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This rebrand of Totino’s 
products aims to appeal 
to the demographic that 
actually uses this product: 
broke college students and 
cannabis enthusiasts.

I took the dated packaging 
and transformed it into a 
bold product that stands 
out amongst rows of similar 
frozen pizza boxes and gave 
the brand a bold new visual 
theme that is flexible enough 
to use on new deliverables.

TOTINO’S
Self-initiated1
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This cover design of 
Margaret Atwood’s classic 
novel, The Edible Woman, 
utilizes striking visuals 
and typography to attract 
younger (early to mid 20s) 
readers that may not be 
familiar with Atwood’s 
works. During the pandemic I 
found interest in Atwood’s 
dystopian works, and I was 
moved to make this cover 
in order to explore the 
novels’ themes of female 
identity and consumerism.

THE EDIBLE WOMAN
GD 242, Tracey Ullom2
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Smitten aims to prove that 
healthy doesn’t mean boring. 
Targeted toward city-
dwellers in their twenties, 
Smitten utilizes a bold 
primary color palette paired 
with punchy illustrations 
to give a fairly unexciting 
product a playful edge.

SMITTEN CAT FOOD
GD 242, Tracey Ullom3
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DineSafe is an app that 
connects folks with food 
allergies and intolerances 
with restaurants that can 
cater to their specific food 
needs by providing a tailored 
map of nearby restaurants 
with detailed menus and 
allergen statements.

DINESAFE APP
GD 260, Tracey Ullom4
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This advertising system was 
inspired by the otherworldly 
landscape of Arches National 
Park. Striking imagery 
paired with a landscape-
derived cohesive visual 
theme is implemented to 
attract young adults who 
love both nature and film.

ARCHES SCI-FI  
FILM FEST
Self-Initiated

5



KUKUZKE |Page 18Project 5 Festival wristband, ticket, and billboard.



KUKUZKE |Page 19Project 5 Brochure map and screening graphics.



KUKUZKE |Page 20

Buoy magazine is a monthly 
editorial for sailors that   
are neglected by current 
sailing publications: 
younger folks, women, and 
non-millionaires. I utilized 
humorous imagery, bold 
color, and clean layouts to 
attract this demographic. 

The Buoy banner received 
a Graphis New Talent 2022 
gold award.

BUOY MAGAZINE
GD 221, Nathan Savage6
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Aboard this Zero-Waste Sailboat 
your Poop is used to make Food

by Ella Fassler
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Project 6 Feature article one.
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While branding the city 
of Corvallis, Oregon, my 
objective was to visually 
represent it’s interstitial 
nature: A place between the 
Willamette Valley and the 
Coastal Mountain range, and 
a place where community 
connects with curiosity.

I utilized a minimalistic 
logo and a vintage-modern 
visual theme to connect 
with both students of OSU 
and Corvallis “townies”. 

CORVALLIS BRAND
GD 222, Nathan Savage7
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PROCESS
My goal for this project was to 
create a brand for the city of 
Corvallis that best represents 
the city’s history, culture,  
and physical environment.

My research for this project was 
extensive. From 2018 to 2020 I 
lived and worked in Corvallis, but 
I wanted a deeper understanding 
of the city’s history. I started 
with the Benton County Historical 
Society and the Corvallis Museum 
where I gathered information 
regarding the formation of Corvallis 
and it’s fascinating connections 
to education and secularism. I 
spent hours diving into archived 
photographs of people and items 
until I felt I had expanded my 
knowledge beyond my subjective 
experience of Corvallis.

I decided to research the branding 
and logos present in Corvallis 
(both government and corporate) to 
observe any commonalities between 
them. I was fortunate enough 

to come across the agency that 
recently handled the re-branding 
of Benton County (the county in 
which Corvallis resides), Madison 
Ave. Collective, who are located 
in downtown Corvallis. They were 
kind enough to meet with me so I 
could ask them about their process 
and how their agency works with 
a government body. With this 
information, I organized my ideas 
utilizing word lists and word maps 
and highlighted reoccurring terms 
that I could focus on during my 
next phase.

I began my logo process by physically 
sketching out ideas. I took these 
sketches and met with my cohort 
to discuss possible directions, 
and refined these as needed. I then 
presented refined thumbnails to my 
instructor for feedback. After this, 
I moved to vector and iterated upon 
three ideas, meeting many times 
with my cohort and instructor to 
finalize the strongest design.

I wanted the visual theme to reflect 
the nostalgia that many have with 
Corvallis. Because it’s a university 
town, the sidewalks are always 
filled with students, families, and 
alumni who are inevitably living 
moments they will never forget. To 
appeal to current students, older 
alumni, and the current community 
of Corvallis,I chose to create a 
modern set of geometrical shapes 
that reflect motifs found in the 
mid-century era. I was inspired 
by patterns found in the Cockrell 
quilt collection archived by the 
Benton County Historical Society. 
I created a library of shapes 
and arranged them much like a  
digital quilt.

The visual theme and additional 
branding elements were combined 
in a brand guideline booklet which 
clearly and dynamically displays 
how to utilize them. 

Corvallis Branding
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RESEARCH
Personal Experience
I lived and worked in 
Corvallis for two years, and 
during that time I became 
familiar with the city’s 
environment and culture. 
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RESEARCH 
Image and  
Competitor Research
When I began this project, I 
knew that I wanted to apply 
this branding to Corvallis’ 
local government (i.e. 
the Parks and Recreation 
department).

While I already had my 
own experiences with 
Corvallis, I researched the 
environment, architecture, 
and competitor branding to 
note any commonalities.

Icons associated with 
Corvallis include the 
Benton County Courthouse, 
Benny Beaver of Oregon 
State University, as well 
as nature imagery.
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RESEARCH
History and Interview
I dove into the history of 
Corvallis, utilizing the 
Benton County Historical 
Society and the Corvallis 
Museum. I also interviewed 
the owner of Madison Ave. 
Collective: the Corvallis 
agency that created the 
current Benton County brand. 

Notes from this research: 

* Education is of great 
importance in Corvallis

* Situated between the  
Willamette Valley and 
Coastal Mountain Range

* Bike commuting common

* Madison Ave Collective 
found that everyone wanted 
to be heard while creating 
the Benton County Brand.

Written research, interview notes.
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RESEARCH
Mind Maps and  
Word Lists
I utilized mind maps and 
word lists to expand upon 
aspects of the town and 
uncover repeating themes.

Terms that repeatedly came 
up included:

* Grass

* Trees

* Bikes

* Greenery
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THE LOGO
Initial sketching was done 
to explore concepts from 
researching. Trees and grain 
were a repeating theme.

Feedback from my cohort 
aided in narrowing down a 
general direction.

Sketches and feedback notes.
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THE LOGO
Option 1
In my initial sketches, 
recurring themes of grain 
and trees inspired an icon 
that combined aspects of 
both to represent Corvallis’ 
titles: the Grass Seed 
capitol and Tree City of 
the Year.

I took time crafting these 
shapes: exploring every 
possibility in vector form 
to best represent this 
concept. Multiple rounds 
of critique and outside 
feedback resulted in this 
final combination mark.

Thumbnail

Process

Tight Rough Final
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THE LOGO
Option 2
This lettermark option also 
plays with grain imagery 
with a subtle nod to a seed 
within the “C” letter form

Thumbnail Tight Rough Final

Process
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THE LOGO
Option 3
The third logo option was 
a wordmark inspired by 
Corvallis’ bike culture. 
Pulling from 1960s and 1970s 
bicycle company logos, this 
wordmark would feel right 
at home amongst Bianchi and 
Raleigh. Many iterations of 
this entirely custom type 
were created in vector to 
best present this concept.

Thumbnail Tight Rough Final

Process
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THE LOGO
Final Choice

Helvetica type is 
customized with rounded 
corners for a friendly and 
clean look.

The interior shapes mimic 
the seeds of Oregon Rye 
grass, which is grown in 
the Willamette Valley. 

The grain shapes form 
a coniferous tree, 
representing the 
connection between the 
Valley and Coastal 
Mountain Range

The emblem shape  
resembles both a sunset 
over a mountain and a 
scout’s badge.
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THE BRAND
Color Exploration
The color palette was 
inspired by the landscape 
of Corvallis to ensure 
that any outdoor branding 
would always compliment the 
environment in which it 
was used. 

Initial color directions 
were bright and saturated, 
but upon revision I chose a 
more gentle and comforting 
palette that wouldn’t 
compete with the beauty 
of Corvallis.

Final SelectionInspirationProcess
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THE BRAND
Visual Theme
Studying both the Benton 
County Historical society 
collections and Corvallis’ 
architecture resulted in 
a variety of possible 
directions in the initial 
sketching stage of creating 
the city’s visual theme. 
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THE BRAND
Visual Theme
Vector exploration and 
iteration allowed me to 
focus in on a system of 
repeating shapes.

This visual theme was 
inspired by the organization 
of repeating shapes found 
in the Cockrell Quilt 
Collection archived 
with the Benton County  
Historical Society.

Modern geometric shapes 
are organized and scaled 
to both reflect on a facet 
of Corvallis’ history and 
maintain a modern look in 
this new branding.

Process

Inspiration Vector Exploration Revision and Refining Final Iteration
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THE BRAND
Brand Book
The brand book underwent 
many iterations and rounds 
of feedback from both my 
cohort and instructor. This 
ensured that the information 
was displayed clearly while 
also following the brand 
rules I was defining.

CORVALLIS EXISTS IN-BETWEEN. 

Situated between the Coastal and 
Cascade mountain ranges, between ado-
lescence and adulthood, and between 
institution and community. Our brand 
identity explores the connection and 
nostalgia that  many have with Corvallis.  

Curiosity Meets 
Community

LOGO
THE CORVALLIS LOGO 
is the central element in 
Corvallis’s visual language, 
and acts as a shorthand 
that embodies its values 
and community. Uniting 
the shapes of rye grass 
and coniferous trees, the 
symbol represents Corval-
lis’s position as an anchor 
between the grass fields of 
the Willamette Valley and 
the forests of the Coastal 
Mountain Range. 

1 inch
MINIMUM SIZE

Usage & 
Violations

There are guidelines for 
the correct usage for the 
logo. The logo may only 
exist in black, white, or a 
single solid color from the 
specified brand palette. The 
colored logo should not be 
used with other bright, sat-
urated. The logo may be 
placed over photography 
in either black or white.

The logo should never be 
altered or distorted in any 
way, this includes shearing, 
outlining, and pulling apart 
the logo.

Note: these usage rules apply 
to both lockups.

Lockups & 
Clear Space

There are two logo vari-
ations. The primary 
combination logo is used 
most frequently, while the 
pictorial icon may be used 
in situations where the icon 
will be viewed at a small 
size, such as social media, 
OR where the logotype is 
not necessary. 

Appropriate white space 
is necessary for the logo’s 
effectiveness. Use the “o” 
in Corvallis or the width of 
the top “branches” of the 
pictorial symbol to estimate 
clear space. 

1. 2.

3.

4.

1. WILLAMETTE RIVER 
C100 M0 Y47 K39

2. SUNRISE 
C0 M79 Y93 K7

3. MARY’S PEAK 
C42 M18 Y0 K18

4. WITHAM HILL 
C0 M35 Y33 K0

SIX COLORS have been 
designated for Corvallis’s 
brand identity. The colors 
are derived and inspired by 
both the surrounding nat-
ural environment and the 
vibrancy of the community.

COLOR

Primary

Secondary Corvallis is nestled in 
the heart of Oregon’s 
Willamette Valley, within 
90 minutes of the Port-
land Metropolitan area, 
world class skiing, and 
the spectacular Oregon 
coast. Corvallis has a 
residential population 
of 58,885 and is home to 
Oregon State University.

Corvallis is nestled in the 
heart of Oregon’s Wil-
lamette Valley, within 
90 minutes of the Port-
land Metropolitan area, 
world class skiing, and 
the spectacular Oregon 
coast. Corvallis has a 
residential population 
of 58,885 and is home to  
Oregon State University.

Corvallis is nestled in 
the heart of the Willa-
mette Valley, within 90 
minutes of the Port-
land Metropolitan area, 
world class skiing, and 
the spectacular Oregon 
coast. Corvallis has a 
residential population 
of 58,885 and is home to 
Oregon State University.

SOURCE SERIF PRO 
REGULAR, ITALIC, BOLD

ITC AVANT GARDE PRO, 
DEMI BOLD Aa Bb Cc&*ITC AVANT GARDE PRO 

is used as the primary type-
face, and is preferred in all 
situations other than large 
blocks of body copy. 

Source Serif Pro is the des-
ignated secondary typeface 
and is to be used in all sit-
uations where there exists 
a large block of dense text 
to aid in readability. Source 
Serif Pro may be used in 
regular, italic, or bold.

TYPE

VISUAL 
THEME

OUR VISUAL THEME con-
sists of a collection of seven 
shapes arranged in a grid 
and rotated 45º. The visual 
theme can be used in the 
following ways: 

• White on top of a 
photograph or solid 
dark-hued background

• A Photo frame
• In a single color from 

the brand palette.

Additionally, monotone 
photographs in the defined 
palette visually represent 
the Corvallis brand.

Final SpreadsProcess
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THE BRAND
Brand Utilization
To best present the brand, 
I performed research to 
decide what products to 
demonstrate it’s utility.

I studied a large variety of   
websites for federal and 
local governments, work-wear 
distributors, and wholesale 
companies targeted toward 
municipal governmental 
bodies. I then narrowed 
down my inspiration based 
on the products’ usefulness 
for city workers and how 
they visually complimented 
the brand.
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THE BRAND
Brand Utilization
After sketching out my 
plans, I created my own 
mock-ups to ensure my vision 
wasn’t hindered by the 
restrictions of existing 
mock-ups created by other 
designers.
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THE BRAND
Brand Utilization
To display the brand’s 
utility on a digital 
interface, I decided to mock 
up a bus-route application: 
something I used frequently 
while living in Corvallis. 
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