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We Are The Creators

The extraordinary
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Medium: Photoshop Collage, Magazine Ad Campaign

Description: This series acts as a reminder to the viewer that we, humans, are the
creators of the extraordinary- not Al. The ideas that | have chosen to highlight are:
Sports, Arts, and Religion. The series could go on to showcase human made wonders

such as: Transportation, Architecture, or Food.

Problem: Al is on the rise. Creating content is getting faster, easier, and better
looking. With the ability to know everything and create anything, Al can overshadow
the extraordinary ideas that humans have brought to life throughout history.

Solution: Highlight core human-made topics across all cultures to remind viewers
that Al doesn’'t come first- humans do. The execution of the design was made

to resemble something that Al might create. The surrealist style was chosen to
create a “dream-like” composition. It was important to create a DNA structure by
strategically overlapping the objects within the human face to symbolize that these
ideas are part of humans deeper than the surface. The “No Al” symbol is used to
protest the overuse of Al.

Awards: Student Gold ADDY District 7 2026

My son and wife were
fantastic models!

Jonathan Taylor hello@sunnybay.design
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Mobile Museum of Art entrance sign redesign
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Mobile Museum of Art entrance sign redesign

New Design

MOBILE MUSEUM OF ART

Medium: large scale print

)

= 7 . Description: This entrance sign redesign for the Mobile Museum of Art improves visibility, clarity, and
CREATIVITY LIVES HERE P ' S19 >SI9 . . pro\ Y, clartty
)~ o = s ——r : brand presence. The solution combines photography and illustration to highlight the architecture

while creating a more recognizable and engaging landmark.
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Problem: The existing sign lacked contrast, was visually cluttered, and failed to communicate a clear
brand identity from a distance.

Solution: The redesign uses the museum’s architecture as a visual anchor, paired with high-contrast
typography for improved legibility. Non-essential information was removed to reduce clutter, while the
tagline reinforces identity and memorability.

Previous Design

Impact: Improves readability from distance, strengthens brand recognition, and creates a more
welcoming first impression for visitors.

TURN RIGHT
on MUSEUM

e MOBILE MUSEUM OF ART

Tuesday — Saturday: 10 a.m.—5 p.m. Closed Sunday, Monday, and all City Holidays

| found a love for mixing
photography and illustration
making this.

Signage: Mobile Museum of Art Jonathan Taylor hello@sunnybay.design
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US CURRENCY PROJECT



US Currency Project: ONE & FIVE dollar bill
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Currency Project: ONE & FIVE Dollar Bill Redesign Jonathan Taylor hello@sunnybay.design
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US Currency Project: ONE & FIVE dollar bill

Medium: Currency redesign system, digital illustration

Description: This project reimagines the one and five dollar bills within a unified visual
system that explores identity, power, and American history. Each denomination carries a
distinct narrative while maintaining consistency through shared layout, typography, and
security-inspired graphic elements.

One Dollar Bill: The one dollar bill replaces the traditional presidential portrait with a physical
void, symbolizing the absence of a singular figure and instead representing the collective
——— | identity of the American people. The open frame invites interaction, allowing anyone to
i become the subject. Maze patterns and abstract linework reference systems of power,
control, and hidden complexity within societal structures, reinforcing themes of accessibility
versus obscurity.
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Five Dollar Bill: The five dollar bill serves as a memorial to the Trail of Tears, incorporating

a mapped journey across the background to acknowledge forced displacement and
overlooked histories. The imagery shifts focus from traditional leadership figures to the
people and land affected, using layered illustration to create a somber, reflective tone while
remaining integrated within the broader currency system.
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Problem: Current U.S. currency prioritizes tradition over meaning, relying on static portraits
and dated symbolism that lack emotional connection and contemporary relevance.
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Solution: This redesign introduces narrative-driven currency that uses symbolism,
composition, and material intervention to communicate deeper cultural themes while
preserving recognizability and functional structure.

Impact: The system transforms currency into a storytelling medium—encouraging reflection
on identity, history, and power while maintaining usability and visual cohesion.

This project was featured
in my professor’s blog
and went viral!

Currency Project: ONE & FIVE Dollar Bill Redesign Jonathan Taylor hello@sunnybay.design



and Standards & Ads

NORPHEUS MATTRESS CO.




12

Morpheus Mattress Co.: Brand Standards & Ads

Full Page Magazine Ad Full Spread Magazine Ad
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Morpheus Mattress Co.: Brand Standards & Ads

Morpheus Mattress Co.: Brand Standards & Ads

S CO

Medium: Brand identity system, advertising campaign, and brand standards manual

Description: Morpheus Mattress Co. is a luxury mattress brand designed for an elite audience, positioning
sleep as the ultimate status symbol. The identity blends classical influence with modern minimalism, creating
arefined visual language that communicates power, exclusivity, and indulgence.

Brand Positioning: *"What'’s a king to a god?”
The brand challenges traditional hierarchies of luxury, positioning Morpheus customers above conventional
status—beyond kings, into something greater.

Campaign Direction: Power & Presence
The campaign uses solitary figures, grand interiors, and controlled compositions to reflect dominance, self-
possession, and elevated living.

Problem: The mattress industry is saturated with brands that compete on comfort and price, often lacking
distinction, aspiration, and emotional appeal for high-end consumers.

Solution: Morpheus repositions sleep as a symbol of status and control. The brand system uses high-
contrast typography, architectural compositions, and a restrained color palette to evoke luxury and authority.

Advertising emphasizes scale, solitude, and opulence—placing the consumer in a position of power.

Impact: The result is a cohesive brand that elevates an everyday product into a luxury experience, appealing
to affluent consumers seeking identity, exclusivity, and elevated lifestyle signaling.

How big do you think a
God size mattress is?

Jonathan Taylor hello@sunnybay.design
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Saturday: Brand Family, Patterns & Package Design

Parent Brand

A A

SATURDAY

OUTDOOR & ADVENTURE

Sub Brands

WerderCo 5) ¢wiLbRisEd  TentidA

Outdoor Apparel
ENERGY BARS OUTDOOR SUPPLY

Saturday: Brand Family & Package Deasign Jonathan Taylor hello@sunnybay.design
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Saturday: Brand Family, Patterns & Package Design
A A

SATURDAY

OUTDOOR & ADVENTURE

Medium: Brand identity system, pattern library, and packaging design

Description: Saturday is an outdoor and adventure brand built around accessibility, exploration, and everyday
escape. The system includes a flexible brand family, modular pattern library, and packaging designed to unify
multiple product lines under one cohesive identity.

Pattern Library: The pattern system is structured into three categories:
-Hero Patterns: Bold, detailed compositions that define each product line
-Coordinate Patterns: Supporting graphics that reinforce the visual language
-Blender Patterns: Subtle textures that unify and balance the system

WildRise Energy
Bar Packaging &
Prototype

Packaging Concept: The WildRise energy bar packaging uses natural textures, earthy tones, and bold
typography to reflect durability and outdoor performance. The design emphasizes clarity, portability, and
strong shelf visibility while remaining consistent with the broader Saturday brand system.

Problem: Outdoor brands often become visually inconsistent as they expand across product categories,
leading to fragmented identities and weak brand recognition.

Solution: Saturday introduces a scalable brand system built on simple, repeatable elements. A unified

logo structure connects sub-brands, while a pattern library—composed of hero, coordinate, and blender
patterns—creates visual consistency across products and touchpoints. Packaging leverages these elements
to establish a recognizable and adaptable retail presence.

Impact: The system allows the brand to grow across categories while maintaining a cohesive identity,
improving recognition, shelf presence, and overall brand flexibility.

My family and | love to go
camping.

Saturday: Brand Family & Package Deasign Jonathan Taylor hello@sunnybay.design
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Casks & Flights: Mural, Painting Class, & Marketing

Marketing Collateral
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Casks & Flights: Mural, Painting Class, & Marketing

6 Panel Vinyl Mural
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Morpheus Mattress Co.: Brand Standards & Ads
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Medium: Environmental design, marketing collateral, and instructional art direction

Description: Casks & Flights is a wine and craft beverage bar where this project expanded the
brand experience through mural design, marketing materials, and interactive painting classes.
The work blends visual storytelling with community engagement, transforming the space into
both a destination and an experience.

Problem: The space lacked a cohesive visual identity and engaging experiences that
encouraged customer interaction and repeat visits beyond standard food and beverage service.

Solution: A series of integrated visual elements were developed, including promotional
materials, a large-scale vinyl mural, and guided painting classes. The mural creates an
immersive environment, while the marketing collateral reinforces brand personality. The
painting classes introduce a participatory element, allowing customers to engage directly with
the brand through creativity.

Impact: The project enhanced the atmosphere of the space, increased customer engagement,
and introduced new experiential offerings that encourage repeat visits and community
involvement.

Creative Direction & Instruction: Developed original artwork and guided participants through
the painting process, translating complex visuals into accessible, step-by-step instruction for a
live audience.

This place has the best mead!
It’s made fresh in house.

Jonathan Taylor hello@sunnybay.design
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MW Industrial Services: Wraps & Trophy

30 ft Semi Trailer Wrap Portable Light Box Wrap
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MW Industrial Services: Wraps & Trophy

Recognition Trophy Design

INDUSTRIAL SERVICES
GENERAL CONTRACTOR

Medium: Large-scale vehicle wraps, environmental graphics, and fabricated recognition design

Description: MW Industrial Services required bold, high-visibility branding across large-scale
assets. This project included the design and installation of a 30-foot semi-trailer wrap, a portable
light box wrap, and a custom recognition trophy—extending the brand across both functional
equipment and internal culture.

Problem: The company lacked cohesive, high-impact branding across its physical assets, limiting
visibility, professionalism, and brand recognition in industrial environments.

Solution: A unified visual system was applied across multiple formats, using strong contrast,
industrial iconography, and large-scale composition to ensure legibility and impact from a
distance. Designs were adapted to fit complex surfaces and physical constraints, then produced
and installed to maintain consistency across all applications.

BRYAN 0.6 BRAGKS

0.25in

0.86in " 1 0.86in

3.15in
O.Win
Impact: The result is a highly visible, professional brand presence that reinforces credibility in the
field while extending the identity into internal recognition through custom-designed awards.

3.85in

Design, Production & Installation: Designed, produced, and physically installed large-scale wraps,
managing layout, material application, and real-world execution across multiple surfaces.

This was the inspiration for
my thesis project.

MW Industrial Services: Wraps & Trophy Jonathan Taylor hello@sunnybay.design
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The Art Box: Board Game

The Art Box Prototype The Art Box Rules

How to play:

1. Assemble The Art Box

2.Pick a side to select an art style

3. Spin the color wheel to get your color palette

4. Spin the content wheel to get your prompt

5. Use provided paper and color pencils to create your art piece
6. You have 30 minutes for each drawing

Objective of the game:

1.For1, 2, 3, or 4 players

2. Challenge your self by setting color and content limits
3. Be creative

4. Collect your art pieces

We hope you enjoy playing The Art Box as much as we do. Please send any
guestions or comments to:

The Art Box research center
P.O. Box 3456 Los Angeles, CA
For more games call: 251-725-8959

Casks & Flights: Mural, Painting Class, & Marketing Jonathan Taylor hello@sunnybay.design




The Art Box: Board Game

Full Game Kit Prototype

Morpheus Mattress Co.: Brand Standards & Ads

Medium: Product design, packaging design, and interactive game
development

Description: The Art Box is an interactive drawing game designed to
make creativity accessible, engaging, and social. The product combines
physical components, structured prompts, and playful branding to
encourage users of all skill levels to create and share artwork.

Problem: Many people feel intimidated by art or lack the structure needed
to begin creating, limiting participation and confidence in creative
activities.

Solution: The Art Box introduces a guided system that removes
creative pressure through prompts, constraints, and timed challenges.
The product combines physical tools, game mechanics, and bold,
approachable branding to create an experience that is both structured
and fun.

Impact: The result is a product that lowers the barrier to creativity,
encourages participation, and transforms art-making into a shared,
repeatable experience.

Concept, Design & Prototyping: Developed the full product concept,

designed all visual assets, and created a working prototype including
packaging, game components, and instructional materials.

My kids and | enjoyed playing
this game.

Jonathan Taylor

hello@sunnybay.design
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Brave New World: Book Redesign

Back Flap

Aldous Huxley (189419631 was
an English writer, philosopher,
and social critic best known for
hiz dystopian novel Brawve Mew
Wiorld (1932}, A prolific author, he
explored themes of technology,
human nature, and conscious-
ness in both fiction and nonfic-
tion. Huxley was deeply interest-
ed im mysticizm, psychedelics,
and the future of society, which
influgnced works like The Doors
of Perception (1284, His keen in-
tellect and visionary storvtelling
continue to shape discussions
on science, ethics, and human
potential.

Brave New World: Book Redesign

i al i
L i~ M

In a world where stability comes at the cost of individ-
uality, Brave Mew World envisions a future shaped by
genetic engineering, mind-altering drugs, and relent-
less consumerism. Society thrives on pleasure and
order, but atwhat price?

When Bernard Marx begins to question the system, he
uncovers a truth more unsettling than he ever imag-
ined. As he encounters John, @ man raised outside this
carefully controlled utopia, their clash of worlds reveals
the cost of true freedom.

Aldous Huxley's chilling masterpiece remains one
of the most provocative and prophetic novels of the

20th century —an unflinching look at a future that feels
more relevant than ever.
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Jonathan Taylor

Front Flap

Welcome to the World State—a
seemingly perfect society where
happiness is engineered, individ-
uality is suppressed, and every
desire is instantly fulfilled. In this
future, people are bred for their
roles, conditioned to lowve their
place in the social order, and kept
content with the pleasure-induc-
ing drug, soma.

But when Bernard Marx, an
outsider within his own world,
brings back John—raised in

the wild and unshaped by the
State—the encounter shatters
their illusions. As John struggles
to understand this society and
itz sacrifices, he forces everyone
around him to confront uncom-
fortable truths about freedom,
humanity, and the cost of utopia.

Aldous Huxley's visionary nowvel
remains a chilling exploration

of a future that feels eerily close
1o our own—a masternsork of
speculative fiction that continues
to provoke and ¢ hallenge read-
ers today.

=) Chatto & Windus Publishing

hello@sunnybay.design



Brave New World: Book Redesign

ALDOUS HUXLEY

BRAVE
NEW
WORLD
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Brave New World: Book Redesign

Interior Page Design

THREE

BRAVE NEW WORLD

THREE

playtime. Naked in the warm June  turned away, “strange to think that even

O UTSIDE, in the garden, it was “Strange,” mused the Director, as they
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THREE

fooling about; that was all, Just kids,

T always think,” the Director was continuing in the same rather maudlin tone, when he

BRAVE NEW WORLD

“Wark, play-at sixty our powers and tastes are what they were at seventeen. Old men in the
bad old days used to renounce, retire, take to relizion, spend their time reading, think-
ing-thinking!”

“Idiots, swine!” Bernard Marx was saying to himself, as he walked dewn the corrider to the
Tift.

“Now-such is progress-the old men work, the old men copulate, the old men have no time,
no leisure from pleasure, not a moment to sit down and thinkor if ever by some unlucky
chance such a crevice of time shoud yawn in the solid substance of their distractions, there
is always soma, delicious soma, half a grammeforahalf-holiday, a gramme for a week-end,
two grammesforatrip to the gorgeous East, three for a dark etemity on the moon; retum-
ing whence they f indthemselvesontheothersideofthecrevics, safeonthesclidgronndofdaily
labour and distraction, scampering from feely to feely, from girl to pneumatic girl, from
Electromagnetic Golf conurse to.”

“Go away, little girl,” shouted the D.H.C. angrily. *Go away, little boy! Can't you see that
his fordship’s busy? Go and do your erotic play somewhere else.”

“Suffer little children,” said the Controller,

Slowly, majestically, with a faint humming of machinery, the Conveyors moved forward,
thirty-three centimters an hour. In the red darkness glinted innumerable rubies.

FOUR

E LIFT was crowded with men
from the Alpha Changing Rooms,
and Lenina’s entry wars greeted by

many friendly nods and smiles. She was a
popular girl and, at one time or another,
had spent a night with almost all of them.

They were dear boys, she thought, as she
returned their salutations. Charming boys!
5till, she did wish that George Edzel’s ears
weren't quite so big (perhaps he'd been giv-
en just a spot too much parathyroid at Me-
tre 328?), And looking at Benite Hoowver,
she couldn't help remembering that he was
really too hairy when hetock his clothes off.

Turning, with eves a little saddened by the
recollection, of Benito's curly blackness,
che saw in a corner the small thin bedy, the
melancholy face of Bernard Marx.

“Bernard!” she stepped up to him. “I was
looking for you,” Her voice rang clear above
the hum of the mounting lift.

“l wanted to
talk to you
about our New
Mexico plan’

The others locked round euriously. “I want-
ed to talk to you about our Mew Mexico
plan.” COut of the tail of her eye she could
see Benito Hoover gaping with astondsh-
ment, The gape annoved her. “Surprised I
shouldn't be begging to go with him again!”
she zaid to herself. Then aloud, and more
warmly than ever, “I'd simply love to come
with vou for a week in July,” she went on.
(Anyhow, she was publicly proving her
unfaithfulness to Henry, Fanny onght to

be pleased, even though it was Bernard.)
“That is,” Lenina gave him her most dek-
ciously significant smile, % you still want

to have me.”

Bernard’s pale face flushed. “What on earth
for?” she wondered, astonished, but at the
same time touched by this strange tribute
to her power.

“Hadn't we better talk about it somewhere
else?” he stammered, looking harribly
uncomfortable.

“ax though I'd been saying something
shocking,” thought Lenina. “He couldn’
look more upset if I'd made a dirty joke-
asked him who his mother was, or some-
thing like that.”

43
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ALDOUS HUXLEY

Medium: Book cover design, editorial layout, and digital illustration

Description: This redesign of Brave New World reinterprets the novel’s
themes of control, conformity, and artificial happiness through a layered
visual approach. The project includes a fully developed cover system and
interior page design, combining illustration, typography, and editorial
structure into a cohesive reading experience.

Problem: Many existing editions rely on dated or literal imagery, failing to
fully capture the psychological tension and unsettling nature of Huxley’s
dystopian world.

Solution: The redesign introduces a symbolic and unsettling visual
language, using custom digital painting, collage, and texture to reflect
themes of manipulation, identity, and societal control. The interior layout
emphasizes readability while incorporating subtle graphic elements that
reinforce the narrative tone.

Impact: The result is a contemporary interpretation that enhances both
visual engagement and thematic depth, creating a more immersive and
thought-provoking reading experience.

lllustration, Design & Layout: Created original digital artwork using custom
Photoshop brush techniques, alongside designing the full cover system
and interior page layouts.

This book often appears on the
American Library Association’s (ALA)
list of top 100 banned books.

Jonathan Taylor

hello@sunnybay.design




MOBILE, ALABAMA



Mobile, Alabama: Animated Logo Reveal

Mobile, Alabama: Animated Logo Reveal

Scan to view the full animation

THE PORT CITY

Medium: Motion design, logo animation, and digital illustration

Description: This animated logo reveal for the city of Mobile, Alabama
reimagines the city’s identity through motion and illustration. The piece
builds from a simplified mark into a full visual system, highlighting key
elements of Mobile’s culture, industry, and environment.

Problem: Static logos often fail to capture the energy, diversity, and
movement of a city, limiting their ability to engage audiences across digital
platforms.

Solution: The animation introduces the identity through a dynamic
sequence, expanding the core mark into a collection of illustrated
elements—including transportation, industry, and coastal imagery. Motion
is used to guide the viewer, reinforce hierarchy, and create a memorable
visual narrative.

Impact: The result is an engaging and adaptable identity presentation
that brings the brand to life, making it more effective for digital, social, and
promotional use.

lllustration & Animation: Illustrated all visual elements and developed

the full animation sequence, translating a static identity into a dynamic
storytelling experience.

| was born and raised in

Mobile.

Jonathan Taylor hello@sunnybay.design
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