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As Art Director of this high-end 300-page print publication | lean on my experience in editorial design
and curation, working alongside Editor, Joe Bullmore (‘Gentleman’s Journal’), and a network of the
world’s best storytellers, photographers, and creators. House Party is defined by fun writing, beautiful
imagery, and eclectic contributors, all told through brilliant art and thoughtful design. Feature Highlight
of Issue #1: “Interview with Walter looss Jnr”.
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HOUSE PARTY
Art Director
2024 - Current

HOUSE PARTY

INTERVIEW

The Undisputed Maestro of Sports Photography

WALTER I0OSS JNR

WALTER 100SS likes to joke that Montauk was once a fishing
village with a drinking problem. “But now it’s a drinking village with a
fishing problem”, he chuckles. His home is almost the last house on
the last road in this eerie, beautiful, sand-scattered village — which
feels, when you approach it, on an empty train on some empty
Tuesday, very much like the final village at the end of the world. A
few further houses peek out at us above the scrub and the brush
and below the gulls, and you can see them from Walter's green,
sloping back lawn — grey and black mansions, their wooden tiles
and boards buffeted by sea-salt and wind, aged prematurely in the
elements, hidden down concealed, crimped tracks. Haunted houses
for the handsome, mid-century set. Dick Cavett has the house one

over. Peter Beard lived here for years before his death in 2020 (his
bloodied works dot the walls of Walter's house.) They aren't here
now, but Walter is — he has to watch the dog, he says.

I'd arrived in a taxi, which wasn't so much a taxi as a battered
silver jalopy, ragged around by some eternal older surf bro — he
gives me the old shaka hand as he speeds off, refusing to take my
cash and unable to take a card. “You'll pay me the next time!” he
says with a wink, because we both know there won't be one. A few
hours later, Walter himself dropped me back at the station — sill
desolate, the train returning at walking pace along the thin track —
and on the way he pointed out everything that had changed about
Montauk in recent years:

WALTER 10088 JNR.
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HOUSE OF SPOILS

Editor
2015 - Current

HOUSE « SPOILS

L—

WHO WE'RE FOLLOWING

THE GREATEST ADVENTURERS AND STORYTELLERS

asLess

House of Spoils Editorial (e-newsletter) is delivered tri-weekly to over 500k dedicated international
readers’ inboxes. With an average open-rate of over 50% and above industry-standard engagement,
this Editorial is a thoughtfully-curated, image-heavy collection of the best and latest art, stories,
news, and media. It exists to promote House of Spoils’ Brand, Print Releases, and product offerings,
driving readers to the House of Spoils online store and boasting a high sales conversion rate.

LISTENNOW

EMATHATISSEK

encacomoro “DOLCE MARE”

CAMERON HAMMOND

HOUSE RADIO - EZE

LISTEN TO WHAT'S PLAYING AT OUR LOS ANGELES GALLERY

HOUSE OF SPOILS EDITORIAL

“COTE DES BASQUES!"
VINC

RRAUD

SHOP NOW

WHAT WE'RE READING

F YOU ONLY READ ONE THING TODAY LET IT BE THIS

LISTEN NOW

THE WORLD'S RICHEST FAMILY IS ABOUT TO
REMAKE THE OLYMPICS. HERE'S HOW

o

Huck
GHOST HOUSES &

WILD BOAR HUNTING IN
BACK-TO-THE LAND JAPAN

“DOLCE MARE”
CAMERON

AMMOND

SHOP HOW

EPICUMIOUS

CARAMELIZED ONION PASTA

SUREA
GEORGE PLATT LYNES
ELEVATED THE MALE




HOUSE OF SPOILS EDITORIAL

@TANNERBSEYMOUR

LLOWING

AND STORYTELLERS

@AKILA_BERJAOUI

@DOMINIKAPOLASZ

'POILS HOUSE RADIO -

JTION LISTEN TO WHAT’S PLAYING AT OUR LOS ANGELES GALLERY

HOUSE Rf’blo

New Songs Added This Week

“YUCATAN BREEZE”

NIKKI BRAND

WHAT WE'RE READING

IF YOU ONLY READ ONE THING TODAY LET IT BE THIS

@7

“CHEERS WORTHY”

JOHN BARTON

DISPATCHES FROM THE ADDERALL EPIDEMIC

PIONEER WORKS

America runs on Adderall. From Silicon Valley to Wall Street, through prep school and grad
school, in ad agencies and magazines, many of our most powerful minds are flying on
prescription-grade speed. And all these uppers do a lot more than increase productivity. They
induce a particular set of behaviors—a passive-aggressive management style, a manic discourse,
a sarcastic affect—that can fuse into a culture when the number of users reaches critical mass.
This culture is only becoming more pervasive. The last few years have seen the biggest spike in

ADHD preseriptions since Adderall first passed FDA approval in 1996. If Adderall were not

considered a productivity drug: , on bal ve would almost
certainly be talking about an amphetamine epidemic. And maybe we should be. Adderall's
efficacy for treating ADHD, and its popularity among the Professional Managerial Class, has
helped obscure what a strange and deleterious drug it can be. Adderall is highly addictive, the

returns it delivers are steadily diminishing, and the risks of heart disease and psychosi

sincrease
e in
The
King

by the year. Tn the meantime, it just makes you kind of annoying. The drastic i

s the national shortage it helped caus

consternatiol k of the drought was unde ndable: our country was suddel

one of its key ingredients. Productivity declined by 3%. Twitter started to suck. People raised on

cast, we took this a

Adderall started unwittingly dabbling in meth. At B an opportunity—a

kind of paus

—to reflect on the impact this pervasive drug has had on our culture. While

Adderall use is widespread and normalized among & ss of Americans, almost no one

talks about it publicly. We were curious: What cultural shifts have come out of this incredibly
upbeat epidemic? What are the short- and long-term consequences of millions of people getting
hooked on speed?... Pioneer Works

ANOTHER
HOW RICHARD BERNSTEIN
CREATED INTERVIEW'S

ICONIC 1980S COVERS

Who but Richard Bernstein (1931-2002)

for the cover of

aif

could

te portr.
Interview that embodied the

irit of Andy
ith a perfect
blend of glamour and panache?

Warhols pop art empire

GENTLEMAN'S JOURNAL
DALIVINQ A MIITANT




HOUSE OF SPOILS EDITORIAL

WHO WE'RE FOLLOWING

THE GREATEST ADVENTURERS AND STORYTELLERS

READING

@EVANLEWIS.EXPEDITION

'ODAY LET IT BETHIS

POILS

NTION

@DONARIBRAXTON

@KELSCALLISTER

LISTEN TO WHAT’S PLAYING AT OUR LOS ANGELES GALLERY

LISTEN NOW

“WE’LL MISS YOU”

AARON BRIMHALL

“NAVAJO NATION”

JARED CHAMBERS

“RUNNING TO NOSTALGIA”

AARON BRIMHALL

WHAT WE’RE READING

IF YOU ONLY READ ONE THING TODAY LET IT BE THIS

THE DAY RAM DASS DIED

THE NEW YORKER

Ram Dass’s life is the subject of multiple documentaries, an autobiography, and a docuseries in

pment starring “High Maintenance” s Ben Sinclair. He was born Richard Alpert in 1931 toa
wealthy Boston family. His pedigree was sterling: a Stanford psychology Ph.D., tenure track at
Harvard, visiting professorship at Berkeley. In 1063, after five y

t Harvard—much of it spent

studying psychedelics with his fellow-psychologist Timothy Leary—he was fired for giving

p: in mushrooms to an undergra te. He bopped around for a few often taking

obscene amounts of mind-altering substances with Leary at the Hudson Valley estate of his friend

Peggy Hitchcock. In 1967, like so many other Westerners of the time, he travelled to India in

hanted with the psychedelic

world, which had come to seem rotely defined by highs and comedowns. In India, he met a

ian hippie named Kermit Riggs and followed him to a village called Kainchi, in the

oli

an foothills, to meet Riggs

guru. The guru was an old, squat man named Neem
Baba. Before long, an enthralled Alpe
ater that y

scraggly beard, and began h

was reborn as Ram Dass, or roughly “servant of God.” He

returned to Ameri arriving at the airport dressed in white robes and with a long,

r. Most of what he tall

piritual te bout, from 1967
called Mat ji

New Yorker

to his death, were the experiences he had with Neem Karoli Baba, whom he

(“great king”), and the spiritual beliefs that emerged from those experiences..

SATISFY RUNNING

26.2TO LIFEWITH
CHRISTINE YOO

2 to Life is a documentary that follows

the story of The 1000 Mile Club as they
train for the upcoming San Quintin Prison
Marathon, which involves running 105 laps
of the yard. It's a chance to achieve
something they never thought possible and
redefine themselves beyond their crimes.

SAVEUR

SPAGHETTI ALL’ASSASSINA
(‘KILLER’ SPAGHETTI)

Hailing from Bari, Italy, spaghetti

all'assassina is a relatively new entry into
the pasta canon. It's made by simmering
spaghetti in spicy tomato sauce until the

pasta is al dente and the sauce is mostly
absorbed or evaporated and about as thick
as tomato paste. It's then fried until the
pasta turns golden brown and crispy in

YOUTUBE

DOCUMENTING AN ARTIST
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HOUSE OF SPOILS

Brand Specialist
2015 - Current

HOUSE o« SPOILS

HOUSE OF SPOILS LOGO
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HOUSE OF SPOILS
Art Director + Designer
2015 - Current

spoils

SPOILS 5-PANEL DESIGN

12



HOUSE OF SPOILS
Art Director + Designer
2015 - Current

PRODUCT STUDIO PHOTOGRAPHY




HOUSE OF SPOILS House of Spoils Print Advertisement designed for ‘Motoring Journal’ Magazine.

Art Director + Designer
2015 - Current
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HOUSE o« SPOILS

DIRT AVALANCHE
Aaron Brimhall

THE ART OF LIVING

Fine art photography from the world's

most adventurous photographers
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HOUSE OF SPOILS House of Spoils Gallery Print Materials designs.

Art Director + Designer
2015 - Current
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HOUSE OF SPOILS
Artist
2015 - Current

From a roster of 30 of the world’s greatest photographers, | was chosen by Genevieve Gergis, Co-
Owner and Chef of renowned Los Angeles Restaurant, Bestia, to create a custom framed artwork for
her home in Los Angeles. Collaborating closely with Gergis and the House of Spoils production team,
| created a Gallery-Quality 38” x 56”piece valued at $6,000.
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‘WILDERNESS’
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HOUSE OF SPOILS
Artist
2015 - Current

Nikki Brand Framed Photography Prints selects.

‘NIGHT SWIMMERS’
From the House of Spoils Core Collection.
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HOUSE OF SPOILS
Artist
2015 - Current

Nikki Brand Framed Photography Prints selects.

‘PINK SKIES’
From the House of Spoils Core Collection.
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NOT BAD AGENCY
Owner, Creative Director
2020 - Current

1. HLTI HAUS

2. SUPER NATURAL SUPPLY

A Los Angeles-based Brand-focused Creative Agency; Not Bad was founded as a space and platform
to collaborate with my growing network of top-tier creatives helmed by a vision to extend creative
reach to projects that demand a tailored and dedicated approach. (notbad-agency.com)

NotWBad

AGENCY

LOS ANGELES 90291
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NOT BAD AGENCY
Owner, Creative Director
2020 - Current

HIL.TI HAUS

Founder, Creative Director // Branding, Art Direction, Design, Photography.

Founded in 2020, hi.ti. Haus was a Nootropics company offering plant-powered supplements in
the consumer packaged goods arena, targeting the then-emerging wellness and alcohol-alternative
industries in the United States. The flagship product was plant-based adaptogenic, prosocial capsules.

iy @
o

N )
haus

PRIMARY LOGO

PRODUCT GRAPHIC + PHOTOGRAPHY
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NOT BAD AGENCY HI.TI HAUS
Owner, Creative Director Founder, Creative Director
2020 - Current

PRODUCT PACKAGING
Re-sealable, biodegradable standup pouch.



NOT BAD AGENCY HIL.TI HAUS
Owner, Creative Director Founder, Creative Director
2020 - Current

SHOP KANNA
NATURAL HIGHS

learn
glossary
reviews
about
contact

join with email address

KANNA Proprietary Blend

Kk Kk kKk 324 reviews

KANNA is a nootropic plant from South Africa.
KANNA may act as a mood elevator, may ease social
anxiety, and taken in slightly higher doses may induce
feelings of euphoria.

$49

add to cart

free priority shipping on all orders. US orders only.

1-3 capsules daily

1-2 caps promotes focus + eases general anxiety, stress. 2-3
caps promotes heart opening + eases social anxiety.*

S

connection elevation

e )

effects

ingredients + supplement facts

caution + info

JOIN US

“KANNA is amazing”

* kK kK

KANNA for social anxiety”

“I highly recommend

* Kok hk

“best alcohol-alternative”

* kK kk

© 2022, hi.ti Haus Inc. All Rights Reserved.

WEBSITE PRODUCT PAGE

MacBook Pro

22



NOT BAD AGENCY

_ . HLTIHAUS
Owner, Creative Director =
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NOT BAD AGENCY
Owner, Creative Director
2020 - Current

HIL.TI HAUS
Founder, Creative Director

BRAND LIFESYLE PHOTOGRAPHY

s e N e . A ——l
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NOT BAD AGENCY

Owner, Creative Director
Current

SUPER NATURAL SUPPLY

Founder, Creative Director // Branding, Art Direction, Design, Photography, Formulation.

Super Natural Supply was founded as a platform and brand to house innovative, exciting, and
functional high-end products in the wellness, non-alcoholic consumables, and nootropics supplement
space. Super Natural Supply’s launch product, Afrikan Sun, is a non-alcoholic botanical bitters infused
with Kanna, offering consumers a novel, healthy, natural, and safe way to feel a ‘buzz’ and socially
connected without the negative consequences of conventional drugs or alcohol.

SUPER NATURAL
SUPPLY

LOGO + PRODUCT BRANDING
Primary Logo (above).
Product Branding + CPG Label (right).
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NOT BAD AGENCY SUPER NATURAL SUPPLY
Owner, Creative Director Founder, Creative Director
2020 - Current

SUPER NATURAL
SUPPLY

These Tangible
Feels C@T@m
An Alkaloid Unique
To KANNA

AFRIKAN SUN " 0

................
xxxxxx

SUPER NATURAL
SUPPLY

Pure African
Ecstasy

AFRIKAN SUN

ssssssssssssss

PRODUCT TAGS

drink the

Formulated with flax glycerin infused with an irresitable blend of botanicals, spices. barks, and-the star of the SUPER
show-South Africa's treasured succulent extract, KANNA . NATURAL
*(% alcohol *KANNA *BOTANICAL BITTERS *NATURAL HIGH SUPPLY

T o e e e A P e e P G R e VS B S EEt
These statements have not been assessed by the FDA. Do not consume if taking SSRis. Do not consume if preganant or breastfeeding
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DE MARIA

Art Director, Brand
2017

As an integral member of this best-in class team, | worked side-by-side with acclaimed Chef and food
pioneer, Camille Becerra, building and nurturing a brand aligned with her culinary vision — a casual
yet high-end dining experience — that saw the best of New York City’s foodies, critics, press, and
celebrities (Maggie Gyllenhaal, Jesse Tyler Ferguson) become daily regulars; all the result of a brand
crafted to be both experiential and tangible.
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DE MARIA

Art Director, Brand
2017

As an integral member of this best-in class team, | worked side-by-side with acclaimed Chef and food
pioneer, Camille Becerra, building and nurturing a brand aligned with her culinary vision — a casual
yet high-end dining experience — that saw the best of New York City’s foodies, critics, press, and
celebrities (Maggie Gyllenhaal, Jesse Tyler Ferguson) become daily regulars; all the result of a brand
crafted to be both experiential and tangible. De Maria was the NYC James Beard Award Winner in the
‘Best Restaurant Design’ category (2018).

LOGO




DE MARIA

Art Director, Brand
2017

A presentation of the De Maria brand and concept, showing the process of concept to brand idenity
creation, and the application thereof across all brand touchpoints and platforms. The early-makings
of brand and identity was integral to informing the makings of the restaurant; from interior design,
art, brand collateral, menu and food styling, uniforms, voice and language, and the in-person brand
experience. The brand naming and logo was inspired by a trip to Upstate New York’s Dia Beacon
Gallery with Chef Camille Becerra, where an ethereal Walter De Maria installation started it all.

BRAND PRESENTATION
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DE MARIA

Art Director, Brand
2017

BRAND PRESENTATION
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DE MARIA

Art Director, Brand
2017

BRAND PRESENTATION
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DE MARIA

Art Director, Brand
2017

BRAND PRESENTATION
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DE MARIA

Art Director, Brand
2017

BRAND PRESENTATION
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DE MARIA

Art Director, Brand
2017

BRAND PRESENTATION
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DE MARIA

Art Director, Brand
2017

RESTAURANT ARTWORK
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DE MARIA

Art Director, Brand
2017

A Hip Cafe by Women, for
Everybody

R smoetate D[]

The new De Maria restaurant was designed by a team of women, including Grace
Lee (sitting) and chef Camille Becerra (standing). The menu includes colorful
iterations of healthful comfort foods, like the Rooster Bowl (bottom right) with
mackerel and fermented vegetables. Nicholas Calcott

By Laura Neilson

Feb.1,2017

As the saying goes, Too many cooks in the kitchen spoil the broth.
But not at De Maria, a stylish new restaurant on the edge of
NoLlIta. “Even though we are all very new friends, it was very
clear from the start that we all shared a common aesthetic and
vision, both in design and a way of providing thoughtful dining
experiences,” offers De Maria’s culinary director and executive
chef Camille Becerra, Her collaborators comprise a mostly female
group of creatives and trailblazers from various industries.

Becerra, who was responsible for Cafe Henrie’s colorful, much-
Instagrammed Dragon bowls (and before that, the locavore-driven
menu at the SoHo seafood hot spot Navy), teamed up with De
Maria’s co-owner and creative director Grace Lee to create the all-
day cafe. With its colorful, sun-faded interiors and charming patina
of a space that’s been passed down through the decades, it has a
welcoming European feeling akin to the charming, palazzo-facing
cafes of Italy. Amy Morris and Anna Polonsky, co-founders of the
design and branding studio the MP Shift, oversaw and executed
the interior design concept, while the art director Nikki Brand, who
also edits the e-newsletter Stella Spoils, brought her visual and
branding expertise to the table.

“We believe in the power of women uniting, especially at a historic
time right now when women are truly at the epicenter of society
advocating our beliefs,” says Lee, a music producer who's worked
with artists such as Kanye West and Lykke Li, and who founded

T THE NEW YORK TIMES STYLE MAGAZINE

PRESS - ‘THE NEW YORK TIMES STYLE MAGAZINE’

= Wa"pape Subscribe w

TRAVEL P RESTAURANTS

De Maria — New York,

Straddling the boundaries of Nolita and the Lower East Side, De Maria is
an attractive, yet relaxed all-day eatery in New York City, doling out a
carefully edited menu of modern day comforts.

Designed by New York-based firm The MP Shift, in collaboration
with creative director Grace Lee and art director Nikki Brand, the
restaurant’s fashionably austere interior references the work of Walter de

Maria, of whom it also takes its name.

Muted pastels, light wood panels, and mid-century inspired furniture
collectively give the cosy space an inviting aura. Painted brick walls,
archways and columns bring a raw eccentricity to the room, while
suspended bulb lighting adds a touch of polish.

In such a setting, chef Camille Becerra serves up nourishing seaweed and
poached egg-topped grain bowls, homemade banana bread and giant
mugs of chilli-tumeric bone broth in elegant, hand-crafted dishes. The
restaurant recently added dinner to its offering, with plates such as salt cod
croquettes, chickpea fritters and a robust lamb chop.

A cocktail lounge is also set to open downstairs, allowing diners to round
out their healthful meal with just the right note of indulgence.

Wallpaper*

PRESS - ‘WALLPAPER’ MAGAZINE
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DE MARIA

Art Director, Brand
2017

HOTSPOT

Camille Becerra’s De
Maria is New York’s
Latest Instagram-Ready
Restaurant

The chef’s latest outpost in Nolita opened earlier this month and has
already become a favorite of the see-and-be-seen crowd for its
Instagram-friendly dishes.

by Kristin Tice Studeman
Feb. 17, 2017

GRERONO)

After a stint at Navy in Soho, Café Henrie in the Lower East Side, and her Rockaways stand
The Castle this past summer, chef Camille Becerra has earned a following. Earlier this
month, she opened up her latest stylish outpost, De Maria, right in the heart of Nolita.

PRESS - ‘W MAGAZINE’

Courtesy

Within days of opening, the all-day restaurant on Kenmare Street was filled with a
hodgepodge of creative types and lifestyle bloggers eager to snap up shots of Becerra’s
Instagram-friendly dishes. By the end of New York Fashion Week, it was obvious De Maria
had become a must for the see-and-be-seen crowd.

What's clear from the minute you walk inside De Maria is that nothing was done without
purpose and careful consideration. From the interior space to the art on the walls to the
ceramics to the food, it was all curated with a designer vision. Becerra and creative director
Grace Lee worked with many of their friends to make the project come to life.

Photo by Nikki Brand.

For example, the co-founders of the design and branding studio the MP Shift (Amy Morris
and Anna Polonsky) did the minimalist interiors space, which is heavy on wood, with
calming, earthy neutral shades. The tables have a matte black finish, which conveniently
make for an extra beautiful background when photographing the food. The walls are lined
with Donald Judd-inspired pieces, and in the bathroom, there’s a neon blue Virgin Mary
piece by Lee, Brand, and Becerra that adds an unexpected touch to the whole vibe. And the
chic, striped uniforms were created by Everlane.




DE MARIA

Art Director, Brand
2017

De Maria NYC. Photo: @demarianyc

In keeping with Becerra’s cooking style, the food leans on the healthy side, but it’s still full of
flavor, not to mention color. The vibrant Dragon Bowl, iterations of which existed at Café
Henrie, is a flavorful blend of turmeric-poached egg, black chickpea grains, avocado, and
tarragon tahini—perfect for breakfast, lunch or even a late afternoon snack. Turmeric,
which continues to be a health fad, also comes into play in the chili-turmeric bone broth
with milk-foam, herbs, and mustard seed oil, which comes in a big, beautiful ceramic mug
with an exaggerated handle by Workaday Handmade. On a cold winter day, the sprouted

grain porridge with miso butter and cranberry molasses is the perfect way to warm up your

morning. And the lemon-vanilla-black lava salt focaccia is a can’t-miss for any time of the

day.

PRESS - ‘W MAGAZINE’

Photo by Nikki Brand.

The Space Becerra and Lee enlisted a team of artistic talents to collaborate on the sun-
faded space, which was helmed by Amy Morris and Anna Polonsky of the design and
branding studio the MP Shift, along with art director Nikki Brand, who also lent her
expertise to the project. On the walls, you'll find works by Donald Judd, Paul Rand, and a
neon blue Virgin Mary piece that’s worth going to the bathroom just to see it.

The Playlist A hybrid of Nigerian '70s music, casual jazz, chill tones, and Nina Simone on
repeat.

Tribes Local Nolita-ites and a steady stream of stylish people in Becerra and Lee’s orbit,
from designers to artists and photographers.

The Menu There’s an all-day breakfast menu with pastries (like lemon-vanilla-black lava
salt focaccia and banana bread with coconut and hemp seed) and plates (chili turmeric
bone broth and a Rooster bowl with sprouted grains and mackerel). From the lunch specials
the colorful Fire Dragon bowl with turmeric-poached egg and black chickpea grains is a
can’t-miss. Weekend additions include a Bergamont chocolate waffle and house yogurt
coddled egg. Beverages include fresh juices, coffee, cocktails, and wine. Breakfast starts at
$4, lunch at $11, and wine at $7.

Basics 19 Kenmare Street, New York, New York, 10012. Call 212-966-3058 for
reservations. Hours: Open daily for breakfast, lunch and aperitivo pre-dinner (8:30 a.m. to
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PEMAREA

All Day Banana Bread 5 Lunch A e : S E
Mlaxseed, coconut, ginger (gf) sesame, chili, lime ety Sl

Breakfast _ . . : A

PASTRY Cheese Biscuit 5 ' - Fire Dragon Bowl Ll
quava jam, butter : i A tumeric-poached egg, heirloom beans, 3

grains, nuamda tarragon tahini ' R

PLATES Chili-Turmeric Bone Broth & ; : ~ Nigella Seed-Potato Crisp '. 150
milk foam, herbs, mustard seed oil Ry ~ tumeric-poached egg, chorizo, f!“ mayo i

Egg Sandwich 1 : Endive + Poached Chicken Salad Fat
potato, fermented fennel pickle, ] ~ pickled goji, barberry, spicy seeds ; :
cress, caper atoli |

Chicories + Seaweed it e 5
Toast 14 _ avocado, hazelnut ) : R E S
avecado, lavender cured salmon, honey egg, : R e L s A
tarragon tahini ; Breaded Pork Cutlet Sandwich 15- S
tonkatsu sauce, watemress, fmmt@d mbbarge
Rooster Bowl 15

grains, cured fish, honey cured egy, seeds,
seaweed gomasio, served w/ a cup of bone broth

Whole Grain Forridge 5
choice of miso butter or rose-date molasses

Home-Made Tahini Yogurt
apricot, sumac, urfa bieber

WKND ADDITIONS Skillet Coddled Egg 14
Sfermented chili, yogurt, mustard leaf chermoula

 ADD-ONS avocado / eg o GO O
Chocolate-Chestnut Waffle 14 [ bﬂ!mmrrebaconfch}rmfchwhm Rt ey

P inform your sorvor o arry Brgios ond Catory sostrictions,



DE MARIA
Art Director, Brand
2017

BRAND PHOTOGRAPHY
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GJUSTA
Art Direction, Creative Consulting
2024

Brought on as Art Director and Brand Specialist to facilitate the brand extension and company expansion of the
Gjusta Group (Los Angeles) in changing hands into new ownership. This asked for the creation of brand and style
guides of the current brand, reframing and designing the UX of the new websites and digital experience (app)
as well as the brick-and-mortar experience, and designing and envisioning materials such as investment decks,
labels, packaged goods, and meal delivery materials. (gjusta.com)
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ROBERT BROADHURST
Art Director, Web Design
2017

Hired by New York City based Director and Videographer, Robert Broadhurst (Adidas, Armani,
Alexander Wang) to design a Website and UX showcasing and aligning with his Award-Winning, best-
in-class Portfolio of projects and clients. (robertdirects.com)

O ROBERT BROADHURST

LOGO
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ROBERT BROADHURST

Art Director, Web Design
2017

Hired by New York City based Director and Videographer, Robert Broadhurst (Adidas, Armani,
Alexander Wang) to design a Website and UX showcasing and aligning with his Award-Winning, best-
in-class Portfolio of projects and clients. (robertdirects.com)

ROBERT BROADHURST

49



ROBERT BROADHURST

Art Director, Web Design
2017

ROBERT BROADHURST

50



ROBERT BROADHURST

Art Director, Web Design
2017

ALEXR \py p g WP
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ROBERT BROADHURST

Art Director, Web Design
2017

WEBSITE DESIGN

s

ROBERT BROADHURST

WORK  ABGUT

ROBERT BROADHURST

D1




PLATFORM
Art Director, Brand
2019

Contracted to re-brand the Los Angeles based retail development, Platform, a multi-faceted branding
and design project that called for my skills in Art Direction, Corporate Identity Design, and UX Design.
(platformlosangeles.com)

¥ PLATFORM

PRIMARY LOGO
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PLATFORM
Art Director, Brand
2019

¥ PLATFORM

LOGO SET
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Platform is

r OPTIMISTIC + INSPIRING
HONEST + INCLUSIVE
CONNECTING + ENCOURAGING
LAYERED + ORIGINAL
INSTINCTIVE + INNOVATIVE

FRESH + FEARLESS

Brand Pillars

The place to discover what's next.

A destination for fashion, beauty, design,
food, art, and music.

Incubating young, fresh brands so they can
grow, reach, and fulfill their potential.

The dream creative neighborhood anchored N
by brick-and-mortar stalwarts and ever

evolving takes on fashion, beauty, design,

food, art, and music.

A space for LA and the world to get inspired,
get involved, and shape the future.

Unadulterated Creation

Necessity is the mother of invention, and passion
makes beauty possible. We stand behind fearless
and thoughtful creators.

Unwavering Taste

Every brand and persen at PLATFORM is carefully
considered; catapulting innovative up-and-coming
businesses on to equal footing with established
companies like Reformation, Sweetgreen, and
Aesop. Once inside the PLATFORM family, brands
£AiN Access Lo an ever-growing network of leading
creatives and business owners.

Incubation

PLATFORM brands are chosen not for what they are,
but for what they can become, We operate as a risk-
free launching pad for young companies to grow,
innovate, experiment, pivot, fail, and succeed.

Collaboration

The proximity and diversity of PLATFORM’s brands
are more than consumer conveniences, they're
an opportunity for our collection of talent to work
together to form new, unexpected projects and
explore uncharted territory.

Community Focus

A meeting point for Angelenos, PLATFORM is

a destination for taste-defining food, on-the-

rise designers, bar-setting beauty, and a global
perspective on where culture is heading next. Arange
of price points, a community park, art installations,
and event pop Ups engage and serve avery
demographic.

First to Market

Standout and stand alone, PLATFORM sets itself
apart with an ever-changing roster of tenants and
experiences exclusive to Los Angeles, commanding
in-person foot traffic and encouraging social content.
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Brand Dictionary

DO NOT USE:

“Unique “

Generic words meaning
apacial, instead always
choose specific details
that illustrate the
unigueness of o parson/
brand/business fobject

Culture-shaping

Fearless

Origin3| (mat aurtihentic)

C reatO rs (not makers)

Innovative

Taste-defining

Bar-setting

Fresh

Destination

Collection /

Collective

Hangout {Le. credtive hangout)

Community Connectors
g Bl.lilders ot real estole developers)

Tone of Voice

The Platform voice should reflect the
Platform brand values across online and
offline communications. It is stylish and
transparent, inviting and informed, global
and spirited, crisp and energetic.

Speaking to an educated, curious
customer who sets and is an early adopter
of lifestyle trends, Platform is designed to
keep him or her inspired and confident.

The Platform Voice is

Chic not Elite

Clean not cold
Spontaneous not Disorganized
Authentic not Boring
High-Spirited not overzealous
Fearless not Corporate
Enlivening not Preachy

Brief not Unemotional

Fresh not Young

Asks Why Not? not why?
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Branded Emails Examples Social Media

The Platform social voice should be the voices of its creative

The Platform email voice is a Pabch

continuation of platformla.com,
acting as a call to action through
inspiring introductions of new
talent, ideas, products, and events.

As Platform's most effective way to directly
reach its dedicated audience, emails can
have an editorial tone, with Platform talent
choosing favorite products/events/etc of
the week, seasonal market stories, news,
and storytelling (meet the makers—-who is
behind this brand/installation/event/etc).
Continually informing the customer as
they do each other.

Emails should be informative and swift,
specific and illustrative. Succinct but
emaotional.

i e A

Throughout the month, Mila and Emma Stauffer (@kestauffern)
are making special sppeasrances ak their pumpkin patch to mect,
it and make new friends. Famous for their adorable videos
and phatos on Instagram, Facebeok and YouTube, they've
teuched the hearts of millions around the world and are excited

Twins Emma and Mila Stauffer, better known as @kestaufler

to their 4.4 million Instagram fellowers, have Laken a break
from posting their viral videos to create a children's dreamland
pumpkin patch at the Hayden Tract. Come for the seasonal
decerations, stay for the mini animal potting 200, Better yet, gt
the Halloween-born sisters’ hilarious opinions on coordinated
costumes when thiry make special appearances throughout the
month.

IMSTEAD OF: Don't Tell Comedy brings secrotive, intimate
comedy shows to you and the Don't Tell Comedy Festival is
doing just that

IRY: & secret comedy show featuring some of the best up and
coming and hesdlining comedians-but you won't know who's
&n thi Bl until they £tep on stage. [HERE: The mest impertant
information is moved to the topl]

community. It is irreverent, not try hard; sophisticated, yet

It uses internet language cenfidently, while remaining slightly aspirational-
the account of a very smart, cool friend. This can be somewhere between the
inspirational quotes on @_nitch (sourced from Tract profiles on makers and
the Platform community), @americantwoshot’s early friend call outs (show
Platform community hanging out and doing things together), @intothegloss-
posed questions and inclusion of it's audience in its main feed (a call and

response #topshelfie).

Examples

IRY: Guotes from original interviews with
Platform talent:

“The line between used and new is
Burring” @reformation founder @yaya_
aflato is shaping the future of fashion with
thé past. Tap the link in our bio for her take
on why sustainability is style.

IRY: Seasonal market stories:

Spring break is only 3 weeks away. @
jonessalesne shares her tips fof packing
the perfect (hat-friendiy) beach getaway
bagin bio.

For news, profiles, and basic Th e

about info, text is lively,
illustrative, and conversational
(never use words you wouldn't
use in conversation

(i.e. say nails, not talons)).

It avoids generic and overused
adjectives in favor of specific
details to illuminate what
makes a subject notable.

platformla.
com voice

is succinct,
poignant,
and fresh.

Examples

I
INSTEAD OF:

“Clowve & Crek is a boutique mercantile
colebrating locsl makers and
artisans while fostering a tightknit

ity ruminating L tho
Catskills of New York. Nestied in the historic
tewn of Kingston...”

1
TRY: Clowe & Craak

Whiat: Adventure gear, gifts, home decor, & desipn
objects mads inthe Catuklis
Founders: Scott Held and Michas! Cook

From: Kingston, N

Platform Exclusive: The cosntrys Brit and oaly
im-atode wpa (borrowed from Aszop, but tell me
what’s speclal about this destination) [then add their
irshagram « ary ralated Tract foaluras)
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Influence + Inspiration

@

Architecture.

Grid,
Golden Ratio.

b
9
-
e %

Prism,
Theory of Colours
- (Goethe).

N

Farm, layaut, design,
Uy pography, struclung.

Branches into “Swiss
Style” or “Internaticnal
Typographic Style” (1950s].

Design, layout, structure,
building blocks, balance.

a grid Is the “mest legible

and harmonious means for

structuring information

Grid « Golden Ratio = the

ultimate harmonious design.

“Celor arises fram a dynamic
interplay of light and dark.”

Platform as the Prism - a
object that produces the
color spectrum®.

*Platform a3 the pritm +
tenmnis os the spectrum.
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Ben Ben Stone.  Building Blocks, Design 80s, e
Community, Design 90s,
ShipContainers. Ray Gun Mag. 0
Animportant symbel in Piecing tagether parts Lo The spectrum and glamer 7
ancient and Egyptian history  the bigger whole. Building of Bos “out-there™ graphic A
= Hieroglyphics. blocks, stacking, climbing, design. Anything Goes. s
rising up. Community. 1
The initial building Blocks of The rebollion and “grunge® ¥
creation itsell. Meaning “Te Shipping containers as culture reflected in 505 !
Risa". architectural building blocks.  graphic design and o
unrestrained typography.
Known today in architecture  Making magic by redefining
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Icon [ Primary Logo

Icon created for Platform to be used throughout
the brand. Designed to be a recognizable, powerful
symbol of the Platform brand. This is its marker, its
signature, its seal,

Created on the grid, the Icon is perfectly
symmetrical, rotatable and works as an easily
adaptable graphic element.

lcon / Primary Logo

Construction




Construction

Logo Type: Horizontal Logo Set

Primary Logo Type integrating and working
alongside the icon. Two versions (1 + 2) have been

Primary Logo Type integrating and working
created to add versatility to the use of the logo.

alongside the icon. Two versions (1 « 2] have been
created to add versatility to the use of the logo.

PLATFORM

PLATFORM

¥ PLATFORM
PLATFORM

Use

Use

D nol roplicato 1o with fom Dongd roplaate kg with font e
L beort. Do nod stretch or distort. ‘e Do neot stvotch or distort. Uso.
Ut a5 whola, Uae wiven Typa 8% whizlh, Use wheh 1600 thould
needti to f showld tnke pricaity. needs o should take priprity.




__ PLATFORM

_ ArtDirector, B'ra_'i;i;i ORE
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Logo Set Construction

The Platform Crest, created as a secondary logo
ar graphic element for the brand. Inspired by
and siginificant of the idea of building blocks,
community, shipping containers, playgrounds.

Representative of different parts (tenants and the

community) coming together to become a part of a
bigger whole. Visuallyrepresentative of map [ floor
plan, a puzzel and it's pieces, a whole and its parts.

Crast Use

The Crest logn was Use as o stamp [ orest [ sign-off
and badod o Bhe grid, I epeaka s  wan-sesl, Uie inbrand graphics
and should bnfonm the genersl fow L and Eake & part to mske wes of

- of gingular elermonts. Contidar fer
Platfesmm Crot, Saishad with stylized, soltensd cSpes for o mode "hand -made” fel - 05 odd 1o makers and .
crestors. It sles speaks E/ Pl and. e hikstong of | FIOUNTE B EFAN applications and tect by collateral.
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Typography

Platform's typography and takes notes from
aethetics of 80s and gos design, David Carson's
counter-culture, ahead-of-the-times Ray Gun
Magezine and the structure and composition of
“Swiss Style” typography which has deep roots in
architecture, design and the grid system.

San-Serifs (FF Real Family) take the typographic
lead, making up headings, sub-headings, body /
paragraphy text and more visual pull-quotes and
highlighted text. This is true across the website.

Platform’s typography should always pay special
attention - and abide to - the grid system, to
which this entire document is structured on. If
not following the grid system, the use should

be intentionally off-grid for graphic / visual ar
communication reasons and treatments.

¢

Type Collection

FF Real Family

Real Text Pro

Real Text Pro

GRANVILLE e on b o
GRANVILLE

Prendifed in Beanding Pock

Typography

Headlin

Headline Two -~

Headline Three

Paragraph Lead

I astoL

[
Roal Taxt Pro | Bock

=

Details + Hierarchy

Foeal Haaed Pro | Madum

Rl Taan Pro | Meadburs

LADELS [/ HIGHLIGHT
Gramville | Regular, Bodd | UPPER

Hecessity |s the mather of
invention, and pastion makes
besuty possible. Weo stand
Bahird people whe croate
things that they Bolieve in
becowse thiry need themto
axist, because thiy're bold
enough to experiment. We
stand for authanticity and
fearleis makerd.

Each brand

within platform’s
roster is vouched
for, catapulting
innovative up-and-
coming businesses
onto to equal footing

LABELS/HIGHLIGHT
SECTION LABEL

T - Y,
: et Kot oy 2
L e i e it e e i i

The Tract + Newsletter | Typography*

= Ednorial redia should uie goneral rulas 1o the et Addmicas styled)
1real P s and hisrarchey 508 Shaw- Delirer:

THE TRAC.r The Tract Logo [ Grmmille | Regulse |UPPER

eebane | Coded | EB Garsmmond | Bold

Article Header

Wiebi g | Cosed | G awiile
PLATFORM ORIGINALS

S AL LT

Tract article sub-heading,
blurb or highlights

Weekidie | «hir

Wiekrite | parigraph Wiebdite | b=

Necessity is the mother of
nvention, and passion makes
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Color + Treatments Color Use + Seasonal Palettes

Color Palette 1

Exploration

ote: below are cxamples of the
brand stathonary and how the
chozen color palette will define It
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Color Palette 2

Color + Treatments
Exploration

Wete: below are cxampdes of the.
brmnd shuthenmny sl R the
chosen color palette will define It
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The brand stationary had been created
to accommodate a flexible color palette

and fluid approach to treatments and
integrated. With this, the Icon takes

precedence.

stationary with the brand’s identity

This layout shows a collections of
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RUNYON GROUP
Art Director, Brand
2019

Brought on by the Californian Development Group to design a 200-page $1B Investment Fund, leaning on my
skills in Editorial Design, Information Design, and Infographic Design. (runyongroup.com)

RUNYON
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RUNYON GROUP

Art Director, Brand
2019

RUNYON GROUP INVESMENT FUND

™
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RUNYON GROUP

Art Director, Brand
2019
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RUNYON GROUP INVESMENT FUND
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RUNYON GROUP

Art Director, Brand
2019

RUNYON GROUP INVESMENT FUND
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RUNYON GROUP

Art Director, Brand
2019

RUNYON GROUP INVESMENT FUND
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RUNYON GROUP

Art Director, Brand
2019

RUNYON GROUP INVESMENT FUND
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RUNYON GROUP

Art Director, Brand
2019

RUNYON GROUP INVESMENT FUND
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RUNYON GROUP

Art Director, Brand
2019

RUNYON GROUP INVESMENT FUND
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RUNYON GROUP

Art Director, Brand
2019

RUNYON GROUP INVESMENT FUND
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RUNYON GROUP

Art Director, Brand
2019

RUNYON GROUP INVESMENT FUND
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RUNYON GROUP

Art Director, Brand
2019

RUNYON GROUP INVESMENT FUND
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CHANDELIER CREATIVE
Design, Creative Consulting
2017

Contracted by the New York City based Creative Agency to head up a Concept Pitch to acquire the account of
Equinox Hotels, | used my experience in Hospitality projects, along with my skills in Information and UX Design, to
inform a concept combining technology (app), experiential aethetics, and the human experience
(chandeliercreative.com)

EQUINOX

HOTETLS
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CHANDELIER CREATIVE

Design, Creative Consulting
2017

EQUINOX

HOTELS

Kym Pham

Choose Your Room

Customize Your Stay

Arrival Departure

Nights Your Gu. Total

o

EQUINOX HOTELS PITCH

14:30

TRAINING

. $200

CONVERT

$250

Total

PAY
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CHANDELIER CREATIVE

Design, Creative Consulting
2017

EQUINOX HOTELS

FROM THE BRIEF

EQUINOX

HOTELS EQUINOX

Our Adventurer is leading the pack,

bold and daring in their approach to
life. Committed to giving and

getting 100 percent. Never settling

for second best, they see a world of

endless possibilities.

Our Adventurer fs cultured, toah itestrle,
wheoro worl is play=—and they play hard. Thay exporionca this world through a fens of
travel, cufturo and peak porformance. Thelr fitness s fuel for iving thoir wikdest dreams.

FROM THE BRIEF

“Their fitness is

CURRENT HOTEL LANDSCAPE & TRENDS

fuel for living their
Travel Trends (Global)

wildest dreams.”

Co-Living +

EQUINOX HOTELS PITCH

Short-Term Residence

Communal Living
Mombarships
g Remotely
st/ Creative Residencios
Artist £ Cr /0 Rosidancios
Home Away from Home

tels

Creative programming &
marketing collsborations

eross branding & brand / product
placement

Eco Sustainable / Eco Resorts

Parfarmance & entertainment facilities

Curated Group Itinerary

Customized itinerary for groups
curated traval with a local gaze
adventure & fitness

Wellness

Bringing global to local
Int. Extreme Adventuro Races
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CHANDELIER CREATIVE
Design, Creative Consulting
2017

ION FOR EQUINOX HOTELS

An innovative & futurastic look
at how technology can make

the booking process and

experience seamless & more

Booking Systems

user-friendly.

A closer look at current booking systoms and booking exporiences (hotels, airlines, personal services), to establish their A
4pots and problems and using thosa to find a bettor selution for 3 mors personal, integrated and user-friendly guest

Problems Solutions

Putting the user first - custemizing th booking experience
Cvarly complicated & bad UX / Ul dosigns by making it about the usor
Unintegiated beoking platlorms seross toch Battor / simplified UX / Ul dosign
N Cross-platform/ madi g
Absclute transparenc
carry-through
Too many stops +  Toa many steps
Aliensting detign Boaut

Ne follow through technology that allows the booking process 1o

theugh te the user's stay & hotel experisnce

BOOKING ¢/ QBJECTIVES

Experience
4 | AN
Personalized Integrated  User-Friendly

_—

Experience

Craate abooking and guost exporiance that is persanalized, imegrated / saamless, and user-friondly
n innovate ways

Technology

+

UX / Ul Design Personalized Integrated User-Friendly

A PERSONAL GUEST PROFILE A SEAMLESS EXPERIENGE FLAWLESS USEABILITY

From booking anking, and custemizing the stay & With functionsl, claver, and simple UX sad Ul design
Greating and using their pa i and intamional messaging £ languags, the booking
the Equinox Hotols App and Wol process will make the usee foel at eato and cater to.
- shaie nvod 5 & guast koo
- ol digital platforma, hotel sxporionces [dgits] and
chesking cut, ifs all sbout the gusst, based on in-persen} and other services.
thalr peodils.

Ondy Equi s tachnobogy will be nesded for

the guests exparisace, lrem ool

in 1o seheduling se

-

EQUINOX HOTELS PITCH



CHANDELIER CREATIVE
Design, Creative Consulting
2017

EQUINOX HOTELS

Booking Experience

BOOKING EXPERIENCE // WEBSITE / APP
THE PROCESS

Book via web or mobile

Website / App

EQUINGX

BOOKING EXPERIENCE // WEBSITE / APP

Website for booking & personal profile

Wiekale / e parional pass wih bosiing detain, e Wintnite  fuwd peevonal el mich bosiking detas, brs
vt eabeuduior & bocass 16 sl prifie. 1vtes calnutater B acoens 10 Gmit peotle

EQUINGX EQUINGX

EQUINDX

HoTILs

tranudutes sesmbessly with Equingx Hatels App. peofile aliws access 1o Ay statis, rasaing 1ab, app strearm, kcheduls, points att. whils guett i
1 hotel. s an axension of the appfor web use.

comvany

EQUINOX HOTELS PITCH



THE MORRIS PROJECT Contracted by the New York City based Restaurant Design Group to head up the branding and Art Direction of an
Branding, Creative Consulting international, multi-location Cafe, MAE. (themorrisproject.com)
2019

D NINYOW

AFTERNOGON

-

_4

EVENING

FOR

THE MIORRIS PROECT



THE MORRIS PROJECT

Branding, Creative Consulting
2019

Contracted by the New York City based Restaurant Design Group to head up the branding and Art Direction of an

international, multi-location Cafe, MAE. (themorrisproject.com)
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MAE CAFE BRANDING
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I AM THAT GIRL
Art Direction, Brand, Design
2014 - 2016

Contracted by the Global Nonprofit Organization to create corporate materials and print and digital media. | was
later hired to re-brand the company and design the UX of their website and digital experience. Now dissolved,
‘IATG’ had an audience of 6M.

LOGO SET

| AM THAT GIRL.
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I AM THAT GIRL

Art Direction, Brand, Design
2014 - 2016

BRAND STYLE GUIDE

o1



I AM THAT GIRL

Art Direction, Brand, Design
2014 - 2016

B

BRAND STYLE GUIDE
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I AM THAT GIRL
Art Direction, Brand, Design

2014 - 2016
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BRAND STYLE GUIDE
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I AM THAT GIRL

Art Direction, Brand, Design
2014 - 2016
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BRAND STYLE GUIDE



| AM THAT GIRL

Art Direction, Brand, Design
2014 - 2016

WEBSITE UX DESIGN
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LOGOS + BRANDS
Art Direction, Brand, Design
2014 - 2024

A selection of logos and branding created for various comapnies—predominantly in the hospitality sector

__ClhBan,__
COWBOY

0*?0 o K\:“‘\

I

SOULCANDY

SELECTION OF LOGOS

NI 0

ScunIos

CANYON

CLUB

/.

MADERAS

STUDIOS

cooking with feelings.
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NIKKI BRAND

’ 1
THAT’S A WRAP! STUDIO

LA

Art Director + Brand Specialist
PORTFOLIO

9 Los Angeles, CA =« brandnikki@gmail.com L 551-242-5868 @ nikkibrand.com © @nikkibrand



