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JOIE CO.
SERUM LINE
SELF INITIATED

A series of three skincare serums.
These serums are bright, playful,
and fun through the bold use of
color, and the illustrated icons
that accompany each serum.
This skincare brand targets
younger children who are looking
to begin their skincare journey.

EYE SERUM

15mi/ .5floz

BRIGHTENING SERUM

15ml /.5 floz

HYDRATING SERUM
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THROUGH THE
LOOKING GLASS
BOOK COVER

GD 122

A book cover redesign of Lewis
Carroll's "Through The Looking
Glass'. This project uses swashes
and serif typefaces to create @
classical and timeless design,
while also using a striking color

palette to help modernize the story.
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CHAPTER_NINE

“Well, this is grand!” said Alice. "I never expected 1 should be
a Queen so soon—and I'll tell you what it is, your majesty,” she
went on in a severe tone (she was always rather fond of scolding
herself), “it'll never do for you to be lolling about on the grass like
that! Queens have to be dignified, you know!”

So she got up and walked about—rather stiffly just at first, as
she was afraid that the crown might come off: but she comforted
herself with the thought that there was nobody to see her, “and if |
really am a Queen,” she said as she sat down again, “I shall be able
to manage it quite well in time.”

Everything was happening so oddly that she didn't feel a bit
surprised at finding the Red Queen and the White Queen sitting
close to her, one on each side: she would have liked very much to
ask them how they came there, but she feared it would not be quite
civil. However, there would be no harm, she thought, in asking
if the game was over. “Please, would you tell me—"she began,
looking timidly at the Red Queen.
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Alice again enters a fantastical world, this time by climbing
through a mirror into the world that she can see beyond it.
There she finds that, just like a reflection, everything is reversed,
including logic (for example, running helps one remain stationary,
walking away from something brings one towards it, chessmen are
alive, nursery rhyme characters exist, and so on). As Alice ventures
into the world of Looking Glass, she will meet old friends, and
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PS

HYPNO
MAGAZINE
GD 221

A magazine publication focused
on the science of hypnosis. This
mMagazine aims to educate people
on the unknown truths of the field
of hypnosis, and allow them to see
just how beneficial it can be.
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THIS IS YOUR

- HYPNOSIS

BY SANDRA BLAKESLEE
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P4

GLIMPSES OF LIFE
SCIENCE EXHIBIT
SELF INITIATED

An imagined OMSI science
exhibit that focuses on the world
of cells within the human body.
This project uses fun and playful
designs to help brand science as
energetic, and full of life.
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=== Neurons, also known
as Nerve Cells send and
receive signals from your

brain. While neurons have
a lot in common with other
types of cells, they're
structurally and
functionally unique.

Specialized projections
called axons allow neurons
to transmit electrical and
chemical signals to other

cells. Neurons can also
receive these signals via
rootlike extensions known
as dendrites.

.

THE
BUILDING
BLOCKS
OF LIFE

A Muscle Cell, known
technically as a myocyte,

is a specialized animal
cell which can shorten
its length using a series
of motor proteins specially
arranged within the cell.
While several asscciated
proteins help, actin and
myeosin form thick and thin
filaments which slide past
each other to contract
small units of a muscle
cell. These units are called
sarcomeres, and many
of them run end-to-end
within a larger fiber
called a myofibril.
=1 BonecCellsarea
*aﬂt mineralized connective

tissue that exhibits four

l types of cells: osteoblasts,

Cells are the basic building
blocks of all living things. The
human body is composed of
trillions of cells. They provide
structure for the body, take in
nutrients from food, convert
those nutrients into energy,
and carry out specialized
functions. Cells also contain
the body’s hereditary
material and can make
copies of themselves.

bone lining cells, osteocytes,
and osteoclasts. Rone exerts
important functions in the
body, such as locomeotion,
support and protection of
soft tissues, calcium and
phosphate storage, and
harboring of bone marrow.
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P4

WRITING SAMPLE

As a kid, I always loved going to OMSI. The ever-changing exhibits, the
planetarium, and all of the hands-on activities kept me wanting more
and more. My vision from the start of this project was to illustrate the
experience of scientific curiosity through an imagined exhibit. | chose

to focus specifically on cells because | have always been interested in
biology, and cells always had so many interesting layers to them.

The vast world of cells provided me with a lot of intriguing material to
explore in this project “Glimpses of Life: An Exploration of Cells Through the
Human Body”.

For the logo, | chose a wordmark of the exhibit name that is flexibly
legible when branded on multiple items. The logo is set in the typeface
Nobel Bold, with the lettering altered to make the G In “Glimpses” appear
as a microscope, a clear nod to the subject of cellular exploration. The O
in “of” has three shapes that reference the forms of a red blood cell and
the Golgi apparatus. The title, “Glimpses of Life,” is set on two lines in a
large, bold size, while the remaining subtitle is compacted down to three
lines contained within the x-height of the title’'s second line.

Approaching the overall design of the brand, | worked in a very playful
and abstract direction; | wanted to showcase cells as having an organic
energy and being full of life. With this in mind, | used blacks, blues, and
yellows as the primary colors for the brand. To make the foreground pop,
| often used black as a background color so that the elements composed
on top are the first thing to catch the viewer’s eye. The dark background
also allowed me to show all of my elements and subjects center-stage,
set squarely in a sort of void-like space.

The main character of the brand is an outline of a person with eyes. The
shape of the body was designed to embrace abstract minimalism, and
acts as a container. By having this character designed in a way that

welcomes negative space, | could use it to house other brand elements
and subjects, while still connecting back to the exhibit’'s main concept of

“Exploring Cells Through the Human Body”. Through a bold color palette,

and abstract and playful designs | was able to present the subject matter
of cells in an exciting and distinctive light.
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IMMORTAL
SODA
SELF INITIATED

A soda brand focused on
delivering delicious soda, while
also allowing you to tap into the
deeper parts of your mind. The
soda cans use abstract shapes to
convey the idea of souls.
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P6

BLENDED
SMOOTHIE
MAGAZINE
CLIPPINGS
(PAGE LAYOUT)
GD 141

A selection of pages from a
smoothie magazine all about the
benefits of smoothies, and select
smoothie recipes you can make.
This magazine aims to educate on
the world of smoothies, and how
to decipher between healthy and
unhealthy smoothies.
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SMOOTHIE BOWL

This pineapple smoothie bowl is loaded with nutrients, and helps to boos
immunity. This smoothie bowl is perfect for the summertime, and is pack
that great pineapple flavor! A fun fact about pineapples is that in the 18th
pineapples served as a status symbol in England. Now grab your blender
pineapple, and lets blend up this tasty treat!

SERVES 2 | DURATION: 10-15 MINUTES

INGREDIENTS
SMOOTHIE BOWL BASE

+ 6 ounces of pineapple juice
+ 4 cups of frozen pineapples
+ 1 cup of granola

+ 2 cup of mangoes

BOWLTOPPINGS

+ 2 cups of granola
+ 1 cup of fresh cut pineapple
+ 2 of a fresh banana

+ 1 tablespoon
of coconut flakes

+ Drizzle of honey

INSTRUCTIONS

1.

4.

5.

8.

Gather your fresh banana, fresh
coconut flakes, granola and hon

Lay out all of your fresh fruit and
the produce. Once washed pat ¢
a paper towel

Once all produce has been wast
out the produce into separate bc
of the fresh produce into the frid
make the smoothie base

Grab your blender, pineapple juic
frozen pineapple, granola and m

Pour 6 ounces of pineapple juice
blender. Less juice will allow the
bowl base to be more thick

Add 4 cups of frozen pineapple,
granola and ¥z cup of mangoes i

Blend on a high setting. Blending
while due to the ratio of fruit to ju
eventually blend. Make sure to ni
as we want to preserve a thickne

Once the smoothie base is all bl
the fresh produce from the fridge
of your ingredients.

Begin assembling your bowl. Pol
smoothie base into the bowl of y
Top with granola first, then drizzl
then layout all of your fruit on tof
granola, and finally top with coc¢
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ARE
SOOI
GOOD

FOR YOU?

BY ANSLEY HILL

Smoothies are an increasingly popular wellness Many smoothies

trend and frequently marketed as a health food. include frozen produce
or ice cubes to give the
These versatile beverages are portable, final product the cool, icy
family-friendly, and maodifiable for any taste consistency of a milkshake.
or dietary preference. Smoothies are easy to However, their flavor profiles
prepare yourself, but you can also purchase vary tremendously depending
fresh or bottled ones from specialty cafés and on the ingredients.
most major grocery stores. cadi
While some types are loaded with COMMON |HGRED|ENTS brew coff
veggies and fruit, others pack sugar Popular ingredients in homemade and SWEETENERS: maple s

As such, you may wonder
whether they're a
healthy choice.

sugar, honey, pitted dates, simple *
fruit juice concentrates, stevia, ice
and sorbet

OTHERS: cottage cheese, vanilla &

FRUITS: berries, banana,
apple, peach, mango,
and pineapple

This article explains

z::gttzil;ﬁoyﬁu vkggg:::;s’_ | g?t:'; rm}:;?r :g:_:-? beans, silken tc
f:bout _srnootﬁies, ﬁglf"‘gam‘::smm I TYPES

;;:;I:nd;;;? r:::’I:h avocado, '3“:3“""'139"- | Most smoothies can be classified i
benafite and beetroot, cauliflower, two of the following categories—th
downsides, whether and carrots ‘ significant overlap between them:
they aid weight loss, NUTS AND SEEDS: FRUIT SMOOTHIES: As the name

and tips for making
nutritionally balanced
versions at home.

almond butter, peanut
butter, walnut butter,

I kind of smoothie usually features a
| types of fruit blended with fruit juic

sunflower seed butter, ¥ milk, or ice cream.
chia seeds, hemp seeds, i
WHAT ARE B ol GREEN SMOOTHIES: Green smo.
5 leafy green vegetables and fruit ble
SMOOTHIES? HERBS AND SPICES: ginger, | water, juice, or milk. They tend to &

Smoothies are thick, creamy beverages
usually blended from puréed fruits,
vegetables, juices, yogurt, nuts, seeds, .
and/or dairy or nondairy milk. NUTRITIONAL AND HERBAL SUPPLEMENTS:
spirulina, bee pollen, matcha powder,

protein powder, and powdered vitamin 1
or mineral supplements r

veggies than regular smoothies, th
| often include a little fruit for sweetr

I PROTEIN SMOOTHIES: Protein si
| usually start with one fruit or veget
liquid, as well as a major protein sc
Greek yogurt, cottage cheese, silke
or protein powder.

turmeric, cinnamon, cocoa powder, cacao
nibs, parsley, and basil

The most basic smoothie starts with two
essential ingredients—a base and a liquid.
From there, you can combine ingredients

to your liking. LIQUID: water, fruit juice, vegetable juice, milk,
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HEALTH BENEFITS OF FRUIT SMOOTHIES

BY LAURA MICHELE OLIVER

Fruit smoothies can be an easy way to nourish
your body with essential nutrients. The best way
to know the exact ingredients in your smoothie is
to make them yourself, All you need is a blender,
fruit and a base, such as water, milk or yogurt.
Making your own smoothies can help prevent
fruit from going to waste, while providing
benefits that will keep you on the right track
towards good health.

VITAMINS AND MINERALS

There are six categories of fruits that contain a
variety of vitamins and minerals—citrus, berries,
tropical, drupes, pomes and melons.

Citrus fruits, such as grapefruit, oranges,
tangerines and lemons, contain good amounts
of vitamin C, potassium and folate. Vitamin C
helps your immune system and synthesizes
collagen that aids in the framework of your body.
Potassium supports your heart function and
helps maintain a normal blood pressure, while
folate promotes healthy cells.

The berry category includes blueberries,
strawberries, blackberries, raspberries,
cranberries and grapes. They contain particular
antioxidants that decrease inflammation and
phytonutrients that help fight disease.

Tropical fruits include papaya, kiwi fruit,
pineapple, avocado, coconut, pomegranates,
bananas and mangoes. Typically, these fruits
are sources of vitamin C, potassium, folate and
manganese, which keeps your bones, blood
sugar, thyroid gland and nerves healthy.

Common drupes fruits are cherries, apricots,
peaches and plums. They provide beta carotene,
potassium and vitamin C. Beta carotene helps
your vision and immune system function properly.

Pomes fruits include apples and pears, which
contain vitamin C and potassium. The melon
category includes watermelon, cantaloupe,
honey dew and casaba, which all contain
adequate amounts of vitamin C,

FIBER

Drinking fruit smoothies can help you reach the
recommended intake of fiber, which is 25 grams
for women and 38 grams for men. One serving of
fruit typically contains two to four grams of fiber
with blackberries, pears and apples having the
highest concentration of five to seven grams per
serving. The soluble fiber found in fruit helps slow
digestion and may help control blood sugar and'
lower cholesteral.

SMOOTHIE BASE

Creating your own smoothie means you get to
choose a base of your liking. You can add water,
cow'’s milk, soy milk or yogurt to the fruit in order
to add bulk. The healthier options would include
water, low-fat milk or low-fat yogurt, which will
add flavor and nutrients without a huge number
of calories. The water will provide your body with
fluid that is necessary for metabolism of food
and transportation of nutrients. The low-fat dairy
contains calcium and vitamin D, which help your
bones stay strong.

SMOOTHIE TIPS

When trying to lose or maintain a healthy weight,
smoothies could be used as a meal replacement,
not an addition. For instance, drink a dairy-based
smoothie for breakfast or drink a water-based
smoothie as a snack. Fruit smoothies can be a
healthy additional any meal plan as long as you
maintain portion control. Consult your doctor on
how to best incorporate smoothies into your

diet plan.
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TROUTDALE
BRAND IDENTITY
GD 222

Branding for the city of

Troutdale, Oregon. This brand
aims to showcase the strength
and rich history of Troutdale, while
also marketing it as @

weekend getaway.
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PRODUCTS

ATTRACTIONS ~ TOTE BAG

ADD TO CART

PRODUCT DETAILS
Troutdale was hamed by pioneer Fabric Type

John Harlow for the trout pond in 100% Polyester

a dale near his house. Troutdale Care Instructions
post office was founded in 1880. Machine Wash

In 1925, a company, the Bissinger

Wool Pullery, was moved from

Sellwood, Oregon, and opened for

business on Macadam Road along

the west bank of the Sandy River.
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PROCESS

TROUTDALE BRAND IDENTITY
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TROUTDALE
TRIP RESEARCH

Growing up my Aunt lived in
Troutdale, so | have a close
connection to the town. | have
been through The Historic
Columbia River Highway
multiple times, and have
visited the town of Troutdale
quite a bit throughout my life.
Going into this project | revisited
the town to get a refresher on
the scenery and the feeling of
the town. | drove all throughout
the town, and then drove
through a bit of the Gorge.

This trip helped me to pull in
some imagery to reference
when | began to delve more
iInto what exactly | wanted

to convey with the Troutdale
brand identity.
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IMAGE RESEARCH
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PERCEPTION
RESEARCH

At the start of the branding
project, | reached out to
multiple people to get their
perceptions on the town of
Troutdale. This helped me to
see the town from a different
perspective, which was helpful
for making design decisions
down the line.
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“The railroad was a very
important historical part of
Troutdale...it was the first stop
before the city”.

“I think of the water tower”.

“Small town atmosphere which
gives a friendly vibe".

“The concert today at Edgefield
brings in big name musical
artists”.

“Nice little town”.

“Positive would be the abundance
of trees and nature that are in
that city or are in the surrounding
areq”.

“The city celebrations which
embraces Troutdale history and a
vision of the future”.
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RESEARCH

After | had visited Troutdale,
and gotten a general
perception view of the town
from other people, | began my
research. | started by finding
general information about the
town, and then digging deeper
by mind mapping and trying
to see the town through many
different facets.
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COMPETITOR
ANALYSIS

When | began my research,

| knew that | wanted to focus
the branding for Troutdale on
tourism. The goal was to make
Troutdale appear as a weekend
getaway, where you could
explore the surrounding nature
and recharge. To gain a better
sense of what other towns
tourism was like, | searched

up surrounding towns website,
to gain a sense of what they
were trying to brand. This
competitor analysis helped
me to understand the other
surrounding towns, and
allowed me to realize how |
wanted to position Troutdale
within the scope of these other
tourism towns.

My Gresham | City Directory | Maps | Events

RESIDENTS BUSINESS SERVICES GOVERNMENT 'ABOUT GRESHAM
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View All Events > Yiew All Services >

GRESHAM, OREGON

== GLADSTONE

lmmm Oregon

GLADSTONE, OREGON

Neighborhoods Transportation and Rog

Welcome to Portland, Oregon

Search Portland.gov [o}

Popular searches

charter, code, policies council videos £
employee portal find a park
jobs & sewer and water bill

business tax

Apply Engage Permits File Pay Report
jobs, licenses, velunteer, construction, request public bills, taxes, fees noise, water
financial advise, parking, trees, records, claims, congerns,

assistance comment, events and treebate pollution. other
testify, atend conditional use complaints

Find services and information by topic

Access and ADA accommeodations Biking Business

ity planning Community education and outreach

May 2021

on and developmen Economic development Environment
Fire and life safety Fire and medical response Garbage and recycling
Jobs and Internships taps and Open Data Novel Coronavirus COVID-19
Parking Parks, recreation, and activities Police and safery
Public records Rent or own property Sidewalks
Transportation and reads Trees Visiting

Water, starmwater, and sewer

See something we could improve on this page? Give website feedback,

The City of Portland ensures meaningful access to Clty programs, services, and activities to
comply with Civil Rights Title Vi and ADA Title Il laws and reasonably provides: translation,
interpretation, medifications, accommeodations, alternative formats, auxiliary aids and services, Explore all services =¥

To raquest these services, contact 503-823-4000 or TTY via Oregan Relay Service: 711.

MNFWE £ ANNOHKNCFRMENTS

FAIRVIEW, OREGON

TS i

Featured News

Join our City Team

Page 37 | Casey Litchfield | Project 7 | Process




WORD LISTS

After | had all of my general
research done, | began making
word lists of Troutdale. | tried
to think about general items or
ideas that | related to the town.
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These word lists helped me to
really uncover the core values
and themes | wanted to convey

with this brand.
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After | had completed my
research, | began the stage
of brainstorming for the logo.
Going into this process, | knew
that | would be creating three
logo options, so when | was .
sketching | explored many T BOUTDALE mgwmw
different avenues, so that | | eowmne e
could find three solid directions. T ROUTDALE IROVTSALE
This process helped me to 0
discover what elements work ;“%@mf RS
well for the Troutdale brand, B AL B DAL
and what elements don’t
work well. Through all of these
sketches | was able to touch PR S —— G R
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TYPOGRAPHY
RESEARCH

For the typography | wanted

a contrast between structured
and curved. With this in mind

| chose to use the typeface
‘Shrimp” as the primary type.
This type is very short and
heavyset, but full of structure,
and has a nice weight to it.

| felt that this type perfectly
represented the rich history

of the town. For the secondary
type | went with "Filson Pro". This
typeface has some nice curves
to it, which | felt complemented
the primary type well.

The curves of the type also
helped to allude to the
Columbia River, and The Historic
Columbia River Highway.
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LOGO OPTION 1

For option 1 of the logo, | chose
to incorporate a trout, and

the iconic gateway to the
Gorge. Both of these objects
are very notable aspects of
Troutdale, and help to highlight
some of the towns most
prominent imagery. For this
mark | structured the trout, the
wave, the water drops, and the
gateway within a circle. This
helps to center the logo, and
frame all of the elements in a
cohesive way.
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LOGO OPTION 2

For option 2 of the logo, |
wanted to combine the art of
Troutdale, and the joining of
the Sandy and Columbia River.
The shape of the T represents
the two different rivers meeting
together, which is also seen
near the bottom with the
shapes beside the T. The
designs within the T reference
the art of Troutdale, which is
often sharp and has a very bold
edge to it. The word “Troutdale”
helps to center the logo above
and provide support.
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LOGO OPTION 3

For option 3 of the logo, |
wanted to convey the strength
and history of Troutdale. |
chose to combine their historic
water tower along with railroad
tracks, since the town was

able to expand through the
railroad industry. The top part
of the logo is shaped like the
water tower, while the railroad
tracks act as supporting beams
beneath. The word Troutdale
goes through the center to
highlight how Troutdale is
comprised of both of these
important objects.
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LOGO PROCESS
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FINAL LOGO &
REVISION

For the final logo | chose to

go forward with the water tower
logo. | chose this logo because
going into the identity of the
brand, | wanted to convey
Troutdale as a strong town,
that is full of rich history. This
logo was the most bold and
structured, which were key
features | wanted to showcase
with Troutdale. After | had
finalized my logo, | revised it
once more, so that | could get
it closer to the true identity |
wanted to show with Troutdale.
For the revising process | gave
the word “Troutdale” more curve
so that it sat better between the
two parts of the water tower. |
gave the railroad tracks more
of an angle, and expanded

out their weight a bit. For the
top part of the logo | added a
shape that was inspired by the
Troutdale bridge. This helped

to give the top part more
structure , and allow Troutdale
to sit more strongly between
these elements.
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FINAL LOGO PROCESS

Logo shape
represents the
old historic
water tower of
Troutdale
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The circle and angled lines on the
top reference the architecture of the
Troutdale bridge
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Curve of “Troutdale” mimics
the gate entrance into
Troutdale known as the
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Base of the logo references
the railroads throughout
Troutdale
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COLOR
EXPLORATION

For the colors of the brand, |
wanted to convey a calm yet
energized feeling. To achieve
this | combined multiple blues
with a pop of orange. This color
palette allowed me to create
designs that were both bold,
and subdued.
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For the visual theme, | wanted
to create a cohesive design
that reflected the natural
elements of Troutdale. When

| visited Troutdale, | was
heavily inspired by all of the
surrounding nature, and how
that nature was incorporated
INnto the town.
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VISUAL THEME-
PATTERN

The rock pattern was

inspired by the rock surfaces

| saw driving throughout the
Gorge, and Troutdale. | felt
that this pattern helped to give
strength to the brand, and was
overall very structured, yet
semi-organic.
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VISUAL THEME-
CURVED LINE

The curved line was
Inspired both by the curves
of the Columbia River, and
The Historic Columbia River
Highway. | felt that the curve
helped to show the natural
aspects of Troutdale, while
also acting as a useful tool
for eyeflow. | could use this
curve to direct the viewer to
prominent pieces

of information.
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VISUAL THEME PROCESS
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BRAND BOOK SKETCHES BRAND BOOK ITERATIONS
DEVELOPMENT
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FINAL BRAND BOOK LAYOUT
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INTERFACE SKETCHES IMAGE RESEARCH  FINAL DEVELOPMENT
DEVELOPMENT -

Once | had finalized my visual

theme and brand book, | o a8
created an interface for an app. .
This helped me to visualize the ATTRACTIONS
brand in a different way. For the - g l |
app | chose to make it about -
the town of Troutdale, and the "
attractions you can find there. - =
This app was designed to make i
Troutdale more accessible, so st

that more people would be able
to quickly see all that Troutdale
has to offer.

= 4% B
PRODUCTS
TOTE BAG

ADD TO CART

PRODUCT DETAILS
Fabric Type
% Polyester

Discover
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TOTE BAG
DEVELOPMENT

Since | wanted to brand
Troutdale as a weekend
getaway, | felt that a tote bag
would be a good piece of
merchandise for people to use
while visiting Troutdale, and to
use in their daily life. For the
tote bag I initially focused on
the pattern as the main focus,
but then as | developed it more,
| focused in on the curved line.

SKETCHES IMAGE RESEARCH ITERATIONS

Page 58 | Casey Litchfield | Project 7 | Process




THANK YOU!



