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COPYWRITING PORTFOLIO

Introduction

This portfolio showcases copywriting work for a range of industry-leading
brands, including Bank of America, Merrill, Starbucks, Georgia Natural
Gas, Dow, Verizon, and Toyota. From financial services to consumer
goods and energy, each project reflects a strategic approach to voice,
audience, and storytelling. Whether the goal was to simplify complex
information or bring warmth to a national campaign, the throughline is
clear, compelling copy that drives results.

Naya Clark

I'm a writer with a background in journalism and a passion for language
that feels intentional. I'm drawn to the challenge of shaping ideas into
messages that connect—whether that’s building trust for a financial brand
or creating moments of delight in everyday content. Thoughtful, curious,
and always tuned into tone, | bring both creative intuition and strategic
thinking to every brief.
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COPYWRITING PORTFOLIO

Copywriting Creative direction Editing

Writing sharp, purposeful copy that captures
attention and drives action.

Developing big-picture concepts and guide them Crafting scroll-stopping content that sparks
engagement and builds community.

from idea to execution.

Personal Skills

As a copywriter with a strong foundation in creative direction and social media,
| specialize in crafting clear, engaging content that aligns seamlessly with brand
voice and strategy. Whether developing campaign concepts, writing high-
impact copy, or shaping narratives for digital platforms, | bring a versatile skill
set rooted in storytelling, audience insight, and a sharp eye for detail.
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NAYA CLARK

Brands I've
worked on

s @UIDIE

(hs

OE

TOYOTA

STARBUCKS'
REWARDS

Here’s a look at some of the brands I've
written and helped shape. From campaigns
and brand storytelling to email content. Each
project I've worked on reflects a blend of
strategy, voice, and creative thinking tailored
to the brand and audience.

MERRILL &g

A BANK OF AMERICA COMPANY BANK OF AMERICA
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BRANDS I'VE WORKED ON

Toyota USA &
Sposscred @

T t Style as sophisticated as you. Find your 2022 '..T..‘*‘- - " T "“ _' _— — S S - @ CA M RY
: y : El | L B . LA Put on a powerful performance.
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With Toyota, | wrote copy for a range of vehicle models, each | & . A
requiring a unique tone, voice, and messaging strategy to pl— - il
speak to its specific audience. From sporty crossovers to

family-friendly hybrids, | helped shape content that balanced 7 e B s
brand consistency with nuanced storytelling tailored to each g Sy - @ COROLLA
model’s identity. = N T | -

My work spanned multiple platforms, ~ On social media, | crafted captions = e ST e Freedom to do the most.
including Facebook, Instagram, and and concepts designed to build P S i T

various digital ad placements—each ~ community and spark conversation, —~ — _ s % ©® TOYOTA e

with its own creative considerations focusing on punchy CTAs that moved ' e - =

and engagement goals. audiences to action. o

Working closely with designers, art directors,and e m R e Sy L @ RAVA4

strateqists, | ensured every piece of content aligned with — , '\ % B

Toyota’s broader marketing objectives while feeling fresh, - p - Made to move you.

relevant, and platform-appropriate. Whether introducing a
new model or supporting a seasonal campaign, | brought a
mix of voice-driven writing, creative collaboration, and
audience insight to every project.
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BRANDS I'VE WORKED ON >

Fancy ads? In this economy?
We're giving discounts instead.

Q Georgia Natural Gas’ G N G
gng.com

At Georgia Natural Gas, | contributed to a variety of campaigns
across multiple channels, including billboard ads, direct mail,
and email marketing, each crafted to engage and educate the
local community about energy solutions.

No fancy ads. Just discounts.

6 Georgia Natural Gas | had the opportunity to collaborate on These projects required a balance of

unique partnerships such as the clear, approachable language and
gng.com Georgia Aquarium Otters exhibit and persuasive storytelling to inspire
, the Fox Theatre’s Greener Life sustainable choices while reinforcing
campaign, helping to weave brand Georgia Natural Gas’s commitment to
messaging into meaningful, the community.

hat's £
dea' t s . . g s
6o 2, his worng- ~ ) environmentally conscious initiatives.
0 51320 andrgG:Greenef > Lk

ff:e foroneye?"

. 20
georsi com/SAVET
wrll  gng-
A=

Working closely with cross-functional teams, | ensured every
piece of content—from outdoor advertising to digital outreach
—was aligned with brand values and designed to resonate with
diverse audiences across the state.

e
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A
s
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BRANDS I'VE WORKED ON

Merrill

At Merrill, | created copy for interactive finance quizzes and
online ads, helping to engage users with content that was both
educational and easy to digest.

The quizzes were designed to simplify My work required balancing a
complex financial concepts and professional tone with an inviting,
empower users to better understand  user-friendly voice to ensure the

their investment knowledge and content felt approachable without
goals. compromising credibility.

In digital ads, | focused on clear, concise messaging that
highlighted Merrill’s offerings while driving clicks and
conversions across various platforms.

WWW.NAYACLARK.COM

ATM ad

Make your next trip easier.
Order foreign currency
in our app or online.

When you use the QR feature certain information ks collected from your mobile device for business purposes. Bark of America and the
Bank of Amevica logo are registered trademarks of Bank of America Corporation. Membser FDIC. © 2024 Bank of America Corporation

BIEI® Scan to learn more o visit bofa.com/ foreigncurrency
=

Where did the bull
and bear markets
get their names?

_:._____"l-l-' —

See how fine-tuned your investment
knowledge is.

Merrill

s | A ' fAe

M MERRILL it

What does
it mean to
diversify?

ATM ad

Make your next trip easier.
Order foreign currency

in our app or online.

See exchange rates, pick up your currency at a financial
center, or have it delivered (if under $1,000), track your
order and more.

(& Scan to learn more or visit
bofa.com/foreigncurrency

Wiin you use the QRC feature ¢ formation is collected from your mobile divice for
business

Ertain in e
iness purposes. Bark of America and the Bank of America logo are ugésmrd radermarks
of Bank of America Corporation. Member FDIC. © 2024 Bank of America Corporation
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know > t0
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Save this info for later
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STARBUCKS

Rewards Campaign

STARBUCKS' STARBUCKS' STARBUCKS' S

STARBUCKS REWARDS REWARDS ... RewarDs
REWARDS

STAR DAYS &

‘* Grab as many Stars as you can, Oct. 18-0ct. 22

PUMPKIN
SPICE
IS LIFE

PUMPED
FOR
PUMPKIN

Enjoy a week of wow.

o @ G

/¢ FaLLFOR

PUMPKIN
HAPPY PSL SEASON @
18 OCT. 20
5'&“5 FOR F.M.l. MON DA\' H»‘ll.F OFFWEDN .RY
f ; PUMPKINISTA
You're a Pumpkinista because of how many
PUMPKIN PAL pumpkin drinks you enjoyed last year. PUMPKIN SPICELEBRITY

You're a Pumpkin Pal because of how many Get excited—pumpkin season begins tomorrow. You'rea vapi:l 5" eleh Tty ‘”‘d‘:” of how
any pu ve r.
AS Ropl_gu You're a Friend of Fall because of how many pumpkin drinks you enjoyed last year.

pumpkin drinks you enjoyed last year. Pumpkin flavored sips fuel your day and you're
ready to try them all this fall. That doesn't just make

We know you love a good pumpkin drink and
you a pumpkin fan, it makes you a true Pumpkinista.

You love the fall season and all that comes with it. the delicious fall flavors are finally rolling in
That makes you a Friend of Fall. So get cozy and grab tomormow,5/25-Enjoy 'hesp'FE this season So enjoy the flavors of fall and share your love of all
your favorite pumpkin drink. with delicious fall drinks. things pumpkin with the world.

B i e Order a drink Order a drink

For Starbucks Rewards, | created copy across several milestone tiers, helping celebrate user achievements and drive continued engagement. | also
contributed to a larger campaign aimed at reaching Black audiences — a standout project where | shaped the creative direction from start to finish,
collaborating with designers, providing cultural insight, and even supporting on set during the shoot.

WWW.NAYACLARK.COM



BANK OF AMERICA

PBS Leonardo DiVinci Film Premier

| helped concept and write for a cross-platform campaign celebrating the
premiere of Ken Burns’ Leonardo da Vincidocumentary on PBS, in
collaboration with Bank of America. The project included a gameified
Instagram Story experience and required balancing voice and vision
across three major partners — PBS, the director, and the brand — making
the creative puzzle of distilling it all into compelling copy a fun and
rewarding challenge.

IN WHICH CITY ANSWER

CAN YOU VIEW

THE MONA LISA? THE MONA LISA
HAS BEEN IN PARIS

SINCE 1804.

ANSWER £ LEONARDO WAS ANSWER
E ACTIVE DURING WHICH
ART MOVEMENT? LEONARDO WAS

ACTIVE DURING

& THE “GOLDEN RATIO”
OF THE SNAIL SHELL

INSPIRED
PERSPECTIVE IN

EONARDO'S WORK. | ;

e el

'h‘:f-' wa’imr-o} {H’m

h A-Jrlfﬂ'e? ‘u:I-:i rﬂ-.n‘.fh sejree -thf(n-.

THE RENAISSANCE

— AN E (NOWN

FOR AN EXPLOSION
OF CREATIVITY.

$

WHAT SHELL SHAPE
INSPIRED LEONARDO?

| h
|
[ |
int: It's an animal

-

HOW MANY ANSWERS
DID YOU GET RIGHT?

\

WHAT SHELL SHAPE
INSPIRED LEONARDO?

“DA VINCI-

ATiLm sy KEN BUR
SARAH BURNS AxD DAVID McMAHON
PREMIERES HON NOv 18 8/7c () PBS

Tl B ing Servion
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BANK OF AMERICA

PBS Leonardo DiVinci Film Premier

“Z Bank of America

We are honored to continue our support for Ken Burns
as an expression of the belief that investing in the arts has a
positive impact on our lives. See the premiere of our partner

LEONARDO

. v .
DAWINCE Ken Burns' insightful “Leonardo da Vinci” film Nov. 18 at 8/7
CT. Bitly
PREMIERES
MOMN NOY 18 8/7¢ @ PBS Investing in the power of the arts
B € 04 P Bl g "t e

Inside the mind
of a genius

Ken Burns, Sarah Burns

and David McMahon's latest
film examines one of the
most innovative minds in
human history.

Leonardo da Vinci

\pooeming Firm frens
S

Dance with Bouguets

Edgar Degas (French, 134 = 1917), Doncer with Bouquets
18951900 Chryily Museurn of L Marfs, W

Eight Bells

M. CWeth [Ammercan 1B82-19451 B Baly
Chede Stankey ard Arcnew Weth abosrd Eighe Delhi FI37

Discover more >

Tablet/mobile highlight LinkedIn
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BANK OF AMERICA

PBS Leonardo DiVinci Film Premier

WWW.NAYACLARK.COM

Dynamic signal

INSIDE THE MIND OF A GENIUS

EONARDO

DA VINCI-

& Fiim 07 KEN BURNS
SARAN BURME asis DAVID M HON

MON NV 18 8/3¢ @FBS

gt 5 L e, B g S

X share copy
ol

Did you know @BankofAmerica has supported the work of @KenBurns
since 2007? I'm proud to work ata company that invests in the arts and
partnerships that help connect cultures. Learn more about their

collaboration and Ken's latest film “Leonardo da Vinci” premiering Nov.

18th at 8/7 CT on PBS. Bit.ly

= Jane Doe

/ mJaneDoe
I'm excited for the new @KenBurns film “Leonardo da Vinci” supported
by @BankofAmerica. It's a look inside one of history's most innovative
minds premiering on Nov. 18th at8/7 CT on @PES. Learn more about
this collaboration. Bit.ly

Exploring a legacy of creativity and innovation

We are proud to continue to support the work of Ken Burns and
Florentine Films, who create in-depth stories that enlighten
people around the world. The biographical film from Ken Burns,
Sarah Burns and David McMahon "Leonardo da

Vinci” premieres Monday Nov. 18 at 8/7 CT on PBS.

Linkedin share copy

) Srrenos
For years, Bank of America has supported the work of Ken Burns. This
ongoing partnership makes me proud to work for a company that
believes that investing in the arts has a positive impacton our lives.
Learn more about this collaboration and Ken's latest film “Leonardo da
Vinci” premiering Nov. 18th at 8/7 CTon PBS Bit ly

%% Jane Doe

| can't wait to take a journey inside the mind of a genius with the new
Ken Burns film, “Leonardo da Vinci”, supported by Bank of America.
Learn more about this exciting collaboration and check outthe
premiere on Nov. 18th at8/7 CT on PBS. Bit.ly



BANK OF AMERICA

PBS Leonardo DiVinci Film P
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Leonardo da Vinci used nature as inspiration for
perspective — with techniques such as “the golden ratio
and “the rule of thirds” making appearances in his works.
Explore his life and legacy in @kenlburns, Sarah Burns
and David McMahon's newest film "Leonardo da Vinci".

"

Watch the film premiere on Nov. 18 at 8/7 CT on @pbs
and see link in our bio fer more details on the film.

Instagram carousel

WWW.NAYACLARK.COM
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Experience a visionary imagination through works of art,
expansive writings and inventions in “Leonardo da Vinci," a
film by Ken Burns, Sarah Burns and David McMahon. It's an
honor to support this project as a part of our ongoing
commitment to the arts and its ability to connect cultures.

Watch the film premiere on Nov. 18 at 8/7 CT on PBS. Bit.ly

Facebook



BANK OF AMERICA

PBS Leonardo DiVinci Film Premier

Desktop superhighlight

Inside the mind of
a genius

Ken Burns, Sarah Burns and David
McMahon's latest film examines one of the
most innovative minds in human history.

Discover more >

-“ > e
PREMIERES
MON NOV 18 8/7¢ @ PBS

Dasign © 2024 Publc Broadcasdng Service

Facebook

e Bank of America
“
77 2,562,432 followers

mo
The work of Ken Burns and Florentine Films tells in-depth
stories that enlighten people around the world. We're excited
to show our support for their work as a commitment to the
belief that investing in the arts has a positive impact on our
lives.
Watch the “Leonardo da Vinci” film premiere Nov. 18 at 8/7
CT on PBS and learn more about our partnership. LINK

Following
consequential figures

:‘_J.r

Blending art  § T Making history a
and education " 3 riveting narrative today
et

By
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BANK OF AMERICA

PBS Leonardo DiVinci Film Premier

Landing page desktop - Landing page mobile
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BANK OF AMERICA

Better Money Habits

IG Video

Bettere Habits® Better Money Habits®

10:00 a.m.

Make coffee at home,

For Bank of America’s Better Money & BRIt akRast nearty _.02:00 p.m.

Habits campaign, | wrote cross- :
balg 4 Chetk out more ways

platform content that made financial Jy without overspending . B e i i R
- : CRFY - rst or\m.r{:l:'e y :;S‘:aee;" < ~z - o o2 bl
literacy feel approachable and S 2 i orworou s | ~ @ pottor Money Habits®
. . . . & = -~ E h o= ®
digital and radio spots that featured &
real community voices, with :
cultural nuance to resonate with _ %
diverse audiences in varying points ;
in their financial journey. AN
% bankofamerica & | Follow ‘ﬂ

=,

relevant. This included scripting for » by
_ , y
messaging carefully tailored for

y
b

Enjoying weekends outside is what summer's
all about. H to enjoy a\

rounded day while cutting back on spending. ’ 4 — : . . £
#BetterMoneyHabits % bankofamerica & Follow % bankofamerica & - Follow % bankofamerica @ | Follow

1 >famerica - Original audio ik Send gift 5 Enjaying Weekends outsidelis what' . % Enjoying weekends outside is. what ... Enjoying weekends outside is what ...
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BANK OF AMERICA

Better Money Habits

IG Post

Posts

bankofamerica

Posts

bankofamerica

Posts

Follow

Posts Follow

START HERE

Do you attend
formal events often?

Do you feel you spend too much

What type of clothes do

money on clothes for events?

Qo243 Q19 V46

W

bankofamerica With wedding season in full bloom,

dressing the part can get expensive. If you're

heading to a formal event, use this chart to decide if

it's best for you to buy, rent or simply shop your

dbDIlS

’ ’ " you wear for formal events?
Something fancy
I'll wear once
w
% % Have you considered renting |SS—.
v P clothes for formal events?
b
e '
A L

W

bankofamerica With wedding season in full bloom,
dressing the part can get expensive. If you're
heading to a formal event, use this chart to decide if
it's best for you to buy, rent or simply shop your
closet. abits

bankofamerica

Practical pieces

| can wear again

v

bankofamerica

Shop your closet

Wearing what you have
saves time and money.

h 4

Rent an ensemble

Buy something new
If you don’t have forma
attend more e
it might be time tc

v
Do you have '
’ a budget limit?
) ¢
: >

If you don't attend formal events often and don't

have the budget to buy something new, renting
your formal wear might be the way to go.

BANK OF AMERICA

Better Money Habits’

Member FDIC

W

bankofamerica With wedding season in full bloom,
dressing the part can get expensive. If you're
heading to a formal event, use this chart to decide if
it's best for you to buy, rent or simply shop your
closet. # erMo

Q243 Q19 V46 N

bankofamerica With wedding season in full bloom,
dressing the part can get expensive. If you're
heading to a formal event, use this chart to decide if
it's best for you to buy, rent or simply shop your
closet. abits

”hA Q ® ® © A QA B BB © A QA ®@ B ©@ A Q ©® B O
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BANK OF AMERICA

Better Money Habits

Facebook multi-image post

-~ Bank of America &

7 30,2024 - @

Moving can be the exciting start of your next chapter. Check out this
to-do list to help plan for your big move. Plus learn more ways to move
at #BetterMoneyHabits. bit.ly/3zPATWM

Are you moving soon? | % manths hefore
This checklist can make your S
relocation go smoother = A Assess if you want to hire movers.

- If 0, get recommendations from

friends and family

= [ A Order packing supplies
m ™ R
- =~

Better Muney- Habits

A Take inventory of possessions

Better Money Habits

2

B Do wakethroughs of both homes —
and make note of broken and
misplaced items

Better Money Habits

¢:> Share

1 month before On moving day
o — e —

& Forward mail and change utiisies
e
1o new addntss

A Pack a bax of things you may
i rigtht after rdving in

R Label bones by room to direct
the mowe

=l

Learn more ways to save and
budget for your next move with
Better Money Habits"

(L S 5 Mh R} B) OB B N S} 0%
(8L 53 S Sh £} Sh OB 54 S} S O)

Ak Lk

Better Money Habits Better Money Habsits

dY Like

O Comment

WWW.NAYACLARK.COM

Facebook multi-image post

= Bank of America &
-
7 Nov21 2024 - @

While shopping, many of us may not realize we're using psychological
habits to justify our purchases. Gain insight into the type of logic that
may cause us to spend more over time. #BetterMoneyHabits bit.ly/
3zrW3is

___ You're out shopping

‘L' and see a shirt you
: want to buy...

Do you use these
financial mindsets to
justify spending?

Here's a shopping example
you may relate 1o ==

Psychological trait
Herd mentality

Psychological trait:
Mental accounting

You might buy this shirt
because you've seen others
wearing it on social media.

Since you plan to buy the shirt
with money from your new -~
raise, you justify purchasing it. =

- L — gy
D e

(=

a1

Facebook multi-image post

=~ Bank of America &
e
“7 Jun28,2024-Q@

These days, people are using cash less and less, including young
adults. Whether your child has a summer job, gets an allowance, or
frequently asks for money, use these tips to guide your conversation
with them about debit cards. #BetterMoneyHabits bit.ly/4agKTJO

How to talk to kids about
their first debit card

1 Talk about saving vs. spending

Highlight the importance
of saving and that using a
debit card takes money

out of their account.

Better Money Habits Better Money Habits

¢
&

2 Discuss account 3 Help them use it wisely

monitoring

Mention your involverment
and how you will keep an

eye on activity and
spending patterns.

Create a budget and explain
that they may incur a fee if
they overspend or fall below
a set balance.

—

VN
O/~




BANK OF AMERICA

Better Money Habits

For Bank of America’s Better Money Habits campaign, | CLICK EACH TO LISTEN! 1«

wrote scripts that were featured on the Black Information
Network radio station, highlighting practical financial
guidance through authentic conversations.

* . :
The series centered on a host engaging with  The work required strong interviewing skills, ® Prepare for HOIIday Spendmg

Bank of America Champions—trusted a sensitivity to tone and audience, and the
community leaders—who answered ability to translate candid insights into
guestions on topics like managing student structured, engaging dialogue that felt both = Manage Student Debt

debt, budgeting for the holidays, and building trustworthy and accessible.
healthy day-to-day financial habits.

It was a fun project that pushed me to balance storytelling $_Manage Day-to-Day Expenses
with real-world financial advice—while making sure each

conversation felt personal, natural, and genuinely helpful to § Plan for an Emergency Fund
listeners.

WWW.NAYACLARK.COM


https://drive.google.com/file/d/1vEumV2zmuU0Iyy0njIIiMXgSsNNinuxT/view?usp=drivesdk
https://drive.google.com/file/d/1HdrqHMQSdkNh-G_Y76enCJS4ijiVD9fb/view?usp=drivesdk
https://drive.google.com/file/d/1I-vJiEhUGRN2IS0NLFH96lwZxRIV2OQb/view?usp=drivesdk
https://drive.google.com/file/d/1Pj0LqC8vh9xbcDJKj7p-cxx4yxwsjGpU/view?usp=drivesdk

BANK OF AMERICA

Preferred Rewards

As a copywriter on the Bank of America Preferred Rewards
campaign, | helped develop messaging that clearly
communicated the value of the bank’s tiered loyalty program to
existing and prospective customers.

My role involved translating complex
financial benefits—such as exchange
rate discounts, interest rate boosts,
and exclusive perks—into accessible,
benefit-driven copy across digital ads,
emails, landing pages, and in-branch
signage.

The work required a sharp attention to
detall, a strategic understanding of
customer behavior, and the ability to
distill financial language into clear,
actionable messages that drove
engagement and conversions.

| regularly checked in with designers, strategists, and
legal compliance teams to ensure accuracy, clarity, and

brand alignment.

WWW.NAYACLARK.COM

IG Story

Preferred Rewards Preferred Rewards

IG Post

%7 bankofamerica

Covering the down payment,

closing costs and home
repairs all at once &

AW C ece W

bankofamerica Does it feel like everyone in
your social feed is buying a new home? It's a
common goal. Keep in mind that seeing others’
achievements on social media doesn't always
give the full scope of the costs involved. Visit
the link in bio for ways to embrace your money
goals in the face of social pressure.
#BetterMoneyHabits



BANK OF AMERICA

Preferred Rewards

bankofamerica

BANK OF AMERICA

Preferred Rewards

1 Moving is an easier lift
with Preferred Rewards

Member FDIC

Q225 Qe V4 N

bankofamerica Moving? You'll feel right at home as
a Preferred Rewards member. Learn how you can
earnupto7 rewards bonuses on eligible Bank of
America credit card purchases from the link in bio.

A Q ® O

WWW.NAYACLARK.COM

Posts

bankofamerica Follow

BANK OF AMERICA

Preferred Rewards

Unpack up to a 75%
rewards bonus an eli
Bank of America

Member FDIC

W

bankofamerica Moving? You'll feel right at home as
a Preferred Rewards member. Learn how you can
earn up to 75% rewards bonuses on eligible Bank of
America credit card purchases from the link in bio.

A Q ® O

< Posts

bankofamerica

@ bankofamerica

BANE OF AMERICA

Preferred Rewards

bankofamerica Moving? You'll feel right at home as
a Preferred Rewards member. Learn how you can
earn up to 75% rewards bonuses on eligible Bank of
America credit card purchases from the link in bio.

A Q ® O

|G Story

BANK OF AMERICA

. Preferred Rewards

For Business

As a Preferred Rewards for Business
member, you can benefit from lower
processing costs...

'

@ bankofamerica €& | Follow

Earn savings and unigue benefits with

b Preferred Rev\)ards

For Bu

b

..with our Merchant Services
Simplified Pricing Plan.

,'f'r'vﬂf. ‘

@ bankofamerica # | Follow

Earn savings and unique benefits with.x

-
e

-~

BANK OF AMERICA

Preferred Rewards

For Business

-

JW &

-
%
4
A

%)

126

Q

pral o W 0
4

@ bankofamerica # | Follow <

Earn savings and unique benefits withr

Learn how to get discounts for
summer savings with Preferred

ds for Business.




JOBST

STAND UP
TO DVT
WITH THIS

DVT Awareness Campaign  [tals | =

S Q1 T [
Jobst_usa This manth is DVT Awareness manth.
Chack out thase ways 10 prevent, manage and

take control with deép vein thrombosis. To sas
mong ways to help trent DT this manth and
Bearyond visit tha link in bio,

For Jobst’s DVT (Deep Vein Thrombosis) awareness campaign, | helped
develop clear, empathetic messaging that educated audiences on the i
risks and prevention of DVT without leaning into fear. s inrad il ol ot oot ‘

Our goal was to strike a balance between urgency | collaborated closely with strategists and art A

and empowerment—encouraging people totake  directors to craft copy that was medically

preventative action while removing stigma around  accurate, emotionally resonant, and easy to InRonges | MENCT

compression therapy. understland across digital, print, and in-office :
materials.

The result was a cohesive campaign that met people where they were,
especially those most at risk, with language that made health advocacy feel
accessible.
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Want to learn ways to prevent and treat
DVYT? See how to manage its symptoms
and break down the barriers of DVT _|r.'_:||-i. STy

today bit.ly. DEEP VEIN
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There’s more where that came
from. Let’s connect!

Website: NayaClark.com
Email: NayaClarkOO@gmail.com
Published pieces: NayaClark.Contently.com
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Thank You
So Much!

NAYA CLARK




