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There’s No Crying  
in Baseball!

ALDI Cathouse Seasonal DesignCalculated Construction:  
From Flat Dielines to 3D Physics

Every project really starts with the math, so I kicked this one off in Illustrator to build the custom dielines. 
I had to be super precise with the measurements for the corrugated cardboard to make sure the whole 
thing actually stayed standing and wasn’t a nightmare for someone to put together. 
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Final Steps: 
Rendering & Scene Composition

Once those flat files were locked in, I moved everything into Blender to test the actual physics of 
the folds and the thickness of the material. This part was all about setting up the right lighting and 
textures to make the cardboard look authentic before rendering out the high-res shots. I finished 
everything off in Photoshop, where I composited the cat into the scene and did a final color pass.
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From Shelf to Home:  
The User Experience

Since these are seasonal items, the 
packaging has to be its own billboard 
on the ALDI shelf. I designed the box 
graphics to be high-impact to grab the 
attention of the “Aldi Aisle of Shame” 
community that hunts for these releases. 
The box has to communicate the fun of 
the product while being compact enough 
for a standard retail footprint, essentially 
acting as its own point-of-purchase 
display.

Commercial Packaging & 
User Experience
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From Shelf to Home:  
The User Experience

Since these are seasonal items, the packaging has to be its own billboard on the ALDI shelf. I designed the 
box graphics to be high-impact to grab the attention of the “Aldi Aisle of Shame” ” community that 
hunts for these releases. The back of the packaging and the instruction sheets are where the technical 
design meets the user. I had to ensure the assembly was completely foolproof so the stadium 
could go from a flat box to a finished house in seconds without tools. It’s that balance of structural 
engineering and retail branding that creates the viral engagement these houses are known for—one 
customer even noted their cat couldn’t wait for the roof to be finished before jumping in to claim the 
stadium!

“My cat didn't even wait for me to 
finish the roof before she jumped 
in to claim her stadium!”
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The Technical Safety Net:  
Virtual Prototyping

When you are developing a product line, 
the real challenge is creating a versatile base 
that can handle many different visual stories 
without changing how it’s actually made. I 
took the core structural dieline and tested 
several different themes, like the Pirate and 
Skier concepts, to see how they felt in a 3D 
space. Using this multi-pipeline workflow 
lets me swap textures and assets quickly to 
ensure every version feels just as intentional 
as the first. This process shows how a single, 
solid design foundation can grow into a full 
collection through careful asset management 
and consistent testing.

Concept Expansion & 
Multi-Pipeline Workflow
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The Technical Safety Net:  
Virtual Prototyping

This project was a great opportunity to see how a 3D workflow can solve real-world manufacturing 
challenges. Rather than just focusing on the visual “vibe” of the render, I used this stage to work out the 
mechanical specs needed for injection molding. I spent time refining the 1mm extrusions for the TPR grip 
and testing the diameters for the adjustment knobs to make sure every piece would click together exactly as 
intended. It is a rewarding process to turn a concept into a technical blueprint that a 
factory can actually use. This workflow is really about ensuring that the final 
tool on the shelf is just as precise and functional as the original idea.
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Campaign Strategy:  
Localized Enrollment & Outreach

I put this freelance campaign together for Morriss Elementary 
to help boost enrollment with a fun, space-themed identity. The 
project was all about creating a full suite of assets—from billboards 
to fliers—that felt like one big, high-energy event for the school. 
On the digital side, I adapted those same “Space Race” visuals for 
social media and web ads, making sure the important enrollment 

dates were always easy to spot. 
This helped create a 360-degree 
loop that met parents where 
they already spend their time 
and guided them directly to the 
application portal.

Integrated
Marketing
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Digital Integration:  
Targeted Social Outreach

For the digital side of the Morriss campaign, I adapted 
the “Space Race” assets for high-engagement social 
media placements and targeted web ads. I focused 
on creating thumb-stopping visuals that kept the 
enrollment dates front and center while maintaining the 
high-energy aesthetic of the print materials. This digital 
layer ensured the school was reaching parents exactly 
where they spend their time, creating a 360-degree 
marketing loop that drove traffic directly to the online 
application portal.
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Digital Strategy & 
Social Integration
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Production Agility:  
High-Velocity Multi-Platform 
Execution

I design digital spaces with the 
same structural logic I use for 
50-page print builds. Whether it 
is a high-converting e-commerce 
site or a complex corporate 
portal, the goal is to create an 
intuitive path for the user while 
maintaining the brand’s core 
identity. I teach my students that 
a website isn’t just a collection of 
pages; it is a functional ecosystem 
where typography, hierarchy, and 
navigation must work in perfect 
harmony. I engineer digital 
experiences that are navigable, 
high-end, and technically sound 
enough to hold up under 
professional scrutiny.
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The Mechanics of Style:  
Balance and Persona

This section is all 
about how typography 
helps organize a lot 
of information while 
giving a brand its own 
personality. For the 
Heritage Foundation 
project, I used geometric 
angles and high-contrast 
color blocking to help 
turn a dense schedule into 
something that feels fast-
paced and intuitive. Text 
should be an active part 
of the design’s movement 
and energy rather than just 
words sitting on a page.

Typographic Voice & 
Structural Hierarchy
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The Babewise Evolution:  
Finding the Brand Voice

Typography really does the heavy lifting when you’re trying to set a specific mood. For the 
Boutique Sophisticate line, I went with a high-contrast serif to move away from the typical “cutesy” 
baby look and create a feel that is a bit more polished and timeless.

When we wanted a Personal Touch, I used a hand-lettered script to add a warm, human element 
that feels like a cozy hug for a newborn. Then, for the Approachable Modernist core line, I 
used a rounded sans-serif because the lack of sharp edges makes the brand feel soft, safe, and 
trustworthy for new parents.

The Boutique Sophisticate 
I went with a high-contrast 

serif for the sock line to 
move away from the typical 

“cutesy” baby look. It creates 
a polished, high-end feel that 
makes the product feel like a 

premium, timeless gift.

The Personal Touch
This organic, hand-lettered 
script adds a warm, human 
element. It feels personal 

and connected, mimicking 
the cozy, “handmade” vibe 
you want for products that 
feel like a warm hug for a 

newborn.

The Approachable Modernist
For the core line, I used a 

rounded sans-serif. The lack of 
sharp edges makes the brand 
feel soft, safe, and trustworthy 
for parents looking for some-
thing friendly and accessible.
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Editorial Systems Secondary Headline: 
Publication Architecture

I treat my professional publication work, like 
the El Dorado Insider, as a way to show how 
grid systems and style sheets actually work 
in the real world. Whether it is a 50-page 
relocation guide or a complex data spread, 
the goal is to build an invisible architecture 
that keeps the layout from falling apart. It 
is about taking a mountain of raw data and 
engineering a high-end experience that 
feels easy for the reader to navigate.

The Focus: The Relocation Guide cover and 
the Resource Listings table of contents are 
the core of this section. They represent the 
heavy lifting of editorial design.

The Logic: This mix proves you can turn 
dense data into a clean reader experience. 
From a Trump gag order spread to a 
community piece, the architecture holds up 
across every page.

Editorial Systems &  
Information Architecture
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C ATA L O G

Design, photography, and production of a merchandise and recipe catalog for a leading grocery chain.

©2007 Vertis, Inc.
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Online retirement plan | Investment strategy | Personalized dashboard
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When life changes, 
your finances do too.Is your money aligned to your goals?

Optimize your investments by letting Digital Advisor 
manage an appropriate mix of stock and  

bond ETFs on your behalf. You can begin with  
as little as $3,000.

Start your plan— commitment-free

vanguard.com/RoboAdvisor

Plan now for  
the future you want

Are you saving enough for retirement?
See how Vanguard Digital Advisor’s powerful  

retirement calculator can help you discover different 
paths and design a plan that’s uniquely yours.

How do you stay on track when your life changes?
Moving, building a family, changing jobs. 

When life evolves, your personal finances should too. 
Monitor and update your dashboard at any time to 

reflect your life’s circumstances, and watch 
your estimates change in real time.

• Keep your finances on track. As life changes and financial 
goals evolve, Digital Advisor helps you plan for today and 
the future ahead.

• Experiment with various retirement planning scenarios 
to find one that feels right for you.

• See how our new robo advisor translates your plan into  
a long-term investment strategy.

• Let Digital Advisor take on the tasks of managing your 
money so you don’t have to—all at a cost of about $1.50 
for every $1,000 you invest.*

Explore the possibilities with 
Vanguard Digital Advisor™

Take the guesswork out 
of saving for the future

Asset allocation
Get an optimized investment strategy 
based on how much you’re saving,  
how you feel about risk, and when  
you hope to retire.

Automatic rebalancing
Rely on Digital Advisor to buy and sell  
your investments so they stay aligned 
with your retirement savings goal.

Risk vs. reward 
Assess how you feel about the 
trade-off between gains and losses 
to better understand your attitude 
toward investment risk.

An unwavering focus on investors 
More than 30 million Vanguard clients have 
entrusted nearly $6 trillion in assets to our care 
because they know we put their interests first.

Time-tested investment principles
For 45 years, Vanguard has helped investors create 
a path to financial success with a disciplined 
philosophy rooted in a long-term focus and low costs.

vanguard.com/RoboAdvisorLearn more about Vanguard Digital Advisor

Tell us about your goals and financial situation and put Digital Advisor to work for you

The Vanguard difference

 All investing is subject to risk, including the possible loss of the money you invest.
*Vanguard Digital Advisor is an all-digital service that charges a 0.20% annual gross advisory fee 
to manage Vanguard Brokerage Accounts. However, we’ll credit you for the revenues that The 
Vanguard Group, Inc. (“VGI”), or its affiliates receive from the securities in your managed portfolio 
(i.e., at least that portion of the expense ratios of the Vanguard funds held in your portfolio that 
VGI or its affiliates receive). Digital Advisor targets an annual net advisory fee of 0.15% across your 
enrolled accounts, although your actual fee will vary depending on the specific holdings in each 
enrolled account. Your net advisory fee can also vary by enrolled account type. The combined 
annual costs of enrolling in Vanguard Digital Advisor and investing in Vanguard funds in that 
managed portfolio will be 0.20% for Vanguard Brokerage Accounts.

**Vanguard Brokerage Accounts must have balances of at least $3,000 held in Vanguard Federal 
Money Market Fund to enroll in Vanguard Digital Advisor. We’ll invest your assets in a portfolio 
of Vanguard ETFs®, all of which are commission-free through a Vanguard Brokerage Account. 
Vanguard Brokerage Accounts are offered through and maintained by Vanguard Marketing 
Corporation (“VMC”), a registered broker-dealer and member FINRA and SIPC. If you decide 
to manage your investments on your own, you can buy and sell Vanguard ETF Shares through 
Vanguard Brokerage Services or another broker (which may charge commissions).

 You could lose money by investing in Vanguard Federal Money Market Fund. Although the fund 
seeks to preserve the value of your investment at $1 per share, it cannot guarantee it will do so. 
An investment in the fund is not insured or guaranteed by the Federal Deposit Insurance 
Corporation or any other government agency. The fund’s sponsor has no legal obligation to provide 
financial support to the fund, and you should not expect that the sponsor will provide financial 
support to the fund at any time.

 Visit vanguard.com to obtain a Vanguard fund or ETF prospectus, or, if available, a summary 
prospectus, which contains investment objectives, risks, charges, expenses, and other 
information; read and consider it carefully before investing.

 Vanguard Digital Advisor’s services are provided by Vanguard Advisers, Inc. (“VAI”), a federally 
registered investment advisor. VAI is a subsidiary of VGI and an affiliate of VMC. Neither VGI, 
VMC, VAI, nor Digital Advisor guarantees profits or protection from losses.  
 
© 2020 The Vanguard Group, Inc., All rights reserved. Vanguard Marketing Corporation, Distributor 
of the Vanguard Funds.

30  El Dorado Insider

We’ve come together to form a new, even better bank.

A new look. A new beginning. 
BancorpSouth Bank and Cadence Bank have come together. It’s more than a merger. We’ve created a 
financial partner dedicated to helping people, companies and communities prosper. Our name is now 
Cadence, and together you’ll get more convenience, accessibility and simplicity delivered by the same 
financial experts you have come to know and trust.

Visit cadencebank.com/thenewcadence to learn more.
© 2022 Cadence Bank. All Rights Reserved. Member FDIC. Equal Housing Lender. NMLS # 410279

DOWNLOAD  
OUR APP

SHOP SHOP | DINE  DINE | STAY  STAY | PLAY  PLAY |  

EL DORADOEL DORADO
Scan for Event  
Information

CODE OF BUSINESS  
CONDUCT AND ETHICS

WHAT IS THE CODE  
OF BUSINESS CONDUCT AND ETHICS
The Code outlines principles and standards that all Team Members, directors, officers, and 

shareholders within the Murphy USA and Quick Check (collectively referred to herein as  

“Murphy USA”) organization must follow. The Code guides Murphy USA, its Team Members  

and stakeholders on how to approach problems based on the Company’s values and business ethics. 

While the Code does not and cannot identify every situation a Team Member may face, it equips 

Team Members and stakeholders to make ethical decisions in accordance with our Principles  

of Integrity, Respect, Citizenship, and Spirit. Murphy USA encourages its Team Members to  

regularly consult the Code and use it as a guide for decision making. 

CODE OF BUSINESS CONDUCT & ETHICS4

Code of Ethics Publication Pitch to Murphy USA
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Curriculum Mastery:  
The Expertise Buckets

I don’t just teach the tools; I teach the “why” behind every pixel. Across a decade in higher education, I’ve 
developed curriculum and led classrooms that bridge the gap between academic theory and real-world 
production. My background covers everything from managing a full BFA track to specialized digital roles at 
national universities.

Design Pedagogy &  
Academic Leadership

Full-Time Tenure & Leadership (6.5 Years)
Southern Arkansas University (SAU): Managed the BFA in Graphic Design track, 
covering Layout, Production, and Advanced Typography.

Dodge City Community College (DC3): Associate Professor of Graphic Design 
leading the Visual Arts AA track through Multimedia and Animation.

Adjunct Instruction & Specialization (3.5 Years)
SNHU & Point University: Focused on Designing with Data and Digital Design for 
Web while introducing non-majors to the core Principles of Graphic Design.

Northwest Arkansas Community College (NWACC): Currently leading design 
electives and returning for the Fall 2026 semester.
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Core 
Design & 
Typography

Digital,  
Web &
Multimedia

Curriculum Strategy:  
Bridging Theory and Production

I don’t just teach students how to use software; I teach them how to think like designers. My courses are built 
to move them from the “how-to” of a tool to the “why” of a professional result.

Specialized 
Studio Arts

Package Design: 
Taking 2D concepts into 3D 
physical production.

Serigraphy:  
Professional hands-on execution in 
traditional T-shirt printing.

Advanced Illustration:  
Deep dives into digital painting 
and professional execution.

UI/UX & Responsive Layouts: 
Designing for the modern digital 
pipeline.

Designing with Data:  
Turning complex information into 
intuitive, navigable visuals.

Multimedia & Animation: 
Moving into motion and interac-
tive storytelling.

Advanced Typography:  
Mastering brand voice and 
structural hierarchy.

Layout & Production:  
Technical mechanics for multi-
page print and digital spreads.

Principles of Graphic Design: 
Building the foundational logic of 
visual communication.
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Student Outcomes:  
From Theory to Executive Execution

I don’t judge my success by my own portfolio 
anymore; I judge it by the work my students are 
able to put into theirs. These pieces represent the 
moment the lightbulb goes on and the theory turns 
into a market-ready asset. It’s the ultimate proof of 
a curriculum that actually works in the real world.

Mentorship & Result-Driven  
Instruction
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Strong Steel Telescopic Handle
Uses Dry & Wet Refills

Wet & Dry Sweeper
Duster
16 Refills

Starter Kit

3in1 starter kit - window box

1 DUSTER HANDLE
4 DUSTER REFILLS
1 SWEEPER
9 DRY CLOTHS - 10.5 in x 9 in (26.6 x 22.8cm)
3 WET CLOTHS - 10.5 in x 9 in (26.6 x 22.8cm)

CAUTION: Keep out of reach of children and pets to 
avoid accidental ingestion. See back panel for additional
safety messages.

Duster Attracts & Traps Dirt

499103

Sweeper Wet & Dry Mop

1 - Connect 1 - Extend2 - Attach Cloth3 - Clean4 - Toss Cloth2 - Fluff3 - Attach

DIRECTIONS:

CAUTION:
KEEP OUT of reach of children and pets. Wash hands thoroughly after use in order to avoid irritation. In 
case of eye contact, flush with water to reduce irritation. If irritation persists, call a physician.

DO NOT dispose of cloths in the toilet.

DO NOT use to clean up or absorb flammable or combustible materials.

FOR WET CLOTHS:
** DO NOT use wet mopping cloths on unfinished, oiled or waxed wooden boards, non-sealed tiles or 
carpeted floors because they may be water sensitive.

FOR DRY CLOTHS:
** DO NOT use on wet surfaces. Do not add liquids to cloth.

  Duster &
Sweeper

Wet & Dry Mop

*This product is not manufactured or distributed by 
Procter & Gamble®, owner of the registered 
trademarks Swiffer® and WetJet®.

Packaging Design Window Box for Client

Packaging Design Spice Bottle for Client

These student builds prove they can 
handle the same complex mechanical 
logic and retail-ready standards required 
by major brands like ALDI and Walmart.
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Branding Project Logo Design for Client    

Mentorship & Result-Driven  
Instruction

STUDENT WORK - Illustration Project

Advanced Illustration Class - Pro Create Final
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Random facts about books that you might find interesting

 The Book Synopsis

There are over

129
million books in 

existence.

Did YouKnow?

Did You?Know
reading fiction 

books helps you 
empathise with 

others.

Did You?Know
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STUDENT WORK - Infographic ProjectInfographic Design

From logo 
marks to full 
magazine layouts, 
I mentor my 
students to build 
consistent brand 
ecosystems that 
work across every 
medium.

With strong social media 
presences, young women are 
the driving force behind viral 
trends, influencer marketing, 
and online communities. They 
hold substantial consumer 
power, shaping industries like 
fashion, beauty, and home 
goods. On social media, they 
amplify their voices as 
influencers, sharing relatable 
content that resonates with 
broad audiences. This report 
breaks down age, gender, and 
income to visualize the most 
influenial consumer group.

There is no 
group more 
influential 
than middle 
class women.

Who run the... internet?
Girls! Specifically, young, middle-class women! This group is particularly influential in shaping 
trends, culture, and consumer behavior. With strong social media presence, they are the driving 
force behind viral trends, influencer marketing, and online communities. As active consumers, 
they make key decisions in areas like fashion, beauty, and tech, and their preferences often 
dictate market shifts. Women are highly influential on social media due to their leadership in 
influencer culture. They create relatable content, drive trends in fashion, beauty, and lifestyle. 
What’s a better group to try and gain the attention of?

©Anna Orlova via Canva.com
Photo by RF._.studio _ on Pexels

Less than 
$30,000 

$30,000 -
$49,999

$50,000 -
$74,999

More than
$75,000

% of U.S. Adults Using 
Social Media by Annual 

Income

Though the difference in social media usage amognst 
the various income groups is not dramatic, it does have 
significance. Income influences how individuals 
interact with social media: higher-income users tend to 
use platforms for professional networking and lifestyle 
content, while lower-income users often seek 
entertainment and community.

Women
Men

% of U.S. Adults Using 
Social Media by Age

Younger adults, those around 34 and younger, are the 
most active age group on social media. This group is at 
the forefront of shaping trends on social media. Their 
influence is profound, as they drive much of the 
content, viral challenges, and even fashion or cultural 
movements that spread across platforms. Their ability 
to rapidly adapt to new trends and platforms allows 
them to push boundaries, often setting the tone for 
what’s "cool" or "trendy." These trends then ripple 
outward, often influencing older generations and even 
affecting mainstream media.

18 - 29

30 - 34

50 - 64

65+

87%

78%

58%

33%

100%

70%

60%

50%

80%

90%

% of U.S. Adults Using 
Social Media by Gender

The use of social media in steadiliy increasing across 
both men and women, with platforms becoming a 
central part of daily life. However, women’s interest in 
social media has grown significantly, driven by the 
platforms’ ability to connect them with communities, 
share personal stories, and express creativity. This 
growing engagement is also reflected in the rise of 
influencers and content creators who are reshaping 
both the digital space and the market.
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