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Hello there!
I’m Jesse Finley Reed.

Over the last 20 years, the scope of my experience as an Art 
Director has included everything from global agency campaigns 
to non-profits with limited resources; leading nimble, in-house 
teams to working independently as a contractor. Whether it’s a 
product, a brand or PSA, what all of these experiences share is 
a client’s desire to successfully communicate their vision. I am a 
creative translator. My philosophy is to build connection, listen, 
and articulate – turning a goal or metric into something visually 
stunning results across an ever-expanding list of platforms. 
My key strengths are conceptual thinking, brand-building, and 
solution-focused problem solving. This knowledge has given me 
what it takes to be a leader who seeks to exceed expectations.

I am passionate about social justice issues and volunteering. I also 
make documentary films and art.

SAY HELLO 

https://www.jessefinleyreed.com/contact


Portfolio | Jesse Finley Reed | jesse@jessefinleyreed.com 

COURAGEOUS

lalgbtcenter.org

RB2014_Posters_24x36.indd   1 5/27/15   4:23 PM

COURAGEOUS

lalgbtcenter.org

RB2014_Posters_24x36.indd   1 5/27/15   4:23 PM

COURAGEOUS

lalgbtcenter.org

RB2014_Posters_24x36.indd   1 5/27/15   4:23 PM

STRONG

lalgbtcenter.org

RB2014_Posters_24x36.indd   2 5/27/15   4:23 PM

STRONG

lalgbtcenter.org

RB2014_Posters_24x36.indd   2 5/27/15   4:23 PM

STRONG

lalgbtcenter.org

RB2014_Posters_24x36.indd   2 5/27/15   4:23 PM

STRONG

lalgbtcenter.org

RB2014_Posters_24x36.indd   2 5/27/15   4:23 PM

COMPASSIONATE

lalgbtcenter.org

RB2014_Posters_24x36.indd   3 5/27/15   4:23 PM

COMPASSIONATE

lalgbtcenter.org

RB2014_Posters_24x36.indd   3 5/27/15   4:23 PM

COMPASSIONATE

lalgbtcenter.org

RB2014_Posters_24x36.indd   3 5/27/15   4:23 PM

INSPIRATIONAL

lalgbtcenter.org

RB2014_Posters_24x36.indd   4 5/27/15   4:23 PM

INSPIRATIONAL

lalgbtcenter.org

RB2014_Posters_24x36.indd   4 5/27/15   4:23 PM

INSPIRATIONAL

lalgbtcenter.org

RB2014_Posters_24x36.indd   4 5/27/15   4:23 PM

RELENTLESS

lalgbtcenter.org

RB2014_Posters_24x36.indd   5 5/27/15   4:23 PM

RELENTLESS

lalgbtcenter.org

RB2014_Posters_24x36.indd   5 5/27/15   4:23 PM

RELENTLESS

lalgbtcenter.org

RB2014_Posters_24x36.indd   5 5/27/15   4:23 PM

Los Angeles LGBT Center

Rebrand  
Campaign
Situation
The Los Angeles LGBT Center wanted a bold advertising 
campaign to compliment their rebranding while engaging the 
metropolitan LGBTQ+ community.

Task
How do we represent the broad population that comprises the 
LGBTQ+ community? To accomplish this, I solicited a diverse 
group of community remembers to come in and pose... but 
there was a catch. I asked them to represent the organization’s 
5 brand attributes: relentless, courageous, compassionate, 
strong and inspirational using only their hands and props. 

Execution
•	 Campaign posters
•	 Bus Shelters
•	 Billboards
•	 Website
•	 Exterior Architecture
•	 Print ads
•	 Targeted social media

Results
This led us to a widely discussed campaign was hailed as 
clever, simple and inclusive. Several stories ran about it in 
LGBTQ+ press, and the original artwork is still in use today.

Role: Creative Director

VISIT PROJECT ⊲

https://www.jessefinleyreed.com/center
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meet the peapod. 
Pure White Energetic Yellow

New Blue

Simply RedSweet Orange

Pitch Black

Natually Green

Precious Silver

standard features
• Six 12-volt flooded electrolyte batteries
• 72-volt battery system with onboard charger
• 1-year limited warranty  
• Dual A-arm front suspension with coil over shock 
• Custom, welded aluminum space-frame 
• Solid-state custom motor controller with under and over voltage detector
• Regenerative braking, motor thermal protection and top speed regulation 
• Rack-and-pinion steering 
• Front-wheel drive with speed reducer and integral differential
• Ergonomically designed mesh seats
• Driving position adjustments with easy-to-use height adjustment lever.
• Practical storage neatly stows items for safety.
• Built-in iPod/iPhone dock in dashboard 

peapod specifications
Estimated Curb Weight:  1,290 lbs 
Estimated GVW:  2,200 lbs           
Estimated Payload 
Capacity:  910 lbs                         
Length:  143.6”                              
Height:  70.5”                              
Width:  56.5”                              
Wheelbase:  102”                       
Turning Circle:  32 ft                  
Range:  Up to 30 miles                               
Top Speed (High Mode):  25 mph
Top Speed (Low Mode):  15 mph

peapodmobility.com

Arnell/Chrysler

Meet the 
Peapod
Situation
Chrysler and Arnell partnered together to develop their first 
urban electric vehicle, the Peapod, and wanted promotional 
campaign that complimented it playful spirit.

Task
Introduce the Peapod to New York City consumers, specifically 
targeting young, eco-conscious high-new worth individuals 
through a promotional campaign.

Execution
•	 Promotional advertising campaingn
•	 Brochures
•	 Clothing
•	 Pins
•	 Stickers

Role
Art Director

VISIT PROJECT ⊲

https://www.jessefinleyreed.com/peapod
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Arnell

Pepsi 
Rebrand
Situation
Pepsi wanted to modernize its brand using its mantra of being 
the beverage of a “new generation”.

Solution
Arnell’s creation of the “Breathtaking” identity drew on 
a joyous, open-mouth smile as  representative of many 
emotions. With an emoji-like quality, the logo’s “mouth” was 
different sizes for the product line-- slimmest for Pepsi 0 and 
widest for Pepsi Max. As an art director I worked directly 
on the packaging design and the promotional “Refresh 
Everything” campaign.

Execution
•	 Identity
•	 Packaging
•	 Promotional Advertising
•	 Billboards
•	 Bus shelters
•	 Wild Postings

Results
A widely lauded rebrand that felt modern and energized 
consumer’s feelings about the brand.

Role
Art Director

VISIT PROJECT ⊲

https://www.jessefinleyreed.com/pepsi
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DBZ

Crate & Barrel
Holiday Campaign 
Pitch
Situation
Crate & Barrel was looking for a playful, modern way to get 
people excited about the holiday.

Solution
“The Giving of Joy” campaign took familiar holiday language 
and put a playful new spin on it, with messages like “silent 
night, noisy morning” and “the grin that stole Christmas”. We 
combined these messages with snap-shot style photography 
that felt intimate and homey.

Execution
•	 Billboards
•	 Bus shelters
•	 Print ads
•	 Website

Role
Art Director

VISIT PROJECT ⊲

https://www.jessefinleyreed.com/crateandbarrel
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To Be of Service
Situation
Academy Award Nominated Director Josh Aronson was 
looking to for a designer for his new documentary feature, To 
Be of Service: Veterans with PTSD and Their Service Dogs.
The film, shot in a vérite-style, captured the intimacy of the 
relationship between service member’s and their dogs. I 
wanted to draw off this connection, and created composited 
artwork that reflected their partnership in coping with PTSD. 

Solution
Create a title treatment and communication collateral 
that complimented the intimate story telling and military 
background of the subjects.

Execution
•	 Title treatment
•	 Key Art
•	 Poster
•	 DVD
•	 Social Media assets

Role
Art Director/Designer

VISIT PROJECT ⊲

https://www.jessefinleyreed.com/to-be-of-service
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The LA Opera

Plácido Domingo 
Awards Dinner
Collateral
Situation
The LA Opera needed to create an identity and collateral for 
the 2019 Plácido Domingo Awards, which featured the opera El 
Gato Montés about a Spanish bull fighter.

Solution
Conceptualize a design that would be evocative of El Gato 
Montés, as well as appealing to the Hispanic opera community. 
The bold red color and shape was reminiscent of the motion of 
a matador’s muleta. Gold pantones and foils complimented the 
dramatic cover and interior.

Execution
•	 Invitation
•	 Website
•	 Social media collateral

Role
Art Director/Designer

VISIT PROJECT ⊲

https://www.jessefinleyreed.com/la-opera-domingo-awards
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SYMBLAZE

STIRR Brand
Situation
STIRR wanted to position itself as a “new way to watch,” 
pulling a mix of material onto its new streaming network 
platform. 

Solution
Create a bold, in-your-face brand that speaks to the mission. 
Confidence, assertion and no apologies. Even a bit of mischief.

Execution
•	 Logo
•	 Brand Attributes
•	 Brand Book & Style Guide

Role
Art Director/Designer

VISIT PROJECT ⊲

https://www.jessefinleyreed.com/stirr
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Repurpose Compostable

Repurpose  
Product Line 
Situation
Repurpose Compostables, a company that creates 
disposable products from plants, wanted to integrate 
their brand into their product line.

Task
Create package design based on the establish 
brand’s style.

Execution
•	 Packaging design

Role
Art Director

VISIT PROJECT ⊲

https://www.jessefinleyreed.com/repurpose
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Vanguard Publication
Los Angeles LGBT Center (former L.A. Gay & Lesbian Center)
Creative Director
Vanguard covers

Connecting

Hearts 

and Minds

Center Proves How 20-Minute Conversations 

Can Lastingly Reduce Anti-Gay Prejudice
LEARNING CURVE ›› NEW COURSES 

CYNTHIA BOND TELLS TRUTH 

THROUGH FICTION

WHY I GIVE: RUBY ROSE

L O S  A N G E L E S  L G B T  C E N T E R ’ S  Q U A R T E R L Y  M A G A Z I N E

S P R I N G  2 0 1 5

“It’s Our Life”

Give me your tired, your poor, your queer 

Why I Give: Peter Paige
Marriage Under Cover

A Half-Century of Personal and Political
 Change

L O S  A N G E L E S  L G B T  C E N T E R ’ S  Q U A R T E R L Y  M A G A Z I N E

W I N T E R  2 0 1 4

VP2014_Winter_v11.indd   1

11/20/14   7:53 PM

Facing Down 

The Foster 

Care System

A STAGGERING 19% OF FOSTER 

YOUTH IDENTIFY AS LGBTQ.

DISCOVER THE CENTER’S  

GROUNDBREAKING EFFORTS  

TO TRANSFORM THEIR LIVES.

IN
SI

D
E:

AIDS/LIFECYCLE IS PIXEL PERFECT
THEY’RE REBORN THIS WAY

pg 13

pg 20

L O S  A N G E L E S  L G B T  C E N T E R ’ S  Q U A R T E R L Y  M A G A Z I N E

FA L L  2 0 1 4

VP2014_Fall_Final.indd   1

8/11/14   7:20 PM

Protecting Youth 

FROM TORTURE

The Center’s New Campaign to Regulate Residential 

“Treatment” Programs for Youth

CENTER CEO: MARRIAGE EQUALITY  

ISN’T SAME AS FULL EQUALITY

WHY A 68-YEAR OLD MOM RODE 545  

MILES TO COMBAT HIV STIGMA

GLOBAL ACTIVIST EXPLAIN HOW THE  

CENTER CHANGED THEIR LIVES

L O S  A N G E L E S  L G B T  C E N T E R ’ S  Q U A R T E R L Y  M A G A Z I N E

S U M M E R  2 0 1 5

JULY 2013

pg. 8

L.A. Gay & Lesbian Center’s Monthly Newsletter  –Read By More Than 60,000 People

How the Center 

celebrates family p. 6

Fostering change on screen, p. 9

Flex your give-back muscles, p. 11

A
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L .A . GAY & LESBIAN CENTER’S MONTHLY NEWSLET TER  –READ BY MORE THAN 60,000 PEOPLE

(hurts)EVERYBODY

VG_April2013_F.indd   1

3/15/13   5:12 PM

MAY 2013

L .A . GAY & LESBIAN CENTER’S MONTHLY NEWSLET TER  –READ BY MORE THAN 60,000 PEOPLE

PULLING BACK 

THE CURTAIN 

ON 

TRANS HEALTH

FANS FUEL FUNDRAISING  

for Elena Undone star pg. 8

pg. 10

VISIT US  

virtually pg. 7
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PULLING BACK 

THE CURTAIN 

ON 

TRANS HEALTH

FANS FUEL FUNDRAISING  

for Elena Undone star pg. 8
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MARCH 2014
1

L.A. Gay & Lesbian Center’s Monthly Newsletter  –Read By More Than 60,000 People

MARCH 2014

The beginning of a new Vanguard era  p. 3  

Looking for a few good men  p. 14 

HOW THE CENTER’S YOUTUBE VIDEO INSPIRED THIS WOMAN TO STAY ALIVE
pg. 8

SO BEAUTIFULAMERICA,

VP2014_March_F.indd   1

2/13/14   2:59 PM
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FEBRUARY 2014 1

MEDICAL 
FIELD OF  
DREAMS

L.A. Gay & Lesbian Center’s Monthly Newsletter  –Read By More Than 60,000 People

FEBRUARY 2014

Fighting crystal meth with brotherly love  p. 10  

p. 5 

AIDS/LifeCycle rides on memory lane p. 9 

WE BUILT THE SPACE 
FOR WOMEN’S 

HEALTH AND 
PRIMARY CARE

VP2014_February_v9.indd   1 1/14/14   12:08 PM

L O S  A N G E L E S  L G B T  C E N T E R ’ S  Q U A R T E R L Y  M A G A Z I N E

MEETING THE CHALLENGES OF A NEW ERA

(R)EVOLUTION

S U M M E R  2 0 1 4

VP2014_Summer_v10.indd   1 5/12/14   10:39 PM

Los Angeles LGBT Center

Vanguard
Situation
The Los Angeles LGBT Center (formerly LA Gay & Lesbian 
Center) was producing a monthly Vanguard newsletter. It was 
dated and not serving a primary goal of engaging membership 
and translating into development/giving.

Solution
Redesign the newsletter as a monthly magazine, with the long-
term strategy of developing an indepth quarterly following the 
re-brand of the organization. The model was based on alumni-
giving publications from universities.

Execution
•	 Conceptualization, design and execution of print 

publication
•	 Created a Vanguard Now website to host content

Role
Creative Director, Photography, Design

VISIT PROJECT ⊲

https://www.jessefinleyreed.com/vanguard
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SYMBLAZE

TBD Brand
Situation
TBD wanted to position itself as a new way to stream content, 
where literally ANYTHING could be next. Wild, unconventional 
and over-the-top, its goal was to smash the existing order with 
quick, consumable bites of media.

Solution
Conceptualize TBD as a motion-based logo derived from a slot 
machine– a sense that any combination was possible. Build out 
an icon library that could be mixed into the movement of the 
letters as well. 

Execution
•	 Logo
•	 Brand Attributes
•	 Brand Book & Style Guide

Role
Art Director/Designer

VISIT PROJECT ⊲

https://www.jessefinleyreed.com/to-be-of-service
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Los Angeles LGBT Center

WhatRUInto?
Situation
The Los Angeles LGBT Center was launching a 
new health center in the city of West Hollywood 
to provide primary and sexual healthcare to the 
LGBTQ+ community. The goal was to create a sex-
positive campaign that encourage all individuals to 
get the care they need.

VISIT PROJECT ⊲

Solution
Create a sex-positive campaign that would direct 
engage the community and get them in for care. 
Drawing off of language and iconography in “hook up” 
apps, the campaign posed the question: “What RU 
Into?” It showcased actual community members (not 
models), showing that you could be whomever you 
wanted to be without judgment or stigma.

Execution
•	 Campaign conceptualization
•	 Outdoor campaign (bus shelters, billboard, 

signage, sidewalk)
•	 Social media campaign: Icon-based 

language that people could customize on 
their images and then upload to their social 
media and profiles

Role
Creative Director, Art Direction, Design

https://www.jessefinleyreed.com/what-ru-into
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STYLE 
INGREDIENTS

PRICE

STYLE 
INGREDIENTS

PRICE

No1 (6066)
Pink Mini Calla Lilies, Black Mini Calla Lilies, 
Steel Grass Architectural Detail, Silver Wire 
Detail, Glass Envelope Vase

350.

No 2 (5990)
Pink Mini Calla Lilies, Black Mini Calla 
Lilies, Steel Grass Architectural Detail, 
Silver Wire Detail, Glass Envelope Vase

150.

Eric Buterbaugh  
Rebrand & Collateral
Situation
High end floral designer Eric Buterbaugh Los Angeles needed 
to rebrand and bring all of their collateral into alignment.

Task
Survey collateral and make recommendations. Art direct and 
photographed a collection of arrangements. Designed and 
executed website, catalog and email campaigns.

Execution
•	 Website
•	 Photography
•	 Look Book
•	 Catalog
•	 Email campaign

Role
Art Director, Photography

VISIT PROJECT ⊲

https://www.jessefinleyreed.com/eric-buterbaugh
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Catapult Marketing

Fiji Pitch
Situation
Catapult Marketing was excited for the opportunity to pitch 
for Fiji Water. They wanted an out-of-the-box campaign that 
drew on the exoticism of the brand.

Concept
Drawing inspiration from Surrealist artist Magritte and Dali, 
we framed the bottle in a variety of “exotic” and surreal 
contexts,  allowing consumers to imagine “Tasting Paradise”.

Application
•	 Concepting
•	 Pitch deck

Role
Art Director

VISIT PROJECT ⊲

https://www.jessefinleyreed.com/fuji-water
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Why set sail with Sagon-Phior

Nearly 25 years ago, we began delivering innovative, strategic, and creative solutions that engaged people, activated brands and 

drove demand. We’ve been steering brands in the right direction and helping our clients to succeed ever since. Several clients have been with us 

for over 20 years. Our main port is in Los Angeles with ancillary ports in San Francisco, Dallas, New York and Kansas City. 

E X P E R I E N C E D

We’ve created and managed over 3,000 consumer and business-to-

business branding, advertising and direct marketing campaigns with 

very successful outcomes. In fact, Princess Cruises is one of  

our clients.

C H A N N E L  I N T E G R A T E D

We understand the unique strengths and weaknesses of the diverse 

set of brand channels available today – mobile, online, broadcast, 

print, etc. We know how to blend the lines between channels to 

create a more resonant and memorable brand connection. 

I N  T O U C H  &  O N  T R E N D

We have the best thinking Madison Avenue has to offer combined 

with the storytelling skills, emotional resonance and magic of the 

movies. This experience taught us how to viscerally connect with 

audiences and motivate them to take action. 

D I G I T A L LY  I N N O V A T I V E

We are adept in the online world, being one of the first agencies in 

the country to go all MAC, to become beta testers for Apple, and to 

develop websites, interactive, social media and mobile programs. 

We will keep you on top of what’s new.

R E C O G N I Z E D

We’ve been awarded all of the standard accolades, even a Grammy.  

And we have campaigns featured in the U.S. Library of Congress 

expressly for the historical relevance of changing the face  

of advertising.

A C A D E M I C A L LY  I N C L I N E D

Both agency partners are university professors and guest lecturers.  

Solid strategic thinking, razor sharp reasoning and best practices 

methodologies are brought forward in all creative presentations. 
AMC/GLM/DMG - Direct-mail client for 20 yearsLet us take you on a journey...

2 1 0 7  S A W T E L L E  B O U L E V A R D  L O S  A N G E L E S ,  C A  9 0 0 2 5  |  S A G O N - P H I O R . C O M  |  3 1 0 . 5 7 5 . 4 4 4 1

L
et us take you on a journey... Where will our philosophy take you?  

Two Words:  Emotional Connection
We believe in the power of “emotional connection.” Ideas that evoke strong emotions attract attention, 

build confidence, inspire loyalty, motivate action and ensure success. That’s why we’re committed to 

ideas that not only break through the clutter of today’s crowded media, but ideas that also break through 

the resistance that media has produced.

In a confusing environment, solutions for a brand must come organically out of the brand itself, some 

fundamental truth about it. A brand’s success comes from rigorously and clearly defining that truth, and 

delivering it in a way that deeply connects to people, regardless of conflicting stimuli.

While others might ask what makes communication clever, funny or memorable, we ask how an idea 

emotionally connects with an audience and whether it will engender feelings strong enough to compel 

someone to act.  

It is this single-minded focus that differentiates us from every other agency.

Feelings drive behavior. 
The way people think about a brand does not make them act. The way they feel about a brand does. 

Especially the way a brand makes them feel about themselves. Does it make them feel more appealing, 

secure or empowered? These are the questions we ask every time we face a new challenge.
WSA- World’s Largest Fashion Trade Show

Sagon-Phior 

Cunard Pitch
Situation
Sagon-Phior was excited to pitch for high-end and historic 
cruise line Cunard. 

Concept
Develop a custom book and package it in a vintage suitcase 
with luggage tags. Using the horizon line at various times of 
the day, Let Us Take You On A Journey described the journey 
Cunard would be taken on in a partnership with Sagon-Phior.

Application
•	 Custom book Let Us Take You On A Journey
•	 Luggage tags
•	 Vintage suitcase

Role
Creative Director/Designer

VISIT PROJECT ⊲

https://www.jessefinleyreed.com/cunard
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Arnell

The North Face
Situation
Arnell had  the opportunity to pitch bold interior 
architecture and graphics for The North Face retail 
locations throughout the US. VISIT PROJECT ⊲

Task
Create in-store graphics and interior architecture 
elements which convey North Face’s bold, physical, 
exploratory nature.

Execution
•	 Store interior architecture and graphics
•	 Scan-able product tags

Role
Art Director

https://www.jessefinleyreed.com/northface
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