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WAY OUT
Winery

Self Initiated

With hundreds of winery’s to choose
from, Way Out Winery stands

out amongst the competition with
unexpected and custom elements set
in a hard to ignore cobalt blue. Simple
lined designs and a minimal color
palette give this winery an elegantly
modern perception.

WAY OUT
winery

SAUVIGNON
BLANC 2011



Project 1 4



Project 1



Book Series
Re-design

Self Initiated

This is a re-design of a three book
murder mystery series written by
Tana French titled Faithful Place,

In The Woods, and Broken Harbor.
Utilizing consistent shapes and
layout placement gives this series an
organized and unified system that is
easily identified on a shelf. While bright
colors and custom lettering create an
exciting energy much like the thrill of
reading these mystery novels.
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3 My Choice
Campaign

This campaign system was inspired
by recent events in the United
States surrounding conversations
about abortion law. Using custom
imagery of women whose mouths
have been erased and bold, minimal
color conveys a simultaneous sense
of helplessness and an urge to

take control. Strong sans serif type
paired with a minimal color palette
makes the messaging stand out and
uncomplicated to understand.
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HOW COMMON IS
ABORTION?

Nearly 1 in 4 women in the
United States will have had

an abortion by the time she
is 45 years old

BLOCKED FEDERAL

FUNDING

LET'S TALK ABOUT
ABORTION IN THE
UNITED STATES.

76

ENACTED
RESTRICTIVE LAWS

Many states enacted new
laws restricting abortions or
requiring extra procedures
prior to being able to access
an abortion

In 1976 the Hyde Amendment
was passed, blocking federal
funding  for  abortions

through Medicaid

CONSEQUENCES
OF LOW INCOME
WOMEN

These limitations made
abortion even less accessible
for low-income women, who
are mostly women of color

WHAT HAPPENS IF
ABORTION LAWS
ARE RESTRICTED?

If Rove v. Wade were overturned, first and foremost,
restrictions to abortion rights also restrict women’s

fundamental self-determination and control over their

bodies, lives, and destinies. Women in 22 states would
be at high risk of losing all abortion rights. Abortion
law would be entirely left up to individual states,
making abortions difficult or impossible to access for
some women depending on income, immigrant status,
and other factors.

There is no definitive evidence that restrictive abortion
laws are effective at reducing the number of abortions.
What we do know is, there are nearly 25 million
unsafe abortions globally every year—almost 45%
of all total abortions. Every year 2,000,000 and
7,000,000 women will survive unsafe abortions
but will suffer long-term damage or disease as a result
of the procedure, such as injury to organs . Estimated
47,000 women die every year as a result of unsafe
abortions, making it one of the leading causes of
maternal mortality.

RESTRICTIVE LAWS

INCREASE IN
UNSAFE ABORTIONS
MORE WOMEN'’S
LIVES IN DANGER
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DRIP
ypray Paint

Self Initiated

Spray paint artists are expressive
and sometimes controversial. This
packaging is meant to capture what
an artist feels when they are creating.
Drip uses a combination of colorful
textures and provocative images that
embody a chaotic yet controlled feel
with a logo that relates directly to
what dripping spray paint looks like.
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Duo’s Bar
branding

Self Initiated

Going to a bar is about an experience
with friends over a drink. Fun, loud,
and who’s buying the next round.
Duo’s Bar embodies that sentiment
with a hand illustration depicting

a hand with two fingers up meaning,
“two beers please!”. Bold colors

and playful type create a friendly
and inviting environment targeted
towards young adults seeking
unpretentious fun.
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IPA

Tinsmith IPA ABV 5.9%

Soft-bodied and relatively strong, this hazy
has intense tropical flavors of pineapple,
guava, and over-ripe peach.

Jabroni IPA ABV 6.9%

Full-bodied with hints of grapefruit and
coriander. A light and fruity IPA.

SAISON

Farmhouse ABV 4.0%

Light and crisp but strong. This saison is
perfect for a hot summer day.

Moon Peel ABV 7.9%
Brewed with rosemary, peppercorns, and
raspberries. This beer is sure to keep you on
your feet with eclectic flavor pairings.

KOLSCH

Simply Soft ABV 4.5%

An easy going and light beer for anyones
taste. This Kolsch is best paired with your
favorite burger and fries.

Rolling River ABV 4.3%

Slightly tart with a hint of lavender. Delicate
and light-bodied.

LAGER

Smoothy ABV 43%
Your basic table beer. No frills or surprises
here, just a lovely and uncomplicated
beverage.

Fringe Pad ABV 4.0%
Mellow flavors with a little bit of citrus gives
this beer a happy and summer vibe for
drinking.

18






FOLD
Magazine

GD 221

FOLD is a feminist magazine
publication that produces in-depth
analysis of national and global
issues. The goal of this magazine is
to combine education of controversial
topics with interesting and custom
made imagery and typography

that draw the reader in while still
communicating information.
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rom the disparate impaocts the

COVID-19 crisis in communities

around the globe to international

protests aqgainst racism and

discrimination, current events

have shown that we are far
from achieving equality. Trying to interpret
and battle a multitude of injustices right
now may feel overwhelming. How do we
take on all these issues, and why should
we? Intersectional feminism offers a lens
through which we can better understand
one another and strive towards a more just
future for all.

Kimberlé Crenshaw, an American law
professor who coined the term in 1989
explained Intersectional feminism as, “a
prism for seeing the way in which various
forms of inequality often operate together
and exacerbate each other” in a recent
interview with Time.

Intersectional feminism centres the voices of
those experiencing averlapping, concurrent
forms of oppression in order to understand
the depths of the inequalities and the

06 [EBRUARY 2022 FOLD
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relationships among them in any given
context. In Brazil, Valdecir Nascimento, a
prominent women's rights activist, says that,
“The dialogue to advance black women's
rights should put them in the centre.” For
40 years, Nascimento has been fighting for
equal rights, "Black women from Brazil have
never stopped fighting,” she says, noting
that black women were part of the feminist
movement, the black movement, and other
progressive movements. “We don't want
others to speak for black feminists—neither
white feminists nor black men. It's necessary
for young black women to take on this
fight. We are the solution in Brazil, not the
problem,” she says.

INTERSECTIONAL LENS

Using an intersectional lens also means
recognizing the  historical  contexts
surrounding an issue. Long histories of
violence and systematic discrimination
have created deep inequities that
disadvantage some from the outset. These
inequalities intersect with each other, for
example, poverty, caste systems, racism

P

/

and sexism, denying people their rights and
equal opportunities. The impacts extend
across generations.

SYSTEMATIC
DISCRIMINATION

Sonia Maribel Sontay Herrera is an:
indigenous woman and human rights:
defender from Guatemala where systematic
discrimination against indigenous women:
has gone on for decades. Herrera hass
felt the consequences of these historical
injustices since she was a girl. At ten yearss
old, she moved to a city to attend school, ans
opportunity most indigenous girls don't g
she says. However, Herrera was forced
abandon her native language, K'iche'. ane:
learn in Spanish, which she experienced:
as an unjust burden for an indigeno
woman. since it was the language of thes
colonizer. After finishing her studies, as’
Herrera searched for professional work, sl;_ne
immediately encountered racism and sexist
stereotypes. Since she was an indigenot
woman, some said that they only had works

PHOTOS BY DAVID SMITH

for herin the home, “They see us as domestic
workers; when they see an indigenous
woman, they assume that’s all we can do,”
she explains, outlining the ways in which
she experiences compounding forms of
discrimination based on her identity.

DISABLILTY, TRANS
YOUTH, &

NON-CONFORMING
YOUTH

“Those who are most impacted by gender-
based violence, and by gender inequalities,
are also the most impoverished and
marginalized—indigenous women, women
in rural areas, young girls, girls living with
disabilities, trans youth and gender non-
conforming youth,” explains Majandra
Rodriguez Acha, a youth leader and climate
justice advocate from Lima. Peru. Sonia
Maribel Sontay Herrera is an indigenous
woman and human rights defender from
Guatemala where systematic discrimination
against women has gone on for decades.
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1980s showed it was rare for people to feel

positive in their bodies, which is a finding that

still persists, according to a 2018 poll Opens in

a new window, In the past. more women than

men had a negative body image. White women

were also more likely to have a negative body
image, but that is now shifting,

“In the past 20 to 30 years, there has been a proliferation
of body image marketing to every ethnic group and
gender. Now you can find body image advertising that
targets everybody, thus increasing body image concerns and
eating disorders across all types of people,” Luce said.

If you like to go to the beach, go, even if you
feel uncomfortable in a bathing suit. This is a
cognitive dissonance intervention thought to
work by increasing the tension between a
person’'s thoughts and actions, eventually creating
a new belief.

Luce describes a series of studies Opens
in a new window conducted in Fiji
 before western television was brought
- to the island. At that time, there were
no known cuses of eating disorders.
in Fiji. The studies revealed that the
first cases of eating and body image
lisorders emerged after western TV
was brought to their culture.

"Sometimes the discomfort gets better at first,
and sometimes it takes a while. But feeling
the warmth of the sun or the coolness of the
water can make the volume of those negative
thoughts turn down, or at least fude them into
the background,” Luce said.

“Culture has long influenced body
image by defining and dictating
- what is attractive. The media is a

~ strong force that can shape and
~ influence culture, for better or for
-worse,” Luce said.

Counter-attitudinal marketing features people
of various body sizes, shapes and ethnicities in
advertisements.‘| used to have a lot of optimism
around counter-advertising and counter-
marketing as a strategy for improving body
image across culture. | still believe it can work for
people who are open to it,” L uce said.

But, the vast majority of media displays are not
representative of the dverage body type: many
are altered by image editing applications, and some
even represent an unhealthy body image“We can all
refuse to engage in conversations about other people's
bodies. By choosing to not engage in appearance-based
conversations, we can influence the warld by modeling our
values,” Luce said.

Make choices aboul your appearance based on your values
and consider the effect your choices may have on others. ‘I am

a psychologist in academia, so looking ‘old and wise’ is still valued. |
recognize there are many people who feel they have to look a certain way to

keep their jobs,” Luce said.
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WELCOMETO

Troutdale | (110U TDALE S

branding

GD 221

My objective when branding
Troutdale, Oregon was to showcase
it's lush and calming nature
surroundings while also promoting
the city as a relaxing getaway. A
place that is the first stop to the
scenery of the gorge and a welcoming
community connected to its history.
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PROCEDS

TROUTDALE
BRANDING



HISTORICAL
RESEARCH

To better understand Troutdale’s
persona | needed to explore its history
to learn about the city’s evolution and
cultural significance.

Process
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FURTHER
RESEARCH

After researching Troutdale’s history
| also wanted to learn what attracted

people to come here and how
accessible it was.
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AUDIENCE
RESEARCH

By researching the city’s geographic
location and the popular sites to be
seen | was able to understand the type
of audience that would benefit best
from focusing on re-branding tourism
of Troutdale.

Process
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WORD LISTS

Created multiple word lists to try and
see the city through many different
facets and to uncover repeating and

prominent themes.

Process
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TROUTDALY W&—————=

IMAGE e—— A
RESEARCH _‘

When | chose this city to re-brand | e e e . " e 8 TRoUTDALE
knew | wanted to focus on tourism but — SN ) — Bl ] 0 . OREGON
in order to hone in on what type of | . A A TN

tourism to promote | needed to get a
feel for the mood and tone.

-
Image research revealed Troutdale

to be a slow and relaxing place. Lots b - 2 e Gl B WY R D - = i
of antique stores and traditional g sl o — EFL s
buildings while also being surrounded
by nature presented the city as calm
and approachable.

e TROUTDALE

¥ GENERAL STORE
TROUTDALE, OREGON

f O R0

=

ROUTDAL

GERE B

Process e



LOGO STYLE ’
RESEARCH =

My goal was to create a logo that
emphasized the surrounding nature
and softness of the city but still
appearing as modern. | gathered some A
logo inspiration that emphasized a soft, g )
antique feeling but incorporated some QUERENCIA

more modern touches of typeface

choice and imagery.
QUERENCIA

—COFFEE SHOP —

. Oy,

WHISKEY
BUEEALO

BOHEMIAN SHOP
STL. MO.

~ PASTORS ;

. 7 ﬁﬂﬂ/ =
e “‘=
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LOGO TYPE
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LOGO
SKETCHES

TaTe T 2Ty

~4 QOVTOALE

themes found throughout my research. ,—'/ I ; ]

| wanted to create as many different T D Trov cdate ‘ g 'f\\j-‘éfv Ag

versions as possible to cover all theme 7 T LT o T =) e
i - Ty

ideas and iterations. yACA

TRDUTDALE "
T 7B 5 o 8L a g

Beginning sketches that explored

=

TRUTOALE %]@

Process 38



DIGITAL LOGO
EXPLORATION

Process
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LOGO 1&2
EVOLUTION

TROUTDALE

{—
Loy

Process

EN

a

S,

TROUTDALE

Dyt
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LOGO 3

EVOLUTION &
FINAL LOGO

Process

A simple circle to
represent the city’s

“Gateway to the GorgN

nickname of

A series of custom
made leaves to

@

£4

TROUTDALE TROUTDALE

represent the cities
surrounding nature

/' 77 S\
TROUTDALE

Altered Abril Fatface to
fit comfortably within
the cirlce

Galviji bold to contrast

the traditional style of
the large T lettermark.
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VISUAL THEME
INSPIRATION

After finalizing the logo | wanted to
Incorporate similar organic shapes
into the visual theme of the branding.
| pulled varying illustrations of organic
shapes both specific and abstract that
could possibly represent a mood and
an identifiable subject from nature.

Process

headings
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Sign up to learm more

Hilma
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VISUAL THEME
SKETCHES

Initial sketches inspired by my image
research exploring abstract, organic
shapes and more specific shapes like
leaves and flowers. While identifying
what shapes | might want to use | also
wanted to see how successful some
shapes would appear in a pattern that
could be used in interior spaces or
other deliverables such as tote bags or
food packaging.

Process

43



COLOR PAIRING
EXPLORATION

44

Process



VISUAL THEME
EXPLORATION

Process
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FINAL VISUAL
THEME

To convey a soft and approachable,
nature focused theme | combined

both abstract shapes and nature
specific shapes to compliment one

an other and not pull focus from
surrounding content. These illustrations
are paired with an earthy and neutral
color palette again reinforcing the
feeling of soft and approachable.

Process
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LAYOUT
INSPIRATION

Process

a big idea
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LAYOUT

SKETCHES

Process
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TYPE PAIRING
EXPLORATION

Process
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FINAL LAYOUT

Brand
Personality

®
«
that life is o be N : er you're bbbl 2
sitting at a sidewalk with a friend, exploring the rich hiking trails nearby, c 2 : : ]
‘,‘ .“ getting pampered with a massage at a local spa, Troutdales dreamy, relaxing, ith P
and tranquil atmosphere is only one step away. \We can’t wait to meet you! : d plc \ R I | I }g I ‘ \ |

MINIMUM SIZE

tch someones interest
rds Troutdale. Here
(1 & »
Size & Space & [ i oyl |-

we have three options that

can be used on va

collateral and any main With the different logo variations

branding pieces. that can be used there are also TRAYIDALE TROUTDALE
some rules about how to use them.
Here we have the minimum size VATEWAY. T THE GORGE
each loge style can be. Do
not make them any smaller than
instructed here. Below

equired minimum space
around the logo when used
for design,

MINIMUM CLEAR SPACE

(4

' TROUTDAL TROUTDALE

GATEWAY TO THE GORGE

Process
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Process

Visual Identity

The visual theme includes plenty
of organic, soft shapes along

with simple plant illustrations
that relate to the slow calmness
of the city and it's lush forest
surroundings. The simple abstract
shapes can be paired with

either both or one of the plant
illustrations and layered on top of
one another.

PLANT ILLUSTRATIONS

ORGANIC SHAPES

Usage

DO'S
1. combination
2. lettermark

3. all black

DONT'S
4. ot an angle
5. stretched or warped

6. overlopping

oy

DO'S

TROUTDALE

combination

lettermark

A )

TROUTDALE

all black

DONT'S

1R°“1°

at an angle

TROUTDALE

stretched

overlapping

2

SUNSET
CMYK  2,36,39,0

RGE
HEX

244,177,148
faboga

CLEAR WHITE

CMYK 0,000
RGE 255, 255, 2558
HEX biiiiis

Variations

Qur brandmdar:

“5’ \"

TROUTDALE

A

.

TROUTDALE

L4

N Cd

TROUTDALE

%

TROUTDALE

Typography

Abnl s used for headlines and
subheads that lends Troutdale a
classic and decorative feel. Abril
15 used ot relotively lorge sizes
to emphasize it's unique curves
and bold slab senfs. Hierarchy
is achieved by setting headlines
and subheads in all caps.

Muli is used for body copy and
serves as functional while o
clean and minimal feel. Emphasis
within body copy 1s achieved

by using Muli's wide range of
weight optians,

PRIMARY

SECONDARY

Aa Bb Ce

MULI

Troutdale is a city on
the eastern edge of the
Portland  metropolitan
area near the Sandy
and Columbia rivers. It is
the connection between
a network of thriving
and emerging cities and
the world-class outdoor
recreation areas of the
Columbia River Gorge
and Mount Hood.

Troutdale is a city on
the eastern edge of the
Portland metropolitan
area near the Sandy
and Columbia rivers.
It is the connection
between a network
of thriving and
emerging cities and the
world-class outdoor
recreation aredas of the
Columbia River Gorge
and Mount Hood,

Troutdale is a city on
the eastern edge of the
Portland metropaolitan
area near the Sandy
and Columbia rivers.
It is the connection
between a network of
thriving and emerging
cities and the world-
class outdoor
recreation areas of the
Columbia River Gorge
and Mount Hood,
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