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Pieface

It was with great honour that | accepted to write the preface for this book,
Designing the Brand Experience.

Being a trained designer has meant my life for many years evolved around
design. | have witnessed how the whole field of design, as well as the
general perception of design, have developed, and especially within the
last decade. In many ways, the Internet has influenced accessibility, in
particular of graphic design. As a result, there has been an increasing
focus on the whole design industry in general. What is it about design that
makes it so interesting? Perhaps it is because it surrounds us all the time
or merely because design makes the final point of difference and hence
is so extremely important to most companies. Let us start by defining
design in general. Design, De - sign, [di zin"]. The word “design” is an
Anglo-Saxon word. Its etymology comes from the French word “dessein”,

meaning project or intention.

Furthermore, the word “design” is very unique in the way that it is both
a noun and a verb. As a verb, it means, developing a plan or a process
of originating a product, structure, system or components. As a noun, it
directly refers to the final plan as a result or to implementing the plan.
This being said it could seem quite paradoxical that the perception of
design for many years is primarily as a final and physical result. Take a

chair or a glass for example.

At the first publication of the Arts Liberales in The Middle Ages, design
was not one of the seven genres of art. Maybe, and as a symptom of this,
design was for a long time labelled as a manual art. Design was not one
of the fine arts until subjugated to furniture, space or industry - in other

words, a function. However, it seems as if this long-held perception of
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design is finally changing. Today, design is not solely a physical thing
- the only uniqueness of which could lie within usability or aesthetics.
Instead, the conception of design in general is shifting to its etymological
and original meaning - that of planning and processing. Thus, we now
talk about design processes as a strategic tool to maximizing business
opportunities, and hence we talk about brands and corporate identity as
one of the most important business parameters. Design is today the point
of difference. Designing the Brand Experience showcases some of the best
designs and corporate identities in the world. In its own way, the book
demonstrates the criteria for a successful corporate identity design. The
180 or so works displayed in this book have a joined reference frame in
the way that they‘all constantly conform to their main goal, and in the way
that they are both current and present while still being able to adapt to

the future socio-economic environment.

The designs in Designing the Brand Experience are there virtue of adopting
a global point of view, which means no title to a particular country as the
"best design nation”. This is in fact a better view anyway, as it tells us that
great design does not speak a certain language. The perception of great
design is always as being simply that; great design. It works across all
languages and is never culture-based. .,

However, from my point of view there are several criteria to fulfill in order
to obtain a successful and long lasting design. There are three main
points. First, one needs to consider the overall corporate design and the
visualization. For example, is the design well executed, right down to
the smallest detail? In our over communicated society, detailing is very
important since in the end it is often what separates the great design from
the poorer ones.



Secondly, the corporate communication needs to be taken into account. What
message is it the design wishes to communicate across to the consumer and
market? The message needs to be strong and easy to understand. Corporate
design often faces the challenge, in contradiction to commercial arts, of
having to communicate mainly through visuals with only a limited amount of

words.

Lastly, one needs to consider the design solution in the context of moral and
ethical precepts. A so-called “Corporate Behavior” analysis should be made
from an international point of view, since certain gestures, words and images

can change radically in meaning when traveling from one culture to another.

If all the above have been taken into consideration during a full design face,
one can be almost certain that the result will be perceived as good design
with a long lasting popularity rate. Moving on to the topic of “Corporate
Identities”, even though working within the field of Corporate Identities
is obviously only a small aspect of the whole design industry, it is a very
important aspect. A well-defined identity is absolutely necessary for a
company’'s communication activities — externally as well as internally.
A corporate identity tells the observer precisely “who a company is” and
“what they stand for”. In other words, the identity defines the mission, vision
and values of a business. Success in this regard depends on whether the
whole identity is deeply rooted in the company's basic values and whether
the corporate identity is integrated into the business strategy and properly
implemented within the organization. The visual extract of a corporate
identity is also referred to as the visual identity. It usually consists of graphic
elements, pictures and words that the organization uses in order to portray
its personality visually. A good and clear visual identity assures that no matter
what country or product a given brand speaks for, it is speaking a clear
language. Critically, this means it generates the same feelings and emotions

among all consumers.

Personally, | find it quite difficult to point out what exactly it is that makes a
great Corporate Identity. As with all great design, you just know it when you
see it. A great Corporate ldentity is not easily forgotten. A great Corporate
Identity is one that builds upon the unique set of core values that a business
has that are difficult to copy. These values are relevant to the customers/
target groups, and hence essential as a way to build competitive advantage
and differentiate in the market. An Excellent Corporate ldentity shows a
company with a clear vision - it is an appealing, easy to understand identity
- one remembered! During 2008, | was The Design Jury Foreman at the
national Danish Creative Circle Award, and on the jury at the Cannes Lions
Festival, in the Design Category. For both occasions, | withnessed some
fabulous and well-executed design. Going through the volume of entered
design materiel in the two awards shows, one theme came up repeatedly
- and that is the one about awareness of environmental problems. Directly
or indirectly, many of the entered designs related to the wider discussion
about the environment and politics that go with that. Some expressed in
their deliberate use of recyclable paper and biodegradable ink. Not too many
years ago, great design was all about aesthetics, innovation and usability. It
seems to me that the latest trends within design are more concerned with
sustainability, green politics and environmental consciousness. | predict that
these topics will be the central focus within design development over the next

couple of years.

I very much hope you will enjoy reading Designing the Brand Experience. | also
hope thatiyou.find inspiratian from the great works showcased in this book -
inspiration-to-keep-searching for the perfect design solution or the Corporate
Identity masterpiece. hwish you good luck!




| was surprised when Vivi Zhou asked me to write a foreword for a
book that attempts to present a subjective snapshot of developments
in corporate identity within a global setting - surely a huge task that
is hard to manage in the context of hugely complex and ongoing brand
experience.

Perhaps it is not coincidental, however, that this is being attempted by a
Chinese publisher. Whether you look at Guangzhou, Beijing or Shanghai,
developments are taking place everywhere in Chinese society and
leaving the rest of the world breathless. Conversely these developments
are producing a need to have a better understanding of the “rest of the
world” - visually too — and completely understandable after decades of a
rather holistic approach to communications theory. This is why a global
flashlight like this book which illuminates brand communications models
for what, in historical and cultural terms worldwide, are just milliseconds,
and makes no claim to be a bible, is an interesting attempt to embark on
a journey of discovery in the Messenger spacecraft through the design
orbit. The way | see it at least, such variety is creating a kind of picture
puzzle between global dynamics and regional deceleration. In the Chinese
universe, apparently contradictory factors like the “fly generation” and the
Cultural Revolution can provide access to visual design formed by a blend
of tradition and hyper-dynamic development. Something new always
emerges on grinding tectonic plates, and in this case, alongside other
evolutionary processes, it is surely a crucial culmination point in global

design discourse.

Work by designers like Xiao Mage Chenzi, Don Wong, Yang Zeng, Huang
Yan and Li Xinlu are some of the pioneering examples of this. None
of them are attempting to follow established graphical examples,
but are dedicated to analysing their own origins and culture-based

communication strategies. It is precisely at this point that an open-
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minded and global synchronisation of conceptual design is possible,
and for me this is where the meaningful globalisation of communication
starts. Opting to conform out of a desire to be “hip” results in cultural
impoverishment and a perception of the designer as a compliant tool at

the mercy of selling interests, making them completely interchangeable.

So how does brand communication position itself in highly competitive
markets?

Competition is absolutely vital which is why it is not suited to being at
the heart of innovative design processes. In recent years, too many
identities have been built up around international groups of companies
who only use formal gimmicks and clichés to position a brand in the
short term and on a purely competitive basis. This is where Cls fail one
after the other because they are not able to formulate relevant objectives
but instead all shout “higher, faster, further!” at the top of their voices.
Innovative companies however have realised the importance of a well-
founded corporate identity, and have understood that in many respects
added value is what is being pursued in this environment. This approach
is crucial to the reputation of the design concept, because in this context
design means much more than making something pretty and “just costing
money”. Perhaps the best way to describe this approach to design is
“sustainable communications”. It does not matter whether | express
myself in Baihuawén, use Neshi script or work with my European idea
of typography. What is important is the attitude on which the design is
based - an identity cannot emerge without this attitude, either for the
people doing the designing or for the project that is being communicated.
It might sound presumptuous, but in these days of excessive demands for
oil'and huge ‘global challenges, pure aesthetics and decoration are simply
not enough to form a common basis of communication that accomplishes

more than looking good. In a future characterised by global contexts,



corporate experience and the new intercultural creativity associated with it
are in greater demand than ever. An image of the creative characterised by a
performance-oriented way of doing business and a western-oriented image
of genius is now as askew as the Leaning Tower of Pisa... Designers and
communications specialists are now being asked to come to grips with issues
and see themselves as a driving force. Admittedly, this is a tall order to which
it is hard to do justice, but as the saying goes, “You grow with the job”". At

least we hope so!

Whenever | am working on a corporate design project, | try to do justice to the
requirements that have been set. And | am happy to ask myself and others
involved in Cl projects basic questions that admittedly cannot always be
answered satisfactorily. It might be impossible to avoid a stunning failure, but

the discourse around these questions focuses on the development of a Cl.

1. Does the concept have social relevance?

This is very important to me, but not always resolved conceptually. To me
being socially relevant does not in the least mean producing communications
models with an absolute desire for consensus, but the need to come up with
an integral concept, a corporate identity even, that takes into account social
aspects of communications processes related to their environment, and achieves

meaningful communications ergonomics beyond fashionable and fleeting trends.

2. Does the concept communicate genuine values?

All those involved in branding processes know that there is a great temptation
to show brands in a different light, using camouflage tactics for more effective
positioning than their actual values would suggest. This means you are not being
fair to either the customer or the appropriate conceptual demand. Sometimes
there is an opportunity to be present during a radical repositioning of a brand, in
which case brand communication is also a catalyst for the desired change and

shapes positioning for the future.

3. Does the concept fulfil our aesthetic requirements?
In any critique of purely formal design, the work also has to look good. A

successful design is simply an integral part of a good communications concept.

4. Can the concept be used in different ways?

This is surely a point that is crucial for the universal use of a corporate design.
What has been forgotten today in the general hysteria that surrounds the
internet is that graphical applications materialise beyond the screen and are
not permitted to confront the user with insoluble tasks, otherwise it puts paid to

desired conceptual and graphical consistency.

5. Does the concept have a future?

This does not mean multimedia or the internet, both of which are readily
confused with having a future. These media sectors are often interpreted in a
short-term, performance-oriented and opportunistic way. The option shared by
these applications of instant measurability has more to do with the present than
with the future. For me it is much more about brand communication that offers
concepts that enable upcoming social problems to be dealt with. The need is for

much more than a creative nine-day wonder.

Finally, | would like to establish a megatrend when it comes to future design
trends, which is not to follow trends but, in terms of tradition and innovation, to
design.brands.in.such.a.way that these can exist in the global context on the one
hand and on the pther do not have to lose their identity. Sustainability cannot base
itself on formalities, but should be based on long-term, discursive intercultural
processess lfeday this is being achieved in a very small number of corporate
identities:and offers numerous possibilities for new concepts. Ongoing scrutiny is

required fromevery angle - perhaps this book will help.
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Haagen 0azs

Client: Haagen Dazs

Description: The famous Premium ice cream brand got in the prestigious
Champs Elysées Avenue in Paris by creating a fantastic new flagship dedicated to
several consumption occasions: morning, day and late night.

Design: Saguez & Partners (France)
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Jefl de Bruges

Client: Jeff de Bruges

Description: Jeff de Bruges means not only chocolate, but ice-cream, sugared almonds and sweets. This is
also a brand of a family company now has a successful sales network with 215 franchised retail outlets of 30 to
80 m’, benefiting from recognized expertise and best value for money. Yet Jeff de Bruges, a “small business” in
good health, decided to take its success further, with the ambition to become the favourite brand on its market.
The result? A new visual identity, a new interior design concept, new merchandising, new packaging, new
products, a new approach to service and a new programme of events. The project was summed up in one short
phrase: “chocolate naturally”!

Design: Saguez & Partners (France)
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superBest

Client: SuperBest

Description: Redesigning the visual identity for
supermarket SuperBest, including business cards,
shopping trolleys, bags, uniforms, interiors and
advertising boards to facades.

Design: Scandinavian DesignLab (Denmark]
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lagkagehusel

Client: Lagkagehuset

Description: To create a new corporate identity for the delicate Danish
bakery Lagkagehuset, a very popular Copenhagen located bakery chain.

Design: Scandinavian DesignLab ([Denmark)
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Woikshop

Client: Workshop Thai Restaurant

Description: Corporate identity design for a very trendy and popular
Copenhagen centred Asian restaurant - Wokshop.

Design: Scandinavian Designlab (Denmark]
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Le Terie del Clanio

Client: Le Terre del Clanio

Description: The project includes naming program,
brand identity, graphic program, stand design and
prototype.

Design: Studio 41 (Italy)
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Happy Pills

Client: Happy Pills

Description: An integral project for a candy shop in
Barcelona. Sweets can give people a little high, what
makes them like bites of happiness. And nowadays they
are necessary for serious matters like Sundays without
football, the pineapple diet, global warming, square roots
or Mondays. The store is like a pharmacy, the brand and
packaging are inspired by pharmaceutical design. It's up
to consumers to pick what “prescription” they want and
how much they want to fill in the bottles. Then the bottle is
sealed with a tamper-proof cap and consumers can choose
which label best suits their mood. There are also happy pills
four-time daily, happy pills for pocket and a “Fist Aid Kit" for
emergencies.

Design: m (Spain]
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Client: 0G0

Description: Brand identity for 0Q0, a London restaurant and
cocktail bar, including brand identity, cocktail images, interior
graphics and signage.

Design: Sea Design [(United Kingdom)
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CHINESE TAPAS RESTAURANT
AND COCKTAIL BAR Wallpaper
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Podhale

Client: Podhale

Description: Corporate identity design for cheesecake store
“Podhale”, including mascot, uniform, interior design, packaging
and product designs.

Design: Furi Furi (Japan)

THE CHEESECAKE SHOP
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Odnertier

Client: Doner Kebab

Description; The idea is to establish a Franchise System for Doner Kebab, in design
and quality, which did not exist before. Precisely defined processes and standards
guarantee high quality and guest satisfaction. The key to the Doenertier success is
to offer a comfortable and communicative atmosphere, fresh food, fast and friendly
service and the design representing a modern lifestyle. Support to this idea is by the
well-known brand and logo - DGenertier, a little animal is known on TV and movies.
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Bellatazza

Client: Bellatazza

Description: From logo to television ads to web site to viral marketing
campaigns, every aspect of Bellatazza's branding is touched. Bellatazza
began as a love for coffee and had little else when it approached Buzzsaw
Studios to create a complete brand identity. More than six years later,
Buzzsaw Studios and Bellatazza continue to collaborate on all aspects of
the coffee house's branding. New cup designs, in-store POP boards, web
site messaging, email blasts and a photo shoot for a magazine feature are

a few of the recent projects.

Design: Buzzsaw Studios Inc. (America)
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Ygood

Client: Vgood Inc.

Description: Located in San Diego, the U.S., this new restaurant chain targets at young hip consumers.
Loveable logotype with orange and brown colour scheme is come up with by the design agency, the
orange is chosen as the main colour as it is also the colour of taste that induces appetite. And then,
stationery, leaflet, take away menu, menu boards and design system for the interior are developed. The
“v”, “g” and “d” in the logotype resembling fishing hooks to suggest a fish grill while the “00” suggests
a steak! A set of delicious and yummy faces used for thank you cards, feedback forms and badges are
given out to this group of young consumers.

Design: Eric Chan Design Co. Ltd. [Hong Kong, China)
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Wanna Juice

Client: Wanna Juice

Description: The concept inspired by California, taking the “smooth” and “being rich in
Vitamins” as selling points, aiming to bring delight and health to consumers.

Design: W & Cie (France)
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Come Come

Client: Come Come

Description: The concept of the pizza place links to the name: the pizzas are so good that in the
pizza place everything looks mouth watering - the furniture, the customers, the chef..The images

are based on elements and people involve in the pizza place.

Design: Eduardo del Fraile (Spain]
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Yellow Pages

Client: Yellow Pages

Description: Corporate identity design for Cafe/Lounge Bar "Yellow
Pages” in Karlsruhe, including logo, menus, tableware, chairs and interior.

Design: Magma Brand Design (Germany)
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Wer sich nicht bewegt, hat verloran.

In dem Leben des Hubschrauberpiloten Marc Menke geht es stets um
Bewegung, Wos anderes blieb im ouch nicht dbrig: sein bisheriges Leben klingt
wie ein psrmonenter Kampf um Freihsit. Mil der Fliegerei hot er endlich den
Schliissel zum Gliick gefunden,

flles begann in Malsch, Damals kreisten die Canadier mil schwerem
geknatler dber sein Heimatdarf. Dort oben wallie auch er sitzen. Raus aus dem
“sazialen Grenzbereich. dem hardcore Elternhous’. fiuf Houptschule folgte
Wirtschafisobi, die Leitung des ersten Karisruher Skoteboard Parks (mit dem
legendaren Green Romp Contest], die Griindung der Event Agentur the effect.
schlieBlich einige Jahre unterhaus und nun der Ausstieg aus der Gastronomie.
Sein jetziger Nebenjob, Longrange Kurier, gibt ihm Zeit an seinem Traum zu
arbeiten: Hubschrauberfliegen.

Die zivile Rusbildung ist nicht gane billig, zsitoutwendig und schvierig.
Kein Land der- Welt verlangt bei dem Erwerb der CHPL (Commercial Helicapter
Pilot License) o viel wie die Deutschen Behérden. Geflogen und gelandat dart
dann nirgends, kontrolliert und geregelt wird olles. Daher zieht es Morc nach
Abschluss seiner Ausbildung ins Austand. Nach Canads, Neuseeland oder
South-Airik, Als Buschpilot, Schuierige Jobs annshmen, denn diese sind
onspruchsvoller. Und allemal spannender, ols VIPs 2u shutteln oder gestressle
firzte an Unfallorte zu flisgan.

Marc Menke erwirbt zur Zsit die Lizenz. gewerbliche Hubschrouberfliige
durchfithren zu diicfen. In diesem Rohmen bistet er Rundfliige (Stort von
Bodenfiirfark) zur Selbstkasten on. 2.8. ab einer holben Std fiir 75.- € 2zgl.
Landegsbishren (Kontokt: 0174-3046532 / marcmenke@gmx.de)

18 CAFEBARLOUNGE

19 PORTRAIT
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nd Bite

Client: 2nd Bite

Description: The driving inspiration behind the creation of 2nd Bite
is designers’ curiosity to the common adage: "The first bite is always
the best”. So they were curious to what comes after the first bite? What
happens if one bite is not enough? From that fascination they furthered
establishing the 2nd Bite image as a chic, hip and upbeat bread and pastry
brand.

Design: LeBoYe [Indonesia)




len Tea Room

Client: Zen Tea Room

Description: The logo design combines the architectural structure of Chinese
traditional tea room with the character structures of “%%3 [tea room)”, the character
"Z" expressing a cozy and harmonious feeling and presents the uniqueness of
Chinese tea culture.

Design: X-House Brand Consultant Agency (China)
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dans la cuisine

Client: Stalaven

Description: One of the leading French ready-to-eat food manufacturers,
who decided to develop a unique retail concept to provide new everyday
food solutions in shopping centers and city centers. To help them with the
challenge of entering a new business, a new brand and retail concept are
created to provide all the positive emotions and values of a modern kitchen.

Design: Saguez & Partners (France)

ﬁ;\ns la cuisine

TRAITEUR DU QUOTIDIEN
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TeSale

Client: TeSaTe

Description: The name of TeSaTe is from the unique “call-sign” of how
the sate vendor traditionally heralds their fare. The dream behind the
brand is to be the first Indonesian global restaurant which promotes not
just the diversity of Indonesian food but also the richness of Indonesian
culture and celebration.

Design: LeBoYe (Indonesial
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Bunga Rampai

Client: Bunga Rampai

Description: Taking its venue in a colonial landmark which served
witness to many of Indonesia’s national personages as they masterplanned
the birth of a new nation, Bunga Rampai serves as a enchanting Indonesian
fine dining within a unique botanical theme.

Design: LeBoYe (Indonesia)
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bodzilla Sushi Bar

Client: Godzilla Sushi Bar

Description: Logo and applications for a Japanese restaurant bar.
Solid colors - black and red are used to refer to Japanese culture.
All the applications are simply designed, using uncomplicated

typography and photos of Japanese objects like dolls and lanterns.

Design: G (Greece]
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Logan

Client: Logan Wines

Description: Rolled out across all touch points, the hand drawn Logan
logo, combined with playful hand written typography, beautiful black and
white imagery and an attention to production and printing quality, ensuring
a memorable identity. Peter Logan's very particular approach to his
winemaking inspired the choice of dimensional embroidery for the Logan
Wine Range. The unique approach to embroidery was a fitting metaphor
for the patience, care and love that goes into every bottle. By embroidering
beautiful, intricate compositions of fruits, berries, leaves and flowers, each
label visually represents the textures and flavors inside. The aboriginal
name for the district "Weemala" (which to the indigenous Wiradjuri people
means good view) inspired a series of labels with different native birds for
the Logan Weemala Wine Range.

Design: War Design (Australia)
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Yital Ingredient

Client: Vital Ingredient

Description: A brand which takes the business of fresh salads and
soups very seriously. Using only fresh ingredients and prepared daily,
this brand’s commitment to exceptional taste is unshakable.

Design: SVI Design (United Kingdom)

SVITALINGREDIENT

SALAD,SOUP
& JUICE BAR

VITAL
INGREDIENT

SALAD, SOUP & JUICE BAR

Website

S@JL@J@QS@@P

& JUICE BAR <
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Lotus Thai

Client: Lotus Thai

Design: Morning Design (Chinal

Lotus Thai

sl sl com

tus Thai
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Meradelima

Client: Meradelima

Description: Meradelima is a Peranakan (Indonesian Chinese]
restaurant, it is named after the auspicious Red Promegranate fruit for
its red "joyful” color and its “one hundred seeds"” denoting fertility and
complementing the images of fortune and success.

Design: LeBoVYe (Indonesia)

neradelima

meradelima

meradelima

authentic peranakan cuisine
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Theodora Patisserie

Client: Theodora Patisserie

Description: Logo design and applications for an Athens based patisserie and
coffee shop. With the uses of a solid rich colour palette and motto, the corporate
identity brings the flavor of Greek traditional pastry into consumer’s mouth by a
fresh and stylish look.

Design: G (Greece)

2
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blvd.

Client: Boulevard

Description: Blvd. (Boulevard), a fusion food restaurant in Quito.
Design: Latinbrand (Ecuador)

hivel.
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cafeé color
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/ Praxis
Client: Praxis

Description: Identity for a restaurant that will
manufacture their own beer. Settled in Coimbra,
in which the color black indirectly connected with
tradition, the brand illustrates the schematic flow
sheet of the beer manufacturing process that is
held on the restaurant.

Design: Biirocratik (Portugall
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Mainag Snaha

Client: Marna Snaha

Description: Logotype design and promotion poster for a
new stylish restaurant and pub in Prague.

Design: Intrika/Lukas Holinka (Czech)

MarNA
finana

Hotinite _RESTAURANT & PUB_——
¥

MARNA
Shasa
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THE FUSION OF
ART & CHOCOLATE

LATIER INC.

Godiva

Client: Godiva

Description: While Godiva has once been the epitome
of indulgence in chocolate, with the gold box standing
as a symbol of luxury, the company has stood still
while smaller players entered the very high-end of
the chocolate market. The G Collection was created
as a brand extension of Godiva. Instead of coming up
with commonly perceived high-end design elements,
unorthodox colors and shapes were elegantly combined.

Design: Tiziana Haug [Americal

Godiva depuis 1926
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Henti Lle Roux

Client: Henri le Roux

Description: When the famous French chocolate and salted caramel
chef arrived in Japan, all its identity and packaging are upgraded to better
answer local expectations, new visual identity, packaging, bags, paper and
shops retail concept are developed for the brand.

Design: Saguez & Partners (France]
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BEEE

Client: BEEE

Description: To avoid strong decorations or special reference marks to
implicitly express how “natural” their products are. In terms of goat cheese,
colour is used as an element which differentiates the characteristics of
the product. In contrast to cows, goats only have two teats, and this is
deliberately represented in the logo. On the box, the (graphic] teat contains
the name of the product, turning it into a metaphor of speech balloons used
in comics - here it is the brand that is speaking.

Design: Eduardo del Fraile (Spain)

KEFIR
DE CABRA
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100% PURO QUESO DE CABRA.
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Allendorf Yineyard

Client: Allendorf Vineyard

Description: Renewing the corporate and packaging design for Allendorf. Apart
from the client objective to know the origin of each single wine and to realize the
coherence in the arrays of the products, the new corporate design incorporated the
individual identities for products and products lines.

Design: Eiche,Oehjne Design (Germany)

AILENDORF
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Rice’s Picks

Client: Rick's Picks

Description: Packaging, identity design and a full graphic
system for Rick's Picks, a newly launched pickle company.

Design: Stiletto NYC [Americal

mean  windycity spearsof bee‘n’ santasii” Sli"."s‘,\
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Nicolas

Client: Nicolas

Description: Nicolas is a leading French proximity wine retail brand. Its two
very popular wine collections called Les Petites Récoltes & Grain de Cépage
for helping people discover wine step by step.

Design: Saguez & Partners (France]
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Aigle

Client: Aigle

Description: For helping a French outdoor wear brand develop its
business internationally and be more attractive to women, that reposition,

new logo and retail concept are developed.

Design: Saguez & Partners (France]
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Yoga for Strength

Client: Nike

Description; Yoga for strength, yoga for power, yoga for life. To celebrate the
strength and intensity of Yoga, character designed a system, including in-store
graphics, merchandising displays and collateral mailer for Nike's Asia Pacific
retail market.

Design: Character (America)

Take your training to the next level
with a lightweight, durable trainer
designed fo handle anything from
the stair machine to cardio salsa. A
low-profile Zoom Air unit at the heel
delivers comfortable cushioning
and a nimble, responsive feel for
quick moves.
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Embrace the Exolic

Client: Nike Women

Description: East meets west for Nike Women. Taking its cue from the Far East,
character designed an in-store system that draws its inspiration from the phoenix
embroidery and prints that adorned the season’s apparel.

Design: Character (America)
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Nike Women's Marathon

Client: Nike Women

Description: Held annually in San Francisco, Nike Women's Marathon is
the largest women'’s full and half marathon in the US. The Nike Women's
Marathon benefits the Leukemia and Lymphoma Society. Character's
designs extended through to in-store display, tee-shirt graphics,
billboards, collateral, PR kits, event tents and signage.

Design: Character (Americal

October 22, 2006

Nike
WomEN:
‘Mwm%w
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New Year New Jdport

Client: Nike

Description: Focusing on the idea that people are more inclined to try something new as they
head into the gym post-holiday, Nike's New Year retail system highlights the richness of multiple
fitness interests, from running and spinning to yoga and tennis.

Design: Character (America)
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Celebrate Originality

Client: Adidas

Description: On March 12th, a revel broke out in “Shanghai
1933 Old Millfun”, an emerging gathering place for creative
industries in China. The show “Celebrate Originality” was held
by Adidas Original, showcasing and revealing the brand’s spirit
in encouraging originality, inspiring infinite possibilities of
creative expression ways.

Mascot Design: Gaston Caba (Argentina)
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Petit Bateau

Client: Petit Bateau

Description: Repositioning, logo lifting and
a complete new graphic system, retail concept,
packaging structure for the French historical leader in
children’s clothing that wants to grow internationally
and expand its offer to adults.

Design: Saguez & Partners (France)
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Client: Celio

Description: Reposition, logo lifting, a complete graphic system,

retail concept, packaging structure are developed to create a new look
and lifestyle for the brand.

Design: Saguez & Partners (France)
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progressive

EXR

Description: EXR Korea, which first introduced the concept of
“Caports” casual-sports-combined style and opened up a new
market. With a 169% high growth rate for 5 years, EXR Korea is
implementing its global strategy as a pioneer of new markets
based on the values and competitive factors achieved in Korea.

EXA

progressive
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Paristexas

Client: Paristexas

Description: Paristexas opened its doors in spring 2007 to an entirely new
shopping experience in the heart of Copenhagen. Paristexas is an exclusive
fashion store focusing on specially selected designer products for men and
women. The store’s collection is unique, like a symphony composed of a number
of international trendsetting underground brands. The assignment involved
creating an identity that broke with the traditional thinking behind identities and by
extension supports a sense of unique, international exclusivity and underground.

Design: Scandinavian DesignlLab (Denmark]
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J+1

Client: 3+3
Design: Y'N Brand Consultant Co., Ltd. (China)

FASHIONHOME
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021-29068896

58441894 Mobile: 13681700093
E mail: webmaster@3and3.com.cn
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the Hardcore High.

%

Description: Motorfinger made this logo for Black Flame Denim. It is a

Black Flame

Design: Motorfinger (Norway)

Client: Black Flame
of all high schools...

traditional high school emblem for the darkest, heaviest and most extreme
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No Name

Client: No Name
Description: Corporate identity for a fashion shop targets at young people.

Design: Eduardo del Fraile (Spain)
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CRISTALLO

¥ 100 cash discount

0

TEL £ 0757-53136368

Ciistallo

Client: Cristallo Collection Ltd.

DGSCF'ipTi(Jﬂ: Cristallo Collection Ltd. is a multi-brands retail store, it sells
European, Korean and Japanese female apparels. Italian “Cristallo” is “Crystal” in
English, meaning “Cultivate a temperament by pureness”. The project design based
on visual elements, including the logo and font designs. The diverse reorganizations
and duplications of aided designs make different material design unique.

Design: Foshan Sunfire Advertising, Planning & Engineering Co., Ltd. (China)
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Client: Jenny's Kiss
Design: Y'N Brand Consultant Co., Ltd. (China ]

NEW YORK
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0'ideeal

Client: 0'ideeal Kids Wear

Design: YN Brand Consultant Co. Ltd. [China)
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Description: Dusty established in 1997 with a small collection of T-shirts
has now grown into a full range of “semi-casual” fashion brand for men
and women. Drawing inspiration from both the high and low ends of the
fashion spectrum, Dusty has always stood for providing quality products,
creating taste and inviting people to take part in their dream. In every
stylish and contemporary-designed Dusty product, one can easily find
creativity and attention to details. The brand combines every aspects of its
attitude towards the direction of "Rebel without a pause”.
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K

HTTP: //WWW.DUSTY.,COM

13



B33177,

o

Gl =

L




Pottery Barn Kids

Client: Pottery Barn Kids

Description: Partnered with Pottery Barn Kids in 1999 to design the
fledgling company’s brand identity. The collaboration then extended to
development and art direction of the Pottery Barn Kid's catalog, as well as
design of retail system, in-store packaging, hang tags, shopping bags and
gift registry collateral.

Design: Character (America)
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Asterism

Client: Levi's

Description: Levi's introduced a lay's style collaboration - Asterism, a
limited edition fashion and accessory collection for celebrating Summer
2007. Four girls - Lily (rock style], Eva (street fashion style], Veronica
(cowgirl style) and Iris (beach style) created with Alice's well-liked
distinctive figures, goggle-eyed dolly and each of them accompanies by
a lively animal. Levi’s Asterism collection came with 12 tee shirts and
accessories.

Design: Asterialand/Alice Chan (Hong Kong, China)
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eno

Description: eno is the first streetwear and creative lifestyle brand of China providing
a platform for artists, even you to collaborate and design products. Based in Shanghai,
eno designs and manufactures products with creative talents from China and around the
world. eno’s concept store is located on Changle Lu in Shanghai. The concept shop is a
dynamic space consist of a gallery, café, event area and of course, retail. It is a popular
gathering place for movers and shakers in Shanghai’s creative industries.
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Moneypenny The Oog

Client: Moneypenny The Dog

Description: Moneypenny is a real dog. Everything started out from
a photography book “Moneypenny The Dog”, which is a black and white
documentary photography about the life of Moneypenny that full of humour and
bounce. Considering as a creature has its own personality and man’s best friend,
“Moneypenny The Dog” is further developed into a brand.

Design: Rupa Design (Germany)
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More-Wear Clothing

Description: Created by Matt Bugeja, an art director from Malta
with rich experience in print design, branding, publications and web.
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Cenering

Client: Cenerino

Description: Store logo and identity design for a new high-end
children’s clothing store in Bassano, Italy.

Design: Stiletto NYC [Americal

cenerino

cenerino
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lce in Black

Client: Tough

Description; A crossover project by Tough and Apexplorers. An action figure
and a series of Apexplorers fashion line are produced, including T-shirt, jeans,
back pack and Tote bags.

Design: Winson Creation/Winson Ma (Hong Kong, Chinal

- ICEBLACK i

‘apexplorers revolution

A Apexpiorers

Toe Cherlsh Our Earth§

ICE_BLACK

rors rovolution

oiected by WWINSON MA
producod by \WINSON CLASSIC CREATION & TOUGH JEANSMITH
iy WINSON MA witenvy JUNE FUNG
owgapyby DR, REBECCA LEE & WINSON MA
dby TOUGH JEANSMITH
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NORESS

Client: NDRESS

Description; Corporate identity for fashion store - NDRESS, with goals of
reflecting the glamour and beauty of the brand.

Design: Filipe Cavaco (Portugal)
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le Teresa

Client: Le Teresa

Description: Le Teresa concentrates on middle and high-class well-educated
female. The systematic brand communication aims at delivering the feature
of each new collection through employing its symbolic element has special
meaning, to realize an exclusive visual expression of each new collection and
generate dialogue between the brand and consumers.

Design: Dragon Doing Communications (China)
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Oa Team Bronx

Client: Da Team Bronx

Description: Tim Tsui launched his character and related products
under his label “Da Team Bronx", including poster, painting, skate
deck, tee and figure. Teeth of one of the figures are made of diamonds,
successfully draws attention from the people who did not know Tim Tsui's

works.

Design: Tim Tsui (Hong Kong, Chinal

designed by Tim Tsui. http://www.teamzero.com.hk

dal@ambronx=—

http://www.teamzero.com.hk ®
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Yolta

Client: Yotta

Description: Brand identity for the highway maintenance company, including
stationery, van, livery.

Design: SEA Design (United Kingdom)

Mapping the world
one pixel atatime
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la Poste

Client: La Poste

Description: New corporate architecture, identity design and decoration, j
headquarters redesign and packaging design for the Post Museum of French j
National Post. :

Design: Saguez & Partners (France]
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Ngirebio Thealer

Client:Nerrebro Theater

Description: Nerrebro Theatre has 100-year long history. In spring 2007 this historical old theatre came
under new management and adopted new goals. The new Norrebro Theatre will nourish the continuation of
its long and distinguished history, but will also challenge and surprise with its vision to tackle contemporary
comedy and create “Entertaining theatre with content”. Nerrebro Theatre will be a democratic, versatile theatre
where everyone is welcome. The new visual identity should both further the theatre’s traditions and revitalize
the theatre experience.

Design: Scandinavian DesignlLab (Denmark]

NBGRREBRO
TEATER
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TEATER

DAN ANDERSEN, FRANK HVAM
KRISTIAN HOLM.JOENSEN, ISAM B.

KVINDERNES
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6. DECEMBER 2007 - 26. JANUAR 2008
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il bello Hairs & Nails

Client: il bello Group

Description: il bello Hairs & Nails is a hair salon for trend-setters. Located in Admiralty
Hong Kong, the salon offers stylish, high end hair styling and nail polishing services. The
interior design and decoration of the salon feature a style of simplicity and elegance. The
design concept and spirit behind this logo ride on hair and “water” to create a feminine
and stylish mood. Using water drops sliding down strands of hair, the branding identity of
this new hair and nail salon is created. To emphasis its slick, clean and artistic image, a
minimalist and contemporary style is opted for.

Design: Eric Chan Design Co. Ltd. [Hong Kong, Chinal
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AQoia

Client: Agora
Description: A unique sales network for Agora, a magazine retailer.

Design: W & Cie (France]
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Bayer 04 Lleverkusen

Client: Bayer 04 Leverkusen FuBball GmbH

Description: Corporate identity redesign and optimization for Bayer 04 Leverkusen emblem,
including umbrella brand conception and composition of brand architecture, product and media
branding, color standardization and corporate typography, definition of generally applicable design

parameters for all communication media and means of communication.

Design: 804 Graphic Design (Germany)

UNSERE FARBE

BAYER 04 LEVERKUSEN
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B&W

Client: Bowers & Wilkins

Description: The company was started by John Bowers and Peter Hayward in 1966 with a
single, simple, passionate aim to build the best loudspeakers possible.

Design: Thomas Manss & Company (United Kingdomn)]

Ba&W Bowers & Wilkins

Celubrating the 800 Serics.

146



ETFFSEF I T




GF Smith

Client: GF Smith

Description: Brand identity for GF Smith - a fine paper
company, including stationery, campaign materials.

Design: Sea Design (United Kingdom)

Sl

Paper from GFSmith

| Paperfrom GFSmith
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Embra

Client: Embra

Description: The logo is the abstraction of letter "E”, being compose of several pieces that
are in different angles. The pieces organized to generate an image of chair, showing the
industrial characteristic by its representative product.

Design: Sido Design Consultant Co., Ltd. (China)
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Fixie Inc.

Client: Fixie Inc.

Description: Corporate identity and product
designs for BlackJack sportive cycling.

Design: Magma Brand Design (Germany)

PURE BLOOD
CYCLOCROSS

The Hebirth of Hzce

Strafle oder Gelande. Schaltung oder Singlespeed. Oni-road or off. Derailieur or singlespeed. Blur the
Verwische die Grenzen und scharfe den Blick. Entde-  limits and gain focus. Rediscover what was always
cke new, was schon immer da war. Lass dich entfiitren  there. Orift away and broaden your horizan. Your
und erweitere deinen Horizont. Dein PureBlood iber-  PureBlood gives you the choice. PureBlood stands
Tasst dir die Wahl. PureBlood steht fir austausch- for modular 1DS-dropouts, excellent carriability
1DS: exzellente iscbrake ionality withour

und kompromisslose Scheibenbremsfunktionalitat. PureBlood is the new definition of cyclocross.
PureBlood ist die neue Definition von Cyclocross.

FOR DETAILED SPECS & INFORMATIONS CHECK
™ WWW.CYCLES-FOR-HEROES.COM W

—letty
(CLXI )
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Apricol

Client: Apricot

Description: Logotype, print corporate designs and
design manual for a new young advertising agency from
Prague.

Design: Intrika/Lukas Holinka (Czech)
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Aiea

Client: Area

Description: Area is a conceptual home department store based on the principle that
“Luxury can be affordable”. The simple and sophisticated logo is accompanied by the infinite
symbol, representing the infinity decoration possibilities for the infinity of spaces. The
relation between the elements of signature was carefully studied and thought to create a
visual balance, harmonious and elegant.

Design: RMAC Brand Design (Portugal]
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Fred International

Client: Fred International

Description: Fred International is a boutique importer of
modern Scandinavian furniture. Beginning with naming, the
project was sought to differentiate the brand from the ground
up, and deliver a ‘friendly, approachable’ personality for the
brand. Fred means "peace” in Swedish, but in Australia he is
a bloke! The brand identity thus became an investigation of
personal identity itself and the potential to play games with
the audience about whether Fred is real or not was a fertile
territory to play in. Pursuing the idea of Fred being a real
person, typographic statements discussing Fred's personality
traits, his interests and hobbies are deployed throughout the
identity.

Design: War Design (Australia)
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lvan Hair Salon

Client: Ivan Hair Salon

Description; Identity for a hair salon based in Athens, Greece. The
identity based on the idea of live cutting all the applications. For some
applications, silk print materials that look like hair are used.

Design: G (Greece]

ivan.h;
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Bancemade

Description: Experimental identity for own personal brand - Bancemade.

Design: Jens Nilsson (Switzerland)

Jens Nilsson / www.doncemade.com
)706567204 / dancema gmail,com




-

iy
T R g

rasfn g il

7, el




Maks

Client: Maks

Description: Hand made identity has been made to celebrate 25
years of the legendary family owned fashion label in Zagreb, Croatia. It
reflects relaxed, comfortable style of clothes which are all made of top
quality cotton, linen and other natural fabric. The identity is flexible and
playful composition of dotted circles and could be easily applied onto the
stationery, packaging and retail.

Design: SVI Design (United Kingdom)




Sasa Maksimiljanovic
Designer

I0000 Zagreb, Preradoviceva 27 T
M*¥385|48 70 099 E ¢

sa@maks.

385 (48 70 029
m Wwww.makscom
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Myndaology

Description: From notebooks to flashcards, index card to journals, the
Myndology products are designed to evoke inspiration and “good thinking”.
Patterns, icons and thought bubbles inspire the creation of an idea, a
concept, data, numbers, a fact or doodle

nnyndology

good thinking

olodd

mJUd

myndology

rmyndology
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Natuie & Découverte
Client: Nature & Découverte

Description; Accurate market orientation is located for the brand which once
lost its competitiveness due to the shortage of recognition.

Design: W & Cie (France)

Nature
& Decouvertes

e
7605
‘»* Nature
&Découvertes
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Studio Tie

Client: Studio Tre

Description: Logo and corporate identity for
[talian-based shop, a design production and
furniture prototyping studio.

Design: Styletto NYC (Americal

ST

CONTRACT

=
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www.studiotresrl.eu



Upero

Client: Opero

Description: Opero is a brand which produces high quality bearings for
use in many industry sectors, from automotive to electrical, from heavy
machinery to most sophisticated moving parts. Precision, high quality and
pride in making this product are reflected through dramatic imagery and j
bold layouts. ‘

Design: SVI Design {United Kingdom]
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City Library

Client:City Library in Piestany

y on typography, the composition of

L

Description: Logotype is based on

typography types simulates books on bookshelf.

Design: Dizajn na Kolesach (Slovakia)
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Client: Podium

es in athletics,

N

Description: Podium is a store speciali
swimming and triathlon.

Design: Latinbrand (Ecuador)

Luxembuirgo y Portugal
Ed. Bray #103

P, G GITT T+
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Sandra Bugarin

Client: Sandra Bugarin

Description: Quality obsessed fashion, shoes and accessories label
from Eastern Europe draws its inspiration from traditional crafts of the
region. The love for handcraft and natural materials is reflected in the logo
which depicts a detail from Serbian national costume. Intricate spirals are
connected in two stylized letterforms creating the initials of the designer.

Design: SVI Design (United Kingdom)

SANDRA@ BUGARIN
N | A
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SCin

Client: Scin

Description: Brand identity and name generation for the, Notting Hill-
based beauty boutique and day spa, including exterior signage, packaging,
art direction and in-store literature.

Design: Sea Design (United Kingdom)
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The Cool Huntet

Client: The Cool Hunter

Description: The Cool Hunter is a leading online blog and a hub for what
is the most creative, the most innovative, the newest, best and coolest.
The client wants the logo to be memorable, ownable and standout in the
cluttered online domain. Inspired by The Cool Hunter's love of rounded
type and neon lights, a logo mark designed to reflect the dynamic nature
of “cool hunting”.

Design: War Design (Australia)

Bill Tikos

THEARFCOLLEGTION I
THISHETEL 15 THPRESSIVE
ENBUBHTD MAKE THE
MOSTRNOWLEDGEABLE
BUYER SWODN..
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Why shy?

Client: Hartovasilion

Description: The urban communication movement. Why shy? is an
underground, subtle, tender movement. Employing paper to be the vehicle and
tool, all pages are transformed into tiny envelopes in which little papers get
enclosed carrying messages that best suits you. Five tiny envelopes along with
five respective messages like “LOVE ME”, “DON'T LEAVE ME", "SHUT THE FUCK
UP”, “FOLLOW ME" and “CALL ME" are waiting to be delivered to the right or
even wrong addressee. Why shy? allows you to say what you want to without
shouting it out loud.

Design: G (Greece]
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Halvorz

Client: Halvorz

Description: As a traditional Norwegian producer of high-quality stockfish,
Halvors is dedicated to providing honesty and focus by giving customers the
absolute best of fish. The product box is used in high-end grocery stores and
smaller niche-stores.

Design: Tank (Norway)

HALVORS

Tarrfiskfilet, Klippfisk, Lutefisk og Boknafisk,

HALVORS o,
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Client: YOLO Colorhouse

Description: Yolo Colorhouse required an identity reflects the simple unity of art, nature,
and science that are intrinsic to its line of paints.

Design: YaM Brand (Americal

little | | YOLO
YOLO J colorhouse =

THE EARTH'S COLOR COLLECTION bt

YOLO

—

colorhouse

Low Odar Paint

Zero VOC
{ne toxic offgossing).

Mold & Mildew Resistant

Available of select Seattle Rodda locations
and Environmental Home Center. Check
wwwiyolocolarhause.com for store locations,

TAI LIEU PHUC VU THAM KHAO NOIBO
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Neroly

Client: Neroly

Description: The original spelling of "Neroli” is too ordinary to draw Chinese
consumers’ attention. In order to cater for the recognition and aesthetic habit of
Chinese people to English letters, new branding designs are done specially for Chinese
market, ranging from logo, icon to corporate identity and packaging.

Design: Fresh AD (China)
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Bulb

Client: Bulb

Description: Bulb is a new company that sells design lights and
provides solutions to interiors lights. The brand went out from the
principle of luminary spot which is in motion and changing its color and
shape. The identity has several colors and shape varieties that are unusual
in corporate identity, but here this diversity goes.

Design: Studio Najbrt (Czech)
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Czech Telecom

Client: Czech Telecom

Description: This is the only unimplemented order. The visual style
was to provide Telecom with a starting point to compete with new
telecommunications companies and change people’s perception of
this company that had previously failed to provide telephone lines to
all applicants. The design philosophy was to promote a new friendly
communication with clients and improve the living environment,
particularly in cities.

Design: Studio Najbrt (Czech]

@ CzechTelecom
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Colol

Client: Color

Description: Color is a photo production company that represents
photographers for various commercial purposes. The logo is based on
the contrast between the company’s name and a black-and-white design
with a circular hole - a lens - instead of one of the “0's".

Design: Studio Najbrt (Czech)

Jakub Kolin

Color Box s.r.o,




Client: 0Q0

Description: To coincide with 00Q's unveiling of its first product. Character
designed the website, product packaging and brochure after designed the

corporate logo and identity system.

Design: Character (Americal

o
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OJahesh Museum aof Arl

Client: Dahesh Museum of Art, New York

Description: The critical concern for the redesign of the Dahesh Museum of
Art’s identity was that it simultaneously reflects the Museum’s unique history
and tradition, as well as its new role as a major cultural destination in New York
City. This duality is ultimately expressed by the contemporary interpretation of
a typeface derived from early Roman letterforms. The versatility of the resulting
logotype allowed for its application to everything from shopping bags to business
cards.

Design: Poulin + Morris Inc. (America)

DAHESH MUSEUM OF ART
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Hotel Josef

Client: Hotel Josef

Description: Unified visual style and orientation signs for the first
design hotel in Central Europe by architect Eva Jiricna. The style is based
on simple typography using pink, orange, and silver. The sign system uses
transparent perspex plates that reflect the colours of the Orange House
and the Pink House.

Design: Studio Najbrt (Czech)

HOTEL Osef




Do not
disturb!

Welcome
to a great
day
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Haotel Yasmin

Client: Hotel Yasmin

Description: The graphic concept for the Hotel Yasmin resulted from the modern transformation of
calligraphy aspect of the essential symbol of the hotel's logo. The corporate identity works with free
textured grids, which are expressively incorporated in the interior with regard to used materials. The
graphic concept guided the hotel structures from the beginning to the complex solution was taken in
close cooperation with the studio MImolimit.

Design: Studio Najbrt (Czech)

hotel asmin
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Espril

Client: Esprit

Description: Name generation and banding for the Eurostar's express
delivery service which exploits their fast connection between the UK and
continental Europe. The logo echoes the shape and speed of the Eurostar
trains and the promotional materials reinforce the idea of speed. The
plain brown backgrounds refer to brown wrapping paper. In its first year
of business Esprit Europe won a Design Effectiveness Award for delivering
outstanding results.

Design: HGV Design (United Kingdom)
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the fastest service competition

sprit Europe the fastest paroel service —dalivered by
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Pel

Client: Pet

Description: Identity for a new, luxury pet gift store in London. The
owner is a veterinary surgeon who adores animals and loves to indulge his
own pets. Aimed at his wealthy and celebrity customers, keen to smooch
their pooch, the identity expresses a passion for pets and glamorizes their
accessories. The dog tag identity and fur applied on signage, stationery
and livery conveys a sense of familiarity and fondness for pets, confirming
that Pet is a fun place to treat human's favourite friend.

Design: HGV Brand Design (United Kingdom)




Client: M-13
Description: M-13 stands for "Monday the 13th”.

Design: Siggeir M. Hafsteinsson (lceland)
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Biomondeqo

Client: Biomondego

Description: Corporate Identity for the Nutrition Center “Biomondego”. Mondego is a river's name
of the 3rd biggest Portuguese city - Coimbra where the company is settled. The brand development
premises are: Nature / Healthy / Peaceful Identity. The leaf merged into the B glyph drawn with very
organic shape giving the mood the client wants. The colors reinforce the nature extension which
applied to beautiful, healthy photos to complete the identity. The main identity incorporates the B into
the name and the outdoor applications reinforce the B brand as the nature meets peoples’ favorite
nutrition spot.

Design: Biirocratik [Portugal)

Slomondego

Haq®

Biomondego
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Thiee as Four

Client: Three as Four

Description: The project includs business cards,
various show invitations and look books, clothing labels,
perfume packaging and advertisements for New York
City fashion designers.

Design: Stiletto NYC (Americal

THREEAs FOUR
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Albin

Client: Albin

Description: Corporate design for a famous Swiss snow-boarder, including
logo, snowboard, image brochure and clothes.

Design: Raffinerie AG fiir Gestaltung (Switzerland)

olbin

—— SNOWBOARDS —

SNOWBOARDS

~Turbulent Condition~
CLOTHING

~Turbulent Condition~
CLOTHING

& olbin Tcc Kv’é
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UNIQUE €fHOICE
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Oottikon

Client: Dottikon

Description: Corporate design for a Swiss chemical firm, including logo and
signage, which have been applied on vehicles and buildings, stationary, annual report

and website.

Design: Raffinerie AG fiir Gestaltung [Switzerland)

Our experience vith clisnts up to date shows that demend for performancs leadership in haz-
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e
consideration of the respective profitabilty.
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Dottikon, May 15, 2006
Forthe Board of Directors.

Hoinz Bollar
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Forum

Client: Forum

Description: Corporate design for a restaurant in the heart of Zurich, including stationary, matches,
menu, cards and a CD with a lot of Swiss DJ acts.

Design: Raffinerie AG fiir Gestaltung (Switzerland)

& | 16 SONGS AUS ZORICH

LB AINSIEY BUTTOWS o .08 STAX e . 50l T 11
ADOUL COSTNOS weme el BANSELS Foat., COTTNET) mum
~ O.mi B10 Bonsal e C. BB’ CTrUSHL wo
7 B STY100, e s e S.BE DK 3, sersaeromn e O 8 OTNETIICO

FETTaT, s 1018 MNITIUS S s
11.m[ oungechic Productions, ma. L&, @Tweak
Presents: Sharon Harris, wwme 13. 5 LEXXOAUS, wmmas
14 B Dean Montenegro, wmms
15 B TESUELDE, ma e e KNIALE RELOTI, s

I =

99691200012




FORUM
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Hanseatic Lloyd

Client: Hanseatic Lloyd

Description: Branding and corporate design program for Hanseatic Lloyd, a group of
companies with worldwide operations and is one of the biggest shipping companies in
Bremen, Germany.

Design: causa formalis (Germany)

Jahresbericht:

der Hanseatic Lloyd
Reederei

2000

dLL HanseaticLloyd & E > & dLL Hansesticlloyd
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JLE Hanseauc \_\(NQ‘

Jahresbericht

der H; tic Lloyd
Reederei

2002

ALL  HanseaticLloyd i AuL - HanséaticLloyd
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Jahresbericht der 1 4 a2
Hanseatic Lloyd Reederei : : e ey
zum Geschaftsjahr
2004

zum €
2006

4LL HanseaticLioyd 4LL HanseaticLloyd Hanseatic Lloyd

mbH & Co
zum Geschaftsjahr
P

haftsjahr

dLL Hanseatic Lioyd 4LL Hanssatic Lloyd 4LL HanseaticLloyd

Beteiligungsangebot

Beispiel
Geschaftsherichte der
Hanseatic Lloyd Reederei
200f
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|N:SITE

Client: IN:SITE

Description: New brand identity for IN:SITE, an ethnographic research company, visualizing the
company's scientific approach to the study of individual peoples and customs. Turning the logo 90° and
transforming the colon into eyes or symbols of a recording device. The circular patterns are an imagined

enlargement of the colon, and they serve as a metaphor for IN:SITE's process of revealing complexity
and human behavioral patterns through close observation.

Design: Tiziana Haug (America)

216

=
a
&)

Who we are

Our voice directly connee
We're the people who'
do what they do, when oth
understanding what it is they do.

* Clew sl it

Mo bt

0 our core idea.
en 1o find out why people

b e commieate

content with simply

susr

31ISINI

JLIS NI

wem

JLISINI

ABCDEEGUIIKLMNOPORS TUVWXYZ,
bedefehigklmnepyesivayz
1234567890

ABCDEFGULIKLMNOPQRSTUYWXYZ

ABGDEFGHLK] MNOPORSTUVWXYZ
abedefghijkImpopqrsiaywayz
1234367890

ABCDEFGHIJKLMNOPQRSTUVWXYZ

234367890

1234567890



Client: Meoclinic

Description: The Meoclinic in Berlin is a private luxury hospital. It offers
top class medical services hoth for cosmetic work and medical needs in an
atmosphere of comfort and well-being, to a diverse, wealthy, international

clientele. In this project a traditional style is taken to provide customers
with traditional comfort.

Design: Thomas Manss & Company (United Kingdomn]
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Urban

Client: Urban

Description: Corporate design for a toy trader, including stationary and website.

Design: Raffinerie AG fiir Gestaltung (Switzerland)
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VELOCITY

Yelocity

Client: Velocity

Description: Velocity, a New Jersey condominium,
was in need of an identity that visually referring to
its traditional architecture and attracting buyers
in their early 30s. In line with the interior design
approach, old and new design elements are carefully
combined. Ornaments and patterns live side by side
with bright and loud colors, creating a modern feel
within a historic context.

Design: Tiziana Haug (Americal
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REMI COMPANIES. REAL ESTATE. REAL VISION.. Remi Companies consists of:

At REMI, an entrepreneur sits at every desk. We're rock climbers, REMI Residential/Commercial
parents, big thinkers and detail-oriented managers, We're aspiring REMI Construction

REM| Capital

NuTech title

artists and former teachers. We're new to the business and ten-ysar
Vaterans, Together, our team of passionate and dodicated people
create new boundaries, and then braak them, It's our way oflife
and our business philosophy.
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Visitlenmark
Client: VisitDenmark

Descrip‘[ian: Corporate identity for Danish National Tourism Organization.

Design: Scandinavian DesignlLab [Denmark]
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b Agency

Client: 6 Agency

Description: Visual identity for Danish 6 Agency, which represents some of Denmark’s
best fashion and lifestyles photographers, stylists and makeup artists.

Design: Scandinavian DesignLab (Denmark]
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aap

Client: aap Bio Implants Group

Description: New brand design for a German/Dutch medical technology
company - aap bio implants develops and produces innovative bone cements
as well as biomaterials for traumatology and orthopedics. The project
includs packaging, literature and exhibition design etc. The form of the
logo reflects what is essential for biological implants: to nestle naturally to
the bone and to undergo a reaction. At the same time the likeable logo is
visualizing the high-tech competence of the company.

Design: Hesse Design (Germany]
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| collagen fleece i
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Dr. Jan Mustermann, 28. Oktober 2007
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Rupa Oesign

Description: Rupa Design is a corporate design studio, founded in Munich, Germany
by Ploi Malakul in the year 1997. The symbol of a crane symbolizes and transfers their
philosophy, which is a metaphor that showing how idea is slowly formed and turning to
be an object from 2 dimensional to 3 dimensional. “Rupa” is a Sanskrit name means form
and creation.

, design
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Bugatti

Client:Bugatti Automobiles S.A.S.— Bugatti Veyron 16.4

Description: Within the launch of the new Bugatti Veyron 16.4, a
concept for communication materials was developed and different
materials were created for customers and prospects, including special
press kits, brochures and books, a sales tool and ads. Furthermore, the
studio has developed a special box to present license holder's products
and supervises the exhibition design at Bugatti's Chateau in Molsheim,
France.

Design: minigram (Germany)

PUR SAN .

DES AUTOMOBILES

407 KM/Hi1000PS
WWW.BUGATTI.COM

VGATTI ! B”GATT}"

4803 HOMSEROWE, ACCELERATION 0170 100: 2.5 5EC.
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lapp

Client: Zapp Group

Description: In 1998 the companies of the Zapp Group have been united to
the Zapp AG. The new corporate design should represent the new organization
structure as well as its growing international target groups and new markets. On
the one hand, dynamics, the high-technological level and internationalization are
communicated by the new corporate design. On the other hand stable values, self-
conception as well as differentiating criterias of the several units have to be worked
out during workshops.

Design: Hesse Design (Germany)
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Ocean Family

Client: Ocean Family
Design: Morning Design (China)
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tcoparques

Client: Ecoparques

Description: Branding and development of Ecoparque’s corporate
identity. An eco-park is a place that stores waste to be recycled and
the major part is daily waste, which in most cases can't be put into
a traditional container. The logo defines the brand as a container
with the letter “e” of Ecoparque inside, expressing the concept of a
container and its contents, implying the eco-park just like a waste
container, and its contents are recyclable objects.

Design: Eduardo del Fraile (Spain)
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lineamosaico

Client: Lineamosaico

Description: A company of decoration mosaics sought after
a spot that would launch the recognition of their products
and remind the consumers of the meaning of their brand.
The proposal involved the development of an animation with
a gigantic scenario which gradually becomes small pieces of
mosaic, that in turn, making up their logo.

Design: Eduardo del Fraile (Spain)

lineamosaico

lineamosaico

lineamosaico
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Hope for Children

Client: Hope for Children

Description: Logotype for a non-profit organization, which devotes
to taking care of gipsy children. Umberala is used in logotype to signify
the shelter for children when they need help.

Design: Dizajn na Kolesach (Slovakia)

obdianske zdruzenie
nade;
detom

www.onzd.sk
tel. 048 4130 698
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Conflicto

Modera

Client: Modera

Description: Family mediation is a branch of
psychology that deals with conflict moderation when
there is any kind of relationship problem. When a
relationship is tense and hard to be solved, people turn to
a moderator who can help reduce the tension and conflict
in order to reach a balanced agreement. The moderator
moves the “tiles” of the relationship to reduce and tone
down the effects of a separation process. The image is a
metaphor of the game scrabble, arranging the letter tiles
to get meaningful words. Meaning is achieved.

Design: Eduardo del Fraile (Spain]
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leica Camera

Client: Leica Camera

Description: Leica is a myth, so it is very difficult to transfer this
statement into a relevant imagination. The photographer's view,
interpretation of things, personal feeling concerning camera as an object
and the high value of his/her authorship are used as the main ideas behind
the design.

Design: Heine/Lenz/Zizka (Germany)

LEICAAPO-SUMMCRILA 122750 ASPHL LG KO MSCRO ELMARITR 22/ 100

Leica R-Objektive: All

Iy
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 LEICAVIT-M und

Michel Comts, 1954 in Zixich gebaren, machte seine frah ervachte

& 2ur Fologralie 2ur Profession, Wit Portrat- und iadeauimahrmen
i de italienischen Vogue und in Vanity Fair vairde = zu sinem der
weltwelt gafragiesten Fotograten Er arbeltet selt [ahren mit den Inter-
nwtianalen Komitie des Roten Kreuzes und anderen Oiganieationdn
zusammen i Chronist in den i
- dieser Welt Beisllen Aufnahmen sucht er die Nahe, benttat ie ein

lesbjektiv. Sein Handwerkszeug: die diskreten Leica Messsucher-
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Yaliant

Client: Valiant

Description: The logo design is highly identifiable resorting to legible
letter assembling. The transformation of capital "V" resembles a swimming
dolphin against rip current. The logo is applied with green and blue colours to
demonstrate the brand’'s engagement in surf business and its environmental

profection awareness.

Design: Nanjing Zhuan Yi (China)




Congreso
Client: Congreso

Description: Development of an image for the third edition of
Congreso. The only condition imposed by the customer was not to
use a chair as a symbol. But why not play with the impossible shape
of a "chair + table” and look at furniture from different points of view.

Design: Eduardo del Fraile (Spain]
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Rundfunk FM

Client: Rundfunk.FM

Description: Visual identity design, posters design, flyers design and CD-sleeves design
for the music-festival - rundfunk.FM.

Design: Raffinerie AG fiir Gestaltung (Switzerland)
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Redleal

Client: Redleaf

Description: Redleaf Communications is one of the most
respected PR and investor relations agencies in the UK, they
hoped to refresh the Redleaf brand. Very gave their logo
a new more confident look, and designed new stationery
and marketing materials. Redleaf were also supplied with
guidelines and a rationale for the effective implementation of
their brand.

Design: Very Studio (United Kingdom]

Radioat Gamponieations Linitad 3-13 St Atdrew Sltet London EGIASAF Unisd Kingdom
T 044 (0)20 7355 1410 B4 4861207955 1429 E o

edfeaipicom. W wiitedeilpecom

Redleaf

Fadieal Communications Limited 9:13 5t Andrew Stroet London EGABAF Linlted Kingdom: Finglstaredin England o 317245
T +44(0)20 7822 0200 F +44 (0207822 0201 E|nfoSredleafpricom W wWw.radiesfpricom: VAT No. 751924814’

T

N@ hot air, just straight-talking,
effective communications.

Redlaaf Communications - specialists in:  To discuss your company's requirements
= Financial PR and Investor Relations or a career at Redleaf, call: Emma Kane
ia Campaigns or Rob Bain an: 020 7822 0200

w Private Client Broker Relations www.redlealpr.com




Granitz Hunting Castle

Client: Staatliche Schlésser und Garten im Betrieb Fur Bau - und Liegenschaften Mecklenburg
Vorpommern, Pommersches Landesmuseum Greifswald

Description: The castle, its building and its hunting touristic history takes the center stage of
the exhibition. In cooperation with Sunder-Plassmann Architekten, exhibition design and printing
products are done for the first part “building history” as well as guidance system. The museum
will be completed in 2009.

Design: linksbiindig (Germany)
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Home Style Fair 2007

Client: Poly Realestate Group Co., Ltd

Description: The logo is a metaphor of a colourful house covering with petals, in which the
meaning of "home” is revealed while the orientation of “boutique residence” is demonstrated.
The green tone shows the appeal to environmental protection residence, conveying an upbeat
atmosphere while serving as a foil to the philosophy of “A flowers blooming boutique house”.
The complex exhibition information is communicated by the symbolic design, delivering
humanistic care to visitors.

Design: Dragon Doing Communications (China)
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Lyonel Feininger

Client: Lyonel Feininger

Description: In cooperation with Riidiger Stern to develop a coherent
concept for the exhibition space, uniting the information, drawings and
paintings. Banners and fabric covered with signages guiding visitors
through the museum. This concept connects the sails, overlays and
transparency presented in Feininger’s artwork.

Design: linksbiiendig (Germany)
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0&AQ

Client:D & AD

Description: Presidents Lecture campaign 1999; Identity and exhibition
graphics for the Annual Show 1999; Visual identity, exhibition and
promotional literature for the Annual Show 2000; Awards Ceremony 2001,
book of the night and invites; Annual Show Exhibition 2006 and promotional
literature.

Design: Sea Design (United Kingdom)

1999
PRESIDENTS
LECTURES

2001
DAD Awards
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Tonight‘g Dress Code.
| A guide for Gentlemen.

| Cracking the Enigma

& code was a doddle

S |

| compared to unraveliing

=1 the D&AD Dress Code.

{ Follow the ‘Black Tie’
Il rule slavishly and

¢ you'll send out a signal

that says you lack

imagination. You're
| subservient. Hardly
| the right message.

Ignore the code
totally, and you'll brand
yourself as a maverick.
You're more trouble
than you're worth. The
trick is to find a way
of saying, ‘'l know the
rules. And | know when
to break them.

Top tip — ‘Black’
IS more important
than ‘Tie!




Direct

Direct has expanded rapidy in the re
and incorparates categories such as
Direct TV & Clnema Advertising and |
Phone Advertising. In a changing me
‘workiin this sector seeks to establis
consumer relationships.
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Staverton

Client: Staverton

Description: Branding identity for a contemporary office furniture
company, including exhibition graphics, art direction, product
literature and advertising.

Design: Sea Design (United Kingdom)

Staverton products are
designed in the UK and
through our multi-disciplined
approach, offer far greater
flexibility than is normally
associated with a premium
brand of furniture.

\Where projects demand it,
Staverton's bespoke service
offers clients the opportunity
to influence the design of
their new furniture.
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Peugeot

Client: Peugeot

Description: Peugeot’s headquarters get used to expressing their corporate
brand values best. The car dealership concept “Blue Box” modernizes the
approach of car testing and service and the brand room concept in the middle
of the famous Champs Elysées in Paris helps communicate with consumers the
brand messages and attract new clients in a non-sale space.

Design: Saguez & Partners (France)







Transform 06

Client: Trans form 06

Description: The transformed logo is composed of
parts of letters, bricks and building pieces. A fragment
of what building and rebuilding is about. The graphic
portfolio based on the elements of the logo. It is also
all different patterns, signs and graphic elements are
derived from, constructing a strong visual platform
through the whole exhibition.

Design: Motorfinger (Norway)
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Asklepion

Client: Asklepion

Description: The Asklepion clinic visual style is based on colours and
a figure made of coloured dots. The intention is to create an enjoyable
and clear visual style which would evoke confidence and pleasant
feelings to the patients. The colourful dots represent the complexity
offered by the clinic.

Design: Studio Najbrt (Czech)
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ING Oirect Caflé

Client: ING Direct

Description: The famous Dutch online bank knows the
meaning of creating real customer experience. In the very
heart of Paris’ financial district there is a unique venue
which has nothing like a bank.

Design: Saguez & Partners (France]
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Nicétoile Shopping Centie

Client: Nicétoile Shopping Centre

Description: A complete and surprising makeover for the old
city shopping center, making it into a marvelous grand hotel style
place, down on one of the Nice's finest avenues in the heart of
Nice.

Design: Saguez & Partners (France)
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Time Wainer Center

Client: Time Warner, New York

Description: The scope of work includes many diverse and unique
components, but at its core are the programming, design, documentation,
and implementation supervision of a comprehensive environmental
graphics and wayfinding sign program for this headquarters facility.

Design: Poulin + Morris Inc. (America)

BREAKING NEWS
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Asterialand/ Alice Chan BO4© Graphic Oesign

ittp://www.no804.de/

Birocratik - Buzzsaw Studios Inc

com/ Website: hitp://www.causa-formalis.de/

dizajn na kolesach Ofiaile/Eduardo del Fraile

Country: Slovakia Country: Spain

Vi ebsite: h¥¥n://www.dizajnnakolesach.sk Website: hitp://www.dfraile.com/




Oragon Ooing Communication Dancemade/Jens Nilsson

Dragon Doing
Communications
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Guangzhou Sido Oesign HEY Design
Consultant Co., Ltd

Heine/lenz/lizka Hesse Oesign Gmbh
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M Baicelona

Country: Spain

Website: hitp:/www.m-m.es/

Winson Cieation/Winson Ma

Minigram

Country: Germany

Wehsite: http:/www.minigram.de/

Motorfinger Oesign Studio

Country: Hong Kong, China

Website: hitp://www.winsoncreation.com/

Morning Oesign

L ’é‘ffﬁ;’dmif

Country: China

Website: hitp://www.m1998.com/

Poulin + Morris

)!’J
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Country: America

Wehsite: hitp://www.poulinmorris.com/

Couniry: Norway

Website: http:/www.motorfinger.no/

Magma Brand Design

x ntrves Coarmeiny
Country: Germany




Rupa 0Oesign RMAC Brand []ésign

Country: Ge

Website: hitp:/www.rupadesign.com/

Studio Najbrt SYl Design

Country: Czech

Website: hitp://www.najbrt.cz/

Scandinavian Oesignlab  Studiod]

Country: United Kingdom

Lebsite: K ne//www.seadesign. co.uk/




Sanfang Brand Communication Agency Stenzhen Y * N Biand Consultant Co., Lid
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