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@AUFGUSSUSA

AUFGUSS

\ USA @AUFGUSSUSA

*

| made sauna a
spectator sport.

Because | specialize in unfamiliar things, and figuring out what an
audience actually needs to grasp, then presenting it plainly enough
to be believed.

AUFGUSS

ROOTS

AUFGUSS

ROOTS

That has meant translating German sauna rituals for an American
audience, decrypting hydrothermal spa design, and modernizing a
hundred years of Hollywood Sign history.

RENIE NOTICES MOST



My Expertise

| co-founded Aufguss USA and built its brand. The problem wasn't convincing
Americans to try a German sauna ritual. It was that they had no category for it. They do
have one for theater, so that's where we put it: where sauna becomes performance, on
event signage, in film, and on a billboard in Times Square.

| led Design for Leisure's rebrand at thirty-five years, retiring a mark that had stood
since 1991. Their social campaign had a constraint nobody could solve: you can't
photograph a private estate. So we showed the commercial builds and let homeowners
imagine themselves in, which reached a third audience we hadn't planned for, and
turned up the fact that the conversions were coming from Linkedin all along.

| co-created the Hollywood Sign Trust's Digital Time Capsule. A landmark that public
doesn't need an archive built about it. It needs one built with the people who already

have their own piece of it, which is how we ended up with a photograph of the Sign's
draftsman, sent in by his daughters.

Before all of that: roughly twenty public agency clients at CV Strategies, where water
district jargon and tourism data turned out to resist plain language in exactly the same
way. Literary editorial at Reed Magazine. B2B content at Gratis Labs. And nine years
teaching, which is where the whole thing started.
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Aufguss USA

A hot room. Men and women sitting close on wooden tiers, waiting. The master sets down the aromatic S n a pS h Ot'
snowball, tips the ladle, and the water runs over the coals. Steam climbs. He works the towel in slow circles .

and the heat comes at them in waves, and they take it, and the small room holds them all, breathing the
same scalded air together, and for a few minutes nobody in the room is a stranger. That's Aufguss.

, P - . Proiect Tvpe Brand Campaign, Copywriting,
» g o . J yP Out-of-Home, Event Signage,
e | > Event Directing

L = =
Date 2024-Present

Deliverables Step-and-repeats, roll-up

banners, event signage, out-
of-home concepts, website,
logos, social media assets.

Role Co-Founder & Brand Creator
Location New York City, NY
Link AufgussUSA.com
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https://www.aufgussusa.com/

Aufguss USA (cont.)

Aufguss is a ritual performance: a sauna master guides a room
through an ethereal journey of heat, aroma, light, and
choreography. In Germany, it fills venues. In the US, almost
nobody knows it exists.

Aufguss USA was founded by three of us to change that.

The challenge wasn't just persuasion, it was introduction.
Audiences and media had never heard of Aufguss, or of sauna
masters, and America's bathing culture sits at a real distance from
Europe's. Before anyone could want it, they had to understand it.

"Where sauna becomes performance" carried across event
signage, banners, film, social, and out-of-home, from a Times
Square billboard (concept) down to the certificates handed to
competitors.

1. Concept: Times Square digital billboard.

2. Concept: wild postings.

3. Roll-up banner: sponsor lockup and campaign line.

4. Roll-up banner placed at the sauna entrance.

5. Social campaign: post series across the competition run.

6. Team robes, 2026: identity and sponsors applied to garment.
/. Event merchandise: tees and totes carrying the 2026 identity.
8. Step-and-Repeat: Hosts, judges, sponsors (and me!)

Get ready to sweat, feel,
and be moved.

Where sauna becomes -

performance.

Thanks to our 2026 Sponsors

BATHHOUSE  design/fer Leisure

Aufguss USA °

National 2026

AUFGUSSUSA
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Aufguss USA (cont.)
Logos & Merch

Year one was a proof of concept, built fast and on a small budget. It still shipped a full brand, plus robes
and sauna hats for competitors and spectators. Year two added improved robes, sauna pants, and t-shirts.

2025
1st draft

§

AU PQUSS

TEAM USA

2026
Main

S

AUFGUSS
USA

%

A bolder sans matched the
competition's energy and held up on
clothing, where the serif hadn't.
The flame tightened slightly.

The favicon went from concept to
full logo on day one. The serif was
approved by my co-founders and it
had the steam quality we wanted,
but it never spoke to the sport of it.

ﬁ AUFGUSS . Aurcuss\usa

% USA NATIONALS 2025 NATIONALS * *2026

2026
Merch ed.

UFGUS
— 20\&\
usA

Redesigned before the shirts
went to print, to commemorate
the year. Dating the mark makes
each year's merchandise its own
edition, and collectable.

| dropped "Nationals” from the logo so

the merch could be reused at
World Masters and other events.

What we made: Robes and sauna hats in year one. Robes, sauna pants,
: and t-shirts in year two.

: What I fixed: The 2025 robes were white and beautifully embroidered,

: and they shrank in the dryer. For 2026 | moved us to a heavier material

: that could survive a wash. Demand answered the rest: returning fans

: asked for the year-one hats and the shirts they'd seen on competitors, so
: year three will expand the branded gear.

For 2027: | will reconsider sponsor placement on the robes, and build in

enough lead time to finalize the design before it goes to print.




Design for Leisure (DFL)

Design for Leisure is a hydrothermal spa specialist, designing and building European-style bathing S n a pS h Ot:

environments for hotels, resorts, and private residences. They sell to owners, developers, and
architects making seven-figure decisions about rooms most Americans have never set foot in.

Project Type Copywriting, Content Strategy,
Social Media, Design

Date 2021-present
Deliverables Social strategy and copy,
campaign optimization,

competitive research, brand

identity

Role Social Media Manager &

Brand Developer

RENIE NOTICES MOST


https://designforleisure.com/

DFL (cont.)

The challenge was reaching private-residence clients across

social, paid, and press, without any imagery from private estates.

The homes we'd be selling were, by definition, not
photographable.

The insight came out of that constraint. If we couldn't show the
residential work, we could show the commercial builds and let
homeowners imagine themselves into them. That reached both
audiences at once, and surfaced a third we hadn't planned for:
bathers. Americans curious about bathing culture with no idea
where to begin. The answer turned out to be places they were
already going. A Disney cruise. A local spa.

We started on Instagram and Facebook. The conversions came
from LinkedIn, specifically the owner's, where personal
connection did what brand posts couldn't. In a category people
have to understand before they can buy it, being taught by a
person beat being marketed to by a company.

Social Post: Global Wellness Summit

Social Post: PR and media shoutout
Rebrand: Logos: Full lockup before and after
Rebrand: Instagram mockup

Social campaign: Hydrothermal initiative
Blog: Hydrothermal trend write-up

Milestone Celebration: 35 years in business
Rebrand: Business card mockup

ONOORAWN ~

GLOBAL WELLNESS
SUMMIT 2025

I’'M ATTENDING
THE 2025
GLOBAL
WELLNESS
SUMMIT
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design for leisure

35 Years of Excellence.

m design for Leisure
CREATING SPA & es]’gn
WELLNESS SOLUTIONS for

www,.designforleisure.com CREATING
LONDON - AUSTIN SOLUTIONS

A New Year.
A New Chapter.

SPA & WELLNESS

PICKING UP STEAM:
HOW SWEATING WITH YOUR
FRIENDS BECAME THE HOT NEW
WELLNESS TREND

< designforleisure TAT

design Design for Leisure
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L& of
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MATTHEW WILLIAMSON

cfl

Desig
for Lelsure'"

Chief Operating Officer

Mobile: 702.818.9051
Direct: 512,943.7231

DESIGNFORLEISURE.COM Office: 512.831.2726

LONDON

*  AUSTIMN = GRAND CAYMAMN

mwilllamson@®designforleisure.com

12800 Anderson Mill Rd.
Ste. 200, Bidg. B
Cedar Park, TX 78613

Matthew Williamson

< designforleisure

Design for Leisure
posts followers following

Health & wellness website

We are a global market leader in cutting-edge
design, manufacture, & installation of
Hydrothermal experiences

@ designforleisure.com and 2 more

@& designforleisure
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2026 Hydrothermal Trend: "Guided Rituals, Free
Bathmg

o te's e, Chalred by Design for Leisure’s Bon
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DFL (cont.)
Brand Design: Logos

The 1991 mark had stood for thirty-four years. It was built for print and was failing everywhere the
business now lived: illegible as an avatar, cramped on a card, unusable at small sizes.
The thirty-five year mark was the occasion to rebuild it.

2025 2026
Concepts Finalized

— Ofl

Design

‘ for Leisure™
Design

‘ for Leisure™

1991-2025

for

The letters sat inside a box. The light
script and the container both worked
at print size and nowhere else.

An early direction kept the frame
but opened it and changed the
text weight to signify branching out
of the constraints and being bold.

| found issue with the font, so the
client agreed on a completely new
direction, thinking out of the box.

| went back to square one and
pulled the elements that had
served the client for thirty-five
years: curves, waves, fluidity.

PDF viewers, please note
these are moving graphics.

New Official Email Signature Contact me for the files.

Design
‘ for Leisure

35 Year Anniversary Intro

CLICK HERE to witness 35 years of

unforgettable hydrothermal experiences.

35 Year Anniversary Email Signature

[ vears



Hollywood Sign Trust (HST)

The Hollywood Sign is one of the most photographed objects on earth and one of the least
understood. Its history: Hollywoodland, the restorations, the film moments, the people who've had their
own encounters with it, lives scattered across archives, news clippings, and personal memory.

Snapshot:

Campaign, Social Media,
Community Engagement,
Archival Research

Campaign concept, social
content series, public submission
program, archival research,
printable catalog (in progress)

Social Media Manager & Co-
Creator of Digital Time Capsule

RENIE NOTICES MOST


https://hollywoodsign.org/

| PR | The Hollywood Sign's Official

H O~ ) D
1 }jl_j__i];l.tc of l‘J]uh fornia

HST (C §§= 3 | pigital Time Capsule
Ont.) i Bay=2 ;

of this unique opportunity to contribute to the legacy of the iconic Hollywooc
nit your memories, artwork, and stories to be preserved for future generation

The Hollywood Sign is one of the most photographed objects on | |
earth and one of the least understood. I've run the Trust's social | e
since 2018, growing the account 25% in the first month and | b, e

covering the Sign's ongoing life: the restorations, the centennial, | C_— |
and the City's proclamation of Hollywood Sign Day. ‘

The Digital Time Capsule grew out of that. A landmark this public
doesn't need an archive built about it. It needs one built with the
people who already have a piece of it.

It runs on two channels. An ongoing social series publishing the
Sign's history and current happenings, and an open submission
form collecting the public's own stories, artwork, and
photography. A printable catalog is in development. The long-
term hope is a physical capsule placed at the Sign itself.

Inauguration: Hollywood Sign Day (Oct 31)

Digital Time Capsule: snippet from catalog (pending)
Restoration of The Sign

Social post: CTA for fan mail

Social campaign: fan mail & time capsule shoutouts
Form: time capsule submissions

Website: CTA to submit to the digital time capsule
Milestone: 100 years of the Hollywood Sign, at City Hall

Hollywood Sign Time Capsule Submissions

This is the official farm to submit your work o the Hollyweod Sign's Time Capsule!

What is the Time Capsule?
It's a collection of work by fans of the Hollywood Sign that will be preserved for years to come.

will it be a physical Time Capsule?
While we eventually want to keep and possibly bury a physical time capsule, we are focusing on callecting

works of art and stories for our Digital Time Capsule, so anyone can access it from all over the world.

How can | view it?

ONOOAWN~




CV Strategies (CV Strat)
CV Strategies is a communications and community engagement firm for public agencies. Water S n a pS h Ot:

districts, municipalities, community colleges, tourism bureaus. The work is telling a general public what

an inStitUtion needs it to underStand. lllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll
Project Type Copywriting, Editorial,

Public Affairs

Date 2023

Deliverables Press releases, op-eds,

newsletters, bill inserts, direct
mail, social content plans,
executive ghostwriting

Role Copywriter
Location Remote, USA
Link cvstrat.com

RENIE NOTICES MOST


https://cvstrat.com/

CV Strat (Cont.)

| wrote for roughly twenty clients at once. Press releases, op-eds,
newsletters, bill inserts, direct mail, social plans, executive
ghostwriting.

The hard part wasn't the volume. It was that two very different kinds
of material resisted plain language in the same way. Water districts
had regulatory and technical jargon. Visit Greater Palm Springs
had data. Both arrived as information that felt self-explanatory to
the people who produced it and meant nothing to the person
receiving it.

| added {1 of 2} masthead versions *
VGPS - In the Know Newsletter

Travel Patterns are Changing

Greater Palm Springs vacation rental owners are adjusting to a shift in regional tourism trends.
In June, paid guest occupancy in Coachella Valley vacation rental homes was 18.1 percent,
down from 22.3 percent at this time last year. The average daily rate was 5394, down from
5409 in 2022. Online Travel Agency {OTA]) calendar occupancy totaled 40.5 percent, down from
44.3% in 2022. Despite dips in occupancy and ADR this summer, these figures are still
significantly higher than pre-pandemic norms.

The job was the same either way: work out what the reader
actually needed to do with it, and write that. A food truck permit
becomes a path to opening a business. A drop in occupancy e

percentage becomes there's Sti" time to book. Possubleexplanauos|n:|u:|eduﬁerentdestmatmnsmlpandemuc Travelers are also booking

This downtrend is reflected nationally. National calendar occupancy in June was 5% lower than
in 2022 and 10% lower than in 2021, according to KEYDATA.

IAlternative Headers:
Coachella Valley Professor awarded NASA Research Grant

NASA Awards Prestigious Research Grant to Astronomy Department

1.In the Know for Visit Greater Palm Springs, Tourism data
turned into guidance for vacation rental owners.

2. Monthly newsletter for the City of Twentynine Palms.

3.0p-ed for the City of Indio, making the case that permits are FALM DESERT, G (DATE) Colego the Desert (C0D) sl o anourcethat At
what let a food scene grow. e o i e s B S

4.Press release announcing College of the Desert's $900,000 STt G e h s s e of
NASA M-STAR grant, one of nine awarded nationally. pdre T e LR ot i tbshed o i Hnory s
Alternative headlines shown at top.

5.Brochure for Orchard Dale Water District on a reservoir
replacement funded by FEMA mitigation grants.

6. Direct mail concept for College of the Desert enroliment.

College of the Desert Awarded NASA Grant for Mars Regolith Study
Dr. Ahmed ElShafie’s Research Fuels Innovation in Space Exploration and STEM Education

PALM DESERT, CA [DATE) - College of the Desert (COD) is thrilled to announce that Dr. Ahmed

The award was granted to Dr. Ahmed ElShafie at College of the Desert through the NASA Office of
STEM Engagement (OSTEM) Minority University Research and Education Project [MUREF),
Engagement Opportunities in NASA STEM (EONS) 2023, Appendix 12: MUREP Space Technology
Artemis Research (M-STAR). The highly competitive proposal underwent a rigorous evaluation
process mcluding a peer rev:ew b)r a panei of subject matter experts, and COD's submission stood

wentynine

A DESERT OASIS

Get Your Groove On at the First Pioneer Days Event
Mark your calendars for Saturday, October 7, from 6 to
p.m. at the Freedom Plaza in downtown Twentynine

B7TH ANNUAL
plonaa“ Palms for the Pioneer Days KICKOFF event. You won't
Da!’s ook W want to miss out on a fantastic night of fun-filled

© activities!

ocToRE w023

PIONEER DAYS KICKOFF
e

There will be thing for everyone, i ding vendors
selling food and unique pmducl.s a mmhule tournament
that promises to be a great time, and a live performance
from The Mighty Cash Cats, a Johnny Cash tribute band
that will have you dancing all night long.

A

Twentynine Palms Little League will also have a Fast
Pitch Competition to support their 2024 season, and the
Beard Competition returns for those proud of their facial

L0608 B

e s .qp'::""gn—a
hair.

Bring your lawn chairs and blankets for a cozy night under the stars in downtown Twentynine
Palpae Portics i aroho o Ban ptpapet “RYOCRES A Repg Vo 0 arobo

¥O90E VI s PH WdeiGaiaL GIBEL

OLD TANK OUT, NEW TANK IN
“MILLER RESERVOIR"”

One of the District’'s reservoirs needs replacing. It's a
44-year-old concrete structure that's been struggling with
structural problems and is a hazard to our community.
Between mitigation efforts and investment capital, the
Board of Directors and Staff secured an opportunity with
the Federal Emergency Management Agency (FEMA)
using one their qualifying grants to fix this project.

‘Why Food Truck Permits are the Key to Culinary Bliss

Indio is no stranger to culinary delights, and food trucks have become a vital part of its
growing food scene in recent years. Street food vendors serve a variety of scrumptious
cuisines, catering to a wide range of palates and introducing a new outlook on typical

showcase their cullnar;cI innovations on the move and without some of the burdens of
opening a brick-and-mortar restaurant. While the value of mobile food vendors is
tremendous, it is essential that these businesses are properly regulated. This means getting
a food truck permit is vital. Though many people dream of owning a food truck, only a few
entrepreneurs opt to take the simple steps necessary to make that goal a reality.

Permits require businesses to monitor and uphold health and safety standards while
allowing for fair competition within the ever-thriving food industry. However, many
potential food truck businesses are confused about handling the permit procedure. As the
city celebrates the diverse culinary environment that street food vendors provide, it is
important to shine a light on the necessity of food truck permits and clarify the simple
steps to obtain one.

In Indio, the permit process is designed with the dual purpose of offering support to food
truck owners while upholding the city's standards for food safety and operational
practices. The straightforward procedure simplifies the path to obtaining a permit.
Prospective food truck entrepreneurs should start the process by conducting thorough
research on Indio’s regulations and obtaining the necessary licenses required to handle
food and the vehicle. An inspection will be needed to meet and stay up to date on the city's
safety and hygiene standards. Once the inspection is passed, proceed to establish the
business structure and careﬁ.zlly evaluate suitable location options, These decuments are

Your future starts herel

Discaver a warld of excitement, personal growth, and endless possibilities at College of the
Desert! With personalized learning, flexible schedules, and diverse opportunities, we invite you
to explore the future in a vibrant community of like-minded students.

Consider Our Extensive Range of Courses:
Health sciences
Registered nursing
Criminal justice
Business management
Hospitality management
Computer systems netwarking
And many more!

It"s never tao late to spread your wings, so take the leap and enroll today!

The COD Admission Application is available online and must be completed by all new students
intending to enrall at College of the Desert. Visit www.collegeofthedesert.edu for more
infarmation.

Your Community. Your College.

[RETURN ADDRESS] Program Headguarters PO Box 3031 Malvern, PA 19355
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Previous Clients
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Thanks for
viewing!

Yours truly,
Renie Simone

renie@theletterr.co 747-383-1692 All files, and more examples, are available upon request!
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