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Selected Projects Partnering with founders, 
start-ups and creative studios 
to add context to content.



2Content 

Developing brands with innovative 
thinking, engaging storytelling, and 
considered design.



39th Street Pickleball 
Brand Development



4Day-J 
Brand Development



5Hill Harper for Michigan 
Brand Development



6Miami-Dade Innovation Authority 
Brand Development



7NEEW 
Brand Development



8SOMOS 
Brand Development



9WerkFlow 
Brand Development



10OppZo 
Brand Development



11Limitless Minds 
Brand Development



12modop Content Studio  
Brand Development



13Context 

The framework to tell a compelling 
story with considered, strategic, 
and insightful execution.



14K-Swiss Let’s Go Courting 
Creative Campaign



15Una Vodka 
Brand Playbook



16The Simple Company 
Brand Playbook



17AWS Retail 
Marketing Framework



18Ocean Flags Project 
Investor Pitch
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stupidbrilliant
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NI C E  TO  M E E T  YOU !
!
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we believe in the power of ideas
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ideas put a man  
on the moon  

ideas built a network  
to connect billions 

ideas made “Uber”  
a household word

"
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harnessing the immense 
power of a raw idea takes 

M A D  S K I L LS

Design 
— 

Logo & Branding 
Digital & Web 
Packaging 
Merchandising 

Research &  
Strategy 
— 

Quant & Qual 
Brand Strategy 
Communications 
Strategy 
Content Strategy

)
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Advertising 
— 

Video 
Digital 
Print & OOH 
Guerilla

Digital &  
Social 
— 

Strategy 
Content 
Analytics

Experiential 
Marketing 
— 

Mobile 
Trade Show 
Influencer 

L E T ’ S  W O R K  

✌
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93

ideas

throw the lever 
and get the gears 
turning 

an idea specialist 

   Randall Schoonover  
 Founder/Creative director☎

C A L L  N O W !

E M A I L  
 N O W !

$

,
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Creative  
Toolkit

T H I S  I S  A  S E C T IO N   
DI V I D E R  PA G E !
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ideas are patient  

for every problem you can imagine (business or 
otherwise) there is an idea waiting to solve it 

but they’re also elusive and the demand is far 
greater then the supply  

we are working on a solution for that
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we are an iconic, idea factory that solves

complex business problems with simple,

smart solutions that touch people,

 intellectually and emotionally

8Believe in the Power of Ideasstupidbrilliant Keen Brand Creative

@stupidbrilliant  

we start by diagnosing a business’s strengths, 
weaknesses, opportunities & threats 

then build handpicked teams of problem solvers  
and idea generators  

to put the gears of our factory in motion
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S T U P I D !

B R I L -  
L I A N T !

M A GI C !

'

M A GI C !

our formula for 
success  is simple

where stupid meets brilliant,  
magic is sure to follow
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this is a headline with no 
capitals and no punctuation

This is body copy and I believe Hank Williams said it best. When you've strayed from 

the fold And there's trouble in your soul. Can’t you hear the Blessed Saviour Callin' 

You? When your soul is lost in sin. And you're at your journey's end. Can’t you hear 

the Blessed Saviour Callin' You?

A Title for An Idea
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this is a headline 
with no capitals and 
no punctuation

A Title for An Idea
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the strongest brands  
tell the best stories 

the most powerful brands 
lead with emotion 

the most relevant brands 
speak peer-to-peer
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ideas
$

T H A N K  
YOU !

ideas for president!
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religion  
the smart phone  
and democracy

were all 
just ideas  

once

#
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this is a headline with no 
capitals and no punctuation

This is body copy and I believe Hank Williams said it best. When you've strayed from 

the fold And there's trouble in your soul. Can’t you hear the Blessed Saviour Callin' 

You? When your soul is lost in sin. And you're at your journey's end. Can’t you hear 

the Blessed Saviour Callin' You?

We Are an Idea Factory
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collaborate 

ideate

collaborate

collaborate

learn (

activate

listen

our  
creative process

execute

19stupidbrilliant 
Capabilities



BRAND MARKETING

Thursday, 
September 12, 2019

September 2019 �3Brand MarketingNike Kids

WORK IN
PROGRESS

CONSUMER MISSION VISION POSITION

THE  
GAME CHANGER

CREATE A PASSION FOR SPORT 
AND PLAY EVERY DAY

MAKE SPORT A DAILY HABIT  
FOR A LIFETIME

September 2019 �4Brand MarketingNike Kids

KIDS EVERYWHERE ARE FEELING THE HEAT FROM 
THE INCREASE IN STRUCTURED LEARNING AND THE 
DECREASE IN OPEN FREE PLAYTIME. SO WHEN IT’S 
UP TO THEM TO CHOOSE HOW TO HAVE FUN, RELAX 
AND PLAY THEY ARE SEEKING EXPERIENCES THAT 
DELIVER WHAT DAY TO DAY LIFE DOESN’T: 
REBELLION, RISK-TAKING AND RULE BREAKING. 

KIDS ARE TURNING AWAY FROM ACTIVITIES
WHICH RELY ON RULES AND STRUCTURE

“Play is different from sports because 
there are no rules; you have to use 
your imagination; sports are strict, and 
you cannot break the rules. When I 
play I can let my imagination run wild 
and that makes me happy.” 
 
—Boy, 9, Non-Active, LA
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SPORT FEELS LIKE ANOTHER THING
THEY HAVE TO CONFORM TO 

NIKE BRAND MESSAGING
DOES NOT MOTIVATE THEM TO MOVE

“Every morning at the school, the teacher asked us to arrive early and run at 7:50. 
This can be a bitter thing for our group of spoiled children. We were all panting, 
sore and complained. We had to complete 5 rounds around the school field.” 
 
—Girl, 9, China
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OUR RISK–
IRRELEVANT
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CREATE UNBREAKABLE
RELATIONSHIPS WITH SPORT

FOR THE NEXT GENERATION
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WE HAVE AN EFFICIENT
AND POWERFUL ECOSYSTEM 

AT OUR FINGERTIPS

NIKE LANDSCAPE
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BUT THIS CURRENTLY DOESN’T 
ACCOUNT FOR THE WAY KIDS ACCESS

AND PARTICIPATE IN DIGITAL
KIDS EITHER CAN’T LEGALLY ACCESS, 
CAN’T PARTICIPATE ON THE PLATFORM 
AND CONTENT DOESN’T ALIGN WITH 
THEIR INTERESTS AND MINDSET

KIDS LANDSCAPE
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NIKE KID  
OPPORTUNITY
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Toddler
(1-5)

Childhood 
(6-11)

Early Adolescence 
(11-13)

Late Adolescence
(16-18)

Young Professional
(21-25)

PRE-TEEN  
OPPORTUNITY

LIFE STAGE

September 2019 �9Brand MarketingNike Kids

PLAY PATTERNS WITH GRASS ROOTS IN 
THE DIGITAL SPACE ARE CHANGING

“The street performer from Venice Beach 
comes and skates with the kids. He’s the one 
they all look up to. He gets into the bowl and 
pulls faces at them, gives them hi-fives. They 
follow him wherever he goes.”
 
—Dad of Girl Aged 10, Non-Traditional, LA

KIDS’ BEHAVIOR IN THE REAL WORLD
THE DIGITAL ARENA IS FULL OF BEHAVIOR CHANGE AGENTS. 
INFLUENCERS, MAKERS, CREATORS, PLATFORMS, LIFE-LOGGERS AND 
BEHIND THE SCENES CELEBRITIES CREATE TRIBAL FORCES THAT 
SOCIALLY MOTIVATE KIDS TO TAKE PART IN REAL WORLD BEHAVIORS. 
THESE MENTORS ARE THE ANTIDOTE TO THE SPORTS COACHES AND 
ACTIVITY TEACHERS THAT THEY DON’T WANT TO LISTEN TO ANYMORE. 

“My trainer pushed 
us to be better.  
 
When I struggled, 
she didn’t help me.”

–Boy, 11, Berlin
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THE MORE THEY PLAY DIGITALLY,
THE LESS TRADITIONAL SPORT APPEALS 

OUT OF CONTROL 

“There aren’t that 
many rules.  
 
Minecraft lets you 
do things.”

–Boy, 9, Berlin

CLOSED WORLD 

FOR SPORTY PEOPLE 

PRE DEFINED EXPERIENCE 

SAME SAME

DICTATED  

DIGITAL

IN CONTROL

OPEN WORLD  

FOR EVERYONE  

MY OWN EXPERIENCE 

UNLIMITED OUTCOMES 

UNPRESCRIBED

SPORT
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“I love DIY. I like to create 
art works. I like to get 
better at something and 
track my progress. It gives 
me a feeling and a sense 
of accomplishment.”

—Girl, 9, Non-Active, 
China

INSTANT GRATIFICATION BREEDS A
NEED FOR EXPERIENCES WITH CONTINUAL

PROGRESSION AND SELF-DEVELOPMENT

THESE KIDS HAVE BEEN QUANTIFIED SINCE PRE-SCHOOL; THEY KNOW 
HOW MANY STEPS THEY’RE TAKING, HOW LONG THEY’VE BRUSHED THEIR 
TEETH FOR AND HOW MANY FOLLOWERS THEY HAVE ONLINE. THEY NEED 
TO SEE PROGRESS AND DEVELOPMENT, CONSTANT VALIDATION AND 
REASSURANCE THAT THEY ARE DOING OK. 
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PARENTS AND KIDS ARE PROACTIVELY
LOOKING FOR EXPERIENCES

“It’s fun when I make TikToks or sing 
karaoke at home, because my mum 
knows all the dance routines, so we 
can do it together”
 
— Girl, 10, Non-Traditional, Germany

THAT CLOSE THE GAP BETWEEN THEM
FAMILIES ARE LIKE TEAMS; DECISION MAKING 
IS COLLABORATIVE. LIFESTYLE IS A SHARED 
EXPERIENCE WITH PARENTS INCREASINGLY 
SEEKING TO BE FRIENDS WITH THEIR KIDS AND 
MAKING CHOICES ABOUT HEALTH, LEISURE AND 
TIME SPENT TOGETHER.  
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MAKE
SPORT FUN*

Retain demand for Sport* by championing and 
celebrating Play*.

RETAIN

Nike PLAYlist (E.G. Youtube Consumer Content) GAME CHANGER
Brand & Innovation Marketing

Nike PLAYlist (E.g. Youtube Athlete/influencer Content)

Gaming Partnerships: Roblox

Create Demand for Sport by inspiring kids to experience 
new and diverse ways to play.

CREATE

Power 10 Moments Extra Day Of Play, Children’s Day, BTS

NTC For Kids

madetoplay.com

nike.com

Serve demand for Sport through scaleable interactions 
that help kids try, move more and move better.

SERVE

Nike PLAYlist (E.G. TikTok Challenges)

PARENT

WE SERVE
SPORT

SPORT KID

PARENT
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MAKE
SPORT FUN*

GAME CHANGER

Be useful to kids & parents every day in the 
pursuit of greatness. Leveraging data and 
signals to give them what they want, when 
they want it and how they want it.

SERVE

Deepen every athlete’s relationship with 
sport by proactively delivering the ‘Best 
of Nike’ to address their specific needs.

RETAIN
Reach and inspire kids to feel and 
believe in the Power of Sport and draw 
them to Nike through powerful innovation 
and inspirational storytelling.

CREATE

GAME CHANGER #LOLOTHANK
YOU
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WE SERVE
SPORT

SPORT KID

PARENT

Family Profile

Rise Concept

Nike Fit Tool

Be useful to kids & parents every day in the pursuit of 
greatness. Leveraging data and signals to give them 
what they want, when they want it and how they want it.

SERVE

Family Profile

Deepen every athlete’s relationship with sport by 
proactively delivering the ‘Best of Nike’ to address their 
specific needs.

RETAIN

Integration With the Brand

Parent  & Kid Right Journeys

Made for Growing Athletes

Reach and inspire kids to feel and believe in the Power 
of Sport and draw them to Nike through powerful 
innovation and inspirational storytelling.

CREATE

SPORT KID
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THE
NIKE OWNED CONCEPT THAT POSITIONS 
SPORT* AND PLAY AS FUN IN THE MINDS OF 
KIDS THROUGH FRICTIONLESS DIGITAL 
EXPERIENCES BUILT AROUND INSPIRATION, 
ACTIVITY, PROGRESS AND COMMUNITY.

THE CONCEPT

NIKE PLAYLIST
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THE MORE THEY PLAY DIGITALLY,
EXPECTATIONS EVOLVE, AND THE LESS

TRADITIONAL SPORT APPEALS

20Nike Kids 
Brand Marketing



21Keen Live Monumental 
Creative Campaign



�44PREVERY WIEDEN+KENNEDY

Welcome to the Family.

�45PREVERY WIEDEN+KENNEDY

Thank you.

22Revery 
Capabilities



23Crown Shy Chicken & Sundaes 
Merchandise



24Thank you



Think
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