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Curiosity may have

Killed the cat, but

the cat had nine lives.
The more you know the
better your ideas, and |
want to know everything.

~ Hi
) I’'m Tanya, a Senior
Creative and Brand
Strategist. Here’s a bit

Cet shit done, | care and | care deeply
That's what | do. — about creating good
Voted most industrious work, iInspiring ideas,

oy my colleagues and communication, helping
not slowing down clients, and learning
anytime soon. from my colleagues.
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AWARDS

awards won within the last five years

working on various projects with 3

companies and multiple distinct teams

of talented colleagues

Global Ace Awards //

Paper & Packaging Board, Pack to the Future
Gold: Trade Show Booth Design/Experience/Campaign 2023

Webby Award Winner //

World Science Festival website
Charitable Organizations

Non-Profit 2018

Interactive Media Awards //
World Science Festival website

Best in Class, Arts/ ‘Culture 2018

The Drum’ Social Purpose Awards //
We work for earth, Republic Services

Best in Brand Purpose 2018
Best Cut-of-Home Campaign 2018

Gold Muse Creative Awards //
What is natural? National Museum
of Women in the Arts

Cutacor Agvertising 2017

American Alliance of Museums//
What is natural? National Museum
of Women in the Arts

Museum Publications Design Competition 20716

B2B Elevation Awards//

Paper & Packaging Board, Pack to the Future

Cold: Best digital experience initiative

B2 Awards //

Paper & Packaging Board
Bronze: Trade Show Experience 2023

Brother Printers
Sitver: Direct Mail; imensional Maller 2021

Covance
silver: Display Ad Advertising 2020
Cold: Lead Generation 2020

We work for earth, Republic Services

Corparate Communications aor Pro Bono Camp

Gerety Awards //

Paper & Packaging Board, Pack to the Future

Bronze: B2B Alternative advertising 2023
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CO-WORKER LOVE

| love working with and learning from talented
people. Here’s some feedback my coworkers
have shared about working with me in the past
with my Creative Director(s) and superiors.

0: Croative Director. Project Monager

TO: Creative Director, Project Manager ROM: Account Director

FROM: Group Sccount Diractor

Good maorning James,

Hi theral

| wanted to follow up on yesterdays presentation with a shout out to Tanya.
Az usual, she has gone above and beyond on presentation creative, but |
Just wanted to call out what a major help she's been in owning the project
and making sure all deadlines are met — from tracking down answears and
missing files to creating a plan for getting it all done. Not to mention
running everything by strategy before getting to deep into the creative!

| just wanted to take a QUICK moment to give you some feedback on Tanya!l

Tanya is doing a FANTASTIC job, continuing to produce incredible work on
all of my clients - bswift, 1010data and NCR. It's not just that her work is
wonderful, she also has a very positive attitude about the work she does....
Which is exceptionally noteworthy with my clients! She has had to deal with
crazy client deadlines and annoving, never-ending client feedback.... And
has dealt with it all incredibly positively

Its refreshing to work with someone who thinks ahead and pushes the rest
of us to do so, without feeling pressured! ;)

Coming across talented, positive and hard-working people is a SPECIAL
thing so thought I'd share my thoughts & . Sure you already know this
about her yoursealf.

Tharnks!

Thanks!

TO: Craative Director, Project Managor

FROM: Account Exccutive

Hi Sue and Reuban,

Just wanted to drop a note on Tanyva. She always is a wonderful committed
person to work with. Her attention to detail and focus is beyond and she

always comes through. When | have a job that | know Tanya's overseeing, It
honestly gives me so much peace of mind that the work | will get will be on
briaf + a value add if any. She does not miss! g

| feel we are all challenged at these times and we probably shout out when
something doesn't go right, 50 it’s fair to shout out when someone is being
pure gold! &

Have a great day!
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PAPER AND
PACKAGING BOARD

The Paper and Packaging Board is a national consumer
marketing campaign from U.S. manufacturers and
importers of paper including packaging.

With the goal of creating a more sustainable world,
the Paper and Packaging Board launched its residential
recycling program, Box to Nature, at Pack Expo 2022.
The team brought the initiative to life by creating a
virtual reality experience that impressed, engaged

and inspired everyone.
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Concept
Development

Lead Art
Direction

Execution

Branding,
Print, Digital,

CONCEPT .

Booth

Pack tothe Future Y - Production

Print and Outdoor
Mechanicals

Inspired by the central theme - "Pack to the
Future,” we created a multi-dimensional
experience using cardboard and Al.

At the center of the experience was a life-size
Delorean made entirely out of corrugated
cardboard (the car and the whole booth were fully
recyclable). The car was a “time machine” that —
through a virtual reality experience developed for
the event — presented a vision of a sustainable
future that the packaging industry can help bring
about by participating in the program.



VISUAL
CONCEPT

The development of the visual platform
for the award winning trade show

— ¥ N started with the inception of Box to

. = = | Nature — a simple mark applied directly
- to the boxes consumers receive their
packages in daily. The mark includes
Instructions for recycling and a QR code
that takes you to a landing page with an
| e Jy : interactive game and more information
™ H’ii’"r - e : about the program.

| developed the original Box to Nature
logo mark designed to fit with the

BOX TO THIS BOX HAS modern feel of P+PB, the landing page,
UP TO 7 LIVES and then went on to build and design

ay, . NATURE @ OUR PLANET scAN the entire booth experience. From:
~ HAS ONE LEARN mapping out stations to the graphics,

Yes, that s ... Correct EMPTY > FLATTEN > RECYCLE to sizing. Working through several

AN . . . . . e PO AN A SRS challenges thrown our way from the

Ko e LE i iy fiind remewing A e Ted3e T

S e e _ trade show organization, the DelLorean
| ' manufacturing parthers and the
storyline of the VR element.

Recycle Righl

BOX TO AR eox 10
SN NATURE i Watch Now —

Empty, Flatten, Recpcle,
Laam 'H'I‘j' IS ETMpImane [o
b EE: ;'ﬁ‘p“‘ | follow thase three siens.



https://bv-04.bubblevault.com/3014f7e3-1662-45ba-8468-6fc29ba8b08c/3821ac90-b0f0-ed11-abf5-0687029cb287/mp4/720x480/3821ac90-b0f0-ed11-abf5-0687029cb287.mp4

@

RESULTS

The never-before-seen experience

super-charged visitor engagement, Tphe a ride to 2

ensuring that the Paper and Packaging su'tl-:-:‘tl:l':':f-:

Board's key messages about the
recyclability of corrugated cardboard
boxes came through clearly at the
packaging industry’s largest trade show.

The event campaign was the talk of
PACK EXPO 2022. More than 600
companies engaged with the trade
show experience, helping to create
significant momentum for the Box to
Nature program and put the Paper and
Packaging Board at the center of the
industry’'s sustainability dialogue. The
Box to Nature program’s educational

| o
mark appeared on more than 2MM boxes a?
by the end of 2022. Today that number The BOX tO Nature mark :;n-"'
has reached 1T1.5MM! Compare that to
the 15 years it took the 3 arrow recycling has appeared on more
symbol to make it onto a couple million.

than 11.5MM boxes! @@@@
Watch Now — I



https://vimeo.com/886926885

@ AWARDS

FORJ

Born from the one-million-member professional community
HR.com, Virtual Event Plant is an online event platform with

ambitious plans.

With new investors and a new |leadership team,

VEP needed to reposition, rebrand and relaunch for
future growth. With many competitors in the space,
ooth entrenched and newcomers, VEP tapped Stein
AS to differentiate and focus its brand positioning —
as well as its brand’s visual expression.

Tatyana K. Mangone | Sr. Creative & Brand Strategist | January 2024



Concept

Development

Lead Art
Direction

Brand
Development

CO N CE PT . | & AP, “ N Strategic

. o . R Thought
Making Communities Count | | AP Leadership

Program

To support the rebrand, | crafted a visual Development

identity based on the idea of diverse
communities coming together for the
greater-good.

The “Digital Tapestry” design-system

places distinct patterns and shapes together
to form one recognizable and organized
brand—the perfect representation of the
diverse but harmonious Forj brand, the people
on its team and the community it supports.



VISUAL
CONCEPT

Based on in-depth research, a strategic
foundation was developed to inform

the new brand. The research highlighted
a powerful opportunity in the space —
the crowded, high-growth virtual event
platforrm market is full of competitors
selling generic functional benefits to

no audience in particular, with no clear,
consistent, or motivating higher-order
brand purpose.

So, everything we created had to strongly
deliver on the brand idea “Making
Communities Count.” Accordingly,
while developing the brand, | made
sure everything was in alignment.

The logo represents messaging bubbles
between individuals, signifying open
conversation as well as 2 inverted F's.

The bold, bright colors reflect the voices

of the community. Additionally, the distinct
patterns making up the tapestry are used

to represent the diverse individuals the

: platform was created for. This diversity is

i —— further represented in the photography
and the innately flexible nature of the brand.

WE HELP FORGE RELATIONSHIPS
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RESULTS

The rebrand won a Drum B2B
Award for Best B2B Rebrand in 2022,
the client, key stakeholders and the
audience were all very excited and
the numbers reflect that!

Bookings are up 52%

17% increase in referrals to the
site from social media

62% increase in leads from web
sources (paid search, organic
search, direct traffic)

Audience size on all social
platforms increased by 50%

Interactions on all social
platforms increased by 82%



NUIX

an Australian technology company that produces a
software platform for indexing, searching, analyzing,
and extracting knowledge from unstructured data.

The Nuix platforms’ unmatched capabilities
had already propelled significant growth for
the company. Now, Nuix's challenge was to
iNntroduce a holistic brand positioning that
enabled C-Suite engagement, the sale of
bigger-ticket holistic solutions, and a whole
new level of growth.

Tatyana K. Mangone | Sr. Creative & Brand Strategist | January 2024



CONCEPT

Securing the New
Information Age

Nuix had transformed its issue-specific solutions into
a single platform — but the industry hadn't caught up.
Most companies still approached their data with
disconnected software. To positively disrupt the
market and elevate the brand, we created an idea
that rewrote the narrative for the entire industry.

The Nuix Ambassador introduces The New
Information Age, defined by new challenges,
growing threats, and unimagined opportunities.
Moving between cybersecurity scenarios, he shows
how Nuix connects the dots and why it's necessary
to adopt a holistic solution in today's digital world.

Concept
Development

Art
Direction

Photography
Planning/Casting/
Directing

Videography
Planning/Casting/
Directing

Execution

Website Design,
Social, Digital
Communications,
Print Assets




’

VISUAL
NARRATIVE

While competitors focused on talking
about the New Information Age's threats,
Nuix turned the focus to solutions. We
gave the platform a personality: a little
bit of a badass — the confident, cool, and
always in control Nuix Ambassador who
always has a solve.

Using a mixture of natural and artificial
light, the drama of data intelligence is
brought to life in various scenarios.
Placing the focus on the Ambassador
poses Nuix as the architect of the solution
—whether that's catching a cybercriminal,

proving compliance or presenting evidence.
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NUIX

LAUNCH TOTAL DATA INTELLIGENCE
VIDEO

To positively disrupt the market and INVESTIGATIONS | EDISCOVERY | SECURITY | COMPLIANCE

elevate the brand, we created a launch
video that rewrites the narrative

Watch Now ——

Y PP Ry | e Py o N Epa . T W
Videography by Dave Croucher | Stein [AS


https://www.youtube.com/watch?v=Eb2K5XPhwAk&list=PPSV

social
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SHOET INTRODUCTION T
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' RISK IS EASILY EXPOSED,
NOT YOUR DATA AND IP.

SHOAT INTRODUCTION TO HEW IHFORMATION
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Learn how you can

El."-IE gain

e WiLh Muix.

THE GAME AT HAND

LET's jlay 4 ke, Swhat 7

RESULTS

The creative allowed us to make data cool,
connect with, and educate the audience.

The campaign far outperformed expectations, ;
with response rates more than 3X higher TEE
than benchmarks.

ST LEGAL & COMPLIANCE

' Landing the largest user conference in Nuix's history

@ Building awareness of the Nuix brand by double
digits via high-impact awareness tactics while also
shifting perceptions from a point-based provider to an
integrated provider of Total Data Intelligence solutions

print

o Delivering 5,700 MQLs and closing 200 net new logos we b
to achieve revenue growth goals

o Delivering marketing sourced net new business revenue

totaling 10% of overall company revenue
" Co-designed with Katherine Buckner | Stain |AS
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NATIONAL MUSEUM OF
WOMEN IN THE ARTS

located in Washington, D.C,, "the only major museum in the
world solely dedicated” to celebrating women's achievements
in the visual, performing, and literary arts.

The National Museum of Women in the Arts (NMWA) was
founded 35 years ago on the visionary idea that there should
be a national museum dedicated to women in the arts. While
NMWA has built up their collections, mounted important
exhibitions, and consistently created excellent programming,
the last 35 years have seen monumental changes in the
museum world. NMWA came to us with the need to stay
relevant and carry forward their mission. We were presented
with the challenge of promoting two relatively small
exhibitions through a single advertising campaign.

Tatyana K. Mangone | Sr. Creative & Brand Strategist | January 2024



Concept

Development

Lead Art
Direction

Execution

CONCEPT = | ET - | Print, Digital,

Qutdoor
What is Natural? Advertising

T Production
We started by establishing a common Print and Outdoor
theme between the two exhibitions: : Mechanicals
exploring the natural world. R s .

We then made a clear choice of whom
we could most effectively target in the

marketing campaign. e SUPER NATURAL &
- . ORGANIC MATTERS-WOMEN TO WATCH 2019 'y

""'- E:ﬂ.U‘H' Al
#5uper_Natural w Women2Watch FJ'US.E” M
WOMLEN

JUNE 5-SEPTEMBER 13, 2015 | b

Ayarin. NV, Washington. OC | pemwa.org

FﬁH[:IFlIL and FRIGHTFUL works by WI]MEH you need fo know.

_rf

These decisions allowed us to land on
a simple but engaging question as a
headline that introduced the meaning
and value of both exhibitions while
activating curiosity on the part of

our intended marketing target with

an arresting question: What is Natural?

1260 New Yook




FANCIFUL and FRIGHTFUL works by WOMEN you need to know.

SUPER NATURAL &
ORGANIC MATTERS-WQOMEN TO WATCH 2015

#Super Malural #Women2Walch ..\.

JUNE 5-SEPTEMBER 13, 2015

1250 New York Avenue, NW, Washington, DC | nmwa.org N
. 1

NATIONAL

MLISEUM
of WOMEN
in the ARTS

SUPER NATURAL &
ORGANIC MATTERS-WOMEN TO WATCH 2015 i
tﬂa;ﬂm A

Fauper Matural +WomenZWalch
IE’F LIM
JUNE 5-SEPTEMBER 13, 2015 ;w{?m {

the AR TS

1250 New York Avenwe, NW, Washington, OC | nmwa.org

VISUAL
CONCEPT

Strategically using the copy to lead the creative and the imagery
as abackdrop allowed us to focus the exhibition advertising on a
conceptual level, rather than highlighting individual works, none of
which could have fully represented the diversity of these exhibitions.
Choosing to have the text interact with the imagery allowed us to
nod to the art's three-dimensional nature in the exhibitions.

In other words, we honed in on 'why the target audience would
attend'— that being, exploring modern concepts, instead of the
“what are we showing,” (specific artists or artworks) such an
advertisement might have drawn those who liked that particular
artist to the exhibition; but, it would not have served to represent
the actual value or scope of the two exhibitions together.




&
| DRGANIC MATTERS-
. WOMEN TO WATCH 2015
' — ANTr

JUNE 5-SEFT. 13, 2015 TR : i -
FANCIFYL angd Hljl;hln.m . — :
WIrES [y
-.l.-.-____-

WiOMEN i

i need to know.

RESULTS

The What Is Natural
campaigngot particular
attention in the context
of a generally staid DC
museum-advertising
landscape, drawing
significant attendance
despite a very modest
media buy.

Survey data showed the
advertising as a key factor
driving attendance.



N THE
—4 WEBBY
AWARDS

WORLD SCIENCE
FESTIVAL

an annual festival produced by the World Science Foundation,
whose mission Is to cultivate a general public informed by science,
inspired by its wonder, convinced of its value, and prepared to
engage with its implications for the future.

The World Science Festival gathers great minds in
science and the arts to produce live and digital
content that allows a broad general audience to
engage with scientific discoveries. Over the past ten
festivals, the festival has drawn over two million
visitors — what they needed now was to make it
accessible to millions more viewing programs online.

Tatyana K. Mangone | Sr. Creative & Brand Strategist | January 2024



CONCEPT

Science for the People

The World Science Festival had thousands of
programs archived, and they needed to bring it
to the people. It needed to be both organized
and whimsical, attracting both scholars and

enthusiasts, useable by children and academics.

All designed with a simple user experience that
allowed you to filter for complex scientific
theories and entertaining performances,
generate revenue — and be beautiful.

Concept
Development

Creative
Direction

Execution

U|X
Web Design
QA




\WaHd FESTIVAL VIDEO PERFORMANCE EDUCATION GLOBAL '::_)\ WATCH VIDEDS
CHE G e e o - o
Festival

SPLICING AND DICING DNA: GENDMI B00 COMMENTE il

TIMESTAMPED TOPICS

00:10:30

UNIFICATION OF SPACE AND TIME

MODERATOR 00:18:38

STAMDARD MODEL OF PARTICLE PHYSICS

CARL ZIMMER JOURNALIST, —
AUTHOR Wikl

Carl Timmer i an award-winning columnigl WHAT IS STRING THEDRY
Mew Yark Times and the suthar of 1] booke s
science. Zimmer wribes. requisstly Tor megas
~cluding Matianal Geagraphic, Wired, and

His boaks include Parasites Aax and Evolul 00:44:57
Senge of Lile
R EXTRA DIMENSIONS OF SPACE

U/X CONCEPT

The iconic World Science Festival logo inspired a simple
but well-thought-out user experience with clean lines. The
user experience is intentionally easy to navigate, highly
accessible, and ADA compliant, an attribute becoming
more important every day. Time-stamped topics and the
ability to keep watching videos in the navigation bar while
scrolling, were just some of the design features.

i ‘Worl FESTIVAL VIDED PERFORMANCE EDUCATION GLOBAL ABOUT {_.:',__ SUBSCRIBE

FESTIVAL VIDED PERFORMANCE EDUCANON —GLOBAL ABOUT SUBSCRIBE

W

~World .-
Science
Festival

GET INVOLYEL L S DOMATE

WELCOME TO THE NEW WORLD SCIENCE U! LEARN SCIENCE FROM NOBEL LAUREATES, RENOWNED
RESEARCHERS, AND INSPIRATIONAL EDUCATORS.

EXPLORE THE WORLD SCIENCE FESTIVAL




RESULTS

Since launch, over 1 million people have
accessed the World Science Festival site —
scientists, artists, students, and teachers have
used it to gain insight into complex scientific
ideas. Bringing WSF to the forefront in digital
access and design and user experience in the
non-profit sector.

OE IR The website won a Webby Award in 2018.

If you're a scientist, scieng
of an exhibit at City of Scie

EMAIL US

‘ PHOTO GALLERY




CHATTERBOSS

Is a one-of-a-kind white glove virtual assistant platform.
A thought partner and dedicated resource to implement,
Mmanage, and optimize the critical aspects of their clients business.

Chatterboss needed help bringing the brand to
life across various touch-points. Initially joining
the team to design and launch their beta app to
elevate the user experience. |'ve since worked
directly with the CMO to establish a notable
brand presence across industry events, trade-
shows, print media and social media while
evolving the brand to align with their distinct
thought partnership positioning.

Tatyana K. Mangone | Sr. Creative & Brand Strategist | January 2024



CONCEPT

An approachable thought leader

Chatterboss embodies partnership by
prioritizing seamless communication,
efficiency, approachability, trustworthiness,
and innovation for their clients. They aimed to
reflect these values in their app, ensuring a
positive experience for both clients and
assistants. Through clean design with subtle
gradients, light typography, and illustrations, |
elevated the aesthetic to establish strong
initial client relationships. In addition to UX
and design, | personally contributed to feature
development, including payment, scheduling,
time tracking, messaging, and more, ensuring
simplicity for both clients and assistants.

Concept
Development

Creative
Direction

Execution
Print, Digital, UX
Wireframe,
Prototyping,
Design




ELEVATED
BRAND

With a solid client-base and a noteworthy
reputation — Chatterboss needed to
elevate their brand communication

and overall approach to align with

thier thought leadership platform.

Utilizing editorial-style advertising

in reputable business magazines
like Entrepreneur and Forbes, we
strategically positioned the founder
and CEO as the face of the company,
propelling Chatterboss towards its
targeted market position.

This shift enabled the CEO to actively
engage in speaking engagements and
participate meaningfully in trade shows.

| designed versatile pop-up banners that
could easily be transported by a small
team and be used in multiple formations,
together or individually at different
events—each focusing on different
benefits but always telling a cohesive
brand story.



QChatterBDss

What should

Every Why

2
Entrepreneur‘ ChatterBoss | dEIEgatE' R E s U LTS
Can Have Their Executive
Dream Team Ch Assistants?
Mre a0 us ash Qo= ot att.er e SS R I The shift in brand positioning resulted in
‘r IJ-.dudl-cI:udaT:r:t::'lL | Save BAvold 'GBT;'; Your @ % dDu ble the r'IU mber Gf ﬂEW E”Ehts and DUEI"
THae - BuRmonk /;ﬁ 5 pe 900 warm leads (over half YTD), which are
O == 4 \/ G directly attributed to an impactful trade-

show presence and distinct UTM strategies

_ _ in print and web materials.
Get your time back s ind your

with Chatterboss QChatterBoss S —
(2 P2

Executive Assistants Aemate busy entrept Leave the

rest to us

Q ChatterBoss

Scaling up?
We can help.

Maximize your Q ChatterBoss
productivity.

Take the delegation quiz now.

Maximize productivity

Busy schec with a hand-picked

ChatterBoss Executive HSSiSta nt
.ﬂ.55i;ianBt5 ::aE. help::yuu Let our
save time, avoid burnout exper‘t
and grow your businesses, ]
assistants

SCHEDULE FREE COMSULTATION =%

Less time stressing.
More time on what you do best.
Let our expert assistants handle it.

handle it.

SCHEDULE FREE CONSULTATION =k

FIMD MY DELECATION SCORE =



ASME METRIX

The American Society of Mechanical Engineers (ASME)
promotes the art, science & practice of multidisciplinary
engineering around the globe.

In 2021 ASME launched Metrix an integrated
events and content platform for engineers

and technical professionals focused on digital
transformation in industries from aerospace and
automotive to energy, medical, and more. They
came to us in heed of a simple and evocative
orand that would resonate with the professional
community and set Metrix apart from ASME.

Tatyana K. Mangone | Sr. Creative & Brand Strategist | January 2024



Concept
Development

Art Direction

Execution

Brandguidelines

CONCEPT

A host of ideas

Metrix hosts content, events and expertise, making
It the perfect host for ideas. This concept brings
out the brands character traits in a way that feels
welcoming. It makes Metrix feel like a friendly,
inclusive and tangible place for innovation. Drawing
Inspiration from these characteristics, | developed _
a human-centric brand, characterized by bold colors ' D W\E

*111111Y
LELTRIY

and a tech-savvy aesthetic. The design incorporates . - A
black and white portraits on vibrant green, blue, or

yvellow overlays — while the logo is seamlessly
Integrated, providing a graphic treatment that
conveys flexibility, fosters conversation, and
encourages the exchange of ideas.




VISUAL
CONCEPT

The Metrix logo embodies a professional yet
inviting digital community, echoing our
positioning statement. It cleverly forms an M,
while also serving as a symbol for the
amplification of voices, expertise, and
_ | _ community. The logo mark serves as the main
m et r_ i x . graphic element, versatile enough for use with
o - ' or without photography, distinctly defining
LA aSME Lol Metrix across materials. The approachable yet
tech-forward aesthetic extends through
bespoke iconography and a balanced color
palette. Admiral Blue conveys professionalism,
while Bright Yellow & Digital Green add a
friendly and tech-savvy tone.

Where experience gathers




e

RESULTS

We handed over brand guidelines desighed
for a smooth kickoff, allowing the client to
dive right in and giving them the flexibility
to evolve as their brand grows. Our concept
wove a compelling narrative, bringing life
Into the engineering space and striking a
chord with the professional audience.

Impressively, we were able to craft three
distinct ideas, gain client buy-in, and quickly
deliver comprehensive brand guidelines — all
within two weeks from briefing.




BRAND
EXPLORATION

The branding process included presenting
three different fully thought-out approaches
for the concepts of Transformation People,
Growing Further, and A Host of Ideas.

Here is a glimpse into some of the other
approaches | worked on.



NCR

(National Cash Register) Founded in 1864, NCR is the
world’s leading enterprise technology provider of software,
hardware, and services for banks, retailers, restaurants,
small business, and telecom.

NCR is the only company that truly understands
the consumer's stream of life, collecting valuable
data across every touchpoint of their daily lives
(700 million a day, to be exact). NCR customers
rely on their data-driven technology and services
to compete in a new digital world. NCR came
to us in need of a rebrand ahead of their largest
ever planned conference, which was happening
in less than 2 months.

Tatyana K. Mangone | Sr. Creative & Brand Strategist | January 2024



CONCEPT
The Whole Spectrum

NCR is the global leader in omni-channel
solutions. The Whole Spectrum brand refresh
brought this to the forefront. While the former
NCR Living Green remains at the heart of the
NCR brand, they now have a spectrum of
colors expanding outward from it, illustrating
the breadth of NCR's services. It's a fresh,
exciting, clean design that speaks to the
gravitas of NCR's position in the retail industry,
yvet retains the warmth and personability they
have always possessed.

Concept

Development

Art
Direction

Brand
Development

Execution

Brand Guidelines
Collateral Templates



MY HCR (f]ﬁ Language n'.: Soclal Q Search

Solution Product Catalog MNews Careers Blops Support Contact Us

N e e

EVERYDAY
MADE EASIER

We're behind nearly 550 million transactions
every single day, all over the world. T

Managing delf-servies ioftimere aercas an ATM nebwork

has becorme mare intensive and arduous with continoous
application enhancements and multiple security updates.

It reqquires a secure, reliable and fast way to distribute ATRA
application updates, marketing campaigns, and softwars
patches. Finandal institutions are always looking for more
efficient ways to reduce the risk, time and cost to manage and
distribute software across their ATM fleat

We're Here To HE R 2

NCR owns \
NEWS approximately 1,450 . 1=

why NCR?

numerous other
patents in foreign
countries.

BEFORE

The old NCR Living Green branding
was designed to be welcoming and
warm — but it lacked elegance and
confidence. With an upcoming
conference, it was time to re-evaluate
the brand. With less than 32 weeks

to complete the development,

rules, brand book design, and client
feedback implementation, we had
our work cut out for us.
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AFTER

Leveraging the idea of the spectrum
lent itself to creating exciting and
friendly imagery — while choosing
warm-hued imagery to compliment the
new cool brand colors created a great
balance. In the end, we were able to
create a truly distinctive brand with the
use of graphic devices and colors that
both elevated and kept the accessible
feeling NCR didn't want to lose.
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THOUGHTFUL GUIDELINES

With less than 10 days to create full-fledged brand guidelines and less than a month
for NCR to implement them across many channels — it was imperative to think
through all the possible uses and give prescriptive directions on how to use all the
elements together, as there would be many different designers helping roll out the
brand. This included providing creative examples for everything from Data Sheets
to 6- and 8-Page Brochures.
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CO-OP SOLUTIONS

Co-op Solutions is a nationwide credit union network
supporting their members with industry-leading ATM,
digital payment, security, and marketing services.

Beyond being an interbank network linking credit
union ATMs in the United States and Canada, Co-op
Solutions takes center stage by hosting the largest
trade show for visionary credit union executives,
alongside diverse thought leaders globally. This event
serves as the platform for presenting findings from a
year-long research project.

Earnezt was approached by Co-op with the objective
of conceptualizing a theme and campaign for their
THINK! event, as well as devising innovative ways to
engage with their annual report.

Tatyana K. Mangone | Sr. Creative & Brand Strategist | January 2024



CONCEPT
The Golden Threao

Co-op Solutions THINK!2023 event
focused on credit union members.
Emphasizing the pivotal shift needed
for credit unions to adopt a more
human-centric approach. Our goal was
to highlight the significance of
payments and functionality, illustrating
their impact on everyday moments in
people’s lives. We aimed to position
credit unions as the golden thread
weaving those simple moments
together seamlessly for members

each day.

Concept
Development

Art
Direction

Execution

Print report
Microsite design




Content &
Visual Strategy

The ultimate goal was to draw credit unions

intoc exploring Co-op Solutions' exhaustive
40-page report. To showcase the report’s
value, we created an engaging, visually
appealing, and seamless experience

that highlighted key points—without
compromising on data proof points and
compatibility with their existing CMS.

To achieve this, | designed a dedicated
microsite for each section of the report,
spotlighting key details and presenting
them in a format where readers could
glean valuable insights from any snippet
or read the full content in a digestible
manner. The inclusion of numerous
charts substantiated the claims, with
an option to expand for a closer look.
The animated golden thread served as
a visual guide, leading readers through
the information as they scrolled.

Visit live site —
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And when credit unions adopt strategles focused on
building engagement and convenience through
micra-interactive products, they see true results:
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MNow is the time for cradit unions 1o capitalize on this golden opportunit

crucial that credit umions take advantage of thie ehift in the markat, pla

to their own strengtha while also incorporating capabilitles that memb

have now come o expact. By bullding solutions around a member-cen

model, credit unlons can become the go-to provdders for what today
modern member eads from thalr Tinancal parirer

This report Is just a snapshot of information from Co-op's propriata
CU Growth Dutlook research. To learn more, read our full Freling
Financial Performance Through Dally Interactions white paper.
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The relationship between credit unions and their members is evolving into
ona that's built on & foundation of capabllities, rathar than character alone,
As the model that credit unions have sworn by for long-term growth
becomes more costly and inefficient, there needs to be a shift away from
how credit unlons have traditionally done business. - H
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Did you know that
credit union (CU)
members have, on
average, three times
more financial
. relationships than
wbiin thomigh misvedntasaetive prichuota Rl a8 non-CU members?
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And whien credit unions adopt strategles focused on
building engagemeant and convenience through
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https://campaigns.coop.org/cu-growth-outlook-2023/p/2?utm_medium=internalreferral&utm_source=corporate-homepage&utm_campaign=230524-cu-growth-outlook

BUILDING TRUST WITH
MEMBERS THROUGH

DAILY INTERACTIONS

Credit unions (CU) have a long EE A corsmuriees use

history of being thare for thair
l\- members. But as consumar neads

have evolved and they have turned i

towards digital solutions, credit 1 6 0/
unions have lagged behind fintech H

and neobank competitors in 0

delivering the conveniant and

reliable services that their L] e -y

members are now axpecting.

PP BT e AL RO R b o

View Page —
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PAYMENTS STRATEGY:

A NECESSARY SHIFT
FOR CREDIT UNIONS

i
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Did you know that
credit union (CU)
members have, on
average, three times
more financial
relationships than
non-CU members?

View Page —

Member needs ara
changing. They're no
longer asking for
pErsonalized |:I|Ei!.1|

NDING
PSYCHOLOGY
"y

When it comes to serving your
members, it's important to
understand the challenges
they're up against, as well as
the current psychological

rs influencing their

purchasing decisions.

Evary member has unique goals 1hat dilve
their finsncial declsions and inflsance
thalr payment preferencas, From the 2027
Co=ap CU Growth Quilook resusrch, wa
weire able o identlly and cateporize thesa
bthosiors into three unigue tramewniorks g0
thal you can batier sema your maibers
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RESULTS

The interactive data reports were
the first of their kind for Co-op
Solutions, underscoring their
commitment to a digital-first

and interactive approach. The

team is thrilled by the newfound
accessibility of these invaluable
Insights to the credit union network.

Currently, Co-op Solutions is actively
tracking the adoption of findings

by credit unions based on the data
reports to be reported at THINK!I2024
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ADDITIONAL
WORK

Some additional work worth mentioning demonstrating
proficiency in print, outdoor, dimensional mailers, digital,
and experience design.

Without including (yet) another case study, here
s a collection of additional work I'm proud to
have been involved with.

Some well-designed ideas are short-lived one-
offs without a huge story to tell but still deserve
a chance to shine — they're in here too.

Some ideas never see the light of day, but here's
to thinking outside the box and having a chance
to dig up those old concepts.

Tatyana K. Mangone | Sr. Creative & Brand Strategist | January 2024
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Meeting your audience where they
are means experience in websites,
web/ mobile apps, and mobile
content - including landing pages,

banners, and interactive experiences.

Tatyana K. Mangone | Sr. Creative & Brand Strategist | January 2024




EXPERIENCE

Brand experiences are impactful and
memorable ways for companies to truly
connect with their audience In a tactile
and emotional way.

Tatyana K. Mangone | Sr. Creative & Brand Strategist | January 2024
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’ propel your wealth f A transformation in clinical trials is finally

here. You ve reached the Covantage Point.

CONCEPT T mgne 5

the next level.
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A D Lo B s EVOLVE TO OFPORTUNITY WITH EVOLVED
TOOLS AND DATA FROK MSCI [
.
Some additional concepts developed | . .
for pitches or client briefs. e " —
— COVANCE

Tatyana K. Mangone | Sr. Creative & Brand Strategist | January 2024



OUTDOOR

COMB for Fun,

» haﬁaba. friend, '
edve d better world.
BRI X

Large format, out-of-home advertising
requires the creative lead to think about
the environment, the audience, and the
speed at which they will be interacting
with the advertisements.

Tatyana K. Mangone | Sr. Creative & Brand Strategist | January 2024
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PRINT

A collection of brochures, tri-folds,
posters, and marketing print materials,
| have designed or led the creative on.

Tatyana K. Mangone | Sr. Creative & Brand Strategist | January 2024
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Unexpected Unexpected RAVECTO

benefits. ~ support. flexibility. e
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PHOTOGRAPHY

Some of the creative results from
photoshoots | helped plan, direct,
and manage.
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Tatyana K. Mangone | Sr. Creative & Brand Strategist | January 2024



	01_Title
	02_Attributes
	03_About
	04_Awards
	05_Praise
	06_PPB
	07_PPB
	08_PPB
	09_PPB
	10_Forj
	11_Forj
	12_Forj
	13_Forj
	14_NUIX
	15_NUIX
	16_NUIX
	17_NUIX
	18_NUIX
	19_NMWA
	20_NMWA
	21_NMWA
	22_NMWA
	23_WSF
	24_WSF
	25_WSF
	26_WSF
	27_Chatterboss
	28_Chatterboss
	29_Chatterboss
	30_Chatterboss
	31_Metrix
	32_Metrix
	33_Metrix
	34_Metrix
	35_Metrix
	36_NCR
	37_NCR
	38_NCR
	39_NCR
	40_NCR
	41_Coop
	41_More_adlobs
	42_Coop
	42_More_Outdoor
	43_Coop
	43_More_Print
	44_Coop
	44_More_Photography
	45_More+
	46_More_Web
	47_More_Experience



