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p1
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.
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p2
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 a 
classical and timeless design, 
while also using a striking color 
palette to help modernize the story.
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p3 
HYPNO  
MAGAZINE
gd 221
A magazine publication focused 
on the science of hypnosis. This 
magazine 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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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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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. I chose 
to focus specifically on cells because I 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, I 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, I worked in a very playful 
and abstract direction; I wanted to showcase cells as having an organic 
energy and being full of life. With this in mind, I used blacks, blues, and 
yellows as the primary colors for the brand. To make the foreground pop,  
I 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, I 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 I was able to present the subject matter 
of cells in an exciting and distinctive light.
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p5 
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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p7 
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 a  
weekend getaway.
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pROCESS
troutdalE BRAND iDENTITY
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troutdalE  
TRIP RESEARCH
Growing up my Aunt lived in 
Troutdale, so I have a close 
connection to the town. I 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 I revisited 
the town to get a refresher on 
the scenery and the feeling of 
the town. I 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 I began to delve more 
into what exactly I wanted 
to convey with the Troutdale 
brand identity. 
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IMAGE RESEARCHimagE RESEARCH
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PERCEPTION 
RESEARCH 
At the start of the branding 
project, I 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.

“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 
area”.

“The city celebrations which 
embraces Troutdale history and a 
vision of the future”.
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RESEARCH 
After I had visited Troutdale, 
and gotten a general 
perception view of the town 
from other people, I began my 
research. I 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 I began my research,  
I knew that I 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, I 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 I 
wanted to position Troutdale 
within the scope of these other 
tourism towns. 

FAIRVIEW, OREGONPORTLAND, OREGONGRESHAM, OREGON

GLADSTONE, OREGON CAMAS, WASHINGTON



word LiStS
After I had all of my general 
research done, I began making 
word lists of Troutdale. I tried 
to think about general items or 
ideas that I related to the town. 
These word lists helped me to 
really uncover the core values 
and themes I wanted to convey 
with this brand.
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logo SKETCHES
After I had completed my 
research, I began the stage 
of brainstorming for the logo. 
Going into this process, I knew 
that I would be creating three 
logo options, so when I was 
sketching I explored many 
different avenues, so that I 
could find three solid directions. 
This process helped me to 
discover what elements work 
well for the Troutdale brand, 
and what elements don’t 
work well. Through all of these 
sketches I was able to touch 
on many different parts of 
Troutdale, which eventually led 
me to three distinct directions.
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SHRIMP FILSON PRO
FINAL TYPEFACES

typography 
rESEARCH
For the typography I wanted  
a contrast between structured 
and curved. With this in mind 
I 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. 
I felt that this type perfectly 
represented the rich history  
of the town. For the secondary 
type I went with "Filson Pro". This 
typeface has some nice curves 
to it, which I 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, I 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 I 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.

SKETCH DIRECTIONS

TIGHT ROUGH final logo
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LOGO OPTION 2
For option 2 of the logo, I 
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.

SKETCH DIRECTIONS

TIGHT ROUGH final logo
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LOGO OPTION 3
For option 3 of the logo, I 
wanted to convey the strength 
and history of Troutdale. I 
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. 

SKETCH DIRECTIONS

TIGHT ROUGH final logo



LOGO PROCESS
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prOCESS

final logo final logo rEVISED

final logo & 
rEVISION
For the final logo I chose to  
go forward with the water tower 
logo. I chose this logo because 
going into the identity of the 
brand, I 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 I wanted to showcase 
with Troutdale. After I had 
finalized my logo, I revised it 
once more, so that I could get 
it closer to the true identity I 
wanted to show with Troutdale. 
For the revising process I gave 
the word “Troutdale” more curve 
so that it sat better between the 
two parts of the water tower. I 
gave the railroad tracks more 
of an angle, and expanded 
out their weight a bit. For the 
top part of the logo I 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.



FINAL LOGO PROCESS
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Base of the logo references 
the railroads throughout 
Troutdale

Curve of “Troutdale” mimics 
the gate entrance into 
Troutdale known as the 
Gateway to the Gorge

The circle and angled lines on the 
top reference the architecture of the 
Troutdale bridge

Logo shape 
represents the 

old historic 
water tower of 

Troutdale

Troutdale Bridge

Gateway to the Gorge

Old 
Historic
Water 
Tower

Union 
Pacific
Train Car



FINAL BRAND COLORS

COLOR 
EXPLORATION
For the colors of the brand, I 
wanted to convey a calm yet 
energized feeling. To achieve 
this I 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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viSUAL THEME 
SKETCHES
For the visual theme, I wanted 
to create a cohesive design 
that reflected the natural 
elements of Troutdale. When 
I visited Troutdale, I was 
heavily inspired by all of the 
surrounding nature, and how 
that nature was incorporated 
into the town.
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viSUAL THEME 
DEVELOPMENT
During the development stage 
of the visual theme, I tried to 
see how I could morph each of 
these themes. For the pattern 
I played with separating out 
all of the shapes, but found 
that it began to lose a lot of its 
structure. For the curved line, I 
originally had the shape a little 
more organic and irregular. 
When blown up this caused the 
shape to be overly prominent, 
which led me to simplifying it 
down to just a line.
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SKETCH DIRECTIONS

TIGHT ROUGH final thEME

VISUAL THEME-
pATTERN
The rock pattern was  
inspired by the rock surfaces 
I saw driving throughout the 
Gorge, and Troutdale. I felt 
that this pattern helped to give 
strength to the brand, and was 
overall very structured, yet 
semi-organic. 
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SKETCH DIRECTIONS

TIGHT ROUGHS final thEME

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



viSUAL THEME PROCESS
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SKETCHES BRAND BOOK ITERATIONSbrand book 
dEVELOPMENT
The brand book was one of the 
most prominent pieces of this 
project, because it was a way 
to fully showcase all that this 
brand encompassed. I wanted 
the layout to feel very open, 
and allow the visual theme to 
carry the viewer throughout  
the book.
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final brand book layout
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SKETCHES IMAGE RESEARCH final dEVELOPMENTintERFACE 
DEVELOPMENT
Once I had finalized my visual 
theme and brand book, I 
created an interface for an app. 
This helped me to visualize the 
brand in a different way. For the 
app I chose to make it about 
the town of Troutdale, and the 
attractions you can find there. 
This app was designed to make 
Troutdale more accessible, so 
that more people would be able 
to quickly see all that Troutdale 
has to offer.
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SKETCHES IMAGE RESEARCH ITERATIONStotE BAG 
DEVELOPMENT
Since I wanted to brand 
Troutdale as a weekend 
getaway, I 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 I developed it more, 
I focused in on the curved line.
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