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The 2023 Convention Career Fair Booth

The idea of this booth came from the concept that the center of most Latino
homes and families is the kitchen.

From there, | decided to design my own kitchen as our 20x30ft booth at the
heart of the Conventions annual Career Fair. Our booth was going to be used as
a place to collect swag bags (designed to look like bodega bags, just like in a
real kitchen) and to act as a meeting or gathering place for attendees.

This is exactly what happened - many attendees used our booth as a place to
prep for interviews or to take a breather from the chaos of the career fairas a
whole. Many commented how the booth reminded them of their grandmother's
kitchen, which is the greatest compliment | could have received about the
design of this booth.
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2023 ALPFA Chapter
Leadership Summit

ALPFA's annual Chapter Leadership Summit
brings together ALPFA leaders from chapters

all over the United States (and even some from
Canadal) It is an multi-day, internal professional
development and team building program that is
hosted by one of ALPFA's corporate partners.

This event brand needed to foster a feeling of
togetherness and collaboration. Other than
needing to include the ALPFA logo, | had total
creative freedom. | started with togetherness
and collaboration and ended up at the concept
of summer camp which greatly inspired the
event logo and even our swag.

CHAPTER LEADERSHIP
SUMMIT

This event took place in January of 2023 and
included badges, t-shirts, signage and a slide
deck. Our host sponsor, Google, had great things
to say about the design as did ALPFA's chapter
leaders.

3 CHAPTER LEADERSHIP SUMMIT MEDIA KIT

ial Media Handles

this event, please tag our social media accounts
forms:

JAN. 27-29, platfc

Chapter
| Leadership
| Summit 2023

you use the following hashtags throughout the
ampity the event:

The Chapter Leadership Summit is an

exclusive opportunity

Thanks to our partner, Google we willbe.
hosting this year's Chapter Leader Summit
B in the Google headquarter
Beginning January 27 - 23,
exploring and discussing the best pra
& for business development, community.
‘engagement, finances, and marketing to take.
chapters to the next level in this new year.
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For merchandise/swag, | went with a vintage-style ringer t-shirt to build
upon the "camp” theme. We also had specialty Chapter Leader enamel pins
produced.

Google also provided swag that fit within the overall theme.
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Team Title

Marks you as an ALPFA
Chapter Leader

ALPFA Navy

Scarlet

ALPFA Red

Stylized Phoenix Bird

Phoenixes have historically symbolized rebirth,
leadership, and strength. This mythological
bird is said to rise from the ashes of its
predecessors, emerging as a hew and powerful
being.

2024 ALPFA Chapter
Leadership Summit

ALPFA's annual Chapter Leadership Summit
brings together ALPFA leaders from chapters
all over the United States (and even some from
Canada!) The ask was to develop a event brand
that played upon the theme of "One ALPFA" and
the concept of all being on the same team to
achieve our goals.

Soccer is a large part of many Latino cultures
and was the basis of the CLS brand in 2024. |
started with a Chapter Leader Team emblem
that depicted a stylized phoenix, which
symbolizes resilience and determination;
something that ALPFA's chapter leaders embody.
The soccer team them continued across the
branding for event, form the badges to the ALPFA
Chapter Leader Jerseys that were an event gift to
attendees.

This event took place in January of 2024 and
included badges, jerseys, and a slide deck.
ALPFA's chapter leaders only had good things
to say about the jerseys and several chapters
reached out to request the emblem to use in
their own chapter.
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CHAPTER
LEADERSHIP
SUMMIT
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The 2024 Convention Career Fair Booth

Because in 2023, ALPFA's booth was a kitchen, we decided that this year's booth
needed to move to another room of the house. With the theme of Re{frame} Your
Story, a library/office was the perfect choice.

Due to size constraints within the career fair space, the ALPFA booth was
actually outside the career fair hall in the pre-fuction space which actually
doubled the size of our booth - it ended up being almost 60ft long. | broke it into
two sections, a full library wall and a photo frame wall with pictures from past
ALPFA conventions. To break up the space | included a photo op that played on
the theme with the bracket frame for people to stand. There were two hightop
tables and chairs as well as a full seating area in the booth that allowed for
attendees to meet and gather during the whole of the convention.

The space needed to be exteremely flexible as not only was in the hall, but it
also served as the space where meet-and-greets with prominent speakers took
place. All in all, the space was well recieved and served its purpose.
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Aquamarine Pale Yellow Lime Grey Black
CMYK: MYK: CMYK: CMYK: CMYK:
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boto Regular
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Fala Mais, Inc.

In 2017, Fala Mais, a language learning business,
opened their (virtual) doors.

The client asked for a logo and brand that
pulled from their Brazilian culture and personal
love of math. The brand and logo needed to be
professional but still fun as they also taught
children.

The parrot of the logo is a nod to the client's
heritage as is the slightly-to-the-left Brazil flag
color palette. The speech bubble says "talk"

in all the languages the client speaks as well.
To include the love of math, the shape of the
parrot was created using Fibonacci numbers to
determine size of elements.
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The Spilled Tea Society for
Aggravated Ladies

This brand came from a joke in a group chat
with friends.

Itis an elegant brand for elegant (but frustrated)
women who just want a place to dress up and
let off steam.

Is it an event? A social media post? A podcast?
No one is sure, but everyone in that group chat
is founding member.
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MINI Diversity and Inclusion
Campaign Concept Design

This project was completed as a homework
assignment, itis just a concept mock-up.

The homework brief was to create a branded
look for a car company’s diversity and inclusion
campaign with the tagline “Room For All.” There
needed to be cohesive graphics, at least three
branded desk-drop items, an email branded

to the campaign and the company, and a
workplace poster.

I went with MINI and tried to stay within their
modern and minimal brand. The colors chosen
are from a MINI mural in Germany they had on
their website. | shortened the tagline to fit a
license plate and used that as both a graphic
element on the car graphic as well as a stand-
alone sticker for the desk drop.

The feedback from this campaign design was
positive and the reviews liked the modern and
colorful take since it would have stood out.
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The Restoration Herd

In 2019, Restoration Herd, a furniture restorer,
launched. The client wanted buffalo in their logo
and the colors needed to be earth/leather tones.

Their branding needed to the clean and
g | traditional well as applicable across a wide
" ; ‘ range of uses (delivery truck magnets, furniture
labels, wood brands, etc.)

The logo went through multiple iterations before
a final was selected, one that included a buffalo
silhouette that is used as a graphic element
throughout the brand.

THE RESTORATION HERD &

2 RESTORATION HERD
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PRIMARY LOGO LOGO CLEAR SPACE
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Clear space is equal to the height of the

hand in the logo.

Nourishing Narratives, LLC

ALTERNATIVE LOGOS
Q\V\GNAR@é .. NOURISHING The client, a reg|ster-ed nutritionist, wanted a
o N// % @/ NARRATIVES LLC brand to further their freelance career as
= g — HORIZONTAL LOGO i
%§ 5 a writer.
L~/ 4 \ The client is a Latina who loves nature and the
ALLBlAKL0G0 ALWHTELOSO -~ 4 outdoors as well as writing and wanted a brand
LosownRk that honored those things.

Using colors inspired by United States National
COLOR PALETTE o ¢ o
parks and clean, minimal fonts we achieved a

e S - brand that the client is proud to represent.

Pantone 627 C Pantone 7585 C Pantone 5435 C Pantone 7565 C Pantone 698 C White
CoM:oY:0K:0
C: 06200 C: 0.0000 C: 01700 C: 0.0000 C: 0.0000 R: 255 G: 255 B: 255
M: 0.0000 M: 0.4743 M: 0.0650 M: 0.4098 M: 0.1240 #FFFFFF
Y: 01400 Y: 0.6857 Y: 0.0000 Y: 0.8195 Y: 0116
K: 0.8039 K: 03137 K: 0.2157 K: 0.1961 K: 0.0510 Black
C:oM:0Y:0K: 100
R:19 R: 175 R: 166 R: 205 Ri242 R:0G:0B:0
G: 50 G:92 G:187 G:121 G: 212 #000000
B: 43 B: 55 B: 200 B:37 B: 215
#133228 #AF5C37 #A6BBCS #CD7925 #F2D4D7
TYPOGRAPHY
Junction “/:’:':’//;,4///’/ oJeripd Thin TITLE q octonsodatcoss
4 1 28pt Type/34pt Leading
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and bold. accent font. = Junction Regular
> 2 Title 2 20pt Type/zgspt Leading
‘Aa Bb Cc Dd Ee Ff Gg Hh i Jj Kk LL Mm <
Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz & Headline Junction Regular
0123456789 I 16pt Type/20pt Leading
1@#5%A8*()?., Q
Z SUBTITLE Junction Regular, All Caps
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0123456789 S Copy Junction Regular
1@#$%A&*()7., = 1opt Type/14pt Leading

'DOWNLOAD JUNCTION. b Junction Regular
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Overview

Response For Proposal Layout

This is an 50+ page retirement-specific RFP
done at my job at Lockton.

This is a layout design project that is worked as
a single designer working with the client, in this
case, a producer and her account team.

The timeline was very tight, with a one week
turnaround, and required the clear and concise
layout of a lot information while fitting within
Lockton's new branding.

Please note that these are just a selection of the
layouts within this document.
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Response For Proposal Layout

This is an extensive 100+ page RFP done for an
alcohol distribution company completed at my
job at Lockton.

This is a layout design project that is worked

as a single designer working with the client,

in this case, a producer and his account team.
The process involved the layout of a list of
questions and their answers that was both clear
and readable as well as eye catching. In this
case, the client wanted the layout to reflect the
company's business while still fitting within
Lockton branding.

Please note that these are just a selection of the
layouts within this document.

(Please note, Lockton's brand has since
changed.)
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ALPFA CONNECT | ALFFA CONNECT

L. Managing and Grovwing Hispanic Wealth
2. Career Adoice from Powerful Latinas
3. The Leadership Mindset

516 22

ToTAL ATTENDEES TOTAL CONNECTS

103 94%

REPEAT ATTENDEES OVERALL RATING

Thank you!

Gt CaRGADY

ALFPA 2023 Annual Report

This is the Annual Report for ALPFA's 2023
calendar year.

The goal was to create a clear and pleasing
report that included a wide variety of data
points as well as the inclusion of three different
languages - English, Portuguese and Spanish.

Please note that these are just a selection of the
layouts within this document.
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2022 ALPFA Latina Equal Pay Day

In the final quarter of 2022, ALPFA launched its
first Latina Equal Pay Day campaign.

In conjunction with ALFPA's marketing manager,
Zuhaly Ramon, we created a 6-week campaign
with the goal of building awareness around the
impact the 2020 pandemic had on the Latina
workforce, the realities of the pay disparity faced
by this population and promote 5 events across
the US.

This campaign launched Oct. 27, 2022 on
ALPFA's Instagram and ended on Dec. 8th, 2022's
Latina Equal Pay Day.
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LATINA EQUAL PAY DAY
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That was fun!

See you next year!

2023 ALPFA Wrapped

At the end of 2023, in conjunction with ALPFA's
marketing director, Zuhaly Ramon, we decided
to create ALPFA Wrapped, capitalizing on the
Spotify Wrapped trend.

The multi-faceted Instagram campaign had

a carousel and multiple Instagram Reels to
showcase the highlights and accomplishments
of ALPFA in 2023. It was very well received by
membership and our followers.

This campaign launched in December 2023 on
ALPFA's Instagram and LinkedIn accounts.
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Fala Mais, Inc.

In 2017, Fala Mais, a language learning business,
opened their (virtual) doors.

The client asked for a logo and brand that
pulled from their Brazilian culture and personal
love of math. The brand and logo needed to be
professional but still fun as they also taught
children.

The parrot of the logo is a nod to the client's
heritage as is the slightly-to-the-left Brazil flag
color palette. The speech bubble says "talk"

in all the languages the client speaks as well.
To include the love of math, the shape of the
parrot was created using Fibonacci numbers to
determine size of elements.

Nourishing Narratives, LLC

The client, a registered nutritionist, wanted a
brand to further their freelance career as
a writer.

The client is a Latina who loves nature and the
outdoors as well as writing and wanted a brand
that honored those things.

Using colors inspired by United States National
parks and clean, minimal fonts we achieved a
logo that the client is proud to represent.
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ALPFA's Most Powerful Latinas,
Latinas to Watch & Rising Stars

The Association of Latino Professionals for
America (ALPFA) puts out an annual list of 50
Most Powerful Latinas (MPL) and two additional
lists of 50+ women each of Latinas to Watch
(L2w) and Rising Stars.

In 2023, while working as then in-house
designer | was tasked to rebrand the entirety of
the MPL program, including the logos.

The goal of this rebrand was to elevate the Most
Powerful Latina brand to properly reflect the
elegance and exclusivity of the award.

To keep everything elegant, | went with a motif
of flowers to root the brand. | stuck to three
which were chosen for their meaning: gladiolus
(strength), black tulip (power) and dahlias
(dignity & elegance). The colors were chosen
from pictures of those flowers.

The new brand launched in the fall of 2023 to
precede the release of the 2023 Most Powerful
Latina List in September.



35| LOGOS

THE RESTORATION HERD

" the ™
spilled tea
socicly

FOR AGGRAVATED LADIES

L |

the spilled tea society
FOR AGGRAVATED LADIES

The Spilled Tea Society for
Aggravated Ladies

This brand came from a joke in a group chat
with friends.

Itis an elegant brand for elegant (but frustrated)
women who just want a place to dress up and
let off steam.
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ROCHESTER, NY
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EST 2014

BADASS
BITCHES
BOOK
CLUB

EST. 2018

ELSEWHERE
— FARMS —

Badass Bitches Bookclub

In 2018, a group of friends and | created a
bookclub with the goal of reading 12 books a
year. A time went on, the bookclub was dubbed
"Badass Bitches Bookclub" which just led me to
use it as a playground for branding ideas. Enjoy!
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Temple Wellness (concept)

This is another concept logo to stretch my
creative muscles. The idea is that Temple is

a brand new, open source wellness app that
required a logo that brought to mind peace and
serenity while still being modern.
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Team Title

Marks you as an ALPFA

Chapter Leader

ALPFA Navy

Scarlet

ALPFA Red

Stylized Phoenix Bird

Phoenixes have historically symbolized rebirth, leadership,

and strength. This mythological bird is said to rise from
the ashes of its predecessors, emerging as a new and
powerful being

ALPFA's 2024 Chapter Leadership
Summit (CLS) Logo Concept

The Association of Latino Professionals for
America (ALPFA) has annual summit for chapter
leaders from across the US and Canada.

In 2024, while working as the in-house designer,
the design of CLS fell to me.

The concept for this summit was soccer, an
important cultural touchstone for most of Latin
America. Pulling from a variety of imagery, the
overall logo for the event was created.

Additional logos were created for each region
(Northeast, Southeast, Central, Midwest, West,
and Canada) to create "teams." Each team
emblem pulls from unique features of the
states within that region.
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Ladybug

There are multiple state in the Northeast
with a ladybug as the state insect, including
Delaware, Massachusetts, New Hampshire and

New York. .
Mountains
The mountains represent the
Appalachian Mountain Range
Dots
Team Title

There are 10 dots on the logo to
Marks you as a part of represent the 10 states in the region

the Northeast Region

Red-Tailed Hawk

This hawk is the State Bird of New Hampshire
(which is part of the NE Region)

Honey Bee

The Western Honey Bee is a state
symbol of Kansas

Dots

There are 12 dots on the logo to
represent the 12 states in the region

Triceratops

The triceratops fossil is the state
fossil of South Dakota

Team Title MIDWEST REGION
MIDWEST REGION Marks you as a part of

the Midwest Region




40 | LOGOS

Butterfly

Black Bear

The black bear is a state symbol of New
Mexico, while Montana has the grizzly.

Team Title

Marks you as a part of
the Central Region

The Colorado Hairstreak Butterfly is
the state butterfly of Colorado. New
Mexico also has a hairstreak butterfly
as a state symbol.

Stripes

There are 7 stripes on the logo to
represent the 7 states in the region

Gem Shape

The logo is made to look like a gem
since Idaho, one of the states in the
region is “the Gem State”

Orca

The orca is a state symbol of Washington
State, but are seen all down the coast.

Six Sides

There are 6 sides on the logo to
represent the 6 states in the region

Team Title

Marks you as a part of
the West Region
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Snake

A snake is a state symbol
of West Virgina.

Team Title SOUTHEAST

Marks you as a part of
the Southeast Region

*°

-]

ALPFA

eCoAeNeAeDe Ao

REGION

Team Title

Marks you as a Canadian

Chapter.

Washington Monument

A simplified version of the Washington
Monument is included in the logo to
represent Washington DC.

Thirteen Dogwood Flowers

There are 13 flowers on the logo to
represent the 13 states in the region.
Additionally, dogwood flowers are the
state flower for a few states in the region.

SOUTHEAST

Canada Leaf

The symbol of Canada.

Three Red Stripes

There are 3 red stripes in the logo
to represent the 3 territories of
Canada.

eCoeAeNeAeDe Ao

Ten Triangles

There are 10 triangles in the logo
to represent the 10 provinces of
Canada
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Brazilian Folklore Scarves

These scarves are based on figures from
Brazilian Folklore, something | grew up hearing
about.

Boitata

The boitatd is a fantastic from Guarani
mythology. It is a huge fire serpent that protects
the forests and animals of the Amazon.

Mula Sem Cabecga

Mula Sem Cabega (Headless Mule) is a woman

who, in most versions of the legend, was cursed
by God for her sins and condemned to transform
into a mule with a pillar of fire in place of a head.

Boto Cor-de-Rosa

The legend of the Boto Cor-De-Rosa says that, in
the Amazon River, there is a pink river dolphin
with shapeshifting powers who seduces and
impregnates young women.
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Holiday Cards
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A collection of the Christmas and holiday
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cards | have designed for myself and my family

throughout the years.
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Silk Scarves

Various designs for silk scarves that | work on
for fun.
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(Please wear the kind dothes you would like 10 be seduced in)

/ YOU %L{L INVITL DT(;LA

YOU %{L yWITED TO'A
\\/ ) Jedveclion

I WOULD LIKL; T(

You are Invited...

These invitations and RSVP cards stemmed
from an internet post and a joke from a friend.
Because, honestly, why should a wedding be the
only time you get to have fun invitations in a
relationship?



Thank vou!




