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About Me

Hi, 'm Hailey, a graphic design major at Utah Valley University with a soft
spot for branding, thrift finds, and any excuse to get chalk on my hands.

| find creative inspiration everywhere: in photography, crafting, and the
thrill of discovering something perfect at a thrift store. That curiosity
carries into my work. Every project has its own visual story to tell, and |
love helping people figure out how they want to be seen and building a
system that holds up. Design is strategic thinking, not just aesthetics,
and I'm learning something new about that every day.
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PRINCE

ORTHODONTICS

) A

Prince Orthodontics
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'Pt;i:;e Gf':hndnm'ms, Steven Prince
M.D.. Board-Certified Orthodoniay
327 200 122

Posts Followers Following

Orthodontisy

Orthodontist - Braces + Aligners

| Waking You Smile Like Royalty

Sche?lu\g Your Consultation Today!
#smilelikeroy alty 4k

3651100 E Suite A, American Fork, Utain 84003
& W princeorthodontics com

m Don't panic. Here's what to do next to
e ® keep your treatmer t on track.

=

Qs Team The Office

Office Fun PT Reviews

This rebrand for Prince Orthodontics captures everything that makes
the practice special: family-oriented values, a genuine and welcoming
atmosphere, and a refined, professional tone.

The project began with defining Dr. Steven Prince’s core values and vision
for how he wanted the practice to be perceived. Working with my team, we
developed a complete brand identity system including the color palette,
typography, and brand guidelines.
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Steven Prince DMD, MPH
Board Certified Orthodontist

O 801-756-6246

O 36S100E, Ste. A American
Fork, UT 84003

Princeorthodontics.com

Branding




Marz Merch

A complete brand identity developed in collaboration with Gabby Marz,
translating hervisioninto alogo, customiconography, and a cohesive
visual system.

Every element was crafted to reflect Marz Merch'’s core values: boldness,
expression, connection, and resilience.

Gabby Marz

Founder & Owner

hello@marzmerch.com

& 801-000-0000

CH marzmerch.com

Branding
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/e PATRON'S

PARCEL

| “e PATRON'S

PARCEL

« EST 2025 -

The Patron’s Parcel

Patron’s Parcel is a monthly art subscription box that connects everyday
people withreal, working artists. Each month, subscribersreceive limited-
edition prints and the story of the featured artist.

| worked directly with the client to develop the complete brand identity
and guidelines, including the visual direction, logo system, color palette,
and typography, along with supporting collateral such as one-sheets,
web mockups, and business cards.

Home

Parcels

Art Archive

Blog

Branding
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The Unknown

A 38-page publication created for Typography Il that explores the idea
of uncertainty and discovery.

Through expressive typography, visual rhythm, and experimental
layouts, the design reflects the tension between structure and
ambiguity, inviting readers to question what lies beyond what is seen
and understood.
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Existential
Unknown of Death___
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Death™is an inescapable and defining
aspect of human existence. For
centuries, the fear of death has echoed
across every culture, an emotion shared
by nearly all of us. Unlike any other
creature, humans alone possess the
awareness of their own mortality. As
Robert Burton wrote in The Anatomy of
Melancholy (1621), “The fear of death
is worse than death itself." Long before
Burton, Aristotle suggested thatwe must
learn to accept death as an intrinsic
part of life—a notion easier said than
embraced.

The unknown lingers beyond [ife and
bencath cvery moment, We fear it,
question it, but to move forward, we
must learn Lo live within it

The Reality of Death and

The uncertainty surrounding death only amplifies the dread it ingpires. As Ema Tanovic

points out, the unknown often makes a situation seem far more perilous than it truly is.

Ourinstinct to fear what we cannot understand leaves us stuck—motionless, treading

In this fear, we settle into a kind of purgatory, paralyzed by the

water, endlessly ci

e
2
5

Instead of confronting this
uncertainty, we cling to the
comfort of repetition, routine,
and rinual. We yearn for certainty,
even though it is often a mere
illusion, The mind finds solace in
the known, in the patterns we can
control, in the habits that offer a
false sense of permanence. We opt
for the predictability of a “safe”
existence, avoiding the discomfort
of the unknown, convincing
ourselves that stability is the same
as security. The familiar feels
secure—what we know Is enough,
and we resist the urge to seek
more. We silence the quiet vaice

Print

[Existential Unknowns

urging us toward growth, toward
exploration, toward the unsettling
but necessary confrontation
with uncertainty, Over time, the
walls of familiarity become a
cage, not of circumstance, but of
our own making. And so, we live
within the boundaries of what
is comfortable, mistaking it for
what Is right, never questioning
whether the fear of the unknown
is keeping us from traly living.
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reaction to the unpredictability itself.

consistently found that unpredictability Moreover, the discomfort associated

same.

heightens people’s discomfort.even with uncertainty extends  beyond
when the acmal intensity of a negative  physical threats. People are often

In study after study, rescarchers hawve

element of unpredictability. Whether
it's making a financial investment,
taking a new career opportunity, or

the unknown can limit personal growth

a 50% chance of a shock should and  decision-making, demonstrating
be half as anxiety provoking as a 100%  Just how deeply uncertainty shapes

experiences altogether. This aversion to

even initlating a soclal interaction, the

while potentially beneficial, involve an
the fact that, logically, a 50% probability uncertainty surrounding the cutcome

For hesitant to engage in sitwations that,
human behavior.

participants exhibit

should be less anxiety inducing than a  can lead individuals to avoid these

a 50% chance they might receive an
electric shock compared te when they
are certain to be shocked. Thisis despite

rational terms, this does not make

SCnEe
chance if all we care about is the threat

itself,” explaing researcher Tanovic.

“But this is not how our minds work.”
to uncertainty goes beyond mere risk

100% certainnyeIf we think in purely
This suggests that the brain's response
calewlation—it involves an emotional

experience remaing  the
significantly greater stress when there is

instance,

How to
Overcome Fear
of the Unknown

Humans are wired to fear
the unknown. That's why
uncertainty. Whether at
the macro level (global
crises) or the micra level
(career  decisions, personal
challenges) can feel nerve
racking, exhausting. and
even debilitating. However,
uncertainty and possibility
are two sides of the same coin.
By shifting our perspective,
we can leam to approach the
unknown with  curiosity
rather than fear.

Re-frame Your Situation

Most people are maturally loss-averse. Studies
show that how we frame a sitation affects
how we respond. For example, if a treatment
is described as 95% effective rather than 5%
ineffective, people prefer the former even
though both are statistically identical. Every
change, innovation, or transformation whether
personal or professional has potential upsides
and dowrsides. While we instinctively focus
on the risks, we can train ourselves to see the

Coping

Understand Your Ris
Tolerance

Understand your risk tolerance
uncertainty. Risk comes in
financlal, intellectual, social, emq
physical. Nathan, a PhD student,
as risk-averse, but his mentor,

pointed out that he toak intellectua
avolding financial ones. Identifyi
you tolerate helps you grow while

possiblliciss Instead. those that challenge you.
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Poster Series

Poster series created for ahypothetical future event at Thrift Rx, in Provo,
protesting the ban of punk shows Currently, this thrift shop is no longer
allowed to host punk shows, while the businesses around them (under
the same owner) are allowed to hold a variety of musical events. These
posters showcase that “Punk music is for everyone.” Through working
with Thrift RX1was able to become closer with the business and since this
project have now helped in developing further collateral for the business.

Print




- SATURDAY
- OGTOBER

TWENTY SIXTH

A6 W Genter St.
Provo, UT 84606
Doors open 8pm

AR Cacken

SATURD
GTOBER

TWENTY SIXTH

A6 W Center St.
Provo, UT 84606
Doors open §pm

Print
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Voter’s Guide

Aninformational publication adapted from “Student Voting Guide” by
Public Service Degrees, focused on making civic engagement feel clear
and accessible.

Through thoughtful typography, hierarchy, and layout, the design
simplifies the voting process into a visual guide that encourages readers
tomakeinformeddecisions and choose what aligns best with their values.

Print
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| Step 3: B = y
I Research | EBEi v lhan o

l Several nonpartisan online resources will

o
' provide you with a comprehensive look at
e a n I a e s k candidates’ backgrounds and stances on
policies and issue areas. Many of these

‘ resources also offer background informa-

record, and positions. use multiple sources to gain as much insight
Fhui N AN as possible.

Just because you identify with a particular party, candidates tion on possible ballot questions, such as

within that party often run on nuanced platforms. Before amendments to state constitutions. Because
| throwing your support behind a candidate based simply on their iom? ‘N.efs'test.mafy Detis gﬂorﬁ gcl’mplr.f'
| b 0 3 ; i S N : ensive information for your desired locality,
| affiliation, take time to understand their qualifications, voting candidate, orissus than'others, Itis bestto
i

Harness Social Media

TR You can use social media to see
) how the candidates and their
campaigns are interacting with Check Out a
the public on a day-to-day basis. Candidate’s Website

You can get a sense of a candidate’s back-
ground and position on various issues by
looking at their campaign’s website. Even
though a candidate’s website will be biased
in their own favor, comparing sites should
give you a good sense of each candidate’s
background and experience.
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Step 7:
Cast
Your
Ballot

When you arrive at your polling place, there
are several different types of voting you'll
encounter. Some localities still use paper
ballots while others have moved to touch-
screen voting machines. Tutorials are avail-
able if you feel unsure of how to use the
provided method.

Be sure to check the hours of
your polling location and
remember that as long
as you are in line prior
to the polls closing,
election officials
must let you vote
regardless of how
long it takes be-
fore your turn.

Thirteen
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Anywhen

Meet Anywhen! Sustainability can feel overwhelming, with
countlessvoices tellingyouwhat todo. AnyWhenis here to
simplify the journey, helpingmore people make sustainable
choices part of their everyday lives easily and confidently.
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