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Hello,Im
Sam CalchNeII'

I'm a Seattle-based marketing and communications
professional who builds campaigns that unite
communities and spark engagement. I've spent my
career helping nonprofits, universities, and mission-
driven organizations strengthen their brands, deepen
community engagement, and bring their values to life
through authentic communication.
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Brand Storytelling & Campaigns

1.Eastside Pathways — Brand Refresh & Engagement
Campaign
o Directed a full brand transformation aligning
visuals and messaging with organizational

values.

o Launched storytelling campaigns amplifying
local voices and community impact.

o Results: 35% increase in engagement and
stronger partner recognition.

o Visuals: Before/after logos, campaign graphics,
testimonial quote.

2.Wellness Initiative — Branding for a Nonprofit
Program

o Desighed brand identity and tone for a
community wellness program.

o Created logo suite, color system, and launch

campaign.
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Web Development & Digital Experience

1.Higher Education Microsite Launch = o
a.Oversaw strategy and design for a Colaborative Councils e C
student e-learning hub. 5w Action Networks
b.Collaborated with developers to b, W T cst s s o
ensure accessibility and brand R el ]
alignment. hw O Y

c.Improved navigation and
engagement metrics within first 3

months.
2’ N O n p rOfIt We bSIte Red eS|g n 2024-2026 Collaborative Action Networks
(WordPress)
a.Managed full site audit, content e

migration, and SEO optimization.

b.Developed new donor landing
page with 22% conversion
Improvement.
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E-Leaming & Educational Campaigns

1.Digital Course Branding for University Program

Onliner Crrtificoty Progrom

a.Developed visual and content framework for online | BECOME A
CERTIFIED FINANCIAL PLANNER™

WAYS

learning modules.

b.Streamlined brand consistency across 12 courses.

c.Visuals: Course graphics, slide templates, and
engagement analytics.

2.Community Training Initiative ,

a.Created multi-format learning content (PDF guides, _ | m oot coten b st bom

webinars, video intros). | - raloryowrcontent A Double check.
=2 then check again.

. . to your audience.

b.Increased participation by 30% through engaging TN\ P ere e saps ssoura you e

GREAT CAREERS BEGIN ABOUT et wreng. Do research on

CERTIFICATE IN
FINAMCIAL PLANNING Language barriers are difficult to deal with.
Here are some steps that youw, as a marketer,

cam take to ensure a successful interpretation

. M ou had develo when
Sto I tel | N a N d VI S U a |S WITH CFP® CERTIFICATION THE PROGRAM S it literal and nonverbal
o P —— you initially created the
T0U Bl i uricgor hodncial plasving. @ Pistoutio e content, keep in mind the translated messages and
0) et atien | hat Lames The (F Basd 5 Sirunaed Claiaes Skes M your . cultwral differences of your reach out to members of
c . - : . O pace SnComnam: Plourig. fi : both communities 1o ensune
ontainer Building Campaign Phase Scale and Sustain * T o o cmplete folkawing sur Sy — irst target audience
vgred o R ond thatynucnm!- ntis
4 N il Gre lEinE 5 pandland seheduie D - mp your second. :
CFP Board Baghtaned - — trins!adngpmpefhr.
T e T Don't just translate...
PRICE PER COURSE: $450 Often times, in both the English
CAPSTONE COURSE: §500 and Spanish language, words
) | Madenic LEARN MORE o
@l & Professional leaminglorife fsu.edu/dip and if these double meanings are
Discovery Phase Adjust Phase 2 Development [B50) 644-7542 » abmeronai @ edu nat considered when translating
Focus, diagnose and strategize Study campaign data, compare predictions content some unintended
through collaboration and adjust for continuous improvement e Consequences may arise,
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Event Marketing & Campaign Activation

1.Community Sustainable Transportation Campaigns
a.Led outreach and creative development for
programs encouraging biking, carpooling, and
public transit use.
b.Designed branded materials, email campaigns,
and event collateral to engage local residents and
City partners.
c.Result: Boosted community participation and
strengthened cross-sector collaboration.
2.Regional Partner Meetings & Community Summits
a.0Organized and promoted large-scale gatherings
for local government, nonprofits, and schools to
share progress on sustainability and equity goals.
b.Managed event branding, presentations, and
photography.
c.Result: Created consistent, professional visual
identity across multiple partner groups.
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Who will win

The CyclingSavvy race?

Organized by Florida State Universities Sustainable
Campus and Transportation and Parking Service

Faculty and staffl Team up with you department and take the course to become
better informed cyclersl

Prizes for the most completions within a department include: FSU football and
basketball season passes; Champions Club tickets for the homecoming game:
Department-wide pizza party and Department dinner at a local restaurant

,[ I\_ _’I .1: https://sustainablecampus.fsu.edu/cyclingsavvy "“‘*n;':‘__
N2 L L
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Social Media & Content Strategy

1.Mission Storytelling Series
a.Designed ongoing social

campaigns spotlighting 4 STEP N L
community impact WELLNESS CHALLENGCE
stories. £ oo vk

b.Grew followers and o |
engagement organically o
by centering authentic sodidlimedis =g
voices. .’\" a Write down your

& strengths

2.Wellness Brand Campaign

a.Managed content
calendar and visual / A
identity for mindfulness « o
and wellness initiatives. |

b.Collaborated on REFE
influencer outreach and
community building.

Practice mindful "4“.
breathing =

SIGN-UP WITHA
FRIEND AND RECEIVE A

R FIND ' $150 GIFT CARD ONUS!

g
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Product Launch & Merchandise

1.Limited Edition Community Apparel Campaign
a.Developed brand concept, messaging, and Cart & Soul
visual design for a cause-driven apparel
collection supporting local sustainability
efforts.
b.Created launch strategy across email, social
media, and partner channels.
c.Result: Sold out 85% of products within two
weeks and raised funds for local initiatives.
2.University eLearning Merchandise Rollout
a.Designed promotional products and digital
assets for an online learning program launch.
b.Oversaw creative direction for branded
notebooks, stickers, and apparel.
c.Result: Helped increase course signups and
brand affinity among students.

Fall in TruLove with Your Fav Cart

1g & .5g CCELLS and TruPODs available in Indica | Hybrid | Sativa

& 7 Trulieve
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Product Launch & Merchandise

1.Community Impact Report
a.Goal: Celebrate a year of nonprofit
achievements through accessible design.
b.Role: Creative direction, layout design,
storytelling
c.Impact: +45% engagement via redesigned
visual report
2.Pathway to Progress — Success Plan
a.Goal: Align teams and partners with a unified
visual roadmap.
b.Role: Strategy & presentation design
c.Impact: Strengthened clarity and buy-in during
annual parther meetings
3. Thrive Together — Wellness Package
a.Goal: Build an employee wellness brand
through design + product.
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Why Wellness (o=
Programs?

Srudies continue to show the importance and @ 6 Key

impact of wellness in the corporate setting. Benefits J
Incorparating areas such as Mindfulness,

Nutrition, and Yoga, can greatly enhance the

well-being of the individuals thot moke up e
Jour team. pSatnfaction ML

The Fruits of Workplace Wellness:

Leweas Cosls
The savings an health care cedts alone make far an impresiive RO

Costs
[Bartior
Ty
Culbire

Greater productivity
Parclcfpanrs in wellmess programs are abisent less c-_i'rrn and pcr,!'-‘.rm Berter ab work cham ¢heir nonparticipant
COUTSErPArTS

Higher morale
E"ﬂpt‘ll')‘tf ;",'-ﬂf. Erusr, and commitment increase, roqrr.'burmg oo ‘r!?:"{“_ﬂ E'-'l_]ll-'.").l]tlﬂﬂ.

The impact of weil-heing extends far beyond how people feel — it affects the number af sick days
employees take, their job performance, burnout, and the fketihood of leaving your organization.
Here are just some of the costs af poor well-belng:

75% $20 million

of madicsl costs soorusd mostly of sdditional lost opportunity
i D3 Pl SONERsNY For dreiaty 100000 workirs dus 10
Hrugging or paflering

erpliees

$322 billion 15% to 20%
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Skills &
Tools

Tools & Platforms

Core Skills

e Brand Strategy & Storytelling — translating mission and values into authentic visual identity
Campaign Development — crafting engagement strategies for nonprofits, education, and
sustainability initiatives

Content Creation — designing reports, digital assets, and marketing collateral with purpose
Event & Community Marketing — coordinating multi-partner campaigns and local
activations

Product & Merch Design — turning ideas into tangible branded experiences

Copywriting & Editing — bringing clarity and emotion to communications

Team Collaboration — experienced in cross-functional, multi-stakeholder environments

Design & Creative: Adobe Creative Suite (lllustrator, Photoshop, InDesign, Spark), Canva

Web & Analytics: WordPress, Wix, Squarespace, Google Analytics, Google Tag Manager, SEO tools
CRM & Marketing Automation: HubSpot, Salesforce, Mailchimp, Meta Business Suite, Sprout Social
Project Management: Asana, Trello, Monday.com

Collaboration & Productivity: Microsoft 365, Google Workspace, Slack, Zoom
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| ets Work
Together!
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