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PREFACLE

A good idea makes a good business sense.

Creativity is the idea behind the visual image and various
symbols. While the visual image and symbols are the appearance
af the creativity

An idea has to deliver the message precisely and effectively, but
this is not enough. It must make the information-receiver be
willing to accept the message. Only then can the idea influence
consumers’ cognition, preference and specific purchase

behavior

In other words, when an idea can attract the people’s attention,
motivate the potential buyers, and always end up letting them

buy the products, it can be called a good idea

How to get a good idea? It cannot be gained from closed doors.
To gain a new idea, you need to read more, think more, and

>ation elements are from the

practice more. All kinds of ¢
unconscious accumulation and conscious learning. Creativity
should be original

Designers always need creative and interesting ideas to
complete their design projects. They combine the name, sign,
symbol or image to identify the goods and services, aims to help
the client establish a significant and distinctive presence in the
market, to gain good business sense

To reflect a brand’s identity and image, there are some common
business tools: business cards, stationery, web site, flyers,
letterhead and so an

Collecting the professional, outstanding and influential creative

designs from all over the warld, this book can be called an elite

in the design field. It provides you with nice source of inspiration
and materals of appreciation, and the power of gaining a good

idea.

Editorial Department of Hightone Book
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Taiwanese food made fresh Somewhere
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Ammobox Productions

CD. AD. D. JinBae Cl. Ammobox Production:






Espace Cuisine

Espace Cuisine is a
that imagines, creat

nall Montreal based creative business
and installs exceptionnal kitchens

Co. Stand Mil  CD. Sébastien Bisson AD. Sébastien Bisson
D. Sébastien Bisson Cl. Espace Cuisine
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Beton Cireé

Concrete [= Beton] Ciré is a new product. What's special
about it is this:

The concrete can be applied to wirtually every surface
spatula-style:

To walls, floors, tables or boxes. Also to vases. Even to
paper.

This is also the principal idea behind the corporate design:
We have applied an individual streak of Concrete Cire to all
printed commercial material. Thus the well-trained eye of
the architect target group immediately recognizes the
difference to standard concrete.

Co. Wortwerk AD. Verena Panholzer Cl. Adieu Tristesse

BETON METAL

RETON FLOOR




CarrvHope

For Print’s celebrity issue, | started an initiative through Print where | asked 10 well
known designers and illustrators to choose a charity they felt passionate about and
to create an image for a tote bag. The tote bags are sold on mydesignshop.com with
100% of the profits going to charity. In addition to commissioning the tote bag art, |
created a public contest where anyone could submit a design. One winning designer
had their tote bag printed

Commisioned artists: Atélier Telescopique, bliro destruct, Christoph Niemann,
Deanne Cheuk, Ed Fella, Geoff McFetridge, HORT: Amnesty nal, James
Joyce: Save the Children UK, Laurent Fetis, Rick Valicenti, Si Scott, Spin
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PACKAGING AND IDENTITY FOR FELIX SHOPS AND PRODU

TS DESIGN

Co. LOSIENTO CD. AD. BORJA MARTINEZ D. LOSIEN
Cl. GRUPO ANDILANA




Informations flver for
Kunstnersamfundet

Medlemn af Kustnersamfundel. Information flyer

Co. Designbolaget €D. Claus Due D. Claus Due CL Kunstnersamfundet

MEDLEM
AF

KUNSTNER-

SAMFUNDET _

KUNSTNERSAMFUNDET

KUNSTNERSAMFUNDET
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International Grattiti Jam
St.Art Silesia vol.«f

International Graffiti Jam, 25-26 June 2010, Zabrze, Poland
"St.Ar Silesia® is an international periodic event that takes
promotes freelance artists from Silesia, other s of Po

»r artistic shows
» author created elements of visual identity: logo, po
s [limited edition], website

conce
Within his
badges, spray ca
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PAPA SELECT

Identity system & print design for a Thai organic rice product

Co. FARMGROUFP CD. Tap Kruavanichkit CL. Papa Intertrade co., Ltd
D. Tap Kruavanichkit Kumphol Ponpisute Pirund Sethaputra Ph. FARMGROUP

ganic Thailand,
lected by PAPA.




Middle of Nowhere

Identity and collateral re-design for boutique Australian wall art and home décor
brand Middle of Nowhere. The identity was designed to be neutral, and change in
colour to reflect the items and collections it appears with, keeping the identity

playful and fashionable, ensuring it becomes an integral part of the ever-evolving

product range.

Co. Mildred & Duck D. Sigiriya Brown, Daniel Smith CL Middle of Nowhere
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Lukas
Strocia k_Mouching.

LUKAS
STROCIAK
RETOUCHING.

Lukas Strociak
Retouching

Lukas Strociak Retouching is a small
photography post-production studio based in
Sandnes, Norway. Most of their clients are
photegraphers working in the fashion industry
and that's also where their main focus is. They
sel out to bring perfection to every image they
process while still keeping it” s soul and the
photographer s original vision.

Co. Noeeko CD. Michal Sycz  AD. Michal Sycz

D. Michal Sycz  CL. Lukas Strociak Retouching
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Vogue Invitation

Co. FARMGR( €D va 1 Ph FARMI




GREGORIUS ANDRE

Personal branding identity for Gregorius Andre.

CD. Gregorius Agung Andre  D. Gregorius Agung Andre
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Another Shire Pleas

Another Shirt Please, founded by three lifelong friends and former
employees of Acne, offers contempoarary shirts for everyday
wardrobes. The idea with A.5.P is simple - they want lo create your
favorite shirt with the finest of quality, detail and simplicity.

With that in mind Planet Creative developed a timeless design
program to package these products and give the garments even
longer lives.

Co. Planet Creative CD. Thomas Andersson  AD. Tobias Ottomar
D. Thomas Andersson, Tobias Ottomar  Cl. Another Shirt Please
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Arch Residential

Arch Residential is a lettings focussed agency based in Borough, South East London.
Arch Residential approached me to help them create a stronger and more
memaorable visual identity to support them in their business expansion on the London
and UK market.

As the main constitutive logo element | created an iconic symbol from the first letter
of the company name.

| have decided to create a spiral around the letter to enhance the territory expansion
concept but also to creale a structural and architectural depth, enriching the arching
construction. | have also been inspired by some labyrinth garden shapes and by the
crescent London streets shape, known as some of the most wealthy London streets,
Egerton Crescent and Pelham crescent being the two main ones, both with terraced
houses and sharing a communal garden.

Business cards, compliment slip and letterhead have been printed on the GF Smith
Smooth Colorplan Digital White paper range using a dark blue and a metallic bronze
solid Pantone ink to make sure that all the graphical elements and texts remain
extremely sharp even if printed in a really small size.

Regarding the typography, | decided to use Fedra Sans and Fedra Serif A fonts
family. It is really important for me to use a serif font to enhance the body text
legibility and to keep the sans-serif for the logo, headlines, titles, subtitles and
abstract texts. A consistent fant family is the best tool to be able to generate
harmony as much as distinction and contrast. Fedra Sans was designed in 2001 and
Fedra Serif in 2003 by Peter Bilak.

Co. ODMWORKROOM CD. AD. D. Denis Mallet CL. Arch Residential
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Manning Group

Identity Design - Including all Design and Art Direction,

Co. Made Agency Cl. Manning Group
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Sevenology

Branding identity for a men local premium fashion store, Sevenology.
Store that sells only premium and ‘fashion cravings’ item for men.
Sevenology means seven ideology, which as it said, it sells only seven
premium items to represent it exclusivity. The logos containing a
masculine visual yet edgy and the colors are a deep interpretation of the
masculinity of the company. This project also create a business plan book
since the company is about to start.

€D. Gregorius Agung Andre D. Gregorius Agung Andre CL. Sevenology




Grafist 18

Grafist 18 is a poster design project that |'ve done for school in my 3nd
year. The “International Istanbul Graphic Design Week”™ is an
educational activity organized annually since 1997 by Mimar Sinan Fine
Arts University, Graphic Design Department. [For more information;
www.grafist.org)

All the posters are designed using these forms which includes
quadrages from the designer's works and the typagraphy is done by
hand-lettering. I've designed a programmae poster, a seminar poster
and six exhibition posters and the Grafist 18 logo

D. Naz Kayalar CL. Grafist 18
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UPTOWNIGO

The client came to W8 for help in creating a new concept in a star location in KSA.
The location used to host a winning concept with a success story in the area, and
this was the challenge we were excited to take: Gaining client’s acceptance with
expectations already set to “high” although the offering was the same as the
previous concept, we created a completely new experience that leaves you with a
familiar feeling at the end of your visit.

Co. WONDEREIGHT CD. WALID NASRALA & KARIM ABOURIZK
AD. KARIM ABOURIZK & LEAHESHME D. LEA HESHME CL AL MAWAED
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LAUCKE

400D GRAINE + GREAT FLOUR

Welcome
to Laucke

Laucke

Laucke is rich in tradition with a strong history of supplying quality flour to
professional and home bakers throughout Australia. The brief was to
refresh the tired Laucke brand, create a more contemporary look and
target a more niche market - the artisan baker. A new refreshing logo and
system was implemented across all lines of professional and retail
packaging, ensuring strong brand recognition. The brand is strong,
natural, contemporary, and flexible to adapt across all forms of
communication, packaging variations and new product development. We
have photographed various artisan breads and positioned on the front of
pack in various angles, views, crops or layout to create strong shelf
presence and instant varietal differentiation for the habitual purchase.

Co. Black Squid Design C€D. AD. Derek Butler D. Min Ker CL Laucke

£50
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| WUFL, PIEPS, MIAU

| The creative idea behind the wording and corporate design is, that Dr. med. vel,
) Zauner is lalso) “multi-lingual” in regards of animal sounds. That is why Dr.
‘ Zauner ‘s stationary is also multi-lingual, ing that he com icates better

1+ ] with animals than other vets do, Of course the wording is also translated into human

| 0 ["". r language on the backside of the business card for the pet halders.
| & &
E lw Co. Wortwerk AD. Verena Panholzer CL Veterinary Surgeon, Dr. med. vet. Zauner
=4
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Nice To Meet You!

Nice To Meet You: Branding, Graphic Design, Art Direction
Personal branded design for a communication company.

Co. AD.Studio CD. AD. D. Antonio D"Amare
CL Nice To Meet You!
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African

Foresight
Network

African Foresight Network

This fast-moving, entrepreneurial consultancy aims to be South Africa’s thought
leader when it comes to doing better business. Their logo combines three key areas
of focus: Africa [the familiar shape of our continent); foresight [the dynamic arrow
devices); and networking [the overall woven effect].

Co. MARK

African

Foresight
Network




Carbon Works

Carbon Works is a factory in the heart of Berlin producing high quality carbon pieces
for cars, technical equipment, skis, snowboards as well as packaging and furniture
design.

During the second year of my graphic design study we had the task to design a
company's identity. | had the opportunity to rebrand the corporate design of Carbon

Works.

D. José Ernesto Rodriguez CL. Carbon Works
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Blackbox Case

Identity, Branding « Web Design for a sustainable all wood computer case
company

Blackbox Case came to jakshep™ looking to make a ripple in the overly
crowded computer case market. We helped them launch a unique and
personal experience, which caught people’s attention.

Co. jakshop™ CD. Evan Huwa, Mike Mueller, AK Hottman Ph. Ben Harms
D. Evan Huwa Cl. Blackbox Case

190



Sam Robinson

We created the identity for Londan and New York based photographer Sam Robinson
based around a logotype that is used as a window to highlight Sam’s diverse imagery
for clients such as Nike, HTC, Samsung and Jamie Oliver.

, The first promotional postcard pack was lasercut allowing a different card selection
to be tailored to each prospective client,
Sam’s business cards were a series of six images printed full colour and then clear
foiled to register, creating the window feel without any cutting.
The Work Books were again lasercut on the gatefold cover allowing the cover image
to show through the logotype.

Co. Studio Worldwide CD. AD. D. Studio Worldwide CL Sam Robinson
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Blockprojects

Blockprojects gallery has provided a creative hub for Australian artists
since the 1990°s and in 2011 they asked us to update their brand identity
Rather than move away totally from their three dimensional wordmark,
we simplified it into a bold icon suggestive af their space. This direction
was then explored across all collateral with a clean gridded approach
which allows the artists work to be the hero

Australian Design Biennale |[AGDA) 2012 award winner [category -

identity A
Co. Studio Werldwide CD. AD. D. Studio Werldwide Cl. Blockprojects Bend
Cut
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Lakeland gifts 2012/13

A delightful range of Christmas gifting designed by Stocks Taylar
Benson for Lakeland. It incorporates unique packaging structures to
really show-off the products and elegant typography to create a set
of luxurious gifts

Co. Stocks Taylor Benson CD. Glenn Taylor FCSD MISTD
D. Lysa Millergill MCSD  CL. Lakeland

Lgo
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bBring

The swedish company Bring needed a re-branding for their new big re-launch. The
aim was to be the biggest, best and most used delivery company in Sweden. They
wanted to keep the color of green, but other than that, they were open for big
changes. Being a company that delivers stuff, | thought the logo should emphasize
that, so | gave it a sense of movement through the arrow, | also thought of the
phrases "bring it home" and “bring it back™ which made me think of a circle
movement. Bring is an environmentally friendly company, and therefore natural
brown paper and non-toxic ink is used throughout the entire branding.

Student project at Bergs School of Communication, 2010,

D. BLANC/Matilda Hedman
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Mathias Tanguy

Mathias Tanguy is a personal finance adviser based in Paris. Mathias needed a
strong but subtle visual brand identity putting the emphasis on both networking and
communication concept as well as on professional ethic and principles

| designed the visual identity around a geometrical pattern that is creating network
connectivity, Placing the letters in the center of each of the graphic polygonal shapes
allowed the name to be the core of the geometrical network pattern. Extracting the
letter M and T with their surrounding polygonal structures created a logotype
working as an ingenuous monogram. The simplicity of this geometrical shape allows
the use of many different high finish print processes, as metal and black foil blocking
on the compliment slips and business cards, blind embossing on the envelops and
photo chemical etching on the metal side of the business card. The monogram can
also be easily stamped using an embosser or rubber stamp machine to personalise
letters and cards, and for authenticating important documents

Business card paper side was printed on a 350gsm Black Ebony subtle uncoated
smooth paper with new leather embossed surface manufactured by GF Smith. The
business cards metal side was chemically etched on a high-grade 0.4 mm stainless
steel metal board.

Compliment slips are manufactured with duplexed uncoated smooth boards
produced by GF Smith. Frontside is stamped with a glossy black foil on a gsm
Ebony Black paper substrate and the backside is stamped with the same foil on a
350gsm Pristine White paper substrate, making the finished slips a 700gsm board.
Mathias Tanguy identity is set up using Arno Pro typeface

Co. DMWORKROOM CD. AD. D. Denis Mallet Cl. Mathias Tanguy




Mathias Tanguy Greeting

n Paris. Mathias needed a

the geometrical pattern |

o of an elaborate and
ged the pattern angle to create

Mathias Tangy
greeting card desic
have created for his visual id.
singular typographic sty
the 2013 nume
The greeting cards are manufactured with a duplexed uncoated smooth boards
produced by GF Smith. Frontside is stamped with a glossy yellow foil on a 350gsm
Ebony Black paper substrate and the backside is stamped with a glossy black foil on
a 350gsm Factory Yellow paper substrate, making the finished slips a 700gsm board
Mathias Tanguy identity is set up using Arno Pro typeface. Named after the river that
runs through Florence, the center of the Italian Renaissance, Arno draws on the
warmth and readability of early humanist types of the 15th and 16th centuries. While
inspired by the past, Arno is distinctly contemy ry in both appearance and function.
Designed by Robert Slimbach, Adobe principal designer, Arno is a meticulously
crafted face in the tradition of early Venetian and Aldine book types. Embodying
themes that Slimbach has explored in typefaces such as Minion® and Brioso™, Arno
represents a distillation of his design ideals and a refinement of his craft

Wity in
| have miticulously re

Co. DMWORKROOM CD. AD. D. Demis Mallet CL. Mathias Tanguy
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Cape Structural Steel
and Engincering

This newly formed steel company wanted a hardworking logo,
literally and figuratively. Practically, black and white seemed
the obvious choice - versatile and visible, given the
construction environment. Typography is geometric and
structured - a no-nonsenses approach that 'does whal is says
on the tin".

Co. MARK
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Clearnet

A familiar name in the world of Canadian telecomns, Telus decided to launch a
new offering in western Canada under this name. Clearnet’s unigue offering
paired mobile service with a land line for those consumers who weren't
willing to part with the security of a traditional phone line. This pairing
inspired the identity as Clearnet’'s mandate is to always provide more than
the expected.

Co. TAX| Advertising CD. Dave Watson AD. David Taylor D. David Taylor
Cl. Clearnet

GET THE UNLIMITED oy -
FREEDOM IPOBILE FOR LESS
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Monster Font

This project is the original Tools of own company.
By Font used as the motif, the monster was finished popularly.

Co. sekiura design CD. AD. D. Michitomo SEKIURA CL. sekiura degin
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Debbie Does

Identity for Debbie XXX* - Specialist in Strategic Comms/Corporate
Comms/Human Resources/investor Relations.

The client has asked to have their name removed in association with
this work. As a result | have Photashopped oul the original surname,
URL and address details.

Stationery printed using black foil and spol UV over-gloss

Co. Brogen Averill Studio



80



a project that I've done for school in my 2nd
row my personality as a graphic design
ess card has two features. Firstit's a
paperclip and second it takes quadrages from the
illustrations and the photos that I've done and taken

D. Naz Kayalar
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You'll Get Dirty

Identity and set of three posters designed for the RMIT Visual Arts Graduate
exhibition, titled If You Touch It, You'll Get Dirty. Abstract images of 'dirty’ art related
mediums have been used to visually represent the exhibition title, and to show the
variety of mediums in which the students work, The posters were packaged with a
hand-stamped belly-band for the opening night.

Co. Mildred & Duck D. Sigiriya Brown, Daniel Smith
CL RMIT University, Visual Arts Graduates

IF YOU
TOUCH IT

YOU'LL GET
DIRTY




Shiro pon Kuro pon

This project is a package design of lemon-soy sauce.
With this work, it is a 2013 Package Design in Jacan Biennal ,
The Gold prize was won.

Co. sekiura design CD. AD. D. Michitomao SEKIURA CL. MARUSHO
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Deskidea

Deskidea is a Barcelona-based office supplies e-commerce with a main airr
majar sense of simplicity from the very first purchase from their website ur
reception of the material in your office.

The brand was designed to boost this simplicity value and the graphic solution came
fram the name itself, Deskidea. The idea was to convey its value using basic office’s
objects, being the pencil the paramount.

The different corporate applications are based on the pencil as a symbol, operating

by itself or embedded within the brand

Co. Larsson*Duprez CD. Oscar Vidal Larsson  AD. Alex Dalmau D. Alex Dalmau
ClL. Deskidea
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aris Micux Micux
. ) . ATIS MICUNX MICUX
Le guide de Paris en Mieux
Paris Mieux Mieux is a city guide about Paris created with my sister, Amélie.
She knows a lot of nice places in Paris and decided to share it with those
who like to discover surprising restaurants, coffees, museums, shogg .. far
from teuristic famous addresses.
| first designed the identity of the guide with a hand made lettering and a
pigeon. Then a pattern for the wallpaper blog with small drawings. Every
week, Amelie posts a new address she just discovered. with some nice
photos shooted by Ludo Martin, a friend, photographer We also created a
paper version of the guide. designed like a cards game in a packaging.
people can keep it in their pocket or bag, and make their selection of spots
they feel like going to. The paper guide can be bought in a few shops in Paris
or directly on the website,
Then, to make the promotion we did a funny video clip filming Amélie riding
her vespa in Paris streets ..

Co. Arnoe CD. AD. D. Arnaud Etasse Cl. personal project with my sister

~
‘o Bl MicoX .
PariS )| Weox o g

Le 00 1 Caté barrestaursnt / Batignoles [17dme)

Chiod's Cupcakies : Salon da thi,dépeuner,runchar |
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HOQ D&DB Club Flver

Flyer design for an Oxford-based club night. With a nod
towards modernist design and the “International
Typographic Style', | designed a simple central graphic,
reminiscent of an optical illusion combined with clean
and structured type to easily communicate 3 events’
warth of information. Printed in 2 colours on 100%
recycled pulp board, a more tactile stock to stand out
among the gloss.

D. Ross Gunter CL HO D&B

Linfold Yoga

Unfold Yoga + Wellbeing is based on the philosophy of being one within yourself. This is i
reflacted cleverly in this unique business card. v

Co. Black Squid Design  CD. AD. Derek Butler D. James Bobridge CL. Unfold Yoga

unfold

yoga+wellbeing




IFluechtlingsrat Berlin

The Refugee Council Berlin forms an interface between politics,
the public and itted organisations with the aim to improve
the living canditions of refugees in Germany. As part of my
master's thesis | worked closely together with the organisation
to create a new visual identity. The aim was to raise public
awareness about the refugee problem and the work of the
organisation. The project is not yet finished.

D. Paul Leichtfried
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Beastin a Neon Cage

Beast in a Neon Cage is the name of a film festival project for legendary cult director
Seijun Suzuki. The name for the festival is a metaphor for the characters that appear
in Suzuki’s films: gangsters and crooks who on the surface appear civilized, but
underneath are wild beasts that are stuck in the "neon cage” of the Tokyo nightlife.
Building on that idea and the psychedelic imagery of his films, the festival's visuals
burst with color. The sharp angles reflect the on-screen chaos and the cartoon
imagery hints at the dark humor that frequents Suzuki's work,

CD. Hunter Lewis Wimmer & Christopher Morlan D. Jon Wang
CL. Academy of Art University

Celluloid Chaos

SELJUN SUZUK!
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Inter Accesorios

Corporate design for Interaccesorios. company specialized in
channeling and conduction of water.

Result created through a typeface design with geometric motif
that identifies and represents the operation of the product,
adapting and developing in different media.

InferAc

12l
InterAccesorios.

Javier de La Pucrta Martin de Hinojosa

O Prgress 30, 2°C _ 41013, Sovilla (Espatia
ML T B4 02

T. 835 262 78

RS0 610 D64

bl rarcr s o
e dRLrac T T

Co. Estudio Fernando Fuentes. Conceptos y proyectos de diseno.
CD. Fernando Fuentes AD. Fernando Fuentes
D. Fernando Fuentes Cl. Inter Accesorios
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MATSUBA JAPAN

This project is making a brand for the iPhone case using
woodworking technique of Japan

It is a bilingual notation of English and Japanese supposing the
deployment to overseas.

Co. sekiura design  CD. AD. D. Michitorno SEKIURA  CL MATSUBA
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MATSUBA

located = the “city of manufscunmg’, Fuchu-cty,
Hiroahima, Matsuba Factory o a rather small company but
willed a1 prodducing hagh- precision wooden case molds
Using high-preciion technology to the fullest, we have
added wmoden iPhome cases 1o our product line  We
produce elegant iPhone cases from varsus speeses i
sng wverything from precious woods to "Feo-wood”
[ efi-over’ wood from furndure malong)  The beautiful
curves are designed to fis your hands
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Furnitrade

Store furniture accessories,

Co. Glad Head
D. Dovgal’ Anastasiia, Aleksandr Sharygin
Cl. Aleksandr Piyanih
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INTERIOR DESICN
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MYD 1l

Visual identity for an interior architecture and design studio. We
focused on individuality and dynamics. Playing with the lettering of the
latin number 2 in the "MYD 1", we pulled those apart as two walls to
gain an “empty room” between them. Then we asked the people
waorking in the studio what kind of objects they would imagine in their
dream office or home. As a result we put their objects between the
two walls to fulfill the space and to create personalized logo
variations.

Co. Hidden Characters D. Daniel Nagy, Péter Orban CL. MYD-Il Kh.
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Jl‘'uentes Arquitectura

Co. Estudio Fernando Fuen nceptos y proyectos de d
CD. Fernando Fuentes AD. Fernando Fuentes
D. Fernando Fuentes Cl. Estudio JFuentes Arquit
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Marriage Care

Marriage Care is a UK relationship counselling charity. Using the starting
point of ‘relationship oxygen’, the identity is anabstract opening flower,
which takes on the form of a geometric graphic. It symbolises health,
growth and development.

Co. Interabang CD. AD. D. Adam Giles & lan McLean CL. Marriage Care

if love is the relationships
answer, what are about

is the question? both of you
Join us in our redafionship quiz night But we'll hoppily work with just
- ————— e one of you, if thot will help

- =

marriage
care

=

better relationships
better lives
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Dr.
MAURO
GRACITELLI

Dr.
AURD
GRACITELLI

Dr.
MAURD
GRACITELLI

Orto

Stationery made for a young doctor specializing in orthopedics, where the briefing
was to create a different material, fleeing a bit of seriousness that we found in the
material of most doctors in this area

D. Pedro Paulino CL Mauro Gracitelli
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Psvrup

Our own CI.

Co. Psyrup )
CD. AD. D. Andreas Fuchs & Sascha Beutler
Cl. Psyrup
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The Love

The Lover by Harold Pinter
Theatre Posters/Postcards/Programmes.
ver award winner al the New Zealand Best Design Awards.

Co. Brogen Averill Studio
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Steve Li Acupuncture

Steve Liis an acupuncturist with outstanding skills. He cures everything from tennis
elbow to crippling back praoblems, he's that good. His business is predominantly
driven by word of mouth. His customers will typically take several business cards
and hand them out to friends as they preach his miracle work.

By taking the idea of recommendations as a key driver for his business, his approving
customers donate their business cards, to be re-used as a physical sign of their
endorsement. Each card is punched through with his details and passed on to
potential new customers, showing that the business card’s owner had received
treatment by him, and that they endorse his abilities.

Co. Re: CD. Jason Little AD. Jason Little D. Erin Hoffman, Jason Little
CL Steve Li
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SONGS FROM THE HOLE

Esteban Gaztanaga is a basque singer and guitarist who plays in the
Barcelona subway. Cover design of his album “Songs from the Hole™ in
collaboration with Gonzalo Sanchez de Lollano.

D. Radl Arribas and Gonzalo Sanchez de Lollano
Cl. Esteban Gaztanaga
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I'he Wild Rabbit
The Wild Rabbit is a boutique brand that revives and repurposes vinlage

costume jewelry and accessories. In this project, identity system, packaging,
/ business cards, as well as collaterals were created to promote the brand.

CD. Tracy Hung AD. Chioe Huang D. Tracy Hung Cl. The Wild Rabbit

THE
WILD

RABBIT

THE
WILD
RABBIT

Tu{ T.kl}\aﬁ.ﬁi
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New In Store! 11/26/2012 wmaww §

1LRE 2 A%ESE 1LEERZ® L Hello Autumn
S MISEIN & WVEREM 7 BonVoyage 8. Infini
9 WM 10 Hansel & Gretel 11, ENUE 12 FRER
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New In Store! 11/12/2012 ‘

1. Grazie! 2. EMSELE 3 HFEMNFRN L Take My Hand
Eternal Embrace 4 FRENEE 7 WHEERT 8. Buston Love

9. Aphrodite 10, Golden Horns 11, BABEEDSS A B Y
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The Writers Block

A promotional piece for writers at the Pond.

Co. Brogen Averill Studio
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The AT Group

Logo and stationery design for Sydney-based business consultants -
The AT Group. The AT Group specialises in giving direction to creative
businesses, particularly those in the fashion industry. The logo is an
arrow, formed out of the founder’s initials “AT

The AT Group collaborates with small businesses to ensure their
ideas become commercial products

The stationery brief was to create a set of business cards with
creative finesse, but also conveying a strong sense of
professionalism

D. Matthew Burns

THE AT
GROUP
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Brand New Business Card

Card design made with rustic recycled 300gr paper, and special die to cut in
half. Arose from the need to add illustration as a new service.

Co. CD. D. Estudio Tricota €L Ourself
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James Money | Artist

We worked with artist James Maney, on the development of a personal
brand margue and suite of identity materials.

The margue needed to work across a number of formats and media and
relate directly to James’ existing seal of ownership and authenticity, his
signature. We started by singling out ‘Money’, as a device to reference,
rather than replicate James’ original signature, Placing the signature on a
rule, grounded the form and created a bridge between the signature and
formal elements of the design.

Traditionally printed stationery was not economical or practical for James.
Rubber stamps, however, offered flexibility to create low volume, cost
effective and constantly evolving stationery. Stamps could also label
wrapped artworks and anything that circumstance may demand. Further,
each article would be subtly unique.

The stationery items were sourced from office supplies, economical and
available in small quantities. These ultra-saturated, oversize business cards
are toned back by a more sober grey letterhead.

Co. Studio Constantine  D. David & Hannah Constantine CL. James Money
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"smm” Novelty

The novelty for a exhibition of textile.

Co. KOTOHOGI DESIGN  AD. Naoki lkegami  D. Naoki Ikegami
Cl. Hokuriku Web Co.,Ld. / Himoya Co..Ltd.
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Anni Kuan Stationary

Anni Kuan is an Asian fashion designer working in New York. The logo appears
land becomes readable] only when you fold the card over abstract elements
come together. The same is true for the stationery, where the logo is completed
only when the letterhead is inside the transparent envelope.

-
* AD. Stefan Sagmeister D. Stefan Sagmeister. Hjalti Karlsson CL Anni Kuan

LEL



Cristina Bassols

In this project the technical architect and building engineer
Cristina Bassols Casadevall commissioned us for the
branding of her company. To do this we rely on two basic
concepls:

1. The synthesis and derivation of the compass as a tool. We
realized that if we simplifyed the shape we met the
Scandinavian grapheme A, That was perfect for two reasons.
The first because it contains the A typagraphic character
which appears both in name and surname of the client. The
second, it usually means the flow of water, especially fresh
waler [eq. a stream). From this point we extracts the blue
turquoise colour. Further strengthened because the client is
from town called Banyoles, famous for its big lake.

2. The projection or extrusion of a surface [ground] as a
module construction. Starting from the basic geometric
shape of the square we project to have a prism that we
identified as a simplified building.

With these two concepts as a starting point we join them
framing the A [representing the technical architect] in the
center of the prism [heart of the buildingl.

For the corporate typeface we choose the Gotham font,
because it is very readable, especially in their Book and Light
familias, It works very well capitalized and create brand. But
we did not see as a font for text, so we decided to apply for
Helvetica Neue texts. We wanted a serif typeface to maintain
the industrial and technical nature of the area in which the
client is framed.

Co. CD. AD. D. ANTITIRO €L Cristina Bassols Casadevall

CRISTINA BASSOLS
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Astar

Co. Vroom Studio
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BVD

We have given ourselves a new design.
BYD has appointed a new CED, installed
a new Chairman of the Board and
welcomed a new Fartner and in our
minds an updated company requires an
updated identity. Qur new identity
reflects our ambitions and represents
our quality standards in all parts. Now
we have a distinct logo with clean,
geometrical lines. A logo that stands
out, that is useable in all medias and, of
course, easily recognized. Simplify to
clarify!

Co. CD. AD. D. BVD CL BVD
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Byegkeramikridet

Assignment:

From the completed target group analysis and communication platform, we developed a new graphic identity and logotype for Byggkeramikradet
- the Swedish ceramic tile council.

Challenge:

Within the area of ceramic tiles there is a large need for a strong and clear trade organization that can pursue important questions like an
authority. There is a lack of knowledge about Byggkeramikridet and the existing logotype and graphic identity were unclear and not in line with
the values and vision of the existing organization.

Solution:

Clarify Byggkeramikridet and spread knowledge about how they operate to encourage competent use of ceramic tiles. A target graup analysis as
a basis for insights. A communication platform as a foundation for strategic decisions. A logotype and graphic identity in line with the identified
core values; knowledgeable, secure and engaged. As parts of the graphic identity we developed an adjusted typeface, colors, layout grid and a new
image manner which communicate with the target groups through for example members magazines and web to strengthen the
Byggkeramikradet brand.

Co. CD. AD. D. BVD  Cl. Byggkeramikradet

Hyggherren — Fiarfor ritar sverska
bestimmer? arkiuckecr o i
me keramisdea frder?
Varfor vitar svenka Ekologisks -
” arksteker s lite eftertrigas allt mer

keramiska fasader?
or

décromkakel ==
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Casa da Musica

This is a comprehensive identity for Casa da Musica, the Rem Kohlhaas designed music center in the harbor town
of Porto in Portugal. Our initial desire to design an identity without featuring the building proofed impossible
because as we studied the structure, we realized that the building itself is a logo. Kohlhaas calls this "the
organization of issues of symbolism”. Really. But we did try to avoid another rendering of a building by developing a
system where this recognizable, unique, modern form transforms itself like a chameleon from application to
application, changes from media to media where the physical building itself is the ultimate [very high-res)
rendering in a long line of logos, Our goal was to show the many different kinds of music performed in one house.
Depending on the music it is filled with the house changes its character and works dice-like by displaying different
views and facets of music.

AD. Stefan Sagmeister D. Matthias Ernstberger, Ralph Ammer, Guentin Walesh €L, Casa da Musica, Portugal

casa da mdsica

( casa da misica casa da masica




Confideri

Confideri offers in-depth solutions to corporate, legal, tax, and financing
issues, regarding organization, ownership, management of assets, and
securing family and business wealth.

After examining this industry’s current situation, it became evident that
now is the right time to bring the brand to the market from a different
angle, therefore bringing about a progressive approach.

Our solution is to create an identity that demonstrates key company
advantages, that secures the ‘leader’ image, which is strengthened with
the refined name, “Confideri”- from English. Confidence. The image
created also evokes in the client a strong feeling of trust.

Co. ARENAS®lab & Irina Shoya CD. Valeri Arenas  AD. Irina Shoya
D. ARENAS®lab & Irina Shoya CL. Confideri
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"Dots & Lines” Poster

Sample poster of hot stamping for a manufacturing company

Co. KOTOHOGI DESIGN AD. Maoki lkegami D. Naoki lkegami
CL. Cosmotech Inc
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Crocow Z0o

The main feature of this visual identity is a system of pictograms which depict
animals living in Cracow Zoo. This solution affects logo. It allows variety of
combinations based on mentioned images
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DE GRIS

Visual Identity, website, press release,... for a new Paris based leather goods
brand.

€D. Léa Peckre AD. Léa Peckre D. Audrey Schayes & Thomas Wyngaard
Cl. De Gris — Nelune SAS

UN ARTISANAT
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Corporate Design of
Dialekt Kunstverein

Gold & Wirtschaftswunder developed the Corporate Design for the Art Institution
“Dialekt Kunstverein®. This institution promotes young artists from all over Europe,
organizes exhibitions and art events. The main components of the Corporate Design
are the logo - the "D, that stands for "Dialect” and the “I" that reflects the
exchanging character of the projects, that bring together artists from different
national and artistic backgrounds. Also very visible in all Dialekt Kunstvereins
stationery is a colour range and the layering of design elements

Co. Gold & Wirtschaitswunder
CD. AD. D. Julia Kihne, Christian Schiller
CL. Dialekt Kunstverein







The End Age

We participated in an art exhibition with photographer Arnaud De Harven. The
exhibition took shape with our collaboration and was primarily about the life, death
and rebirth of analogue photography. Aside from creating pieces for the show, we
created the shows identity, which became important as the work itself discusses
advertising and commercial art.

For the invitation we created a story and shot it frame by frame. This film sequence
was reproduced 200 times for the 200 needed invites. The receiver of the invite would
get a roll of 35mm film, and be instructed to pull on the tab. The exposed film inside
could be read one frame at a time. Each frame had a story of it's own as well as
giving all of the pertinent information such as time date, venue, and exhibition
participants.

Co. Rice Creative CD. D. Chi-An De Leo & Joshua Breidenbach
Ph. Arnaud De Harven CL. Rice Creative / Dong Hau / L'Usine



ETXEBERRIA

Etxeberria

¢ details in golde

CD. AD. D. Mikel Cans CL. ETXEBERRIA

n light, elegance and attraction









Gold is the new black

Gold & Wirtschaftswunder developed the Corporate Design for
its own stationery. The major colours gold and black that
derive from the agency's name and the use of an typewriter
font are the most important parts for the Corporate Design.
For greeting cards a range of images was developed.

Co. Gold & Wirtschaftswunder CL Self Promotion
CD. AD. D. Julia Kuhne, Christian Schiller
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HASTINGS @ TAYLOR




HASTINGS & TAYLOR

Welcome to Hastings & Taylor!

We designed the logo, book, box and more, for this company in
Ireland, specialise in the hiring of vintage china and garden games
for special occasions.

Co. TATABI Studio  CL. HASTINGS & TAYLOR
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Gochujang

The package and invitation card for a 3rd
anniversary item

Co. KOTOHOGI DESIGN AD. D. Naoki lkegami
CL. Nikkanshokusai Hatabo




Herrinebhone

We consider items after the logo as "Continuing Education.”

As people become more familiar with the collegiate, old schoolbook
vibe, the more we can play with it. The business card becomes
something that resembles an identification card and the menu is
reminiscent of a table of contents or directory.

We stick to black, white and grey colors but INSIST on high-guality
paper. Most people do not consider paper choice as impaortant, but it is
crucial and should not be taken lightly. Utilizing the sense of touch is
another way for customers to get to know and remember your brand.
And senses that live more in the subconscious have been known to be
more influential in people’s perception of a brand.

For the Grand Opening Invitation, we went super luxe and made
traditional letterpress coasters, making a fantastic first impression
and has reservations full since it's opening in May of 2012.

Co. Bex Brands D. Jeremy Dahl, Becky Nelson
Cl. Enlightened Hospitality Group
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Itone

Itone offers a High Quality Range of products links, toners,
cartridges] to the aftermarket copier industry. Catering to a B2B
market Itone’s belief is in building long-term relationships through
allied services. A 2-year-old company, the client wanted to create a
strong identity that underlined its business offering and create a
recall in this cluttered market.

The solution comprises of a clean logo complimented by a dynamic
graphic language: styled using the Inkblot technique to create
mirror images. The stationery accentuates the experience by an
intriguing use of folds to reveal the identity; a folded business card,
an inside out vertical fold letterhead and the inside use of envelope
flap. The CMYK scheme and the tagline work in tandem to narrate
the brands core offering and values.

CD. AD. D. Siddharth Khandelwal CL Microtone Products Pvt. Ltd.
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L&AWedding Invitations

A typographic invite for a rustic, country wedding, portraying the bride
and groom’s story leading up to the big day.

The invite uses a subtle foil block in silver and pearl on an off-white
uncoated 700gsm board. The literature was completed with a craft
paper string and washer envelope, a range of personalised stamps, a
craflt paper card wrap and an order of service - all designed to follow
the simple, artisan feel.

Co. Stocks Taylor Benson Limited D. Lois Blackhurst ClL L&A
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Marou Wallpaper® Handmade

When Wallpaper® Magazine discovered Marou Chocolate, our client, they felt that this
single origin dark chocolate, hand-crafted in Saigon was a perfect match for their third
annual Handmade issue [an issue with a focus on unique products combining luxury,
craft and inspiration]. Marou offered to create a special edition 80% chocolate bar in
time for exhibiting at the 2012 Salone de Mobile in Milan, The packaging we designed for
the occasion would stay true to the the standard Marou chocolate bars and press
further the attention given to lovingly hand printed details, We strayed from the
traditional motifs of the standard bars to embrace a more modernist approach,
incorporating the well known Wallpaper® asterisk mark into a new pattern.

The same hand mixed inks & screen-printing methods used on the standard Marou
packs were employed, but a new palette of hues would be used, derived from the
official Wallpaper*® handmade seal. The seal even informed a limited edition version of
Marou’s "M” Monogram. The final touch was to hand emboss some of the pack’s design
elements accomplish a tactile, fully hand crafted piece.

Co. Rice Creative CD. D. Chi-An De Leo & Joshua Breidenbach
Cl. Marou Faiseurs De Chocolat & Wallpaper* Magazine
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I¢a peckre

Visual Identity, invitations, web consulting for the Paris based Fashion Designer
Lea Peckre — Winner of the Festival for Fashion and Photography of Hyéres, 2011

CD. Léa Peckre AD. Codefrisko / Léa Peckre D. Codefrisko / Audrey Schayes
ClL. Léa Peckre

L E A
PECKRE




Marou Chocolate

The most exciting aspect of the product for us, was that each variant of Marou Chocolate could be based on the
province from where the cacao beans grow. The geographical location of the farm and its soil determines the
characteristics of the cacao beans and therefore the flavour of the chocolate.

After much deliberation, we found the simplest way to create a system for the bars was to name each bar after the
province where it's beans originated, and ascribe a natural colour-shift. Seeing the Trinitario cacao pods first hand,
we found a greatly inspirational spectrum of hues. Deep vermillion to ochre yellow, grass green, midnight blue, and
flushes of peacock agua all appear.

Our custom lattice pattern keeps a traditional look and creates a framework to incorporate some modermist
typography, inspired by the old signage still found around the country. To highlight the hand-made, artisanal quality
of the chocolate itself, we commissioned a local printing shop to use the traditional silk-screen printing techniques
to hand print the design in antique gold ink on each wrapper.

Co. Rice Creative CD. D. Chi-An De Leo & Joshua Breidenbach CL. Marou Faiseurs De Chocolat
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Underground Cookery
School

The Underground Cookery School was set up in the summer of
2003 to offer a fun and informal way of learning uncomplicated,
delicious, contemporary cooking. Matt Kemp, owner of the
Underground Cookery School, approached us to develop his
identity across a new stationery set, brochure, promational
material and website. Using tactile, recycled boards combined with
refined print processes, we pay homage to the surroundings in
which the school sits.

Co. Two Times Elliott CD. James Horwitz & Ross Gunter
D. Twao Times Elliott  Cl. Underground Cookery School
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WhichDoc

WhichDoc uses social media to help the user decide which doctor to visit
based on their specific medical needs. This company, based out of New
York, needed a fresh identity to set them apart from other companies
who provide similar services. The identity needed to convey a sense of
confidence. A website was also designed which required an immediate
clarity of functionality.

Co. TAX| Advertising CD. D. David Taylor Cl. WhichDoc
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Hello Studio
Constantine

Our design approach is defined by a meeting of concept
and crait. We believe that work must always be founded
in strong concept and we don’t believe in using 4 inks if 2
will do. From the visual approach to our brand through
to its application, we push the boundaries of our waork
process and practice.

We defined a series of identity'mnemonics’ through our
printed collateral - geometry, colour, typography and
format are used in preference to the norm of a type and
icon lock-up. Each item serves individually and in
concert, to identify the studio and our approach.

Co. Studio Constantine D. David & Hannah Constantine
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ce Theater

The Palace Theater is a small tw n movie theater in m
hemetown of Antigo Wisconsin. The theater has a ri
back to the early 1900's when it old per

goa s to bring back a little of that history through the
of the rebrand.

D. Cody Petts Cl. Palace Theater
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Port Ole!

Paort Ole! - is a unique project for Russia that brings new standards of youth
recreation. This high-end club resort is located on the famous coast of the Azov Sea,
where is always hot, always noisy, always funny. While analyzing competitors and
desires of the target audience, we have realized that the Identity should be dynamic
and relevant to everyone from target audience,

The concept is based on the visualization of the exclamation mark form that consist
of twe photographic images. The unigueness of the logo based on infinite visual
variability. For the making of the new logo you only need to pick up the photos that
can be placed in shape of an exclamation mark.

Co. ONY agency CD. Seriojin Sergey AD. Orlov Max D. Lyubimov Roma 2
Cl. *“RealKom Portal” company

@

mrQ0 -10v




LAZER

) 25.06.15






Raja Lala Deen Daval

Raja Deen Dayal is a legendary Indian photographer, whose
exquisite record of British India has left behind a unique repertoire
of work, documenting and impacting not only the history of
photographic art and printing, but also the political and cultural
context of his times. His work is in demand globally even today and
his family trust wanted to create a new branding to give his legacy a
contemporary touch,

Likening him to a ‘gem,” the logo juxtaposes the camera aperture
with a diamond creating a mesmerizing identity, supported by a
myriad of geometric shapes that create an engaging design
language

CD. AD. D. Siddharth Khandelwal CL. Fotocraft
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"Zexy Anhelo x LIBRA WEDDINGS™

The invitation for a party

Co. KOTOHOGI DESIGN AD. D. Maoki lkegami
Cl. Recruit Holdings Co.,Ltd. / Tokyo Humania Enterprise Inc. [Hotel Nikko Tokyol







Sage Svdney

Sage Sydney is a retail store dealing in clothing,
jewellery, and retro sourced accessories.

A system of custom letterforms was created, with
the client able to mix and match the letters to
form multiple iterations of the word ‘sage’. As the
business grows then, more letlers are able to be
designed and integrated into the brand suite.

This idea was translated to the signage, with each
letter fitted to a slide rail so that the letters could
be displayed on rotation. Letters not in the signage
could then be used for display purposes inside the
shop.

Co. Dittmar D. Daniel Dittmar Cl. Sage Sydney
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SANGRIA LOLEA

Lolea is Sangria. As you already know, Sangria is a
typical Spanish cocktail, synonymous with social
gatherings, celebration and joy. Lolea fulfills the
highest expectations of quality and flavor, as well as
having a new and shocking design. Lolea is a personal
project of some friends who love traditional and
artisan Spanish products. Lolea may be of red wine or
white wine and it is offered in several presentations
and sizes. It is made with high guality wine and
natural ingredients.

Co. Estudio Versus Cl. SANGRIA LOLEA
CD. AD. Cw. l. Ph. D. Javier Almalé & Nieves Afafos
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SmallCapPower

In the world of small cap investing, knowledge is everything. And nobody
provides more reliable, empowering information than Ubika Research
through their online portal - smallcappower.com. Matter Strategic Design
was hired to build a SmallCapPower brand founded on deep consumer
insight. The Toranto-based firm undertook a comprehensive approach that
began with research, evolved into strategic development and culminated in
the creation of a multi-channel advertising campaign and corporate
brochure suite that firmly pesition SmallCapPower as the premier
resource for investing knowledge

Co. Matter Strategic Design  CD. D. Mike Kasperski CL. SmallCapPower
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Sagmeister & Walsh Stationery

Stationery system for the our new partnership, Sagmeister & Walsh. We printed 500 condoms

with our logo on it, as well as 500 pencils that show accurate data relating to average penis sizes.

CD. Stefan Sagmeister AD. Jessica Walsh D. Peter Chmela, Lizzy Showman
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GREENCLOUD STUDIO

Branding and Bussiness Card design. Developed at "Greencloud
Studio” design agency.

Planning: Marcelo Balas, Marcel Jacob, Felipe Bittar and Paulo
Henrique Storch,

CD. D. Paulo Henrigue Storch  Cl. GREENCLOUD STUDIO

studio
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A&P Made

A&P Made is the project for our own
visual identity, and it is all inspired to
our passion for typography and
letterpress,

We took the design and creation of
our stationery as a journey through
the beautiful sensations of crafting by
hands. We got our hands inky, cutting,
gluey, crafting and printing every
pieces of our stationery and self-
premational cards with our little
Adana press.

Co. Apple&Pear
D. Elisa Vernazza & Fabio Bernardi
CL. Apple&Pear [self-project]
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The weather
is good

TWIG TW

TWIG [THE WEATHER IS GOODI - it's always a good weather in our houses,
providing by innovative window production company. Firm bring high glass
technology frem Japan to our home. Due to these progressive technologies,
our windows protect us from the cold, noise and heat, and are much more
safer that the never before.

Researching the market of window companies, we have summed up that
most of these companies are copying solutions of each other, Specifically
far this project, we have developed an unique, distinct from market
competitors, offer, We've focused decision on the target audience. Key-
tactors of audience are: the actual, modern, smart seeking solutions for
themselves. In identity of TWIG, we expressed the most important features
and values of the company: the game, constructiveness, smile, good
weather and technology.

More over we have developed corporate identity, website and a series of
presentations. Thier logo is based on a clear font decisions, giving it an
European style and quality. Inside the letters we've used a dense fill, outline
and patterns. These elements are combined to bring the game and the
different properties for one product.

Co. ONY agency CD. Seriojin Sergey AD. Orlov Max D. Lyubimov Roma
CL. AGC Glass Europe
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S Days

Limited edition t-shirt box based on The
Beatles song ‘8 Days A Week'. A shirt for
everyday of the week: Monday to Friday,

Yesterday, Saturday and Sunday.

D. Samy Ventura
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Naming company based in Barcelona. Their name came from the
twenty-seven letters the spanish alphabet has. Translating letters
into numbers was the key to create an uniform and interesting
systemn to communicate the work of the studio.

Co. Solo  C€D. Oscar Germade D. Bea Montad cl 27N
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Bedroc

Bedroc is a technology selutions firm, but nat the type you might expect. Bedroc
applies people & ideas rather than the latest and greatest equipment on the
shelves. Their against the current stance was the backbone of the identity's
creation. We explored the ideas of reduction, strength and human foundations in
our design process. The logotype and brand symbol represent the idea af
stripping an idea down to its simplest components. A warm palette combined with
personality-driven photography further humanize the brand—positioning them far
and away from the visual conventions of their industry

Co. Perky Bros CD. AD. Jefferson Perky Ph. Mark DeLong CL Treadwell
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Brown's Court Bakery

Situated in an 1800s Charleston-style home, Brown's Court Bakery is the only
remaining structure of four “sister” houses, originally named '‘Brown’s Court’. With a
‘baked-fresh-everyday’ philosophy, they serve a variety of specialty breads and
pastries as well as the full range of pour-over coffee and espresso.

Coming to Charleston after working at the prestigious Bouchon Bakery in California,
head baker and owner, David Schnell, approached Nudge to design the identity for
his bakery. Aiming to reflect the bakery's unigue blend of historic and modern
charm, the design mixes natural tones and textures with a custom-lettered logo-
mark, classic typography and a hand-stamping across all the printed materials.

Co. Nudge
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David Petro book and
paper restorer

| made an identity for David Petrd who is a book and paper
restorer in Sopron, Hungary. My goal was to couple the friendly
atmosphere of the small manufacture stylishly with classic and
cleared shapes, in order to satisfy a wide range of audience, by
taking into account the tight budget of the client.

CD. Ferenc Kassai AD. Marton Juhasz D. Boglarka Nadi
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TEDX AMARANTE ED

TEDxAmaranteED talks about education, school systems and the
skills that need to be learned at the school.

Within this theme we decided to build an image that serves the
concept of learning / teaching

We decided to choose a form of pencils, because it follows the entire
learning process,

Co. MOJOBRANDS C€D. Pedro Soares | Tiago Barquinha | Viter Clare
AD. D, Pedro Soares | Vitor Claro  CL. TEDX AMARANTE ED
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BRANDS WE SELL:

JORLCOAN

NEW BALANCE=
SAUCONY

HERSCHEL SUPPLY CO.
MISH—KA

CASIO G-S——OCK §

Epic

Visual identity for Epic store.

D. Staynice CL Epic
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Ada Blackjack

Brand identity design for Ada Blackjack, a bags and leather goods
company. Ada Blackjack are handcrafted bags, made in Barcelona by
Ivonne Schippers. The brand is inspired by Ada Blackjack, an Inuit
woman who was the heroic and sole survivor of a two year expedition on
the uninhabited Wrangel Island in northern Siberia. Ada Blackjack
stands for resilience, endurance and bravery.

D. Verena Michelitsch, Tobias van Schneider Ph. Tobias van Schneider
Cl. Ada Blackjack

ADA BLACKIAER
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The Truth Beauty Company

The Truth Beauty Company is Waterloo, Ontario’s first natural beauty and bath
company. Jennifer Freitas, the owner, is passionately committed to finding the
best and purest products and ingredients for her customers. With a focus on
community and education about natural body care, Jennifer needed a homey,
natural, and stylish brand te launch her company.

CD. D. Joel Derksen CL The Truth Beauty Company
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Mirella Concept Store

Mirella Concept Store is characterized by a total heterogeneity compared to
the traditional store concept. A warm and welcoming ambience, featuring last
trends in home design, a refined accessories selection and an elegant food
space.

A versatile space where new developments in the fashion field come together
with a trendy place offering a sophisticated cocktail, a good coffee and the
delicacies of high cuisine. We thought of an immediately recognizable sign,
drawing from the sanniti’s culture and rediscovering symbols recurring in the
iconography...a stylized brand representing the imposing Traiano’s Arch.
Moreover, threugh juxtapositions and multiplications we were able to develop
a texture allowing for an increase of the sign’s visibilita.

Co. Basile Advertising CD. AD. D. Andrea Basile CL Mirella Concept Store 4,
2
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Visio Ingenii

Visio Ingenii is a UK based security surveillance technology company needing a
sophisticated and secretive identity to convey its unigue offering

The company name means vision intelligence in Latin and it caters to 6 specialized
sectors [Defense, Retail, Medical, Government, Mational security & Transportl. This
aspect was combined to build a singular brand narrative - The power lo see objects
or events that cannot be perceived by the § senses, but needing the powertul 6th
sense of intelligence 1.e. intuition. Thereby portraying the company as offering ‘the
bth sense’ in security and surveillance. The logotype uses a re interpreted Roman Vi
[6], to bring focus to a ey it as the lens with the 6th sense

Tailored busin ards for each sector accentuate the brand offering through
unigue messaging that uses words with missing 'vi's, instigating the automatic use of
and power ol intuition

CD. AD. D. Siddharth Khandelwal CL Visio Ingenii Ltd

MULTIPLE OBJECT
RECOGNITION IN
VARIED TRANSPORT
EN RONMENTS &
LIGHTING CONDITIONS

SECURITY INTELLIGENCE
TAILORED FOR INDI DUAL
GOVERNMENT NEEDS

44
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Opolab

Opolab is a multi-disciplinary project in the heart of Oporto downtown
dedicated to creative thinking and the use of new technologies in
architecture, design and other artistic expressions, It offers a wide
range of education courses, events, workshops and creative labs to
local community.

Pedre Serapicos Cl. Opolab

Co. PS5T - Pedro Serapicos Studio  D.
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‘ Lavit¢

Lavité is a new advanced beauty center located in the Northwestern Spain.
DeCastro have worked in naming, corporate identity, brochures and
environmental design. With a classic spirt but a renewed twist, the brand aims
to approach the public in a unique and colorful way. The identity develop a series

. of flowers taken from the most important ingredients of the products used in the
treatments. The logo features clean, elegant and simple.

Co. DeCastro CD. AD. Oscar de Castro D. Oscar de Castro / Daniel de Castro
CL. Lavité
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Sam Conaglen Photography

{-based photogapher, asked me o create an
and let his photography stand out. With this

imple, versatile logo based on t
2d It out across a compa

Sam Conaglen, an Aucklan
identity that would take a b

it mind, | ¢ ted a ve
f a photogr: nd r

Co. Sam Flaherty Creative CD. D. Sam Flaherty Cl. Sam Conaglen




Sous les Cerisiers

“Sous les Cerisiers™ [under the cherry trees] is an invitation to taste the
delicious cooking of Sakura. This intimate restaurant in Paris is dedicated
to a balanced fusion of Japanese and French gastronomy. A deep
theatrical influence on the surroundings, typical in Japan and France, can
be seen through the scenographic layers, costumes and shadows cast
throughout the interior. The menus and communication tools of the
restaurant has been designed as a theatre costume using metallic paper
to add preciosity and sew together the pages with authentic "d'époque”
costume ribbons,

A PR folder for the restaurant partner and traditional jap lware
maker Nousaku was designed using the same paper and foldings to
convey the tactility of the tin objects.

Co. Ralston & Bau D. Ralston & Bau Cl. Sakura Franck / Nousaku Inc.

Son it L

o,

Sorte

gy




&



yEz

Urbankarth

This was for Self-promotional project. UrbanEarth
[Gardening Supplies for people who live in the City).

Co. Seungleedesign.com D. Seung Lee

GROWING A BETTER PLANET
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Washtime G oup

Washtime is a new concept in the world of carwashing services. They are offering

location based car cleaning. If you were way too busy to wash your own car, but you

/ have a very important meeting and a tight deadline you can call them to come by and

\ e wash your car for you. They also specialize in on-site services for larger carparks!
- NN For this service, trust is a very important issue, Therefore | designed a very simple,
minimal and straightforward design. It gives you a positive feeling and it's very open
and friendly. Perfect for making a friendly impression!

P

Co. Richard de Ruijter - Graphic Design & Illustration CD. AD. D. Richard de Ruijter
CL. Jambo Media/Washtime Group
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FFolded Light Art+ Design

Folded Light Art+ Design is a brand created by Jiangmei Wu, faculty of
Indiana University. This brand mainly focus on tectonic relationship
between form, material and technique from the perspectives of
constructive thinking, digital fabrication and sustainable design. All the
products are handmade, recyclable and energy-saving

Co. Tacit Design D. YOU ZHANG CL Tacit Design LLC
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Craftor Studio

Craftor Studio business cards.

Co. Craftor Studio




It feels good

When Arjowiggins Graphic asked us to create a marketing campaign 1o encourage
businesses to use recycled paper, we wanted to create a campaign, a movement, that
worked on an emotional level - instead of purely relaying benefits and facts.

The campaign concept uses the strapline It feels good’ to project a series of trulsms
which also relate to using recyclad paper. It feels good’ projects positive vibes and
encourages people to share the campaign ~ whilst giving us the platform to
cammunicate a number of messages. The campaign elements provide the materials
to spread the campaign message - electronically through social media netwerks and
physically through posters and badges for people to "show their colours’. Ultimately
we wanled to motivate as many people as possible to use recycled paper - because
‘it feels good to do the right thing'.

Co. Blast CD. AD. Colin Gifford D. Will Rickets and Hila Ben Navat
CL. Arjowiggins Graphic
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Licuado

Theic and fitz, two prolific artists, are Colectivo licuado licuade = smoothie|. They
focus on street art, interventions, and they also do some illustrated artwork,

For the logo, we designed a very personal typeface. The idea was to use calligraphic
strokes to recreate a fluid that is in motion. The fluid can be fresh paint, a fruit
smoothie, or any other colored liquid that flows. We wanted the business cards
|designed specially for a trip around Latin America that Licuado will embark on in
2013) to reflect part of the artistic and fresh nature of this collective, so they were
handmade and we had both, theic and fitz, participate in the making. We used diluted
acrylic paint, handmade paper, and rubber stamps with different inks.

Co. re-robot Cd. Ad. D. I. Matias Fiori, Juan Pablo Sabini Cw. re-robot
Ph. Matias Fiori Cl. Colectivo Licuado
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Business Card

Here is a business card that | designed to be handed out to clients at my end of year
Degree Show in 2012,

The idea for this came to me when | saw a Scanimation book in my local bookshop, so
| tediously worked out how to create my own version of th animation’ technique
and then apply it to a business card.

By handing out my business card in these little black folders, it meant straight away
that these are different than the usual business card and has a higher chance of the
clients nol throwing it away.

D. Matthew Skelton







Planteca Home

Brand for Plantea Home, a company with a new
philosophy about selling and redesign houses
and spaces. A simple house shape and a key
holder are the ideas behind the symbol.

CD. AD. D. Guillermo Torres CL. Plantea I-lg‘r_ﬂe'r 3
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AMdesign

AMdesign is the former personal moniker and online

portfolio of the Italian-based designer Lorenza Venturi

Working as a freelance designer while graduating in the

field of landscape architecture, the need for a provisional

persanal identity arose

The project involved logo generation and stationery design.
urposely decided to keep the overall design simple -

ober - and evocative. The business cards are

on high quality 300gsm matte paper

D. Lorenza Venturi CL self-initiated




Kubasta

Kubasta is an ltalian-based multimedia
communication agency focusing on
publishing, e-publishing and web
design. Having founded the company in
2011, the need for a full identity system
arose.

The project involved logo generation and
design across various media - print,
web, social media. We decided to keep
the overall design simple and linear
while combining an elegant twist to
reflect the company philosophy. Printad
on 300gsm white recycled paper, every
business card shows contact details on
the front side, while the rear is reserved
for different iconic images chasen by
the founding partners.

D. Lorenza Venturi Cl. Kubasta




Two Times Elliott Rebrand

A refresh of our corporate stationery, identity and website. The idea was to
create an understated, simple and tactile set using a combination of GFSmith
papers, foils and embossed details.

Co. Two Times Elliott CD. James Horwitz Cl. Two Times Elliott
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Bespoke

Mary had a little lamb - or more precisely: WIDE AWAKE had a little
BESPOKE. That's the name of the small 2012 trendbook special
edition. With the project being so limited ARE WE DESIGNER threw
together every cool combination they could think of. They designed
the text block in massive capital letters and plotted them on a fancy
copper mirror film. Same procedure on the back side. And that's
when the fun really started.

Driven by a small budget they did everything by themselves. So with
utmost care, they tnmmed every single letter using their scalpels
from off the rack. But that was not enough. With a nice bottle of
Kolsch beer by their side, they wore white gloves to glue each and
every plol on the invitations with maximum precision. The Beastie
Boys song, “No Sleep ull Brooklyn™ playing in their heads. Finally
they had to polish every single word by hand and place each invitation
into the origami envelope especially created for that project
Financially, a disaster. Creatively, a triumph. Under the radar and yet
often copied since then

Co. CD. ARE WE DESIGNER Cl. BASF Coatings GmbH
D. Damela Kempkes, Janina Braun, Ruth Biniwersi,
Sascha van den Bloock

14
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Mill-Circling
S

The display is a selection of the works of the academic year 2011/2012 as a
cooperation of the Pest County Museums Directorate - Ferenczy Museum
and the Hungarian University of Fine Arts exhibiting the results of all the
departments. The unfinished, ruiny wing of ArtMill giving place for the
exhibition used to be an old sawmill. The concept - reflecting to the original
use of the building - is putting into an abstrac! system the different artistic
practices by the phases of cutting of imber. Works are suited into the
following structure: Circulation, Raw Material, Energy, Transformation,

Time, and End-Product.

CD. AD. D. Botond Voros CL. ArtMill Modern and Contemporary Art Center
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Un livre? Une librairie!

Le Cercle de la Librairie et de |'Edition Genéve [The Library and
Publishing of Geneval is a non-profil association that links several
professional book trades: booksellers, editors, broadcasters, and
dealers. Its mission is to spread a passion for reading, to organize and
develop a harmonious book trade, and to defend the professional

interests of its members. The advertising campaign A book? A library!”

aims to promote the association’s libraries and make them known to
the general public. Focusing on the aspect of awareness in reading, we
created an eye-catching book with lettering and typography inspired by
books themselves. The strength of this visual lies in the rhythmical
alternation of letters, pages, and books to construct words and images.

CD. AD. Base [formerly GVA Studiol D. Christelle Boullé
CL. Cercle de la Librairie, Geneve
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They are designs, such as a letter of invitalt
The logo used the hand ol the persons thems
lustration

The romantic thread of fate was expressed by 5 and K
A warm and gentie atmosphere was aimed at

CD. AD. D. Shusuke Matsubara / Kayu Murata CL Self pre
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Domestico

Co. CD. AD. D. Manifiesto |
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Dolsten

new
products.

CO. AD. D. Nicolas Vasino
CL. Dolsten™

) dolsten

hello, we are
dolsten.

we are here
to help you.

simply done.




Pm, Mt

Pm, Mt Arquitectes Stationery

arruella, provide qualified technical services in the
planning, Ur the group name
tition at the Catalan, Spanish and
y design tried to meet the basic
ects: autstanding quality of
th tainability

jes tural buildings

Patricio Martinez and Maximia
fields of architecture, interior design and urt
Pm. Mt writing up architecture

|. The conc

any of its arr
architectu

= created an identity

Co. Estudi Conrad Torras CD. AD. D. Conrad Torras CL. Pm, M1 Arquitectes
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Uz ouTiQuE WORK

Co. CD. AD. D. Estudio Fbdi ClL. UZ Boutiqoe Work
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ty for Melbourne
1. Alter y/ing arou
paired back the letterforms
115 reductive and beaut 3

1y finish the cards
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the foiks studie

ihe folks studia
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& | sophia rosd, #0501 room 08
peace contre, 81720147
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The Folks Studio

Based in multi-cultural Singapore, our identity was created to
reflect our Chinese lineage. The word '[."  (minl, translated to
mean 'people’, was carefully chosen to represent our studio and
what we feel it stands for.

Co. The Folks Studio  AD. Zhengliang Yeo Cl. The Folks Studio
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MARENGO

INTERNACIONAL

Marengo Internacional

Slatianary ban development in San Pedro, Mexico. | used
lans of the city as the main theme for backgrounds and a set
-ons

Co. Omnivore CD. Eduarde Jasso D. Andrea Ramirez Sabat
CL. Marengo Internacional
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KNOWLEDGE NOTES

HELLO MY NAME IS




¥ vl l Y . I e \I
knowledge Sandwich
—
A brief given lunchtime knowledge sharing event Kn dge
Sandwich. The events are comprised of an expert giving a
LEDGE presentation on a particular topic, and complimentary lungh, and
then an open discussion. The mark therefore needed to reflect the
WICH informal learning, eating and sharing of the event. A range of
printed media was also designed to be used in conjecture with the
events, such as branded notepads and name tags.
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motel hotel

The branding Motel hotel is barn after the renewal of the
commercial activity of a Motel, whose origins reach back to the
first decade of 1900. If until now Maotel had acquired the function
of a hosting structure of extremely low price, confirming the
stereotype the majority of B movies portray of these structures,
today Motel, with this new branding project, experiences a
rebirth as inn, on a passageway, that doesn't lack any confort of
the most expensive hotels.

The brand is well characterized by the presence of a red stamp.
This can be used to place the date in each part of the visual
identity, day by day, customer by customer,

With this expedient, the visual identity of Motel aims to
remember to customers in which exact days they've enjoyed
Motel's hospitality, since that days where special for the
innkeepers, The decision of the paper has been a natural
consequence: ivory acid free paper, handwritten and recycled
paper want to suggest the warmth and the caring almost
homely which the motel’s staff offers to guests. The entire
brand is hand-made and printed at home on request to
maintain the hand-made spirit which is so important for the
owners of motel.

CD. AD. D. Otto Climan CL. Motel Hotel
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Co. Bure North  €D. Soren Luckins €L Project Otherwise
D. Amy Johnstone, Jason Mildren

Robert Walters

Design of moving cards for Robert Walters recruitment. Produced
on triplex board with embossed typography, the cards are designed
te mimic a traditional London street sign

Co. Ascend Studio  CD. AD. D. Paul Croxton Cl. Robert Walters
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ESPAI BRETANYA

Visual identity and its applications for Espai Bretanya in Barcelona, an

institution dedicated to preserve and promote the cultural identity of Brittany

CONCEPT
The concept is based on the geomorphology of Brittany: the communion
between land and sea

CD. AD. D. Sandra Costa
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Thise Dairy

s a small organic dairy in Denmark, which compete against the big market
Arla. Thuse has a strong focus on the personal aspect and deliver their

ts with love and pride, where they know every larmer supplying milk,

it s important to substantiate their strenght through their visual
redesign of their previous mechanical identity, which needed a
ersonal and "handmade” direction, to support their strong values.
s a sense of authenticity and the feeling that the milk is from

¢ and personal logo with details. The blue color is
hioned local diary where customers were familiar.,

pression, Thi
ostina more
identity g
local farmer - through ar
sed atmosphere of an old-f

CL. Thise Dairy
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ntity and its applications for a TED event
rcelona about Emotional Intelligence.

CONCEPT
Emotional intelligence
something you rea

CD. AD. D. Sandra Costa
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Perfeccion
en la ejecucion.

Somos la agencia
de promociones
mas grande de
Latinoamérica.
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SdM™

ldentit sign for Multimarketing Company based in Mexico. For this

Co. Empatia™ Branding Studioc  CD. AD. D. Nicolas Vasino CL SdM™

A Servicios de
4 Multimarketing

firio Diaz #149

. Noche Buena

xico, D.F.

720 2

|

-

La Certeza le da a nuestros

clientes tranquilidad.
sobre un determinado punto

atencion o el interés hacia un

Enfoque. Proyectar, dirigir
determinado problema.

Tranquilidad es el beneficio
profundo.

cion

Perfeccion
en la ejecucion.

Porfirio Diaz 414
Col. Noche Buena
Meéxico, D.F.
03720
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Co. The Folks Studio  AD. Zhengliang Yeo
ClL. The Folks Stud
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Standby

multidiscig iy

Co. [ té Studio  CD. AD. Ibon Apeztegia - France Marata CL. Standby




The Future Shepherd

CD. D. An & L La
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CANDLEBERRY




Simon Ward
PHOTOGRAPHY

i

Simon Ward
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himari
Bakery Shop

Co. Grand Deluxe inc.
AD. D. Koy Matsumato
Cl. imari
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Mivosakae Sakekasu

The image which seems to be delicious as for sake lees was
expressed.

A traditional atmosphere was aimed at

CD. AD. D. Shusuke Matsubara CL Kitapma Brewery
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Squarcmile







RUISH

CD. Kosta Rakicevi

€L Omniad

AD. Marija Mand
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Messo




Qian Hu Fish Farm

D. o - ‘
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Virtus Award

CD. Kosta Rak AD. Mariia Mand

CL. BCIF
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‘alentto

Checklist specializes in custom event planning, especially for milestone occasions,
such as birthdays, anniversaries, graduations, holiday parties and corporate events.
Their services are custom, catered exclusively for each client’s unique needs and
always aim towards sweet perfection.

Our design proposal gives Checklist an institutional look [proper of a university or
collegel with a jovial color palette.

The combination is meant to convey commi and trustwaorthi but with a
youthful feminine touch that ensures that every detail is never overlooked but always
cared for. The pastel colors are gentle, cozy and soothing, the deep blue serious and
convincing. The type selection, reminiscent of 1950's secretarial typewriting, goes
hand in hand with the conservatory institutional and feminine attention to detail
concepl.

Co. CD. AD.D. Anagrama CL Olivarera ltalo-Mexicana




Winccast

Winecast is an online wine-lasting, curating and delivery service based in The
Netherlands. After taking a “tastetest” that takes likes, dislikes, tastes and habits
into account, Winecast presents the user with a personalized land luriher
customizable| selection of six wines ta be sent every menth for a lixed fee

Our proposal began with the naming: Winecas! sends a selection, or cast, of & bottles
oplimized to the user’s tastes, much like actors selected for a play based on their
aptitudes tor a precise role. It could also be thouaht of as a cast molded specifically
after a persan's preferences.

Qur design explores the visual world of post and parcel packaging, The perforations
or rippled edge found in the stationery and the box labels was inspired by the
characteristic appearance of a postage stamp

Co. CD. AD.D. Anagrama ClL. Winecast
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Crows’ Nest







Eskimo identity

kimo is the design studi ed in Murmansk [Russ

> K MM O» [Eskimo] mean i olate
e minimal style with big attention on mate
echnologies. Colors are selected closely to choc-ic

CL. Eskimo design studio
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Wanted Love
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WANTED LOVE
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SKINS Shocebox




Fika Bar & Kitchen




LOYALTY REWARD:
GET YOUR 6TH HOT DRINK FREE!
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Good idea! IIT
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