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TYPE SPECIMEN: PARALUCENT
DES254

Playful yet functional, quirky yet all-purpose, charismatic, modern, and 
warm, Paralucent sets itself apart from other sans-serifs. This type 
specimen booklet celebrates the typeface’s unique anatomy and form, 
in addition to sharing its history. 
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GRANNY GAUNTLET
DES210

The Granny Gauntlet—A.K.A Fight Club for the elderly—is a humorous, 
imaginary event where senior women come to brawl. Visually, the 
Granny Gauntlet takes inspiration from punk band posters and 
merchandise, with a  focus on texture and a limited color palette. May 
the sturdiest grandmother win!
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KISS ME THRU THE PHONE
DES224

Kiss Me Thru The Phone is an interactive booklet designed to be 
filled out and gifted to one’s partner for Valentine’s Day. It is a modern 
rendition of the classic Valentine’s Day card. This booklet was created 
with long-distanced relationships in mind, however, anyone can fill it 
out. All of the information pertinent to the theme was communicated 
through color and prompts. 
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BRITNEY ALBUM COVER
DES224

It’s Britney Bitch is a custom album consisting of Britney’s most 
empowering songs. This album was created as a celebration of Britney 
Spears, focusing heavily on her newfound freedom as a result of the 
recent end to her oppressive conservatorship. The tracklist features 
eight carefully considered songs, all with the intent to empower, uplift, 
and enliven the listener.
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ILLUSTRATED CALENDAR
DES210

Home Made is an illustrated calendar that celebrates the various 
culturally-significant dishes that my mother cooked for me growing 
up. Each page features a dish that was an integral part of my youth. 
The calendar is an homage to my mother, our culture, and the way she 
showed her love the best — through food. 
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THÉRÈSE MOLL BOOKLET
DES200 • LAYOUT

This booklet highlights the short but impactful life of Swiss designer, 
Thérèse Moll. The layout of this booklet is heavily influenced by Moll 
herself and the International Typographic Style.
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HAPPY MEDIUM N/A CIDERS
DES225 • PROCESS

Happy Medium is a community-focused non-alcoholic beverage brand. 
The brand’s mission is support those pursuing sobriety by creating 
an exciting alternative drink, and by donating proceeds to the Mental 
Health and Addiction Association of Oregon. Happy Medium’s design 
was inspired by existing craft beers and IPA cans. 
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BRAINSTORMING/IDEATION
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BRAND IDENTITY

Bottle Project: Brand Questionnaire

What Does Your Business Do?

My brand creates mocktail drinks disguised as alcoholic beverage cans. Mimicking the aesthetic
of true alcoholic beverages has three purposes. Firstly, the consumer doesn't feel left out.
Second, the peer pressure to drink will be minimized. Seeing as the consumer already has a
“drink”, the hope is that the other party-goers won’t offer a drink, ask invasive questions, or
pressure the consumer to drink alcohol. Lastly, we want to offer a fun alternative to alcohol that
doesn’t make the consumer compromise on flavor, aesthetics, or their own personal sobriety
goals.

What will your mission be?
To provide interesting and visually appealing non-alcoholic beverages to the consumer. To
promote sobriety and/or responsible drinking.

Who Is Your Target Audience?

My target audience is within the age range of 21-35 and one or more of the following: in school,
interested in social events, sober, a past drinker, not interested in drinking, socially anxious,
cares about their image, and health-conscious. They are looking for a delicious and interesting
alternative to alcohol. They also may be looking to stay sober or limit their drinking, while
keeping up with their social life. Succumbing to peer pressure may be an issue for this
audience, therefore, any element that can minimize such interactions will be appreciated.

What Are Your Brand’s Values?

Community
- A portion of profits will be donated to MHAA/O.
Quality
- No compromises on ingredients, flavors, design, or packaging.

What is Your Defining Story?

I used to drink in excess when I was younger. I was underage and shouldn't have been drinking
to begin with. It became a problem, I was ruining my health and my relationships, and I was
risking my safety. I decided to stop. It was one of the best choices I’ve ever made for myself.
However, I still love to go out with friends, socialize and have fun. It’s hard to feel included when
you’re the only one not drinking, and it’s even worse when you feel pressure from those around
you to pick up a drink. Sodas, bottles of water, even a stern “no” sometimes isn’t enough to
ward off the invasive questions, and rude requests. I wanted to create a beverage that doesn’t
outwardly look non-alcoholic to help others similar to me to feel more included, have a beverage
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VISUAL RESEARCH AND MOODBOARDS

Wordmark: Heavy focus on distorted 
and wrapped type.
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VISUAL RESEARCH AND MOODBOARDS

Existing bottle research: IPA cans, Craft 
beers, other bevs.
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VISUAL RESEARCH AND MOODBOARDS

Illustration style: Bold, psychedellic, 
whimsical, busy.
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WORDMARK SKETCHES + DIGITAL EXPLORATION

Type + Wordmark Exploration:
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TYPOGRAPHIC EXPLORATION

Type + Wordmark Exploration:
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General Type Exploration:
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LABEL SKETCHES
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LABEL SKETCHES
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SECONDARY ELEMENTS
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DIGITAL ITERATION: V1
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DIGITAL ITERATION: V2
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DIGITAL ITERATION: V3
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FINAL LABELS: LIME
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FINAL LABELS: LYCHEE
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FINAL LABELS: STRAWBERRY



THANK YOU!


