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WakeTheWorld.com is an interactive website and product branding for a coffee-
based company. The idea behind it was to create this product and all branding 
with a clean and environmentally friendly approach. Issues such as global warm-
ing, organic coffee, and fair trade are discussed both on the website and the 
branding labels themselves. The design was made to look both organic in design 
and also homely, earthly, the browns representing both the texture and aroma of 
“true coffee beans” as well as the feel of growth and dirt. 

All illustrations on the background and on the coffee labels were given a texture 
and pop-up look treatment to reinforce simplicity and maintain a uniform style. 
The branding itself consists of 1/2lb coffee bean bags, a large ‘starter kit’, con-
taining information on the product, a website, business card, and the logo. Every 
single part of this branding was kept uniform: the 1/2 lb and 1 lb coffee bag 
packaging actually comes with a collectable back image, detailing a certain issue 
such as fair trade or global warming. The larger packages come with a tag also 
discussing such issues, each one of them interchangeable. The inner packaging 
design pattern was kept in mind to be as consistent with the product as possible. 
The icons themselves are the icons used in the issues addressed in the packaging 
and the website. The full idea behind the project is to let the users be aware of the 
issue, to have it not decorated all over the packaging but to be the packaging it-
self., a smart design where the user sees the issues firsthand and then can reflect 
on how the rest of the packaging works to bring these environmental issues to life. 

WakeTheWorld.com

w
akethew

orld.com





w
akethew

orld.com



Here, the branding tags can be seen on the bag and the coffee press. Each of them addresses 
a different issue and can be interchanged with each other, making them similar to ‘collectable 
cards’. The business card also have a very similar style and look, the the characters hopefully 
create a sense of a branding icon that goes with the image. The logo is always centered on the 
bags and only needs to be seen once throughout each product. The theme for these products 
is also a consistent earth brown and rainforest green, to address the tropical areas of the world 
in which this coffee is farmed. The website’s main purpose is to deal with the issues brought 
up in the packaging and to also elaborate: half the proceeds from purchased products will go 
directly to sponsor the farms that are in joint with this product, to provide the conscious aware-
ness of the world, and make customers feel like they are doing something to help create this 
better, cleaner standard of environmental and social awareness. 



Dragonfly Delights
This was created for a local Vancouver customer, who requested a series of 
unique but affordable packaging that she could use in lieu with her small busi-
ness, a cupcake store. In addition to the packaging, a branding logo was made, 
business cards, menu and newsletter, as well as a website and finally box packag-
ing. The idea behind the concept was to keep the theme and treatment uniform 
with the name she chose for her company: the packaging pattern and colours are 
all borrowed from the texture and pattern of a dragonfly wing. This orgate texture 
was used to promote the idea of her company being unique and high-end, a treat 
customers could buy and feel good about themselves. The packaging is simple 
and clean in terms of cut and logo design to further promote this “feel good” 
sense for the customer. It has a very simplistic but high-end feel to it. 

In terms of packaging , the top sealing flap of the box of one of the package op-
tions is shaped again like a dragonfly wing, curved and simplistic. For the logo, 
the idea and treatment behind it was ‘simple, like flying in the curves of a drag-
onfly’. The curl around the o is also similar to te shape of cupcake icing, trying to 
keep the whimsical yet elegant theme of this branding. 
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The Dragonfly Delights newsletter and menu board were made with the same print and pattern colours 
as the packaging. The newsletter and menu products also have matching images. 
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Greenpeace Poster Campaign
A short series of posters regarding Greenpeace’s hiring campaign. The concept 
behind this series of works was to create a uniform image that impacted the target 
audience. For this series, simple construction paper was cut and mounted into 
shapes, creating a very sharp, three-dimensional feel to the poster. This was ap-
plied to all the projects across the three posters to give them a sense of life and 
tangibility. This style was also chosen due to its unique contrast and look: as op-
posed to simple marker or paint squiggles, the dimensional element of the paper 
gave it a strange, unique design that would peak the targer audience’s curiousity. 

Each of the three posters addresses a different issue done in a similar format: the 
first tackling with those working in an undesired job who might be interested in 
working for Greenpeace, the second a more environmentally-aware message and 
the last one and sharper contrast of the two, a ‘do it now’ kind of look. The though 
behind the look is a “why do it but now” kind of fell.  

Help be green. 
We are now hiring, 

www.greenpeace.com
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Help be green. 
We are now hiring, 

www.greenpeace.com

Dont wait until it’s too late. 
We are now hiring, 

www.greenpeace.com

Tired of where you are? 
We are now hiring, 

www.greenpeace.com



Afterglow

afterglow

Fashion glam and glitz meet the ladies in this three-set vodka packaging. The 
concept behind this series is an all-out glitter and sparkle sensation: it’s always 
ladies night out, and what better way to party than to get a small drink and flirt? 
The packaging label itself on the vodka bottle features three different ‘portrayals’ 
of late-night partygoing women who just want to have fun. In terms of target audi-
ence, this series is mostly meant for women who enjoy the night life, enjoy parties, 
and would buy the more stylized, cocktail party drinks. In addition, the packag-
ing suggests that they can bring the party home to their own house: these vodka 
bottles have a shine and style based off the look of ritzy clubs and fancy dinner 
bars.  It’s style is as to say “Ladies, have your own night out, enjoy the rest of your 
evening with his vodka.” 

In addition the outer packaging supports a unique but minimalised design that 
can show off the inner bottle packaging as well. The black is made to both absorb  
light and the silver lining reflect light. In addition, the top part of the box, is actu-
ally a handle that can be used to hang the products, or be detached easily by and 
made into a handle to hang clothing or bags. The instructions are clearly written 
and labelled on the side of the box packaging. 
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Bright, glamourous colours were chosen for this packaging design to fit the theme 
of glamour and glitz, with a fruit-based cocktail sort of tone. These colours are 
also more pastel-themed so the glitter reflects really nicely and does not great 
too much of a harsh contrast: a softer colour palette suggests are more refined, 
elegant tone, rather than too bold of a statement.  



The Hitchhiker’s 
Guide to the Galaxy

This packaging design consisted of a box cover and book set for ‘The Hitchhiker’s 
Guide to the Galaxy. The theme behind it is tied to the books, based on a light sci-
ence fiction comedy series by Douglas Adams. The cover itself may seem sleek 
and bold, but the illustrations and text are whimsical and slanted, to give it a sci-
ence fiction futuristic look without too much clutter. Each of the three books rep-
resents a different them, a ‘map’ regarding an element in the series, for example, 
the first cover of the book shows a blueprint diagram of the “Hitchhiker’s Guide”.  
A heavy, bold type face was chosen for the covers to go along with the dark lines, 
that ‘diagram out’ the series of the book. The theme was to make the series look 
bold and stylistic through simple shapes and recognisable formatting. It is sup-
posed to look like a ‘guide from the future’, in the loose term of the word “guide”. 
In addition, only two colours were chosen for this project to give the texture and il-
lustrations of the book a bolder and stronger accent. The entire project was bound 
in a simple box with cooking utensils - relevent to the series of the book - to repre-
sent a double entendre: food and reading for thought. 

The texture and lines all interconnect in a similar theme throughout all three cov-
ers. Illustrations are slanted to provide the contemporary look and feel of the se-
ries. 

hitchhikers
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Clothing Gone Wild
This packaging design was based on a series of dollar-store items, taken out of 
their original packaging to be redesigned and rebranded. For this set, animal-print 
clothing was chosen, from towels, to scarves to hats. Each one was given an ani-
mal branding name, and then inserted into a series of individual packages. The 
concept bethind this branding was to raise animal rights and species awareness. 
Each box is a tiny ‘crate’ containing the animal, and has a label with informa-
tion regarding the species and information on how to access the website to learn 
more. The packaging is intended for a younger target audience and is created 
with brighter, more saturated tones in mind. While the actual box packaging is a 
simple texture, each box is detailed just a little bit differently to create a uniform 
but unique look, depending on the article of clothing that is packaged in the box. 
In addition, each box set can easily be hung on the shelves, and have wheels and 
straps fastened to them. The straps can be attacked one to each other to create 
a ‘collectable train set’ with as many boxes as can be purchased. The collectible 
aspect of this packaging design fits into the understanding of as many different 
species as possible. 
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Clothing Gone Wild Version 2
This is the second first of the first same idea of branding, this time taking all five 
products and branding them into one uniform package. While the outer box is 
simplistic and box-shaped in design, showing all products and contents avail-
able, the inside is placed like a wildlife habitat diorama. Each piece of clothing is 
labelled and packaged inside the diorama, which has an easy-to remove procress 
of taking them out and restoring them in the lid. This package can be used and 
reused multiple times, and makes a great ‘playing field’ for younger target audi-
ences. 
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Beach Buddies
A brochure design that was made to look as close to a ‘personality’ magazine as 
possible. The concept behind this design was to create a series of pages each 
featuring a different ‘personality’. Being a tour guide brouchure, each featured 
Vancouver beach beach is paralleled to a compatible personality type. At the be-
ginning, the target audience follows a simple personality sheet and flips over the 
page to see which personality they are most ‘compatible’ with, on certain days. 
There are ten different beach ‘personalities’ to choose from, giving this project the 
theme of “everyone is unique and has different tastes, one is free to choose their 
personalit taste and flavour.” This approach is also treated with strong, bold, co-
lours and very large type, to emphasis the point of the spread. Bolder pages have 
larger types to correspond with the personality, and pages that represent quieter 
personalities have smaller type and a different treatment. Each one is coloured 
differently as well, profiling the page colour with a theme. 

In addition, the guide also provdes a beach ranking for each setting as well as a 
map and small blurb describing the beach’s own ‘personality’ and how the client 
may match up to it. It is meant to target a younger, fun-going audience who enjoys 
this treatment and identity of the self. 

beach buddies
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Dante’s Inferno
Dante’s Inferno is a game board redesign based off Milton Bradley’s ‘The Game 
of Life’. The entire board is redesigned, decorated, and re-treated as if the play-
ers are inside the inferno themselves. The colours chosen for this project are all 
antique and gold-themed colours, to go along with the illustrations from the in-
famous Dante’s Inferno series. The idea of the game design was a look that was 
both old fashioned and intruiging, like an old piece of literature hidden within the 
bookshelves full of mystery. 

The point of the game is to bribe the devil for one’s mortally dead soul at the very 
end of the series, depending on how much money one has earned. Jobs are 
based on the seven levels of sinners from the Inferno, such as heretics, and play-
ers can play as one of the seven sins. Everything was consistently textured and 
maintained to this classic, strangely alluring feel, meant for a little older of a target 
audience who enjoy literature but also gaming. 

dante’s inferno
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The game board cover is themed after the concept of the game: that each player 
much race against time to get to the end. In that aspect, the same colour and type 
treatment was used to create the cover. The sides of the cover are ‘gold-plated’ to 
reaffirm the concept. 

Contents include:

2 sets of gold dice
6 game pieces
1 game board
1 set of rules
12 game cards
12 “life” cards
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Dragonboat
“Face the elements!” is the first thought that the Rio Tinto Alcan Dragonboat bro-
chure design should bring to mind. The powerful image of the dragonboat and 
the sweeping tides of waves bring in the main focus of this design. The concept 
behind the design is the dragon as a riding force, as an untameable, unmaster-
able element that continues to sweep along every single page. In addition, a more 
curved type treatment was used, paired with illustrations that rely on negative 
space: as if to say is the dragon moving the image or is the image moving the 
dragon, in a very asian-based ying-yang sort of treatment. All branding including 
the ticket designs and postcards kept the original theme of the brochure in mind: 
the dominant colour used in this branding is a bold, striking red, symbolising for-
tune in the Chinese tradition. 
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