify the 
process of looking beautiful.

In high school, Brook worked at the St. 
George Merle Norman Cosmetic Studio 
and enjoyed doing friends’ makeup and 
hair for school dances. She had a knack 
for it, and as her expertise increased, 
there evolved significant differences in 
how Brook and the cosmetology industry 
approached makeup.

“It was as if beauty companies and 
magazines wanted it to seem complex so 
consumers would need them and their 

products more,” Brook says. “I felt like the 
industry was overcomplicating makeup, 
and that it could be much more simple 
than that.”

Before & After

With more than 64,000 YouTube 
subscribers and 135,000 Pinterest and 
99,000 Instagram followers today, it’s hard 
to imagine that Brook was once a broke, 
divorced, single mom with a new baby, 
gathering free samples of Sephora products 
she couldn’t afford to use in blog tutorials. 
Yet, it was hardship that ultimately pushed 
her to action.

“I had been in a bad relationship and a bad 
situation,” she explains. “Also, I had never 
really done anything with all the dreams I 
had. I remember thinking, ‘If I’m going to 
raise someone and tell him to follow his 
dreams, I’d better do it too.’”

Brook initially had no idea where to 
turn. “Starting a makeup line isn’t really 
something you can just Google,” she 
says. With no money or connections, she 
created a blog she called “Maskcara.” She 
admits that had she known how common 
beauty blogs were, she probably wouldn’t 
have started one; but unaware of what was 
already out there, she published her first 
blog post.

In her tutorials, Brook, who looks like she 
walked off the pages of Elle, was unafraid 
to appear on camera with undone hair 
and no makeup to show her followers 
how attainable her look really was. Her 
transparency spilled over into other, more 
personal posts, including the struggles 
she faced.

Her blog began to resonate with a larger 
audience and even caught the attention of 
former boyfriend and professional golfer, 
Nick Killpack. Killpack contacted Brook 

“I felt like the industry was 
overcomplicating makeup, and 

that it could be much more 
simple than that.”

Building her Life’s    Foundation
Story by Joel Griffin
Design by Kimberly Sanna, ’17
Photos provided by Maskcara Beauty

MASKCARA
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MASKCARA

in hopes that she might promote a product 
he was marketing, but she declined on a 
principle she still follows: to only promote 
what she believes in. Killpack didn’t take it 
too personally; a year later, he would ask 
her to marry him, and she would accept.

Making up Makeup

A year into the blog, Brook received a call 
from her sister, Rachel, who had just given 
a pedicure to a woman whose company 
manufactured makeup for companies like 
Sephora and Bath & Body Works. The 
two began collaborating on what would 
become the Maskcara makeup line. For two 
years, they developed products by offering 
free makeovers to an increasing number of 
Brook’s followers. From those experiments, 
Maskcara’s groundbreaking IIID 
Foundation was born.

Highlighting and contouring, or HACing, 
has long been a favorite technique of 
Brook’s and one she says her DSU portrait 
painting class helped fine-tune. It involves 
adding dimension to the face by making 
certain parts stand out while shadowing 
others to make them less noticeable. IIID 
Foundation was the first product of its kind 
that could, in four simple steps, accomplish 
the effect with just one layer of makeup. 
It was a breakthrough because HACing 
had largely been reserved for celebrities 
because of its complexity and multiple 
layers. Now, her followers could do it in 
minutes and produce a more natural look.

When it came time for mass production, 
Brook and Killpack were shocked to 
discover the upfront cost would be much 
more than they had anticipated. Their 
combined life savings still left them 
$120,000 short. As Killpack sought advice, 
his father unexpectedly volunteered to cash 
in his 401K and offer it as a loan. But at 
midnight on Black Friday 2014, Maskcara 
Beauty was profitable within hours. They 
sold close to 7,000 orders at no less than 
four orders per minute. They had hired 
an e-commerce company that manages 

websites’ high traffic, but the load crashed 
Maskcara’s site and the other 150 sites the 
company managed.

Since then, Maskcara Beauty has boomed. 
Brook had always hoped to see her makeup 
line in stores, but when Anthropologie 
and Sephora finally called, she politely 
declined. Instead, she decided to share 
the profits with her loyal followers, 
giving them the opportunity to become 
Maskcara Artists, who act as direct sellers. 
With more than 2,000 artists sharing the 
product nationwide, Maskcara has grown 
exponentially and is a multi-million dollar 
company poised to go international.

However, Brook says that despite all the 
growth, she’s not all that interested in 
numbers. “Whether it’s streamlining their 
beauty routine, helping them feel beautiful, 
or giving them an opportunity to make a 
living while still being able to be with their 
kids, I just want to share with as many 
women across the globe as possible. I 
want to make women feel confident and 
beautiful. I want them to see what I see in 
them, and that’s really what this 
is all about.” 

Fostering  Love
Aside from owning and 

operating Maskcara 
Beauty, Cara Brook and 
Nick Killpack are strong 
advocates for fostering 

— something Brook 
says she has felt called 
to do for a long time.

In addition to two 
biological children, 
Brook and Killpack 
are foster parents to 
two others in their 

family. They use their 
online platform to 

share their experience 
and encourage others 
to consider becoming 
foster parents as well.

“The two people who 
have come into our 
home fit perfectly in 
our family,” Killpack 
says. “And now that 

we’re doing it, we have 
this avenue to share, 

and we want to share it 
as much as we can.”

MASKCARA
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Remembering Kalynn Larson 

Remembered for her dedication to Dixie 
alumni, providing scholarships, and 
keeping Dixie State traditions alive, Kalynn 
Larson, who passed away on Oct. 29, 
2017 after a battle with ovarian cancer, 
left a lasting impact on the campus and 
surrounding community. 

Throughout her decades of service, Kalynn 
wore many hats in her role as Alumni 
Director. Her dedication to DSU improved 
the alumni department, helped thousands 
of students receive scholarships, and 
deepened alumni’s connection to their red 
sand roots. 

 “Being the alumni director wasn’t a job 
to Kalynn,” says John Bowler, the 
new director of alumni relations. “It 
was a way of life for her. She loved 
connecting with alumni and making 

the association better.”

Spreading the Dixie Spirit was a high 
priority to Kalynn, and she did it through 
creating and strengthening traditions 
such as the Fire & Ice Gala, Celebrity 
Golf Classic, Alumni Chapter events and 
tailgates.  

“Kalynn was the cornerstone of the alumni 
program,” Bowler says. “At times I’m sure 
she worked around 80 hours a week to 
make everything happen.”  

Attending Dixie events was often a family 
affair for the Larson family. Children and 
grandchildren were often by Kalynn’s side 
when she was managing events. 

Dedicated to Dixie
Story by: Hanna Pollock      Design by: Kimberly Sanna, ’17
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“Our family knew Kalynn was very 
committed to the alumni and Dixie, so 
we would attend her events to support 
and spend more time with her,” says Carl 
Larson, Kalynn’s husband. “We helped with 
Dixie events for probably 10 years.”

Wendi Bulkley, associate athletic director 
and alumni board member who worked 
closely with Kalynn, can’t remember a time 
Kalynn didn’t start Alumni Board meetings 
by standing and singing the school song.
 
“She took great pride in the traditions, 
the “D” on the hill, and all things Dixie,” 
Bulkley said. “Our Student Alumni 
Association has been going strong for over 
a decade now thanks to her hard work, 
example, and perseverance.” 

Kalynn’s example of service 
and love will not be forgotten 
by the many students, alumni 
and community members who were 
affected by her influence.

“Kalynn’s commitment to creating long-
lasting relationships with our alumni 
community and donors was remarkable,” 
President Richard B. Willams says. “She 
will be missed here at Dixie state, and our 
thoughts are with her family and the many 
people who grew to love her throughout 
her years of service.” 

Dedicated to Dixie

“... our thoughts ar e 
with her family and the 
many people who gr ew 
to lov e her throughout 
her years of service.”
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“I’ve learned 
to see the 
positive in 
every situation 
and just move 
forward instead 
of harboring 
negative 
feelings,”

multiple burns 
and gashes 

on his legs and 
head. “Everyone 

else who wasn’t hurt 
cleared the area, but 

she stayed behind to 
help him,” Empey says. “A 

lot of discrimination against 
Muslims comes from fear 

of terrorism, but she was the 
perfect example of compassion 

in contrast to those terrorists who 
claimed to be of Islamic faith.”

Clain made it out as well with minor 
injuries, but when Norby didn’t exit, 

Empey re-entered, and found him alive on 
the ground, but in critical condition with 
a badly broken leg and severe shrapnel 
wounds and burns. When paramedics 
arrived, he received immediate care, and 
doctors put him in a medically induced 
coma at the hospital where he would stay 
for close to a month.

It wasn’t until Wells pointed out the burns 
on Empey’s hands and face that he noticed 
the pain. It was even later when the 
adrenaline wore off, that he began to feel 
the shrapnel wounds all over his legs that 
then made walking unbearable.

As the companions sat on the curb waiting 
to be treated, it began to sink in — “Dude, I 
think our missions are over,” Wells said. 

“I was pretty devastated,” Empey recalls. “I 
only had a few months left and I wondered 
why our service had to be cut short in 

that way. But it was a trial of my faith that 
helped me grow and ultimately led me to 
find forgiveness.” He also found strength in 
the messages and prayers from people from 
all over the world and from different faiths. 
“It was amazing to receive such support,” 
he says. “That was a big part of what 
helped me find acceptance.”

Scarring on his hands and shrapnel 
remnants in his nerve-damaged legs are 
lasting physical reminders of the attack. 
Nevertheless, Empey has moved on and 
even seems grateful to have lived the 
experience.

“I wouldn’t be where I am today had I 
not been there,” Empey explains. “I just 
remember how I stayed calm when locating 
the other missionaries, how the adrenaline 
rush felt, and what it was like watching 
EMTs and paramedics help the victims.” 

As a result of the experience, he plans to 
become a paramedic firefighter in Clark 
County, Nevada. He enrolled at Dixie State 
University upon his return and recently 
received his Emergency Medical Technician 
certification. He currently works as a 
radiology technician’s assistant at Desert 
Pain Specialists and looks forward to 
enrolling in the paramedic program. 

On Empey’s left hand that bears the worst 
visible scars now sits a new wedding ring. 
He and his wife, Elle Roberts, tied the knot 
last November.  “I’m married, happy, and 
life is good,” he says. “I’ll never forget that 
day at the airport; it was terrible and sad, 
but I have a lot to be grateful for.”

#ActiveLearningActiveLife • www.dixie.edu • 2

RESILIENCE IN
T H E  FA C E  O F
T E R R O R
REFLECTING ON THE 2016 BRUSSELS ATTACKS
“When I came to, my ears were ringing and all 
I could see was smoke, small fires, and fallen 
ceiling panels everywhere. There were people 
lying on the floor, and I realized it was most 
likely a terrorist attack.”

In the moments following the Brussels Airport 
bombing in Belgium, Joseph “Dres” Empey 
couldn’t fathom why God would let such a 
tragedy strike and why he and his fellow LDS 
missionaries had to go through it.

Between the two attacks at the airport and a 
third in the Brussels Metro, 32 victims were 
killed and 320 injured. 

As the two-year-anniversary of the bombing 
approaches, Empey, a Santa Clara native and 
Dixie State University student, recalls the 
harrowing events of March 22, 2016.

He and his companion, Mason Wells, along 
with senior missionary Richard Norby, 
escorted Sister Fanny Clain to the airport 

that morning. After four months of service in 
Belgium awaiting a visa, she was eager to catch 
her flight to Ohio, where she was originally 
called to serve. Less than five minutes after 
they arrived at the check-in line, however, 
a suicide bomber — 25 to 30 feet ahead — 
wreaked havoc, setting off a luggage cart full 
of explosives and nails. Empey was knocked 
unconscious and lay on the ground when the 
second explosion hit nine seconds later.

Had they not been late for the metro or 
mistaken Clain’s departure time for 10 a.m. 
rather than 10:40, they would have likely 
avoided the attacks altogether. However, Empey 
wouldn’t change a thing about the way the 
morning’s events unfolded. “I’ve learned to see 
the positive in every situation and just move 
forward instead of harboring negative feelings,” 
he says.

Making his way outside the airport, he found 
his companion being comforted by a Muslim 
woman; he had a severed Achilles tendon and 
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Story By:  Erin Hakoda            Design By:  Kimberly Sanna 

Here is a collection of 
other magazine page 
spreads and ads I created 
while working for the 
UMAC. 
 
For all these projects 
I worked with many 
individuals from multiple 
departments and helped 
their writing come to life 
visually through articles
or magazine ads.

The Client: University Marketing & Communication

Tools Used: Adobe Photoshop, Adobe Illustrator,  Adobe Indesign

Editorial D
esigns

Editorial D
esigns
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La La TeaLa La Tea

What’s the point of design if you can’t do something for 
yourself every once and a while? 
 
Here are some of my favorite booklet I’ve created 
during my 7 plus years of design where I got to 
experiment and try out new design trends and styles.

Our Company

Throwing a bunch of leaves and adding sugar to a cup of boiling water 
isn’t what tea should be. We at LaLa Leaf believe that drinking tea is a 

joyful experience and it needs to be done right. 

Our natural ingredients picked fresh creates a joyful experience to 
whoever takes a sip of LaLa Leaf’s tea.

1

Lemon Ginger
NATURAL INGREDIENTS

FRESH NEW TASTE

HEALTH BENEFITS

Fresh Ground ginger, freeze dried pieces of 
fresh picked lemon to preserve flavor and all 
natural honey straight from the hive backed 
into the ginger is as fresh as this tea can get.

Ginger infused with lemon and the sweet taste 
of honey is sure to make your heart sing. 

The ginger helps bring out the sweet taste of 
honey and the warm sensation of lemon.

Finishing this cup of tea at the end of the day is 
the best thing you can do for yourself. 

It will help to not only ease digestion but 
can cure any slight motion sickness that has 
occurred throughout the day.

54

CHAMOMILE - $12
16 tea bags, (1.27 oz) 36g

MINT CHAMOMILE - $12
16 tea bags, (1.27 oz) 36g

- mint infused -

MINT GINGER - $12
16 tea bags, (1.27 oz) 36g

- mint infused -

MINT GREEN TEA - $12
16 tea bags, (1.27 oz) 36g

- mint infused -

GREEN TEA - $12
16 tea bags, (1.27 oz) 36g

GINGER - $12
16 tea bags, (1.27 oz) 36g

PEPPERMINT - $12
16 tea bags, (1.27 oz) 36g

Down To 
Earth Tea 
Col lect ion

76

GINGER LEMON

Why 
Dr i nk 
Tea? HIBISCUS

PASSION FRUIT

CHAMOMILE

GREEN TEA

PEPPERMINT
Helps suppress the appetite

Helps with decongestant
Helps anti-inflammatory

Eases motion sickness
Helps boost flavor

Helps ease digestion

Reduces bad cholesterol
Promotes healthy cell growth

Helps to ease digestion

Helps treat stomach troubles
Helps treat sleeping issues 

Helps calm and relax

A cup of tea provides many health benefits, from providing 
energy without the caffeine crash mid way through the day or 
helping detox your body.

Every cup of tea provides a different set of benifits. Below we 
have a list of our popular tea flavors and the health benefits that 
each one of them provide. 

Promotes healthy cell growth
Great wake-me-up

Very refreshing
Helps lower blood pressure
Naturally high in vitamins 

32

Contact Us

Want to find out more about LaLa 

Tea and our company?Visit us on line at LaLaLeaf.com 
or call 1.800.555.8322

Odyssey of LoveOdyssey of Love
The Client: Publication Design Study The Client: Publication Design Study

Tools Used: Adobe Photoshop, Adobe Illustrator,  canon camera Tools Used: Adobe Fresco, Adobe Illustrator,

Editorial D
esigns

Editorial D
esigns
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PANTONE
Event & Poster Designs
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Lamp FestivalLamp Festival
Client: Dillon McKinney, of Dixie State University Student Association, is VP of Services.

Project PurposeProject Purpose
Dillon reached out to me because he needed marketing material created for the DSUSA 
service event known as Lamp fest. He wanted a new design to encourage students to come 
enjoy an open mic outdoors as well as encourage them to help donate to the event’s charity.

Design ProcessDesign Process

The GoalThe Goal

I had 1 week to get all the designs and marketing material completed, that way the rest of 
the team I worked with could print and distribute flyers, posters, and a-frames. I talked to 
Colton, the Marketing Manager and leader of my team about possible designs. After a quick 
brainstorming session I picked one design and moved forward with it. Then once it was 
finished I got final approval from Colton and sent the completed design to the rest of the 
team to be distributed on campus and via social media.

Looking back, I still can’t believe I was able to create this so quickly. I know I wouldn’t have 
been able to if Colton or Dillon didn’t trust my judgment with design. The fact they gave 
me all the information I needed so I could just start right away made it go by quickly and 
allowed for me to help bring Dillon’s vision to life. I also had a great time because I was 
given so much creative freedom. I feel I was really able to experiment with what was trendy 
and create a design that stuck out from the hundreds of posters and a-frames hung around 
campus.

We talked about his vision for the event and what he needed for the marketing campaign. 
Dillon said the event is an open mic night with tons of different lamps everywhere. Singers, 
poets, and musicians will perform and people attending can get treats and enter a drawing 
to win a date. Ontop of all that, the proceeds from the event will go to charity. We agreed I 
would create marketing material, such as posters, social media, newsletter announcements, 
and a-frames for the event.

The ResultThe Result
Dillon thought the marketing material was perfect, he was worried it would feel cluttered but the way I was able to visually 
break it up using harmony and emphasis helped anyone reading it know all the details about the event and why they should 
attend. They even got over their donation goal for that night. Dillon also mentioned how people that attended the event loved 
the poster design and it made them want to come and check it out.

Event & Poster D
esign

Event & Poster D
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DSUSA Event PostersDSUSA Event Posters

Here is a collection of my favorite posters I’ve made 
while attending Dixie. For all of these event’s I would 
create a flyer, social media post, newsletter article, 
and a-frames. 

I typically had only a week to work on these designs 
and between being a full time college student and 
working 2 part time jobs I had to learn how to time 
manage and create something that always left an 
impression quickly.

The Client: Dixie State University Student Association

Tools Used: Adobe illustrator, Adobe Photoshop, Blender

Event & Poster D
esign

Event & Poster D
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Destination DixieDestination Dixie
Client: Luke Kerouac, of Dixie State University Student Association, is a Director.

W E D N E S D A Y ,  A P R I L  5

The ResultThe Result
Luke & Colton loved the design, along with the rest of the Student Involvement board. They even got an artist to spray paint 
it on one of the grass hills on Campus with temporary paint! It was so much fun seeing it everywhere on campus and made it 
feel like a huge event was happening that whole first week of school. 

Client: Luke Kerouac, of Dixie State University Student Association, is a Director.

Project PurposeProject Purpose
Both Luke and Colton Campbell reached out to me about creating marketing material for the 
Dixie Homecoming week. They wanted to get students excited about attending the university 
by creating a week of events known as Destination Dixie.

Design ProcessDesign Process

The GoalThe Goal

For this project, I had about 3 weeks to work on it. I started by creating different versions of 
the possible logo for the event. In the end, we decided to not do just another red rock logo 
and went with the directional post design. Once that was finalized I met with the different 
departments of the Student Association and got details about events they were hosting, 
event timelines, and anything else that I needed to include. I took all the information and 
designed a map of dixie state with palm trees and warm colors representing the warmth 
and welcoming energy of the University. After finishing all the marketing material we were 
actually ahead of schedule and even had time to order chapstick and shirts for the event.

At first, there was a lot of back and forth by the Student Involvement board on what kind of 
logo/design they wanted for the event. In the end, we were able to have them pick one so we 
could move forward with getting everything else created. I’ve learned design by committee 
can be stressful but once we gave them a strict deadline they were able to come to a 
decision together so I could finalize all the marketing material.

We talked about the direction for the campaign and at the end I was told to make it feel like 
a new take on Dixie State. For the project they needed social media schedules, newspaper, 
posters, a-frames with the possibility of shirt and chapstick designs. We agreed I would 
create a logo for the event along with multiple marketing materials.

Event & Poster D
esign
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Blink Water Solutions eventBlink Water Solutions event
The Client: Blink water Solutions owner

Tools Used: Adobe Illustrator, Adobe Indesign

Company Events & DesignCompany Events & Design
The Client: Fluent Home Security

Tools Used: Adobe Illustrator, Adobe Photoshop

Event & Poster D
esign

Event & Poster D
esign
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REDLIST WebsiteREDLIST Website
Client: Talmage Wagstaff & John Keller, co-owners of REDLIST, a lube management 
software company.

Project PurposeProject Purpose
John & Tal wanted to take their current brand identity to the next level. To do this, one of 
their focuses was to make a website that helps show people who, what, and why people 
should use the RedList application.

Design ProcessDesign Process

The GoalThe Goal

The project was rushed since they needed it for a trade show in 4 weeks. I started by 
researching, I was told to just figure it out which was difficult since I had no knowledge 
of the product they were selling nor have I been given any information about it. To solve 
that problem, I created mockups of each page and left blank spaces where content should 
be placed. I then met up with the sales team and showed specifically where I needed 
information. Thankfully, I was able to get more details by doing this and then I was able to 
focus on getting a design created. Once I had the design I met with John, Tal and Julio and 
got the final approval to go ahead with getting the website implemented. It then took 1 ½  
weeks to take the design and create it as a responsive website, and thankfully it was finished 
right before the trade show.

The major problem I dealt with during this project was content, content, content! As a startup 
company they didn’t have flyers or booklets that I could read about their product and I was 
always waiting for a sales person to explain what the product was. We had a few meetings 
about the status of the website and I would constantly remind them I need information before I 
can work on the design. Also, because I just started working at Redlist, many sales people were 
questioning what I was doing as a designer and if it would even be good to change the website.

I talked to Tal and John about the vision for the website. Their current site was just a landing 
page with the following information; testimonials, a brief intro of RedList, and some benefits. 
With updating the website they wanted more pages, focusing on all the different industries, 
different products, benefits, and even presenting RedList to people who have no clue what 
we do. It was a complete re-haul of the website and since they didn’t have a branding style 
guide it felt like starting from square one.

The ResultThe Result
After some painful meetings and gaining the trust of many sales people, everyone loved how the website looked, especially 
the co-owners and development team. People who were skeptical at first ended up gushing about the website and explaining 
how clients had a much easier time navigating it and how much more professional it made Redlist look.
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Aloreing WebsiteAloreing Website

Design ProcessDesign Process

The GoalThe Goal

Project PurposeProject Purpose
With season 2 of Aloreing ending the podcast was swapping out co-hosts. Since Ryan was 
going to be a new co-host for the podcast he suggested we take the branding to the next 
level by updating the website to match the vision we both had for Aloreing.

Client: Ryan Huskins, of Aloreing podcast, is a co-host.

It took about 2 months to get the design updated and implemented on the website. I started 
by taking the original website and meeting with Ryan about what we should add and remove 
from the website. After creating some wire frames and design concepts we met again and 
we worked out some final details. I then went ahead and started designing it on bluehost 
through elementor and getting it implemented in time for the new era of Aloreing to start.

Overall, this project turned out great and we both loved the end design. Ryan and I were on 
the same page from square one and I learned sometimes going back to a company’s routes 
can help focus on the company’s true vision. I also learned that revisiting a project after 
stepping away from it for some time allows one to see all the updates and changes that 
should be made that would have easily been missed before.

We talked about the vision for the podcast and how a website update would help express 
what Aloreing was to anyone who visited the site. To accomplish this, the idea was to go 
back to the original logo colors and incorporate more .gif and video animations throughout 
the site to liven it up. Plus, there needed to be more personality added to the site. In the end 
the website needed to drive more traffic to episode views along with donations.

The ResultThe Result
Ryan loved the website and felt it said “Storytelling podcast” right off the bat. With animations added, navigation cleaned up, 
and images updated, it made it clear what the podcast was all about. It was also great working with him on the project and 
can’t wait to see how the podcast grows from the update. 
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MSLM & REDLIST WebsitesMSLM & REDLIST Websites

While working at REDLIST I created many different website in 
collaboration with MSLM that was used for company training 
and reference. Here are some of my favorite designs

W
eb D

esign
W

eb D
esignThe Client:  REDLIST & Exxon Mobil

Tools Used: Adobe Illustrator, Adobe XD, Adobe Photoshop, Wix
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Fluent Social MedialFluent Social Medial
Client: Luke Bemmer, of Fluent Home Security, is a Creative Director.

Project PurposeProject Purpose
Luke reached out to me when I first started working at Fluent on creating content for 
specifically their instagram page. He said they needed to grow their online presence and the 
best way to start it would be in creating some posts that show what Fluent represents.

Design ProcessDesign Process

The GoalThe Goal

I gathered content from our old Fluent brochures and booklets to create some lifestyle 
inspired posts. I was lucky enough to get a sales person to work with me and run some 
weekly promotions. Once I got all this information I created some mocked up and content 
ideas. Luke then reviewed the designs, made a few grammar changes along with some 
image changes and gave me the green light to move forward. I then cleaned up the design 
and was able to create posts for the next 3 months.

After this project, I realized how important it is to get people to explain the product they are 
trying to market. Sadly I only had a few documents to take content from and it wasn’t long 
until I was creating the same posts over and over again. Moving forward, I would want to 
work with a team that can provide content or information about what they are wanting to 
market so I can help create something to fit the company’s vision and goals. Thankfully, even 
with the little information I had I was able to create something polished that represented 
their brand. I also learned details about social media marketing campaigns from my own 
research on this project which I’m able to use moving forward in my design career.

We discussed some post ideas and Luke said that the focus was to just get something 
going on their social media so it wasn’t just a blank instagram page. At the time, a marketing 
campaign wasn’t in the works and since it kept being pushed back the empty feed was 
hurting their online presence. There just needed to be something online and it needed to 
match the Fluent brand.

The ResultThe Result
Luke told me he loved how it turned out and the social media felt more put together. It now felt like they had an online 
presence on instagram. Even with the little information I received during this project it was great to have something polished 
come out of it.
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Aloreing Social MediaAloreing Social Media

Design ProcessDesign Process

The GoalThe Goal

Project PurposeProject Purpose
Sydney and I needed to create a social media campaign for the podcast Aloreing. We 
discussed creating some template layouts to announce whenever a new podcast episode 
was released. This was going to be a way to market our episodes via social media for our 
followers and show the world what Aloreing is.

Client: Sydney Ballard, of Aloreing Podcast, is a co-host.

It took about 3 weeks to get a finalized feed layout. Once Sydney sent over some content and 
her ideas I created posts for each episode that consisted of the following; new episode out, 
new art prompt, an announcement, my illustration, Sydney’s illustration, and artist shout-
outs. I had her review them and we made changes and cleaned up the designs. I was then 
able to create about a year’s worth of posts the following week based on future episodes. 

Since this design was used for future episodes, I should have taken more time to make a 
cleaned up template in illustrator separated by layers. That way if Sydney needed to create 
or work on the file it would be easy to navigate and fix. Later I did end up cleaning up the 
template file for future use but it would have been easier to do that at the start. Other than 
that the project was great. We got a feed layout done for the season that matches the 
Aloreing brand, plus the time to create social media posts was greatly reduced due to the 
fact we took the time to create a layout at the start.

We talked about the podcast vision and how to express that via social media posts. Sydney 
suggested we make an announcement post for each new episode and art prompt and I 
added to it by suggesting we do an announcement post, artist shout-out post and to show 
off our illustration for the episode as well. We then agreed that she would help write the 
content for the posts and I would create a feed layout template and design for social media.

The ResultThe Result
Sydney thought they were perfect and represented the Aloreing brand. We ended up using these templates for the rest of the 
season and it made it so we didn’t have to spend hours on creating social media posts for marketing. 
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| Pre-Release Newsletter

Calendar Tool Rework

Improved Job/ Assignment Interface:

Notifications

The Production and Reliability Tools have undergone extensive and exciting rework this release! 

Introducing the new user interface for your Calendar. Gone is the need to select between multiple 

pages in order create and assign jobs. This can handle job creation through assignment notification.

Quickly find jobs and dispatch un-assigned assignments.

Job Creation

Simplified Job creation allowing users to quickly 

create Jobs while still viewing events on the calendar.

Click & Drag

Create an Assignment or Job by clicking and 

dragging on an employee's schedule. The 

Assignment will auto assign to that person and time.
The Notification Queue allows dispatchers to work 

without interruption. Every change made will go to 

the Notification Queue and the dispatcher can send 

them one at a time or all at once.

Linking Assignments to Job

Click and drag on the dispatch calendar to create 

Jobs and assignments. Easily link new 

Assignments to existing jobs.

Customize Colors

Jobs can now be colored based on owner, region, 

or status.  Colors can be customized to match 

company preferences.

Creating a "To Do"

Seamlessly create To Do items that block-off 

time on the Calendar without needing to create a 

new Job or Assignment.

Reliability Tool Updates and Other Updates

• You may now edit “Cost per Unit” as well as “Add Parts” when adding tasks.

• The Date Filter in Work Boards will no longer reset when login out and back in.

• On completed tasks the “Due Date” has been corrected to “Completed Date”.

• Work Boards now available in the Default Home Page options.

Redlist V7.0.0. Release - 09/18/2020

www.yourredlist.com

UPDATING...

| Pre-Release Newsletter

Work Board Updates

Informing you of exciting Calendar, Work Board, and iOS App updates this release!

• Filter by individual tasks and not just work orders!

• Filter by criticality in the pending queue!

• Notes can now be added to individual assets to help 

differentiate them!

• Click and drag Work Orders to rearrange them on a Board!

• Click and drag tasks to rearrange them in a Work 

Order status!

Redlist V7.2.0. - 10/23/2020

www.yourredlist.com

Other Production Updates

• Single clicking an unassignment now displays a “+” button! Selecting this button will assign the

assignment to an employee with its predetermined time!

• Job cards now display the number of unassigned Assignments!

• Modify your calendar to display specific business hours! Navigate to the settings cog in your 

calendar tool to find these options!

• The location queue, while scheduling assets, now filters to specific assets types!

Inventory Rework!

This release inventory has undergone extensive rework!

• Check out our new parts modal for improved user friendliness!

• Introducing a new check in / check out tool which allows users to quickly view and track

   inventory used by individual employees!

• Invoiced jobs are now found in the Approvals (Beta) 

Queue without actionable items!

Calendar Updates

Part Detail Modal

Exciting and new features coming to the inventory tool! More Inventory features coming soon!

1. Select                 to activate or deactivate Parts

REDLIST 7.3.0 - 11/16/2020

www.yourredlist.com

• Use new Inventory filters

• Add parts to the Inventory after purchase by selecting

• Select              to check in/out Parts for Jobs or Work Orders

Inventory Table

| Webapp-Release Newsletter

4. Rate Parts by selecting

2. View displayed Total Quantity, Reserved Quantity, and 
  Available Quantity

3. Add and edit a Part image by selecting

5.  Generate QR Codes for Parts in the Resources Tab 

6. In the options section, toggle for Stock Parts, Internal 
  Company  Projects, and External Customer Projects

7. When selecting a part, search through multiple 
     vendors for parts and add optional Barcodes

Reliability Filters

• Filter Work Boards queue by Task Source 
whether they are created by Forms, Routes, 
Users and/or 3rd Parties. 3rd Parties 
include sensors and integrations

| Pre-Release Newsletter

Work Board Updates

Informing you of exciting Calendar, Work Board, and iOS App updates this release!

• Add tasks on the fly to each board column!

• Upon login, you will find yourself on the same board 

you last worked in! Rather than always starting on the 

maintenance board!

• Try out the new “@ function” in the comments of 

specific tasks to notify employees immediately! Type @ 

in comments to select the employee you wish to notify!

• Tag Work Boards as favorites! These favorites will 

display at the top of the list when selecting a Board! 

• Edit posted comments on tasks! 

• You are no longer required to complete a form to 

mass complete your Work Orders!

• Part Quantity is now a column option to the current 

queue’s list view!

• Minor Bug Fixes

Redlist V7.1.0. - 10/02/2020

www.yourredlist.com

IOS App Updates

• Crop, Rotate, Add Text, and Draw on Photos!

• Minor Bug Fixes
UPDATING...

Calendar Updates

• Right click an assignment to unassign it from a person or asset!

• Search outside of the current date range (Day or week). Click and drag on day, then select  “Link 

Assignment to Job” by turning on the search outside of the current date range toggle users can now 

find all jobs!

• Add additional color labels to your job card

• Minor Bug Fixes

REDLIST NewslettersREDLIST Newsletters Tiny Blessings Email CampaignsTiny Blessings Email Campaigns
The Client:  REDLIST The Client:  Tiny Blessings

Tools Used: Adobe Illustrator, Adobe Indesign Tools Used: Adobe Illustrator, Adobe Photoshop, Mailchimp
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For as low as $595 USD/mo ($7,140/yr) your 
team gets five premium seats in the MSLM 
platform and apps, with the option to easily 
add additional users. Users are given access to 
the platform coupled with insights from Mobil’s 
Digital Engineering team.

MSLM is designed to help extend equipment life 
and bring you peace of mind. MSLM is a platform 
where customers, Mobil Advisors and your local 
Mobil distributors can collaborate. Together we 
will navigate through the exciting landscape of 
Industrial 4.0, the Internet of Things (IoT), multi-
platform integration and more!

• Go to E-plus and Export the data to CSV

      • User List

      • List of Lubricants

      • List of Lube Points and Tasks   · 

•Email a request to activate an account, and 

attach  the CSV export. Send the email to the 

MSLM implementation team at

Eplus2MSLM@yourredlist.com

• Confirm your account and login through the

email you will receive from the MSLM 

implementation team.

• MSLM Implementation will schedule a kickoff 

meeting with the following agenda:

      • Decide whether onsite implementation or 

training is desired.

For conversions before Dec 31, 2020 the
Implementation fee will be waived. 
(A more than $5,000 USD value!)

• Data Import Tool: Easily import data from 

Excel or CSV in minutes to start lubricating and 

inspecting your equipment in MSLM.

• PM/Lube Route Organizer: Build and modify 

routes and PMs for techs to complete with 

accuracy and on schedule. 

• Work Order App: Complete routes and PMs 

from a tablet or phone from anywhere, with 

or without service. Techs can record time to 

complete, consumables or parts used, and 

observations seamlessly in the app.

• Inspections: Build and modify inspections that 

can be used by your team on tablets, phones, 

or computer from anywhere.

Immediate ROI with MSLM Premium

How do we convert from E-Plus to MSLM

• Discuss remote implementation timelines.

• Discuss goals and desired outcomes.

• Establish the go-live strategy.

• MSLM will send a shared online project to track 

implementation progress through completion.

• Begin execution on the go-live plan.

mobilserv.yourredlist.com 844.733.5478mobilserv.yourredlist.com 844.733.5478

Upgrade to our new Mobil Serv Lubrication 
Management (MSLM) platform to make your lube 
management program best-in-class!

Imagine having the peace of mind that your 

equipment was always in healthy condition, so

your business could maximize production. We get

it, this is easier said than done. We know how to 

solve the puzzle! 

• Ease of use for Managers: Setting up your Lube 

Program needs to be easy! After setup, managing 

the lubricators work should be hands-free.

• Ease of use for Lubricators: Tracking your work 

on  the app needs to be simple and easy enough 

for a new employee to use.

• Work Faster: The app should make work happen 

faster than when working without it.

 • No double entry: Data entry should be digital 
and only happen once, so you don’t need an 
admin for teams in the field.

• Work Offline: Make changes and access data 
offline and update automatically when you 
have service.

• Analytics that Inspire: Your reports should 
show you a story of where your team has
gaps. Close those gaps and your lubrication 
program starts delivering to the bottom line
in a big way!

Converting from E-Plus to MSLM
Mobil ServSM Lubrication Management (MSLM)

Why use MSLM?
• Lube Engineering Collaborative Cloud: Not sure which 
lubricant to use or how often your equipment should be 
lubricated? Recieve up-to-date product recommendations 
and lubrication best practices specific to your operation via a 
live link with a qualified Mobil Serv Advisor.
• Lube Audit Inspection Submissions: Access your Mobil 
Serv Advisor services reports and plant studies from your 
desktop or mobil device--anytime, anywhere.
 • Standard Lube Audit Forms: Review previously completed 
Mobil Serv equipment audit forms and modify as needed. 
• View/Export Lube Chart Results: Users can choose to 
view within the app or export as a .csv file their equipment’s 
lubrication recommendations. 
• Reporting of Lube Chart Budget: Track costs associated 
with each equipment’s lubrication maintenance needs.
• Reporting of Lube Audit Results: Track direct cost savings 
as a result of up-to-date lubrication recommendations. 
• Lube Program Builder: Organize lubrication maintenance 
into easy to manage recurring work orders.

Here is a detailed list of the different Premium 
features provided when switching from 
E-Plus to MSLM. 

Premium Feature set

mobilserv.yourredlist.com 844.733.5478

Lube Management Program

• Lube Program Scheduler: Use date/time and your 
equipment’s operational mileage or hours to control how
and when a lubrication work order regenerates.
• Unlimited Lube Work Order Submissions: There is no
cap on the number of lube work orders a user can submit.
 • Signature Capture: Add additional levels of compliance by 
requiring users to digitally sign their work. 
• Equipment Checklist Templates: Create checklists for 
equipment inspections and other preventive lubrication 
maintenance tasks. Then apply them to any lubrication
work order. 
• Image Attachments: Help technicians clearly know what 
equipment is to be serviced by attaching images to your
work orders. 
• Offline Mode: No need to stress about internet connectivity 
issues. Download the iOS / Android app to keep working 
without internet.
• Lube Management Dashboard: Keep track of all 
maintenance activities. Always be in the know through visual 
reporting of route compliance, total cost of equipment, 
meantime to failure, percentage of reactive vs preventive 
maintenance and more through templated and customizeable 
dashboards.

Lube Management
Reporting

Lube Management
Integrations

Lube Management
Program

Lube Management
Updates

Lube Management
Locations, Assets & Parts

Lube Management
Technical Support

Lube Management
Marketplace

MSLM Sales Documents & FlyersMSLM Sales Documents & Flyers
Client: Simone DeMarco & Vanessa Andreotta, of Exxon Mobil, are Marketing Directors.

Distributors can get all the performance benefits of 

MSLM for their own operations at a reduced price 

• Get the first 10 internal user accounts 

   for the price of 5

• After the first 10 user accounts, additional internal 

  accounts are 50% off ($59.50/month/user)

•  MSLM involves no additional physical inventory

   or administrative cost

• REDLIST handles MSLM sales process, software  

  management and support for each referral

•  Become better equipped to predict needs, 

   helping you to optimize inventory levels

•  Automatic direct commission to Distributor 

   (5% of MSLM revenue)

Customers Managed 200

Potential Customers 20% 40

$28,560

Promotion for Distributors

Improve Revenue with Limited Distributor Touch

Distributor Commission Break Down Example

Representative Distributor

Total Example Commission

mobilserv.yourredlist.com 844.733.5478mobilserv.yourredlist.com 844.733.5478

Be a hero to your customer through the power of impactful 
insights with Mobil Serv Lubrication Management (MSLM)

• Identify customer needs to help prevent failures
  • Real-time monitoring of customer assets,  
           maintenance activities, and lubrication data

• Provide lubricant recommendations and improve 
  acceptance of higher quality products
  • Improve both unit margin and volumes

• Use data to support the impact of change and 
  defend against competitors
  • Achieve a competitive advantage and 
          differentiation through better understanding
          of customer operations

• Strengthen your role as a trusted expert partner, 
  developing greater loyalty and solidifying future business
  • Become a lubrication partner through improved 
           customer performance

*Active Distributors: 1 new account per year minimum requirement per distributor group

North America Distributor Benefits

Mobil ServSM Lubrication Management (MSLM)

Distributor Benefits

1) Simplified Work Orders

Put an end to missing paperwork, sticky notes, Excel 

sheets, and complicated products with easy-to-use 

work order software. Easily create, assign, and manage 

unlimited work orders from your mobile device, tablet, 

or desktop computer.

2) Multi-site Management

Operate multiple businesses, divisions, locations, or 

facilities from one central software database. Assign 

site-specific permissions, and see site information in 

real time.

3) Preventative Maintenance

Make your maintenance and reactive procedures more 

effective by tracking preventive maintenance in one 

place. Automatically generate work orders based on 

time, event, or inspections.

4) Customizable Reporting

Get insights from your MLSM maintenance 

data. Create custom reports, leverage existing 

reports, or check key KPIs on your MLSM 

dashboard.

5) Seamless Integration

Share important information and make 

intelligent and predictive maintenance 

decisions. Connect your maintenance, 

equipment sensors and more with your 

company ERP.

Mobil Serv    Lubrication Management (MSLM)SM

Mining and Off Highway

Easier work order management 

puts everything you need at your 

fingertips wherever work takes you.

With the ease of touching your 

screen you can upload pictures 

or attach special instructions.

mobilserv.yourredlist.com 844.733.5478

Other Benefits

Simple enough for your entire team. 

And when work gets complicated, 

Mobil ServSM Lubrication 

Management software, Powered by 

REDLIST,  has the features you need 

to move projects forward.

Mobil ServSM Lubrication 

Management (MSLM) like never 

before. REDLIST MSLM lets you be 

truly mobile with your maintenance 

operations.  

The ResultThe Result
Both Vanessa’s team and my team at Redlist was always happy with getting the document’s finalized that way they could use 
it for in house and sales training. Due to Exxon’s approval process, projects would take weeks to be approved and finalized 
by them, but everyone appreciated how quickly I would turn around design projects on my end and make updates quickly to 
speed up the process. 

Design ProcessDesign Process

The GoalThe Goal

Project PurposeProject Purpose
Simone and the company owners at Redlist reached out to me about getting Mobil Serv 
Lubrication Management (MSLM) branded documents designed to help teach the Exxon 
team about how MSLM works. 

Each flyer would take about 3-5 weeks to be finalized. Once I got the content from the sales 
team at Redlist, I would take about 2 business days to produce a designed document. Then I 
would send it to Simone or Vanessa, which would take about 1-2 weeks to hear any changes/
updates to make. Once I get the document back I’d meet with Redlists sales team to see if 
the changes still match the messaging they are wanting and then send it back. Once they got 
a finalized version they would run it through in house user tests and then approve the design 
or cancel the project. If a project was approved though, I would upload a finalized version 
and share it with both the Exxon and Redlist teams file storage systems. 

The biggest problem is half way in creating these documents, Exxon let Simone go because 
she was a contract designer and they hired Vanessa in her place. Vanessa wasn’t informed of 
all the specific branding requirements Exxon had for MSLM and resulted in getting multiple 
documents sent back to me asking “Why did you do this?” when it was her company that 
originally requested those changes. Thankfully, Vanessa was great to work with and we were 
able to discuss what Exxon told me they expected from the marketing material we created at 
Redlist and what we could adjust and update.

We all talked about what MSLM is and how it will be a combination of the REDLIST brand 
and the Exxon brand. Simone was able to send me Exxon material to use as inspiration for 
the co-branded material along with company fonts and when REDLIST could be incorporated 
into the design. I’d work on developing the co-branded visual identity and being the graphic 
design for REDLIST I agreed to work on these documents.
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Situation
For a regional overhead crane company, the 
complexities of coordinating inspections, obtaining 
customer approval and successfully billing and 
receiving payment from customers across multiple 
office locations was nearly overwhelming. In just 
one office, they had nearly $500,000 of 
almost-completed, unclosed service tickets. The 
owners wanted to expand operations but lacked the 
visibility necessary to make informed decisions. To 
compound matters,their existing staff was feeling 
burned out and their software systems didn't work 
well together. They needed something that offered 
real-time visibility into everyday operations while 
keeping things simple and easy for their field and 
office personnel.

Customer

Overhead Crane
Maintenance

844.733.5478

info@yourredlist.com

www.yourredlist.comTOUCH
GET IN

Single Data 
Base Management

Keep your maintenance teams in sync. 
Bidirectional integrations means you’ll see things 
like inventory updates from your ERP reflected in 
REDLIST. For example, when your maintenance 
team uses or returns parts, they’ll automatically 
be posted back to your ERP.

A Well-Oiled Machine
Integration of your reliability solutions 

allows maintenance and finance teams to 
optimize their inventory, improve 

productivity and eliminate redundancies.

We’d love to work with 
you to build the specific 
solution you need.

Email, call, or visit our site today.

Have a Specific Integration in Mind?

People App saves 9,880 hours of additional data 
management per year. 

Reduced tech stack down to one system 
from three.

$197,600

SAVING CATEGORY DESCRIPTION OF SAVINGS AMOUNT

$172,000

$400,000

$769,600Total Savings

Expenses

Revenue

Result

Decreased job 
invocing turnaround

Increased billable 
efficiency of techs

Decrease 
in-officeoverhead

Achieved employee 
compliance

Increased in 
perlocation 
profitability

Solution
REDLIST’s powerful tools provide a single platform for 
production, safety and maintenance services. 
Information captured in any part of their processes 
were made readily accessible to the appropriate party 
through a simple and customizable reporting 
dashboards and automation settings. By leveraging 
REDLIST, they’ve been able to dramatically shorten the 
cash cycle of their business and have already added 
additional locations. These new offices have come 
online faster and more profitably than ever before!

844.733.5478

info@yourredlist.com

www.yourredlist.comTOUCH
GET IN

*As reported by 3rd party consultant

Sped up revenue recognition by 300%.

More with less
By integrating REDLIST with any hardware device 
or software application through our API 
(Application Programming Interface) your teams 
are empowered with the ability to fully leverage 
your reliability solutions.

Cloud Connected Data
Whether importing data directly from 

machine sensors, or exporting data to 
another software (e.g ERP, SAP), REDLIST 

allows you to unlock the full power of your 
business assets and infrastructure.

Connect software or hardware though our API and
manage every asset from a unified platform.

API

REDLIST
Integrations

REDLIST Sales Documents & FlyersREDLIST Sales Documents & Flyers

Zoo Facility Solutions

• Being unaware of the status and performance of your
teams and equipment wastes significant time, 
resources, and money. 

• Developed for hard-working individuals and teams. 

• AZA/OSHA Compliance
• Feeding schedules
• Digital enclosure inspections
• Preventative maintenance 
  schedules
• Vet visits
• Real-time Reporting 
• Work Order Management 
• And more!  

844.733.5478

info@yourredlist.com

www.yourredlist.comTOUCH
GET IN

Preventative maintenance, work 
order, asset, and feeding 

schedules

Reliability Suite
Routine inspections, OSHA, safety 

permits, compliance

Digital Forms Suite
Daily profit & loss review, 

equipment & labor utilization,  
accountability dashboard, 

compliance dashboards, etc.  

Custom Reports Suite

DID YOU
KNOW?

REDLIST is not just another CMMS- Computerized Maintenance Management System;
it's a CMMS- Creatures & Mammals Maintenance System!

Benefits
& Features

PEOPLE & ZOOS

What We Do
AT THEIR BEST

REDLIST is a cloud-based, mobile-ready zoo app that eliminates 
data gaps between managers, teams, and enclosures/facilities.

 
We bring operations, safety, work orders, maintenance

and feeding schedules into a single easy-to-use application.

The Client:  REDLIST

Tools Used: Adobe Illustrator, Adobe Indesign

Internship Promotion CampaignInternship Promotion Campaign
The Client:  DSU Career Services

Tools Used: Adobe Illustrator
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Dixie Concessions AthleticsDixie Concessions Athletics
Client: Wendi Bulkley, of Dixie State University, is an Associate Athletic Director-External Relations.

Design ProcessDesign Process

The GoalThe Goal

Project PurposeProject Purpose
Wendi got word that there was budgeting available to re-brand the Dixie Concessions 
packaging and reached out to the University Marketing & Communications team to help. My 
boss Jared Madsen & Jordan Sharp wanted me to work on the project and reached out to me 
about creating something with our new brand identity, the trailblazers.

This project took about a month to complete. We first started with the cup designs. And after 
many MANY mockups, we were able to close in on a design. Once the cups were finalized I 
started working on the rest of the designs, going back and forth a few times with the team 
about the best directions, making minor tweaks here and there, and lining everything up 
when it’s all folded and put together. 

Overall, this project took time but I think it went great. There were tons of back and forth, but 
that’s just what happens sometimes with big projects. My team helped by giving constructive 
feedback during the whole process. That and being able to talk and walk through different 
test prints and put pieces together made the project really fun. Looking back, there is 
nothing I would think of doing differently. I knew what I had to create from square one, had a 
timeline, where to find the right resource files, and a great team to help.

Wendi put in the request but wanted us to take over since we had made plenty of marketing 
material for the athletic department in the past. Jordan told me how he wants the logo on 
all the packaging and provided me with the different things to design - popcorn boxes, cups, 
tray holders, wax paper, and mini trays - and to have everything say TRAILBLAZER, and dixie 
athletics

The ResultThe Result
Everyone loved having branded athletic concessions items. It was a huge upgrade from the non-branded boxes and cups 
they were using before and it made our Athletic events that much more on brand. Plus, we were told some mega Dixie fans 
would purchase the popcorn boxes to use when they went to out of state games, so even the fans enjoyed the new addition 
of packaged material.

Package D
esign

Package D
esign
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REDLIST Mailer BoxREDLIST Mailer Box
The Client: REDLIST Sales Team - Julio Aguirre

Tools Used: Adobe Illustrator, Adobe Photoshop

Wonder Land MenuWonder Land Menu

A personal favorite class project I got to work on. 

At the time I though it was the bee’s knees. But thanks to my 
constant desire to grow, follow design trends, and learn more 
about design this became something greater!

The Client: Personal Project

Tools Used: Adobe Illustrator, Adobe Indesign

Package D
esign

Package D
esign
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Yule Cat Got Me Trippin’Yule Cat Got Me Trippin’
Client: Matt Digennaro, of Live from the Beach Bungalow Podcast, is a producer.

Design ProcessDesign Process

The GoalThe Goal

Project PurposeProject Purpose
Matt reached out to me because his team wanted to create some exclusive holiday merch for 
their podcast. Since it was Christmas and they just did a folklore special that kept receiving 
positive feedback, they wanted a yule cat illustration to put on shirts, mugs, and stickers.

I only had a few days to work on the design, with them needing it in less then a week for their 
Christmas campaign. I sent over multiple versions and then Matt reviewed it with his team. 
We narrowed it down to 2 different illustrations and after some minor changes we were able 
to get the design finalized in 3 days. This project was pretty rushed since I only had 3 days to 
get it done, but with them being so quick to reply it made it so the project went smoothly. 

The only difference is I would try and do a rushed project when I have time. Due to the 
deadline and working full time, I was up late getting this rush project completed. Thankfully, 
they were amazing to work with and quick to give feedback/changes. The only difference is 
I would try and do a rushed project when I have time. Due to the deadline and working full 
time, I was up late getting this rush project completed. Thankfully, they were amazing to 
work with and quick to give feedback/changes.

I talked with Matt about what he was looking for, he said he wanted a yule cat illustration, 
similar to artwork I previously created for the podcast Aloreing. He wanted it to say “yule cat 
got me trippin” and be an illustration of a yule cat. His biggest concern is he needed it in less 
than a week but with his clear vision from the get go I agreed to create the illustration for 
their Christmas campaign.

The ResultThe Result
Matt texted me to say “We did a post about it yesterday morning and everyone loves the merch!” I’m so thrilled that they all 
enjoyed the design and even with the short timeline I was able to create something that they are able to use in their shop. I 
had a great time working with him and it was fun to create something different.

Illustrations
Illustrations
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Personal IllustrationsPersonal Illustrations
The Client: Personal Projects

Tools Used: Adobe Fresco, Adobe Illustrator, Adobe Photoshop

Illustrations
Illustrations
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Ephemeral FontEphemeral Font
The Client:  Advanced Typography Project

Tools Used: Adobe Illustrator, Adobe Photoshop
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Aloreing Folklore IllustrationsAloreing Folklore Illustrations
The Client: Aloreing Podcast

Tools Used: Adobe Fresco

Adventure Time StickersAdventure Time Stickers
The Client: Personal Projects

Tools Used: Adobe Fresco

Illustrations
Illustrations
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Deconstruction TypeDeconstruction Type
The Client:  Typography Study

Tools Used: Adobe Fresco, Adobe Illustrator

Siren Card GameSiren Card Game
The Client: Edgar Morales 

Tools Used: Adobe Fresco, Adobe Illustrator

Illustrations
Illustrations
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Thanks for reviewingThanks for reviewing
my portfol iomy portfol io

You did it! *cue confetti* You reviewed my whole portfolio and that truly means a lot. 
I’d love an opportunity to talk to you about a possible career opportunity and see

if I would be the perfect fit for your team!

So let’s get in touchSo let’s get in touch..
Contact me below and let’s create something grand.

435.862.4980

www.thelostworldofshe.com

khammons224@gmail.com
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