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darn good
design.

Agency-trained, in-house tested. Seven years of brand and campaign work,
concept through execution, built to move people and grow the companies behind
them. This book collects what isn’t on my site, and the numbers behind it.
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campaigns
/ results

A campaign is one idea that has to hold up on a billboard, in a

six-second spot, and on a landing page without falling apart.
These three were built to move enrollment. Two of them ran
and moved the numbers. The third was a pitch I'd still put in
front of anyone.

page 04

Computer Jargon

page 06

We See the You

page 08

Blast Off Your Education
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project

Computer Jargon

client role

UNC Charlotte CCI Art direction, layout
credits year

Creative Director: Terri O’Brien 2020
Motion Design: Jonah Duvall

COVID-19 travel restrictions put UNC Charlotte’s
international graduate enrollment at risk, and the College
of Computing and Informatics needed to make up the
difference in-state.

The campaign spoke to career-changers in the college’s
own language, turning tech jargon like reboot and refresh
into a reason to go back to school. Over a 10-week run, web
inquiries climbed, applications rose, and more master’s
students registered for Fall 2020 than in previous years.
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campaign ads

Landing Page Views

Impressions Garnered Conversions Made

K+ 189M 312
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COLLEGE OF COMPUTING AMD INFORMATICS

digital display

landing page

College suting and Informatics
Early-Entry Program

WHEN IS
4+1 > 4427

ADD A YEAR, GET A MASTER'S.

hero — early entry

F -ri"“ '#'

REFRESH Y Q’QR
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15-second spot

digital ad
project Display, a 15-second YouTube spot, and paid search all pointed to [E] scantowatchthe
Computer Jargon one landing page with a single ask: request graduate program info. ) P

A second message, “When is 4+1 > 4+2?” pitched the early-entry
master’s program to current undergrads.
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project

We See the You

client role

Lane Community College Art direction, layout
credits year

Creative Director: Terri O’Brien 2022
Designer: Jonah Duvall

Lane Community College approached us to develop an
enrollment campaign that could connect with both high
school students and working adults. We created “We See
the You We Know You Can Be,” a campaign centered on
potential—the idea that students may not yet see the
future ahead of them, but Lane does.

The campaign ran across digital, social, broadcast, and
out-of-home. In its first nine months, Lane received 870

new student applications, up 11.6% and past its annual goal.

NEW GAMEPLAY

swipe file — blurred visuals and type coming into focus

aal ane

; ' Community College

ENROLL TODAY

social ads

Campaign Length

Student Applications Application Increase YoY

870 11.6”
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WE SEE THE

WE SEE THE

YO

WE KNOW YOU

WE KNOW YOU CAN BE.
CAN BE.

mmunity i

billboard
Together, let’s discover what's next.

landing page

WE SEE THE
wa] ane
Community College

we kow |

wzal ane

Community College Community College

social ads 6-second spot

project Social stories split the line across three frames, so the message
We See the You landed as people tapped through. Billboards, a 6-second video
spot, and the landing page carried the same blurred-to-sharp YOU

scan to watch the
6-second spot

from out-of-home all the way to enroliment.


https://vimeo.com/1218717011?share=copy&fl=sv&fe=ci
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Blast Off Your Education
client role
North Carolina Art direction, layout |
Community | |
College System ey =
2022

A proposed campaign for the state’s
apprenticeship program, pitched as part
of an RFP. The word “apprenticeship” can
sound old-fashioned, so the identity and
campaign pushed it toward something
that felt future-forward.

L;\ .-

JPPick E'SHIF

NORTH CAROLINA COMMUNITY COLLEGES

IPPREVTIRESHP

NONTHEAROUINA COMMUNITY COLLEGES

Ly 0K
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NORTH CAROLINA COMMUNITY COLLEGES

wordmark

IPPERTCESHY

ENROLL TODAY
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print/
production

Most of my work has ended up on paper. Brochures, proposals,

product catalogs, magazine ads, a quarterly newspaper. Print is
where a layout either holds up or it doesn’t, because nobody
can scroll past a weak page. | start with what the reader needs
to find first and build the hierarchy out from there. The details
that survive the trip to press are the ones worth sweating.

page 10

Your Impact

page 11

RFP Proposals
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Solhaven Brochure

page 15

Brand Ambassador Guide
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Kohler Bath Brochure
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Continuing Ed. Schedule
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SCHOLARSHIPS AWARDED

112 L3-8

s

SCHOLARSHIP DONORS

10

T

L

@
Your

DONATION.

cs e

$ MILLION

| VALUE IN

@ &F SCHOLARSHIPS
y 1

FRESHMEN SOPHOMORES JUNIORS SENIORS GRADS

Thank you

for supporting scholarships at UNC Charlotte during the 2021-22
academic vear, Your gift helped cach of these students fallow their
dreams. Your support will have a lifelong impact.

Continue your impeact: giving charlotte.edu

cover

MILLION

RAISED FOR
SCHOLARSHIPS

tylerconwell.com | hello@tylerconwell.com

Your

RECIPIENTS PER CLASS

OTHER

2022 SCHOLARSHIP RECIPIENTS

Mect the students you supported.

MAYA OKAFOR
Seniar - Accounting
Belk Collige Schalarship

DANIEL REYES

JORDAN WHITAKER

Freshman - Architecture
Ravtn Architecture Scholarship

ARLIYAH GRANT

Junior - Mechanieal Englneering
Engincering Student Scholarship

PRIYA DESAI
Sophomare - Computer Science
Fiechtaer Scholarship

tary Education
Hp for Educniion

HANMAH LINDQVIST
Juniar - English
Russel] M. Rbinson 1T Scholarship

7 - Dance
Dance Scholarship

ETHAN PARK

Gradunte - Data Science

B, Craig R Brown Graduate Fellowship

SOFIA MARCHETTI
Tunfor - Music Performance
Mussic Scholarship

CALEB NGUYEN
Senior - Software Engineering
TIAA Annual Schotarship

inside folds

opened, 4-panel brochure

project year A thank-you mailer for donors to UNC Charlotte’s Exponential campaign,
Your Impact 2022 showing how their gifts reached students. A stat-led infographic spread
client role takes the reader from Your Donation to Your Impact, anchored by a

UNC Charlotte Art direction, layout, design student’s own words and the names of the students donors helped support.
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msu — cover and contents
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Sk age %

Contact Terri O'Brion at tobrien @ salvagethegood.com or 303.335.0977

* | T Health

RFPHREQ750236 — MICHIGAN STATE UNIVERSITY COLLEGE OF

HUMAN MEDICINE MEDICAL SCHOOL MARKETING AND CREATIVE SERVICES

e

INCREASED --
I C\UJ’,hD\’ VOLUME

276

A BREAST
CAMPAIGN

G —

EFFECTIVELY ---

OPENED / LAUNCHED

HOSPITALS,
MOB'S, £/ CXPANSIONS

PHYSICIAN PRACTICES,

:ZRETAIL OUTLETS = :

MICHIGAN STATE
UNIVERSITY
ut health — front and back cover
ni;i;lkaarsezss — MICHIGAN STATE UNIVERSITY COLLEGE OF
tge HUMAN MEDICINE MEDICAL S5CHOOL MARKETING AND CREATIVE SERVICES
Onee a scope of wo . )
SR INCRRASND 50 We map out interna ate - A ;
PEDIATRIC ER to face any unforesee F S
o risks, we will cor 2

same high level
that a strateay |s imr

9%

— IN LESS THAN
FOUR MONTHS
FOR A CHILDR
T HOSP

- INCREASED - — - IHCREASED
L ALIHE I”H:; ;\Il\}\‘n ER | CANCER -C-ETT_ET?_
CANCER MOSPITALS NA"IE AWARENESS
___ FROMa%TO - - TO
0 SENIOR HEALTH E
u CARE CENTERS. u
OVER 75 u
L ”_‘I*f...".“’”.‘..'. — T e
project year credits New-business proposals Salvage sent to universities and
RFP Proposals 2019-2023 Creative Director: Terri O'Brien health systems. | designed more than 50 of them, each
client role Copywriter: Mandy Stephens built to be polished and error-free, with custom typography
Salvage Advertising Layout, design and infographics that made the agency’s case at a glance. 11
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X HELL BENT ON PUTTING # - ; /\o
***TEAM*** | >

IS COMPOSED OF |
Il g

STUDENTS «SEATS.

CREATIVE THAT MAKES INN UVATURS

elewlial
%?IUIJENTS CLOSING

- STOP,DROP G - THE GAP BETWEEN

BRANDING AND
ENRuLL \ ENROLLMENT

qhly
F 1 létﬁ SE

AND KN OWLEDGEABLE

5% 35 1% o R

stats row: fact infographics, detail

Masterminds o . of media. Movers of the needle fﬁe'zgg ﬂag&

icons: proposal icon set

map: client map, partner
schools across the u.s.

project Custom type pieces, infographics, and icons designed for

RFP Proposals proposal openers and section dividers.

12
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Solhavena
by Lifetime

Mee

You did the research. You read the
reviews, compared the specs, and
know exactly what you want ina
window: real quality, honest
answers, and someone who

THE NAME STORY

Why

“Solhaven”?

Sol is the sun, in Swedish.

A nod to our founder's roots, sl
and to a design tradition that
values quality, simplicity, and

nothing wasted.

Haven is what a home should be: %

sheltered, calm, yours.

Put them together and you get
what a window is actually for.

Let the light in.
Keep everything else out.

tylerconwell.com | hello@tylerconwell.com

Gentok
Signature Elite
Black Laminate

stands behind the work.

That's Solhaven. A precision-built
window with the craftsmanship,
installation, and warranty Lifetime
is known for, at a price that actually
makes sense.

it's not a budget window,
and it's not a luxury logo.
It's exactly right.

]

introduction spread

project year Launch brochure for Solhaven, Lifetime’s new window line.
Solhaven Brochure 2025 Built for homeowners who read the spec sheet, it walks
client role through the name, the engineering, Colorado performance,
Lifetime Home Remodeling Layout, design and style options in plain English.
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Light in.
Weather out.

Built to last a Lifetime.

Solhavena

by Lifetime

tylerconwell.com | hello@tylerconwell.com

Solhavena

Made for
Colorado.
All of it.

Sixty-degres temperature swings ina
. Hail i o

Fawr m
from the drafty spot..

Your window,
your call.

Solhavena
byLifetime

THE WINDOW ITSELF

The spec sheet,
in plain English.

Every Solhaven window is custom-buit
to your home's exact measurements.
Here's what goes into one, and why
each piece matters.

© rusionwelded

e Insulated

low-E glass.

@ warm-edge
spacer system.

project
Solhaven Brochure

Cover and interior spreads.
8 pages, saddle-stitched.
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formula:

Key Personnel:

Assistant
General Manager

Merchandising
Manager

Membership
Des

More Sales

i -
COSTCO BASICS | " PrD [ip. Learn names and build relationships. Managers rotate \
i

Know the
Costco Environment

» Know the Costeo lingo. Costco Warehouse Map:

= Know key personnel and who to ask for help I

Before you start generating leads, it's essential to (GM.f AGM / Merch / Membership) R i = T - & m
understand the Gostco environment. + Familiarize yourself with the Costco layout. ' Coolers A
1 ‘W
Costco Lingo: | |
| Apparel I
l I
I8 2]
| & |
! [
! I
. [
| Centors |
< 1 I
Mambar Warehouse Exit Fence Roadshow 1
i I
A staffed event on V I |
A customer who pays a The area after the the sales floor with | ¥ - S
membership fee to shop A Costeo retail registers where most a manufacturer- = =] Most kiosk traffic
at Costco. location, kiesks are located. supplied display. Registers e happens after
b — —————  checkout—near
(_ eronTEND ) |_ENTRY )  theEuitFence.
—_———— = = = = = >
T EXIT FE;CE".

introduction spread & map

tylerconwell.com | hello@tylerconwell.com

project year Afield guide for the brand ambassadors who represent Lifetime
Brand Ambassador Guide 2025 inside Costco warehouses. It covers everything from dress code
client role to kiosk setup, with custom vector graphics throughout, including

Lifetime Home Remodeling Layout, design, illustration a mapped warehouse floor and an illustrated kiosk layout.

15
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The Golden Rule of Engagement:

ed with

CONTENTS

Engage every member.

Your Role at Costeo

Love where you work.

The Golden Rule of Engagement

#. Lifetime

Home Remodeling

Capture every lead.

Know the Gostco Environment

mylifetimehome.com

Professional Presence.
Setting Up for Success
Generating Leads / Member Benefits

Your roleis not to sell the project or schedule the consultation on the spot - t's to start the.

comes next.

greet, be approachable.

Building Warehouse Relationships

Compliance & Seaurity / Troubleshooting

Closing the Loop.
- Get complete and accurate contact

Lifetime + Costco

information - name, phone, email, address. What to Say:

- Plant the seed - let the member e et
know what will happen next. IR R e

name, phone number, email,

and member

OVERVIEW

If the member gives you more time, set

Ambassador
[raining
Guide

generate high-quality leads—so your day runs
smoothly and your results keep growing.

number, and our team will
As a Brand Ambassador, you help croato a e noedd: 60,90 minstes
" " ut fter to
YO ur ['Ole v e — SRk
door for Lifetime. This guide shows you how + Who needs to be there: Spouses. Adults who ExiRaidRiagE des‘gﬂ»
; l t ‘ O St C O 0 engage confidently stay compiiant, and fiv i the home. Any and al decision-makers, e Ll

How To Use This Guide:
This guide is buit to be practical. Use it to stay

consistent at the kiosk, protect lead quality, and
represent Lifetime professionally nside Costco.

and keep the core goal front and center: friendly.
‘engagement, accurate contact info, and clear
‘expectations. When in doubt, keep it simple—be

Skim the Content Youneed,  helpful, , and capture the lead.

» mylfetimehome.com

What happens: Measurements, discussion of all
style/finish/instalation options, and a down-to-
the-penny price before the consutant leaves.
o
Why it matters:
- Without accurate contact nfo, there's no lead,

later

+ Without the right people present, we may not be able to
provide a quote and may need to reschedule.

- Your focus in-store s friendly engagement and quality lead capture, not technical
explanations or price quotes. The design consultant is the expert - let them shine.

Brand Ambassador Training Guide #. Lifetime

Professional Presence

Your appearance and behavior directly reflect on both
and Gosteo.

brand ambassadors to maintain a high standard of personal

hygiene and professional presentation at all times.

Dre:

- Shirt: Cloan, wrinkle-free, wellfitting professional shirt.
Prefer blue/black/white with minimal logos. Tucked in

or Neutral

colors. No jeans, leggings as pants, shorts, or other casual bottoms.
- Footwear: Clean, closed-toe shoes (dress shoes, flats, low heels,

boots, or athletic). Must be supportive for long periods of standing
- Hair/Grooming: Neat and well-groomed. Secure long

hair away from your face during interactions.

not work,
- Hats/Outerwear: Only Marvin-branded hats allowed. No other hats,
hoodies, or casual outerwear while representing the company.
- Badge: Ensure you have a Costeo-provided badge,
which can be obtained at the membership desk.

Behavior Expectations:
- Be courteous, polite, and professional at al times.

- Avoid aggressive sales tactics.

- Do not use phones or persanal electronics while at the kiosk.
- Hand out only Costoo-approved brochures.

- Wear your dealer badge at all times.

Good first impressions open
doors to conversatiol

» mylfetimehome com

Ready kiosk. Ready mindset.

Setting Up Engage everyone who walks by.
for Success

Set

‘and a ready kiosk lead to better days—and better leads.

Check-In:

- Before Opening: Enter through receiving, check In with
d sign the Vendor og.

Single Kiosk
- During Open Hours: Enter through front,
checkin with Membership Desk.

Kiosk Readiness:

- Ensure brochures ar

+ Confirm kiosk graph

+ Keep the area clean and free of clutter.

- Keep all personal belongings — including
drinks and bags — out of sight at all times.

Good to Know:

- Marketing materials are designed,
printed, and distributed by Costeo and f
stocked by Gostco Membership Desk.

" arand o rvarahee s guneraton O
- When broohures aroruing low lase

inquire with the Membership Desk. o o o
H

Kiosk Display:

Programs are displayed on one of two kiosk ayouts: I I

- Single Kiosk: individual program represented O O

- Triple Kiosk: one of three programs represented

SAFETY NOTE:

the exit fence

#. Lifetime

project

Brand Ambassador Guide

Cover and interior spreads.

12 pages, saddle-stitched.
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Content

Lifetime

HOHLER® + LIFETIME PARTNERSHIP

Kohler® + Lifetime

Kohler® LuxStone®

= Start Your Dream Bathroom. Upgrade
your bathroom and bring the spa
experience to your daily routine.

« compl } Upgrade. From
showers to bathtubs to everything
in between, Kohler has it all, and

we'll professionally install it.

+ Customizable Design. Endless colors,
glass styles, and layout options mean
your new bathroom won't just fit
your space - it'll fit your style.

KOHLER® + LIFETIME

tylerconwell.com | hello@tylerconwell.com

The art of the everyday.

At Lifetime Home Remaodeling, we believe your bathroom should feel like your personal
sanctuary. That's why we trust Kohler®, a global leader in bathroom design, innovation,
and quality. From elegant faucets and intelligent toilets to luxurious showers and
smart features, Kohler's products blend style, comfort, and convenience, Every detail
is designed to simplify routines, promote wellness, and create a space you'll love -
making every day feel a little more exceptional.

Two names you can trust, One seamless experience,

Together, Lifetime Home Remodeling and Kohler bring you a new standard in bathroom
transformation. Our partnership means you get the best of both worlds: Kohler's
industry-leading innovation and design, paired with our 15+ years of trusted expertise,
meticulous installation, and a lifetime warranty covering both parts and labor*,

The Lifetime Difference

Industry-Leading Warranty. Rest easy
knowing that the investments you've
made in your home are protected

by a warranty that provides lifetime
coverage, including parts and labor®,
Trusted Locally. With over 15 years

of servicing Colorado, we've earned

a reputation for quality, integrity, and
customer care you can count on.

LuxStone. o E.!.t..e“t.-lmme

As certified Kohler installers, our team makes the process effortless - from
4 design to installation - so you can love bathroom for years to come.

# Lifetime 3

project
Kohler Bath Brochure

client
Lifetime Home Remodeling

year
2025

role
Layout, design

A bath brochure for Lifetime’s Kohler partnership, walking
homeowners from shower walls to vanities. The layout lets
Kohler’s premium photography and restraint lead, while
Lifetime’s brand holds every spread together.
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#. Lifetime

Home Remodeling

Quiet luxury.
Everyday
comfort.

A complete bath experience
from Kohler® and Lifetime
Home Remodeling.

W Bath Experts

Email Inquiries —
info@mylifetimehome.com
Website —
mylifetimehome.com

-
SHOWER WALLS & STYLE GUSTOMIZATION

Wallsthatsetthetone. ™™™

Luxstone® walls

Olscover vl tat domors hanlustlookstning. | o

KotlerLoStono s re e fomrerparove, B

e stons or et dusltyanortess o

wikeen Thes st et gt r ohes ;
e,

keep your shower sparking with minimal cleaning, so |
You can spend more time enjoying your space. With

‘awide range of patterns and textures, personalizing e
Your sanctuary has never been easier (or cleaner)

calscatta e calscatta
Geoma e e

Floors that bring the base.

9 ol v
cleaning,
ife and refined taste. COREtec Stains and moisture, ensuring
timeloss styl. Witha

creating a foundation that's range of finishes to match your
as safe asitis stunning. vision, you can create a cohesive

retreat from the ground up.

4 » myifetimehome.com

tylerconwell.com | hello@tylerconwell.com

‘SHOWER BASES & BATHS

Comfort & confidence
from the ground up.

Kohler® Shower Bases & Baths.
Sat the stage for comfort and styla with Kohler shower
bases and walk-in baths, the foundation of every great
bathroom. Choose from ultra-durable enameled cast
iron or easy-to-clean acryli, both designed to resist
scratches, stains, and everyday wear. With a wide
range of shapes, sizes, and threshold heights, plus
thoughtful features like slip-resistant surfaces and
low-profile entries, you can personalize your space.

for safety and relaxation without sacrificing design.

Kohler? Shower Bases

with alow threshold for easy entry and exit.
Designed to eiminate standing water
Gonstructed of ane solid piece
Equipped with textured surfaces
Offered ina variety of sizes

Kohler® Baths

Enjoy a more versatile bathing experience with
‘convenient options to suit your needs.

Left- and right-drain models

Textured bottom surface.

Comfort Depthe design

KOHLER® + LFETIME

FAUGETS, SHOWERING & SMART FEATURES

Crafted for comfort,
style, and everyday luxury.

- .
s e
|

Numbirs onscge of
s e

VANITIES, TOILETS, ACGESSORIES

Your sanctuary of style,
organization, and pure relaxation.

Pl | Toilets, vanit

. toilets, and
for Thoughtful
storage solutions keep your essentials within reach, while sleek surfaces and
soft-close features add a touch of everyday luxury. From elegant finishes
to innovative designs that maximize space, every detall is designed to
bring comfort, style, and effortiess functionality to your personal retreat.

Kohiere Tolets
‘Crafted for top-tier performance, design, and innovation.
Features ke touch-free tech and seff-cleaning

‘comfort make every routine feel ke a uxury.

Kohlere Vanities
Thoughtful storage meets nspiring design.

Glassic influences with a modern, ntentional ook

Kehlers Shelving, Seating, and Accessories.
. Sholves.

= ;
— #. See more online at:
Ny ifoti
Ly
s » myfetimehomecom

- Elegant, safety-forvard seating ith buit-n handles and
foldable options.

KOHLER® + LIFETIME

project

Kohler Bath Brochure

Cover and interior spreads.
8 pages, saddle-stitched.
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Finally, gami ¥
students with the right infarmation to make career dedisions,

The Prablem with Education to Career Planning
Shedants e mot prepored o make it decitions ebout i t aptions.

guasturs lap isse the hature, but aducasion 16 easese plansing lur high sehaol wudents has nen ehanged lor yoars. Mo wasder
H5% of shucd duting hgh chasl - <hure aption.

The Salution

Geriorile™ by griffCmors is o sideo gome whata shedents e ot o

aducation o comer. Tasegh gomaplay, it cobates seokific warkplaces o sadote warssut comers from the Sodus o the
profassiaas. I lars ssadants aplors and experience jobs, idensly thair imereats, s and abilses, asd laars the compestneias
o Tt ¥ voch o croalivity, inking, innowation, ication, a=d pe hring.

A Barter Solution for Brighter Futures
At 2 pawertul and esgagisg 3D video gome, Gworkle
e PR
i cbon Meniion b d world,
» Is played on o deskiog, loptop o1 mobde device,
* Has o Brvitutions oo whes can play, | e b i
ludbaki lo switch betweon languages, uiesveice-sver gane miluekons, of maninired
lenguage sliog vivwal swes bor g

gy at schaol

th divabdties, ollows

©ur game I3 scalable and ovailable ro sruderts
anytine and hera through choud g
Funding Meaded:

- §350,000 for goma dusign, soncept ari owd wirbraming, prototyps buld wvs, lgol oed briiness wxpraves

* $550,000 for Minimum Viakls [MVF) bl v, pension, lounch - soles sratogy
. 35 et 20 comees g0 bkl
Marketing/Sales
« Socure funding pou-Fre-Seed thiough metwerking with potendal parimars
* Comaniy ing seacher and wident ol for ond h
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+ 30,000 Public & Privots High Schools
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business cards

project year
griffOoworks 2023
client role

griffOworks Identity, layout, design

Identity and pitch materials for griffOworks, an edtech
startup building a career-exploration game for high
schoolers. The brand had to win over investors and
still feel fun for students.

full case study found at:
tylerconwell.com/projects/griffoworks
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What happens when a student
plays Qworkle™?

Quworkle by griffOworks is a 3D video

game platform where high school students
become virtual apprentices and learn about
jobs and understand the next level education
they require. It takes career planning into the
21st century by empowering high school students
to make career decisions for themselves.

Quworkle creates an environment where students learn by doing.
Their skills are tested as they tackle the tasks and responsibilities of a job. Students will encounter challenges and
complex problems while role-playing in real careers. As they play the game, they will experience live feedback so
they can make connections between what they are playing and the skills they are learning.

Kl id d - .
Q P all an opp y to:

EXPLORE potential jobs and careers, many they are unaware of or would have never considered,
from an orthopedic surgeon performing knee surgery, an electrician wiring a smart home, to a
financial manager preparing reports for a client.

'§‘ EXPERIENCE jobs by transporting them through game play to “perform” the job, using the tools

and skills it requires to be successful.

IDENTIFY and match their interests, skills and abilities, aptitudes, and aspirations to jobs and
careers that could be a good fit—eliminating jobs they don't find interesting.

As virtual apprentices, Qworkle players have an opportunity to explore and experiment with jobs that they never
knew existed without worrying about making wrong decisions. For the first time, they will see how their education
translates into future career and postsecondary education opportunities.

For school districts, Qworkle is an innovative tool that supplements counselors’ workloads and supports career
education readiness programs by engaging and motivating students to learn about careers and jobs.

WORKS.COM — WORKS.COM — 303.204.0036

tylerconwell.com | hello@tylerconwell.com

In a study conducted by One Poll on behalf of World
of Warships, 42% of the 2,000 surveyed said that they

Game-Based Learning Market

learned more helpful life skills
through video games than the skills

529.1 they gained in school.
-]

+ O

NoIT1!

“Give the students
something to do, not
something to learn; and
the doing is of such a
nature as to demand

thinking; learning
naturally results.”

NoITa

11.

2021 2027

*11.0
|

Game-Based Learning Market is expected to grow from
Compound Annual Growth Rate (CAGR) of 21.9% during

the forecast period. John Dewey

There are more than 214 million video game players across the United States and three quarters of all U.S.
households have at least one person who plays video games.

64% OF U.S.
ADULTS AND 70%
OF THOSE UNDER 18 1
REGULARLY PLAY
VIDEO GAMES.

GRIFFOWORKS.COM — w S.COM — 303.204.0036
Copyright February 15, 2023

project

griffOoworks

Process sheet, front and back. The pitch set
also included an executive summary, investor
sheet, 11-slide deck, and white paper.
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ons of all classes can be
fownd st: lanece.edw/Tal 2020,

Acrylic Painting
Tu - Oct &-Nov 24 - &:15-8:45pm
$129 virual live

Adobe Photoshop CC for
the Digital Photographer
Variable start dates

£59 onling

Adobe Value Suite

Color Theory for Web Design
Variable start dates - $79 anline

1

nar

Creative Welding
Construction

Male metal inta art. Fi
the Fundamen
bending, then
welding principles. Next, move
nito the ereative realm, and b—urg
1o life a piece

yaur harme, or ma
piece for the yard. Attendance at
rst class is mandatory.

Fills quickly

M- Oct S-Nov 16 - 8-8:30pm
5199 classroom

Digital Photography 1

Jain instructer Joshua Daniels for &
compeahentive introduction to the
cancepts and practices of using
digital cameras, exposure, kghting,
compozition and basic file man-
agement and image processing.
Have your camera and its manual
en hand when you lag on.

Th- Oct 1-Oct 27 - 6-8:30pm
119 virtual live

Digital Photagraphy 2

Jein instructar Joshua Daniels for
3 deoper dive into digital photog-
raphy. Explora the digtal workdlow
and advarced phate

phates using Adabe LightReam.
Requirements: camera capable of
shoating RAW format, familarity
with Windows or Max fils man-
agemant, acces to 3 compister
suitable for phata editing and an
Adabe LightRocm subscription
[510-520/month). Succasshul
completion of Digital Photograpky
1 or permission of instructor
recammended. Call $41.843.6100
Far instructor contact i

Th - New S-Dee 10 - 6-8:30pm

$119 virtual live
Digital Photography
Series (1 and 2)

Th - Oct 1-De< 10 - 6-830pm
5205 virtual ve

Variable start dates
599 online

Geneaology

Variable start dates

$9% onfine

Histary of Westem Art

Tu- Th- Sap 29-Dec 10-10-11:20m
$149 virtual lve

History of Indian Art
M- W Sept 30-Dec?
4:30-5:30pm

149 virtu

Learn to Buy
and Sell on eBay
Vanable start dates

99 o
Ty pography

de start dates.

79 cnine

Watercolor 1
Th - Oct 1-Nov 19
4-8:30pm

599 virtual fve

Watercolor 2
Th - Oct 1-Nev 19
599 virtual five

Watercolor
Series (1 and 2)
Th - Oct 1-Naov 19
$159 virtual live

AND
GY SKILLS Oucoﬁmwn

TRAINING INSTITUTE

DRIVER EDUCATION

11 and 12 for

‘ODTI Driver Education
Thiz class provides teens and

chazsroom and behind the wheel
The noncredis, ODOT approved
course will prepare students to
successfully pass the licanzing
test and be lifelong ssfe and
resporsible drivers. The course
clazzroom hours, plus s
ind the wheel and 6-12
in-car observation. The

Ballet 2

Ballet 3
MW - Sep 30-Duc 9 - 2-3:30pm

$125 Locaticn/Instruction

Mathod TED behind-the-whee! instruction and
Contempary D21
Tu-Th-Sep 29-Dec 10 and might extend past the last
2011t day of clazz. To regiter, or for
$125 Location/Instruction mare information, go to wiW
Methed TBD ‘aregendrivertraining.com of

REGISTER AT: LANECC.

call 541,342.4339. This chasis
offored in partnarship with Oregan
Drivers Training Institute (ODTI).

Lane Community College
ratcecycle courses ane offered in
cooperation with TEAM OREGON,
A nationally recegrized loader in
matorcycle rider safety and skills
trairing. TEAM OREGON offers
courses for riders of all levels of
abifty. You can leaer to ride, sarn
your motarcycle endarsement,

of take your skills to the neat

level The course imstruction and
coaching will help you to ride
=afur, smaster and mare ckillfully.
Bazic and intormadiste courses ane
approved for Oregan's mandatary.
traiming reguiremants and offer a
choics of traditional ar

cnling classroom.

REGISTER

DAYS PRIOR

PALL-2020 T

tylerconwell.com | hello@tylerconwell.com

process sketches

Blact et dnio
NG BLACK
" EXceL

Real Wortd

CAREER
soLuTIO
WG AT RE

The
ON HOLD

BUT YOUR

DOESN'T HAVE 10 BE

ONE-COLLEGE,

EVOLUTION:
Fon clearer

P & carcer
pathways

tarL your

High school
IT'S TIME le shine. .
7O OPEN UP

YOUR MIND /0.2,

savc: dal
Buineskhara
GicANTIC

TOMORROW.

THE FUTURE 1S
YoURS 10 BUlLD;

Tlear and Fan.
IT'S THE 5

lumme, oft Lane,

CHECK OUT NEW ONCE A TITAN,

POSSIBILITIES co s u;:;"

TO GET YOUR

ETHNIC STUDIES:
A Provequisite

HEART&MIND

styleguide

project
Continuing Ed. Schedule

client
Lane Community College

year
2019-2022

role
Layout, design

Lane’s quarterly class schedule, rebuilt from a plain
course listing into a magazine people actually picked up. |

full case study:

designed it every season for three years, 24 to 44 pages an
issue, and by the end | was laying out most issues myself.

tylerconwell.com/projects/ces
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imply put, Lane Community College is
buill to prepare sludenty for posibilily.
From career-technical programs te transfer
preparation, every student who walks through our doors can
design and plan the future of their dreams. “ To build the
best student experience possible, we surround
students with the support they need to define
their educational path. And we're right here
helping students map out their goals and give
them guidance every step of the way on how
best to get there," explains Dr. Jennifer Frei, Associzte
Vice President for the School of Arts & Sciences and Guided
Pathways at Lane Community College.

/i

s g Pl 4

Adh
Adter

totraneder from Lane to another college or university. For some,
that ambition feels hard to zat i ionk th r—‘ 1y
toget there feels unclear Thats when the talented staflatL.

steps in and shows students the way. “The process
of transfer can be a complicated and
daunting task. There are so many options
and guestions students must ask themselves.
Do | want to stay local? Does living abroad
interest me? What are the strengths of a given
Program?” posits Dr. Patrick Blaine, Dean of Cumiculum

A d Grants D at Lane.

“ Everyane!s careeh path looks different. We'te
hete o support tudents by providing the Night

Uhhouphthe decision-making process.”

SUMMER - 2021

e

al years, Lane’s transfer
n fo include a multitude
stions. Plus, more and more
| and global universities are coming

“Our main transfir partner is the University
of Oregen, yet we have several area partnerships with
both public and private institutions in which students can

consider. The pandemick
community and much of our student body wants to stay close
1o home here in Lane County and Eugene,” describes Dr.
Mindie Diey, the Associate Vice President of Student Affairs.

MoUS irmpact on our

“Our goal is o develop Dansferparinershiss

that heflect the wanty and needy o the
communily around us.”

America's commurity colleges are often one of our country's
best-kept secrets, Not many people know just how affordable
and accessible it is to start their education at a community
college like Lane. Then factor in the strong transfer
pathways and all of the opportunities that abound for
students, especially abroad.

tylerconwell.com | hello@tylerconwell.com

“Through Lane's Global Degree Completion
Program, students who complete fwo years
with us can transfer fo a university inthe United
Kingdom, France, New Zealand or Australia
ot similar or lower costs than Us w‘,
of course, it ali depends on where a student
chooses to go, but our goal at Lane Iﬂod@"l ¥
coursework on our campus so that it will
transfer seamlessly,” explains Jennifer Falzers
MEd, Dean of Student Engagement.

Tlany of the ouersens deghees are
acceleraled, giving students the ehance lo.
Aeach their educational goals faster

and with loss financial iwesiment. A

tuition and feas than if they choose to stay in Oregon
finish their education.”

W SUMMER - 2021

Continuing Ed. Schedule

Transfer feature from the Summer 2021 issue.
Editorial layout, pull quotes, and brushed arrows
made a class schedule read like a magazine.
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view more
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portfolio sizzle reel

tylerconwell.com vimeo.com/1211189617

hello@tylerconwell.com | 303.493.1874
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