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VERSATILE
AUTHENTIC
GOAL-ORIENTED
FLEXIBLE
ORIGINAL

| believe that working as a design professional is a constant journey.

For me, professional development doesn't stop with the fullfillment

of a single degree. Aquiring knowledge and improving my design-related

skills have molded me into the designer | am today.

| constantly challenge myself for professional growth. Continuous development
in life has taught me flexiblity. My background in media and communications
provided the tools to take a goal-oriented approach to design projects, and
enabled me to adapt to versatile media. | start every project from a strategic

standpoint to create original artwork that enhance a brand'’s impact.

| would describe my style as clean, sophisticated and authentic.



PACKAGING
CAN LABELING

This project for Bombshell Brewing Company was
developed from the business objective to start
selling different types of microbrews in cans. Since
Bombshell Brewing is a 100% women-owned
company, the label designs incooperate illustrations
of different females for each specific beer. The beer
name, illustrations and logo are placed clearly

in the viewable section on the can.
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PROMOTION
POSTCARDS

PANTONE COLOR
MATCHING SYSTEM

This project for Pantone was developed to
master print production skills and to create

a self-promotional representation. The eight-
piece-set varies in color choices and themes.

The wording created for the color themes
represent certain characteristics of my personality
and go along with the color choices and imagery.
The design incorporates the typical Pantone look
as it was defined as prerequisite for this project.
The calendar design follows the same concept

but is altered slightly.
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GALLERY
ADIDAS HISTORY

ADIDAS-GROUP
HERZOGENAURACH, GERMANY

This gallery artwork for Adidas was developed
to showcase the product history of one of the

most famous and well-known brands in the world.

There was also the requirement to develop a vision
for a product range in 2020. The creation of the
artwork is based on intensive content research.
The imagery was picked from different sources.
The copy was written based on information found
on the corporate website of the brand. The vision
for 2020 showcases different outfits for women for

the sports outdoor, running, training, and tennis.
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CAMPAIGN
FUNDRAISING

WORLD WILDLIFE FUND
GLAND, SWITZERLAND

The impetus of this project was to develop a visual
identity for animal adoption kits that are sold by
the World Wildlife Fund. The kits are available for all
endangered species and proceeds are 100% used

to support the efforts of the fund to protect

a certain endangered animal. Parents and their
children primarily initiate animal adoptions.
Therefore, children between four and ten years were
defined as the target audience for a visual identity
development. The design approach follows a juvenile

direction. The information about the endangered

species is displayed in a simplified and iconic way.
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CAMPAIGN
HOLIDAY RECIPES

EXTREMEHOLIDAYIDEAS.COM
TOM NARDONE

The objective of this project was to design versatile
printed and digital pieces to promote the website
extremeholidayideas.com created by Tom Nardone.
On his site the writer describes his cooking
experience for the holidays and provides useful
recipes to save time and money. For the promotion,
Tom’s 20-minute turkey recipe was highlighted.

The promotional pack contains a magazine article
to be distributed via print and digital channels,

a postcard and a poster design.
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BROCHURE
PRINT PROCESS

FOR DESIGNERS
AND NON-DESIGNERS

The purpose of this project was to create a short
but comprehensive print production guide that could
be used as a reference by graphic designers and
other professionals. The print production guide
is set up in square format booklet that covers the
most important topics of print production: 1) color
systems and color management; 2) image formats,
resolution, and compression; 3) prepress pitfalls:

fonts, color, and layout; 4) printing processes;
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DIGITAL
FRONT END

This project was developed for a family-owned
fabric and sewing supply store in Carrboro,
North Carolina. The store already had a web
presence but requested a design and content
update. After the analysis of the target audience
and their needs, | decided on seven content
categories. The template design contains

the logo of the store which already existed.

The layout of the website is based on a simple
two-column grid as requested by the client.
The overall look adapts to the style of the store,

which is situated in an antique mall.
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CAMPAIGN

FUNDRAISING R
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THERE CAN BE

ENOUGH
FOREVERYONE

This campaign for City Harvest, New York City was

developed to raise funds and establish awareness
for the food waste and hunger issues in New York
City. City Harvest is a non-profit organization that
works in cooperation with over 800 food donors
to rescue over 100,000 pounds of food each day. #NYCFOOD
City Harvest delivers food to more than 500 RESCUE

community programs. The campaign for the

organization emphasizes the conflict between
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wealth and hunger. Outdoor advertisement

was the primary communication vehicle.

; 1.4 million
New Yorkers

; 136,000 pounds of food

; only §36
feed 21 children




NYCFOODRESCUE.LOM

THERE CAN B¢

- ENOUGH
FOR EVERYONE

Vwlo M & &N I

TE) N e :’






