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About Me

Hello! Thank you for taking the time to review my portfolio. I hope you have as 
much fun looking through it as I did working on these campaigns. I take pride in the 
personal connections I have made with each of these projects.

I graduated from Cleveland State University in 2015 with a degree in Promotional 
Communication with a focus in Public Relations. While in school, I worked several 
jobs in cafes, kitchens and with small businesses and creating strong connections 
within my community. 

In October of 2016 I moved to Portland, OR and am excited about the opportunities 
this city has to offer (also escaping the midwest winters). In my free time, I like 
hanging out with my dog and riding my bike. I also produce a monthly zine, Attic 
Space, about life, femininity and culture. Attic Space gives me the opportunity to 
work with creative people with different points of view and push my writing and 
graphic design skills to new heights every month.

In this portfolio, you will fi nd some of my most recent projects and campaigns that I 
am most excited to have been a part of. 2016 was a great year for me and I’m 
looking forward to new opportunities in 2017. Enjoy!

-B
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I joined the Forced Perspective team after the fi lm’s fes-
tival circuit; just before it was released to fans and while 
the companion book was still in it’s infancy. I worked with 
a small creative and marketing team including the artist, 
Derek Hess, Director Nick Cavalier, the artist’s manager, 
Martin Geramita, a graphic designer and a ghostwriter. 

My role was to manage press outreach for the fi lm, book 
and tour. I also co-wrote parts of the book and have a 
proofreader credit in Forced Perspective: The Story of Art-
ist Derek Hess. The next page is an overview of our inte-
grated marketing campaign.

Integrated Marketing
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Our campaign focused 
heavily on social media, 
primarily targeted Facebook 
ads with bi-weekly instagram 
posts to both the fi lm and 
the artists profi les. 

Photo: NYTimes.com spotlight on 
the fi lm
Press releases about fi lm 
screenings were sent to 
local publications, art and 
fi lm schools, relevant art 
blogs and publications 
across the US and in 
Europe. We used a network 
of high profi le bands and 
musicians close to the artist 
and asked them to share 
the fi lm with fans and give 
feedback. 

Content

Derek and I brainstormed 
ideas for his 
personal blog hosted on our 
e-commerce site. Content 
featured personal stories, 
relevant info about the fi lm, 
interviews, screenings and 
book signings.

Email

We used email to send 
out information about 
screenings, book 
signings and new 
merch as it became 
available. 

Because of the success of 
the fi lm, Derek was asked 
to host his own radio show. 
I helped him come up with 
concepts and themes to 
discuss on air. 

Papering the Town

We paid homage to Derek’s 
roots as a poster artist by 
creating dozens of unique 
posters promoting the fi lm 
and distributed hundreds to 
schools, music venues, and 
businesses. We also sent 
posters to schools and 
venues we hoped to bring 
the tour to.

Social Media PR

Radio

pg 2 pg 3



After the success of Forced Perspective, our team wanted to give 
back to the mental health community. I was part of a four person 
team that created ‘ACTING OUT! Fest’, a three-day arts festival 
benefi tting the National Health Alliance on Mental Illness (NAMI) 
of Greater Cleveland. The events included a comedy night, a fi lm 
screening, a panel discussion with mental health professionals, an 
art show and a concert.

The event was so successful several other cities have contacted us 
about bringing the festival to their city and Acting Out! 2017 will 
come back to Cleveland in May. 

Summary
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ACTING OUT! Fest
My roles:

Creating a new website for the schedule, selling 
tickets, sharing information about the event, our 
sponsors and NAMI.

Organing the Art Show event with 42 artists from 
around the world including London and Norway. 

Creating press releases for 
the event and sharing
information with relevant 
news sites, school and 
mental health 
organizations. They were 
also sent to relevant 
organizations around 
the country to generate 
national buzz about the 
event. As a result, a 
documentary fi lm
organization asked us to 
bring the event to 
Los Angeles in 2017. 

Managing our social 
media presence to share 
news about the event and 
generate excitement.
Our social media strategy 
included a page for each 
of the 5 events, a main 
page for the 
festival and an instagram 
page.  

Collecting and tallying all 
donations collected over 
the three days at each 
event.
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jakprints.com/giclee

blog.jakprints.com/2015/10/creating-prints-of-your-art-
work.html

New Product Launch:
Giclee Fine Art Prints at Jakprints

Jakprints is a full service printing company specializing in printed goods 
primarily for digital artists and the music industry. As a copywriter there, 
one of my favorite projects was the launch of Giclees, museum quality 
prints for digital art and photographs.

Traditional Print

This ad was run in Juxtapoz Magazine and the 
CAN Journal in 2015. 

Web Copy

ContentSocial Media
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Social Media
Gone to the Dogs Salon
Gone to the Dogs Salon was founded 
by Jeff Grano in 2006 with the goal of 
providing expert grooming and self 
service pet care to Cleveland’s west 
side suburbs. 
He wanted to establish a social media 
presence on Facebook, Pinterest and 
Twitter as a way to engage with their 
customers, share information about 
grooming and pet care, and to 
announce special promotions and 
news about the three stores.
I worked with Jeff and his team for 6 
months creating a strategy that worked 
for his business. This strategy included:
• Scheduling posts in advance to 

streamline workload and provide 
consistency

• Using high quality images of the 
shop, products and customers (also, 
lots of puppies)

• Sharing only relevant and important 
stories

Results

20% more customers 
took advantage of 
weekly specials &

discounts,

Improved follower 
count across social 
media & customer 

interactions via social 
media.

Portsmouth Pantry
Hedi Timm and her husband Scott opened 
Portsmouth Pantry in December of 2015 in 
North Portland. The shop serves espresso 
drinks, homemade pastries and acts as a 
retail spot for Scott’s business, Albina City 
Nuts. 
The cafe quickly became a staple in the 
neighborhood attracting young families and 
an a steady customer base of local retirees.
After a year in business, Hedi realized she 
was missing out on a key demographic, 
students. Portland State University is located 
less than a mile away from Portsmouth Pantry  
but does not seem to be on the radar of the 
students.
I am currently helping Hedi create social 
media buzz about her cafe’s quality 
espresso drinks, food and inviting 
atmosphere for studying and hanging out 
with friends. 
We are also working to plan events such as 
pop up brunches, art shows and wine nights 
to draw new customers to the shop.

Goals

Generate awareness 
about the cafe among 
PSU students through 
quality posts on Face-
book and Instagram & 
news about upcoming 

events.

Create new events 
that draw a younger 

crowd to the cafe and 
make a larger 

portion of North 
Portland aware of the 

cafe. 
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Honorable Mentions
(LEFT) Scene Magazine cover art proposal 
for 2015 Cleveland Issue. Features art from 
Cleveland comic book artist John G.

(BELOW) Melt Bar and Grilled 10th 
anniversary poster collab with Derek Hess.

(LEFT) In 2016, The Rock and Roll Hall of 
Fame and Museum underwent a rebranding 
including a new website. I was part of the 
web development team in charge of 
content management and copyediting of 
the museums 400+ inductees.
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Thank you for reading! For 
more information, please 

visit:
roddycreative.com


