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As	a	native	Angeleno,	I’ll	be	the	first	to	admit	it:	L.A.	is	based	a	lot	on	
appearances.	In	a	city	so	massive	and	vibrant,	you	need	to	stand	out	
in	order	to	be	noticed.	Sure,	this	sometimes	might	give	the	city	a	bad	
rap,	but	I	also	see	this	as	one	of	its	greatest	superpowers.	Each	day	it	
encourages	us	to	be	different,	do	different,	and	live	different.	And	with	
the overwhelming amount of content these days, wouldn’t you make 
some split-second judgments based on appearances too? 

That’s	why	I’ve	always	been	drawn	to	great	marketing.	Just	because	
something	is	based	upon	appearances	doesn’t	mean	it’s	inauthentic.	In	
fact,	I	believe	truly	effective	marketing	showcases authenticity rather 
than	hinders	 it.	 In	each	project	 I	 encounter,	my	mission	 is	 to	blend	
my creative expertise with user-centric brand strategy to tell a deeper 
story	than	what’s	simply	on	the	surface.	I	am	driven	to	create	content	
that	converts,	and	more	than	that,	content	that	resonates	and	inspires.

HI, I’M SARA
...and this is my homage to los angeles.

DIGITAL MARKETING  -  COPYWRITING 
SOCIAL MEDIA STRATEGY



brand identity

retro.  edgy.  eclectic.
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Brimming with bold thinkers and creatives who are constantly testing the limits, 
L.A.	is	recognized	as	a	hub	of	innovation,	but	it	has	an	equally	rich	history.	With	
this	influence	in	mind,	my	personal	brand	blends	the retro	with	the	modern.	Com-
bining contemporary subjects with old-school mediums, the imagery used across 
my brand captures the nostalgia of shooting with a disposable camera on a sunny 
day.	

Growing up surrounded by an amalgamation of diverse identities and ideas, my 
brand celebrates the eclecticism	of	L.A.	through	its	grungy,	DIY	feel	and	incor-
poration	of	collage	elements	like	torn	paper	textures	and	palm	tree	cut-outs. On-
brand images will thoughtfully merge the kicked-back nature of the coast with the 
edge	of	the	city	streets.			

the only beach town with more skyscrapers than surfboards



logo: do’s logo: dont’s

The primary logo is presented in black with 
its lock-up, but it can also be adapted for use 
on	dark	or	colored	backgrounds.	

The logo can be used without the lock-up for 
smaller	areas.	

When	incorporating	color,	use	either	a	solid	
or	gradient	with	tones	from	the	color	palette.	

Don’t	use	off-brand	colors	for	the	
logo	or	its	background.	

Don’t	change	the	font	style																	
on	the	lock-up.

Don’t	rotate,	stretch,	or	squash	
the	logo.	

Don’t	enclose	the	logo	in	any	
other	shape	besides	a	circle.
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The circular shape of my logo mimicks the vintage 
look	of	a	fish-eye	lens	contrasted	with	clean,	mod-
ern	 linework.	My	 initials	 are	 abstractly	 displayed	
in cursive, welcoming a diversity of viewpoints as 
it	lets	each	person	draw	their	own	image	from	it.	I	
envision a musical note, but what about you?



Typography

Juniper Kings	Caslon

A  B  C  D  E  F  G 
H  I  J  K  L  M  N 

O  P  Q  R  S  T 
U  V  W  X  Y  Z

A  B  C  D  E  F  G 
H  I  J  K  L  M  N 

O  P  Q  R  S  T 
U  V  W  X  Y  Z

A 	 B 	 C 	 D 	 E 	 F 	 G	
H 	 I 	 J 	 K 	 L 	M 	N	
O 	 P 	 Q 	 R 	 S 	 T	
U 	 V 	W 	X 	 Y 	 Z

“Tip the world over on its side “Tip the world over on its side 
& everything loose will land & everything loose will land 

in Los Angeles.”in Los Angeles.” 
- frank lloyd wright- frank lloyd wright

07 08

Regular   Bold Italic

Juniper	 captures	 the	 carefree,	 edgy	 essence	 of	
my brand identity in its high-contrast, freeform 
design.	It	is	an	attention-grabbing	typeface	that	
provides	a	playful	yet	powerful	first	impression	of	
my	brand.	It	should	be	used	in	all	caps	for	head-
ings	 and	 copy	 that	 requires	 impact	 such	 as	 the	
logo	lock-up	and	short	display	text.	

Kings	Caslon	 has	 a	 clean,	 practical	 design	 that	
conveys	 information	 easily	 and	 efficiently.	 Its	
serif	nature	 reflects	 the	 retro	 inspiration	behind	
my	brand	and	balances	out	the	playfulness	of	Ju-
niper.	It	is	primarily	used	in	regular	caps	for	body	
copy but can also be used in all caps or lowercase 
for	subheadings	when	in	its	bold	italic	form.

medium



color palette
Named	 after	 some	of	 the	most	 iconic	 boulevards	 and	 avenues	 running	
through	Los	Angeles,	my	color	palette	is	comprised	of	airy,	muted	colors	
that mimic the sun-faded features of the city streets and create a fresh yet 
vintage	feel.	

Mulholland	 is	 primarily	used	 as	 a	 base	 color,	while	Fairfax	 is	most	of-
ten	used	for	typography.	Wilshire,	Venice,	Topanga,	and	Melrose	act	as	
secondary	colors	that	can	be	used	for	backgrounds	and	design	elements.	
The tone of each color can also be adjusted to create more depth within 
elements	and	touch	points.	

PRIMARY COLORS SECONDARY COLORS

#737373
RGB: 115, 115, 115
CMYK: 0, 0, 0, 55

#4B8F8E
RGB: 177, 202, 217
CMYK: 18, 7, 0, 15

#CD8B64 
RGB: 205, 139, 100
CMYK: 0, 32, 51, 20

#E6D9C9 
RGB: 75, 143, 142
CMYK: 48, 0, 1, 44

#A8C2BA
RGB: 168, 194, 186
CMYK: 13, 0, 4, 24

#B1CAD9
RGB: 230, 217, 201
CMYK: 0, 6, 13, 10
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mock-ups
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The design of my business card is clean and sim-
plistic to promote professionalism while still in-
corporating	key	elements	of	my	brand	 identity.	
My	logo	is	displayed	vibrantly	on	the	backside	of	
the card with secondary colors from my palette, 
and the frontside lays out all my important con-
tact information while drawing on the palm tree 
imagery	and	playful	 font	used	 frequently	across	
my	brand.

BUSINESS CARD

STOREFRONT SIGN BUCKET HAT CANVAS TOTE BAG

Above	are	examples	of	how	my	logo	would	appear	on	brand	merchandise.	Included	are	a	strorefront	sign	with	
my	full	logo	lock-up,	a	bucket	hat	to	stay	protected	from	the	sweltering	L.A.	sun,	and	a	canvas	tote	bag	fitting	
for	on-the-go	ventures	across	the	valley.	



final comments
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TAKE IT EASY.

TAKE IT EASY.
TAKE IT EASY.

These	 guidelines	 are	 relatively	 flexible	 and	 should	 allow	 for	 enough	
creative	freedom	to	use	the	typography	and	color	palette	as	you	see	fit	
while	still	making	sure	the	brand	looks	its	best	across	all	applications.	If	
in doubt, just refer back to this guide or feel free to get ahold of me at 
sarabredice@gmail.com.		

TAKE IT EASY.


