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mark bonner 
mark began his career with 
a D&aD New blood Yellow 
pencil, which he earned in 
1991 as a student at Kingston 
university. He went on to 
co-found top agency GbH in 
1999, and is D&aD president 
for 2015. He writes about his 
involvement with our brand 
impact awards on page 22.  
www.gbh.london

eve duhamel 
eve is one half of vallée 
Duhamel, the canadian 
design agency she founded 
with fellow creative Julien 
vallée. the design duo 
creates images and videos 
for a wide range of clients. 
check out how they put 
together a promotional video 
for samsung on page 90. 
www.valleeduhamel.com

harry bingham 
Harry worked as a graphic 
artist at the bbc before 
taking up a designer role 
at london-based agency 
rose, where he works on a 
broad range of cultural and 
corporate clients. Harry 
demonstrates the work that 
goes into designing an arts 
catalogue on page 83.  
www.rosedesign.co.uk

emma thomas  
emma is a designer and 
co-founder of a practice for 
everyday life (apFel) with 
Kirsty carter. the studio 
is known for its intelligent, 
playful and well-researched 
output. For insight into how 
apFel crafts its client-winning 
portfolios, turn to this issue’s 
special report on page 46.  
apracticeforeverydaylife.com

gavin potenza 
Gavin is an illustrator and 
designer working out of 
brooklyn, New York. in 2010, 
he was named a Young Gun 
by the art Director’s club 
and his work has featured in 
many books and magazines. 
Gavin illustrated this issue’s 
cover, as well as the portfolio 
special report on page 46.  
www.gavinpotenza.com

With the frenzy of graduate show season just a few months 
away now, welcome to our Portfolios special – dedicated 
to that all-important craft of using your previous work to win 
more work, whether that’s a commission or an in-house job.

With a proliferation of digital platforms to choose from, the 
very nature of a design portfolio has changed significantly over 
the last decade. With this in mind, we asked regular CA contributor 
Adrian Shaughnessy to explore what makes a folio fit for purpose 
in the modern design marketplace – while our advice-packed second 
feature reveals exactly what hiring creative directors are looking for.

I’m also delighted to announce the launch of the second annual 
Brand Impact Awards, CA’s international competition to celebrate 
the very best in branding across all market sectors.

Judges include creative directors from GBH, The Partners and 
Wolff Olins, as well as client-side commissioners and consultants 
with senior experience at global brands such as Tesco, Mars and 
Adidas. The entry period runs from 10 March to 18 June 2015, 
and you can find out more on page 18.

There’s an extra special treat next month, when we explore how 
the most groundbreaking print and digital treatments can be used 
to enhance your design work, and of course you can expect a tactile 
collectable cover to show we practice what we preach. Don’t miss it.

nick carson
eDitor
nick.carson@futurenet.com





Tim HarDwick
OPERATIONS EdITOR
Tim spent much of the month huddled in front of his 
gas fire after temperatures took a tumble and winter 
winds whistled through every gap in the Georgian 
windows of his hilltop flat. He’s moving underground.

julia sagar 
COMMISSIONING 
EdITOR

beren neale
COMMISSIONING 
EdITOR

sammy maine
STAFF WRITER

marTin cOOPer
COMMISSIONING 
EdITOR

nick carsOn
EdITOR
Nick enjoyed filming next issue’s designer Series 
documentary over at GBH, and is already making 
plans with fellow Brand Impact Awards judge Mark 
Bonner to take this year’s contest to the next level.

jO gulliver
ART EdITOR
Jo left the market town of Corsham this month to 
move to Bath (where Computer Arts lives). She also 
had an odd recurring dream about smoking curly 
cigarettes; tweet your interpretations to @jogulliver.
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 meet the te am

ricH carTer
dESIGNER
Rich watched England’s rugby victory this month 
but still doesn’t know how penalties get awarded. His 
bother dissolved however when his Apple TV arrived 
and he discovered the TV series Girls on Sky Atlantic.

TyPefaces
Trump Gothic West, Neutraface  
Text & display, Calluna
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43  WIN ADOBE CREATIVE CLOUD
81  WIN AN APPLE WATCH

T W O GR E AT  C Omp E T I T IOnS !

10  TRENDs: Data visualisation by made thought and 
Field, plus bright, bold bobble hats from lazy oaf  

 
14  PEOPLE: Designer becca allen opens her studio, and 

animator ricky martin discusses his new cbbc show

16  PLACEs: vicky pinnington, designer at liverpool 
studio uniform, picks out her city’s creative hotspots

18  EVENTs: the launch of ca’s very own brand impact 
awards 2015, plus top tech trends from Future15

22  DEsIGN NEEDs A CHAMPION: D&aD president 
mark bonner considers the many challenges and 
opportunities of the modern design industry

26  PLUG THE TALENT DRAIN: Dawn Hancock on why 
raising awareness of home-grown talent can help keep 
the local creative community together

28  THE POWER Of sILENCE: ije Nwokorie challenges 
the status quo with a brand message that puts people 
before commercial revenues

83  DEsIGN AN ART CATALOGUE: rose designer 
Harry bingham reveals how he created an art brochure 
for london’s the serpentine Gallery

94  sHOOT PRINT WORK fOR YOUR fOLIO 
best-practice advice for photographing your 
tactile print projects more effectively

ShOWCASE
our selection of 
the world’s best 
new graphic design, 
illustration and motion 
graphics work  30

CUlT UR E 

InSIGh T

V IDE O  WA l K T hR OUGh

nE E D T O  K nO W
pROjECT DIARIES
a modern, flexible brand identity for london luton airport, an illustrated 
storybook by design brothers, and a lo-fi short for a samsung stylus   75
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Developing a handwriting font for lush

tweaking a logotype for juice brand michel

the latest in our exclusive series of video 
documentaries visits the brixton-based 
bespoke type specialist  56

VIDEO InSIGhT: 
DAlTOn mA AG

ThE ChAnGInG fACE Of DESIGn pORTfOlIOS
is a physical portfolio necessary? What is the best way to show your work to encourage 
someone to hire you? adrian shaughnessy answers pressing portfolio questions   46

Three great ways to subscribe 
to the world’s best design mag:
• Print  • Digital  • Both
See page  44

SUBSCRIBE AnD 
SAVE Up TO 59%

  S p e c i a l  R e p o R t  

hOW TO GET nOTICED
Garrick Webster seeks out the design 
industry’s top creative directors to find out 
what impresses them in a portfolio  60

ClARA TERnE
the swedish-born art director and 
storyteller on how to compile a dazzlingly 
diverse portfolio of work  66

  i n d u S t R y  i S S u e S    i n  c o n V e R S at i o n  

fREE  
50-pAGE  
eBOOK!

see page  55
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m
ade Thought and Field have 
collaborated to beautify 
performance data in honour 

of former tennis world number-one 
Caroline Wozniacki, for the Stella 
for Adidas SS15 Barricade collection.

Data visualisation has never looked so 
elegant. Aware of the sports industry’s 
current preoccupation with performance 
information and data analytics, design 
consultancy Made Thought was inspired 
to create a film that also focused on the 
theatre of the game. 

The artistry and power of Caroline 
Wozniacki is illustrated through the 
creative interpretation of the data 
used by tennis coaches to study swing 
direction and map ball trajectory.

Overlaying dynamic animated flow fields 
with footage of Wozniacki’s expert swing, 
the video is a deliberate hybridisation of 
style and performance, in an attempt to 
mirror the melding of Adidas’ technological 
expertise with the classic beauty of Stella 
McCartney’s creative direction. 

www.madethought.com
www.field.io

Each month, our Trends section is curated 
by experienced creative consultancy 
FranklinTill (www.franklintill.com).

Elegant 
Data
Data visualisation has never 
looked more beautiful than 
in Made Thought and Field’s 
promo for Stella McCartney

 W e  L O V e . . .  

http://www.madethought.com
http://www.field.io
http://www.franklintill.com


L
azy Oaf founder Gemma Shiel has come a 
long way since she began selling handmade 
T-shirts at a market stall back in 2011. 

Graduating from university with a degree in textile 
design and screen-printing, the designer went 
on to launch one of the most forward-thinking 
independent fashion labels in recent years. 

Moving on from T-shirt designs, Lazy Oaf has 
expanded into all kinds of products, from dresses 
and shirts to purses and phone cases. Featuring 
in-your-face aesthetics, the attire takes its inspiration 
from cartoons, junk food and cute-as-heck critters 
with plenty of humour for that extra spark. Having 
previously released collaborations with Looney 
Tunes, Batman and Garfield, its collections garner 
the attention of fashion lovers all over the world. 

Shiel takes care of most of the illustrations 
herself, bringing in assistant designers when things 
get a bit hectic. This collection of bobble hats is 
all about clashing colours and daring statements, 
like ‘F*** THIS NOISE’ and ‘FOREVER DUMB’. 
Made with 100 per cent acrylic and with an 
array of multi-coloured choices, these woolly 
wonders are bound to create a stir.

Lazy Oaf’s selection of bright and 
bold bobble hats are the perfect 
head candy for any design fan

HAT TRICK

product:  
100 per cent acrylic bobble hats 
with a diameter of 48cm for the 
more adventurous accessoriser. 
www.lazyoaf.com

coSt: £5 each

 D E S I G N E D  F O R  L I F E  
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  mainsTREam 
Colourful marbling 
in tasteful colour- 
ways is applied 
as a background 
pattern to create 
a modern lux look.

  sTiLL FREsH 
Overlaid blocks 
from harmonious 
colour palettes 
help achieve 
a bold graphic 
statement.

  EmERging 
Taking inspiration 
from 3D modelling 
tools, wireframes 
can help provide 
graphic inspiration 
for patterns.

T R E n D i n g
Stay one 
step ahead 
with our 
barometer  
of visual cool 
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Soofiya Chaudry is a 
graphic designer and 
typesetter hailing from 
London. She’s currently 
studying for an MA 
in Book Design at  
Reading university. 
www.soofiya.com

Jazzy  
nail art
Generally the 

more work I have on, 
the more elaborate the 
nail art gets. I’ve even 
mastered painting with 
my non-dominant hand. 
Cheers procrastination!

Ugly shirts 
and JUmpers
These are a 

must. I like things to be 
so bright they glow in 
the dark. I never really 
understood the whole 
‘less is more’ thing.

garish 
coloUrs
I fell in love with 

how tacky these trainers 
are, they’re my current 
favourite. Bonus points 
for mismatched socks. 

BEaUTifULLy TaCky 
and gaRish 

 M y  s t y L E  i s . . .  
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A
lthough primarily known for 
their award-winning movies, 
Aardman Animations also 

creates forward-thinking and user-
friendly games, websites and apps for 
kids. Ricky Martin is a member of its 
digital department, helping to develop 
new ideas and properties. Earlier this 
year, he combined his talents with his 
passion for getting kids creative and 
launched a new weekly TV show for 
CBBC – Art Ninja. Dabbling in expert 
animation, mind-blowing drawing and 
painting skills, the show aims to get 
kids creating their own unique art.

Tell us a bit about Art Ninja...
The road to Art Ninja is a long story for me. 
Dot To Dot productions in London was 
looking for a recommission of its previous 
art show, but the CBBC commissioner had 
other ideas (thankfully for me) and got them 
to contact me and develop a new art brand.

We met up and over a few weeks we 
developed a format we were excited about. 
We were going for Naked Chef, meets Art, 
meets Jackass. Back then the working title 
was ‘Art Monkey’. I’m glad it wasn’t the final 
title, as I’d probably have had to monkey 
about everywhere with my arms curled 
under my armpits. Nick Hutchings was our 

ricky martin is 
an animator and 
presenter for  
cbbc’s art Ninja

ART ATTACKS
 N E W  V E N t U r E s  

Working by day as an animator at aardman, 
Ricky Martin has taken his talents to the tv 
in the form of new cbbc show art Ninja

series producer and writer and he developed 
the ideas into a kind of sitcom, which oddly 
works quite well!

How do you prepare content and 
projects for the shows?
I really wanted the ‘makes’ and animations 
to be something children could do straight 
away, or larger inspirational pieces. I think 
we created a nice balance of accessible and 
aspirational art, without talking down to our 
audience. We wanted to get a good cross 
section of animation styles and techniques 
to get the kids excited. I also had quite a lot 
of input on the ‘big makes’ that we perform 
at the end of each episode. Developing 
these was a case of finding an art-form that 
we could radically simplify and blow up big. 
All of these big makes needed to have an 
enjoyable process, so it wasn’t just about the 
finished piece but the fun that could be had. 

Why did you embark on Art Ninja?
I loved art shows when I was younger and 
religiously watched Art Attack, SMart and 
things like Take Hart. A friend of mine said 
it was important to do something every day 
that scares you – he was actually talking 
about skateboarding but I took it on board in 
a different way. The prospect of presenting 
a CBBC series did (and still does a little bit) 
scare me. So I had to do it.

What has been your favourite moment?
My favourite thing so far is having my friends 
in the show. I work with Gavin and Sarah 
every day at Aardman; Rich is a close friend, 
we get together every now and then and give 
a hand to one another on various projects. 
The crew was super small and close-knit too.  

How has the reaction been?
It’s actually been amazing. I have heard that 
friends’ kids talk about it in the playground, 
text each other after it’s aired to chat about 
it, and I’ve even had Facebook messages 
from friends saying they now hate the sound 
of my voice as their kids have made them sit 
through the same episode four times!

What has been most surprising about 
the show so far?
Because of the time between shooting 
Art Ninja and it airing, I did have a chance 
to take a step back and watch it subjectively 
as a member of the audience. I was a bit 
nervous about it airing but I think due to the 
hard work from the crew and guidance from 
execs, it’s become a really impressive show.  

 www.bbc.co.uk/cbbc/shows/art-ninja
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InspIred by candy  
shop colours

 m y  d e s i g n  s p a c e  i s . . .  

attached to the front of her house, Becca Allen’s new studio sweet 76  
is a pick ‘n’ mix of open house workshop and calm colourful retreat

1

4

2

W  orking three days of the week as 
senior designer at Meor Design 
studio in St Ives, UK, and three 

days in her studio Sweet 76, Becca Allen 
splits the seventh day between running 
workshops for local creatives and starting 
up her own print and sew brand.

Studio 76 is her haven of colour. “Even 
when I think I like monochrome work and 
buy black and white furniture, I end up 
covering it in plants and brightly coloured 
ceramics,” she says. “I like to work in a bright, 
airy space with lots of visual stimulation.”

The studio used to be a sweet shop 
70 years ago, and as it’s number 76 on the 
street, its name was as inevitable as a visit 
to the dentist. “The door opens out onto 
the town’s high street,” says Allen, “so in 
the summer I can leave it open and chat to 
passers by. It’s also just been approved by 

the council to open up in the evenings to 
run workshops.”

Inside, a self-contained screenprinting 
exposure unit (1) is evidence of Sweet 76’s 
open door nature. “This studio is a part-time 
community workshop space where I’m 
planning to run print lessons,” says Allen. 
“I also sell screen-printed goods, so having 
a neat compact A3 screenprinter on my 
desk inspires me to put it to good use.”

A fan of scouring car boot sales and 
flea markets, Allen has started a collection 
of aesthetic and useful trinkets, including 
these porcelain hands (2). “They’re beautiful 
and functional objects that add a playful 
element to the studio,” she adds.

Another collection that’s taken up 
residence in Sweet 76 is her fabrics (3). 
Naturally gravitating to the colour-mad 
fabrics of the 80s, Allen is currently, “using 

fabric to print my own cushion covers, small 
zip bags, purses and other fabric delights.”

Even the usually dull business side of 
things has a splash of colour in Sweet 76, 
as this plissé folder by Hay attests (4). 
“A colourful way to jazz up my receipts 
and invoice stash,” says Allen of her neon 
accordion folder. “It’s such a visual treat it 
encourages me to document my spending 
and to keep all my receipts.”

Rounding off Sweet 76’s mix of colour 
and culture is her Portuguese rug by Gur 
(5), a company committed to traditional 
creative techniques and materials. “They use 
different illustrators, artists and designers 
for their collection of amazing rugs,” she 
says, “and this red face, designed by Jose 
Cardoso, welcomes me into the studio 
in the mornings.” Yet another injection of 
colour to start each and every busy day. 

3

5

becca allen is a 
freelance designer 
and illustrator splitting 
her time as a senior 
designer at meor 
Design and her own 
studio sweet 76, 
both in st ives.



 TaTe LiverpooL
The Albert Dock 
www.tate.org.uk/visit/tate-liverpool
We’re lucky enough to have one of the 
world’s most famous galleries on our 
doorstep, hosting major exhibitions from 
the likes of Warhol and Magritte. It’s also 
housed in one of the former warehouses of 
the iconic Albert Dock. The spectacular views 
looking out onto the river never fail to inspire.

 BaLTic TriangLe
www.baltictriangle.co.uk
Liverpool’s Baltic Triangle is a hive of activity 
and a great place for creatives to work and 
play. Photographers, recording studios and 
acclaimed art and design festivals all call the 
Triangle home, so inspiration is never too far 
away. Grab a bite to eat or just hang out at 
Camp and Furnace’s eclectic warehouse.

 BoLd STreeT
http://bit.ly/1A8BbH1
Our office is based in the heart of Bold 
Street, surrounded by a maze of creative 
finds. Check out the moving image at FACT 
(Foundation for Art and Creative Technology) 
or movie nights at the bombed-out church 
showcasing classic and cult films. And dine at 
fashionable eateries like Leaf, where evening 
events are always popular with local creatives.

 Hope STreeT
http://bit.ly/1Cdhyv4
Stretching past Liverpool’s two cathedrals, 
Hope Street’s Georgian environs offer endless 
inspiration. Look out for the interesting 
sculptures such as the concrete cast luggage 
stacked on the pavement, and absorb the 
city’s performing arts talent at the Everyman, 
Philharmonic Orchestra, LIPA (Liverpool 
Institute of Performing Arts) or Unity Theatre. 

 cenTraL LiBrary
William Brown Street,  
http://bit.ly/1E2crNS
After recent renovation, Central Library 
on William Brown Street is modern and 
attractive. From the amazing contemporary 
architecture that complements the historic 
facade to the granite carpet that draws you 
in at the entrance. Inside, millions of rare 
documents and books wait to be discovered 
in rooms like the beautiful Picton library.

  Vicky Pinnington is a designer at creative consultancy Uniform, where she works on branding and 
design projects including the place branding of Wirral Waters, the largest regeneration project in  
the UK. Other Uniform clients include Warwick Arts Centre and Belling. www.uniform.net
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LiverpooL, engLand
A graphic designer at liverpool studio Uniform, Vicky Pinnington 
waxes creatively about the inspirational sights and sounds that 
the world-famous port city has to offer

 C R E AT I V E  q u A R T E R S  



G
oing solo or joining a studio may seem 
like obvious routes into the design 
world. But some creatives seek strength 

in numbers and a trusted network of talent to 
draw on and realise their wider ambitions. 

Take Shillington graduate Jack Beckett. 
Jack began his working life as an art technician, 
hanging artwork in London galleries. “I’d always 
been interested in graphic design,” he says, “but 
I never wanted to be just a ‘designer’.” So, after 
graduating from the Shillington full-time graphic 
design course in 2009, he put his plan into action: 
to build a network of artists, photographers, set 
builders and developers that could react quickly 
and economically to projects, whatever the brief. 
Two years later, The Outside Collective was born. 

Managing group dynamics in an evolving 
media sector is a big ask, but the risk paid off 
and Jack’s bravery has allowed him to work 
with designers, academics and key industry 
insiders across a variety of platforms. “Many 
were major inspirations for me growing up, and 
have influenced my work and the company’s 
direction,” he says. “Every day is a new adventure.” 

Indeed, The Outside Collective has 
successfully delivered projects for a wealth 
of clients, engaging contemporary brands 
through a combination of graphic design, digital, 
film, photography, street art and illustration. 

The agency’s motto? “Learn the rules, break 
the rules, paint the walls.”   

Since graduating from Shillington, multidisciplinary designer 
Jack Beckett has gone from strength to strength

The OuTside COlleCTive
 S H I L L I N G T O N  P R E S E N T S  

computerartS.creativebloq.com
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  P R O m O T I O N a L  f E aT u R E  CULTUR E

The Outside Collective was 
commissioned by Shine 
Communications to create its 
2014 Trend Report ‘Collision 
Culture’. They used bespoke 
artwork and illustrations to 
represent the various trends, 
and also handled the project’s 
printing and creative direction.

To celebrate the launch of the new 
adidas ZX Flux sneaker, The Outside 
Collective created a pop-up exhibition 
with renowned collector Robert 
Brooks. “We handled all aspects of the 
event, from creative direction to the 
physical installation,” says Jack. “It was 
a career highlight for me — especially 
as a self-described ‘sneakerhead’!”

adidas Zx Flux launch Build

collision culture



A
fter a phenomenally successful 
inaugural year in 2014, we are 
delighted to announce that 

Computer Arts’ Brand Impact Awards 
are returning for 2015. So what are 
they all about, and more importantly, 
why should you care?

In short, the Brand Impact Awards 
are designed to celebrate the very best 
in commercial branding design, across 
two distinct streams.

These are branding programmes – 
which include completely new identity 
schemes or major rebrands – and branded 
campaigns, which cover any projects that 
are designed to extend or enhance an 
existing brand or sub-brand.

Beyond a stunning piece of design 
work, our discerning judges will be looking 
for consistency of application across 
various touchpoints. Work will be judged 
according to the market sector for which 
it was designed, with categories including 
sports, culture, fashion, entertainment, 

The second annual Brand Impact Awards, Computer Arts’ 
very own scheme to celebrate the very best in branding 
design, launches this month. Nick Carson explains more

CA SEEKS WORLD’S 
BEST BRANDING

 L A U N C H :  b r A N d  i m p A C t  A wA r d s  2 0 1 5  

D&AD president Mark Bonner  
will also be joining me as co-chair of 
judges, and he explains why he chose to 
get involved in the Insight section  
on page 22.

As well as coveted Best of Show 
Awards for both branding programmes 
and branded campaigns, there will be 
special awards to recognise a particularly 
fruitful collaboration – whether between 
agency and client, two or more agencies, 
or with the public at large – and branding 
work that has significant social impact, 
which will be judged by a public vote.

2014’s big winners included johnson 
banks, hat-trick, Rose and R/GA, with 
over 150 entries submitted by top 
agencies from across the UK and beyond. 
We expect 2015 to be even bigger and 
better. So what are you waiting for?  

ENTER YOUR BEST  
BRANDING WORK NOW AT  
www.brandimpactawards.com

education, finance, publishing, not-for-
profit, technology and many more.

To ensure a balanced judgement, the 
judging panel is split between creative 
directors at top branding agencies – 
including GBH, Wolff Olins and The 
Partners – and client-side creatives.

In the course of their careers, these 
client-side judges have accumulated 
hands-on experience developing brands 
and commissioning design work at a huge 
range of global corporations, including 
Tesco, Mars, Adidas, Virgin, Barclays, 
HSBC and Crabtree & Evelyn.

“beyond stunning 
design, judges will 
look for consistency 
of application”

CompuTerArTs.CreATIveBloq.Com
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Last March, the great and good of branding packed 
out the London Film Museum for the inaugural 
Brand Impact Awards. 2015’s event will be held at 
the Grand Connaught Rooms in September

   Rose’s Labyrinth project for London Underground 
picked up Best of Show (branded campaigns) in 2014

   Belgian agency Coast’s scheme for Smets department 
store won Best of Show (branding progammes) last year

Location 
london, uK
brandimpact 
awards.com

EntRY PERioD 
10 march– 
18 June 2015

JUDGES
Co-chairs: mark 
Bonner, D&AD 
president and 
GBH creative 
director; and 
Nick Carson, 
CA editor (see 
panel to right)

KEY inFo

brand
impact
awards.



 E V E N t  r E p O r t:  f U t U r E 1 5  

w
e partnered with Engage to host 
Future15, a two-week pop-up 
festival of tech and design in the 

FLUX Lounge. Each exhibitor was hand 
picked by us and curated to showcase 
the hottest trends for 2015. 

On display was a veritable feast of 
immersive products set to change the 
way consumers interact with brands. 
They covered the whole spectrum of 
technology, including the latest LEAP 
Motion technology teamed with Oculus 
Rift, an array of wearables and dynamic 
projection mapping. 

We know that people see through 
anything that’s too salesy. In this post-
digital age, brands have to make things 
with more integrity, things that appeal 
to us more as human beings. Tech can 
enhance this by being the platform on 
which the story is told or where the 
experience takes place; the optimum 
word here being ‘enhance’. What a lot 
of people – retail partners particularly – 
are interested in is blending technology 
with real-world experiences.

Looking to the Future
Brand experience agency engage partnered with design 
team studio output to envision branding in a post-digital age; 
Ian Hambleton was at the FluX lounge in east london

At Future15, the vast majority of 
technology relied upon human input 
for the experience to be complete. The 
audience immediately have more invested 
interest and are encouraged to take an 
individual journey to craft their own 
experience within the parameters of 
technology and brand. Whether they’re 
the catalyst, the metric or the decision 
maker, the audience is consistently an 
influencer in the unfolding experience. 
This part-ownership is a key tactic that 
brands can tap into. 

The emergence of Immersive Studio 
is a great trend to come out of Future15. 
In a world where almost everything we 
see is inherently sharable with the rest 
of the world over the internet, being able 
to experience something first hand is fast 
becoming more of a luxury. When brands 
manage to be the first to capture that 
‘wow’ content, they truly entertain and 
engage their audience. 

It is these authentic and magical 
moments that convert those who know 
the brand into super-fans. 

CompuTerArTs.CreATIveBloq.Com
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ChRIS MOODy 
Creative director,  
Wolff Olins 

GREG QuINTON 
Executive creative director,  
The Partners 

DILyS MALTBy 
Senior partner,  
Circus 

DEE COOpER 
Creative director,  
Decide 

GARy ASpDEN 
Brand consultant,  
Adidas 

KATE ShAW 
Creative director,  
Crabtree & Evelyn

DAvID DELANEy 
SVP global advertising 
and brand engagement, 
Franklin Templeton 
Investments

JOE FERRy 
Creative director,  
Mars

judges include...
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and has become a truly global 
event; workshops, screenings, 
installations, exhibitions, parties… 
you name it, they’ve got it.

EVERYTHING IS DESIGN: 
THE WORK OF PAUL RAND
UN T IL 19 JULy
Museum of the City of New York, 
1220 Fifth Avenue,  
New York, USA
www.mcny.org
Celebrating a true titan of design, 
Paul Rand, this exhibition features 
more than 150 examples of the 
iconic designer’s work as well as 
two public programs: Revolutions 
in Graphic Design (19 March), 
a panel discussing how Rand 
revolutionised graphic design and 
its practice; and Branding: Why 
Good Design is Good Business (29 
April), a talk from leading graphic 
designers exploring how Rand 
paved the way for contemporary 
forms of business media.

FUSE
13-15 A pr IL
Loews Chicago Hotel
455 N. Park Dr. Chicago, USA 
www.iirusa.com
A collective voice for brand 
strategy and design presented 
through a fusion of workshops, 
field trips, salons, tours and more. 
Fuse connects brand and design 
leaders to what matters – and 
each other. They aim to inspire 
through diverse means and 
drawing from cultural experience. 
This year’s speeches come from 
Marian Bantjes, Peter Borowski, 
Eric Quint, Morgan Spurlock 
and many more.

GENERATE NEW YORK
1 7 A pr IL
New York
www.generateconf.com
net magazine’s leading web design 
conference is going from strength 
to strength, and returns to New 

SXSW INTERACTIVE
13-1 7 M A rch
Austin, USA  
www.sxsw.co.uk/interactive
The interactive strand of this 
legendary creative fest is set to
be one of the best yet – and it’s 
certainly got the right ideas at
its core: “The event is ultimately 
less about shiny new apps
and sleek new apps than it is 
about sharing new ideas,” say
the organisers. The egalitarian 
approach of SXSWi allows the 
digital creative community to pick 
programming ideas, while design 
and development discussions
will cover everything from the 
importance of typefaces to the 
technological difficulties of locating 
Vietnam-era bombs with drones.

ADVERTISING WEEK EUROPE
23-2 7 M A rch
London, UK 
www.advertisingweek.eu
For five days in late March the 
UK’s capital is swarmed by
some 24,000 people attending 
Advertising Week Europe’s 
various events, seminars and 
workshops. With representatives 
from Google, Facebook, Mashable 
and the Guardian making up the 
advisory council, it’s certainly 
worth attending the London 
event, especially if you want to 
learn from some of the biggest 
names in advertising.

SEMI-PERMANENT
7-8 A pr IL
NCPA Marg, Nariman Point, 
Mumbai, India
www.semipermanent.com
The creative platform spreading 
art and design inspiration is coming 
to Mumbai this year, bringing 
with it some of their top speakers 
including Stefan Sagmeister, 
Aaron Koblin and Kelvin Ho. 
Australia’s premier celebration of 
all things design, Semi-Permanent 
has burst out from Down Under 

York this April. A top line-up of 
industry-leading guest speakers, 
brilliant networking opportunities 
and great food awaits!

BEHANCE 99U CONFERENCE
30 A pr IL - 1 M Ay
Alice Tully Hall, Lincoln Centre, 
1941 Broadway New York USA
www.conference.99u.com
“Get fired up to make sh*t happen” 
at Behance’s annual conference, 
99U, which is designed to shift 
the focus from idea generation to 
idea execution – in short, bringing 
ideas to life. Talks inspire action, 
with everyone from comic artists 
to CEOs and directors sharing 
the secrets of their success. This 
year’s line-up includes Christoph 
Niemann, MoMA’s Paola Antonelli 
and Adobe’s Scott Belsky.

From sXsW interactive in texas to berlin’s sprawling pictoplasma, there’s an 
exciting range of creative events to look forward to over the coming months

 W h AT ’ S  o N  

PICTOPLASMA
29 A pr IL - 3 M Ay
Babylon, Platoon Kunsthalle, 
Urban Spee and various art 
spaces in Berlin, Germany
www.pictoplasma.com
The world’s largest conference 
and festival of contemporary 
character culture design and 
art, Pictoplasma unites artists 
from all realms of media and 
discipline with some of the 
world’s leading graphic and 
games designers, animators 
and illustrators. Full of lectures, 
presentations, screenings, 
workshops, performances 
and more, this promises to 
be a fun-fuelled festival. This 
year’s confirmed speakers 
include Adventure Time’s 
Andy Ristaino, Yves Geleyn, 
Hikari Shimoda and TADO.

 
dates for your diary
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mark bonner
president, d&Ad And 
creAtive director, GBH
www.dandad.org   
www.gbh.london

dawn hancock 
FoUnder, FireBeLLY desiGn
www.firebellydesign.com

Ije nwokorIe
ceo, WoLFF oLins
www.wolffolins.com

brUno maaG
FoUnder, 
dALton MAAG

sabrIna smelko
iLLUstrAtor And 
Art director

craIG ward  
desiGner And 
Art director

mark bonner  
president, 
d&Ad

ben Tallon
FreeLAnce 
desiGner

loUIse sloper  
HeAd oF desiGn, 
cHi & pArtners

As he joins the judging panel for CA’s 
Brand Impact Awards, D&AD president  
Mark Bonner considers the challenges 
and opportunities of the modern industry

DESIGN NEEDS 
A CHAMPION

Strong opinion and 
analysis from across the 
global design industry

regular WrITerS

THIS MONTH

http://www.dandad.org
http://www.gbh.london
http://www.firebellydesign.com
http://www.wolffolins.com
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t
he recent GraphicsRCA: Fifty Years 
Exhibition has got me thinking. As 
I squeezed down memory lane at the 

Private View night in an inevitably vain attempt 
to look at the work, I was struck by the retrospect 
view of what graphic design is from such a future-
facing bastion of education. It left me feeling like 
I work in a world a million miles away from the dusty 
print and posters I saw on there. I hardly recognised 
my own profession, it has changed that much.

In today’s technological revolution, the graphic 
designer has never had more power. Long gone are 
the days when we were confined to double crown 
format. Today, the graphic designer is a many-headed 
hydra, a kind of creative mutant who knows no 
fear; working online, on mobile, in social media, 
delivering visual communication via marketing 
strategy, consultancy, campaign, events, PR, interiors, 
sustainability, new product development, copywriting, 
typography, sound, film and, oh yeah… graphics. 
The graphic designer has become a one-stop creative 
hot-shop. Jack of all trades, master of most. Flexible 
in the extreme, we are central to a brand’s very way 
of being. A typical ad agency splits our role into several 
departments. Our powers know no bounds, we can 
think, do and sell. So why, if we are the holy trinity 
all wrapped up in one, does graphic design risk being 
a slightly introverted, shrinking irrelevance?

Perhaps I surprised you with that? Honestly, if 
you’re a graphic designer, which did you do most 
recently – moan or get involved?

Take D&AD, for example. It has always valued 
graphic designers. In fact, some of our most respected 
predecessors founded it back in 1962. The design 
community, especially the graphic design fraternity, 
continue to be the glue that makes the creative 
industries stick. Graphistes ‘get it’. They understand 
that being good is about craft, excellence and sharing. 
It’s not just about winning, but it’s not about whining, 
either. Graphic designers want to be part of a 
community. They love to meet like-minds. They want 
a platform to fight from, to inspire. So why is it that 
despite all this, the graphic designer has always had 
only one foot in the door? Now is the time for us to 
kick that door open.

At their worst, creative awards are semi-precious 
metals for the vain. At their best, they can power a 
community in a relentless pursuit of excellence. 
Graphic design needs a champion, one that fights 
its corner and leads by example. I think ‘Not for Profit’ 
is where we’ll be most likely to find it. We need an 
organisation that collects the best design work in the 
world, not so it can earn, but so it can share. Graphic 
design wants to be at the heart of something that 
matters, is affordable, and adds value to what we do.

We have the vision and ambition to re-define our 
own future, but first we need to find our voice. Now 
more than ever, the graphic designer is at the height 

“WHY – IF WE ARE THE HOLY TRINITY 
ALL WRAPPED UP IN ONE – DOES 
GRAPHIC DESIGN RISK BEING A SLIGHTLY 
INTROVERTED, SHRINKING IRRELEVANCE?”

of his or her powers. Training is the main artery, 
pumping creativity to its final destination, be 
it design, digital or advertising. Modern brands 
need to be constantly sculpted to fit their evolving 
audiences and graphic designers have all the tools. 

We need a new name for all that we do. More 
than that, we need a champion, with an international 
platform to share from. I have offered my voice to 
D&AD as I believe it can be that champion. I think 
the new Kemistry Gallery can be anything we want 
it to be. There is so much we can, and need, to do.

To this aim, Computer Arts launches the Brand 
Impact Awards on 10 March, aimed directly at the 
heart of this issue: the diverse modern branding 
challenge. The modern brand identity is a highly 
etched personality built from a unique point of view, 
delivered through experiences pointed at its audience 
in increasingly varied ways. This type of project is the 
‘Grand Central Station’ for designers of tomorrow; 
where the disciplines collide in a perfect storm of 
originality, diversity, craft and communication.

As graphic design evolves, so should its creative 
awards. The BIAs will look at projects by sector, not 

by creative discipline. For example, sports marketing 
and branding projects will be judged against others, 
like for like. The juries will be split 50/50 between 
design commissioners and practitioners. It’s creativity 
and effectiveness, just as it should be. Lastly, and 
perhaps most importantly of all, the Brand Impact 
Awards aim to celebrate projects that manage a 
concert of applications within a big idea. 

It’s for these reasons that I decided to get involved. 
We’ll be looking for projects that collide the disciplines 
in order for a monumental idea to cut through, 
the perfect approach to mirror the changing face 
of graphic design. Collaborations are welcome. Big 
ideas that increase in power across applications and 
media are wanted. If you’re a graphic designer today, 
you’re invited. We have technology on one hand, 
art on the other, and problem solving in our hearts. 
Our abilities collide the disciplines. This is our time. 

Step forward, graphic design. Make some noise. 

Mark Bonner is on the judging panel for Computer Arts’ 
Brand Impact Awards 2015. Find out more on page 18.

aboUT The wrITer
D&AD president Mark Bonner graduated 
from the Royal College of Art in 1993 
and worked at The Partners, Carter Wong 
& Partners and SAS before co-founding 
multi-disciplinary agency GBH in 1999.
www.dandad.org 
www.gbh.london

page://18
http://www.dandad.org
http://www.gbh.london


“When I think portfolio, I think 
‘less is more’. The idea is to show  
a variety of your skills whilst 
demonstrating a consistent level  
of quality. You’ll want to showcase 
only your very, very best work.”

PhilliP barrera 
Don’t just ‘show’ – show and 

tell. Designers who are articulate 
and can give a brief rationale 

for their creative always stand 
out from those who don’t.

Chris Marty Weaver  
Make sure it’s presented well. 

I find a high-quality printed and 
bound document works well. 

Your folio needs to be treated as 
a project and a design in itself.

brian Petro 
Only put in your best, most relevant 
work. Don’t show anything you are  
not proud of doing in some way.  

And show off those sketches!

Comment on Facebook, 
or tweet @ComputerArts  
with your thoughts using 
#DesignMatters

Y o u r  v i e w s

“I don’t usually take a physical portfolio to 
meetings but I do take a few pieces of 3D 
work so clients can see what they look like 
in real life. I only put work in my portfolio 
that I would want to do again. Clients like 
to commission work from something they 
can see, so if you include work you didn’t 
enjoy creating you’ll be doomed to repeat it.”

“I think that the portfolio is what really matters 
when it comes to job hunting. A paper with a 
degree stamp on it reveals little about one’s skills 
and experiences, but a bunch of examples of 
projects, standalone pieces and even sketches is 
what will give a potential employer the reason to 
hire. In my [approximate] eight years of experience 
only one client asked me about my education, the 
rest focused on what I could really do, and how 
fast. This is also how I got a placement, followed by 
employment at a games studio while I was still in 
university – the portfolio I’d started collecting 
since I was a teen stood out among those of other 
applicants who were just starting to put pieces 
together in their first year of uni. My advice would 
be to start as early as possible, and never under-
estimate the power of work in progress, sketches 
and documentation, as that’s what turns a pretty 
gallery of separate pieces into a well-documented 
showcase of skill and talent.”

H e l e n  F r i e l

M a r i j a  T i u r i n a

s c o T T  M a r T i n

PaPer engineer and illustrator
www.helenfriel.com

Freelance illustrator
www.marijatiurina.com

digital artist
www.burnttoastcreative.com

InsIght  D E S I G N  M AT T E R S  
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“What advice Would you 
give to someone crafting 

their first porfolio?”



@fabianMertens76 
Don’t show artwork that you 

don’t like; if the client chooses it, 
it will be a painful experience.

@eMedia design 
First impressions are important. 

Choose a small selection of quality 
pieces. Your portfolio should 

showcase only your best.

@sashaendoh 
Pick the work you want to keep 

doing, and practice presenting it. 
The format should fit the work, 

whether print or digital.

@alxakeMi 
Don’t pick what you think your  

best work is. Get other people’s 
opinions. Competition-winning 

designs are a good idea!

“Having a portfolio that you’re proud 
of is essential as a creative. I’ve found 
that the work you show naturally 
decides what kind of work you get 
in the future. You won’t always 
receive ideal commissions, but it’s a 
good start to show work that you’re 
the most excited about, and it will 
often be clear which pieces these 
are to both you and the viewer. 
A portfolio shouldn’t need to 
include every project you’ve ever 
worked on, but it’s a good chance 
to be selective and show the most 
successful, best examples of what 
you do: sometimes less is more.”

“I try to curate my online portfolio 
and Tumblr by removing any old 
piece of work I don’t like anymore.  
As an artist and designer, you get 
better. Why not get rid of old 
socks? Your portfolio is not an 
archive, it’s what you want to sell.”

“There is one piece of advice I really like to share with designers 
searching for a job or an internship. I keep getting emails that 
tell me all about the applicants’ pre-school education as well 
as their Photoshop skills on a scale from 1 to 15. And then they 
ask me if I’m interested in them sending me their portfolio. 
For goodness’ sake, just send it right away, please! Because there’s 
a good chance your potential employer will probably not take the 
time to ask for it. And if you’re serious, send a link to your online 
portfolio, instead of a 36MB PDF!”

n i c o l a s  M É n a r d

d av i d  d o r a n

M i c H a e l 
H o c H l e i T n e r

graPhic artist & animation director
www.nicolasmenard.com

Freelance illustrator
www.daviddoran.co.uk

co-Founder, tyPeJockey
www.typejockeys.com

  D E S I G N  M AT T E R S  InsIght
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 Tired of seeing talent flee her home town of Chicago for the bright 
lights of NYC or LA, Dawn Hancock has invested blood, sweat and 

tears to boost her local scene – and advises any studio to do the same

Plug the talent drain

areas that were not being met. While I was there, 
I started a mentorship program that brought 
people together from all career levels, in the hope 
of building long-term reciprocal relationships to 
further embed the design population.

Since starting these endeavours along with 
several others, I have witnessed a dramatic change. 
More and more community enrichment events 
and programs have popped up and I hear over and 
over about real friendships and collaborations that 
have been made outside of people’s nine-to-five jobs.

At design lectures, I see many more people talking 
to one another instead of staring at their cell phones 
while slowly drinking their beer. And my inbox has 
seen a flood of outsiders. These are people wanting 
to work in our city, as well as be part of Typeforce or 
several of the other efforts we produce.

I really couldn’t be happier with the success I’ve 
observed. The collective consciousness of Chicago 
has been raised, and I certainly look forward to 
the droves of people who will be moving in our 
direction in hopes of being part of our thriving city 
of neighbourhoods. And just like the midwesterners 
we are, we’ll gladly welcome them with open arms 
and take them out for a beer. So don’t give up on 
your local creative community – give something 
back. The grass is only greener where you water it.  

I  ’m writing this on the eve of the opening 
of our sixth annual Typeforce show. By 
the time you’re reading this, we will have 

celebrated the work of 25 up-and-coming artists 
and designers with well over 1,000 other people 
from around Chicago.

Typeforce was conceived by myself and my 
friend Ed Marszewski in 2009. As two type-lovers, 
Chicago-enthusiasts and overall community-
uplifters, we came to the realization over coffee 
that our city was losing some of its best talent to 
the coasts. The reason was that collectively we 
were doing a poor job of celebrating those who 
were rising up through the ranks.

As someone who is often on the hunt for great 
collaborators on my team, I hate seeing designers 
who came up through Chicago bailing for places 
like New York or LA because they feel they must 
move to be part of a bigger scene to score cool 
gigs. I know many other countries suffer the same 
issue of talent drain from smaller cities – in the 
UK, talent from Manchester, Birmingham or 
Leeds are often drawn to London, for instance.

For my part, I have tried hard to support and 
strengthen my local design community over the 
years. I served on the Chicago chapter of AIGA’s 
board as the Community Outreach Chair to connect 
with the 1700-plus members. The role allowed me to 
reach many more people than I could ever have done 
on my own and by doing so, I was able to find other 

Have you acted to retain talent in your local design scene? 
Tweet @ComputerArts using #DesignMatters

About the writer
In 1999 Dawn Hancock 
founded Firebelly, a studio 
committed to socially 
responsible design. She 
coordinates the annual 
Grant for Good, and 
in 2002 launched the 
Firebelly Foundation 
and Firebelly University. 
www.firebellydesign.com
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What would you do with 60 seconds of the world’s time? 
Ije Nwokorie challenges the status quo with a brand message 

that puts people before commercial revenues

The power of silence

Like Barclays, a bank in Britain that used its 
60 seconds to invite kids to learn code instead of 
going on about interest rates and joining bonuses.

Or Charity: Water, which chose to show us how 
something we all have once a year – a birthday – can 
become a universal tool to do something meaningful 
in the world.

These organisations forgo opportunities to tout 
themselves and instead pivot the spotlight towards 
us in a life-affirming and useful way. They challenge 
the modern creed that everything a business does 
must have an immediate commercial return – 
eyeballs, upsell, revenue – and instead allows them 
to be part of society’s bigger issues.

And it’s worth fantasising about a world where 
more businesses think about the bigger things, the 
things that really matter. Maybe then 60 seconds 
would become so much less important – a blip – and 
maybe we’d have less noise from those millions of 
brands vying for our attention. Maybe instead, we’d 
spend more time making useful and wonderful 
things that make a difference. And give them away.

Then we could give everyone their 60 seconds 
back. To get a beer. To talk about the game. Take 
a leak. Or even better, just to sit in silence, reflect 
and take in the world around them.

I think that’d be nice.  

How would you fill your 60 seconds? Tweet your  
ideas to @ComputerArts using #DesignMatters

h  ow would you fill 60 seconds of the world’s 
attention? Would you charm with your 
‘elevator pitch’, that carefully crafted sales 

tool that assumes people in elevators are there to buy 
things? Would you show off what you’ve got, who 
you are, the mediated version of the pick-up line that 
says, ‘Look how great I am, don’t you want to come 
with me?’ Or maybe you’d give people a taste of 
your goods, a little snippet of your delights, like a 
legalised drug leader, offering the first hit for free.

In our time-starved, media-drenched world, 60 
seconds is such a precious asset. The folks who sold 
this precious commodity at the Super Bowl earlier 
this year even put a price tag on it: $4.5m. So when 
we get it, the temptation to make the most of it 
with a compelling pitch, an amazing demo and an 
addictive sample, is almost too powerful to resist. 
It’s this unmissable chance to send our message, 
sell our products, push our brands.

Yet, maybe we can start thinking about our 
brands differently. Maybe we can start seeing them 
less as megaphones for our messages and seductive 
wrapping for our products. Maybe we can start 
seeing them from society’s viewpoint – less about 
what we want to say, and more about what they 
want to do.

Maybe that will force us to think differently about 
the 60 seconds. Maybe we’d use them differently.

Let’s give people something that matters to them. 
Something personal. Surprising. Rewarding.

About the writer
Ije Nwokorie is global chief 
executive of Wolff Olins, having 
worked with the consultancy 
since 2006. He originally 
trained as an architect in 
Nigeria and the US.
www.wolffolins.com





Computer Arts selects the hottest 
new design, illustration and motion 
work from the global design scene



gold finger
beeta branding
by Tavo
www.tavo.es

Beeta is a new representation agency, working with art 
directors, illustrators and motion studios across the world. 
With locations in europe and the Middle east, it works 
across everything from commercial, broadcast and film, to 
illustration and print. Madrid-based creative studio Tavo 
was tasked with creating the branding for Beeta, with a 
clear and strong approach at the forefront of the brief. 

“We were given so much creative freedom with this 
project,” explains Tavo creative director Tavo Ponce. 
“The concept was the visual representation of different 
directors and artists through different materials and 
shapes. We used the glass for video directors, and gold 
dots and stripes for illustrators and art directors.”  

http://www.tavo.es


  
Tavo is actually one of the studios on Beeta’s books 

  
The studio used illustrator, Photoshop and Cinema  
4d for the branding

   
Tavo describes the aesthetic as “elegant, with  
inspiration from luxury brands”

    
The objective was to showcase the excellence of 
Beeta’s art direction 
 
     

Tavo set out to present the brand as unique yet powerful 
 

       
Abstract 3d shapes with the texture of marble, gold 
and glass help shape the Beeta identity
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the rest of the 
industry says…

thomas burden
Illustrator and designer
www.handsomefrank.com

“The logo and typesetting work 
great as a standalone piece on 
the stationery, but the use of a 
3D visual language really brings it 
alive and perfectly conveys a sense 
of motion as well as a simple, slick 
assuredness, synonymous with 
Spanish and Middle Eastern design.”

Pablo alfieri
Art director and designer
www.pabloalfieri.com

“I saw the entire Beeta branding 
for first time recently and I was 
really impressed. Tavo is a really 
sick art director who is focused 
on the details and gets good first 
impressions on all his style frames. 
He is always finding amazing abstract 
imagery, and he’s done it again 
here. Beeta is a production and 
representation company that has 
amazing directors. The branding has 
to be simple because these are the 
ones that belong to the directors. 
The three lines detail on the double 
‘E’ of the logo is a nice element and 
works as the ‘icon’ of the brand, and 
the main element to start to play with 
and do crazy things around! I think 
that is what I like most, because in 
the future he could keep playing 
with different images and change the 
entire aesthetic and concept of the 
branding keeping this element in the 
middle of the entire brand. So for 
me, it’s a goal. Keep rocking, Tavo!”
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And The Winner is
bafta campaign
by Human After All
www.humanafterall.co.uk
www.malikafavre.com

“BAfTA needed a campaign to 
evoke the glamour and anticipation 
of the BAfTA experience, whilst 
celebrating the five best film 
nominees,” explains human 
After All creative director Paul 
Willoughby. “The Big reveal is 
strongly influenced by film noir 
and golden-era photographs, 
modernised and re-imagined.” 

The illustrations were created 
by Malika favre, who used 
elements of her ‘hide and seek’ 
approach to enrich the narrative 
in each colour. The cover stock of 
the brochures is uncoated for an 
extra tactile feel, with a gold foil 
block on the logo. “The moment 
when illustration roughs dropped 
in the inbox, i knew i was going 
to be in for a treat with this one,” 
adds Willoughby.
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sweeT ride
alpha velo branding
by Mark Bain
www.markbaincreative.com

Alpha Velo, a performance bicycle retailer 
in Toronto, Canada, approached Mark 
Bain to create its branding. “The identity 
had to reflect the values of the new shop, 
a high-end brand presented in a minimal 
clutter–free manner,” explains the london-
based art director. “The idea behind the 
final concept was an identity comprising 
simple elements; a bold, dynamic logotype, 
lots of white space, vivid photography and 
primary colour tones,” adds Bain.

“The arrows are a device to emphasise 
certain elements, but they also provide 
movement to the various communication 
materials,” he continues. Pointing out the 
diagonal colour bars as the “defining” 
aspect of the project, he says the most 
challenging aspect was to create a brand 
that stands out in a saturated market. 
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clAssic cArToons
boomerang branding
by Art&Graft
www.artandgraft.com

Boomerang is a classic cartoon network from the parent company 
of cartoon network, Turner Broadcasting. showcasing beloved 
shows from the Hanna-Barbera, MGM and warner Bros animation 
libraries, the channel decided it wanted to not only appeal to adults 
of animations-gone-by but kids of today too.

Art&Graft was approached to create a distinct, flexible new 
visual identity to refresh the network’s dual-audience approach. 
“The use of blocks relates to its ‘bigger brother’ cartoon network, 
allowing the two brands to complement one another,” explains 
Art&Graft creative director Mike Maloney. “Yet with the use of 
rich colour and an isometric grid, it also enables Boomerang to 
stand out clearly as its own destination.” 
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TAKe Me ouT
40 days of dating booK
by Jessica walsh and Timothy Goodman
www.fortydaysofdating.com 

having garnered plenty of publicity for their 40 days of dating 
project, and with a Warner Brothers movie in the making, 
Jessica Walsh and Timothy goodman have now captured their 
brave social experiment in book form. finding themselves single 
at the same time – and with different attitudes towards dating, 
one falling in love too easily, the other a commitment-phobe 
– Walsh and goodman dated for 40 days and painstakingly 
recorded their experiences, attracting 10 million unique visitors 
from across the world. illustrators created unique artworks 
inspired by each day’s events, and are replicated in this book – 
a beautifully designed, extended look into the new York-based 
friends’ experience, featuring never-before-seen material.

—
PRINT 

 HIGHLIGHT
—
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HIGHLIGHT
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Three diMensionAl delighT
holland and barrett campaign
by Jens & Anna
www.animateme.me.uk

“our goal was to translate the existing holland and 
Barrett 2d print and TV campaign into a visually stunning 
3d world, yet retain the essence and charm of the 2d 
illustrations,” explain Jens Blank and Anna Benner, a duo 
of animators – better known simply as Jens & Anna – who 
have created a series of six advertisements for the health 
food store. “We really wanted to push the possibilities of 
what 3d allows, especially with its flexibility in animation 
and the potential for beautiful cinematic storytelling.” 

using 3ds Max to model the characters, they were 
transposed into Maya and a combination of Photoshop, 
After effects, flash and Premiere was used to finish 
everything off. “We developed clever rig setups, which 
allowed the animators to get the best performances to 
really bring the little critters to life,” they explain. 
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don’T Be so sQuAre
personal showreel
by Mina stojanovic
www.minastojanovic.nl

Mina stojanovic loves to mix analogue and digital 
techniques. Currently residing in the netherlands, 
stojanovic studies image and Media Technology 
at the utrecht school of Arts, and this personal 
showreel was her way of keeping herself occupied 
throughout the year. 

“The style is clean, illustrative and often colourful. 
i always like to combine different techniques such as 
motion graphics, film and illustration together,” she 
explains. “Making the short intro was a lot of fun, and 
i see it like a product of me trying out more design 
and minimalistic animation. it was a puzzle to combine 
all the different projects together, because some of 
them are so different from each other in terms of 
style – but i had fun making it.” 

—
FEATURED 
SHOWREEL

—
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Win an adobe 
cre ative  cloud 
subscrip tion!

E XCL USI V E  COMP E T I T ION !

incl udinG a  be H a nce  pr osi t e  F ol io

WortH 
over  
£500

Computer Arts has teamed up with our friends at Adobe to 
offer one lucky reader a one-year Creative Cloud subscription 

(worth $599.88 / £548.78), which includes a ProSite portfolio site  
(www.prosite.com). To enter, simply submit a link to your Behance page 

and we’ll award the prize to the folio we believe is strongest overall.

for full details, terms and conditions and how to enter visit:

www.creativebloq.com/win-creative-cloud



T HR E E  GR E AT  OF F E R S !

Terms & condiTions: Prices and savings quoted are compared to buying full priced UK print and digital issues. You will receive 13 issues in a year. 
If you are dissatisfied in any way you can write to us or call us to cancel your subscription at any time and we will refund you for all un-mailed issues. 
Prices correct at point of print and subject to change. For full terms and conditions please visit: myfavm.ag/magterms. Offer ends 15 April 2015.

SUBSCRIBE TO 
COMPUTER ARTS

Read CA when and where you want .  There are three great 
subs opt ions to choose f rom – choose your package today !

From 

£27.49
Based on a 6-month sub

PrinT only
Our premium print edition experiments 
with innovative cover finishes, and is 
packed with creative insight and inspiration 
from the global design community

From 

£19.99
Based on a 6-month sub

diGiTAl only
CA’s multi-award-winning digital edition 
comes complete with exclusive videos, 
bonus galleries and more. Print replica 
available for Apple and Android devices

38%

SAVE
UP TO

45%

SAVE
UP TO



BEST VALUE! PRINT & DIGITAL
Enjoy the tactile beauty of our print edition and the interactive delights of our 

award-winning digital edition in one package, and get behind-the-scenes access 
to top studios, pro analysis of the latest trends and inspiration that lasts all year

Your subscription will then continue at £32.99 every 6 months – saving 30% on the shop price and giving you a 83% discount on a digital subscription

From 

£32.99
Based on a 6-month sub

Subscribe online today:
www.myfavouritemagazines.co.uk/cAsUBs

Or call 0844 848 2852  
and quote code PrinT15, diGiTAl15 or BUndle15

GreAT reAsons To sUBscriBe:
  Save up to 59% on combined subs
  Print edition delivered to your door
  Download the award-winning iPad edition 
  13 issues in a one-year subscription
  Full money-back guarantee 59%

SAVE
UP TO

http://www.myfavouritemagazines.co.uk/CASUBS


Digital or physical? Elaborate or functional? Your own  
work, or work you contributed to? Adrian Shaughnessy  

looks at what makes the perfect portfolio 

The changing 
face of design 

porTfolios      

S p e c i a l  R e p o R t



director of StudioMakgill the rules are 
simple: “Definitely no hair,” he says, “and no 
fingerprints on the screen either. I can tell a 
lot about how a designer presents their work. 
It is often as telling as the work itself.”

Michael C Place, co-founder and 
creative director of Build, takes a more 
relaxed attitude: “I’m very forgiving of people 
who have amazing work but perhaps the way 
they present their work isn’t that polished,” 
he notes. “The standard of portfolios in 
terms of finish is pretty crazy nowadays – 
gone are the days of portfolios consisting 
of charcoal drawings and knackered bits of 
Letraset. I’d rather not see tea stains on your 
stationery (spelt with an ‘e’, not an ‘a’, by the 
way), but if that stationery blows my mind 
I’m more than happy to see past the stains.” 
He also advises designers not to “hide behind 

a portfolio that looks like it’s been 
printed by Generation Press. A 
good idea is a good idea, no matter 
how much letterpress and fancy 
bindings you throw at it.”

Another cardinal sin for 
Makgill is the failure of designers 
to show their work to him 
correctly: “One thing that really 
frustrates me is the orientation of 
the presentation. The portfolio or 
laptop should always be presented 
in the direction of the viewer. Too 
often I have seen people presenting 
to themselves.” It’s a view shared 

by Michael C Place: “You’d be surprised how 
many portfolio presentations we’ve seen 
where the prospective employee doesn’t turn 
the work to face us! You either have to crane 
your neck to see it, or politely turn the piece 
around so that it can be seen properly. And 
keep the presentation relatively short too. 
Don’t put everything you’ve ever done in your 
portfolio. Edit it so that you start strong and 
you end strong.”

Makgill is equally unsympathetic to 
elaborate portfolios. “I find over-designed 
portfolios really off-putting. A good portfolio 
is about showing the work in the best light 
and not competing with it.” Makgill also 
stresses the importance of good organisation: 
“Rummaging through a bunch of folders 
trying to find a particular file is not a strong 
look,” he says. continues on page 54

from people who want me to do design work 
for them. Usually, the individual contacting 
me has some notion of what I do. If not, I 
send a PDF of some recent projects. Yet surely 
not having a portfolio of work is perverse? Or 
arrogant? Or both?

In truth, it goes back to a question 
that I agonised over in the days when I 
ran a studio – what do you show people to 
persuade them to hire you? My theory was 
that the less you showed people the better. 
Increasingly, clients want specialists and are 
unwilling to risk using designers who don’t 
specialise in their area, so the last thing you 
want to do is show a prospective client work 
that puts them off. And so to win work by 
not showing work became my aim. Of 
course, we had a studio website, and since 
nearly all approaches came through personal 

recommendations, it was rarely a case of 
clients coming to us blind. 

We also had backup – a big fat 
portfolio that could be dragged to meetings 
or sent out when clients insisted on seeing 
work. It was a giant yellow, custom-made 
metal flight case. It cost a fortune to make, 
a fortune to transport (too big for a bike) 
and ripped your arm from its socket if 
you had to carry it any distance. It either 
enchanted people or pissed them off. As 
I said, if I could win work without the 
distraction of showing work, I was happy. 

The golden rules
What are the golden rules of a personal 
portfolio? Does a stray strand of beard hair 
put people off, for example? According to 
Hamish Makgill, founder and creative 

ho really needs to bother 
with a physical portfolio in 
the age of the internet, the 
Retina screen and the 

memory stick? Designers hoping to be hired 
for permanent or freelance positions can 
display their work on websites, blogs, 
Behance pages and social media networks, 
allowing employers to review work online 
without the hassle of ‘portfolio reviews’. But 
does this mean that it’s time to give the 
heave-ho to vinyl art bags with their vicious 
clips, tatty plastic envelopes and zips that 
jam? What about the arty boxes favoured 
by more image-conscious designers, or 
the flight cases that look as if NASA has 
engineered them – should they too be 
turned into landfill? 

It’s easy to answer ‘yes’ to 
these questions. Especially when 
you remember that your most 
important portfolio is you. No one 
hires a designer without meeting 
them and looking into their eyes 
to see if they are decent human 
beings – someone they might have 
to sit next to for up to 12 hours a 
day, or someone who can be relied 
on to make the tea from time to 
time. When hiring people, the 
work on its own is not always the 
first consideration.   

And yet I’d guess that most 
job-hunting generalist designers 
(in other words, designers who are not 
exclusively digital) feel the need for a physical 
portfolio. There’s some deep attachment to 
carrying work around in a giant case that is 
more suited to acting as a windbreak on a 
windy beach than as a receptacle for creative 
work. And in the case of work with tactile 
properties, it’s hard to argue against this. But 
what is the evidence that a physical portfolio 
is necessary? And – the core question – what 
is the best way to show off your existing 
work, in order to win more work? 

I set out to find the answers to these 
questions, but I’ll begin with some personal 
reflections. I don’t have a portfolio. I don’t 
even have a personal website. In truth, I don’t 
do enough commercial graphic design to 
need one, and I’m not looking to get hired for 
full-time employment. However, I get calls 

“DON’T PUT EvERYTHING 
YOU’vE EvER DONE IN YOUR 

PORTFOLIO. EDIT IT SO  
THAT YOU START STRONG 

AND END STRONG”
- M IC H A E L C PL AC E -

-  B u i l d  -
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     Boxpark London

  H Furniture

h a m i s h  m a k g i l l

S t u d i o M a k g i l l

how do you like to see work presented 

when hiring a photographer, illustrator, 

or other discipline? 

In most instances, we hire illustrators  

and photographers from the work we 

see on their websites. We very rarely 

get presentations from them in person 

these days. As long as the website presents 

the work clearly and you can see the 

kind of detail you need, then this way 

of promotion really works. We’ve just 

finished a job with an illustrator from  

New York. We never met – the whole job 

was managed by phone calls and email.

how does studio makgill present 

its own design portfolio?

Our portfolio is a combination of  

physical examples of our work and a  

digital presentation. The presentation 

is always customised to whoever we 

are presenting to. We always take time 

to find out who will be in the room so 

we know we are showing the right 

projects to the right people.

What advice would you give to 

someone putting together a portfolio?

There is nothing truer than: “You will  

never get a second chance to make a first 

impression”. Take lots of time to prepare 

for each presentation and make it as 

relevant as possible for the people you  

are meeting.

www.studiomakgi l l .com
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    G.F Smith Specials Applied

    It’s Nice That Annual 2014
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  Modern Art Oxford brand identity

k i r s T y  c a r T e r  a n d  e m m a  T h o m a s

a P F E l  ( a  P r a c t i c E  F o r  E v E r y d a y  l i F E )

describe the apfel portfolio? 

Nowadays we are quite fortunate that we are mostly commissioned by clients 

who know our work already, or from what they see on our website. But we 

always like to meet before we start working together. We often encourage 

people to come to our studio so they can see the atmosphere of our working 

environment, meet us, see all our work on the wall and on our bookshelves. 

They then get the real impression of what it would be like to work together. 

how do you decide what goes into your portfolio? 

We now have a new problem that we never had before, where we have too 

much work to fit in our portfolio, and we find it very hard to edit things. 

Often we are not sure what exactly that prospective client is looking for, so 

it’s better to have it all to hand – but this means that our portfolio is pretty 

big and very heavy. And we can end up breaking our backs to carry a portfolio 

to a presentation ... so we are now designing our own custom-made suitcase 

to actually fulfil a lifelong ambition of being travelling saleswomen/men.

how does apfel present its work?

We have several ways of presenting our work that depend on whether we 

are there in person or not. In person, there is no doubt that the good old- 

fashioned portfolio box with actual APFEL projects – invites, publications, 

communication materials and so on – is the best way to present our work. 

The designs we produce are often more about the craft and materiality of the 

object than the flat, graphic visual side. Projects need to be seen and touched, 

and should be objects you want to pick up and explore. You only understand 

the magic of APFEL if you actually touch the project and feel it. Also, we still 

produce a lot of publications so it makes total sense to show actual copies.

do you use laptops or ipads? 

Alongside the physical portfolio, we often bring along a PDF presentation 

which we either show on a laptop or iPad, and if we’re presenting to more 

than two or three people, we usually bring along our portable projector so we 

can present to a larger group. This gives us the opportunity to show both our 

digital side, and also our exhibition design work. We are always careful to 

document these projects by working with a talented photographer to capture 

the beauty and detailing of all the exhibitions we have done.

www.apract iceforeverydayl i fe .com
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    Bauhaus: Art as Life  
exhibition design 

  The Hepworth Wakefield brand identity

  Toogood brand identity

    Whitechapel Gallery: 
Giuseppe Penone – 
Spazio Di Luce 
publication

  d e s i g n  p o r t f o l i o s 



  Build – Blood, Sweat & 11 Years 

  Timothy Saccenti – Portraits #01 Book

   Design Museum / 
Barber Osgerby  
– In The Making

m i c h a e l  c  p l a c e

c r E a t i v E  d i r E c t o r , 

B u i l d

What does Build do for a portfolio?

We have our website, which serves as a 

first port of call for prospective clients. 

Then we have a PDF library of individual 

projects that we can use to make specific 

presentations based on a client’s needs. We 

do printed versions for certain types of 

clients, and certainly for face-to-face 

presentations. We do this as it makes for a 

more fluid and less rigid meeting – people 

can pass stuff around, re-order things, 

scribble on things and so on.

What about hiring a photographer, 

illustrator, or other discipline – how do 

you like to see the work presented?

Initially I feel a good website suffices. But 

with a photographer there’s nothing worse 

than small images on a site – clicking on 

the ‘Enlarge’ button to be presented with a 

fractionally larger image does my nut in! 

The old adage ‘Keep it simple’ is key. Don’t 

make someone have to root around; keep 

it functional. Once an initial selection has 

been made, face-to-face meetings are 

great, allowing for a more in-depth chat 

about projects, timeframes and so on.

What advice would you give to someone 

putting together a portfolio?

When you approach a studio for a portfolio 

review, do your research, know a bit about 

the studio. It goes a long way if you know 

what kind of work they do, who the key 

personnel are and so on.

www.wearebui ld .com
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   Generation 
Press  –   
direct mail

  Build uses printed versions of its projects for face-to-face meetings with certain clients

  The Stow Brothers – branding

  PlusPlus – TV channel branding 

   Virgin America – website illustration and animation

  d e s i g n  p o r t f o l i o s 



not met before.” It’s a view echoed by Michael 
C Place: “I personally wouldn’t hire someone 
purely on their online presence,” he says. 
“Face-to-face presentations are really key. It 
massively helps the prospective employer in 
terms of ‘vetting’ the actual person as much 
as seeing the work. How does the person 
present themselves? Do they have good social 
skills? Can they talk about their work in an 
eloquent manner? A huge part of working in 
a studio, and especially a small studio, is 
social skills. Asking yourself if you can get on 
with someone is a big question. To have good 
work is a complete given, but whether that 
person can fit in, is massively important too.”

digiTal or physical? 
If your work is entirely in the digital realm, it 
makes sense to show it digitally. “We almost 

always present to our clients on screen,” 
notes Hamish Makgill, “so I am more than 
comfortable with digital presentations. They 
should always be personalised and carefully 
sequenced. I prefer laptop to iPad, as the 
finger marks and hand gestures on the iPad 
are a little off-putting.” But is he still keen to 
see non-digital specimens of work? “Yes, I do 
like to see real examples of printed work in 
support of the presentation.”

Carter and Thomas share Makgill’s 
desire to see a presentation that shows the 
work in its best light. “If you are showing a 
publication as a project, bring it along,” they 
advise. “If you have built a website, show it as 
a website. For an invite, bring the real printed 
version of it too. It can be disappointing in a 
one-to-one interview, to only see images of 
projects that are already on their website.”

Kirsty Carter and Emma Thomas  
run the highly respected studio APFEL 
(A Practice for Everyday Life), working 
mainly on arts-related projects. Their 
preference is for prospective candidates 
to show a clean and coherent collection 
of work: “Perhaps only the top projects, that 
would take an hour – max – to present, with 
no projects where the candidate feels like 
they have to say: ‘If only we had more money’ 
or, ‘That bit of it didn’t quite work, but this 
bit…’. and so on,” they argue. “All the work 
should be at a point where the candidate feels 
proud of it and that they could not have done 
any better. Passion and energy goes a long 
way in persuading someone they are right for 
the job; everyone wants to be around happy, 
driven and passionate people who inspire.”

noT jusT The Work
Carter and Thomas raise the 
crucial point that a portfolio 
session is never just about the 
work on show. It’s also about how 
you conduct yourself. Could they 
ever, I wondered, envisage hiring 
someone purely on their online 
presence? “In terms of graphic 
designers working with us, it’s very 
important to meet face-to-face, 
every time! Even for an 
internship,” they note. “When you 
are a small studio of seven people, 
the personalities in that room 
working together can really make a 
difference. You are working in close 
proximity and people getting along well 
makes a real difference to the happiness 
of everyone – you need a real balance of 
personalities. Also, someone could be 
very talented creatively and write a brilliant 
covering letter, but then you meet them 
in person and they are quiet, timid and 
reserved, and like working alone. That 
is never going to work in our studio 
environment. When the pressure is on, 
you need to be able to communicate well, 
take responsibility and show initiative.” 

Hamish Makgill is equally emphatic 
on this point: “When it comes to hiring a 
designer to work in the studio with us it is 
essential that we all meet them. I could never 
hire someone that the rest of the team had 

For Michael C Place, the opposite also 
holds true: “I’m always slightly disappointed 
when someone who says they are really 
interested in print, then turns up with an 
iPad or MacBook. Thankfully we haven’t 
had any digital designers turn up with just 
a sketchbook,” he laughs.

The eThical quesTion
There is one other major consideration when 
presenting a portfolio that dwarfs all the 
other issues. Is the work you are showing 
really yours? Amongst friends who run 
studios, this matter is a constant source of 
irritation. When designers leave a studio they 
rightly want to show the projects they have 
worked on. But what is the ethical imperative 
to say exactly what they contributed to each 
project? For APFEL, it’s a burning issue: “The 

biggest sin is when designers think 
it is okay to present work they have 
produced for a previous employer 
or on an internship without 
crediting that company or being 
honest about which part of the 
project they did. It can be very 
confusing and misleading.” 

Both Carter and Thomas 
acknowledge the complexities 
of studio authorship: “We totally 
understand if they worked for a 
company for a long time, and 
they have worked on something 
alone, or even if they have had a 

big part in making it and want to put it in 
their portfolio. But it’s really important to 
acknowledge that it was developed whilst 
working or freelancing at that company and 
the credit and copyright still remain with 
that particular company. You’d be surprised 
at the amount of times we have seen work 
duplicated amongst designers, with each 
claiming it to be their own.” 

For APFEL, the matter is best dealt 
with by total honesty: “It is such an easy 
thing to explain – especially online, where 
there is a real value in telling a little more,” 
they note. “You then really get a grasp of 
what people have experience doing, what 
they haven’t done and also what they are 
good and bad at. You can then see how this 
fits better with the other people who are 
already working at APFEL. 

“WHEN THE PRESSURE IS  
ON, YOU NEED TO BE ABLE 
TO COMMUNICATE WELL, 
TAKE RESPONSIBILITY AND 

SHOW INITIATIvE”
-K I R S T Y C A R T E R & E M M A T HOM A S -

-  A PF E l  -
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F R E E  G IF T !

Free 50-page eBook
Download three full  chapters of The Por t folio Handbook , packed 

with t ips and adv ice to showcase yoursel f  more e f fect ively

To download your FrEE eBook, go To
 www.creativebloq.com/porfolio-handbook

Whether you’re looking to land new work, climb the career ladder or raise your professional 
standing, we bring you everything you need to know to assemble the perfect creative portfolio

100-page version 
for hal f  pr ice !

plus

http://www.creativebloq.com/portfolio-handbook
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B RU NO MA AG
  chairman, dalton maag

since founding dalton maag in 1991, bruno 
has grown it from a one-man back-bedroom 
operation into a 50-strong studio with 
clients including nokia, hp, intel and lush.

STUART B ROWN
  tYpeFace designer

 stuart worked as a book typographer 
for a number of london-based 
publishers and freelanced his talents 
prior to joining dalton maag in 2012. 

RiccARdO de FR ANceSch i
  tYpeFace designer

 originally from italy, riccardo gained a 
master’s degree in typeface design at the 
university of reading before joining dalton 
maag in February 2014.
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v ide o  
c on t e n t

watch the videos at 
bit.ly/ca238-daltoNMaaG 

or iN our ipad editioN
see page 44 THE POWER 

OF TYPE

 E XCLUSIVE VIDEO

Specialising in bespoke type 
for brands, Dalton Maag has 
grown hugely in recent years – 
thanks to one seminal project

 D 
alton Maag has humble origins. Founded 
by Bruno Maag in a back bedroom in 1991, 
the studio grew organically to six staff by 
the early 2000s, working on custom type 
commissions for major brands including 

Tesco and BMW. Then a brief landed that would 
completely transform the company’s fortunes: a 
four-year global project for Nokia.

“Within two years, we had nearly ten-folded our 
staff levels, and we are now just about 50 full-time 
people altogether,” recalls Maag. “Since then we 
have done work with Intel and HP, and all three 
projects are multilingual on a global level. Nokia 
and subsequent work has meant that we have really 
grown into a leading studio for typeface design.” 

Here, Maag talks through the development of the 
studio in more detail, and the wonders that custom 
type can do for a brand…

You made a decision when Nokia hit to expand 
with full-time designers rather than freelancers. 
Was that a concern, in terms of sustaining that 
many people once the project finished?
The type industry is extremely specialised, so it’s 
very difficult to find good-quality freelance help, 
and every studio has their own process and their 
own ways of working. And for a project like Nokia, 
as well as design requirements you also have 
technical and language requirements.

The decision to grow staff was simply in order 
to maintain quality, and then of course we hoped 
to be in a position to attract more large projects 
to maintain the staff numbers and keep people in 
work. Everyone that starts at Dalton Maag goes 
through a three-month programme, and we could 
never do that with freelance staff.

Is it a challenge convincing a client of the value 
of a custom typeface for their brand?
Yes, every single time! A custom typeface is a big 
investment in terms of money, and it’s also a big 
investment in terms of time. 

End-clients are not typographically aware, and 
you have to guide them to the fact that the way you 
speak typographically is the way you dress, the way 
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www.daltonmaag.com

page://44
http://www.daltonmaag.com


lush let tering
in 2013, dalton maag was approached by lush 
and asked to help the company rebrand itself in a 
more neutral and contemporary way. “they wanted 
a tool that would allow them to set text in a way 
which was comparable to the handwritten style 
they use all over the place,” says typeface designer 
riccardo de Franceschi. “so we collected as many 
samples of letters as possible from them, selected 
the styles we found most appropriate and came 
up with five different digital versions.” every letter 
had two alternate versions, while the most-used 
letters had three alternates. “on top of these we 
created ligatures, and selected them according 
to not only frequency of use but also the way the 
lush handwriters write, and therefore what letter 
pair combinations would ligate.” Find out more 
about the project at www.bit.ly/ca238-daltonmaag

  

HanDWRITInG FOnT FOR LUSH
v ideo case study one :

Watch the videos now on our youtube channel: www.bit.ly/ca238-daltonmaag
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Original

Rework 

subtle reFinements
this small project was for a well-established premium juice brand made by rivella and 
involved a refinement of the logotype. “the idea was to do something which honoured 
the heritage of the logotype but also brought it into line more calligraphically and more 
consistently in terms of how the letterforms are treated,” explains designer stuart brown. 
“the original logotype is on the top and the modification on the bottom [see above]. You can 
see how we sharpened up the connections. the existing logo looked rather lumpy and not so 
well-defined at smaller sizes, so on packaging it tended to blur a little. the original also had 
some weight distribution and contrast issues, so the work in the modification was to address 
that imbalance.” Find out more about the project at www.bit.ly/ca238-daltonmaag

mICHEL LOGOTYPE
v ideo case study t Wo: you drive a car, the way you communicate every 

single day, and you need to take that into account. 
But quite often those arguments are less impactful, 

and it’s the finances and the logistics that, in the end, 
convince the client – particularly big corporates – of 
the return on investment of their own typeface.

What can type do to define a brand’s tone of voice?
It’s difficult to measure the emotional qualities of a 
typeface, but through cultural conditioning, if you 
wish, we can now say, okay, a grotesque typeface 
such as Univers or Helvetica, feels more masculine, 
more mechanical, more engineered and a bit colder 
and less approachable than, say, Frutiger, which is a 
humanist sans-serif, so more open, warm, friendly 
and approachable. Serifs may have the appearance of 
being old-fashioned or bookish. So, you can steer the 
tone of voice, you can shout or you can be quiet.

Many of your clients are other design agencies, so 
you’re working for a brand indirectly. How early 
in the process would Dalton Maag be involved?
Often we find that we are involved too late in a 
project, and I can understand why that is so. Say 
an agency is approached to do a branding project: 
they do the pitch work, the concept work, the 
client signs it off, and then we’re approached and 
say, ‘Oh, could you maybe do a custom font?’ 

By which point all the basic defined parameters 
are already set in stone, so we then work within 
very narrow parameters and possibly are not able 
to do as valuable a job as we potentially could do 
if we were involved earlier.

Of course, bringing us in at an early stage may 
increase the cost on the pitch work, which the 
agency potentially cannot offset to the client. But 
I would encourage any agency to contact us as early 
as possible – even if it’s just an initial conversation 
to say hey, these are the ideas that we could explore.

By involving us earlier, we can also discuss with 
the agency not only the design challenges we face, but 
also the technology challenges, language support and 
everything else. A branding agency may not be able to 
foresee and predict all the challenges of using a given 
typeface, be it off the shelf or a custom typeface.

You’ve worked with many major global agencies 
now, including Wolff Olins, Futurebrand, Brand 
Union and Landor. Is the situation improving?
Slowly, we’re finding that the attitude is changing, 
and it’s partly to do with the fact that I’m going out 
there and saying: ‘Bring us in early: it’s not going to 
cost you anything, just talk to me as early as possible 
and then I can actually advise you properly.’

We are also trying to come up with ways where 
we can practically help the agency – for example, 
investing a couple of days to do some sketches of 
a typeface for a client pitch, and then deal with the 
potential financial rewards at a later stage if the 
project comes off.

Type, and fonts, are becoming more complex 
because of the digital world now. Everyone needs 
to work digitally, and everyone finds that the fonts 
don’t look great on the website. We want agencies 
to say, ‘We’ve tested this. What can we do? Let’s give 
Dalton Maag a call. They’re the specialists; they’re 
the guys who know how to make this happen.’ 

http://www.bit.ly/ca238-daltonmaag
http://www.bit.ly/ca238-daltonmaag




 
Jem Robinson
Creative 
direCtor,  
allofUs

Jem has 10 years of design 
experience under her belt, with 
five of them in UX/interaction 
design in particular. she oversees 
the design team at allofUs.
www.allofus.com

 
steve RichaRdson
Creative direCtor 
and Co-foUnder, 
Mr B & friends

steve has been working in the 
creative industries since 1990, 
including spells at interbrand/ddB 
in new Zealand and london-based 
agencies Bell and the field. 
www.mrbandfriends.co.uk

 
KJetil Wold
Creative 
direCtor and  
Co-foUnder, anti

Based in oslo, Kjetil leads teams 
at multidisciplinary agency 
anti, covering identity design, 
advertising, tv production, 
illustration and fashion. 
www.anti.as

 
KaRen Jane
Head of design, 
Wieden+Kennedy 
london

Karen has been working at W+K 
for eight years now, starting as a 
designer, then as an art director, 
then as design lead, and finally 
becoming head of design.
www.wklondon.com

 HOW TO IMPRESS a 
CREaTIVE DIRECTOR

Has it ever been easy to land a great job in the design 
industry? Probably not. But today’s recruits do face 
a unique set of challenges and how to present a 

portfolio is one of the biggest.
As we’ve already discussed on page 46, portfolio 

formats are evolving all the time. Just as big agencies and 
studios struggle with how best to present work to potential 
clients, designers searching for jobs have all sorts of 
decisions to make when it comes to creating a stunning 
portfolio to show a creative director.

Do you put it up on Behance and email out a link 
when you apply for a job? Should you make a flashy iPad 
presentation to swipe through in the interview? Would it 
be better to buy a big, old-fashioned folio book and fill it 
with high quality print-outs of your latest and greatest 
projects? Maybe something even more imaginative is 
what’s expected?

It would be lovely if there was one sure-fire answer 
to all of these questions, but really it depends hugely on 
who’s doing the hiring. Every creative director has different 
needs in terms of the job itself, and they all have different 
tastes when it comes to presentation. But instead of trying 

A panel of leading creative directors reveal what really 
catches their eye in a new recruit’s design portfolio

to guess what’s expected of you, the best thing to do is 
to focus on your work and let it guide your decisions.

“I do like a physical portfolio – an iPad presentation 
can be good too,” muses Karen Jane, head of design at 
Wieden+Kennedy London. “Ultimately, your discipline is 
likely to dictate how the work is best presented. If you 
have a range of work you may want to present on screen 
but have some printed pieces too. Or your work may be 
entirely screen based. It’s about putting the work across 
in the best way.”

Working in a big, global agency with so many 
different clients, Jane oversees a huge variety of projects. 
So it makes sense if you’re aiming to work for a big agency 
to develop a portfolio that demonstrates your versatility. 
“A range of work is really important, one that shows off 
how you tackle different projects. The range of projects 
we work on here at Wieden+Kennedy is pretty broad so 
it’s good to be able to see versatility in a portfolio.”

Employing 10 people – though they’re hiring a few 
more designers – Leeds-based Golden is much smaller 
than W+K, so co-founder and creative director Rob 
Brearley takes a slightly different approach to portfolios. 

Words:  
Garr ick Webster

IllustratIon:  
Mister Phi l 
www.misterph i l .co .uk
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SIx Of THE bEST PORTfOlIO HOSTS

Whether you’re a freelancer or are looking to work 
on-staff, it’s a good idea to have an online portfolio. 
Here are some of the best options

Behance
www.behance.com
A basic site is free, but a professional area costs $11/month. Template options 
and 2GB of space are part of the free package while the paid-for version 
gives you a customised URL and the ability to show HD imagery and videos.

cargo collective
www.cargocollective.com
You have to apply to join this portfolio site – presumably they check your 
creative cred before approving you. The free version offers 100MB of space 
for your projects but when you pay it’s unlimited. Some HTML and cSS skills 
may be required to get your area looking just so.

SquareSpace
www.squarespace.com
This solution is very ‘in’ at the moment. The excellent templates result in a 
slick style of presentation that makes it easy for visitors to focus on your work. 
It starts at $8/month with 2GB of storage space and 500GB of bandwidth.

tumBlr
www.tumblr.com
Grab a theme, or bring your own coding skills to the party, and turn a Tumblr 
account into so much more than a mere social media page. It’s a very versatile 
platform and you don’t need to worry about hosting.

indexhiBit
www.indexhibit.org
Minimalist, modernist, easy to use. Set your portfolio up on Indexhibit and it’ll 
appear as though it’s in an extremely unfussy art gallery. Plain backgrounds, 
clear type, simple captions and you’re away. It costs $15 to sign up with their 
web hosting partner.

Berta
www.berta.me
This is the fun underdog. A joint collaboration between designers in Latvia, 
The Netherlands and San Francisco, it’s an open-source, simple, flexible
online tool for creating websites. Prices are pretty reasonable, they host, and 
you get the feeling that this young startup gets the whole portfolio ordeal. 
Their ‘happy websites’ look great too.

Personality often plays an important role in a small 
organisation, and showing that you understand the 
studio and its mission helps.

“We’re looking for ‘golden people’ who share our 
vision, talented visual thinkers, who can turn their hand 
to anything,” says Brearley.

“Initially I’d prefer to be contacted with either a 
link or PDF attachment of work examples – a brief, well- 
presented taster of who you are and what you can do,” he 
continues. “For face-to-face interviews, I don’t mind what 
format the work is presented in, either print or digital. 
The format should be invisible, allowing the work to shine 
through. It should be bold, simple and ultimately relevant 
to the work and the personality of the presenter. Folio 
presentations should flow smoothly, without awkward 
paper folds or software glitches. Think it through carefully.”

SnaPSHOT Of SkIllS
It’s a similar story if you apply to Steve Richardson, 
co-founder and creative director at Mr B & Friends in 
Bath. The agency started off small but has grown fast 
and roles they’re recruiting for include artworkers and 
middleweight developers. There might also be a spot 
coming up for a senior creative. What Richardson looks 
for is a practical and direct form of presentation.

“I don’t mind how someone shows their portfolio, 
as long as it gives a really good snapshot of their skills and 
talent,” he explains. “If you’re a digital creative I’d expect 
a web-based format like Behance or Squarespace, or your 
own design and development work. If not, a really well 
considered PDF at email-able size – under 5MB. If I 
see you in person, either print or a laptop or tablet 
presentation is fine.”

If impressed, a creative director like Richardson 
will then want to find out what you’re really like via an 
interview. As with Golden, it’s a case of proving you’re the 
person they’re looking for in terms of work and personality. 
“I’m much more interested in the individual, hearing from 
them what they have achieved and what makes them tick, 
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see if your personality and the arguments behind your 
solution actually match what we’re looking for.”

Most effective graphic design, online or motion 
graphics projects require more than one set of hands. 
If you’re including big pieces of work in your portfolio that 
had many contributors, be sure to explain not just the 
project but what your role was. If you’re vague about this, 
or try to claim more kudos than you deserve, it might trip 
you up in the end.

Jem Robinson is creative director at AllofUs, a 
major digital agency in London specialising in interaction 
and user experience design. “I like to see a web portfolio 
first, be it on a site like Behance or Tumblr or their own 
custom website,” she says. “I’m not fussy as long as the 
work is easy to see, with clear explanation of their 
involvement and the project brief. We’re a user experience 
led design agency, so it makes sense to send me to a site 
that has a good user experience. No unnecessary 
elements that get in the way of my primary purpose, 
which is to look at the quality of your work.”

She continues: “Receiving a link in an introductory 
email works, then if we’re interested we’ll call people in 

Three months ago, Håkon Stensholt joined Anti after being recruited by the founding 
partners Kjetil Wold and Kenneth Pedersen as well as creative director Gaute Tenold 
Aase. He works a graphic designer, mainly on visual identities.

“The portfolio I sent to Anti was a PDF with samples of my best work,” he says. “I have 
a background as a print designer, so most of my work is printed matter. But I still try to 
show a variation in the projects I include such as books, posters, websites and various 
identities. I hope my portfolio reflects my personality as well as saying that I am a skilled 
graphic designer with good ideas and a creative mind.”

He still has a website, which shows some of his older work and he changes the images 
and text now and again, although he hasn’t added any of his work from Anti to it. He’ll do 
the same with his portfolio, keeping the PDF under 10MB so it’s easy to send. So far, the 
job is going well and he’s been involved in plenty of projects.

“My best tip would be to make sure your work is presented in the best way possible,” 
he says. “Make it simple and clean. Make sure your work presents you as a multifaceted 
graphic designer, and doesn’t only focus on one skill. A good, classic tip is to start and 
end your portfolio with your best projects. But make sure you make a good selection, 
and don’t show too many projects.”

CaSE STuDy:  
HåkOn STEnSHOlT

a new recruit at anti,  
Håkon stensholt came from  
a print background and uses 
Pdfs and his website to  
present his portfolio

to make sure the cultural fit is right for my team. Then it’s 
about the portfolio, how they present, is the candidate 
engaging, do they look interested, have they credibly done 
this work and can they talk about it fully,” says Richardson.

Telling your story, as well as the stories behind your 
work, is a crucial criterion for a successful portfolio if 
you’re applying to Kjetil Wold at the Norwegian agency 
Anti. Wold is co-founder, creative director and consultant 
with the company, where there’s a growing emphasis on 
motion at the moment. Because motion work requires 
narrative, Richardson is keen to find designers and 
animators who understand this. The ability to explain 
concepts and show purpose is what he looks for.

“We always look for people who understand 
concepts and storytelling, and can make excellent visuals. 
We want to see work that’s anchored in a reason for being 
there. Right now we’re searching for more motion-graphic 
designers because everything needs to be in motion these 
days,” he says. “The best thing is to start off with an online 
reference to give us a reason to say, ‘Hi’. It could be a link 
to your work on Behance, or impress us even more with a 
well-designed personal site. Then we might meet up and 
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to chat to them. At this stage we tend to just chat, but 
bringing additional works on an iPad or laptop is useful 
thing to do here.”

How many pieces of work should you include in 
your portfolio? Well, for Jem Robinson at least five 
projects of a decent size is ideal, and for each one she’d 
like to see images of different aspects of the job. For Kjetil 
Wold, five is again the magic number, but he emphasises 
that each piece needs to be killer. If you’re not sure in your 
heart that something is good, then you should leave it out.

“One watch-out is to not put anything in your 
portfolio that you don’t feel really good about – it can 
end up tainting the book and will be hard to talk about 
enthusiastically,” says Karen Jane at W+K. “But don’t 
confuse this with something that was experimental 
that didn’t work out. We talk a lot at Wieden about 
embracing failure through taking creative risks – those 
kind of projects can be great conversation pieces.”

If you’re including several images for each portfolio 
piece, remember that they don’t all need to show aspects 
of the final output. Some of your sketches, concepts, 
written thoughts or work-in-progress projects might help 
you tell the story behind the piece better, particularly if 

you get to interview stage. It may help you explain how 
you solved a design problem, which is interview gold dust.

As your career moves forward, your portfolio 
needs to evolve. It’s not just a case of adding new things 
to it, or heightening the visual quality of the work. The 
selection of items will also need to demonstrate that 
you are growing as a professional.

“I think the more senior you are as a designer the 
more you can curate your work selection, because you’ll 
have more to choose from at that stage in your career,” 
says W+K’s Karen Jane. “Being a good judge of work also 
becomes more important. As a key part of the creative 
team here at Wieden+Kennedy a senior designer would 
need to lead the direction of the work, so judgement is 
key. You may show fewer projects, but they will show the 
breadth of your capabilities – that you can tackle a variety 
of design problems including larger more complex pieces 
– and these will all be stellar projects.

She continues: “I think when you are more junior 
you are more likely to show a few more, smaller projects 
and have lots of ideas, energy and experimentation. At 
that level it’s about trying things out, seeing what sticks, 
moving things forwards. And it’s more about seeing the 

Last year, illustrator Damien Weighill landed freelance work on a project for AllofUs 
creative director Jem Robinson. The project hasn’t been launched so we can’t show 
it, but Robinson thought he was the ideal person for it. It began with his portfolio and 
went on to an interview before he was brought onboard.

Weighill has several portfolios that clients can look at – two online and two printed. 
One is on his agent Jelly’s website, which is carefully selected. “First I send the guys 
there everything that I produce which I feel has been a success. They will put together 
the portfolio from that pool of images and then between us we will periodically discuss 
whether anything should be added or dropped. It’s invaluable for me to get Jelly’s input 
as they are constantly doing the agency rounds, showing and discussing my work, and 
they have experience in that side of things that I certainly don’t.”

He also has a portfolio site of his own (www.damienweighill.com) and hired EnjoyThis 
to create it. It shows a selection of 36 pieces of work, all hand drawn by Weighill. If one 
of his illustrations appears in a magazine, rather than photograph it he draws a picture of 
the magazine. It’s a nice touch that emphasises his unique approach. “I definitely see my 
portfolio website as the most important promotional tool I have. Most of the ways that 
I manage to get my work seen will end up pointing them back there,” he says. 

CaSE STuDy:  
DaMIEn WEIgHIll

as a freelance illustrator, 
damien Weighill has several 
portfolios, and the work in  
them won him a tidy bit of  
work from allofUs
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raw ingredients: interesting thinking, craft skills and a 
wide interest in design.”

Do creative directors want to see self-initiated 
projects? If you’re going for a junior role, definitely. Many 
of them enjoy seeing what the new blood in the industry 
are up to. “In a junior designer’s portfolio I want evidence 
of them being hungry, referring to self-initiated projects 
and giving us a view into something new. You should show 
you want to learn, that you’re fast, and that you understand 
concepts,” says Kjetil Wold at Anti.

ClIMbIng THE laDDER
When you move on to applying for middleweight positions, 
client work must come to the fore – show you can work 
from a brief and come up with solutions, or execute other 
people’s ideas. “It needs to show consistent, solid design 
skills on larger scale projects as part of a more senior 
team,” says Jem Robinson at AllofUs. “You might not 
necessarily be the one originating the design, but with a bit 
of good art direction you can show you were able to pick 
up a project and run with it, create assets and demonstrate 
some flair and design abilities.” 

For senior design roles, the creative director is 
looking for leadership and good judgment as much as 
great design skills. “A senior design position is tricky, we 
find it means different things in different agencies,” says 
Rob Brearley at Golden. “I think a senior designer should 
have credible experience across key areas of the role: 
ideation, art direction, leadership, responsibility and 
design competence. We would expect a senior to adapt 
to various briefs. We look for a breadth of diverse work, 
showing evidence of leadership and client interaction.” 
Brearley adds: “At this level they should be proficient 
in most design software, feel comfortable art-directing 
photoshoots and capable of bringing their ideas through 
to finished artwork.”

As you can see, there’s no widespread consensus 
as to what makes a winning portfolio and no magic formula 
for creating one. creative directors at different studios 
and agencies are looking for slightly different things a lot 

ROCk-SOlID PORTfOlIO aDVICE

Hiring creative directors at five top design 
agencies give the inside track on how to 
impress them

tailor your project
“Make sure your portfolio is a genuine representation of you 
and the work you want to do more of,” says Karen Jane at 
Wieden+Kennedy London. “Tailor your work selection to the 
conversations you want to have when you are presenting it.”

weave a narrative
“Remember the storytelling; anyone can mock up a good 
visual,” points out Anti’s Kjetil Wold.

keep it preSentaBle
“Your portfolio itself – the container that holds your work – is 
also an opportunity to show that you can design and demonstrate 
that you understand audience needs, so design that too,” advises 
Jem Robinson at AllofUs. “If the work is great but the portfolio 
site it sits on is a mess, I’ll reject it.” 

pick your BeSt
“Include your best, and only your best work,” is the top tip from 
Mr B & Friends founder Steve Richardson. “Don’t pad it out and 
don’t present work that is not yours. You’ll be amazed how many 
people in the industry know each other.”

Stay genuine
“Be true to yourself,” urges Rob Brearley at Golden. “Don’t ever 
take a job you hate just to pay the bills.”

of the time. However, a few things have been made clear. 
If you can pick your five best pieces of work, demonstrate 
a decent level of versatility, and are able to tell the story 
behind the projects then your portfolio will be off to a 
great start. Be sure to express your personality in there, 
demonstrate your professional skills, and be ready to tell 
your own story too. If you can do these things, chances 
are you’re well on your way to landing your dream job. 
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searchIng 
for magIc

Swedish art director and image maker 
Clara Terne’s diverse folio is held together by a 
passion for storytelling – with any tools available

c l a r a  t e r n e 
Clara is an art director, illustrator and image-maker  

based in Stockholm. She works alone and in collaboration, 
and has an interest in technology and visual expression.

www.terne.se

Words: martin cooper

PhotograPhy:  
christopher Hunt 
www.christopher-hunt.com



computerarts.creativebloq.com
- 67 -

  C l A r A  T e r n e  A p r i l  2 0 1 5



computerarts.creativebloq.com
- 68 -

I’ve combined this with handmade 
analogue textures. 

In some ways it’s hard to see one 
single, unifying strand that runs 
through your portfolio. Do you see 
a common theme, motif or story 
that ties your work together?
I take that as a compliment because 
I don’t like the idea of my work not 
evolving. It’s nice to hear it looks 
more eclectic from the outside. I’m 
interested in making work that is 
relevant at the time of making it, 
and letting it evolve over time. 

I think the unifying theme is a 
search for some sort of magic. I like 
my work to be situated somewhere 
where it’s hard to place it in terms 
of production tools. A comment 
I quite often get from others is 
that my imagery looks like stills 
in motion work, that they’re like 
moments caught in time.

What do you think is the key to 
telling a story in an image?
Don’t try to tell the whole story in 
one image. Pick an angle. Or if you’re 
trying to get the essence of it all in 

Here, she tells us what she loves 
about her work, and why it’s essential 
to remain perennially curious, agile 
and fascinated.

When did you first become interested 
in illustration and design?
I was always a keen artist, and as a 
youngster I could get lost in the stories 
I created in my head. I would spend 
hours drawing and that was where 
it all started. At some point I had an 
epiphany – this daydreaming could 
be turned into a profession.  

You seem to deploy lots of different 
techniques. How do you decide which 
is right for a particular project?
Using a variety of tools has always 
been central in my practice, whether 
it’s using paper to sculpt or print-
making to make texture libraries, to 
experimenting with 3D programs. 

Rather than simultaneously using 
different techniques, I go through 
phases. The last couple of years I 
have mainly worked in 3D programs, 
using a lot of handmade textures as a 
base. I’m fascinated by, and love, the 
control 3D environments allow. And 

C lara Terne is hard to sum 
up. And, it transpires, that 
is completely intentional. 

So, let’s first look at the plain and 
immutable facts. Terne is a Swedish-
born art director, storyteller, 
illustrator, image-maker and teacher. 
She studied at London College of 
Communication, and has worked 
in agencies around the world. She 
closed the circle by moving home 
to take an MA in storytelling at 
Stockholm’s Konstfack, and today 
continues to live and work in 
Sweden’s capital city. 

Terne’s clients include the 
Liljevalchs art gallery, Princeton’s 
Alumni Week magazine, Wired 
Magazine, and Pollen – a Norwegian 
architectural magazine. 

Look at her body of work however, 
and things become rather less 
clear-cut. You’ll find a collection of 
pieces that embrace photography, 
texture, 3D graphics, illustration, 
generative maths-based abstracts 
and traditional illustration. The 
mix is broad, and Terne is proud 
of the fact that her portfolio 
defies pigeonholing. 

Left and below: terne 
works mainly digitally but 
also incorporates a lot of 
hand-drawn and non-digital 
textures into her designs
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“i think the unifying  
theme is a search for  
some sort of magic”

Left and above: a series of images and a cover made for Wired’s special report on future tech

a still from a short film that terne is currently working on

 live visuals and a generative data-driven installation for absolut vodka

a magazine cover for the educational journal GY, with the theme of career paths
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automation of tasks – being able 
to create complex, data-driven or 
interactive imagery which wouldn’t be 
possible if you made them manually. 
Or they’d take such a long time to 
make by hand.

What I find so inspiring with 
code as a tool, is that it is a place 
where the creator has the ability to 
create the rules, write them, and 
then see the system play out. 

All the programs designers use 
daily, Adobe and all, have been coded 
by a bunch of people at the start, 
with certain boundaries. I think it 
would be very interesting to see more 
designers learning to code their own 
programs, and take control of their 
production tools. 

If technology – InDesign, Photoshop, 
and all the rest – didn’t exist, would 
you still be creating?
I imagine so. I think technology is 
such a broad term... I mean the pencil 
was once the height of technological 
development. And so were oil paints. 

What interests me with using 
new technologies is that there is 
less (visual) legacy and more room 

I often struggle to balance visual consistency 
between projects, and renewing myself in terms 
of clients. i’ve found it takes a while for clients 

to request and commission work in a new technique or 
expression. if you continually do so and publish more 
experimental, personal projects alongside commercial 
work, that allows clients to get used to – and feel more 
comfortable commissioning – a new style or expression. 
Not to mention, it’s fun and healthy to do work without 
a brief. i also remove previous work from my site if i feel 
that i’ve moved on from that style and context, and no 
longer want to be commissioned for it – otherwise clients 
will keep asking for that type of work.

My bIggesT chAllenge 
finding a balance

to explore and keep interested. 
I think it makes sense to use 
contemporary tools if you want to 
create contemporary imagery. If I 
was living in a parallel universe, or a 
different century, I imagine I would 
be experimenting with whatever was 
new and unexplored ground in that 
place in time.  

Do you think technology has 
changed your work?
Definitely, and I really like that. I 
see the programs I use as inanimate 
collaborators. I’m happy to sometimes 
let tools lead the way, and to let my 
limited knowledge of some of my tools 
lead to unexpected outputs. 

I struggle with the general view 
that illustrations are less valuable 
if created with the help of digital 
tools. There seems to be a view that 
creating digitally is cheating, and that 
it is more skillful and true to make 
imagery through traditional tools.  

Can you tell us a little about your 
Protothon project?
Protothon is a collaborative venture 
that came out of a personal desire 

Clara Terne’s professional strategy 
offers clients an assured consistency yet 

guards against creative stagnation

terne would still be 
driven to create even if 
digital tools didn’t exist

there, leave the details out and focus 
on the big picture. I think it’s nice 
to leave some space for the reader or 
viewer to fill the image with their own 
interpretations of it. 

What part does code and coding 
play in your work?
I really wish I could code. I have 
tried many times to get into it and 
to overcome the initial baffling wall 
of a foreign language. but I’ve given 
up all attempts so far. To me, code 
and creative technologists are so 
amazingly interesting. Right now, 
creating through code seems to 
offer a huge amount of freedom.

In my own work, and when 
collaborating with coders, my main 
interest is the visual side of coding. 
The main possibility I see is the 
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to meet and collaborate more with 
technologists. We also wanted 
to make a platform where other 
designers and coders could meet and 
start collaborating. It is strange that 
there is such a divide between the 
two professions as we have so much 
to gain from collaborating. 

Protothon mainly arranges 
hackathons where the aim is to have 
a 50-50 divide between coders and 
designers in each team. 

We have done hacks with google, 
Microsoft, Absolut Vodka, Reach 
for change amongst others so far. 
An added bonus of working with 
Protothon is that I get to art direct 
and do most visual output for our 
hacks. Through Protothon we have 
also begun to do production work 
around creative technology. We’re 
currently producing an app for a 
sports brand that uses running 
data to create generative patterns.   

What’s the biggest lesson you’ve 
learned in your design career so far?
A tutor once gave me the advice: 
decide a time when you stop working 
in the day, rather than when to start. 

I don’t always manage to follow this, 
but as a general rule I think there’s 
a danger in allowing yourself all 
the time in the world to work on 
something. Partly because it means 
you have no life, and partly because if 
there is no stop time you work really 
slowly. I think it’s healthy to find a 
point where you tell yourself ‘this is 
good enough’. Tied into this is the 
advice to not be so precious about 
work once it’s finished. 

Where next? Are there any new skills 
you’d like to learn this year? How do 
you see your career evolving?
There’s always coding to learn, maybe 
this will be the year that I finally do 
it… I would like to get into Unity, 
I’m interested in combining my 3D 
imagery with interactive elements. 
In terms of my career I have enjoyed 
where it has taken me so far. It 
would be nice to work with larger 
or longer projects when it comes to 
my image making; a lot of editorial 
work has such a fast turnaround. 
For that reason I’m interested in 
moving towards motion, products 
and games in the future. cover for a special neuroscience edition of princeton’s weekly alumni mag

still from a short film terne is currently working on

a cover and title design 
for architectural 
magazine pollen
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LL A: A nEw APPROACh 
TO AIRPORT BR AnDIng
Tasked to create a fresh visual identity for London Luton Airport,  
ico Design dispensed with tired notions of flight and motion in 
favour of a modern, flexible solution that reflects LLA’s ambitions

ico design has created a new identity for London Luton Airport that avoids tired cliches of motion and direction

ViVek Bhatia
creatiVe director

After completing a bA in Graphic 
Design, vivek spent four years 
at publishing specialist Hamlyn 
books, before joining ico in 2001, 
where he now oversees all creative 
output. He is an associate lecturer 
at various London colleges and at 
iDep Design college in barcelona.

ThE DESIgn BRIEF

Following the approval of a £100m redevelopment plan 
to expand and improve London Luton Airport (LLA) over 
the next decade, we were commissioned to help create 
a new visual identity. We had previously worked with 
the airport on an internal engagement project, so they 
already knew the way we worked.

There is a huge amount of investment going into 
different areas of the airport – from the road network 
that leads into the airport, to the terminal itself. The 
brand was about communicating that change and being 
future-focused. It definitely wasn’t about creating a new 
visual identity for the sake of it, but rather to reflect the 
changes that will transform the airport.

The new ‘face’ of the airport needed to carry the 
ambition of redefining LLA as a leading airport serving 
London, Luton and the surrounding regions. The brief 

was how to redefine the airport in the London market. 
Until now, it wasn’t necessarily at the forefront of 
people’s minds that LLA is less than 30 mins from St 
Pancras, for example, so the rebrand was about forging 
closer and more emotional ties to London, as well as 
continuing to serve the Luton area and beyond. 

The brief also required working with the directors 
and airport team to establish how LLA could become a 
passenger-centric brand, making airport travel easy and 
fun, and in a way that would be unique to LLA. 

Strategic work preceded the creative process, and 
we organised workshops with the senior management 
team to get them to understand what a brand is, but 
also to elicit information. Collectively they have a great 
knowledge of the airport and how it functions. Our role 
was to elicit what makes it different from other airports. 
How could it be improved? What conventions could be 
broken? This involved practical and far-reaching ideas.
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Project at a gl ance
creative director vivek bhatia explains the process involved in branding LLA

7 Shades of sky
our final selection was inspired by the different 
shades of the sky, be it a balmy red sunset or 
midnight purple. This rationale helped us convince 
the various stakeholders. it was a balance of 
simplicity and flexibility to communicate the 
energy and vibrancy of LLA as it changes.

1 Complex job
We coordinated a variety of workshops with 
the airport teams, to help them understand what a 
brand is and how LLA can become one. We have this 
approach for every project, but for an airport it’s 
substantially more complex, there is more to get 
your head around.

4 Module graphic
many logos we tried worked aesthetically, but didn’t 
satisfy all our requirements. We tried many typefaces 
and logos drawn from scratch but settled on a 
module-based graphic, because it was geometric in 
creating LLA and could be used as a ‘framework’ for 
colour, image, animation and 3D.

2 Core essence
Those workshops crystallised the notion of 
‘simplicity with a smile’. That’s what we labelled 
the core essence of the brand. After presenting 
them back to the LLA team, that idea became the 
foundation of the work that followed. Whatever 
we do, on a top level it reflects that.

5 Core patterns
in addition, when the LLA marque is subdivided 
into a grid, various patterns can be extracted 
from it. These were blown up and cropped. 
We selected a core family of patterns that 
could be used across applications to bring 
coherence but also variety.

8 Modern aesthetic
For the typeface we needed something to express 
the values of the brand and a progressive, modern 
aesthetic. it would require several weights and 
enough personality to be distinctive. We worked 
with Atipo, and the iconography was developed in 
tandem and is totally aligned to the typeface.

3 Breaking convention
When we designed the logo, we wanted to break 
with convention and not represent flight or motion in 
any way. secondly, it had to work as a symbol and 
acronym of LLA to communicate the airport’s 
connection to London. Thirdly, it had to be flexible, 
to work in a variety of ways. 

6 Brand colours
We were keen not to be reliant on one or two key 
colours, as we didn’t want the identity to have a 
corporate feel. We tried having no specific brand 
colours, but it would have been unworkable. so 
we settled for a collection of core colours that 
worked in pairs. 

9 Transforming walkways
one of our first tasks was to transform the extensive 
walkways for arrival and departure, to bring them to 
life and reflect the ‘simplicity with a smile’ essence. 
We created an installation of street photography, 
combined with elements of the core brand palette 
like the graphic pattern. 
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The modular, graphic nature of the marque allow it to be used as a framework for images and 3D iterations

various logos and typefaces were tested out A modular marque allowed the team to explore flexibility

InITIAL 
COnCEPTS
three ideas 
that didn’t 
make it 
through

There were many variations of marques and 
logo types that tried to balance simplicity 
with flexibility, but were discarded. With this 
one, for example, we realised it might look 
too much like it was trying to communicate 
flight, which we didn’t want to do.

At one stage, we thought about creating 
a generative logo, which would constantly 
change and evolve, to reflect the energy 
of the airport. but this approach ended 
up being too complex – a generative logo 
wouldn’t reflect the simplicity we were after.

We were keen for certain icons to convey 
more personality and be quirky, but without 
compromising legibility or understanding. We 
had to discard some ideas like these, but the 
final set in the LLA branding does include 
some that retain this quirky aspect.

wORK In PROgRESS

We worked with a core team, which included myself, 
strategy director Russell Holmes, designers Akira 
Chatani and Mariana Santiago, and project manager 
Will Heaverman. We started by identifying core brand 
values for the airport going forward which would act as 
touch points for all aspects of the business and inform 
the visual identity. We expressed the essence of the 
brand as ‘Simplicity with a smile’.

The idea of simplicity is very difficult to achieve. You 
have to be quite ruthless in getting down to what really 
matters and how that can be executed. The idea of ‘a 
smile’ is about the airport becoming more customer-
focused but also delivering layers of delight that make 
for a more enjoyable experience. 

Prior to embarking on the design process we 
conducted quite a lot of research at competitor airports, 
to understand the landscape of what a visual identity is 
for an airport. We needed to create something that was 
bespoke to LLA, could work on many levels but which 
also broke with convention.

One of the first things we understood was that 
airport identities in general are trying to embody a 
notion of a motion or direction. This approach was 
very tired, and also in essence wrong. Airports are not 
‘of the air’, that’s what airlines are; airports are ‘of the 
land’. That was quite a big steer on how we then started 
generating ideas.

There were also practical considerations, such as how 
to create a more emotional tie to London. The name 
change from ‘Luton Airport’ to ‘London Luton Airport’ 
was already in place, so in its purest form – the brand 
marque – we wanted to create something that would 
communicate this, but also be hugely flexible.

Many possible marques worked aesthetically but 
didn’t satisfy all our requirements. The modular LLA 
symbol did, and it also acted as a carrier for colour, 
could animate, and would work in three dimensions. 
Once we had this, we knew we were onto something.



  D i a r Y ˚ 1 :  i c o  D e s i g n 

compuTerArTs.creATivebLoq.com
- 79 -

   Step 1

   Step 4

   Step 2

   Step 3

how the team worked out the type 
and iconography for lla’s signage 

FLIghT OF IDE AS

Step 1
When it came to the typeface, initially it was about what 
felt appropriate; we wanted a sense of modernity but 
also something that would feel welcoming to passengers. 
on a more functional level it had to be highly legible 
at different sizes, so we did many tests across notional 
signage, advertising and online applications. We also 
wanted something with sufficient personality that would 
unite all communication from the airport.

Step 2
We approached spanish type foundry Atipo as their 
typefaces had a sensibility that felt right for what we 
were trying to achieve. The LLA typeface was inspired by 
DiN, which has become a standard across the German 
transport system.  

Step 3
We were always keen for iconography to be coherent with 
the typeface and be part of it. We initially created a series 
of icons in the studio to get a feel for what we were after, 
before collaborating with Atipo to complete the full set.

Step 4
There was some back and forth, but they totally 
understood. A few icons have more personality to add 
a little bit of delight without compromising legibility or 
understanding – the food and drink icon uses a fish and 
a mug, and the toilet signs have duplicates that work as 
wayfinding but also as graphics on arrival.
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Django Django:
Hail Bop
british rock group Django 
Django’s ‘Hail bop’ from 
their eponymous debut 
album is a track packed full 
of energy and sharp, spiky 
hooks. it is great for keeping 
the work energy up on a long 
project such as this.

BonoBo:
Kiara
‘Kiara’ is by british musician, 
producer and DJ bonobo. 
When we came to make an 
animation of the identity, this 
track from his black sands 
album perfectly fitted the 
light, optimistic mood we 
wanted the brand to convey.

THe alBum leaf:
anoTHer Day
The Album Leaf is an American 
solo musical project founded 
in california. This track from 
the album A safe place is very 
chilled and melodic. ‘Another 
Day’ is ideal for letting your 
thoughts wander, and is also 
very good to write to.

PROJECT
SOUnDTR ACK
the music that ico 
design played in the 
making of this project

The new identity was unveiled at a launch exhibition that 
played with the core brand essence of ‘simplicity with a smile’

The colour scheme has no specific brand 
colours to avoid a corporate feel

The launch exhibition allowed staff and customers to get to 
know the new brand identity

Different printed 
applications 
show off the 
new identity

COnCLUSIOn

We knew that whatever identity we came up with, 
it had to be future-focused. It had to represent the 
ambitions and aspirations of the airport and also the 
idea that airports are incredible spaces, in the sense 
that they’re not just meeting points, they’re crossroads 
of cultures. LLA will become a destination in its own 
right, and the identity should reflect that. Rather than 
it being a static identity, the new brand is something 
that has a core form but can be manipulated in lots of 
different ways. The advantage of that is that we can use 
it in ways that work on a corporate level, on a local level, 
in print, in three dimensions and digitally, but also to 
speak to passengers in a more interesting, engaging and 
memorable way.

It not only appropriately reflects the brand, 
but it differentiates it in a way that is creative and 
unconventional. The intention was to make it incredibly 
flexible so that it can speak to a multitude of audiences.

The identity was launched in December last year, 
with an exhibition targeted at staff and passengers. 
That exhibition delivered the sentiment that reflects the 
brand. The idea of ‘simplicity with a smile’, for example, 
was realised with a number of interactive installations 
(designed by sister company icoEx), such as a small piano, 
and an interactive screen where people could become 
familiar with the LLA logo by changing its colour.

Throughout the project, the process of getting 
approval was complex. It involved directors, senior 
management, councils, shareholders and partners. So 
the idea needed to be robust and have real clarity, and we 
needed to articulate it in a way that convinced all those 
people. The LLA team were really great to collaborate 
with because they recognised and wanted change. They 
became real advocates of our work as they knew it was 
reflecting their aspirations. 
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Rose
Since 1999, Rose’s work has been 
recognised by more than 100 global 
creative awards, including a silver award 
for the Most Awarded Design Agency 
2014 from D&AD in 2014. The studio also 
picked up Best of Show at CA’s inaugural 
Brand Impact Awards – see page 18 for 
details of the 2015 scheme.

DESIGN AND PRODUCE 
AN ARt CAtAlOGUE
The next of our exclusive walkthroughs from the studios in CA’s 
UK Studio Rankings 2014 follows Rose designer Harry Bingham 
as he creates a catalogue for London’s Serpentine Gallery

PROJECt FACtFIlE

BRIEF
Rose was commissioned to design a catalogue to 
commemorate Smiljan Radic’s Pavilion structure at London’s 
Serpentine Gallery. The idea was to pay homage to the 
architect’s creative process by resembling one of his sketch-
filled notebooks. 

StUDIO
Rose
www.rosedesign.co.uk 

DESIGNER
Harry Bingham

StUDIO SKIllS
• �Sketching a rough design
• �Designing an appropriate page format and grid in InDesign
• �Selecting a suitable typeface
• �Choosing ideal paper stock for printing the book
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V I D E O  W A l K t H R O U G H

v ide o  
c on t e n t

watch the video at 
bit.ly/ca238-Rose 

oR in ouR ipad edition
see page 44

http://www.rosedesign.co.uk
http://www.bit.ly/CA238-ROSE
http://www.bit.ly/ca238-rose


 chilean architect smiljan Radić designed what would be the 14th serpentine pavilion

1 Know your subject
A pivotal part of the process in designing any art catalogue is becoming 
familiar with the subject matter. In this case, the architect’s precious 
sketchbooks informed the design of the book; they became an important 
feature in the content and the final catalogue took on the same A6 format.

4 Defining sections
Having defined simple rules for the catalogue, we were then able to create 
defined sections within the book. on reading the book, the orientation 
changes several times, in particular when viewing images from Smiljan’s 
design process, to further accentuate the association with his sketchbooks.

7 Process of development
The whole book follows the chronology of Smiljan’s process, from initial 
sketches, to maquettes and models, to images of the final pavilion itself. This 
creates a very enjoyable process for the reader as they eventually discover 
the final form of the pavilion towards the latter pages of the catalogue.

haRRy bingham
designeR 

Designer Harry Bingham joined Rose 
in 2012 after studying graphic design at 
Falmouth university. Since joining the 
team, Harry has worked as a designer 
for many of Rose’s varied clients such 
as Kew Gardens, The V&A, Unilever, 
Deutsche Bank, The Lanesborough 
and The Design Museum.
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DESIGN tASK

The summer Pavilion at the Serpentine Gallery in 
London’s Hyde Park is a highlight of the London art 
scene. The impressive and provocative 2014 commission 
(the 14th consecutive year in the series) by world 
renowned Chilean architect Smiljan Radic, continues 
their tradition of cultural shock.

The Gallery invited Rose to collaborate with Radic 
on an accompanying catalogue to commemorate the 
Pavilion. He is a prolific sketcher and note-maker, and 
fills endless Moleskine notebooks with his thoughts 
and inspirations. The resulting recommendations 
for the catalogue, its format and the most appropriate 
way to editorially convey the eclectic content and 
media within, felt like a fitting culmination of his 
vision for this ambitious project. 



Watch the video now on our YouTube channel: www.bit.ly/ca238-rose

2 Flexible grid
After defining the format, in this case A6, we created the most appropriate 
grid for the content. This content varied considerably from long essays, to 
imagery-driven sections. This variety led us to a flexible system that worked 
in both portrait and landscape, another key feature in Smiljan’s process work.

3 typeface selection
Further to defining the grid, our choice of typeface was key to creating a 
refined solution. We wanted a clean, contemporary face that would not 
conflict with the characterful imagery associated with the work. Avenir gave 
the refined subtlety we were aiming for, while retaining legibility at small sizes.

5 Using landsape
The interview with Smiljan was a particularly great opportunity to utilise 
the landscape orientation of the catalogue. The shorter bursts of text 
fall nicely in two narrow columns, and allow for full-bleed landscape 
imagery to occupy the opposing page. 

6 typographic details
Typography is incredibly important when designing publications like this, 
and we spent considerable time working with the chosen typeface and the 
specified grid to find the best settings (such as hyphenation and justification) 
to achieve a pleasing rhythm for the book without any unsightly gaps or rivers. 

8 Stock considerations
There were several important decisions to make when printing the book. 
The text stock needed to hold images well with minimal show-through, but 
also light in weight to keep a narrow profile in the final format. We selected 
end papers to emulate the limestone boulders supporting the pavilion.

9 Rounded corners
We chose to utilise rounded corners as another association with the 
architect’s sketchbooks. We also decided to have exposed grey-board 
on show around the edge of the cover; this aligns with Smiljan’s vision 
that the pavilion should feel unfinished and rustic in it’s appearance.
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PROJECT FACTFILE

BRIEF
spanish publishing house Norma 
editorial gave brosmind free rein to 
create a luxurious book of not only 
their extensive portfolio, but also 
their personal story and the origin 
of their creative partnership.
 
CREATIvEs
brosmind
www.brosmind.com

laie pradas
www.laiepradas.com

Norma editorial
www.normaeditorial.com 

PROJECT DuRATIOn
one and a half months

LIvE DATE
November 2014

Brosmind
design Brothers

the mingarro brothers, Juan and 
alejandro, were born in Huesca, spain. 
Juan studied graphic design at elisava 
Design school in barcelona. alejandro 
studied industrial design at elisava 
Design school, arnhem university 
of art and central saint martins. 

ThE BROsmInD sTORy: 
A CREATIvE LIFE mADE PAPER
Illustration duo Brosmind has produced creative work together 
since their childhood in Spain. In 2014, the two brothers jumped 
at the chance to tell – and illustrate – their unique story
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mIxIng IT uP
she initially did a rough sketch of all 
the book. then we started deciding 
the order. We wanted to mix up our 
work, not just have all illustration 
projects in one place, and then all 
sculpture. We wanted to make sure 
that it’s fun to read. it was about not 
putting in a timeline, but creating a 
rhythm to the design.

DEsIgnER hELP
We asked graphic designer laie 
pradas to work with us. if we had 
done everything ourselves, it would 
have looked too busy. the texts 
needed to be comfortable to read, 
and the design clean and tidy, so 
we wanted a graphic designer to 
supervise the grid, the layout, the 
typography and so on.

InITIAL vIsIOn
We had a clear vision of how the 
book should look. the whole book 
was done in a month and a half. We 
closed the studio and didn’t do other 
projects. i did the pictures and Juan 
did the text. the hardest part was to 
organise it. We had two folders of our 
favourite images, but then we had to 
choose what to include.

ALeJAndro mingArro 
descriBes how the  
Book wAs compiLed

PROJECT 
EvOLuTIOn

STAGE ONE We had the structure very clear in our minds from the start STAGE TWO We had to explain the vision 
to graphic designer laie pradas

STAGE SIX the book had to match our colour palette, which is one 
of the most precious things in our work

ThE DEsIgn BRIEF
alejandro mingarro

Last year we did a small exhibition 
of just 20 illustrations for which we 
published a small portfolio book, 
What’s Inside, for the gallery. In it 
we explained the story of how we 
have been working together since 
we were children. When we do talks 
we always start from this point of 
view – that we are very proud to 
have been a creative couple ever 
since we were little. 

When Oscar Valiente of 
publishing company Norma 
Editorial saw our portfolio book, 
he immediately said he wanted to 
publish something about Brosmind. 
We already knew Oscar, and he liked 
our style and always wanted to do 
something with us, but was not sure 
how to put our work out there. So 
when he saw What’s Inside he said 
we should make a bigger version – a 
luxurious book with lots of elements 
inside. He really wanted us to talk 
about our childhood and to make it 
personal. It wasn’t just meant to be 
our portfolio, it was also to include 
our origin – to look back to those 
years of our childhood. He gave us 
total freedom; he said, ‘Do whatever 
you want.’ Of course, we were 
super-happy to have the chance to 
explain this story. To create a book 
so personal was amazing. 

STAGE FIVE the original idea for the cover was very simple, 
but we realised it needed to have more impact
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hOw wE wORk
juAN mINGArrO EXplAINS 
brOSmINd’S prOVEN 
ApprOAch TO prOjEcTS

We always work together on all 
the projects. We have the same 
background, and it’s really easy 
to communicate between us. We 
have the same style of drawing 
and think very similarly. We still 
draw with pencils – the pencil 
drawing is the part that takes 
more time, because it’s the one 
that we put all the effort into. 
then i do the inking work and 
alejandro does the colour.

Whatever field we’re working 
in, we always initially brainstorm 
individually and then brainstorm 
together until we have the idea. 
We then decide what direction 
we want to take – sometimes 
we develop alejandro’s idea, 
sometimes mine. We have so 
much confidence in each other, 
we can be really sincere with 
our criticism. We argue a lot, but 
that’s good for work because it 
brings it to the next level.

the brosmind style is really 
defined so we both know what all 
the characters should look like. 
the initial thinking is more about 
the layout, or how to simplify the 
brief. but once we visualise that, 
it’s an automatic process.

FACE BOOk
We originally thought we would have 
a simple white cover with just the title 
on it, but we changed our minds at 
the last minute. We realised it would 
be lost in a book store. also, we are 
brosmind – we have to put our faces 
on the book. We were worried that 
we might look like dicks, but now if 
you see it in a library, it pops up.

DIFFICuLT DECIsIOns
laie gave us some rigour. For instance, 
a project for Honda was probably the 
most important one of our career, as 
it helped us define our style. but at 
the same time it’s a little old, and in 
the end we had the strength to only 
include one picture. that was difficult, 
but thanks to her we realised it was 
the right thing to do.

STAGE SEVEN We were very pleased to have the opportunity to make such a personal book

COLOuR PALETTE
there’s a part where we show our 
colour palette. all our illustrations are 
based on this, it is one of our most 
precious things. so it was important 
that the book’s colour was a perfect 
match. We were very happy with the 
final print, and everything was correct. 
Norma produces so many books, so 
they have everything under control.

FInIshIng TOuCh
the book includes a comic, stickers 
and place markers that you can add 
yourself. there are also some pink 
pages in the middle that contain 
our original pencil drawings and 
show our process. the final book 
is printed on matt paper; we wanted 
it to be thick and to have a nice 
touch. We are very happy with it.

STAGE ThrEE We really wanted to mix up our different areas of 
work, so that the book is fun to read

STAGE FOur the process helped us make difficult 
decisions about which project images to show



PROJECT FACTFILE

BRIEF
Paris-based advertising agency 
Heaven contacted Vallée Duhamel 
to collaborate on an ad that would 
highlight the unique functionalities 
of Samsung’s Galaxy Note S-Pen. 
They wanted to represent each of 
the features through ‘real objects’ 
in the daily life of a user.

STUDIOS
Vallée Duhamel
www.valleeduhamel.com

The Workshop
www.workshopmileend.com

Heaven
www.heaven.fr

PROJECT DURATIOn
Two months

LIvE DATE
12 January 2015
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Samsung  wanted to reach was pretty large. The idea 
was to reach mostly professionals that would use their 
phones for work and personal matters - the film wasn’t 
intended to reach only creative people. We found it 
interesting that Samsung thought of us, since they 
develop high-end technological products, whereas our 
approach is really lo-fi and based on the hand-made. 
When we went through the brief though, it made sense 
that we fit well, as each of these S-Pen features would 
be interpreted in the ‘real world’ with real objects.

ThE DESIgn BRIEF
Eve Duhamel

We were contacted by Heaven, an advertising 
agency responsible for the Samsung Mobile account 
in France. We were happy that it wasn’t a pitch and 
that they wanted us to collaborate on this project. 
They wanted to showcase the Samsung Galaxy Note 
S-Pen’s functionality and various features, and had 
made previous films, such as Daydream of a Penspinner, 
which had been very successful. 

The initial brief was really simple: illustrate the 
functionality of the S-Pen. The target audience 

SAmSUng AD: mAkIng 
TEChnOLOgy TAngIBLE
Canadian studio Vallée Duhamel used its lo-fi approach to convey  
a high-spec piece of technology for Samsung, with stunning results



Julien Vallée
designer and director
Vallée duhamel

aGi member Julien has worked for 
Google, lacoste and The New York 
Times among others. His monograph 
rock, Paper, Scissors: The Work of 
Julien Vallée was published in 2011.

eVe duhamel
Visual artist and designer
Vallée duhamel

eve’s playful installation and handmade 
work has been used for posters, 
skateboards, snowboards, fashion, 
events and books, and her work has been 
exhibited in galleries around the world.

PROBLEm
SOLvED
how the workshop 
smoothed out 
inconsistencies  
between transitions

even with the use of the video assistant, 
the switch between objects during a 
sequence could never be perfect. The 
ripples of the shirts could change, or 
a vein would come out more because 
the actor would hold something heavier. 
Post-production house The Workshop 
spent most of its time doing warps and 
rotoscoping, and playing with scale and 
speed to achieve a natural flow during 
the transition. most of it was achieved 
using after effects.

  D i a r Y ˚ 3 :  v a l l É E  D u h a m E l 

The creators used more than 30 objects for the shoot, carefully chosen from favourite designers
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WORk In PR0gRESS
Julien vallée

The first step in the project was to analyse the 
functionality of the S-Pen and translate its uses through 
different objects that they could relate to. There were a 
lot of them and we had to carefully consider the order 
in which they would appear in the final film. Pretty 
basic tools included ‘cut and paste’, for example, which 
we replaced by obvious objects like scissors and a glue 
stick. Others were more specific, such as the multi-
tasking feature which is basically two programs running 
simultaneously on a split screen. We illustrated that by 
having the hands play ping-pong and writing with the 
typewriter at the same time. In total we represented 11 
different types of functionality.

Since we wanted to do everything in-camera, there 
were some real challenges regarding the size of the 
objects – the way they would move and interact with 
the desk environment. Another aspect we were dealing 
with was the ability of the actor (Émilien Zauhar, who 
practices penspinning as a hobby) to make interesting 
movements with the objects. 

One last constraint that we decided to add was for the 
choreography to be coherent: the order of crafted actions 
had to follow an ordinary day, so coffee in the morning, 
picnic for lunch, ping-pong game in the afternoon and 
so on. Once we had worked out the order, we had several 
rehearsals. In these, the aim was to figure out the way 
Émilien needed to start and finish the movement of each 
object, so that it was hidden and could be subsequently 
revealed. Everything was shot in live action, so it was a 
meticulous task of positioning the beginning and end 
of his movement between the object’s substitution. But 
a couple of shots were comped together at the end. For 
example, when he put his hand in the desk and reached 
for the notepad, this was shot in three different takes: 
the first one to get objects behind his hand, the second 
one on green-screen for objects in front of his hand, 
and a last one of the hand reaching the notepad. 

The initial challenge was translating the pen’s features into actions choreography of arm and hand movements



“We used 30 
dif ferent objects, 
carefully chosen 
from dif ferent 
designers we like”

On set, we were working with a video assistant who 
provided us with a live image, played previous takes and 
roughly blended two takes together to make sure all the 
positions matched. This enabled us to have a skin of the 
previous shot and to match the arm positions so that we 
could continue the movement in the sequence. 

In total we used about 30 different objects including 
the ones on the desk. All of them were carefully chosen 
from different designers we like. The final shoot took 
two days of 16 hours in a row. That was pretty intense.

COnCLUSIOn
Julien vallée

The entire process went extremely well. Heaven and 
Samsung were totally open to our ideas and had faith 
in our direction. We received helpful feedback on the 
different aspects that needed to be related to the features 
of the S-Pen, and they were open to the way we adapted 
them while retaining the spirit in the storytelling. When 
everyone involved in such projects performs their role 
well, it’s hard to fail at reaching the targeted audience. 
We are so happy with the audience reaction – it has 
been our most viral project so far, with more than 
three million views in two weeks.  
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SE T ASIDE 
T ImE TO TEST
 

always test before going on set. We 
had a couple of rehearsals prior to the 
shoot and made a quick edit in order 
to pinpoint eventual problems that 
could happen in the making of the final 
project. We used Premiere Pro and 
after effects to make these tests.

ALWAyS ShARE  
nE W IDE AS
 

When a better idea comes up in 
the process, share it with the client, 
even if you are past the established 
calendar. The creative process 
should always be part of each step, 
from conception and storyboard to 
shooting day and post-production.

FInD ThE  
CRE ATIvE OThERS

make sure you work with the right 
people. We love meeting new people 
and involving them in our projects. 
Sometimes we feel too close to 
our creative process, and being 
challenged by an outsider can really 
change established perceptions.

LESSOnS
LEARnED
Julien Vallée  
considers what 
the samsung pen 
proJect taught him

one of the main challenges was figuring out the movements of the objects on the desk

The actions had to follow the timeline of a normal day

The transitions from one movement to the next had to be seamless

a video assistant played previous and live takes

Some shots were comped from a number of different takes 
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shoot PRINt WoRK 
foR youR folIo
Digital portfolios may be the standard for many creatives, but showcasing  
tactile projects can prove challenging. tanya Combrinck gathers some  
best-practice advice for photographing print projects more effectively

W
ith a bit of photographic 
know-how, a half-decent  
DslR and a sprinkling of 

art direction flair, there’s no reason  
why you can’t shoot pro-quality images 
of your print work that will do them 
justice on screen.

“Don’t worry if you’re not the most 
skilled photographer or don’t have the 
best camera on the market,” advises 
photographer Neil Watson (www.neil-
watson-studio.com). “These days even 
the most basic cameras and equipment 
will get you a long way; any entry-level 
DSLR or high-end compact with an 
external flash can be used to get  
great results.”

The first step is to set the stage.  
“The way in which we photograph our 
projects is a part of what defines our 
visual style,” says graphic designer Patrice 
Barnabé (www.patricebarnabe.com). 
“First of all, be aware that photography, 

as much as design, can be a victim of 
trends. Remember the trend of holding 
a giant poster with your fingertips in 
front of you? Or framing all of your 
posters? A few years ago everybody 
was doing it and now it looks completely 
outdated. Don’t be tempted to imitate 
a photographic trend; instead, find your 
own way to do it and your pictures will 
stand the test of time.”

Chris Logan of The Touch Agency 
(www.thetouchagency.co.uk) likes a 
neutral colour for the background: “It 
works well when you have a variety of 
projects of different size, colour, print 
finish and scale to accommodate. It also 
allows for consistency across all of our 
project shots.”

Barnabé warns against creating 
something too clinical. “When you 
create your set, make sure it doesn’t 
look like a laboratory. White or pale 
grey backgrounds can be cold and 

need to know

inexpressive. Don’t be afraid to 
incorporate a colour background that 
relates to the look and feel of your 
project; it will help create a cohesive 
set of pictures. You can adorn your set 
with objects that give an indication of 
the project theme. For example, if you 
designed the identity for a flower shop, a 
few rose petals distributed harmoniously 
next to your stationery can add a 
sensible and fun touch.”

Watson echos this: “I sometimes like 
to add props that create a sense of an 
environment. This could be something 
as simple as a shadow from a plant, or 
even a cup of coffee.”

But don’t go overboard with your 
accoutrements; Julian Zimmermann of 
Deutsche & Japaner (www.deutscheund 
japaner.com) stresses that it’s important 
to stage the work in a well-balanced way: 
“Don’t over-stage the imagery; let the 
work shine in the foreground.”



“if you don’t know much about 
lighting and don’t have any special 
equipment, natural daylight is best”

  S H O O T  y O u r  P r I N T  W O r K  
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“Shooting with a flash in this way uses 
the wall to create a softer light source 
that will make a shadow below the item 
you are shooting, and shouldn’t create 
too much reflection on it.

You can also have another sheet of 
white card balanced against your legs, 
facing back into the shot, which will act as 
a fill light, softening some of the shadows 
at the lower half of the frame.” (A fill is a 
light source used to reduce contrast.)

If you don’t know much about lighting 
and don’t have any special equipment, 
Barnabé recommends natural daylight. 
“Cloudy days and afternoons are ideal 

since they create smooth shadows and 
they reduce high contrast. Create your 
set next to a big window and reduce the 
impact of direct light with a translucent 
white curtain.”

Logan recommends a tripod for taking 
your pictures: “Especially if you want to 
achieve a consistent vantage point, point 
of focus or angle — it’s much easier to 
re-arrange the printed matter and get the 
shot you want once you have the setup 
locked down.” Watson points out another 
advantage: “It also means you can shoot 
a few variations and comp them together 
afterwards if needed.”

When you’ve worked out your set 
or backdrop, you’ll need to think about 
lighting. Watson has a clever technique 
for creating a miniature studio that 
works with a DSLR and an external flash 
(speedlight): “Place a large sheet of white 
card against a white wall and set up the 
work you wish to photograph on the 
card. Attach the external flash to the hot 
shoe of your camera. Most speedlights 
have a rotatable head; point this upwards 
so it is facing the ceiling. Take the picture 
by standing above your work, looking 
down onto it so the flash is pointing 
directly at the wall.

Above: try using a colour background that relates to the look and feel of your project, like robot 
Food did for this project

left and above: think about adding props to indicate a theme, as Neil Watson has done in  
these examples

teChNIques 
foR Post 
PRoDuCtIoN IN 
PhotoshoP

Raw power taking your photos in raW format 
gives you a great advantage in post production. 
the extra data it captures means you can make 
use of photoshop’s full range of powerful editing 
features. For portfolio photography, i find clarity 
can enhance the image in ways that contrast and 
other adjustments can’t. Don’t use more than a 
touch, but you’ll notice improvement every time.

Little blemishes For those stray hairs and specks of 
dust, the easiest and most straightforward tool i use 
is the spot Healing brush tool. this tool makes your 
photo studio seem as clean as a swiss hospital.

Split personality create a clipping mask around 
your subject and treat the background shadows 
separately. this gives you greater control over the 
subject and also allows you to maintain consistency 
on shadows and backdrops throughout.

Composition is key create horizontal and vertical 
guides to make sure the work you’ve captured isn’t 
distorted. this will also help you achieve a strong 
composition by centring the product or figuring 
out where the focal point is.

The finer details  a great way to sharpen up the 
subject is to use the High pass tool. to do this, 
duplicate your final image and select High pass from 
the Filter menu. like clarity, this effect can be quite 
overpowering so only a small amount of radius is 
needed. once you have the new High pass layer, 
apply linear light. this enhances the detail of your 
subject and can be adjusted using the transparency 
levels. it’s perfect for small type or photography.

mike Johns, senior designer at 
robot Food, on making the best of 
your images in post production



computerarts.creativebloq.com
- 96 -

There’s no harm in hand-held 
shooting though; Barnabé prefers 
a variety of angles to keep things 
interesting: “Don’t shoot all your set in 
the same 45 degree angle – it will end up 
becoming boring and predictable. Only 
use a tripod if you want to show different 
layers of a single piece, such as different 
spreads of a magazine, or different 
screenshots of a website.”

Capturing paper textures and print 
finishes can be done with close-up shots 
and some tweaks with your lighting. 
“Getting foil blocks on printed items 
to look metallic can be tricky,” says 
Watson. “Use your tripod, and hold up 
a small piece of white or black card to 
create good reflections. Better still, ask 
someone else to hold the card so you 
can look through the camera to see how 
it is affecting the picture; this can give 

you that light-to-dark effect in the shiny 
surface that can be retouched back into 
your main image.”

You’ll need to switch out your lens for 
the closer takes. “I use a Canon 60D and 
use a very basic 18-55mm f/3.5-5.6 lens 
for most of my shots, and a 50mm f/1.8 
for close-up shots when I want to show 
paper texture, print finishes or small 
typography,” says Barnabé. “For details 
and close-ups, choose a wider aperture 
that will decrease the depth of field — 
that’s the amount of the scene which is 
in focus. Between f/1.4 and f/2.8 is good. 
For bigger general shots never go below 

tAKINg PeRfeCt  
PICtuRes

1.  Setting the stage
 Don’t fall into the trap of using a photographic trend that 
will look dated next year. You can use a neutral backdrop, 
which is great for creating a consistent portfolio, or you 
can add interest by using props that are relevant to the 
topic of the material. Don’t go crazy and overstage the 
image though: the work should always be the main focus. 

2. Prioritise lighting
 light is the most important consideration. You can create 
a softer light by bouncing your flash off a white surface, 
and if you’re unsure, your best bet is natural daylight on a 
cloudy afternoon through a thin white curtain. 

3. Tether your camera
 “tethering the camera to your laptop allows you to see 
how the images look at a better size and make quick 
adjustments, while ensuring detail in your work has 
been captured,” says chris logan, who recommends 
writing out a shot list and sketching compositions before 
beginning the shoot. “if you have a variety of setups 
(overhead, details, perspective), it helps to work through 
each setup, rather than each individual project,” he adds.

4. Don’t have a camera? 
 a smartphone and an app can get you pictures of your 
work that are good enough to share on instagram or 
other social media. “there are some great photo-editing 
apps for smartphones such as vsco cam and adobe’s 
own photoshop app, which are useful for replicating 
types of light and tonal qualities,” says logan. “built-in 
cameras these days have fantastic pixel ranges, sensors 
and so on. but i wouldn’t view these as a substitute to 
more professional photography and everything this entails.”

our experts’ top tips for creating 
beautiful images every time

f/4.0, otherwise you will end up with 
blurred parts in your picture.” If you’re 
having trouble with blurring or camera 
shake, Barnabé recommends using the 
image stabilisation feature of your lens 
and a shutter speed of at least 1/200.

Following this advice should get 
you some great results, and with a little 
experimentation and practice you’ll  
be shooting perfect images with  
relative ease. 

 
Next month: Enhance your design work 
with our guide to the best print finishes.

“ capturing paper textures and print 
finishes can be done with close-ups”
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LOVE PRINT? 
LOVE DIGITAL? 

LOVE BOTH?  
All you need to enhance your design projects 

with the latest print and digital innovations

SP E C I A L  R E P OR T

Plus: inspiring work, current issues and expert 
analysis from the global design scene

NEXT MONTH

ON SALE 31 MAR

Why collaborating more closely with your 
clients will lead to better branding work

INDU S T R Y  I S S UE S



l
et’s start out by saying this is not 
something you can do all the time, 
every day for the rest of your life. 

With that said, you can do it more often than 
you do today, and you can definitely choose 
to say ‘Yes’ in every situation that demands 
it, to make your life funnier, better and more 
fulfilling. After all, life is all about creating 
stories that you can live in, remember with 
a smile and re-tell with a smirk.

People on their deathbed regret that they 
didn’t do everything they wanted to do in their 
life, that they spent their time playing it too safe. 
At Snask, we live by the motto of always saying 
‘Yes’ instead of ‘No’. It has taken us across the 
globe, and we’ve met insane and genius people 
everywhere we went.

The hardest moments are when you’re tired 
and feel like you don’t have the energy to say 
‘Yes’. That’s when you need to say it and get off 
your ass. You’ll always be rewarded, no matter 
if it’s a friend wanting beer company or a new 
project idea from a colleague. We’ve been doing 
our own club nights, our own bicycle, written our 

own book, made our own track-and-field event, 
organised our own creative conference, started a 
record label, and now we’re currently working on 
our own beer brand, our own chocolate brand 
and opening our own bar.

There’s a reason why improvisational 
theatre has the rule that no one is allowed to 
say ‘No’. Simply because it destroys the flow, 
limits opportunities and makes the story more 
predictable. Start living your life saying ‘No’ less 
and ‘Yes’ more, and you’ll see for yourself what 
the fuck we’re on about here. Because it’s not 
all about business – saying ‘Yes’ in private life 
is equally important.

 In the earliest days of Snask I gave Magnus an 
iPod engraved with the very title of this column. 
It nagged him for weeks until he quit his job and 
started Snask with me. Why? Because deep 
down he knew it was true and had to follow it. 

 Out of 100 people you contact, you get 10 
replies; one of them wants to hear more. Out of 
10 self-initiated projects we start up we actually 

finish one, but do it to 110 per cent. Saying ‘Yes’ 
opens doors for things you can do and people to 
meet, hang out with, and even fall in love with.

 Sometimes saying ‘Yes’ can get you into 
awkward and/or strange situations. But these 
situations are often the beginning of a fabulous 
story worthy of telling your grandchildren, when 
you can still remember them.

S N A S K  O F F !
Snaskified is a recurring column by Snask, the 
internationally renowned creative agency, that 
strives to challenge the industry by doing things 
differently. They worship unconventional ideas, 
charming smiles and real emotions, and see the 
old conservative world as extremely tedious and 
as the world’s biggest enemy.

 
Fredrik Öst 
  www.snask.com

Bureaucrazy  
(our spelling)

Nothing irritates us more 
than public contracts where 
bureaucrazy governs instead 

of logic. One time we  
weren’t allowed to write down 

our international awards,  
since only Swedish awards 

counted. Jesus.

Q: What’s been the worst 
experience you’ve had 

from saying ‘Yes’?

A: It wasn’t that bad, but once 
we got oiled and naked and shot 

lasers from our tits in an MTV 
ad to promote our DJ gig in 

the Balkan region, which had 
160 million viewers. That was a 
challenge, but also a great story!

Seth Godin said...

“The industrial society 
has had incurable cancer 
and those trying to cling 
to old business models 

will die a slow and 
humiliating death.” 

We couldn’t agree more.

Spec work
 

“Make 10 logos for tomorrow 
and we’ll choose which one we 

like, and if we like it we might pay 
you.” Fuck off. What you like and 
what you need is two different 

things, and if you don’t cough up 
the cash beforehand you can 

work with someone else.

EnEmy of 
thE month

GoSSip 
Q&A

CAndy
thumBS up!

filth 
thumBS down!



Celloglas is the UK’s leading specialist in decorative print finishing. Decorative print finishes can be
used to deliver innovation and added value, increase user interaction, demonstrate brand category
leadership, enhance sensory experience and even stimulate debate in social media circles.

Publishing / Packaging / Multimedia / Promotional / Greetings

Ask us about:

Silkscreen applications
Gloss UV / Matt UV / Tinted UV
Textured / Cellotex
Water based varnish
Pealescent Varnishes
Re-moist Gumming
Fragrance burst / scratch and sniff
Thermochromic Ink / Rub and Reveal
Photochromic / Light reactive
Fluorescent Inks / Glow in the dark
Silver and gold latex / Rub and remove
Hi-build UV
Glitter varnish

Call or go to www.celloglas.co.uk to order your sample pack of finishes

Contact - Reading: 0118 930 3003 / Leicester: 0116 263 1010 / Leeds: 0113 271 1320
sales@celloglas.co.uk / www.celloglas.co.uk

High Speed coatings New
Gloss and Matt varnish combinations
Textured varnish
Fragrance burst / scratch and sniff
Pearlescent varnishes
Velvet varnish - New
And many more…
Lamination
Cellotouch - Soft-to-touch
Cellogreen - Recyclable and biodegradable
Gloss / Matt / Anti scuff / silk / linen / holographic
Cellolux - Luxury lamination
Foil Blocking
Metallics / Pigment foils / Holographics / Security foils / Textured foils

Ask aboutMirri - A division of Celloglas
www.mirri.co.ukA world leadingbrand of metallic paperand board



     

Where ideas
take shape.

www.shutterstock.com

With Shutterstock’s diverse library of over 45 million 
images, videos, and audio tracks, there are so many 

ways to bring your projects to life.

Streamlined search  •  Fresh content added daily  •  Versatile pricing plans
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