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C O ’ M E H  S H A W

KIMPTON BRICE KIMPTON BRICE 
  
PR MARKETING + NIGHTLIFE 

MANAGER

NARRATIVE: NARRATIVE: 

I  curated the Brice’s brand, voice, and 

spearheaded all  strategies for public 

image via a multichannel marketing 

plan. From creating all  collateral on 

property to, designing custom cans, the 

projects I  directed and executed were 

strategically developed to rejuvenate 

the only Kimpton in Savannah, GA. 

As the photographer, designer and PR 

contact I  successfully cultivated high-

value relationships developed from 

inception. 

Evaporating most negative press 

predating my role and enhancing 

the guest journey as Kimpton’s are a 

l ifestyle brand, foraged in authenticity 

and incredibly personal experiences.  



T H E  B I G G E S T  W I N S C O ’ M E H  S H A W

POOL BARPOOL BAR  
++  CANNEDCANNED
CCOCKTOCKTAILSAILS

2024 NEW AMENITY

NARRANARRATIVE:TIVE:  

The bright blue pool bar was a 

surprise to everyone on  property, 

delivered in 2025, I  was given full  

reign to not only beautify the bright 

blue mobile bar, but name it .

Before the pool bar “Daisy” came to 

be, a canning machine on property 

needed heavy branding that did not 

exist for the Brice. With creative 

freedom, I  hand drew the florals 

found on property and the iron 

wrought gated motifs around the 

building to create a 19th century 

styled design as an homage to the 

inception of the building in 

Savannah, GA.

CCOCAOCA-C-COLAOLA  
MURAL X SCADMURAL X SCAD  
ENDORSEMENTENDORSEMENT

2024 INITIAL CONTACT

NARRANARRATIVE:TIVE:  

Init ial  contact was made as we are not 

only a Coke affi l iate property, but the 

buildings bones are that of the original 

Coca-Cola Bottl ing  Factory  outside 

of Atlanta. I  deep dived into the City of 

Savannah Historical  Archives to pitch a 

funded mural done by SCAD students  in 

competition  for portfolio pieces and 

local recognition. 

Through consitent email ing, I  secured 

not only the leagl team, but corporates 

PR + Marketing Team to endorse and 

fund the mural a project that myself, 

alongside  past professors and good 

friend, SCAD VP Darrel Naylor Johnson. 

iHEARTiHEART RADIO RADIO

PARTNERSHIP FOR AD’S

+ 3M REACH3M REACH

+ 97.3 KISS FM RADIO SPOT

+ TRADE AGREEMENT

NARRANARRATIVE:TIVE:  

Curated a trade partnership with iHeart 

Radio to gain exposure on events and 

gain leads for group sales. 

Trade was spend based, matching 

contributions from both parties. Hosted 

Company Christmas Parties and VIP’s 

Anna and PartTime Justin from the Kidd 

Kraddick Morning show on 97.3 Kiss FM 

radio for  an exclusive  St.  Patrick’s Day + 

Meet N Greet.



T H E  K I M P T O N  B R I C E  H O T E L

E M A I L E R S  +  L A N D I N G  P A G E S

EMAILER + STATSEMAILER + STATS
2-4 EMAILS PER MONTH

38K AUDIENCE

^96% INCREASE YoY

43% OPEN RATE

OVERALL SCORE OF 8.1/10

PLATFORMSPLATFORMS

MyEmma



T H E  K I M P T O N  B R I C E  H O T E L

E M A I L E R  +  L A N D I N G  P A G E S



T H E  K I M P T O N  B R I C E  H O T E L

S O C I A L S  +  S T A T S

SOCIAL PLASOCIAL PLATFORMS +TFORMS +  
AIRED NAAIRED NATIONALLTIONALLYY

FACEBOOK, INSTAGRAM, TIKTOK  

LINKEDIN, LINKTREE

META AD’S :  120K IMPRESSIONS |  4K CLICKS  

INSTAGRAM : 7K FOLLOWERS |  1K LIKES 

PER TOP PERFORMING POST

FACEBOOK : 4.6M VIEWS

LET’S BATCH : 30K VIEWS

TV SPOTS: 11.5M VIEWERS

On average, a total of 26k-35k people were 

reached daily on Instagram without active 

Ad’s, and is by far the highest engagement 

producer of the social platforms. Our 

fol lowing had consistent growth at  10% 

increase YoY. 

C O ’ M E H  S H A W



T H E  K I M P T O N  B R I C E  H O T E L C O ’ M E H  S H A W



T H E  K I M P T O N  B R I C E  H O T E L

INFLUENCERS + INFLUENCERS + 
MEDIA STAYSMEDIA STAYS

IMPRESSIONS: 952M TOTAL

19.7M TOTAL REACH

C O ’ M E H  S H A W



T H E  K I M P T O N  B R I C E  H O T E L

ACTIVATIONSACTIVATIONS

C O ’ M E H  S H A W



T H E  K I M P T O N  B R I C E  H O T E L

AWARDS + COLLATERALAWARDS + COLLATERAL

TRAVEL + LEISURE 2 YEARS (24-25)

OPENTABLE DINER’S CHOICE 3 YEARS (23-25)

MICHELIN GUIDE RECOMMENDED 2025

C O ’ M E H  S H A W



C O ’ M E H  S H A W

VINYL WRAPS + VINYL WRAPS + 
BRANDED CANS BRANDED CANS 



C O ’ M E H  S H A W



C O ’ M E H  S H A W



T H E  K I M P T O N  B R I C E  H O T E L
iHEART RADIO +iHEART RADIO +
THE KIDD KRADDICKTHE KIDD KRADDICK
MORNING SHOWMORNING SHOW

C O ’ M E H  S H A W



C O ’ M E H  S H A WCOCA-COLA MURAL X SCADCOCA-COLA MURAL X SCAD



L E A D  D E S I G N E R
P R  +  M A R K E T I N G  +  B R A N D I N G

S H E  /  H E R  /  H E R ’ S 

C O ’ M E H  S H A W

C O M E H . W O R K @ G M A I L . C O M

T H A N K  Y O U  F O R  V I E W I N G




