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BRAND POSITIONING STATEMENT
For people who need creative work, Grace Hill Creative is a design company that is
focused on bringing beautiful ideas to life through innovative design.
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BRAND BOARD
Grace Hill

LOGO

MARK

Grace Hill Creative
gracehillcreative@gmail.com
501.428.6404
gracehillcreative.com
LOGOTYPE

@gracehillcreative

@GraceHill

B R A N D P O S I T I O N I N G S TAT E M E N T

For people and businesses in need of creative problem solving who value timeless designs and require
help relating their core principles to the people they serve, the Grace Hill Creative is a design firm that
will meet these needs.
C O L O R PA L E T T E

PAT T E R N S

TEXTURES

T Y P E FA C E S

Spectral

CocoGoose

ABCDEFGHIJKLMNOPQRSTUVWXYZ

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

abcdefghijklmnopqrstuvwxyz

1234567890!?,.

1234567890!?,.

I N S P I R AT I O N
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VISUAL
GUIDELINES
66

LOGO

This is used across all appropriate applications and contributes to brand recognition.
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LOGO COMPONENTS
The logo may be broken apart into two symbols, the mark and the logotype, to be used
independently as a substitute under circumstances where the brand is recognized or
when “GRACE HILL CREATIVE” is too small to be legible.

MARK

LOGOTYPE
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MINIMUM SIZE

The minimum size for the logo is one inch in width. Anything
smaller causes the risk of losing legibility to increase.

1 in.

When the logo components are used independently, the width of the mark should not
be smaller than .25 inches and the width of the logotype should not be smaller than .75 inches.

.25 in.

.75 in.
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CLEAR SPACE REQUIREMENTS
Nothing should be placed within one height of the letter ‘E’ of the logo or alternatives
when used in other documents or designs. Anything placed closer would reduce clarity of
the logo and the brand.
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COLOR PALETTE
The following colors are acceptable for usage.

Pantone: 129 C
HEX: EEC141
RGB: (238, 193, 65)
CMYK: (7, 23, 86, 0)

Pantone: 624 C
HEX: 64928F
RGB: (100, 146, 143)
CMYK: (59, 23, 38, 13)

Pantone: 7464 C
HEX: 97BEBF
RGB: (151, 191, 191)
CMYK: (41, 12, 24, 0)
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COLOR VARIATIONS
When color is not available, black and white is preferred.
Reverse treatment may be used when necessary.

BLACK AND WHITE

			

REVERSE TREATMENT
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UNACCEPTABLE LOGO USAGE
The logo may not be stretched or
distorted in any form.

It should not be stacked or rearranged in
any way accept for the accepted composition.

No colors outside of the accepted color
variations should be used within the logo
unless authorized otherwise.

The logo should not be placed on a background
that reduces visibility or legibility.
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TYPOGRAPHY

The listed sans serif and serif are the preferred typefaces. Spectral is to be used for
body copy or large amounts of text, while Cocogoose is to be used for small amounts
of text and headers. It is preferred that all capitals be chosen when using Cocogoose.

SANS SERIF
COCOGOOSE
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!?,.

SERIF
Spectral
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!?,.
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ALTERNATIVE TYPOGRAPHY
In the event that the preferred typefaces are unavailable, use Palatino in place
of Spectral and Century Gothic Bold in place of Cocogoose.

SERIF
Palatino
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!?,.

SANS SERIF
CENTURY GOTHIC BOLD
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!?,.
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LETTERHEAD

When using the letterhead, all text should fit within .5 inch margins on the left, bottom, and right sides,
as well as a 1 inch margin from the top. Leading should be 13pt for bodies of text and 15pt in between
paragraphs. Body copy should be set at 10 pt
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VISUAL IDENTITY
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BUSINESS CARD
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WEBSITE FAVICON
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SOCIAL MEDIA

INSTAGRAM
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EMAIL SIGN-OFF
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RESUME

May 2022 resumé. Recent version available here.

CONTACT

501.428.6404
gracehillcreative.com
gracehillcreative@gmail.com
d @gracehillcreative
j @gracehillcreative

EDUCATION

AWARDS

PROFESSIONAL EXPERIENCE

SKILLS

Bachelor of Fine Arts in Graphic Design
Art History Minor
Arkansas State University Honors
Graduation Date: August 2022

January 2022 - Present Jonesboro, AR
A-State Art+Design | Recruitment Liaison
Reached out to prospective students via phone
and mail to encourage enrollment.
December 2021 Jonesboro, AR
Huntington Square | Advertising Designer
Worked on team to pitch print and social
media campaign to The Polish Agency for
Huntington Square.

June 2021 Jonesboro, AR
A-State Art+Design Summer Residency |
Student Leader
Helped lead ideation, execution, installation, and
presentation of students’ collaborative work
created during residency.
May 2021 Jonesboro, AR
Williams Ledesema Campaign | Designer
Designed logo, visual identity, and social
media posts for A-State Student Government
Association campaign.
January 2020 - August 2020 Little Rock, AR
Therapeutic Infusions Center |
Social Media Manager
Wrote copy and communicated with clients via
comments and direct messaging

PORTFOLIO HERE
www.gracehillcreative.com

2020-2022
2020-2022
2018-2022
2018-2022

-

A-State Art + Design Portfolio Award
A-State Dean’s List
A-State Leadership Award
Arkansas Challenge Scholarship

Adobe Creative Suite
Identity Design
Creative Problem Solving
Interpersonal Skills
Leadership
Social Media Communications
Public Speaking
Conflict Resolution

ORGANIZATIONS

American Institute of Graphic Arts
A-State Jonesboro Chapter | Board Member
2021-2022
Art Student Union
A-State Jonesboro | President
2020-2022
Student Infrastructure Committee
A-State Jonesboro | Member
2020-2022

SERVICE

American Advertising Federation
Northeast AR Chapter | AAAWARDS Volunteer
2022
Center for Youths and Families
Jonesboro, AR | Valentine’s Drive
2018 + 2019

REFERENCES

Available upon request.
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REFERENCES

REFERENCES
NATALIE ESKEW

DR. KATHERINE BAKER

• Job Title
Director of Housing

• Job Title
Assistant Professor of Art History

• Employer
Arkansas State University

• Employer
Arkansas State University

• Business Address
PO Box 2774
State University, AR 72467

• Business Address
PO Box 1920
State University, AR 72467

• Email
neskew@astate.edu

• Email
katbaker@astate.edu

• Telephone Number
(870) 972-2042

• Telephone Number
(870) 972-2752

LESLIE PARKER
• Job Title
Professor of Graphic Design
• Employer
Arkansas State University
• Business Address
PO Box 1920
State University, AR 72467
• Email
lemoore@astate.edu
• Telephone Number
(870) 972-3050

501.428.6404
gracehillcreative.com
gracehillcreative@gmail.com
@gracehillcreative
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CORRESPONDENCE

Dear Ms. Hand;
I am writing this letter to express my interest in the Art Director opening as advertised on the Paradigm
Creative Blog.
I believe I can make valuable contributions to the design team at Paradigm Creative. I possess a wide range of
abilities that combine innovative art and design principles after comprehensive study for my Bachelor of Fine
Arts in Graphic Design degree obtained at Arkansas State University. Furthermore, my expert knowledge of
Adobe Creative Suite, branding/identity design, and social media/networking will allow me to play a crucial role
in the implementation of your design and marketing initiatives.
The following are highlights of my skills and accomplishments:
• Design for several different identities. These range from newly launched small businesses to campaigns to
personal branding. Each of these has a developed brand that is unique to it and its services.
• Work as a social media manager and recruitment liaison. I understand the importance of strong
communication skills, including active listening and awareness of conversation styles.
• Collaboration with creative teams. I have developed a passion for leadership as well as an appreciation for
dependability and constructive criticism.
• Experience with consistent design systems across multiple platforms. I am comfortable with the ideation and
creation of campaigns that succeed as a unified collection of materials including print, social media content,
and/or merchandise.
Enclosed are my resumé and references for your review. You may also view my portfolio of work at
www.gracehillcreative.com or learn more about me on Instagram @gracehillcreative. I welcome the
opportunity to discuss with you personally how my skills and strengths can best serve your company. I will
contact you this week or please feel free to reach me at 501.428.6404 or gracehillcreative@gmail.com. I look
forward to speaking with you and appreciate your valuable time and consideration.
Sincerely,

Grace Hill

501.428.6404
gracehillcreative.com
gracehillcreative@gmail.com
d @gracehillcreative
j @gracehillcreative
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CORRESPONDENCE
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WEBSITE
www.gracehillcreative.com

					

HOMEPAGE
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WEBSITE

			
NAVIGATION
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WEBSITE

			

ABOUT ME
28

WEBSITE

			
CONTACT AND SOCIALS
29

WEBSITE

			
			

RESUME DOWNLOAD
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SOCIAL MEDIA
MISSION STATEMENT

I use social networks to share my creative process and finished works in an attempt to connect with people
and businesses that align with, inspire, and help to advance the Grace Hill Creative brand. Social media will
be an opportunity to spread the positive, colorful, and playful yet grounded qualities that Grace Hill Creative
is built on. Connecting with like minded designers, peers, and businesses will help establish Grace Hill
Creative within online communities. I will showcase my personal brand online by being authentic, presenting
my true personality, and staying aligned to my values.

				 CONTENT CALENDAR
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INSTAGRAM
@gracehillcreative
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INSTAGRAM POSTS

“Instagram post introducing me, share to personal account story.”
For this post I shared a professional headshot and introduced myself in the caption. By
having this as the first post I set the tone as personal without being too relaxed.
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INSTAGRAM POSTS

“Share work in progress.”
For this post I shared a work in progress image and hinted at what it is in the caption. This
shows a sneak peek into my process and shows that I am comfortable sharing unfinished work.
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INSTAGRAM POSTS

“Post a #throwbackthursday.”
For this post I shared an image of an older piece of mine and tagged it #throwback in the
caption. This image fits my feed’s color story and shows an example of some work of mine
that is not graphic design.
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LINKEDIN
@gracehillcreative
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LINKEDIN POSTS

“Introduce website.”
For this post I shared the link to my website to encourage interaction with the newly
launched site!
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LINKEDIN POSTS

“Share work from my business Instagram.”
For this post I shared the link to my business Instagram account, @gracehillcreative, to encourage
making connections across multiple platforms
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LINKEDIN POSTS

“Share a post from my business Instagram.”
For this post I shared the link to a post on my business Instagram, @gracehillcreative, to
advertise for the 2022 Branded Senior Show. By not sharing all of the information needed
in the Linkedin I encouraged viewers to click on the link to the Instagram post.
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BEHANCE
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BUSINESS PLANS
BUSINESS PLAN A | GRFX-4503 PROFESSIONAL PRACTICE | SPRING 2022
______
IDENTITY:
What’s your full name?
Grace Hill
Would you like to create a brand that refers to you as a person or you as a thing? In other words, do you want to have a
business that is known by your name or by another name?
I would like for my business to be known by my name,
What is the location of your business? If you do not know yet, state your ideal location. Or you could explain
something like “A large city in the U.S.” or “A medium-sized city in the northeast region of the U.S.”
I expect my business to be located, at least for the first bit of my career, in Memphis Tennessee. If not, I still expect to be
in a moderately sized city for work.
Where would you rather work (when the pandemic clears and you have a choice)? Virtual from home or at a
physical office?
I would rather work hybrid, but if I had to choose one it would be in office.
_______
S.W.O.T.

•
1.
2.
3.

S - Strengths (internal/personal aspects that give you an advantage):
I am a team leader.
I am dependable.
I am organized and orderly.

•
1.
2.
3.

O - Opportunities (external/public – new services, products or markets for you to consider):
I am happy to move/relocate for work.
I want to learn new softwares/creative processes.
I want to meet new people and try new things.

•
1.
2.
3.

W - Weaknesses (internal/personal aspects that might hinder you or cause problems):
I have the tendency to steamroll people that cannot keep with me.
I can be abrasive.
I do not like to work with people that aren’t as structured as me.

•
1.
2.
3.

T - Threats (external/public – EX competition, government regulations, money, tech?):
I don’t have the resources to try and do everything that I am interested in.
Seeing others’ great work makes me doubt my own.
I don’t have connections in my career field.

______
YOUR MISSION:
What drives you? What keeps you motivated? What are you passionate about?
My need to be successful in a creative field drives me. I am motivated by the people in my life, family and friends, that
want to see me succeed. I am passionate about feeling strong, efficient, and liked by the people that matter to me.
What is important to you in business?
In business it is important to me that communication is open, mental health is valued, and people do not feel that they
have to hide their needs from their boss or coworkers. Everyone thrives when everyone is open and honest. This could be
as simple as needing to take a longer lunch to practice mindfulness, the acknowledgment is what matters.
______
YOUR FUTURE:

					

A
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BUSINESS PLANS
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BUSINESS PLANS
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BUSINESS PLANS
BUSINESS PLAN B | GRFX-4503 PROFESSIONAL PRACTICE

1

What’s your full name?
Grace Hill
______
YOUR FINANCIAL PLAN:
A traditional financial plan for business consists of the following at a minimum:
12-month profit and loss projection; cash-flow projection; projected balance sheet; and break-even calculation.
This project will not be so demanding, nor specific.
______
COST-OF-LIVING ANALYSIS:
What are your minimum EXPENSES in relation to your business per month?
If the costs you acquire are per quarter or year, do the math for the monthly cost.
Cost of basic Health Insurance:
$140
Cost of Equipment (Software and Hardware):
$53 Adobe Creative Cloud
Cost of Website:
The domain www.gracehillcreative.com costs $6.99 per month to keep the rights.
Cost of Continued Education
$30 Lynda.com
Cost of Estimated Quarterly Taxes Set Aside Per Month (1/3 rule set aside 4 times a year):
Approximately $1224 quarterly, plus state tax
Other:
$550 rent, utilities included
$90 phone
$75 wifi

______

TOTAL ESTIMATED COST PER MONTH:
$1,251

What are your minimum projected PROFITS in relation to your business and its expenses per month?
Replace month with year or quarter to match expenses if necessary.
How much will you charge?
I will charge an hourly rate of $50.
How many days of the week will you work?
I will work five days per week.
How many hours per week do you expect to be billable?
40 hours per week
TOTAL ESTIMATED PROFIT PER MONTH:
$6,749

					

B
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FINANCIAL FORMS
ESTIMATE

The following is an estimate from Grace Hill for work.
This is neither an invoice, nor a quote. See plans from
meeting notes to provide the expected total of hours.
THANK YOU FOR THIS OPPORTUNITY!

Date: Date

Client Name: Company (or Person’s) Name Here

Job Number: Job or Invoice #

Address: Street Address Here; City State Zip
Phone: (XXX) XXX-XXXX

PROJECT DESCRIPTIONS
Name of Project
Notes:
List any notes from meetings or other information provided by client.
Materials Requested:
IF client has requested specific materials, list here. Otherwise remove.
Timeline:
No rush charges. Timeline discussed when estimate approved. If job will be rushed, explain here a
and increase rate.
Rate: $--/hr
Hours:
Revisions:
Total: $

• Explain here what you will receive and what is expected.
• More here. Include everything, including the time to pre-press (or similar) files.
• Revisions beyond those listed will incur hourly charges.

Name of Project
Notes:
List any notes from meetings or other information provided by client.
Materials Requested:
IF client has requested specific materials, list here. Otherwise remove.
Timeline:
No rush charges. Timeline discussed when estimate approved. If job will be rushed, explain here a
and increase rate.
Rate: $--/hr
Hours:
Revisions:
Total: $

• Explain here what you will receive and what is expected.
• More here. Include everything, including the time to pre-press (or similar) files.
• Revisions beyond those listed will incur hourly charges.

THANK YOU!
501.428.6404
gracehillcreative.com
gracehillcreative@gmail.com
dj@gracehillcreative

					

ESTIMATE
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FINANCIAL FORMS
QUOTE

The following is a quote from Grace Hill for work.
This is not a legally binding contract, nor an invoice.
See meeting notes to provide the expected total of hours.
THANK YOU FOR THIS OPPORTUNITY!

Date: Date

Client Name: Company (or Person’s) Name Here

Job Number: Job or Invoice #

Address: Street Address Here; City State Zip
Phone: (XXX) XXX-XXXX

PROJECT DESCRIPTIONS
Name of Project
Notes:
List any notes from meetings or other information provided by client.
Materials Requested:
IF client has requested specific materials, list here. Otherwise remove.
Timeline:
No rush charges. Timeline discussed when estimate approved. If job will be rushed, explain here a
and increase rate.

Total: $XX
Revisions: 2

• Explain here what you will receive and what is expected.
• More here. Include everything, including the time to pre-press (or similar) files.
• Revisions beyond those listed will incur hourly charges.

THANK YOU!
501.428.6404
gracehillcreative.com
gracehillcreative@gmail.com
dj@gracehillcreative

					

QUOTE
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FINANCIAL FORMS
INVOICE

THANK YOU FOR THE OPPORTUNITY TO WORK
WITH YOU! All payments can be made to Nikki Smith and
mailed to thea ddress below. Please contact me with
ques tions about this or any future work.

Date: Date

Client Name: Company (or Person’s) Name Here

Job Number: Job or Invoice #

Address: Street Address Here; City State Zip

Payment Due: Date

Phone: (XXX) XXX-XXXX

PROJECT DESCRIPTIONS
Name of Project
Rate: $XX/hr
Hours:
Total: $XXX

• Explain briefly what was done. Be sure it matches to the estimate and
quote at a minimum.
• If the project is not yet finished, state this.

TOTAL: XXX

THANK YOU!
501.428.6404
gracehillcreative.com
gracehillcreative@gmail.com
dj@gracehillcreative

				 HOURLY INVOICE
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FINANCIAL FORMS
INVOICE

THANK YOU FOR THE OPPORTUNITY TO WORK
WITH YOU! All payments can be made to Nikki Smith and
mailed to thea ddress below. Please contact me with
ques tions about this or any future work!

Date: Date

Client Name: Company (or Person’s) Name Here

Job Number: Job or Invoice #

Address: Street Address Here; City State Zip

Payment Due: Date

Phone: (XXX) XXX-XXXX

PROJECT DESCRIPTIONS
Name of Project
Project Rate: $XX
>Revisions:
Rate: $XX/hr
Hours: X
Total: $XXX

• Explain briefly what was done. Be sure it matches to the estimate and
quote at a minimum.
• Be clear on the time allotted to revisions beyond the number allowed on the
estimate/quote.If none were necessary, remove this.

TOTAL: XXX

THANK YOU!
501.428.6404
gracehillcreative.com
gracehillcreative@gmail.com
dj@gracehillcreative

				 PROJECT INVOICE
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PROMOTIONAL MERCHANDISE
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PROMOTIONAL MERCHANDISE
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PROMOTIONAL MERCHANDISE
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PROMOTIONAL MERCHANDISE
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THANK YOU FOR
READING!

