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REVERY VR BAR (ATLANTA, GA) TANNER WILSON | PORTFOLIO

The owners of Revery VR Bar contacted me in 2018 to help brainstorm, develop, and implement an entire
visual identity system and brand package for their exciting new bar concept in Midtown Atlanta. At the
start, the only designed assets that Revery had was a preliminary (rough) logo and a loosely drafted menu.
We scrapped everything and went back to the drawing board to brainstorm a completely new look and
feel. Revery in itself is a unique concept as it is a bar/music venue that also featured booths where one can
purchase time to play different virtual reality games and environments.

My idea was to create a look and feel that was bold, cutting edge, and sleek (much like Mercedes, Chanel,
Apple, etc.). | planned for the entire branding of Revery as well as the interior and exterior to give off a
stylish and up-scale persona. As | created the first style guide (seen on the next page), the physical building
itself started to come together as well with hand-painted murals, fun red lighting, and the famous striped
design scheme throughout. It was a great experience to see everything start from a completely blank slate
and transform into a thriving part of Atlanta’s nightlife.
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REVERY VR BAR (VISUAL IDENTITY) TANNER WILSON | PORTFOLIO
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REVERY VR BAR (INTERIOR) TANNER WILSON | PORTFOLIO
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Above is the original rendering of a mural that | designed to paint on the hallway/bathroom wall within the venue and to the right of that is the
completed painting. The subtle grays with a pop of the blue helped add a nice touch to the already well-designed interior. | also decided to add
the striped pattern across the blank walls of the interior to tie everything back to the Revery brand.




REVERY VR BAR (INTERIOR)
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On the top left is a the DJ booth that sits in the middle of the venue. |
designed and hand-pained a gray-scale mural on both sides of the booth
to reflect the same style that | painted on the hallway wall. You will also see
the desktop graphics that were designed to fit on each of the 12 large tv’s
that were in various booths around the bar. These were to be changed out
almost weekly with new content.




REVERY VR BAR (EXTERIOR) TANNER WILSON | PORTFOLIO
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Since the building was located behind a local mini-mall, it was sometimes difficult for patrons to locate. Multiple
different signs had to be designed and developed for the front and the back in order to direct customers to
parking. Since the main entrance was in the front but parking was in the back, | suggested that the sign have
some sort of way-finding to alert customers. As well as the signs in the front, there were two more additional
signs created that could be viewed when walking up to the bar.




REVERY VR BAR (PRINTED ITEMS) TANNER WILSON | PORTFOLIO
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CRYBABY KARAOKE LOUNGE (ATLANTA, GA) TANNER WILSON | PORTFOLIO

Crybaby was formed in early 2023 and has become increasingly known as one of Atlanta’s most popular Karaoke
Lounges. | was asked to lead the direction for the development of the new brand as well as the entire visual
identity system before their grand opening. When we got started, the only aspect of the brand that existed was
the name - Crybaby. | knew that there was a lot that could be done with such an interesting name so | started to
brainstorm ideas.

When developing the brand, | aimed to create something fun and reminiscent of the 1950’s/60’s greasers with
slicked back hair and leather jackets. Movies like Grease, Crybaby, and a few others were a some of my references.
The colors needed to pop because | wanted most of the imagery to be old black & white film stills. After a few
renditions and revisions of the branding, | was able to come up with a strong visual identity system and brand
package for Crybaby.

Main Logo Variations (Grape) Main Logo Variations (Pink) lconography

crybaby  crybaby

crybeby crybeby

Typefaces

OC Format Sans Extra Bold (Header Copy)
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Avenir Book (Body Copy)

ABCDEFGHIJKLMNOPQRSTUVWXYZ

6 ¢ 1234567890
;':‘ e . (sscondary)
(o] o cb (primgry) (primary)




CRYBABY KARAOKE LOUNGE (SOCIAL IDENTITY) TANNER WILSON | PORTFOLIO

Crybaby || Cocktails & Privat: X =+

25 crybabyatl.com E R | 3 New Chrome available &

Cocktails Karaoke

ckybaby

728 Monroe Drive STE, #C
Atlanta, Georgia 30308

info@crybabyatl.com
470-639-8448

1G: @crybabyatl

| chose to use black and white stills from older films to enhance the vibe of the 1950’s and 60’s. The black and white
film in contrast with the vibrant colors and raw, graphic elements of the visual identity system really helped to create
a unique brand. Above is part of a page taken from the style guide that | originally made for the owners to show how
the images/graphics would compete. To the right of that image is a screenshot from Crybaby’s website.



CRYBABY KARAOKE LOUNGE (SOCIAL IDENTITY) TANNER WILSON |

crybabyatl

NAME OF EVENT
DJ NAME
B-2AM

Extra details, drink specials
lerdogs, thatstruetoo

Following ~

NAME OF EVENT
DJ NAME
B-2AM

Extra deta drink specials

BCKSTO + HODISC.CO
present...

NAME OF EVENT

DJ NAME
B-2AM

Extra details, drink specials

12.23 NAME OF EVENT

DJ NAME
SATURDAY A

Extra details, drink specials

There was a great opportunity to create some fun social media presence around Crybaby, especially now that the brand system had been
developed. Crybaby’s had a large amount of social media influence (posting daily updates), so | wanted to develop a look and feel that was
strong but could also be easily changed and tweaked when pivots were needed.



CRYBABY KARAOKE LOUNGE (INTERIOR) TANNER WILSON | PORTFOLIO

Above are a few photos taken of the interior of Crybaby Karaoke Lounge. The atmosphere was dark and moody while
the pink lights that hung from the ceiling helped to tie the interior back to the brand. Around the interior of the bar were
various back-lit signs featuring a few of the icons from the visual identity system that | developed. The two balloon signs
hung behind the bar while the tear-drop sign was installed at the entrance of the building.



MARIETTA INJURY ADVOCATES (MARIETTA, GA) TANNER WILSON | PORTFOLIO

Marietta Injury Advocates is a personal injury law firm under the umbrella of Gentry Law Firm, based out of Marietta, GA. When the founders of the
company reached out to our team at Orange Sparkle Ball to reconstruct their entire brand identity, we were more than happy to lead the creative
direction. | started with drafting up mood boards containing reference materials to get a sense of the type of design theme they would prefer. After
we chose the more friendly and approachable theme, we started to draft up the main logo options. | proposed a total of 3 different logo styles with 3
different options for each style. We gathered feedback from their team and created a final logo lockup on the bottom right.

Quality. Simple. Accessible. Friendly. Personal

S Strong. Quality, Hardworking. Honest. Bald.

M M

MARIETTA MARIETTA MARIETTA

INJURY ADYOCATES
INJURY ADVOC

NEW LOGO

(A OMARIETTA MARIETTA MARIIETTA

INJURY ADVOCATES

.

MARIETTA

INJURY ADVOCATES

3 I
MARIETTA MARIETTA MARIETTA

INJURY ADVOCATES Injury Advocates INJURY ADVOCATES



MARIETTA INJURY ADVOCATES (VISUAL IDENTITY SYSTEM)

Gentry Law Firm
Logo Design (FINAL)
Type / Iconography / Colors

Colors:

Royal Blue Cobalt Blue Cad. Red

Logo Variants:

Royal Blue Cad. Red Black & White

éié MARIETTA

INJURY ADVOCATES

Black & White

TANNER WILSON | PORTFOLIO

Typefaces:

ABCDEFGHIJKLMNOPQRSTUVWXYZ

Primetime Regular (ALL CAPS) 200 Tracking
When to use: Headers, headlines, big call-outs.

abcdefghijklmnopqrstuvwxyz
abcdefghijklmnopqgrstuvwxyz
1234567890

Gotham BOLD (Title Case) 50 Tracking
When to use: Subheaders

Gotham BOOK (Title Case) 50 Tracking

When to use: Body copy, descriptions, footers, etc.

Gotham BOOK ITALIC (Title Case) 50 Tracking

When to use: Small callouts, emphasis on wording, etc.

lconography:
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After the logo was chosen and finalized, the next step was building out the visual identity system around their chosen
theme. Based off of our conversations and meetings, Marietta Injury Advocates wanted a brand that was friendly,
trustworthy, and gave off a vibe of safety and security. Most of their clients were working class people who had been
injured on a job, so | wanted to create a brand that was approachable and welcoming.



MARIETTA INJURY ADVOCATES (VISUAL IDENTITY SYSTEM)

Gentry Law Firm [V
Logo Design (ROUND 3)
Photography w/ Logos + Social Post

Photography w/ Logo:

M MARIETTA

B2l INJURY ADVOCATES

él@ MARIETTA

INJURY ADVOCATES

The next step was to see how the brand would translate across all aspects of the law firm including all social media platforms, printed
assets, photography, website, etc. | suggested that the majority of the photography should be approachable and feature the everyday
normal person - possibly even people featured at a work site. | also suggested staying away from over-polished, fancy photography
that would look too curated.

TANNER WILSON | PORTFOLIO

Social Media Example:

qMARIETTA

5l INJURY ADVOCATES

L

* 150 lkes
Marieita Injury Advocates




MARIETTA INJURY ADVOCATES (VISUAL IDENTITY SYSTEM)

Gentry Law Firm (
Logo Design (ROUND 3)
Letterhead Example

Letterhead Example:

INJURY ADVOCATES

MARIETTA

MNJURY ADVOCATES
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MARIETTA

INJURY ADVOCATES

ELIZABETH GENTRY

Marketing Coordinator

juryadvacates.com




MARIETTA INJURY ADVOCATES (SOCIAL IDENTITY) TANNER WILSON | PORTFOLIO
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Marietta Injury Advocates

20 YEARS.

At Marietta Injury Advocates, our experienced attor...
244 Roswell St. #800, Marietta, GA 30060
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At first, Marietta Injury Advocates were hesitant to build up any social media presence as a law firm but | reiterated the fact that
their clientele is most likely someone who is on Instagram or actively uses social media. While the content itself didn’t have to be
extremely robust, a well-designed and curated social media presence is much needed for successful companies in today’s world.
Luckily, the brand identity worked well across the entire social platform and presented Marietta Injury Advocates as a professional
and cohesive brand.



HATCH / L300 BUILDING TANNER WILSON | PORTFOLIO

Hatch / L300 was a building at the Chick-fil-A Support Center in Atlanta, Georgia that was home to many
different teams within the company. | was part of team titled /nnovation from 2015-2017 and we were located
in this building. However - at the time of my arrival on this team, the building was brand new and barely had
a fresh coat of paint on it. Our team was tasked with the complete conception of the space and were given
free-reign to develop and execute our ideas.

The goal was to create a space that constantly moved and breathed. There were no assigned desks or

stuffy meeting rooms with taupe-colored walls - everything was flexible and if you wanted to work in

a bean-bag chair all day, you were free to do so. The term “Maker-space” was used frequently and our
intention was to develop an area where employees felt free to kick their feet up, get messy, and hopefully get
creative. Some of our best ideas come to us when we are the most comfortable and we wanted that same
comfortability in Hatch / L300.

Supplies and design laid out before painting the interior wall.

“MAKE” mural designed and painted in the building before the grand opening of L300.



HATCH / L300 BUILDING TANNER WILSON | PORTFOLIO

WELCOME TO

L300

WELCOME TO

L300

A collection of motif prints designed to accent the “MAKE” mural were hung in the lounge area. The prints are accompanied Vinyl install on the entrance door.

with a fun, creative lighting arrangement along with stylish chairs and table.
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’ HATCH

The Design Thinking Process was used constantly throughout the ideation of this building and in most of Chick-fil-A’s work. @hatch_cfa




HATCH / L300 BUILDING TANNER WILSON | PORTFOLIO

The entrance wall to L300 was carefully crafted to display the Design Thinking Process in 3D-printed cutouts as well as a section of curated
clipboards to display the findings and data of Chick-fil-A’'s most recent simulations within the building.

o

Construction, design, and application process photos.




HATCH / L300 BUILDING TANNER WILSON | PORTFOLIO

The final mural, “HATCH”, was designed, painted, and completed after the second half of the building opened up to the public.
The “HATCH” wall is located in the tool equipment area.

A shipping container was brought into the space and converted into a break-room. After the shipping container
was converted, | was tasked with painting the arrow logo and applying the “L300” vinyl.



LITTLE BLUE MENU® TANNER WILSON | PORTFOLIO

Little Blue Menu® is an innovation kitchen brand from the minds of Chick-fil-A® that was created to test
different menu items like burgers, wings, and pizza alongside classics from Chick-fil-A®. While Little Blue
Menu® originally started out as a 4 separate brands (not related to Chick-fil-A®), it has now transformed into
its own Restaurant (previously in Nashville, TN but has now moved to College Park, MD) that offers digital
orders for pick-up, delivery, and catering.

Our team was initially asked to help out with their marketing materials: social media campaigns, promotions,

LITTLE BLUE MENU

printed campaigns, mail offers, packaging, and in-Restaurant signage. While working on these projects, we
noticed a deep need for alignment across the visual identity of the brand. After pitching an entire “Brand
Reimagining”, we were able to cohesively tie everything back together in a nice package. Our role with Little
Blue Menu then transitioned to that of a strategic advisor while still executing all marketing materials and
social campaigns (including graphics, captions, Airtable management, and physical posting).

littlebluemenu

@ fittebluemena
= College Park, Maryland

suc

WE
ARE

HIRING!

s Have You Tried
e coce e The Fried?

litthebluamanu Gim_shay__ Coming s00n this Tal
You'll be 00 of the Tinst 10 Know GNCH wi BNAOUNGE
th alfscial date! W

@ Q@ @ ® ®©

Classic and Spicy Glazed Fried Chicken

A sample of some of the social media campaigns and management - featuring a look of the Instagram feed.



LITTLE BLUE MENU® TANNER WILSON | PORTFOLIO

Little Blue Menu® Brand Style Guide Summary

LOGOS STAR PATTERN ICONOGRAPHY PHOTOGRAPHY
Primary : - ; :
e star pattern can be use 0 accompal arger ere are four ifferent categories of approve main categones of phol raphy are menu, aggre, e, and ltestyle. Menu iatographny
The star patt be used t pany larg Th four (4] different categ f d 3 teg f photograph; geregate, and lifestyle. Menu photograph
LITTLE visuals, in line as a divider/rule, or be used as an Little Blue Menu® icons: Full Color w/ Sparkle, Full prominently features a menu item plated on a single celor background., Aggregate
BLUE accent within applications, ll.e.- around the taglinel. Color, One Coler w/ Sparkle, and One Color. When photography hi the binations offered by mixing and matching between Little Blue
The star pattern can be used in Navy Blue or White. using the icons, one should aim to utilize the Full Menu® and Chick-fil-A® menu items. (Do not pair burger with CFA hero items.) Lifestyle
LITTLE MENU Color w/ Sparkle icons. photography features menu items in an appealing and relatable environment with real
BLUE A pecple engaging with the food and brand.
MENU canaten oy ’
@“*‘W m Repeating Pattern .
L] -
g - +
L SR SR S S 4 ’ 7! ﬁ at
Logo Lockup (Horzental)
The loge lockup is the primary logo of Little Blue Menu®, It reinforces
the connection between Little Blue Menu® and Chick-fil-4%, + + + + + +
Logo Lockup (Verticall *
The vertical lockup should be used based on the orientation needed ‘ f ‘ ‘ f f by
in the respective application [ex: narrow, vertical length, etc). D‘. m g
a2 %
Divider/Rule =
Secondary

* 4+ 2 e

LITTLE -
e LITTLE BLUE NENU' 3 Star Accent “ < g
- ’ P 0‘
* NEW FAVORITES. L 2

Secondary Logos . +
Secoendary logos should only be used in instances where the other * UNDER CONSTRUCTION.

elements of the brand are present,

COLORS TYPE LINKS
Digital Use
OC Format Sans Print XBd

Primary i dary { Digital Use
Far digital applicaticns such
as social media, paid ads, and

website use, RGE color values ABC DE FGH lJ KLM NOPQ RSTUVWXYZ

should be used. Note: Hex

code value may be used if abcdefgh ijkl mnopq rstuvwxyz PHOTOGRAPHY

RGE s not available.

e = o2 0 = = 1234567890

Print Use Apercu Regular

Rot rga D il ABCDEFGHIJKLMNOPQRSTUVWXYZ LOGOS & LOCKUPS

lications, h kagi e
and malkers, Pantone (PMS) color abcdefghijkimnopgrstuvwxyz
[ hould b d. Fe i
ooy e e batch printing such s brochures 1234567890 GRAPHIC ASSETS
s . wa e e e e and door hangers, CMYK color
e L ot en Ba i =4 values should be used,
H e HH B “ i o

Above is a high-level summary that | put together to show the visual identity of the brand. At the time, there were some problems with
consistency across the board so this was part of a 12 page Visual Identity System document that explored all aspects of the brand.



CHICK-FIL-A® SIGNAGE (INTERIOR & EXTERIOR) TANNER WILSON | PORTFOLIO

| Chickfil-A |

| was asked to create a few different renderings for a new Chick-fil-A® Freestanding Restaurant that was set to
open in Las Vegas, NV. My approach was to create three (3) different sign options that reflected the energetic
and colorful lights of Las Vegas while still staying on-brand.

m B Food Truck Menu

W e T e B W K

Louisville Food Truck Menu

L
*imceis e EDEL

MEAL — SA MEAL (et e o s 80vwce) SAUCES &
o UCES & ses
- Temeinem  SEASONINGS > Traditionsl Bone-In Wings Meal (& caunt) SEASONINGS
11 sauce or seasoning included) -
OR > White BBG
Red Pepper Garlic
Boneless Wings (10 count) Buttermilk Ranch
11 sauce or seasoning included) Buffalo
Swaat Chili

Lemon Pepper Seasoning
Sriracha Garfic Seasoning

A LA CARTE Kotenp

) st ane-nwng franch s

1 uawce or seaseeing Inchded par 8521

Bicaint [ M coust 7 3 ceunt -
A
~.wgg

Benesais Wingh a -

i1 3ucn or sea

oaing lncluded par 10 ¢t
Tafies Chocolate Chip Cockies

BEVERAGES
The Little Blue Menu® food truck in Louisville, KY was equipped with a stand-alone A-Frame menu as % E]
Coke Diet Coke ite rid 3
well as an interior menu display that needed to be updated monthly with new items and/or retired items. 2 = eﬁ Ej;r
| was tasked with creating both menus for the Food Truck as well as keeping up with monthly updates. ARt To: - (O Lmuained E]



CHICK-FIL-A® SIGNAGE (INTERIOR & EXTERIOR) TANNER WILSON | PORTFOLIO
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Autonomous delivery
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Chick-fil-A® and Nuro recently partnered to pilot autonomous vehicle delivery at a few different locations in the US.
| was asked to create the exterior signage that would be displayed in the parking zone of the autonomous vehicles.

N

After Chick-fil-A® unveiled the compacting trash receptacles, | was asked by the Interior Designs team to
develop a few renderings of the receptacle in additional styles that better suited the “heritage design” theme.
This was soon developed and placed in multiple Chick-fil-A® locations around the US.



THE VARSITY (WALKING BOX) TANNER WILSON | PORTFOLIO

If you live in Atlanta, GA then there is a good chance that you
have heard the phrase, “What’ll Ya Have?” This friendly greeting
was made popular by none other than The Varsity. The Varsity is
a downtown Atlanta staple and just happens to be the World’s
Largest Drive-in Restaurant. Known for their chili dogs, onion
rings, and the well-known Frosted Orange (an orange blended
vanilla shake) - the Varsity currently has six different locations
in the US.

Our team was tasked with updating The Varsity’s infamous
Walking Box - a to-go box available in multiple sizes that holds
everything from a chili dog and onion rings to a hamburger with
french fries. Before we started our designs, the box had not been
edited and/or changed in a few years. We didn’t want to take
away from the “classic” look that The Varsity is known for but we
knew that a new, refreshed design would be beneficial.

"1R3S X0q B SAMASHP }| 'SRONBP 05

T , L L The Varsity - Always the Fun Place to Eat!
CHILI DOGS The WHERE 15 YOUR VARSITY
” HAMBURGERS S : . GOING TODAY?
ONION RINGS P
? FRENCH FRIES
V E L ] FRIED PIES
FROSTED ORANGE

SURITTINNG




APEX SMART LOCKERS (MIAMI, FL) TANNER WILSON | PORTFOLIO

Recently, Chick-fil-A® partnered with Apex Order Pickup Solutions and Orange
Sparkle Ball to pilot a smart locker system at a location in Miami, FL. This new
system would safely hold a customer’s pick-up order while they are en route
to the restaurant. Our team was tasked with designing the look and feel of
the locker system as well as traveling to the location to film the experience,
interview the crew, and gather feedback on how the system was performing.

While there were many graphic applications created for the Apex Smart
Lockers - | was able to take on more of a strategic role for this project.
The entire project required numerous iterations of testing and a lot of
communication between the restaurant, Apex, and Chick-fil-A®.

it i st sy el

s ey

Mobile Order Pickup Recogida de Pedidos Movil

Above are a few in-person photos of the Apex Smart Lockers within the restaurant as well as the
order interface screen and the digital mock-up that | created for before installation.
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Innovation and Design Day was a bi-annual event that the Chick-fil-A Support Center, specifically the
Innovation Department, would throw for their employees. The event would highlight innovation within other
well-respected companies and how Chick-fil-A can learn and benefit from these insights. For this particular
event, we invited David Rowan (Editor of Wired Magazine UK) to come and be a keynote speaker in our
Hatch building.

For this particular I&D Day, we were tasked with creating a physical installation to be displayed in the Atrium
of the Support Center as well as ads, bus clings, postcards, and other printed materials to bring awareness
to the event. | drafted up a moving, working concept that would show the WIRED logo in 3 different design
treatments as the user spun the boxes. The display would also show all of the times/locations of each event
during I&D Day. It was so great to see the idea through from conception to completion.

Original concept sketch for the Atrium installation.
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INNOVATION &
DESIGN DAY
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watch your fingers
while spinning!

8:30-9:30 / BREAKFAST (FEEDER)

9:30-10:30 / KEYNOTE SPEAKER {]f\ICUBATOR]

Featuring Dayi .
fturing David Rowan: Editar afrnnre - /

The final result of the Atrium installation. Each of the boxes on top spun around to show 4 different treatments of
the Wired logo: a 2-color design, a sign-painter treatment, a stencil treatment, and a floral treatment.
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3 of the total 4 Wired Logo treatments that | designed for the Atrium installation. Pictured on the right is the installation completed and on-view in the Atrium.
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DESIGN DAY
—_— 0005 ——
8:30-9:30 / BREAKFAST (FEEDER)

9:30-10:30 / KEYNOTE SPEAKER [INCUBATOR|
Featuring Duwid Rowan, Edite of WIRED Magasine UK

10:45-1:30 / SYMPOSIUM {H:‘J;C-H!

Featuring =

- (N (INCUBATORI

00-1:00/ LUNCH & LEARN | ]
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WORKSHOP (NEST]

1:30-3:30/ IDEAS TOLIFE®
“HOW TO Bﬂcd curt MWM

Featuring S1fford €11 il
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INNOVATION PROJECT SYMPOSIUM

1. MALL SERVICE PROGESS WITH IPOS
2. MLOP + iPOS

3. FACE-TO-FACE PAYMENT & SERVING
4. MENU BOARD OPTIMIZATION

5. QUEUING

6. GUEST RECOVERY

7. CHICK-FIL-A KID'S CLUB

8. P12

9. MORE BOX

10. AUTOMATED LEMON JUICING
11. FRYER SIMPLIFICATION

12. CONNECT

13. TEAMSTYLE 3.0

A map designed to show visitors where each symposium

MAP of HATCH and CORRELATING EVENTS

BREAK-
FAST

FEEDER

INCUBATOR

LUNCH &
LEARN

SOUTH WING
SIMULATOR

NORTH WING
SIMULATOR

o o o o

LIVE LAB

el o0 0 o

was located throughout the building.
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Printed flags featuring the Wired logo stencil treatment for each pie There were also stamps created that laid out the entire schedule for the day - these
during lunch in the Cafe. were distributed out to every employee in the Chick-fil-A Support Center.

SAVE THE DATE.

Innovation & Design Day

A digital “Save The Date” email blast that went out to every employee in the The flags in the top right corner were also designed, printed, and hung up
Chick-fil-A Support Center. for that day to help with way-finding.
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Consumer Packaged Goods is a team that handles any sort of Chick-fil-A® product that will be available to the
consumer in non-Chick-fil-A® stores. For example: Chick-fil-A® has recently made all of their dipping sauces
available for purchase at most grocery stores. The entire process of getting these into stores and packaging them
correctly is handled by the Consumer Packaged Goods team.

| was asked to conceptualize and design a handful of packaged goods, specifically: a smoothie, a snack box, and a
potato chip bag. These were all supposed to be Chick-fil-A®-branded, but also available for purchase within stores.
Below are just a few options out of many that were presented to the team.

- Potato Chips

Chick-Fil-A Sauce

d of blusbarries, blackberries,
d ruspharries combined with GLUTEN-FREE

B protuin snd chis iwed. NET WT 1.5 0Z(42.5G)

Above are a few digital renders of possible Consumer Packaged Goods options for the team.
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Food Safety is a large team within Chick-fil-A that is responsible for ensuring that the company is serving safe,
quality food that protects the customer and Chick-fil-A’s good name. There is a food safety presence in every
single restaurant and location, so the work touches many different aspects of the company. When | first started

with the Food Safety team, my first responsibility was developing a Visual Identity System that could be used \ 0
universally across documents, reports, presentations, etc. This particular section contains a large amount of é
informational design.

pandemic - even during lock-down. The work ramped up very quickly and we had to be very flexible and reactive
to constantly changing health policies/guidelines. Numerous documents, infographics, procedures had to be
updated and revised quickly with the new Visual Identity System.
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| was also on the Food Safety team at the time of the Corona-virus outbreak and throughout the entirety of the Fo o d S a fe ty
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Above is the Food Safety Icon Family that | developed for the Food Safety team. These were approved and distributed
amongst the team for use in presentations, emails, social media, etc.
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What Causes
Foodborne lliness Outbreaks?

(FROM 2009 - 2015)

5,760 - Reported Foodborne lliness Outbreaks
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Top Pathogens of Concern:
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Enterprise Food Safety
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Farm Packing/

Manufacturing Plant

Data
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*Risk Assessment:
- Specs
- Procedures
- Policy
- Regulatory Compliance

Data Lake

Above is an assortment of Food Safety documents, infographics, and icons. To the right is an
on-site vinyl installation in a break room at the Chick-fil-A Support Center.

'PD, FEQ, D&C

00—\

Distribution Center/ Retail
Production Distribution Center

- Plant Certifications

TANNER WILSON | PORTFOLIO

Data Data

I.R. I.R.

Issue Resolution (I.R.):
- Data Analysis
- Root Cause
- R&D
- Solutions
- Rollout

*Own relationship with yellow boxes
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. R Facial Protection
Restaurant Assembled Hand-washing Station Food Safety ioT Platform

VERY 30 MINUTES AND AS NEEDEL HANDWASHING FREQUENCY CURVE
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A collection of documents and graphics that | designed at the height of the Corona-virus outbreak. These documents were
available for all employees and Team Members of Chick-fil-A and were distributed in the US, Canada, and Puerto Rico.

Here is a few COVID-19 “Symptom” icons that | developed for the Food Safety team. These were used
across multiple platforms and communication pieces within Chick-fil-A.



