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Hello,

I am Andrea Floren, a strategic illustrator, designer & art director. With  

a diverse background culled from the worlds of advertising, design and  

innovation consulting, I’ve been creating meaningful connections between 

brands and people for over 17 years. I believe in strategic, well-crafted design 

that is true to the brand and resonates with the people who experience it.  

 

I’m passionate about bringing compelling brand experiences to life and  

uncovering insights that inspire thoughtful, delightful, unexpected solutions.  

I happily collaborate across disciplines and comfortably pivot between  

defining vision to seeing tactical design efforts through from planning to  

concept to production. 

Let’s work together!
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Wondernik

Wondernik is a line of STEAM smart 

toys for girls & boys, born out of a 

mother's frustration trying to find 

toys for her daughter.  

 

Founder, Yvonne Lin, realized craft 

and creativity toys are designed to 

appeal to girls while STEM (science, 

technology, engineer, math) toys 

are designed to appeal to boys.  

So...Wondernik was born, with the 

mission to bridge the great pink & 

blue divide in the toy section. 

I worked with the founders to  

build the brand from the ground  

up, creating Wondernik's design 

language, brand identity, marketing 

materials, packaging, instruction 

booklets and swag.

Wondernik is the kind of thing  

I would have loved as a kid, and it 

still resonates, perhaps even more 

so, now that I am a mother.

• Brand Development

• Brand Identity

• Brand Storytelling

• Illustration

• Print Collateral

• Packaging

• Promotional Materials



Wondernik

A peek at the Founder's  

business cards and the products 

themselves.  Wondernik was a  

hit at MakerFaire in NYC and is 

currently in production.



Your people  
deserve better.

Protect 
your people.

Intelligent benefits  
for your people.

Join us Dec 10 
to discuss the 
questions that 
will drive your 
2017 benefits 
strategy

FREE WEBINAR
The questions 
that will drive 
your 2017 
benefits strategy.

December 10 
11am PDT

Register now
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As you prepare 
to ring in 2016, 
it’s time to start 
thinking about 
your 2017 
benefits strategy. 

As you prepare 
to ring in 2016, 
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Plan for a 
successful 2017 
with our benefits 
strategy quick 
start guide.

As you prepare 
to ring in 2016, 
it’s time to 
start thinking 
about your 2017 
benefits strategy. 

As you prepare 
to ring in 2016, 

FREE GUIDE

Building your 2017 
Benefits Strategy:
Your Quick Start 
Guide to a 
Successful Year

Download now

Collective Health 

Collective Health is a Bay Area 

startup using technology to  

create a better, connected 

healthcare experience for  

companies who want the best  

for their employees.

Think of it as a friendly, concierge 

that helps employees understand 

their healthcare benefits and 

speaks to them in a language 

they understand. 

For employers, it is  one  

complete system made up  

of 4 solutions: health plan,  

engagement hub, concierge  

support and analytics. Oh, and  

it's a beautiful user experience  

to boot. 

I worked with the Collective 

Health marketing group and  

visual designers over several 

months on a variety of touch-

points from billboards to digital 

ads to microsites to iterating  

design on their website.

• Brand Extension

• Visual Design

• Illustration & Iconography

• Print Collateral 

• Marketing Collateral

• Digital Advertising

• Promotional Materials



361%

LOOKING AHEAD

Expected dollar amount of claims Collective 
Health will process for our members.

Next year, we’ll move our home from our current o�ce to our new digs in SF!

2016 2017

$200M

$2B

We hired the best of the best to create 
a new health insurance experience, with 
experience from Airbnb to Facebook to 
NASA to Blue Shield of California.

COLLECTIVE FIT HIGHLIGHTS

AT COLLECTIVE HEALTH

Research participants our 
designers listened to & learned 
from to improve our product.102

SAN MATEO
CALIFORNIA

SAN FRANCISCO
CALIFORNIA

18
 MILES

OUR TEAM
GREW 

TRILLION

$81M
The amount of our 
Series C financing this 
fall, led by Google 
Ventures, Founders 
Fund, NEA, Maverick
Capital and others.

150     
30,000

members joined
Collective Health

TO

FROM

*Source: Centers for Medicare & Medicaid Services, O�ce of the Actuary, National Health Statistics Group.

1,262 MILES
run at our weekly training runs

2,542 FRISBEES
thrown at Combat Frisbee

52 POUNDS
lost at Project Fit

Year in review
2015 was a big year for Collective Health. 
We’re so thankful to have had the support of 
a growing list of people and companies who 
are helping us realize our vision to create the 
healthcare experience we all deserve. 

Here is a quick look at some of 
the highlights from 2015.

received health benefits 
from their company.

150

IN THE INDUSTRY

Employers spent more than
$1 trillion on healthcare this year.*

MILLION
AMERICANS

Ratio of women to men on 
the Collective Health team.

:
ONE-TO-ONE

$↑

LET’S TAKE A LOOK
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2 out of 3 

Healthcare benefits 
drive career choices. 

The numbers go up if you’re hitched.

Married versus unmarried: 70% of married Americans 
said healthcare benefits were more important than things such as 

gym memberships, standing desks or free food.

AGE AND DEPENDENTS ADD TO THE CONFUSION:

Millennials are the most 
likely to be confused.
Nearly 3 in 4 18-34 year olds said they 

are often confused about all benefit 

options available to them.

Children add to the 
complexity. 
For parents with a child under 18 in the 

home, 70% said they were confused.

Online survey conducted by Harris Poll on behalf of Collective Health from December 3-7, 

2015 among 2018 US adults 18+. For complete survey methodology, including weighting 

variables, please contact press@collectivehealth.com.

Why it Matters

Interested in the full report?
Download it.

What’s driving them?
Cost and experience.

(icon not finished)

say it is because they want to make sure they 

have coverage for healthcare costs. This 

concern continues to go up as you get older — 

and when you factor in dependents.

It’s even more important for parents.

A whopping 81% of parents with a child under 18 in the home 

say health benefits are a strong factor in their decision of where to work.

When it comes to the 
workplace, Americans want 
long term coverage—
not short term perks. 

76%18-34

83%35-44

78%45-54

81%55-64

91 million
Americans
are still
confused.

Despite a significant majority of Americans 

putting an emphasis on healthcare options 

when it comes to the workplace, 3 out of 5 
U.S. adults are often still confused by all the 

benefit options available to them.*

are not prepared to 
handle an out of pocket 
medical bill of $5,000.

69%
80%

61%
US ADULTS

WOMEN FROM
18-34 PARENTS

$

And, they’re not financially prepared. 

Americans don’t want 
surprises. 

70% of emergency physicians reported that they are seeing insured 

emergency patients in the ER who have delayed seeking emergency care due 

to high co-pays, co-insurance, or deductibles.

Even though Americans are confused, they’re not spending much if any time 

on researching benefits. 79% spent less than an hour, and more than half 

spent fewer than 30 minutes researching benefits options during open 

enrollment.

While millennials may be confused, they’re not interested in researching their 

health benefits. 45% of millennials would rather clean out their email then 

research their health benefits. 22% would rather do their taxes. 

Companies are planning to reduce the richness of their benefit o�erings — 

85% of employers have implemented or are considering greater employee 

cost-sharing, putting more of the financial burden on employees shoulders.

CREDIT:  

http://www.forbes.com/sites/corinnejurney/2015/10/11/some-millennials-would

rather-clean-a-toilet-than-understand-their-health-benefits/

*Source: According to centers for Medicare & Medicaid Services, Oce of the Actuary, 

National Health Statistics Group, 150 million Americans will be starting a new 

employer-based healthcare plan in 2016. Findings based on 61 percent of 150 million.

73% 72% 73%

OVER

of US adults say that when deciding on a new 

job, healthcare benefits would strongly factor 

into their decision of where to work.

75%

A recent online survey conducted by Harris 

Poll on behalf of Collective Health found that 

now more than ever Americans strongly value 

healthcare benefits in the workplace, but a 

significant majority of them still don’t 

understand the options available to them.

Confusion around healthcare benefits 

greatly increases among millennials and 

parents — meaning despite their 

coverage, they could be exposing 

themselves to increased financial risk.

As we enter 2016, millions of Americans are 
starting a new employer-based healthcare plan.

DOWNLOAD

67%

18-34 35-44 45-54 55-64

18-34 76%

35-44 83%

45-54 78%

55-64 81%

of Americans agree that 

competitive healthcare benefits 

are more important to them 

than other workplace "perks.”

2/3

adults would prefer a plan that takes more 

out of their monthly paycheck but that covers 

more of their medical bills.

73%

A new year,
new confusing
health plans.
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Collective Health 

It is always a joy to incorporate illustration when possible. I designed and illustratred 

a fun microsite communicating useful healthcare information from a recent poll along 

with a year-in-review visual newsletter. 



Collective Health 

In addition to marketing collateral, I worked with visual designers on iterating 

their website. The section I tackled was the company's "insights" are where they 

share their expertise and knowledge. The project required close communication 

with the team so our work was cohesive. We also worked to ensure the design 

would keep its integrity across platforms. 



Click Diagnostics

Click Diagnostics is a Bay  

Area startup driven by the  

belief that disease diagnoses  

should be quick, accurate,  

and accessible to all. They are 

developing a device platform 

that aims to redefine the way 

we test and treat illness.

Currently, the company is in 

stealth mode and as such, I am 

not able to show the type of 

work I collaborated on. 

I can, however, share the simple, 

stealth website we created  

using a Squarespace site to  

establish Click's presence and 

hint at their work while not  

giving away too much. I'm  

excited to keep an eye on  

their launch!

• Brand Storytelling

• Visual Design

• Illustration & Iconography

• Print Collateral 

• Packaging for BETA Testing

• Internal Tools & Templates



Smart Design 
While at Smart Design, I not  

only worked on client projects,  

but I also worked on their  

brand refresh including brand  

repositioning and a multitude  

of touch points. 

The project was both high level 

and the tactical, evolving the 

brand and elevating Smart's  

profile. Empowering employees  

to be confident ambassadors. 

Championing strategic,  

well-crafted, on-brand solutions. 

Communicating culture and  

provoking conversation. 

As Associate Director of Brand 

Communication, responsibilities 

included leadership, creative  

direction, mentorship and lots  

and lots of hands-on design.  

 

One of the most rewarding  

projects was the site redesign.  

I worked closely with an  

interaction designer as visual 

design lead; together we led the 

design and development effort, 

collaborating with marketing, 

leadership and other designers  

as needed. 

• Brand Development

• Brand Storytelling

• Brand Identity

• Visual Design

• Illustration & Iconography

• Print Collateral 

• Marketing Materials

• Promotional Materials

• Internal Tools & Templates

• Environmental Graphics

• Art Direction



Smart Design 
An important part of the project included  

ensuring that Smart's wide array of employees 

(not all of whom are designers) would be able 

to easily use the design language. Whether it 

was creating a client presentation or slides for 

an upcoming conference presentation.  



Hospital for 
Special Surgery

HSS is the #1 orthopedic hospital 

in the U.S. We had the opportunity 

to develop the brand story for the 

new Children's Pavilion within the 

hospital. 

The challenge was twofold –  

define what is authentic and 

unique to LCP while keeping  

cohesion with the parent  

HSS brand. 

Our process included in-depth  

interviews and extensive design 

research. We developed brand  

positioning, messaging, logo  

and design look and feel. All  

communicated via the website,  

an important resource in the  

patient decision making process. 

The family interviews are some of 

the memorable experiences of my 

career. Emotional and touching, 

thanks to the families' openess,  

we uncovered insights into key 

moments of their journey where 

design and communication could 

truly make a difference. 

• Design Research & Strategy 

• Brand Positioning 

• Storytelling 

• Brand Identity 

• Visual Design 

• Brand Guidelines



Hospital for 
Special Surgery

The website included a tool where 

parents could  type in their child's 

condition, symptom or treatment 

to quickly get them to the right 

information. 



Sally Hansen 
I was the communication designer 

on a spirited multi-disciplinary 

team that created a completely 

new brand and retail strategy, 

including packaging and beauty 

tools, for Sally Hansen. 

We took a commodity product 

and designed beauty tools that 

were a delight to shop for and  

delight to use. A line that was  

authentically ownable by the  

Sally Hansen brand. 

Our approach included in-depth 

design and user research  

activities along with brand  

strategy and brand positioning. 

Product designers, engineers and 

communication designer worked 

as a tight knit bunch, allowing us 

to uncover insights and gather 

inspiration that informed brand, 

product and packaging  

simultaneously. 

• Design Research & Strategy 

• Brand Positioning 

• Brand Refresh 

• Brand Storytelling 

• Packaging

• Iconography 

• Production Annotations

• Copywriting Creative Direction



Sally Hansen 
We brainstormed, collaborated, iterated, occasionally butted heads. In the end 

created 22 SKUs. I also oversaw the copywriting and product naming. 



Packaging 
I love packaging projects. 

Whether as a part of a 

larger brand project or  

a stand alone. I've  

worked on beauty goods,  

consumer package goods, 

childrens toys, health & 

medical and I'm up for 

new categories too. 



Packaging 
I also have experience in 

creating packaging for 

BETA user testing. 



Los Nopales  
Restaurant

Los Nopales is a family-owned 

and operated Mexican restaurant 

in Chicago, serving dishes from  

a variety of Mexican regions. 

This concept identity celebrates 

the cuisine, culture and family 

with its own interchangeable  

family of logos. 

The business cards and menu  

mix vintage imagery and colorful 

patterns inspired from Mexican 

kitchen tile and store signage. 

The identity reflects the  

cheerful, homey personality  

of the restaurant, nods at  

authenticity and complements 

the decor's folksy melange. 

• Brand Identity 

• Logo Development 

• Print Collateral



Los Nopales  
Restaurant



Second Voice

Second Voice is a concept 

project for an English  

as a Second Language  

organization serving  

refugees and immigrants. 

Its offerings would include 

ESL classes, training  

workshops and various  

cultural programs. It's a  

project inspired by my  

own work as an ESL  

assistant teacher. 

The clean, friendly design 

uses speech bubbles as a 

graphic device throughout. 

Business card information 

is communicated in simple 

sentences offering a unique 

place to encourage language 

comprehension. 

Everything comes from  

the perspective of how  

intimidating it is to learn  

a new language as an  

adult – it's not only language 

but it's learning new  

customs and culture.  

I wanted the identity to feel 

approachable, optimistic  

and inviting. 

• Brand Identity 

• Logo Development 

• Print Collateral



Second Voice



Andrea loren
quietlyfiery@gmail.com
312-259-1908
LinkedIn
quietlyfiery.com illustration & design

Summary

My passion lies in building meaningful connections between brands and people.  I help brands bring their 

unique DNA to life across all touchpoints creating an authentic brand experience.

I am a hybrid designer with experience as an art director, graphic designer, illustrator and visual designer. 

I’ve worked in innovation consultancies, advertising & design studios, leading design efforts on  

client projects as well as collaborating with internal marketing groups. I’ve worked with start ups and  

multinational companies, new and established brands. I happily collaborate on multi-disciplinary teams 

with designers of all stripes and with clients as well. 

Experience

Designer & Illustrator
Quietly Fiery, Oakland & Denver
October 2014 – current
Select Clients: Smart Design, Tomorrow Partners, Collective Health, Click Diagnostics,   
Palo Alto Networks, Ruxbin/Mott St. Restaurants, Wondernik STEM Toys, YogaPod

Associate Director of Brand Communication 
Smart Design, San Francisco
May 2012 – September 2014
 
Elevated and evolved Smart’s brand by designing engaging, memorable, well-crafted communication 
across all brand touchpoints. Championed and led design efforts on internal brand projects from initial 
planning to final production ensuring that communication was strategic, well-crafted and on-brand.  
Collaborated daily with marketing, leadership and business development as the brand advocate and  
design lead. Proactively identified opportunities to extend Smart’s brand. Assisted in overseeing   
management and maintenance of graphic assets, tools and templates.

–  Collaborated with marketing and the VP to refresh the company’s brand including  brand identity,  
design language & graphic assets, brand position, strategy and messaging to elevate Smart’s profile 
and better communicate Smart’s story. 

–  Led full-scale company website redesign as project lead, visual design lead and creative director.  
Improved user experience and sharpened visual point of view, elevating brand perception.

–  Empowered employees to be confident ambassadors of the Smart story through storytelling tools,   
templates, guidelines and mentorship.

–  Improved marketing and business development processes by creating polished tools and frameworks    
to confidently communicate the Smart story such as capabilities presentations, case studies,  creative 
briefs, and planning frameworks.

i lustratio  & esign
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Experience Cont’d 

Senior Communication Designer
Smart Design, New York
October 2009 – May 2012
Clients are confidential but projects have spanned beauty, healthcare, digital services,  food & beverage 
and consumer packaged goods. Challenges ranged from reviving brands to creating new brand  
experiences across multiple  touchpoints to reimagining the future of a product or service experience.

Senior Art Director & Designer
Freelance, New York
Jan 2008 – October 2009
Freelanced with Think Tank 3 and later Deutsch Inc. on print, collateral, environment  and interactive  
campaigns for national clients such as Novartis, USAA Insurance and Tylenol.

Senior Art Director & Designer
Zig (Formerly Hadrian’s Wall), Chicago 
Jan 2005 – Jan 2008
Concepted, designed and produced print, digital & broadcast. 
Clients included: Girls Inc., DePaul University, Elysian Luxury Hotel, Hewitt Associates HR & Mgmt,  
Harvard Business Review, Glatfelter Paper Co., Shoplocal.com, Brookfield Zoo, Whole Foods

Art Director & Designer
Olson, Minneapolis 
Oct 2001 – Dec 2004
Concepted, designed and produced print, digital & broadcast. 
Clients Included: Minnesota Wild, Cleveland Cavaliers, Phillips Distilling (UV Vodka), Old Dutch Foods, 
Bauer Hockey, Target Corporation, Ely Minnesota Tourism, Allianz Life Insurance, Walser Car Dealerships

Education

University of Minnesota, Twin Cities
School of Journalism
BA in Advertising
1995 – 1999

Miami Ad School
Minneapolis and Amsterdam
Portfolio School
Emphasis in Art Direction & Design
1999 – 2001

brand development
brand identity
brand storytelling
brand guidelines
brand experience
art direction 

iconography
illustration
packaging
communication design 
visual design
print collateral

print, digital & broadcast advertising
marketing collateral 
promotional materials
presentation tools & templates 
user research
design research

Competencies

Tool s      Adobe Photoshop, Adobe Illustrator, Adobe InDesign, Adobe Acrobat,  
Microsoft Powerpoint, Microsoft Word, KeyNote, Screenprinting


