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First Interstate Bank “Every Interaction Counts” – Integrated Campaign

First Interstate Bank is a nationally traded bank that out-nationalizes the local banks and out-localizes the national banks. With this 
campaign, I worked with an illustrator—John S. Dykes—to create six award-winning state maps. I then wrote over 50 print and outdoor 
advertisements, eight TV spots, and eight radio spots for this campaign. For the TV spots, I worked with an animation studio—Gantry 
Productions—to create 30 second spots. From concept to creation, I directed every piece of this campaign.
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MONTANA – ADVENTURE CYCLING
(CLICK TO OPEN LINK)

WYOMING – HOMEGROWN
(CLICK TO OPEN LINK)

SOUTH DAKOTA – FREE RANGE CHILDREN
(CLICK TO OPEN LINK)

COMMITMENT TO COMMUNITY
(CLICK TO OPEN LINK)

MONTANA – HEART OF STEEL
(CLICK TO OPEN LINK)

WYOMING – SAFE AND SECURE
(CLICK TO OPEN LINK)

SOUTH DAKOTA – PAINT THE TOWN
(CLICK TO OPEN LINK)

MINI BANKERS
(CLICK TO OPEN LINK)

https://www.youtube.com/watch?v=luue8fkMWQU
https://www.youtube.com/watch?v=TWj-mJDvLvE
https://www.youtube.com/watch?v=luue8fkMWQU
https://www.youtube.com/watch?v=luue8fkMWQU
https://www.youtube.com/watch?v=4uO1D-PbEgU
https://www.youtube.com/watch?v=tdh8XHQHac4
https://www.youtube.com/watch?v=luue8fkMWQU
https://www.youtube.com/watch?v=CRESzeLJ4dA
https://www.youtube.com/watch?v=luue8fkMWQU
https://www.youtube.com/watch?v=luue8fkMWQU
https://www.youtube.com/watch?v=TWj-mJDvLvE
https://www.youtube.com/watch?v=TWj-mJDvLvE
https://www.youtube.com/watch?v=luue8fkMWQU
https://www.youtube.com/watch?v=luue8fkMWQU
https://www.youtube.com/watch?v=CRESzeLJ4dA
https://www.youtube.com/watch?v=CRESzeLJ4dA
https://www.youtube.com/watch?v=4uO1D-PbEgU
https://www.youtube.com/watch?v=4uO1D-PbEgU
https://www.youtube.com/watch?v=tdh8XHQHac4
https://www.youtube.com/watch?v=tdh8XHQHac4
https://www.youtube.com/watch?v=JStg_Rw0fjY
https://www.youtube.com/watch?v=JStg_Rw0fjY
https://www.youtube.com/watch?v=CRESzeLJ4dA
https://www.youtube.com/watch?v=CRESzeLJ4dA
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Jackson Hole Tourism Board – Campaign Concepts

For the Jackson Hole Tourism Board, they wanted a campaign to boost their shoulder-season travel, while keeping the spirit of the Tetons. 
We came up with three different campaign concepts. I was the creative director on the project for concepts and executions. Working with 
an art director and a graphic designer, we developed “Not Like Others,” “It’s Good Right Now,” and “Mecca for Mountain People.” But 
Jackson Hole is at capacity and the board wants to dedicate dollars to infrastructure. So we pitched another idea: Say you’re full.
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The Nature Conservancy “More Montana” – Case Statement

For this printed and digital piece, we created the concept “More Montana.” What Montana has, the world needs more of. I worked as 
creative director for the look and wrote a lot of the copy. The piece was printed and given to high-end donors. Following, you’ll see 
selected spreads.
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Bomber Skis – Proposal

I am always looking to make pieces come to life for brands. So we start at the beginning. For this proposal for Bomber Skis, we showed 
them we weren’t always gritty—we can do luxury. By elevating the design of our template, we brought class to what is usually a simple 
document. Following, you will see a few sample pages.

Car v ing Out A 
Lu xur y Niche

A MERCURYcsc Proposal
June 7, 2017
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“In Luxury, the role of branding is to build an identity, not to sell... 
to create dreams, not to answer to problems and needs.”

—Vincent Bastien 

THERE IS A DISCONNECT BETWEEN LUXURY STRATEGY AND BRAND IDENTITY.

• Design iconography, art direction, customer experience, and voice to support luxury status. 

KEY ELEMENTS OF A LUXURY IDENTITY THAT SUPPORT DIFFERENTIATION ARE NOT 
PROMINENT.

• Increase the volume on elements related to time, heritage, country of origin, 
craftsmanship, man-made, small series, prestigious clients, etc. 

CURRENT TACTICS LACK OVERARCHING BRAND STRATEGY AND GUIDING PRINCIPAL 
THAT IS COHESIVE AND ASPIRATIONAL TO LUXURY MARKET.

• Establish a brand mantra connected to romantic vision of sport to drive all marketing.
(ex: Rapha’s “Glory through suffering.”)

DON’T CONFLATE LUXURY WITH PREMIUM. 

• Luxury: Selective communication. Hand made. Narrow product line.
• Premium: Mass communication. Mass production. Broad product line.

EXISTING FOUNDING STORY IS NOT COMPELLING TO LUXURY MARKET.

• Create “passion before people” storytelling hierarchy to connect with customers on a 
deeper level. 

ANALYSIS
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PROP O S A L
Our Scope, Estimated Budget + Timeline
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