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I'm a Graphic Designer and Creative
Writer with a passion for creating
branded materials to help my clients
grow their businesses and promote
their activities and events.

| grew up in Texas, but L.A. has been my
home for 25 years and | love it here. When I'm
not writing and designing you'll usually find
me exploring the city and its restaurants, or
even doing a little acting work sometimes.

| came to graphic design later in ife as a
happy side-effect of my passion for creative
writing and storytelling. As | pursued my
education, Graphic Design was, initially, just the
degree | was eligible for under my employer’s
tuition program, but | quickly discovered it is
really just a visual form of storytelling, which is
what | most love to do.
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| see every design project, even a simple
business card, as an exciting chance to tell a
client’s unique story. Crafting a clever layout
is much like writing a great story, combining
typography, color, shapes, and images just
ike great writing combines plot, characters,
imagery, and devices.

| also love how Graphic Design offers endless
discovery. Every project somehow brings a
chq”enge or aggravation that prompts me to
earn something new.

| especio”y love designing print materials
ike menus, stationery, brochures, and book|e+s,
but I'm happy to take on many types of graphic
design challenges, including digital content
and web design. If your project is more than |
can handle, don't worry, I'll be upfront - | want
you and your brand to look your best.




|
P

ERANDY
MILLER

‘ DESIGNER + WRITER

BRANDING

Logo Design

Brand Standards
Packaging

|dentity Development

COMMUNICATIONS

Menus
Brochures
Posters

Signs

Banners
Advertisements

WEBSITES
HTML
CSS
WordPress

STATIONERY
Business Cards
Letterhead
Envelopes
Notepads
Greeting Cards

WRITING
Copywriting
Scripts

Short Fiction
Web Content
Poetry
Greeting Cards
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PAsTA AMORE WANTED FRESH
MATERIALS AND A NEW WEBSITE.

©2022-2024 BRANDY E MILLER. ALL RIGHTS RESERVED.
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Pasta Amore provided a professionally designed |ogo and brand guide.
Tney are a broad market, icgmi|y iCriend|y, casual, neignbornood—’rype
ltalian-American restaurant chain.

For their menu, | designed a full-size, mu|’ri—|o0|ge menu with pictures
for gccessibi|i’ry. The table tent reinforces select dishes from the menu
and catering and events, upse||ing the current meal and driving future
business. A compact, c-fold catering brochure concise|y communicates
all prices and essential details. The custom carton for their Amore For
Later™ promo lets customers “take the brand home” A hand coded
responsive website fits nice|y with their brand and new|y designed
materials. | also provided all copywriting.
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WORLD ARTIST
MAGAZINE NEEDED
A SPREAD FOR AN
ARTICLE ABOUT
JAPANESE WOOD-
BLOCK PRINTING.

Addressed to a US. audience - not a Japan-based
audience - comprised mostly of middle-aged and
retirement oged adults, my goc1| was to create a clear
visual hierarchy that is easy to navigate, using legible
typography. Franklin Gothic, Baskerville and Futura are
all long established, widely used typefaces. With “cut’
letterforms that reinforce the subjec’r matter, Alhambra
is the only exotic, decorative typeface used, and used
sparingly, but remains easy to read at the size used. My
extremely faithful use of the column grid and midline
guide in the sizing and o|ignmen’r of elements makes for
a well-ordered spreod, with visual Weigh’r well bo|onced,
and visual interest enhanced by a thoughtful combination
of deliberate symmetry and asymmetry.




TYPOGRAPHIC PORTRAIT TO ENCLOSE
ALONGSIDE THEIR BIOGRAPHY AND
INTERVIEW OF JENNIFER ANISTON.

CELEBRITAINMENT WANTED A
Celebritainment is a bimon+h|y magazine which o|woys features an in—depfh biogrophy
and interview with a major star. They use a pho’rogroph of the ce|ebri’ry on their

cover, but ’r|’1ey include a foldout ’rypogrophic portrait poster with the feature. The
To create the typographic portrait, | used Adobe® Photoshop® to convert a picture

of Jennifer Aniston into simp|i1[ieo| outlines, then constructed the ’rypogrophic portrait

using Adobe® Illustrator®, selecting Josefin Sans as the font.
On a persono| note, she is one of my favorite actresses and with my bockground in

’rypogrophic portrait is expec’red to depicf the star using words from their life, body of
acting and film this commission was an honor.

Wor|<, and quotes - and be set in a sing|e font.
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A UNIVERSITY PRESS WANTED A
POSTER ABOUT THEIR PREFERRED
FONT FOR THEIR NEW BUILDING.

The brief required a poster composed using on|y ’rypogrophy and |O|you’r, all set
in various weights of Josefin Sans.

| begcm by reseorching the history and use of the font and its designer.

Given the very specific instructions, | poid excepriono| attention to use of column
grid and page regions to enable engaging, ’rypogrophy—on|y desigri. | used
omp|e negative space to create 5 distinct blocks: A decorative block at fop left,
an overview block at bottom left, a heod|ine/sub|’1e0|ding block at top center-
righr, biogrophy, commercial uses and sources in a block at bottom cen’rer—right
and a full heigr\’r decorative alphabet block at far righ’r. Careful attention to
margin and midline, o|ong with deliberate asymmetry, adhered to instructions
while opening up visual inferest.

Josefin Sans is o Go

ogle font des; .
st fypefare he.J gle font designed by Santiago Orozco, It is the

esigned, named in honor of his mother, Josefina.

tm:jer rejll')own, spanning 7 weights plus italics. Mexico. He works as a Type Designer
pdated Dec. 2019: variable font with weight axis. Type Engineer for Screen & Print, Design a novel by Christiane Franke,

Director, & UX designer. He is the founder of a published in 2021 ¥
type studio called Typemade. He has worked

Designed by Santiago Orozco. for several other type foundries/studios: Primary font for BabyTula.com

Gardena, CA baby carrier retail

FontBureau of Boston, MA, and TypeNetwork g VTS S
of Alamo, CA, which is a collaboration of a Bottle lables for Vandal Wines

Josefin Sans is a modern, digital typeface with rlllumlloerkOf diffjrenf g’Pe defsigr; eompa{nies. circa 2016
i isti i is background is in Computer Science frrom
o proporho.ns, qrf'lShC mOOdl'geomemCl o hi d'g he Uni p'f f Monterre! New logo/brand identity for Wolfers
elegant shapes with a vintage feeling. is studies at the University o y o bonlrnd et T
(UDEM), and Orozco is also the founder of gl
the international conference TMX-Type. His
Sans Serif Slanted lowercase e work has been used commercially, and he is Title font f?{ Love-ls,‘;"dl' )
Long Ascenders Capital J descends active in the typography industry, including popular British dating/reality show.
Pointed Apexes Prominent shoulder in the emerging area of variable fonts.
Rounded Shoulders on lowercase m and n

. URCES
trast Upper Terminal on -
Very Low Contre both Z and z upturns

First released in 2010 in 5 weights plus italics. S antiago Orozco is from Monterrey, NOTABLE COMMERCIAL USES.

Cover of Endlich wieder Meer,

S%D@[R‘] TYPOCRAPHIC LANOUT
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GLoBAL ORGANIZED
ATHLETICS LEAGUE
WANTED EVENT
ICONS AND APPAREL
CONCEPTS FOR THEIR
GOAL2025 GAMES.

Global Organized Athletics League s
the governing body which organizes the
GOAL games every 5 years. They needed
a set of textless event icons along with
oppore| mockups to he|p their board
members visualize their use.

| decided athletic silhouettes were the
most recognizable visual communication
of the different sports, since not all use an
identifiable and easily simplified ball or
piece of equipment. To uni{y the designs
as a set, as well as dis’ringuish them from
the round shopes used by another major
international athletic competition, | chose
a skewed hexogon with a geometric G.
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WRYEJoB DESIGNS
NEEDED AN ORIGINAL

- LOGO AND CAREER
" FAIR BOOTH GRAPHICS.

WryeJob Designs is a newly-independent,
boutique design firm specializing in high-
concept, feminine messaging for national
brands. As a new firm and not yet Fu”y
staffed, ’rhey needed to outsource the
project to meet a ’righ’r deadline.

"""""" For their logo, | delineatied ‘Job" from
‘Wrye' using the descender of the J, so
the clean top line gives the desired Sigelsle
professioncd impression while also froming
‘Designs.” Manual kerning between each
letter creates a unique wordmark. The
simplified floral design with dark tones
adds a feminine touch, while ovoiding
coming across as too ‘girly.” Their career
fair booth grophics showcase their new
|ogo and brand idenﬂ’ry while prominenﬂy
communicating hiring needs.

WRYEJOB
DESIGNS Mz

WE'RE HIRING

* BA wl major in related field
and/or
* Portfolio demonstrating:
*logo design
*branding suite design
*abstract design
*advertising design

* BA wl major in related field
and/or
* Portfolio demonstrating:
*portraiture
*product/food photography
*architectural photography

=
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CONNECTIONS
APART WAS A
GALLERY EXHIBIT.
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Connections Apart
e><|o|ored themes of
connection and isolation
as expressed Jrnrougn
pnoiogropns of railroads
using different pnoiogropnic
Jrecnniques, while examining
the many pgro||e|s between the
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This project fu||y engoged my craft as

an artist, designer and creative writer. |

curated and researched the pnoiogropns

for the exhibit and designed the exhibit
program, inc|uding g||—origino| copywriting.

A souvenir—quci|iiy program also serves as an
exhibit companion. The dark and cool tones
reflect the theme of isolation while o||owing
visitors to connect with the pnofogropns by
minimizing distractions. The size accommodates
the full accompanying information disp|oyed in
the exhibit. An event ticket, designed to allow
details to be prinied on by the gg||ery, e|egon’r|y
cornp|ernen’rs the program.
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PARIS WANTED A
BILINGUAL VISITOR
HOTLINE POSTER.

The Paris tourist hotline wanted a b'\\'\mguo\/ French-
Eng\\'sh posfer fo dispby around the city to promote
their hotline and features of the city visifors m\gH
want more information about.

| drew upon one of my university Wpogrophy
assignments, a geographic word cloud, where I had
Odop!ed an abstract Qpprooch se\ec\mg many
words %!romg\y associated with the City of Paris
and Lore{tu arranging them into the %hop@ of the
geogrophwc outline of France.

To evolve the desigm into a real-world poster, | felt
it was important to keep firm on an oH—‘ypogroch
Opprooch so | surrounded the word cloud wit

\orge letters Speng ‘PARIS" but b\eedmg off the
sheet. The use of color further reinforces the French
'\demHy/ using red/ b\ue/ white. Where meeded/
Eng\\'sh translations are set in gray, d\’rec\\y below
the French text in black, o\/oid'\mg the use of any
Lms'\gﬁt\y slashes or p@remheges.



AMETHYST BAY WANTED A

/’-—Wg@ FULL PAGE MAGAZINE AD AND

096 " AN ANIMATED GIF AD.

AmeJrhstr Bay is an all-inclusive, beachfront resort, spa, and casino in the
US Virgin Islands. Their target customers are budget-conscious, middle-class
couples in the United States.

| felt it was important fo communicate their oﬁtering visuo||y and viscero“y with
the minimum text required for conversion. They had a Tigh’r timeframe before
their high season, necessitating stock phofogrophy. | selected and licensed
stock with appropriate usage terms. The client on’ricipcﬁed the magazine ad
would target women, so | focused on indu|gence and relaxation, with the spa
offering dominant. The animated gif, expected to target men, focuses on price,
simple booking, drinks and gomb|ing.

All Inclusive
Packages

55,01

-7 fé N‘Z/l ‘7

7;sf/1/"\y v

amethystbayresort.com
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=  Paws & CLaAws
WANTED AN ORIGINAL
=z LOGO, BRAND GUIDE,
STATIONERY, AND
PACKAGING DESIGNS.

5

Paws and Claws is a holistic veterinary practice expecting fo franchise.
They wanted a distinctive and versatile |ogo that visuo”y reinforced their
brand. My design reinforces their brand and message by including a
paw and another paw with claws, while also evoking the shope of a chew
toy. The green color palette reinforces the holistic and medical nature
of their business. Their clientele is middle-class pet owners, so fonts were
chosen for a combination of |egibi|i’ry and invitation - neither too formal
nor too whimsical. The |ogo works in black and WhiTe, for their range
of the need:s, inc|uo|ing embroidery on oppore|. The stationery is crisp
and proFessiono| for a serious veterinary practice, and the brand usage
guide communicates brand standards in an inviting, s’rroigh’rforword
format. The pockoging fits their brand with high—con’rros’r designs which
strictly adhere to the brand usage guide.
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| OOK FOR ME ON BEHANCE, LINKEDIN, AND DEVIANTART
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