


BRAND PACKAGE, MILLS 50 FITNESS

Brand Development
Mills 50 Fitness, Independent Fitness Studio

Developed new branding package for independent Package includes brand variations for alll
fitness studio in Orlando, Florida. Included brand applications, print, digital, social, promotional items.
discovery exercises, development of company

mission statement, core values, target audiences. Designed additional applications and mockups to

illustrate brand usage for future business needs.

MILLS#50

FITNESS

MILLS«*50
| FITHESS |

Training Program:

STRENGTH LIFT



BRAND PACKAGE, LIVENTIA

Brand Development
Liventia, Agriculture Biological Solutions

Developed updated branding package for
international agriculture biologicals company.
Partnered with leadership and external marketing
firm to hold brand discovery exercises, to develop
mission and vision statements, core values and
messaging.

~x Liventia

-

8= Liventia

The Power of Life

Advanced science to power the future
of sustainable food production

Our Products

SOIL PRO

A Liventia

Package includes full color palette, typography set,
and supporting visual elements. Designed
additional mockups to illustrate brand usage for
future business needs.

Designed detailed presentation template, with
multiple layout options for various content types.

A~z Liventia

The Power of Life

Prepared for Target Investor | 06.01.26

Effect of Liventia
on Growth and Yield of Almonds

Tree Vigor Ratings

Conclusion

Target Investor | Confidential 120425

cience & IP Pipeline
IP differentiation and
=

Target Investor | Confidential 120425



WEBSITE DEVELOPMENT, JEFF'S OUTDOOR

Website Planning, Design and Development
Jeff’s Outdoor, Gardening, Landscaping and Construction Company

Led the website development process from customer information, and assist sales team in
strategy and planning to design, development, and closing higher ticket projects.

launch for a 30 year community business.
Built portfolio section to showcase industry

Created custom lead qualification tools to guide expertise, strengthen credibility and drive sales
and qualify new prospects, gather more detailed
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Jeff's Qutdoor helps you design and build an outdoor space you'll love. And we

provide the services you need ta care for and enjoy your property all year round. Design & Build Maintain & Enjoy

Are you ready to make Care and service to

' ' your outdoor vision a keep your property
reality? logking great.

We love to work outside so you
can relax there.

Jeff's Outdoor helps you design and build an

outdoor space you'll love. And we provide the

sarvices you need to care for and enjoy your
property all year round.

F# wihat IUs Like to Work at Jeff's Outdoon!

-OUTDOUOR-




Start your_ career
with us

Join our te@mest fun lo

Our Company Mission ' _ . e How can we help you with your
| outdoor space?

One of our pany goals is to build an stry leading staff
nce for our team nbers

» | | How to Build an
//@Mf how Amazing Outdoor
Kitchen Danief

we do this!

by Alan Eadie Fhone Number * E-mail *

An outdoor kitchen is one of the most
beautiful and practical spaces you can

add to your home. Have you worked with us before? *
« Compelitive compensation
« Benefits for you and your loved cnes an N
When well d tdoor kitchens become natural
= Clear and achievable career ladders | gathering spots where you and your fa
« Shared company metrics and sense of purpose coaking. grilling. and sharing a me:
. ) arms for this 5)
» Community acts of random kindness

planning an indol
er to ensure you'll create an amazing ou

What You Can Expect

Here are our top outdoor
kitchen design tips to get you
started.

resource blog

contact form
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BRAND PACKAGE, WAVE GROUP

Brand Development
Wave Group, Agriculture Innovations

Developed updated branding package for Created custom artwork and iconography to
agriculture products company. supplement the project based on assessment of

existing projects and future needs.
Partnered with leadership and external marketing

firm to hold brand discovery exercises, develop
core values and messaging.
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M’ AboutUs Products Crop Programs Catalogs HOW to Use

Smarter Outputs to
Get Bolder Outcomes

Viave

Innovations
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Ag Innovations 5 =
Mike Emrick
Director of Agronomy, PCA, CCA

Smarter Inputs.
Bolder Outcomes.

Stop paying for [
underperform! Wave Group proudly prod
sustainable, effective, and eco-friendly
fertilizer solutions for all varieties of crops.
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Proven Fertilizer :
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Solutions £
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29-Jul
GSP (Rally) GSP + Interact Plus
Less Product, Fits Any Size Backed by
Better Results Operation Research
Using the right nutrients at Qur Strategic line is perfect The proof is in the numbers.
the right time will give you for growing operaticns of We invest in independent
better results than throwing any size, We have 8 suitable research efforts to ensure
down a broad spectrum product for every size farm, our products work the way
Fertilizer. You wen't need to from large scale agriculture they should. In controlled
use as much product and to smaller homesteading or trials, products from the
you'll see better results. personal use farms. Strategic line consistently

show superior results.
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MARKETING TACTICS, RAMSEY SOLUTIONS

Marketing Strategy
Business to Consumer division, Ramsey Solutions

Designed marketing and sales emails to help Collaborated with brand leader, marketers and
promote products, build awareness and drive writers to develop free resources designed to drive
product sales. brand engagement, build an audience, and provide

shareable value.
Created document templates for future deliverables

to help with production efficiency and maintain
design consistency.

KEN COLEMAN

KEN COLEMAN
KEN COLEMAN
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MEDIA PITCH SHEETS, RAMSEY SOLUTIONS

Marketing Strategy
Public Relations Team, Ramsey Solutions

Design custom pitch sheets for public relations
team to use when pitching our subject matter
experts to national media for news appearances.

Collaborated with brand leaders, writers,
producers, and public relations team to determine
content and design approach, creating a flexible
base template to be customized as needed.

The Dr. Jol

with relationship issues and
relationships, gives people t c
and find peace. Previous guests include Terren

and The Minimalists.

he tools they need to cut through the chaos of our disconne'cted S|
ce Real, Matthew McCoughaney, Ryan Michler,

TOPICS: Relationships, Mental Health, Wellness, Stress, Anxiety

LISTENER DEMOGRAPHIC
REACH
63%College
27% Male
J 73% Female ‘ Graduates . 5::[5)22\;53

Worldwide
Median Age:
49*Millennials 39yearsold « Ranking:
#1in Apple’s

Fitness charts

“Everyone should listen to this. We need to eliminate the stigma « Average Ar

around mental health and counseling.” on YouTubs
“No matter what stage of life you're in, everyone can benefit . AverageAl
from a good counselor and | think Delony has presented Dv Igoad
i " own
counseling in a positive light to so many!
“Straightforward, no tiptoeing around hard topics.” « Lifetime D
12M

- Apple Podcasts Reviews

CONNECT WITH DR. JOHN DELONY

Instagram, Facebook and Twitter: @johndelony Website: johndelony.com

Focus of Dr. John Delony’s pitch sheet was to
highlight the reach and audience profile of his
show. Focus of Ken Coleman’s pitch sheet was to
highlight his experience as an expert interviewer.

KEN
COLEMAN

Ooulube 3 spority ((Siriusxmy)

ABOUT THE SHOW

The Ken Coleman Show helps people find purpose in their work so they can
increase their income and their impact. Ken is the #1 bestselling author of
The Proximity Principle and From Paycheck to Purpose and a co-host of
The i.?a.msey Show, the second largest radio show in America. Renowned
for l.us interviews, Ken engages in entertaining conversations that equip the
audience to make changes to transform their lives and achieve their dreams.

podcast downloads
every month

PAST INTERVIEWS INCLUDE:

Busii
siness Leaders Thought Leaders Sports \ C
ondoleezza Rice
Sara Blakely - :
Daymond ju Malcolm Gladwell Nick Saban L
Xmon Jo'hn Tony Robbins Coach K E
Jamie Kern Lima Simon Sinek Peyton Manning
Jack Welch Jim Collins Emmitt Smith
Gary Vaynerchuk Tony Hawk
. Pat Summitt
Entertainment Politics
Matthew McConaughey President George W. Bush
Dolly Parlor.| President Jimmy Carter
Harry Connick Jr. Condoleezza Rice
Mark Burnett
Rev. Run

Ken Coleman has a gift of asking
the questions we should all be asking.

Executive Producer, Creator of Shark Tank, The Voice and Survivor

Interested in learning more about the show and talking with Ken?
Check out Ken’s press kit for more information.

MEDIA CONTACT: samantha Ellis
§amagthg.eﬂlig@)@m;exsoiulLonj.cgm or 615.850.1543



LEADERSHIP EVENT, HD SUPPLY

Event Branding and Support
Marketing and Communications division, HD SUPPLY

Collaborated with company leadership, marketing This included directional signage, oversized
and internal communications to develop event banners, registration booklets, custom lanyards,
theme, messaging and branding. nametags, and templates for awards,

presentations, and all email communications.

Designed and oversaw production of all support
and communication materials needed for the
event, print and digital.
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COURSE HANDBOOK, YOUTUBE MADE SIMPLE

Educational Resource
YouTube Made Simple, educational channel

i iti i ts and mockups to
i i Designed additional creative asse
ding approach and creative for i sset
Developzd l:)Jlrj:atioiall?(rc))uTube channel. Designed illustrate additional brand applications and prepare
proposed e - Des . o
course handbook which included case studies, client for future nee
multiple types of charts, forms and more.

“So you want to grow your
> YouTube channel?”
R

But there's ane small problem ... there
are thousands of channats to choose from an
the platform and the demand an YOUF vidwers
attention is high.

What makes a view I \ : PROBLENE

channe/ ar,

RS

b W VIEWE!

the long hawi? \ MORE NE NG VIEWERS
’ THAN RETURN!

THE ANSWER: Y

Viewers pick channals that Senerate the most W you have more new vivwers coming in than returning,

curiosity .. of as producer Derral Eves puts it 3

this shows you that seme of yaur videas had broader
- appeal than others. You might consider adapting your
“cun’os’ry Gsm . format ar topics ta get those wiewers back on 2 regutar
LR basis.
THE CLICK.”
- _—

= CHANNEL

—————
HANDBOOK F
UNIQUE RETURMING NEW
g b | VIEWERS = VIEWERS = viewers
941,300 243,300 698,000
£ How to take the mystery out of growing y >
REJ:.IRNIN: | B hEw

QLLEY " 243,300 (26%) :lfv:fns. 3
(PEOPLE ARE SKIPPING)

This happens when the viewsr ski
their eriginal point of

P8 arcund the vides trying to find [ ]
niarest. or to skip content they don't find refevant

CLARIFY YOUR ...

>

v

TO SOLVE THIS: leEo FOA—-RM_AL\T

This is the overall
When you ntice a section of cantent with a valley, pay attentian
ta what's happening visually and audibly at thase points and avoid
remealing it in future videos. If that content is essential, such as
promating a product ce a Call to Action, find another wiy to convey
the information or minimize its impact by placing it towards the and s =
af the vides,

Q. What are § words you would
sy to describe the tone of the
CXDETIONCE YOU 30 trying 1o croate
with your videos?

Here are two people who work CTA's into their content wall:

WHY ARETHESI . .,
so mpoi @) 5=

@ What would neod 1o b true
Tar you b consistontly upkaad ora
Video & week 16 your chanmel?

. A
This is when the algorithm ini:

re-evaluates your video to det

That's why some videes can level off

after the first two days, i ]
but then spike again 7 day, 28 days or

even S0 days later,

o kel how your videa is doing early on, and to better measurg

future video performance, take a lock At your past 10415 uploads
( @ndaet the 48 /7 / 28 metrics for each vidkeo 0 build your own
’ 5C0re cang,

Here's a score card You can use as a reference:

Q. How many hours do you
Currenily have t9 devote to working
1 Your hannel wesk 10 week?

TOP VIDEOS IN FIRST 48 HRS. |
SEPT. 17 - 30: COMPARED TO AVERAGE CHANNEL VELOCITY [

(e, (CHEEN CE |

Views In first 48 hrs, Scars | :
o \DEOTTLE M oz @ l \

Asd thumbnsil bare  VIDED TITLE #2 15,469 @

Ao thumbest b VIDEO TITLE #3 12,692 @



ﬁ YouTube Made Simple

" s % .
B‘STER TvE omLY
el fodz
< FoRMULA w ;“:{gmfj C’GE‘}?E{?
LIRS W RS

The Conterd Feomagty

proposed thumbnail and social templates

ﬁ Trevor Brock 2 Trevor Brock ﬂ ﬁ Trevor Brock
o = @youtuk g ~ J o youtuk adesimp

What makes a viewer pick a channel What makes a viewer pick a channel What makes a viewer pick a channel
and stay with it for the long haul? and stay with it for the long haul? and stay with it for the long haul?

Viewers pick channels that generate Viewers pick channels that generate : Viewers pick channels that generate
the most curiosity ... or as producer the most curiosity ... or as producer . the most curiosity ... or as producer
Derral Eves puts it: Derral Eves puts it: i Derral Eves puts it:

o

"Curiosity gets the click. "Curiosity gets the click.” "Curiosity gets the click.
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YOUR POTENTIAL

DESIGN STUDIO

Brand Strate Identity S < Print and Digital De

LET’S GET STARTED.



https://www.radiusdesignstudio.com/#contact-us

