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Introduction

Professional Snapshot



Tobin is a multi-talented CD/ACD/Writer with a
flexible writing style, discerning perspective,
infectious curiosity, and 20 years of experience
as a creative professional.

Specialties include short- and long-form writing,
creative direction, concepting, team leadership,
marketing, branding, strategy, & publicity.

Client experience includes Google, Meta,
LinkedIn, PayPal, Levi's, Starbucks, SAP, 4%ers,
Shure, Aperol, Skyy, Mike's Hard Lemonade,
Glenfiddich, Gates Foundation, Bain Capital, and
oh so many more.
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Promotional Emails
Think with Google



Promo Emails

What's new on Think with Google today

Client:

Think with GOOgle Your Thursday roundup of the latest insights, ideas, and inspiration
to inform your marketing plans.

Project:

Weekly promo emails What did billions of search
queries reveal about 2021? )

The
Role: Watch now Insights
. . J
Creat|ve CO‘lead / erter / Google Search queries can help clarify il
. people’s priorities, interests, and habits
Edltor with a global scope. Join a team of

Google data insights experts as they try
to unravel the implications of some of
the biggest global search trends from

Goalz this past year.
Drive site visits by

Insights

engaging emai The Road to
subscribers (New) Normalcy
Description: Feature ‘long’ Tl

In consultation with

editorial team at TwG, | Also new

concepted and wrote 3-4
emails every week
Search queries can help clarify people’s priorities, interests,

promoting nery ‘q 3 and habits with a global scope. Join Google data insights
published content on the m El romthis pastyear oot globalsearehende

client’s site. Watch now

What did billions of search queries reveal about
2021?

Sub-feature ‘short’

Proprietary + Confidential



Promo Emails

Client:
Think with Google

Project:
Weekly promo emails
continued

What's new on Think with Google today

Your Thursday roundup of the latest insights, ideas, and inspiration
to inform your marketing plans.

How Carvana reimagined the
automotive customer
experience

Read on

Carvana founder and CEO Ernie Garcia
launched his company, in part, to change car
buying from an inconvenience to a fun
experience. By leaning into a seamless
digital shopping journey, his company has
not only become the fastest-growing online
used car retailer in the U.S,, it has also
changed the fundamentals of car buying
itself. Discover the three keys that helped
Carvana transform how people buy cars.

Feature ‘long’

Also new

How Carvana reimagined the automotive
Co— i
customer experience

2
@ Carvana founder Ernie Garcia launched the online used car
Q ) retailer, in part, to make car buying hassle-free. Discover
< the three keys that helped his company transform how

people buy cars.

Read on

Sub-feature ‘short’

Proprietary + Confidential



Promo Emails

Client:
Think with Google

Project:
Weekly promo emails
continued

Think with Google

The Thought-Starter: June 5, 2020

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod
tempor incididunt ut labore et dolore magna aliqua.

7
L 217
J  E—

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod
tempor incididunt ut labore et dolore magna aliqua. Ut enim ad minim
veniam, quis nostrud exercitation ullamco laboris nisi ut aliquip ex ea
commodo consequat. Duis aute irure dolor in reprehenderit in voluptate
velit esse cillum dolore eu fugiat nulla pariatur. Excepteur sint occaecat
cupidatat non proident, sunt in culpa qui officia deserunt mollit anim id.

CTA

ik Think with Google ves
Google 9 hrs -

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do
eiusmod @tempor_incididunt ut labore et dolore magna aliqua.
Ut enim ad minim veniam, quis nostrud exercitation ullamco
laboris nisi ut aliquip ex ea commodo consequat

~” The way people
| experience and
[ fulfill their needs has
fundamentally shifted

Think with Google

O 1 5 Shares

[C) Like () Comment (> Share

Proprietary + Confidential



SOCIAL]

Social Posts

Client: Think with Google



Client:
Think with Google

Project:
Weekly social posts

Role:
Creative co-lead / Writer /
Editor

Goal:

Increase awareness and
drive subscriber
conversions.

Description:

In alignment with email
content, delivered social
posts to increase reach
across social media
platforms.

Itk Think with Google eoe
Google 9 hrs -

Marketers looking to unlock growth during these
uncertain times need a deep understanding of global
trends and consumer behaviors. Discover how Google
Ads tools can improve your digital strategy. .

“In 2021, marketers learned how
readiness, speed, and agility are
critical to building resilience.”

Brian Burdick
Senior Director, Search Ad Automation at Google
rce: Wt 2021 Soarch trends mean for your Gigtalstrategy.” Docembr 2021. ThinkWithGoogle.com Think with Google

O n 5 Shares

EC) Like () Comment £ Share

10

[Facebook]

Marketers looking to unlock growth during these uncertain times need a
deep understanding of global trends and consumer behaviors. Discover
how Google Ads tools can improve your digital strategy.

[Linkedin]

Marketers looking to unlock growth during these uncertain times need a
deep understanding of global trends and consumer behaviors. Discover
how Google Ads tools can improve your digital strategy.

[Twitter]

Marketers looking to unlock growth during these uncertain times need a
deep understanding of global trends and consumer behaviors. Discover
how Google Ads tools can improve your digital strategy.

Proprietary + Confidential



Client:
Think with Google

Project:
Social posts continued

Itk Think with Google oo

with
Google g prs -

People all over the world reshaped their lives in 2021,
asking billions of questions on Google to help find their
way. Experience our Year in Search visual story to
understand the top trends of 2021 and get ready for what
comes next.

O n 5 Shares

If) Like () Comment /> Share

M

[Facebook]

People all over the world reshaped their lives in 2021, asking billions of
questions on Google to help find their way. Experience our Year in Search
visual story to understand the top trends of 2021 and get ready for what
comes next.

ALT:

Explore the top Google search trends of 2021 for insights into the
changing priorities, cultural interests, and habits likely to last, and get
your brand ready for what comes next.

[Linkedin]

People all over the world reshaped their lives in 2021, asking billions of
questions on Google to help find their way. Experience our Year in Search
visual story to understand the top trends of 2021 and get ready for what
comes next.

[Twitter]

People all over the world reshaped their lives in 2021, asking billions of
questions on Google to help find their way. Experience our Year in Search
visual story to understand the top trends of 2021 and get ready for what
comes next.

Proprietary + Confidential



Client:
Think with Google

Project:
Social posts continued

I:mk Think with Google eoe
Google Q9 hrs- @

With searches for “open now near me” on the rise, people clearly still looking

for the local, in-store experience.
Explore the 2022 Retail Marketing Guide and find the tools that can drive

more foot traffic and grow your retail sales.

YOY increase globally
in searches for

(open now near me)

+400%

Source; 2022 Retall Marksting Guide: Drive foot traffic and In-store saes,”
March 2022 ThinkWithGoogle.com

5 Shares

[C) Like (D Comment 4> Share

12

Proprietary + Confidential



O 7N

Dlgltal Ads

Client: Think with Google / Google UX Research

13



Paid Media

Client:
Think with Google

Project:
Year in Search digital ads

Role:
Creative co-lead / Writer

Goal:

Drive Year in Search
Report downloads and
build subscriber list.

Description:

Annual campaign
highlighting the top data
points of the year from
Think With Google.

Think

with
Google  Think with Google

+ Follow

Explore #Search insights from the #ThinkWithGoogle
B2B Year in Search report to get ready for what’s next.

Look back to
move your

| marketing J
forward &W

YEARIN

SEARCH
2021

Get the insights you need.

Know the trends
that matter

See the demand.

14

Dive into

the CEZ)

YEARIN
SEARCH
2 2 1 Think with Google

AR 1N
Explore the numbers. SEARCH \[r]/

Q

Understand
Y insights)
you need

Get the B2B Year in Search
report.
YEAR IN

SEARCH
2021

Learn what the trends of
2021 mean for 2022.

Proprietary + Confidential



Paid Media

Year in Search campaign
continued:

Social Carousel

Think
with 3
Gorgle  Think with Google

+ Follow

Explore #Search insights from the #ThinkWithGoogle
B2B Year in Search report to get ready for what’s next.

There were
billions of
questions
and billions
of searches
in 2021

YEAR IN
SEARCH

2021

Think with Google
B2B Year in Search report

From
changing
priorities,
cultural
interests,

YEAR IN
SEARCH

2021

Think with Google
B2B Year in Search report

and habits
likely to
last, find
the insights
you need

YEAR IN
SEARCH
2021

Think with Google
B2B Year in Search report

15

Think with Google

Look back
to move AR 1IN
your QSEARCH Y
marketing (U
forward
Expl
SEARCH
2021
I — 1 ——
Think with Google Think with Google
B2B Year in Search report B2B Year in Search report

Proprietary + Confidential



Paid Media

Year in Search campaign
continued:

Responsive Display Ads

III

YEAR IN
SEARCH

Think  Six Search
‘ with trends distilled
Go gle Think with Google

Find the insights behind the biggest
trends from 2021 to jumpstart 2022.

Think
Google
The 6 biggest
trends in Search

Explore the Google Search data to help
get ready for what'’s to come in 2022.

Slose m

16

Six major insights from 2021

Think Explore the Google Search
with data to help get ready for °
Google  what's to come in 2022.

Proprietary + Confidential
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| O Paid Media

Client:
Google UX Research

Project:
Focus group recruitment

Role:
Creative lead. Writer.

Goal:

Motivate people to sign
up for focus group
participation.

Description:

As part of broader
rebranding effort, we
generated digital ads to
build out the roster of
potential focus group
participants to help
Google product
managers test their
MVPs.

Google User Experience Research

Let's
build this

Join a user study and help us
make tomorrow happen.
Participants get a thank you gift.

Google User Experience Research

Let’s build this
together

Help us build better products for
you and your kids. Participate in a
user study and get a gift card.

3

X

g ¥
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Google User Experience Research

Inspire what'’s
ossible
p ﬁ —

Join a user study and help us
make tomorrow happen.

r 4 S
3
Participants get a thank you gift. ;
N,

Google User Experience Research

In code
we trust

We've got MVPs. You've got

opinions. Let's make something J
great. For participating, you'll ?

Wy

receive a gift card.

/‘

b
r e
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LANDING PAGES

WEBSITES

Client: LinkedIn



| "l‘ Landing Pages

Il

Client: R wtent solutions
LinkedIn

. . -— ‘ . A
5 essential traits of succeSsill safe¥candidat

.
. ]
PrO]eCt. ective salespeaple requires identifying thesoft ki Sl 1 s thdt abe fundamegiay
. . 0 look for in your next sales hire.

Talent Solution: Sales
Recruitment

Motivation Honesty Adaptability Customer Oriented Tenacity
Role:

Creative co-lead / Writer

Goal:
Increase engagement
with core users

Description:

Provide practical insights %)

for recruitment .

professionals to Motivation

encourage the use of perommanes e mpioyec e happermors v, and e v,

LinkedIn as their primary
talent sourcing tool.

Proprietary + Confidential
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| "l‘ Landing Pages

Client:
LinkedIn

Project:
Talent Solutions landing
page continued

What to ask:
"What motivates you as a sales professional?"

Agood answer:
"I've found customers don't always realize the issues keeping them from reaching their goals. The key is to
help them identify and solve those problems. | want to be a strategic partner rather than a salesperson. My
motivation isn't to sell products, it's to offer solutions."

What works:

+ Agenuine interest in helping customers solve business challenges

- The ability to articulate product complexities in a concise, engaging, and educational way

+ An emphasis on building trust with long-term opportunities

Apotential red flag:
“The thrill of closing a deal keeps me coming back for more. I'm driven to come out in first place every quarter
and to really maximize my earnings. | know I'm good at selling, and I'll do whatever it takes to grow our
customer base. | won't take "no" for an answer!”

What to watch out for:

+ Afocus on the sole definition of success as making a personal profit, rather than on perceiving successin
the context of the team dynamic

+ Anunshakable conviction that their product s the solution, no matter the circumstances of the customer's
needs

+ Aconcentration on short-term wins over building lasting relationships predicated on trust

Motivati

19
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| "l‘ Landing Pages

Client:
LinkedIn

Project:
Talent Solutions landing
page continued

Additional hiring resources

Interview Ques

Download now >

. ¥l
e i |
m

What candidates find helpful, why they apply, and what it means for you.

Jab Bescription HeatMap

Learn more >

About
Cookie Policy
Privacy Policy

User Agreement

Sitemap

Linked [ Lirkedin Corporation 2018

DY yoEbh D

19

LY 1]
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Folded Leave Behind

Clients: Google Ads




Client:
Google Ads

Project:
Local Services Ads (LSAs)
leave behind

Role:
Creative co-lead / Writer

Goal:

Encourage trade show
attendees to utilize
Google LSAs to promote
their local business.

Description:

Provide visually engaging
pamphlet promoting the
features & benefits of
LSAs. Final piece was an
four page accordion fold

Back

Front

Small business services we support:

ﬁ Home services

Plumbing, contracting, cleaning services, moving,
and more

Professional and educational services

Legal services, tutoring, healthcare practices,
tax specialists, and more

“ B

[ Care and wellness services

Physical therapy, personal training, yoga teaching,
dog grooming, and more

Google Local Services Ads

ABC Landscaping

22
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Client:
Google Ads

Project:
Local Services Ads (LSAs)
leave behind continued

Middle

Middle

Show

off your

' true
colors

ABC Painting
49 * ok ok ok ke
@ G00GLE GuARANTEED

Opennow

Only pay for
the leads you get

Get real results that create clear opportunities.
With Local Services Ads, you only pay if a customer calls,
books, or messages you directly through the ad.

23
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Video

Shure / Think with Google



6 Video

Client:
Shure

Project:
Brand Development

Role:
Creative lead. Writer.

Goal:

Create an internal brand
that was simultaneously
unique and aligned with
parent brand guidelines

Description:

UX research is critical to
the success of Google’s
products. The UXR team
needed to build a brand
that would engage PMMs
to use their services.

Link Proprietary + Confidential
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https://www.facebook.com/shureinc/videos/the-lineup-thats-legendary-shure/280212057688858/

6 Video

Client:
Think With Google

Project:
Insights Jam Series

Role:
Creative co-lead / Writer

Goal:

Share an insider’s
perspective
demonstrating how
Google data analysts
gain actionable insights
from Search trends.

Description:
Developed the concept
of around table
discussion, oversaw
trend selection for
discussion, and joined
shoots as script
supervisor.

_— Proprietary + Confidential
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https://www.youtube.com/playlist?list=PLNBdIP33wJ3ol3ziDXul4us1xpWM0d8O2

6 Video

Client:
Think With Google

Project:
How to Think About
Series

Role:
Creative co-lead / Writer

Goal:

Share product experts
perspectives on key
digital marketing topics
and how best to use
Google products to get
great results.

Description:
Developed the series
concept, wrote scripts,
and joined shoots to
ensure as script
supervisor.

Think with Google

How to

think about
building ads
for YouTube

L
>
=

27
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https://www.youtube.com/playlist?list=PLNBdIP33wJ3rGE4VeZepkM-FZKVBOSZ7C

O

STYLE GUIDES

Brand Building

Client: Google User Experience Infrastructure (UXI)

28
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| , Style Guides

Client:
Google UX Research

Project:
Brand Development

Role:
Creative lead. Writer.

Goal:

Create an internal brand
that was simultaneously
unique and aligned with
parent brand guidelines

Description:

UX research is critical to
the success of Google’s
products. The UXR team
needed to build a brand
that would engage PMMs
to use their services.

Brand platform

€3 Uxintrastructure

Brand voice and tone
Brand personality

Brand personality consists of the
characteristics the brand embodies.
These are the raits the brand
expresses in everything it does,
intemally and extemall.

&3 uXnfrastructure.

Capable. UXI develops, defines, and directs all aspects of the
user-experience pipeline. We understand the needs, desires, and
‘conces of all stakeholders.

Capable means skilled, effective, and reliable.

Consi NoUx 3 pivot nimbly,

and work ly they need.

Focused. As an operations team, we have a particular role to play. We
task i

passion.

Focused means precise, rigorous, and goal-oriented.
We interact with peopl oy

‘engagements, and we make all of them feel valued, understood, and

respected.

Welcoming means amiable, hospitable, and warm.

Brand platform

Current Google brand foundations

Put the user first. Build for everyone.

Building helpful experiences begins with “For everyone” means being intentionally

putting people first, every day. So in inclusive to help people see their authentic
derstand and in our work. So build,
P design, e abiliies. Honor
the int. And respect

Focus on clarity.
Our best workis built on a foundation of
simplicity, claity, and focus. So whether s

design, code, copy, or anything else we
make, start with simpliciy. Be direct and

moments that matter to them. every lfestyle, belief, and culture.

€3 UK nfrasruetore

and add only what's
necessary for the user to know its Google.

Pty Corttotel 2

Brand platform

Aspirational benefits:

defined

€3 uxintrastructure

Seamless. UXI has bult the support structures that faciltate all stakeholders
coming together to get work done. We make what's possible achievable.
Seamless means coherent, calm, and fluid

UXI develops, ref things run
smoothly.
Accelerated means proficient, precise, and logical.

Innovation. Uxi makes it possible to push ideas, products, and teams forward
b ory. 4 -

Innovation means creativity, vision, and expression

moves better to best.
Confidence means polished, refined, and successful.

e

29
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CASE STUDIES

Promotional Storytelling

Client: Google Design / WaitWhile




8 Case Studies

Client:
Google Design Sprints

Project:
Case Study Development

Role:
Writer/Researcher

Goal:

Promote success stories
for organizations who
partnered with Google to
run design sprints to
solve critical problems.

Description:
Interviewed participants
(typically partner leads)
to understand the sprint
and then wrote a clear,
concise narrative
explaining the challenge,
experience, and
outcome.

(® Design sprints News  CaseStudies Planning  Methodology R

Headspace Explores a New Audience

proouCT

()
~E\

First howdowe designan ~ STS
experience forchidrenthat st Tye
captures the value we provide

Headspace

(8 Design Sprints News  CaseStudies Planming Methodology Resources Communit ity

AfriScout: Sprint Collaboration with
Google.org

pRoouC

= Traditional methods of finding |~ STATS MeTHODSUSED
good grazing land like word of | SprntTpe. pom—
mouth, scouting, and fodzt Aty

Afriscout

31

® Design Sprints. News  CoseStudies Planning Mathodology Resources Community Google

The Worldwide Tribe Explores Virtual Empathy

son

-

Worldwide Tribe

Proprietary + Confidential


https://designsprintkit.withgoogle.com/case-studies/headspace-explores-new-audience
https://designsprintkit.withgoogle.com/case-studies/sprint-collaboration-googleorg
https://designsprintkit.withgoogle.com/case-studies/worldwide-tribe-explores-virtual-empathy

8 Case Studies

Client:
WaitWhile

Project:
Case Study Development

Role:
Writer/Researcher

Goal:

Share success stories
featuring different use
cases for the Waitwhile
queueing software
solution.

Description:
Interviewed Waitwhile
leads and clients to
understand the initial
problem state, the
proposed solution and
the post-launch results.

Waitwhile elevates the
customer experience at
Best Buy Canada

Best Buy uses Waitwhile for queue management

and curbside pickup at 169 retail locations
across Canada.

Road caso study >

Oklahoma State
University uses Waitwhile
to streamline student
services

0SU-OKC used Watwhile to revamp.
appointment scheduling and waik-in
procedures, achieving a 99.9% student
satistaction rate,

Read case study >

Oklahoma State University

32

Hartford HealthCare
hospitals provide real-
time patient care
updates to loved ones
using Waitwhile

Hartford HealthCare hospitals use Waitwhile as a
communication platform to provide surgery
updates to concerned family and friends.

Rood case study >

Hartford Healthcare

Proprietary + Confidential


https://waitwhile.com/case-studies/best-buy-canada/
https://waitwhile.com/case-studies/oklahoma-state-university/
https://waitwhile.com/case-studies/hartford-healthcare/

Long Form Copy

Client: Firewood Marketing / Google / WaitWhile

33



Q
| 7 Blog Posts

Client:
Firewood Marketing

Blog post contributions 3 w

Project:

Role: people strong.

Writer .

rewood -~ Mistak
Share stories about Firewood's Path to 300 Employees

Firewood Marketing to
improve SEO, attract
talent, and increase the
agency’s Q rating.

The Maaic of Mistakes

Description:

Pitched stories, worked
with internal comms
team to develop them,
interviewed stakeholders,
and wrote posts.

Profile of Firewood's CCO DJ Carey

Proprietary + Confidential
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https://firewood-staging.netlify.app/news/our-stories/the-story-of-firewoods-path-to-300-employees
https://firewood-staging.netlify.app/news/creative/mixing-it-up-with-firewoods-resident-dj
https://firewood-staging.netlify.app/news/our-stories/the-magic-of-mistakes

; Blog Posts

Client:
Waitwhile

Project:
Blog Writing

Role: Queueing Theory vs Waitwhile's
Writer Queue Management Practice

Waitwhile may strike some as a novel product focused on alleviating the frustration of lines and
Goa I: long wait times. And that frustration is real.

Develop articles that help
potential clients
understand Waitwhile's
market category and the
benefits of using its
product offering.

Queueing Theory

Description:
Interviewed key
stakeholders inside the
company to understand
the product nuances and
then translated those
conversations into highly
readable blog posts.

Proprietary + Confidential
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https://waitwhile.com/blog/queue-the-questions-queue-the-theory/
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Product & Service Offering

Google Lens App



App UX & UI

Client:
Google Lens

Project:
Play Store and App
Launch

Role:
Co-creative lead / Writer

Goal:

Optimize Play Store
presence to inspire
people to download the
Google Lens app.

Description:

Explored the app’s
capabilities by testing it
in real time and
developed short,
succinct copy to
describe its features and
benefits. Packaged copy
options with design and
delivered all assets for
upload to Play Store.

Full bleed core images

Google Lens

@ s

Summary

o Provide short and long ap{
Play Store page.
o Provide 2image layouts fq
(A) Fullbleed
(8) white background
o Provide arecommended set of 7 images.
o Provide alternate images for select categories. Alternate
images can be swapped in for A/B testing.
o Provide alternate headiine options for select categories.
Alternate headiines can be swapped n for A/B testing.

Play Store Landing Page

37

Google Lens - Search what you see with your camera

OPTIONS

Expi

i

ity it

findlooks

Firewood
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https://play.google.com/store/search?q=lens&c=apps
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