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Dynamic, results-driven
Creative Director and
Brand Champion driving
change through brand
elevation, creative vision,
and strategic leadership.

I'm a brand guy. And an ad guy. Certainly a roll-up-
your-sleeves guy. If you need a versatile creative
who does it all — and is hungry for more — I'm your guy!

As an in-house leader, | championed the brand evolution of
Ortho from J&J carve-out, to independence, through going IPO.
Then | led nonprofit Saga Education to elevate its brand to make
meaningful change for under served students nationwide. | also
directed an in-house team to revitalize the ETS corporate and product
brands, winning scores of awards along the way.

On the agency side, | have been a member of amazing teams
who have built brands like A&E, Anthony & Sylvan Pools,
AT&T, BellSouth, Coldwell Banker, DuPont, J&J, Multimedia
Entertainment, and Newsweek International.

As partner/fowner of my own award-winning agency, Splinter Group,
| led the creative and brand efforts that wowed clients including
Benjamin Moore, Broadbeam, Foodtown, Maxim Group,
Mercedes-Benz, Roma Foods, and Spirits Unlimited.

Every day, I'm driven to build brands, mentor creative talent
to win awards, and help clients reach their business goals.

Have a look at my work, and more importantly, the stories
behind the work. Need a champion for your brand and
a creative leader on your team? Let's get started!
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https://www.robadamscreative.com
mailto:robadamscreative%40gmail.com?subject=
https://www.robadamscreative.com
https://www.youtube.com/@robadamsbrandstories7046/playlists
https://www.linkedin.com/in/robadamscd
https://www.robadamscreative.com

Creating a Higher Impact

Vision for Success When Joining Saga Education:

Help Saga better tell its story and amplify its brand so more districts would adopt the proven
framework of Saga’s high-impact tutoring, helping more under served students succeed.

Brand Guidance: Establish Saga as a thought leader and trusted partner in high-impact tutoring.
Through brand research, identify the Saga brand promise, brand pillars, and brand archetype. Develop
a brand image camypaign, messaging framework for marketing and social media, and increase brand
awareness with all audiences. Protect Saga IP with a trademark strategy.

Creative Direction: Drive a consistent visual brand identity that elevates Saga above other ed-tech
organizations and leverage universal emotional drivers of helping students succeed.

Brand Experiences: Position Saga co-founders as thought leaders through social content, media,
interviews, and the Saga video/podcast series “EdHeads”. Provide demos and tools that help audiences
experience the power of high-impact tutoring and the value of Saga as a partner. Launch an internal
brand ambassador campaign to align the organization around the Saga brand promise. Incorporate
accessibility into the website, student and tutor materials, and marketing collateral.

Brand Tools & Assets: Create a brand library of icons,
templates, photos, content, and more while providing
brand training to all employees.

Brand Essence: “Advocacy for Change”

CHANGE THE

Results: | _ EQUATION
Saga increased brand awareness with all audiences, Al BNS ;
raising its search ranking from 78 to 9 for “high-impact
tutoring” and doubling the number of LinkedIn
followers in under 2 years. Internally,
employees embraced the essence of the brand Saga “Change the Equation”
(nearly 60% joined the internal Workvivo Brand Community — Landing Page

among the highest of all internal communities).

Empower every student to thrive

Empower every
student to thrive

Saga helped pass new legislation for high-impact tutoring funding and amplified
its impact for students by bringing high-impact tutoring to more districts nationwide.

Your partner to
Change the
Equation

Want to close the opportunity gap?
CHANGE TH
 OF L] = =
=l

A We can help! High-impact tutoring by

Saga Education™ is one of the most
cost-effective interventions ever rigorously sq q
tested and is proven to close the opportunity EDUCATION )
gap by 50% in one academic year.

Saga Education Funders Ad

Saga Education :60 Spot (Click to View)



https://youtu.be/qoqlAVsEMT8
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Making a Splash wit
a National Campaign

Brand Essence: “Pure Joy”

Leveraged the 75-year-old brand reputation of Anthony & Sylvan Pools to
drive interest and conversion with target prospects by demonstrating the
pure joy that an investment in a beautiful Anthony & Sylvan pool delivers.

Materials Produced

Direct Mail | Out-of-Home | National and Streaming TV Spots | Email Marketing |
Organic and Paid Social Media | Local Ads | Websites | Gamification | Radio

| u drea mS N ANbeNYe?svaN'pOOLs‘

Out-of-Home

ANTHONY:=SYLVAN POOLS ANTHONY:SYLVAN POOLS

National/Streaming TV :30 (Click to View) National/Streaming TV :15 (Click to View)

ANTHONY
SYLJAN
POOLS

TO CELEBRATE THE
N D

=) N
WE'RE OFFERING THE SUN, THE STARS
AND A SPECIAL GIFT INSIDE!

B

June 21st is the longest day of the year, giving
you more time for pool fun and great memories!
To help you celebrate we’ve included a $10 Amazon gift card
as you enjoy your longest day poolside.

ANTHONYsSYLVAM POOLS

Longest Day of the Year
Direct Mail Tri-Fold

Celebrate the longest day of the year
with this gift from Anthony & Sylvan!

Plus, don’t forget to let your friends and family know
how much you are enjoying your Anthony & Sylvan
pool and EARN UP TO $500* through Splash Cash.

Scan this code and start referring today!

ol

ANTHONY:sSYLVAN POOLS



https://youtu.be/qk_V9faQSAs
https://youtu.be/p3OCdFguWxo
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QOur Maryland team of highly skilled craftsmen will
collaborate closely with you to complete the poal of
your dreams and transform your backyard into a
beautiful oasis.

Aaitfaaiey & Syhvan Pook
!F wiﬂn 4

W have been building concrate, inground pools for
aver TS5 years and have been time-tested in standing
by our product. Call us today to complete your dream

g Anthory b Syhvan Pools
Trust our design consultants to collaborate closely with

you to build the pool of your dreams, We're America's
#1 and mast trusted swimming pool builder for over 75

{J poo!

WE’RE HERE FOR YOU

TODAY...AND TOMORROW!

or over 75 years. memories for over 75 years.

'.j' Anthory & :rmn Peale { m Anmnl\-! ' ‘S:fhmn Peale { [ -!ﬂlhon]i L ipkia Peale { m::;eiﬁm!; POOLS
|
. ; ifati Build your tan while building a lifetime of memories, Get a Bring fun to your home with a new pool! Book ano || anthonysylvan.com anthonysyhan.com anthonysylvan.com
Just ONE click starts your journey to a lifetime of summer A . ] ¥ poo . \ ysy
;thr(;?;:r:bss qumg frorn{. A:nhiny & éyl\lran to follow EEviEr g:?;zfmm Anthony & Sylvan & enjoy home like ::;I'iag:tiqn design consultation with Anthony & Sylvan | ?ﬁé‘%m‘vgug&%ug‘{" CALL NOW l | %;Eonu&gc?éggﬁgﬁgﬁn CALL NOW egsg II;ELOPL?BUILDING CALL NOW
ANTHONY:SYLVAN POOLS ANTHONY:SYLVAN POOLS ANTHONYsSYLVAN POOLS

MY PODL v, CAREERS [B77) SAY-SWIM || )| EARN SPLASH CASH (1) WARRANTY || FREE COMSULTATION

About Us - Browse Pools - Pool Options - Pool Renovations - Pool Supplles - Customer Servics -

Cat Pra-Approved Todayl
O e =

BOOK YOUR FREE POOL CONSULTATION BOOK YOUR FREE POOL CONSULTATION

Your Dream Design Build Your Sweet Memories
Awaits GET QUOTE Dream Design GET QUOTE Await GET QUOTE

(LT —
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been building concrete, inground pools for over 75 years and our

ce has sf the test of time. al Maryland team of highly

skilled crafrspnen will collabarate closely with you to build the pool of your dreams

and transiorm your backyard into a beautiful oasis.

Paid Social Media Campaign: Encouraged homeowners

to invest in an in-ground pool for safe family fun at home. SPECIAL DISCOUNTS for customers currently

working with Catalina Pools of Maryland.

Haven't broken
ground yet?

In the process of
building your pool?

Customer Acquisition Geo-Targeted Campaign: Digital campaign reaching
Maryland homeowners when a local pool vendor abruptly closed its doors.



Spin and you could make your backyarq

Spin for a chance to win one of 40 amazing prizes for your backyard — including an outdoor furniture s
cooler, and mare.

Anthony & Sylvan Pocls | Anthony & Sybvan Pools | Anthony & Sylvan Pacls I Anthony & Sylvan Pools | I . .

SPIN & WIN INSTANT PRIZES. Spin the real for a HIT THE JAGKPOT! Spin the reel and match the peols SPIM TODAY! For a chance to win an cutdoor furniture H
gmmﬁg‘y&? }ff;ﬁm‘;;:?h;:sml by win chance to win an outdoor furniture set, fire pit, lounge of a chance to win an cutdoor furniture set, fire pit, set, fire pit, lounge chair with umbrella, beverage ANSWEH SPI N Spl n and you co"“d make
¢ . chair 8 umirella, and mare, Iounge chair with umbrella, beverage cooler, and more. cooler, and more.

umbrella, and more.

Match 3 of the same Anthony & Sylvan pools to your backyard a winner!
win a great prize.

Ready to play? Answer the questions below to

spin the reels.
Spin for a chance to win one of 40 amazing prizes

for your backyard - including an outdoor furniture
set, fire pit, lounge chair with umbrella, beverage
cooler, and more.

You could be swimming in prizes
for your backyard._ = Odds are you can win it big
= - for your backyard!

“Backyard Jackpot”
Spin & Win Game

Spin for your chance to win one of
40 amazing prizes for your backyard.

ANTHONY:SYLVAM POOLS ANTHONY:SYLVAM POOLS ANTHONY:SYLVAM POOLS ANTHONY:SYLVAM POOLS
ANSWER
SPIN FOR YOUR CHANCE TG WIN . YOU COULD BE SWIMMING . 0DDS ARE YOU CAN WIN IT - THESE PRIZES ARE READY TO =
‘j‘mf",?;;é‘_“““” prizas for your Laarn Mare in prizes for your backyard, Lesrn More BIG FOR YOUR BACKYARD! Lesmn More AOLL INTO YOUR BACKYARD.. Laarn Ma Ready to play? Answer the questions below to spin the

reels.

SPIN

Match 3 of the same Anthony & Sylvan pools to win a

“Backyard Jackpot” Paid Social Media Motion Graphics (Click Each to View) i

AN

CHECK EMAIL

If you are a winner, check your email lo see what you've
won.


https://youtube.com/shorts/XnseNidQarA?feature=share
https://youtube.com/shorts/7n7tCZmomrU?feature=share
https://youtube.com/shorts/17Fegp1o_GM?feature=share
https://youtube.com/shorts/5UK3AWy-jK8?feature=share

Ortho - It's All
About the Results

Vision for Success When Joining Ortho Clinical Diagnostics:

Stand up and grow Ortho as an independent brand; raise the bar of the creative product; ensure
meaningful brand experiences for customers; provide tools, assets, and guidance for employees
and agencies globally to effectively amplify the Ortho brand.

Brand Guidance: Clearly define and articulate the value of the Ortho brand, creating a
comprehensive visual library that ensures consistency globally. Provide training (LMS modules,
live WebEx sessions, and intranet “how to” videos).

Creative Direction: Lead by example and set the tone by creating branded materials and
providing oversight and counsel to the organization and its agencies.

Brand Experiences: Evaluate and improve customer touch points with the Ortho brand in all
facets of the customer journey, from communications through operations.

Brand Tools & Assets: Develop and socialize brand tools and assets to enable employees and
agencies to communicate the Ortho brand effectively.

Brand Essence: “Peace of Mind”

Results:

Ortho Clinical Diagnostics
Because Every Test Is A Lifer

Confidence counts.

‘Wou nasd comfdenc in tha resuts coming

otk ol yoar Labs. D Coinkess| Chamisiry sl
Brmerrmadagantics por oo prrvides Lt with
Inncreatien took that sliminate sbstacies and
elver consistenty fast. accurate and refabie

Ortho Clinical Diagnostics

Because Every Test Is A Life-

We never lose
sight of the patient.

Ortho Clinical Diagnostics

Because Every Test Is A Life

We're here to help
you focus on what
matters most.

Ortho Clinical Diagnostics

Because Every Test ks A Lifer

Our Mission

 innovative IVD solutions
and services,

Ortho Clinical Diagnostics
Because Every Test Is A Life-

We care for people
who care for patients.

Ortho is now an in vitro diagnostics leader and is thriving as a global brand. Ortho steadily increased
its NPS value, garnered an International Stevie Award for brand renovation, won an IABC Gold Quill
Award for an internal brand ambassador campaign, and was voted one of the Economic Times Best . (N4
Asian Healthcare Brands. They continued to deliver on their purpose to improve and save lives with EBEC&USG W
diagnostics, throughout their journey to going IPO. : Very L
TeStL . f . e suus
sa] JIC W ===

Ortho Clinical Diagnostics

OrheClin Al DUgnastice com




Because Every Test TostT s .
Life

Ortho Clinical Diagnostics s A Life IsA

Ortho Clinical Diagnostics

Because Every Test Is A Life~

Approachable
OrthO tesexse

kil ltadl ORTHO Sera ID-MTS
Our purpose is to improve lives through diagnostics.

Ortho Global Brand Standards

Ortho Global Brand Standards




Trade Booth

EBecause

Test
IsA

Ortho Clinical Diagnostics

URGENT FIELD SAFETY NOTICE

Qrtho Clinical DIagnostics | enGen™ Laboratory Automation Systems Using All
TCAutomatior™ [TCA) Software Versions with the InOut
communication interface

enGen™ Laborstary Axtomation Systeres (ENGEN] with: | Produa cede |
4 Craortor= Ot i WO st | n |

PARMLEL BYPASS FOR WITROS 5.1 FS AT
[VITAISS 54030 Bntngabed Syrtem and VITROVS 1600 Inmenodiagnonsics Syvtmm e thic

IMPORTANT NOTIFICATION
Ortho Clinical DIagrostics | ypdated Protocol for VITROS? Immunodiagnostic Products
Anti-Hge

March 28, 2017

This notification prevides information regarding an updats to the VITROS®
Immuncdiagnestic Products Anti--ife Assay. A protocel update will enable the sy 1o
b run on additional VITROS Systems in the futs

WITROS Imawanadisgrastic Produsts.
ArtiHbia Ron: Pack

FURTHER CORRECTIVE ACTION to URGENT FIELD SAFETY NOTICE
Reformulated WITROS® Elactrobyte Reference Fluid (ERF) to Bestars
Reagent Praparation Instructions for VITROS® Chemistry Products Na®
Shides

Qrtho Clinical Diagnostics.

April e, 2017

This it a follow g 8o bwo Urgent Field Safety Notices:

# In December 2016, Ortha Clirical Diagnostics [ Ontha) ssued 3 notification
(Ref, CLI016-226) regarding the patential for biaged reuults 1o ha gerarated over the
10 day an-anahyzer limit using VITRCS Ma'* Slide cartridges warmed between 1410 8
hours, Orthe informed you that we were working o restore the minimum cartridge
waim up protocel 1o previoudly specified limits theough improvement projects

underway.

In October 2013, Ortho istued 3 notficaton (Ref. CL13-299) regardng positively

biased serum o plisia sample resudts using specilic gersratiors (GENs) of VITROS

Ma’ Slides. The amount of biss was dependent upon multiple scarces of variability

that included shde GEN, Calibrator Kit lot, ERF lot, calibration event and VITRCS
e, CL20L7-059_EU System.

In December 2016, to minimise biased VITROS Na” results, Ortho advised that
unopened cansidges must be stored a1 room temperature, 18-18 °C (64-82 "F) for a
minimum of 8 hours regaddiess of whether canridges are stored frozen or
refrigeratied, then leaded an the VITROS Syitem within 24 hourt after they are
remaved from the refrigerator or freezer,

In 2013, Ortha discontinued the use of specific lots of VITROS Calibrater Kit 2 and
GENs of VITROS Na™ 5Bdes that did mot meet acceptable criteria [Le., sucoessful
calibration, acceptable Quality Conteol resuits and normal distribution of results
within your established reference interal).

Qvtho is introducing VITROS Electrolyte Refareace Fluid (ERF] 300 and WITROS Electrolyte

Reference Fluid (ERF) 500 with a revised formulation that:

* Restares the Na* cartridge warmeop peatocal 1o 90 minutes when taken fram the
refrigerator {120 minutes from the freezer) as defined in the VITROS Na© Slides
Instrections for Use.

*  Aeformelated ERF helps to reduce sources. of variabilicy [e.g., cabbration variability)
abserved when using VITROS Na' Shfes.

IMPORTANT REMINDER: Unless using WTROS Electrolte Reference Fluids 300 and 800,

unopened cortridges of VITROS No® Slides must be wavmed ot room temperature for o

minimurm of § hours regavdiess of whether cortridges are stoved frosen or refrigerated.

Whan crossing aver to either of the reformulased ERF products, theve it a potential for
an awerage hift in results of 0.5 mmal/L {positive or negative] depending on the specific
GEN of WITROS Na” Skdes, lot of Callbrator Kit and type of ERF currently in use. The shift
i redults observed is within our relesse specifications and oversll process capability.
For VITROS K' Sides or VITROS CL Skdes, there is no shift in results expected using
WITROS ERF 300 and VITROS ERF 200

Ref CLI017-053 £V

/I\ URGENT l Ortho Ciical Diagnost

Month DD, YYYY
URGENT PRODUCT CORREGTION NOTIFICATION

|&) FOLLOW UP Ortho Clinical Diagnostics

Monih DD, ¥y

ADDITIONAL INFORMATION REGARDING PREVIOUS
URGENT PRODUCT CORRECTION NOTIFICATION

[v] RESOLUTION

TITLE OF THE LETTER

Dearr ahued Custurmer,

Using CX IFU upaste &5 an axamgie. .. This IS 3 Tollow Up 10 3 Previous notsication (Ref.
uundlrm‘nnn;nrdhqhnmdhum

Products CK Slides on VITROS 250350 Systems, The issue ks midated 1o tha humidity contral
Supgly 2 cn the VITROS 250350 Systems, affecting the on-analyzer stabilty (OAS) of VITROS CK
Saces (o kes).

Other VITROS Systems and VITROS Chamistry Products are NOT affected by this issue.

Froduct Name Product Code

VITROS CH Stk quantitatvely maseLse crating kinaia (CK) scvity in senm and plasma
using VITROS
2507505, FmKmeVI ROS S600/XT 7600 Inegrated

Tmlwwmsrkmbmms‘drnuwdmﬂm%
2500350 Chemistry Systems (only ). The DAS for ITROS CK Slides for use on all sther VITROS
Systuins remains 3 T days.

Revised Instructions For Use

The VITROS Chamistry Products CK Shdes Instructions far Use (IFU) has been revised with this

i
Ravisad IFUs ae located on our website: hitps:(fwww orthocinicaldiagnostcs.com. Our website is e
oficial source of inormation for all VITROS Products.

Fh‘wiohR'ddm; inchuded at th end of gach IFU for a comprohansive

changes. T dmnw&ﬂ“mnwbdhudwb-mmhmdhwudlm
Contact Information

We spckogize for the incomveniance his has ceused your laborsioy. I you have uther cusstions,
poase insart numbar

contact our Ortha Care ™ Tachnical Solsions Canter at

Ingert signatory if appropriate in your region.
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Ortho Clinical Diagnostics L Ortho Clinical Diagnostics ok
72,139 followers 72,130 followers
2mo - @ 1me «
Remote troubleshooting is all in a day's work for our teammate Catrina Tan. She Today is #WorldPediatri AndJointDay! A ding to the World Health

was recently recognized by one of our lab leaders in New Zealand as “very
professional, a real expert, and warm and friendly. Every encounter with heris a
pleasant experience.” Thank you, Catrina, for being a positive force and bringing
our mission to life every day. Learn more: https://Iinkd.in/g6ef YGWA

Ortho Clinical Diagnostics

Bocause Every st b & Life

Ortho Celebrates
Cu st_omer
Service Week

‘Organization, nearly 1.71 billion people worldwide suffer from musculoskeletal
conditions like back pain or arthritis. Understanding calcium, vitamin D, or
phosphorus levels through blood testing can halp manage ifetime bone health.
#BecauseEveryTestisAlLife

Ortho Clinical Diagnostics

Bocinuse Evary Fest 5 A Lifir

OO vouand 75 othars 3 eainments O vouand 53 othars
o Like &) Comment > Share 7 Send @ Like S comment (7 Share ~ send
A
‘Ortho Clinical Diagnostics nen Orthe Clinical Diagnostics s
72,139 followers 72,139 fellowers
3me - @ 2mo «

Today, we proudly recognize #WorldPatientSafetyDay. As a leader in VD, we
never forget how high the stakes are, which is why we deliver sccurate test
results, easy-to-use technclogy and continucus collabeoration to ensure our
custorners achieve the most important measure of success — exceptional and
safe patient care. #BacauseEveryTestisAlife

Ortho Clinical Dizgnostics
Because Every st 15 A Lifer

O@ vou and 97 others.

@ Like & comment ) share “{ serd

Organic Social Media

At the heart of everything we do are the hospitals, clinical laboratories, and
bloed banks around the world that depend on our innovative technology to
ensure test resulis are fast, accurate and raliable. On #WorldHeartDay, we are
reminded that we #UseHearl to deliver exceptional patient care.
#BecauseEveryTestisALife.

QOrtho Clinical Diagnostics
Because Every Test ks A Life~

OO vouand 8 others

& Like &) comment ¢ Share 7 send

Ortho Clinical Diagnostics

Because Every Test Is A Life~

For more than

80 years

A Million Tests
Per Day

750,000



https://youtu.be/_m11USojnhM
https://youtu.be/XJ-2MTli65I
https://youtu.be/PIqniv2Gsz4
https://youtu.be/2slKXNwMa1A

DIRECTORY

N/ YOU ARE SOO00000
Drl\”ng A CLOSE TO HERE.
Global Brand, Locally !

Brand Essence: “Luxury”

Leveraged the strength of the global Mercedes-Benz brand in promoting Sovereign Motor Cars Ltd.,,
a Mercedes-Benz dealership in Brooklyn, NY. Created highly targeted materials for the Staten Island
audience to visit their friends at nearby Sovereign.

Materials Produced
Logo | Ads | Out-of-Home

The best way
off the Island ,
is in a Benz. f

2 | Motor Cars Ltd.

-258-5100

www.BenzNow.com

Geo-Targeted Out-of-Home Near the Verrazzano-Narrows Bridge

1 www.benznow.com
SoverCigt  1718-258.5100 D

ABrooklyn Lanchmark Since 1974 1800 Shore Parkway * Brooklyn, NY 11214 Mercedes-Benz

Geo-Targeted Ad in an Italian-American Newspaper




Putting My Skills
0othe Test

Vision for Success When Joining Educational Testing Service (ETS):

Creative Services: Evolve the department through professional development and staffing
moves to produce agency-quality work in support of the marketing effort.

ETS Brand: Establish ETS as a human brand built on the emotional connection that comes
with the confidence of proving ability. Own “trust” as a brand pillar by leveraging the unparalleled
educational research behind the ETS portfolio of products and services. Transform the brand
architecture from a house of brands to a branded house.

Assuring quality teachers are in our schools. Making sound hiring or admissions decisions based on
the highest quality data. Having the competitive advantage of proving your ability backed by results
from the most trusted experts in assessment. These are the universal emotional touch points to
build a relevant relationship of the ETS brand with varied audiences.

Brand Essence: “Confidence”

Challenges:

Creative Services: As a not-for-profit, maximize limited resources, build the corporate brand
while marketing products, and consistently prove value to the organization.

ETS Brand: Navigate the conflicting interests of individual marketers to build a cohesive brand
architecture and meaningful brand experiences across all businesses as they track back to the core
ETS brand. Overcome the stigma of being a stodgy, irrelevant monolith that makes people arbitrarily
take tests without a clear benefit to the test taker.

Results:

ETS established greater association between the non-profit research organization and its products,
increasing brand value and recognition. Ultimately, both GRE and TOEFL took market share from
their competitors. My team successfully launched a cohesive, modern ETS brand look-and-feel to
reflect consistency across the organization and its products. Plus, almost every team memlber won
multiple creative awards, netting scores of awards over my tenure.

ETS Brand Architecture

BRAND PILLARS
Trust / Commitment
Quality / Integrity

MASTER BRAND PROMISE: You can trust ETS. Our mission requires
that we never compromise the quality of our work or our commitment to your success.

HIGHER EDUCATION
BRAND PROMISE
ETS helps you leverage
Higher Education
for success.

K-12 EDUCATION
BRAND PROMISE
Peace of mind in
helping young
minds grow.

KEEPING
LEARNING
ON TRACK
BRAND PROMISE
Know what
students are knowing
in real time.

COLLEGE
PROGRAMS
BRAND
PROMISE
ETS helps you
get the data
to prove it.

GRE BRAND PRAXIS BRAND
PROMISE PROMISE
Move Quality teachers
forward with make a difference.
confidence.

SCHOLARSHIPS & RECOGNITION
PROGRAM BRAND PROMISE
ETS's quality and integrity
ensure your scholarship program
will be successful.

Tagline: The Right Thing Done Right.

ENGLISH AS A

SECOND LANGUAGE

BRAND PROMISE

ETS iscommitted to
your success with English
as a second language.

TOEFL BRAND
PROMISE
ETS measures
English for

academic success.

Tagline:
TOEFL Scores

Open More Doors.

TOEIC BRAND
PROMISE
ETS givesyou the
power of knowing
workplace English.
Tagline:
Know English.
Know Success.



K - 12 Edusation >
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You can help them discover what's possible.

. Make a difference,

' The PRAXIS Sarie ’ :

(O ENTIOTEIS g K

1o succeed in the workplac
with the TOEIC® tests.

g vy TR ForWorkplace  wmmass:  foiiinen

Find yous local TORK
s

]

Tk the TORIC Tour
S TS s b Ditconves Potentisl Expand Global Opportuniny

: S -
. — They’re learning. _— - =
ETS Brand Guidance

Get the data to prove it.

Their writing They're mastering The eloping Hg!udllng

isimproving. their :1152:-;m "
_ to prove

Get the data to prove it.

Get the data to prove it. ‘Get the data to prove it.

ETS Website and Collateral




Knowing Your Local Market

Brand Essence: “Value”

Positioned Norkus Foodtown as the long-standing hometown grocer. Used data to customize offerings
and a shopping experience relevant to various markets throughout their footprint. Built brand affinity with
the general consumer, as well as niche markets including health-conscious organic, Kosher, and LatinX
customers. Promoted several exclusive Norkus Foodtown themes across all markets.

a) Norkus Fresh
b) Boar's Head deli products
c) S&H Greenpoints

Materials Produced
Logos | Truck Wraps | Ads | Out-of-Home | Direct Marketing | Email Marketing | Event Support | Signage

Ke'ep Going
for Greenpoints.

Your Hometown Grocer Since 1935,

Boar's Head
Straight Ahead.

Your Hometewn Grocer Since 1935,

— e — || "
' & ST QAT e m—

Out-of-Home Featuring Unique Foodtown Brand Differentiators




- |levation
Through Celebration

Brand Essence: “Celebratory”

Built the Bronx Lebanon Hospital Center brand through their annual fundraising event, which
honored members of the medical cormmmunity with the theme, “Year of the Doctor & Nurse.”

Materials Produced

Logo | Invitation | Corporate Annual | Gift Bags | Website | PowerPoint Presentation

Bronx Lebanon Hospital Center Event Materials



Sharp
Thinking

Brand Essence: “Results”

Positioned my agency Splinter Group, LLC as a full-service strategic and creative source for

a) small to midsize companies in need of an agency of record
b) large companies needing results-driven initiatives beyond the capability
of their agency of record
c) other marketing-related businesses needing strong execution for their clients

Tagline
Sharp Creative. Sharper Results.

Website

Use of random client quotes on home page to connect target audience
with the positive results experienced by their peers

Materials Produced
Identity System | Website | Collateral | Direct Marketing

Awards and Recognition

Won creative awards every year, in multiple categories, for almost every client.

SPLINTER GROUP®
“Splinter Group

jJave us a consistent

LOOK

...and an increasing demand

for our wireless pro

How are YOU different? | How are WE different?

ey respected my budget and made

the process smooth from start to finish.”
e Corp.

How are YOU different? | How are WE different?

SPLINTER GROLUP™ :'-'-rl‘ll‘rm:lliv(-‘;ﬁ‘l rer I*.".*ITI:—}.

“Splinter Group réally

(rﬂued they could
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G@U won't meet many people like Rob in this

business. He offers clarity in the midst of
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confusion, and a high-level perspective that

draws a perfect path to the right conclusions.
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He’s a true mentor, who's always urging

you forward, even when you don't realize it.
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informed, well-placed sense of humor makes

him a joy to work with. 99

— Rebecca Gardner | writer, editor, creative director (direct report)
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