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TACO STOP
BRANDING 
For this project, I was tasked with 
branding a food truck based on 
a specific regional food style. I 
created a Tex-Mex-inspired food 
truck named Taco Stop. The project 
required significant research and 
experimentation with packaging design 
as well as creating a cohesive brand 
look across all elements.  The branding 
of Taco Stop was inspired by various 
traffic signals and featured a simplified 
design. Brand elements included 
takeaway packaging, a food truck 
design, and a menu design.



HATTIESBURG
GEOTOUR
WEBSITE
For this project I was asked to redesign 
the Hattiesburg GeoTour Website. The 
purpose of the site was to provide 
information and resources about the 
Hattiesburg GeoTour. I implemented 
their established brand throughout the 
website with elements such as patterns, 
textures, and typograhy. I also included 
a social media filter that automatically 
uploaded their social media to the 
website.







“THE RISE OF WHITE  
NATIONALISM” 
MAGAZINE COVER 
AND SPREAD
For this project, I needed to create a 
magazine cover and a full spread cen-
tered around a controversial topic of my 
choosing. To create the imagery for the 
cover and spread, I used a few hands-
on methods, including creating image 
collages, burning images, and an image 
transfer technique. Once the imagery 
was created, I transferred it to a digital 
format where I added my text and styled 
it the cover after Time Magazine. 



QUARANTINE  
SURVIVAL 
JOURNAL
In this project, I created a personal 
journal of everything that kept me sane 
over the course of the pandemic. I left 
this completely open to self expression 
and put all of my bottled up emotions 
in to this project.  In the the creation of 
this project I experimented with expres-
sive imagery and type to create a style 
unique to my personal experiences
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Now, for reasons I can’t quite 
understand, some people seem 
to think its okay to just casually 
not wear a mask. And this truly 
boggles my mind. There is con-
sistently proven data that states 
that wearing a mask will keep you 
safe from the virus and yet people 
don’t listen. And they never have a 
good reason, they’re, simply stated, 
dumbfucks with no concern for 
their own safety or that of others. 

And now that that’s out of the way 
let’s laugh about some dumbass 
excuses used by the irresponsibly 
dumb populace

“I TESTED NEGATIVE SO I’M IMMUNE TO 
COVID”

“PEOPLE WON’T BE ABLE TO SEE MY 
SMILE”

“COVID 19 TESTED POSITIVE FOR 
FRAUD”

“BEING FORCED TO WEAR A MASK IS 
DISCRIMINATION”

“I CAN’T GET THE VIRUS”

“WEARING A MASK IS  
FEMININE”

“IT IMPEDES MY FREEDOM”

“COVID 19 IS BEING SPREAD THROUGH 
5G”

DO

YOUR

PART





1 800 Ad Campaign
This project was centered around 
creating an awareness campaign about 
a what-if scenario. The focus of the 
campaign, however, had to be around 
a 1-800 number for a helpline. I used 
the LGBT+ hotline and created imagery 
focusing on showing the diversity of 
LGBT+ people in the world with an 
affirming tagline to help these people 
in need feel seen and understood. I 
also utilized a rainbow duotone on the 
images to tie the imagery and phone 
number back to the LGBT+ community. 
Elements of the campaign included: an 
outdoor building display, a web ad, a 
single-page ad, and a full-spread ad. 



DIAGEO  
ANNUAL REPORT
This project called for a redesign of 
the 2021 annual report for the DIAGEO 
brand. I took around 50 pages of 
information from their report and 
created my own publication layout for 
it. It was important for this project to 
keep the feeling of the brand consistent 
while also putting my own style into the 
design. Additionally, the most important 
part of the project was pacing out the 
information to avoid overwhelming 
the reader with pages and pages of 
information.
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An Engaged and
Empowered Workforce

At the core of our Performance Ambition is a com-
mitment to enable our 27,650 people to be the best 
they can be, have the freedom to succeed and feel 
valued for who they are. From the moment they join 
Diageo, we want our people to feel engaged:
passionate about our Performance Ambition, 
connected to our values and motivated to achieve 
their potential.

We provide our people with robust career and development
opportunities, competitive reward offerings, and an inclusive 
environment that harnesses their diversity. The health and 
wellbeing of our people continues to be our priority and we have 
implemented progressive policies and procedures to safeguard 
them and help them successfullynavigate the Covid-19 pandemic.

Staying engaged and responsive
We pride ourselves on our unique culture, rooted in a deep sense 
of purpose, a passion for winning, and a personal connection to 
our brands and each other. Everyone at Diageo plays a part in 
creating this culture. Our bi-annual Your Voice survey, in addition 
to the regular pulse surveys we ran throughout the pandemic, 
provides us with valuable insights on employee engagement, 
what works well in the organisation, and what can be improved. 
The Your Voice survey results released in May 2021 told

us that 89% of respondents are proud to work for Dia-
geo and 81% would recommend Diageo as a great place 
to work. Across our business, the insights gained from 
the Your Voice and pulse surveys are used to develop 
meaningful action plans. We ran a Global Wellness week 
in February 2021, in response to the feedback from the 
pulse survey conducted on the impact
of the pandemic on people’s wellbeing. The impact 
of this initiative can beseen in 78% of respondents 
telling us in this year’s Your Voice survey that they 
believe Diageo is sufficiently supporting their health 
and wellbeing.

Over the past year, it has become even more important 
to embed more flexible ways of getting work done, so 
our people can own how they deliver their best work. 
We call this our ‘Diageo Flex philosophy’ – a framework 
of principles for our people and their line managers to 
discuss and agree working patterns that best reflect 
each employee’s individual needs alongside business 
requirements. This framework continues to be a 
catalyst for stronger employee engagement and 
performance.
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CURA PERSONALIS
For this project, the client requested a 
logotype for a health-food restaurant 
on a college campus. The desired logo 
was meant to be simple while invok-
ing a feeling of health and nature, so I 
used a monoline design paired with a 
softened geometric typeface. The icon I 
created was inspired by the leafy vege-
tables that permeate most healthy food. 
I expanded on the project by designing a 
to-go box, cups, and a menu.



R’YLEH SOCIETY 
INVITATION SET
For this project, I created an invitation 
set for a secret society, that utilized a 
targeted design for a niche group need 
to hide in plain sight. The secret society 
I created was based around H.P. Love-
craft’s Cthulhu mythos and incorpo-
rated flat shapes and a lined halftone 
shadow. The elements of the project 
included a logo, an invitation, an RSVP, 
a Save the Date, an admission ticket, a 
promotional piece, and an envelope. 







TABOO 4 PACK
The goal for this project was to design 
a beer 4-pack inspired by a specific era 
of design. The era for my 4-pack was 
the 1920s, however, I wanted to avoid 
the Art Deco style and instead focus on 
more of the flat designs that were also 
present at the time. I named my product 
TABOO because of the 1920s association 
with the prohibition era and the plea-
sure of doing something you shouldn’t, 
hence the inclusion of the cocktail 
glasses and cigarette icons.



HEM 
For my capstone project, I created a 
brand to focus on empowering plus-
sized men. HEM is a plus-sized clothing 
brand targeted toward men who 
struggle to find clothing in their size. 
This was a very personal project for me 
because it is a problem that I struggle 
with. In addition to creating access 
to clothing, I also wanted to create 
elements that educated men on how to 
dress for their bodies. The products that 
I created for this project were packaging 
designs, a how-to guide, a website, and 
a poster series. For the brand, I wanted 
to push the idea of embracing your body 
and doing what you can to ensure you 
look your best.
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About Us

Who are we?

How it Began

HEM is a company dedicated to the expansion and inclusivity of plus 

si&ed clothing for men. We seek to provide all of our customers with 

easy access to clothing that suits their bodies. We also aim to bring plus 

si&ed clothing to the forefront and change the way people view the plus 

si&e community. It is our goal that everyone feel comfortable in their 

own body and that starts with the clothes they are wearing. 

HEM started in Ha�tiesburg, Mississippi during the year of )0)0. The 

founder Shayne Carter had always been a large man and had spent 

much of his life struggling to find clothes that both fit well and looked 

good. A�er developing an interest in fashion and finding that his 

clothing needs were not being met, he decided to create a company 

that would see to the needs of the plus si&e man.

With the help of a few friends, some sweat and determination, and a 

love for clothing, HEM was born from the desire for a more inclusive 

space in the fashion industry. Today, HEM is providing access to proper 

fi�ing clothing for thousands of men around the world, with no 

intentions of slowing down.

“I know I’m a big guy, but my body 

shouldn’t limit my �lothing options. 

The fashion industry needs to do 

better to support plus size men.”  

-Shayne Carter

Find the next best fit for your wardrobe  
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Sign up to the newsle�er for our  

latest stories, ideas and o�ers.

ENTER YOUR EMAIL

By subscribing to the newsle�er, I consent to receive from Hem 

information concerning special o�ers, promotions, services, 

products or events in accordance with the Privacy Policy  . I am 

aware that I am entitled to withdraw my consent and unsubscribe 

from the newsle�ers at any time via the link at the bo�om of each of 

the according emails or via the contacts given in the Privacy Policy.
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Clothing Built for �our Body

We are dedicated to providing uni�ue and  

accessible clothing for plus sized men 
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So�-Washed Crew-Neck  

705 T-Shirt 

$24.00

Water-Resistant Bomber Jacket 

$�4.99

Cozy Crew-Neck Sweater

$44.99

So�-Washed Crew-Neck  T-Shirt 

$24.00

705 Wide Cu� Beanie 

$��.99

VARVCA Flat Billed Hat

$�9.99

Brown Leather Boots

$	9.99

Tan Leather �ipper Boots

$�9.99

Brown Oxford Brogue Shoes

$�9.99

Brown Chelsea Slip-on Boots

$�9.99

Dynamic Fleece Jogger Shorts  

—9-inch inseam

$2�.00

So�-Washed Crew-Neck  

705 T-Shirt 

$24.00






