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The concept for my portfolio comes from the word 

dimensional which is how I think of myself as a 

designer. My design focus crosses many thresholds 

from individual contributor, to strategist, to 

researcher, to thought leader. I find in design one 

must not only be dimensional in regards to focus, but 

also process, skills and relationships.  

 

While leading designs for brands, products, and 

experiences, I focus on defining strategy that drives 

company goals based on insights from extensive 

UX research. My design process includes thorough 

planning, research, iterative execution, and testing. 

Collaboration is by far my favorite part of the work 

whether it’s defining “the why” with Product, building 

with Engineering, or going to market with Marketing. My 

goal is always to bring the right players into the game at 

the right time. 
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For all the designers in tech. 



01TOKBOX 
LIVE VIDEO

COMPLETED 2017 

Brand | Print | Digital | UI | UX

Our design goals for TokBox were to create more consistency 

in visual design, more delightful user experiences, improve 

brand recognition and increase engagement with customers 

and developers.

As Design Lead, I led a team in updating all branded materials 

not only to ensure brand consistency but to better communi-

cate our marketing messages and goals of the platform. We 

re-evaluated the UX of our applications, demos, and website 

to create better flows and a delightful experience for our users. 

We also launched a very successful research program that pro-

vides data to guide not only design but company decisions. 
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02MISSLEADING
FILM FESTIVAL

The goal of this project was to create a VIP giveaway for a 

film festival by a chosen director. This giveaway must fit into a 

carrying case and hold collectible peices that a Hitchcock fan 

would die for.

This Academy of Art University graduate studies project was a 

great challenge to design an entire Film Festival and all of the 

collateral that goes with it. I based my festival on the deceptive 

and duplicitous female characters of Alfred Hitchcock’s films. It 

included twenty design pieces of print and packaging 

COMPLETED 2011 

Brand | Print | Digital | Layout | Concept
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03SCRIBD 
E-READING

The goal of this website and mobile app was to give e-book 

readers a delightful reading experience and the ability to search 

and save their favorite books into their personal virtual library. 

Brand guidelines were developed to ensure consistency in visual 

language, type, colors, and tone.

With consistency in visual design, experience, and brand at the 

forefront of our design decisions, the design team created designs 

that allowed books to be easily discoverable and the reading ex-

perience seemless across multiple platforms and devices. We also 

designed marketing campaigns to promote the product and books 

which included custom photography for the Scribd brand. 

COMPLETED 2013

Brand | Digital | UI | UX
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04BRADDOCK &
LOGAN APTS

The goal of this project was to design a new comprehensive 

apartment website and mobile site for Braddock & Logan to 

accompany their residential site. They needed to reach renters 

looking to rent apartments in California and Washington and 

wanted a modern, fresh look that also promoted their branding 

across multiple platforms. 

I worked with the client from strategy to production. In order to 

guide apartment renters to the right apartment, the navigation 

was kept simple. Users are able to find apartments in their area: 

through the graphic interactive map, dropdown menus, and copy 

links. The newest istings appear on the homepage driving renters 

to view interactive floorplans.

COMPLETED 2012 

Brand | Digital | UI | UX
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05ENRON
RE-BRAND

The goal of this Academy of Art University project was to take a 

dying or dead brand and revive it. This encompassed a complete 

re-branding and positioning for the company as if it existed in 

today’s world.  

 

I took on Enron which was a company with a big reputation and 

an even bigger downfall. It was revived as E2 and was positioned 

as an Investment Capital firm for the elite. After determining the 

key personas, I defined a new brand voice, color palette, image 

style, and created a new logo mark. In true Enron fashion, the style 

guide even contained a secret section describing a few legally 

questionable perks.

COMPLETED 2010

Brand | Print | Digital | UI | UX

072

T
E

S
S

A
 F

IS
H

073



074 ENRON RE-BRAND 075



076

T
E

S
S

A
 F

IS
H

ENRON RE-BRAND 077



15x

1x

10x

black
pantone
Pro Black C

cmyk 
coated
0/0/0/100

cmyk 
uncoated
0/0/0/100

rgb 
30/30/30

white
pantone
Paper

cmyk 
coated
0/0/0/0

cmyk 
uncoated
0/0/0/100

rgb 
255/255/255

gold
pantone
871 C

cmyk 
coated
7/27/55/22

cmyk 
uncoated
23/32/72/8

rgb 
179/153/93

brown
pantone
4625 C

cmyk 
coated
29/78/91/78

cmyk 
uncoated
23/58/88/48

rgb 
81/43/27

Aa / Sackers Gothic Light

ABCDEFGHIJKLMNOPQRS
abcdefghijklmnopqrs
0123456789&@!$%
headers/quotes

Aa/ Sentinel Light

ABCDEFGHIJKLMNOPQ RS
abcdefghijklmnopqrs
0123456789&@!$%
primary body copy

Aa/ Sackers Gothic Heavy

ABCDEFGHIJKLMNOPQRS
abcdefghijklmnopqrs
0123456789&@!$%
headers/quotes/folios

Aa / Sentinel Bold

ABCDEFGHIJKLMNOPQRS
abcdefghijklmnopqrs
0123456789&@!$%
emphasis/page numbers

078

T
E

S
S

A
 F

IS
H

ENRON RE-BRAND 079



080

T
E

S
S

A
 F

IS
H

ENRON RE-BRAND 081



082

T
E

S
S

A
 F

IS
H

ENRON RE-BRAND 083



084

T
E

S
S

A
 F

IS
H

ENRON RE-BRAND 085



086

T
E

S
S

A
 F

IS
H

ENRON RE-BRAND 087



088 ENRON RE-BRAND 089



090 ENRON RE-BRAND 091



092

T
E

S
S

A
 F

IS
H

ENRON RE-BRAND 093



THANK YOU
 

GET IN TOUCH

www.tessafish.com

tessazfish@gmail.com

415.828.2129

FOLLOW ME

@litlf ish / Twitter & Pinterest   

@tessazfish / Instagram

linkedin.com/in/tessafish
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