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Mark Comparisons

Good & Bad Logos

Professional Retail Service Non-Profit Manufacturing
Good Good Good Good Good
_ [
i ¥
& First Federal -bl
='COMMUNITY BANK COACH FEED|NG
el s DOORDASH AMERICA
First Federal Community Bank Coach Doordash Feeding America Apple

The First Federal Coommunity Bank is a local
Dover, Ohio bank. In addition, First Federal is a
strong brand because of its strong typography
contrast and use of brand colors. Moreover, their
icon on the left is asymmetrically aligned.

Coach is a very well-known purse brand originally
based in New York. The typeface for Coach is a bold
serif and New York is a sans serif in light. In addition, the
icon for Coach is a horse carriage that relates to luxury
and travel. The Coach brand is recognized in the retail
industry for it's consistent brand and elegant purses.

Doordash is a service that provides delivery from local
businesses. The logo consists of a sans serif uppercase
font. The icon for doordash showcases a D that represents
speed for delivery. Doordash does a great job with their
brand for the simplicity and unique brand icon

Feeding America is a nation-wide non-profit that focuses
on hunger-relief and has over 200 food banks. The
Feeding America logo is a sans serif uppercase typeface
that connects the I's for the wheat icon. In addition, the
colors for Feeding America are green and yellow (green
symbolize grass and yellow symbolizing wheat).

Apple is a technology manfacturing company
that sells computers, iPhones, iPads, AirPods, etc
Overall, the apple logo is a great example on how
a brand can be memorable just by their icon.

Bad

GENERATIO

= WOMEN'S HEALTH —

Generations Women's Health
Generations is a women's health Obstetrical and
Gynecological practice. Their mission is, “to address
the needs of every individual and promise to provide
personalized care to every patient.” Generations
Logo is a icon of a tree symbolizing a family tree
with slab serif and sans serif font. The tree icon
colors are too muted and need higher contrast and
need to be more abstract and asymmetrical.

Bad

POSIES

FLORIST
et

Pam's Posies

Pam's Posies is a local florist in Dover, Ohio.
Pam's Posies has been established since 1989
and strives to deliver smiles & brighten days for any
occasion. In addition, the type and branding
colors/ icons could be enhanced more. It would be
great if the flower icon could be better abstracted
to create cohesive movement within the logo.

Bad
@@
©£>
SPAW DAYS
Professional Pet Grooming
By (Skowt Conswrsy
Spaw Days

Spaw Days is a local pet grooming business in Dover,
Ohio. Their logo consists of a paw icon with a dog
and cat in the metacarpal pad. The Typography
needs work and the logo needs branding colors,

Bad

DOVER

w SOCCER ASSOCIATION l‘

Dover Soccer Association (DSA)
Dover Soccer Association is a non-profit soccer
organization that provides kids the ability to play
soccer. DSA strives in helping kids of various ages to
improve their soccer skills. DSA's logo is a shield with
red and grey colors and bold sans-serif type. With this,
the logo needs better color contrast, font consistency,
updated soccer icon, and more defined identity.

Bad

Breitenbach

Breitenbach Amish Country Winery is a local winery in
Dover, Ohio. Their brand colors are mainly purple and
white. Their current logo uses a serif typeface within
aoval badge. In the center, there is a Amish Buggy
icon to symbolize Amish Country. Moreover, the badge
needs to be removed and the logo needs to be type
dominant with the buggy icon still incorporated.
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SKETCHES
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SKETCHES

PROFESSIONAL: GENERATIONS WOMENS HEALTH
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GENERATIONS WOMENS HEALTH | COMBINATION
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PAM’S POSIES | LOGOTYPE
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SPAW DAYS | ABSTRACT
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SKETCHES
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DOVER SOCCER ASSOCIATION | LOGOTYPE
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SKETCHES

MANUFACTURING: BREITENBACH WINERY
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BREITENBACH AMISH COUNTRY WINERY | PICTOGRAM
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SKETCHES

ROUND 2 (REFINEMENT)

NOT ALL BRAND EXPLORATIONS NEED REFINED
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SKETCHES

ROUND 3 (REFINEMENT)

FINAL SKETCHES BEFORE COMPUTER EXPLORATIONS
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3 BRANDS CHOSEN FOR
COMPUTER RENDERING

01 SPAW DAYS
COMPUTER RENDERINGS. BUILDOUTS. COLOR.

02 BREITENBACH
COMPUTER RENDERINGS. BUILDOUTS. COLOR.

03 PAM’S POSIES
COMPUTER RENDERINGS. BUILDOUTS. COLOR.
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COMPUTER REFINES

FINAL 3 BRANDS

DIGITAL COMPUTER EXPLORATIONS
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This is the final computer rendered logo for the brand Spaw Days.
Throughout my process | full rendered out my sketch idea for my
abstract logo and paired it with a sans serif typeface.
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This is the final computer rendered logo for the brand Breitenbach.
Here, we have my abstract logo combined with a monogram B for
the stem. Then, we have the logotype set beside the wordmark.
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PAM’S POSIES | COMPUTER RENDERINGS
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PAM’S POSIES | COMPUTER RENDERINGS

VV\’S

PAM’S POSIES

This is the final computer rendered logo for the brand Pam’s Posies.
This logo is a logotype logo. It has Pam’s curved around the P in
Posies. Moreover, there are also leaf elements in the type of Posies.
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Pam's Posies

VERTICAL MARK

HORIZONTAL MARK
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COLOR VARIATIONS

FINAL 3 BRANDS

DIGITAL COMPUTER EXPLORATIONS
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COLOR VARIATIONS

SERVICE: SPAW DAYS
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SPAW DAYS | COLOR VARIATIONS
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SPAW DAYS

This is the final color combination chosen for Spaw Days. Spaw days
uses two blue colors (a dark and light blue color). These colors best
showcase the spa scene for a pet grooming company.
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SPAW DAYS | LOGO SPEC SHEET

SPAW DAYS
Logo Specs

Primary Logo

°O
%o
o)

OO

°O
o
e

)

SPAW DAYS

°Q
U>°
@)

OO

SPAW DAYS

°Q
U>°
@)

OO

SPAW DAYS

SPAW DAYS
Black & White
C:60 M:40 Y:40 K:100
. R:0 G:0 B:O
HEX CODE: #000000
C:0M:0Y:0K:0

R:255 G:255 B:255
HEX CODE: #FFFFFF

2 Color Process
PANTONE: 2196 U
R:18 G:101 B:161

. HEX CODE: #1265A1

PANTONE: 306 U
R:0 G:180 B:227
HEX CODE: #00B4E3

4 Color Process

C:100 M:60 Y:0 K:20
R:0 G:84 B:150

HEX CODE: #005496
C:66 M:0 Y:0K:0
R:18 G:195 B:244
HEX CODE:#12C3F4
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COLOR VARIATIONS

MANUFACTURING: BREITENBACH WINERY
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PAGE 96

BREITENBACH AMISH COUNTRY WINERY
This is the final color combination chosen for Breitenbach. The colors
consist of a pink and burgundy color. The colors are pulled from wine

colors and vineyards (grapes).
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Logo Specs

Primary Logo

4
BREITENBACH

AMISH COUNTRY
WINES

4
/) BREITENBACH
AMISH COUNTRY

WINES

Breitenbach Amish Country Wines

BREITENBACH

AMISH COUNTRY
WINES

BREITENBACH

AMISH COUNTRY
WINES

Black & White
C:60 M:40 Y:40 K:100

. R:0 G:0 B:O
HEX CODE: #000000

C:0M:0Y:0K:0
R:255 G:255 B:255
HEX CODE: #FFFFFF

2 Color Process
PANTONE: 227 U
R:176 G:72B:120

. HEX CODE: #B04878

PANTONE: 4102 C
R:86 G:28 B:36
HEX CODE: #561C24

4 Color Process

C:0 M:100 Y:6 K:26
R:184 G:0 B:104

HEX CODE: #B80068
C:34 M:100 Y:0K:78
R:64 G:0 B:48

HEX CODE: #400030
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COLOR VARIATIONS

RETAIL: PAM’S POSIES

Pria Metcalf | CorpID | Fall 2025



CORPID PROCESSBOOK PRESENTATION PAGE 99

PAM’S POSIES | COLOR VARIATIONS
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PAM’S POSIES | COLOR VARIATIONS

PAM’S POSIES

This is the final color combination chosen for Pam’s Posies. This color
combination is a light and dark green color. Showcasing the natural
elements of a flower with the stems.
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Pam’s Posies
Logo Specs

Primary Logo

vi\ S E K

Black & White
C:60 M:40 Y:40 K:100
. R:0 G:0 B:O
HEX CODE: #000000
C:0M:0Y:0K:0

R:255 G:255 B:255
HEX CODE: #FFFFFF

2 Color Process

PANTONE: 2303 U
R:159 G:179 B:108
HEX CODE: #9FB34C

PANTONE: 2411 U
R:77 G:98 B:74
HEX CODE: #4D624A

4 Color Process

C:28 M:0 Y:65K:19
R:159 G:184 B:108
HEX CODE: #9FB86C
C:68 M:43 Y72 K:47

R:60 G:79 B:59
HEX CODE: #3C4F3B
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PAMS POSIES
TYPOGRAPHY  oseuresoune mesments
<o HOW TO PLANT BUDS
The Pam’s Posies brand uses the houschka rounded for all MEBéLf_'l\?
print and digital designs. The loos compressed typeface is OUT PLANTING SECRETS
used in the logo and can be used for additional elements. Lorem ipsum dolor sit amet. consectetur adipiscing elit. Sed do eiusmod tempor incididunt ut labore

et dolore magna aliqua. Ut enim ad minim veniam, quis nostrud exercitation ullamco laboris nisi ut
aliquip kds ex ea commodo consequat. Duis aute irure dolor in reprehenderit in voluptate velit esse

cillum dolore eu fugiat nulla pariatur. Excepteur sint occaecat cupidatat non proident, sunt in culpa
HOUSCH KA ROUNDED qui officia deserunt mollit anim id est laborum.

LIGHT MEDIUM
AaBb CcDdE Aa Bb Cc Dd E
a c e a c e ARTICLETREATMEBl\cl)Ig SPR'NG SEASON FAVS

FfFGgHhliJjKk  Ff Gg Hh li Jj Kk

MEDIUM
LIMmNnOoPp  LIMm Nn Oo Pp LGHT TIME TO BLOOM!
Qq RrSs Tt Uu W Qq RrSs Tt Uu Lorem ipsum dolor sit amet, consectetur adipiscing elit. Sed do eiusmod tempor
W Xx Yy Zz W Ww Xx Yy Zz incididunt ut labore et dolore magna aliqua. Ut enim ad minim veniam, quis nost

rud exercitation ullamco laboris nisi ut aliquip kds ex ea commodo consequat.

Duis aute irure dolor in reprehenderit in voluptate velit esse cillum dolore eu fugiat

nulla pariatur. Excepteur sint occaecat cupidatat non proident, sunt in culpa qui
BOLD officia deserunt mollit anim id est laborum.

Aa Bb Cc Dd Ee
Ff Gg Hh li Jj Kk
LI Mm Nn Oo Pp

Qq Rr Ss Tt Uu LIST TREATMENTS HOURS:

Vv Ww Xx Yy Zz ME?D?L'J-B 12/15 9-5PM
12/16 9-5PM
12/17 9-5PM

LOOS COMPRESSED

LIGHT

AaBb Cc Dd Ee FfGg
Hh i Jj Kk LIMm Nn
OoPpQqRrSs Tt Uu
Vv Ww Xx Yy 7z
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BREITENBACH AMISH WINERY

TYPOGRAPHY

The Breitenbach brand uses century gothic for all headings,

sub-headings, and body text. The calibria and houschka rounded is

used within the brand logo and can be used for additional

elements. The century gothic typeface was used for it’s

versatility for print materials.

CENTURY GOTHIC

REGULAR
Aa Bb Cc Dd
Ee Ff Gg Hh i
Jj Kk LI Mm Nn
Oo Pp Qg Rr Ss
Tt Uu Vv Ww Xx
Yy 7z

BOLD

Aa Bb Cc Dd Ee
Ff Gg Hh li Jj Kk
LI Mm Nn Oo Pp
Qq Rr Ss Tt Uu
Vv Ww Xx Yy 7z

DISPLAY HEADLINE TREATMENTS

BOLD
REGULAR
CALIBRIA ARTICLE TREATMENTS
BOLD
REGULAR
BOLD
Aa Bb Cc Dd Ee
Ff Gg Hh Ii Jj Kk
LI Mm Nn Oo Pp
Qq Rr Ss Tt Uu
Vv Ww Xx Yy Zz
HOUSCHKA ROUNDED
LIST TREATMENTS
BOLD
LIGHT REGULAR
Aa Bb Cc Dd Ee
Ff Gg Hh li Jj Kk

LI Mm Nn Oo Pp
Qg RrSs Tt Uu W
Ww Xx Yy Zz

FRESH WINEEEEEE

SUMMER DAYS ARE HERE!

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Sed do eiusmod tempor

incididunt ut labore et dolore magna aliqua. Ut enim ad minim veniam, quis nostrud
exercitation ullamco laboris nisi ut aliquip kds ex ea commodo consequat. Duis

aute irure dolor in reprehenderit in voluptate velit esse cillum dolore eu fugiat nulla
pariatur. Excepteur sint occaecat cupidatat non proident, sunt in culpa qui officia
deserunt mollit anim id est laborum.

NEW FLAVORS ARE HERE!

COME OUT AND TRY OUR NEW FLAVORS!

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Sed do
eiusmod tempor incididunt ut labore et dolore magna aliqua.
Ut enim ad minim veniam, quis nosfrud exercitation ullamco laboris
nisi ut aliquip kds ex ea commodo consequat. Duis aute irure dolor in
reprehenderit in voluptate velit esse cillum dolore eu fugiat nulla
pariatur. Excepteur sint occaecat cupidatat non proident, sunt in
culpa qui officia deserunt mollit anim id est laborum.

RESERVATIONS:
12/15 9-5PM
12/16 9-5PM
12/17 9-5PM
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SPAW DAYS

TYPOGRAPHY

The Spaw Days brand uses the Calibri typeface for its clean,
friendly, and approachable appearance, which aligns well with
the warm and welcoming grooming environment. It’s soft curves
and modern simplicity help convey professionalism without feeling
stiff, making it easy to read across print and digital designs.

CALIBRI
LIGHT REGULAR
Aa Bb Cc Dd Ee Aa Bb Cc Dd Ee

Ff Gg Hh i Jj Kk LI Ff Gg Hh li Jj Kk LI
Mm Nn Oo Pp Qq Mm Nn Oo Pp Qq
RrSs Tt Uu Vv Ww  Rr Ss Tt Uu Vv Ww
Xx Yy Zz Xx Yy Zz

BOLD

Aa Bb Cc Dd Ee

Ff Gg Hh li Jj Kk LI

Mm Nn Oo Pp Qq

Rr Ss Tt Uu Vv Ww
XxVYy Zz

DISPLAY HEADLINE TREATMENTS
BOLD
REGULAR

ARTICLE TREATMENTS
BOLD
REGULAR

LIST TREATMENTS
BOLD
REGULAR

SHEDDING VS. MATTING

GROOMING TECHNIQUES USED

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Sed do eiusmod tempor incididunt ut labore
et dolore magna aliqua. Ut enim ad minim veniam, quis nostrud exercitation ullamco laboris nisi ut
aliquip kds ex ea commodo consequat. Duis aute irure dolor in reprehenderit in voluptate velit esse
cillum dolore eu fugiat nulla pariatur. Excepteur sint occaecat cupidatat non proident, sunt in culpa
qui officia deserunt mollit anim id est laborum.

THE DIFFERENCE BETWEEN
SHEDDING & MATTING

GROOMING TECHNIQUES USED

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua. Ut enim ad minim veniam, quis nost
rud exercitation ullamco laboris nisi ut aliquip kds ex ea commodo consequat.
Duis aute irure dolor in reprehenderit in voluptate velit esse cillum dolore eu fugiat
nulla pariatur. Excepteur sint occaecat cupidatat non proident, sunt in culpa qui
officia deserunt mollit anim id est laborum.

APPOINTMENTS AVAILABLE
12/159-5PM
12/16 9-5PM
12/17 9-5PM
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STATIONARY SYSTEM

RESEARCH. PROCESS. LAYOUTS. MOCKUPS.
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STATIONARY SYSTEM

RESEARCH.
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STATIONARY RESEARCH | LETTERHEADS
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STATIONARY RESEARCH | ENVELOPES

YOUR
FUTURE
FROM TODAY

NI "__;-,.'_\.?r;

back.
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PROCESS.
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PAM’S POSIES | STATIONARY PROCESS

First Name
Last Name

732 Boulevard St

Charlotte Dover, Ohio 44622
WS Richardson

QV‘E M Lead Florist

Contact:
330-537-1417
charlotterichardson@pamsposiescom  pamsposiescor m

"l g

First Name
Last Name
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BREITENBACH AMISH COUNTRY WINERY | STATIONARY PROCESS

BREITENBACH BREITENBACH BREITENBACH
AMISH COUNTRY MISH COUNTRY AMISH COUNTRY
WINES WINES WINES
BREITENBACH
AMISH COUNTRY
WINES Novemoer 8, 2025
Dear Joan's Harvest,
HEADLINE HEADLINE

Dear Joan's Harvest,

BREITENBACH

AMISH COUNTRY

WINES
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WINES

Juliana Wallick breftenbachwine.com

Marketing Coordinator

BREITENBACH
AMISH COUNTRY 330.343.3603

5934 Old Rte 39 NW
Dover, Ohio 44622

JulianaW@breitenbach.com

BREITENBACH
AMISH| COUNTRY

First Name
Last Name
Position

000-000-000
youremail@email.com
330 N Cross Street
Dover, Ohio 44622

Juliana Wallick " .
Marketing Coordinator First Name

Last Name

Primary Phone: 330
Secondary Phol
Julianaw@

5934 Old Rte 39 NW
Dover, Ohio 44622

First Name
Last Name
Position
000-000-000
youremail@email.com
?&El}(‘]};rﬁém{ 330 N Cross Street
WINES Dover, Ohio 44622
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SPAW DAVYS "=

© Puppy Love Foundation
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o
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PAGE 117

oy
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SPAW DAYS

O~0
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SPAW DAYS

Dear,
Cassandra Miller

ok you o i S Do, sy 95 comion o, 13
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spAW DAYS == © O
Puppy Love Foundation o

SPAW DAYS

HEADLINE

SPAWDAYS
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SPAW DAYS

@)
EMYPLOYEE o o

Position

000-000-000
‘youremail@email.com
330 N Cross Street Dover, Ohio 44622

0 PN

HENDRICKSON
raons SPAW DAYS O SPAW DAYS O

EMPLOYEE c Brooklyn Hendrickson c
Position Pet Groomer
< 000-000-000 234-801-4481
n youremail@email.com brooklyn.hendrickson@spawdays.com

330 N Cross Street Dover, Ohio 44622 126 W 3rd St Dover, Ohio 44622
SPAW DAYS o

PAGE 118

SPAW DAYS

h 4 4 4 4 4 4 4
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SPAW DAYS | STATIONARY PROCESS

i

SAVA MvdS

FvvwwvwvwVv\
SPAW DAYS

Brooklyn Hendrickson

uApjooig

I
o
g
&
Brooklyn Hendrickson 3
o
S

SPAW DAYS

EMPLOYEE

Position

000-000-000
youremail@email.com
330 N Cross Street Dover, Ohio 44622
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PAM’S POSIES | STATIONARY LAYOUTS

WS
Q 732 Boulevard St
Dover, Ohio
44622

Willow Glends
330 North Cross Street
Dover, Ohio 44622

Thank you for choosing Pam'’s Posies, where flowers are more than just beautiful
arrangements — they're heartfelt expressions of life's most meaningful moments
Whether you're celebrating a joyful occasion, offering comfort during a difficult time,
or simply brightening someone’s day, we are honored to help you share your message
through the timeless language of flowers. Every bouquet we create is handcrafted
with care, using the freshest blooms and the finest design techniques to ensure each
arrangement is as unique and special as the sentiment behind it

At Pam’s Posies, we believe flowers have the power to transform spaces, lift spirits,
and create lasting memories. Our dedicated team of floral designers brings creativity.
attention to detail, and a deep love for the craft into everything we do, from elegant
weddings and corporate events to everyday gifts and lovely seasonal centerpieces.
We source our flowers with quality and sustainability in mind, partnering with trusted
growers to ensure that every stem we use meets our high standards for freshness

Your continued support means the world to us. As a locally owned and operated
flower shop, we take pride in building genuine relationships with our customers and our
community. We are always here to offer guidance, answer questions, and help bring your
floral visions to life. Whether you're looking for something classic, modern, whimsical.
or bold, we're excited to help you find just the right design for any occasion.

With heartfelt thanks,
The Pam's Posies Team

Paul Winfrey

Charlotte e

732 Boulevard St Richardson
Dover, Ohio 44622 ead Florist
pamsposies.com

info@pamsposies com

Contact:
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BREITENBACH AMISH COUNTRY WINERY | STATIONARY LAYOUTS

BREITENBACH

AMISH E,OU\I TRY
BREITENBACH WINES
AMISH COUNTRY 5934 Old Rie 39 NW
WINES Dover, Ohio 44622

Joan's Harvest
324N Reese Rd
Dover, Ohio 44622

BREITENBACH
AMISH COUNTRY
WINES

November 8, 2025

Dear Joan’s Harvest,

Thank you for your continued support of Breitenbach Amish Country Wines,
where tradition, craftsmanship, and community come together to create
a wine experience unlike any other. Nestled in the heart of Ohio's Amish
Country. our winery is bilt on a deep appreciation for quality ingredients
time-honored techniques, and the joy of sharing something truly special
with others. Whether you are enjoying a quiet glass at home, celebrating
a special moment, or visiting us in person, we are honored to be part of
your story.

At Breitenbach, we take great pride in producing wines that reflect the
richness of the region and the care we put into every bottle. From our
award-winning dandelion and fruit wines to our classic reds and whites,
each vintage is carefully crafted to bring out the unique character of the
gropes and natural ingredients we use. Our winemaking process blends
innovation with old-world fradition, guided by a passion for excellence
and a deep respect for the land we call home.

We ore grateful for every guest who walks through our doors, and we strive
fo make your experience with us warm, welcoming, and memorable.
Whether you're sampling our wines in the tasting room, enjoying a meal
at the café, or exploring the beauty of Amish Country, we hope each visit
leaves you with a sense of connection — to nature, to fradition, and to the
simple joys of good wine shared with good company.

With sincere appreciation,
The Breitenbach Amish Country Wines Family

Jake Zeener

breitenbachwine.com

Juliana Wallick

g Marketing Coordinator
r i

,J)"L:‘EZ'

/g BREITENBACH
Dm‘ v, Ohio 44622 AMISH COUNTRY 430.843-3608
k) WINES JulianaW@breitenbach.com
5934 Old Rte 39 NW
Dover, Ohio 44622
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126 W 3d Street
Dover, Ohio
446222922

SPAW DAYS

Dear,
Cassandra Miller

Thank you for choosing Spaw Days, where your pet's comfort, care, and
happiness are always our top priorities. We know that your fury companion
is more thon just @ pet — they're @ cherished member of your family — and
we're honored fo play a small part in keeping them healthy. clean, while
looking their best. From the moment you walk through our doors, we strive fo
create a calm, welcoming environment that both pets and their humans
can feel good about. Our team of experienced groomers is frained in gentle
handiing techniques and works hard to ensure that every dog or cat receives
personalized attention tailored fo their breed. coat type, and temperament.

At Spaw Doys, we believe grooming is more than a chore — it's an essentiol
part of your pet's overall weliness. Reguiar grooming not only helps maintain
a healthy coat and skin. but it also allows us to catch potential concerns
early, such as initations, unusual lumps, or signs of stress. We are proud o use
high-quaiity, pet-safe products and fo stay informed about best practices in
animal care. Whether it's @ soothing bath, a styiish frim, or @ nail clip with extra
cuddles, our goal is to make the experience as posifive and stress-free as
possible. Furthermore, pet care is our top priority.

Warm regards,
The Spaw Days Teom

234-801-4481
spawdays.com
info@spawdays.com

JOHN RAE

SPAW DAYS

126 W 3rd Street
Dover, Ohio
44622-2922

Cassandra Miller
324 South Ave
Dover, Ohio 44622

BROOKLYN
HENDRICKSON

Pet Groomer

234-801-4481
Brook Hendrickson@spawdays.com
126 W 3rd St Dover, Ohio 44622

SPAW DAYS
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330 Merth Crass Strast
Dovar, Ohio 44622

Charlotte

Richardson

732 Bouleyed 5t
Diover, Chio 44622
PATpCRE.COm

it ipamepotiancom

Thank you for choosing Par's Pasies, where Bowers are mare than just buautifu
arangemants — thay're heartfelt epressicns of ble's most meaningful moments.
Whithar yoife celebirating s joyful eotasion. offering acmPort during & difficult time:
o simply Brightening someoni’s day. wa are honcred 1o balp you sharg yaur mesige
through the timeless lingUage of Bowers. Every bouguet we create is handeralied
with care. wming the freshert bloomy and ths Anem design Wehegues 1o enture ek
arrangemant is 3¢ Uneque ond special 35 the sentiment behind it

AL Parrs Posan. wi beluve flowars hane the powes 1o transform spaces, Wt spints
and ereate lasting momenes. Cur dedicatad team of flond designers brings croatvty,
actontion to detil. and 4 deap love for the craft into everything we do, from slegant
corpamte Bvents 1 everyday gits and lovely seasonal cantorpicces
rce cur Bowers wih fuality and sustanab partnering wih tristed
£ enisUre that every stem wo use meets our high = esnness

community. We are sbways hvere 2 offer guidance. ars
icarak v e Whather yo for 1

Pat Wi
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BREITENBACH
AMISH COUNTRY
WINES

HNovernber 8, 2025

Dear Joan's Harvest,

BREITENBACH
AMISH COUNTRY

WINES

d
{iﬁ lll!sl:'l.'l'.E!\_Es_ACH
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SPAW DAYS

Dear,
Cassandra Miller

SPAW DAYS
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FINAL BRAND CHOSEN

THIS BRAND IS CHOSEN TO FULLY BUILDOUT FOR THE FINAL PROJECT
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FINAL BRAND CHOSEN

°O

o

So°

SPAW DAYS

Pria Metcalf | CorpID | Fall 2025



CORPID

PROCESSBOOK PRESENTATION

OLD LOGO

@@

@f)
SPAW DAYS

Professional Pet Grooming
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MEET THE OWNER

T,

SHARI CONAWAY

Hello! My name is Shari Conaway, and I’'m the proud owner
of Spaw Days in Dover, Ohio. | opened Spaw Days on April 16th,
2022 with a simple goal: to create a grooming experience
where pets feel safe, calm, and genuinely cared for by groomers.
Moreover, what began as a passion for animals has grown into
a community-focused business rooted in trust, compassion, and
quality. I'm excited to share this brand guideline with you as a
reflection of the heart and values behind everything we do.

Gk (nateyy
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MISSION & VALUES

MISSON

Our mission is to provide exceptional, compassionate grooming
that enhances each pet’s comfort, health, and happiness.
We are dedicated to creating a safe, stress-free environment
where every animal is treated with patience, respect, and
gentle care. Through skilled grooming, personalized service,
and genuine love for pets, we strive to build lasting trust with
our clients and ensure every pet leaves looking and feeling
their best.

VALUES

e Community & Connection
e Quality & Comfort Care

e Stress-Free Experience

e Personalized Service

e and more!
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SIZE & SPACING

To maintain visual clarity and brand consistency, the logo
wordmark must always be surrounded by sufficient clear space.

°O
s
O

oO°
This space protects the integrity of the logo and ensures it is S PAW DAYS
never crowded by other design elements.

The minimum required clear space is defined by the height
of the “X” in the wordmark (or another chosen reference
element), and this measurement should be applied equally
on all sides. No text, graphics, or edges should enter this area.
Maintaining this clear space guarantees that the logo remains
legible, recognizable, and visually impactful across all applications. S PAW DAYS
Clear Space

The main and type logo remains proportional to the A and the icon

remains proportional to the bubble.

Size

The main and type logo cannot be smaller than 1” or 127px. °Cg

The icon cannot be smaller than 0.3” or 86px. U>
&°

SPAW DAYS

234-801-4481
www.spawdays.com
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127PX MINIMUM SIZE

1
1” MINIMUM SIZE

SPAW DAYS

SPAW DAYS

1
127PX MINIMUM SIZE
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86PX MINIMUM SIZE

1” MINIMUM SIZE
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&
0.3” MINIMUM SIZE
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CORRECT LOGO &
WORDMARK USAGE

Proper logo and wordmark usage ensures the brand remains

consistent, recognizable, and professional. Always use the
approved logo files without altering colors, proportions, or

arrangement. Maintain the required clear space around the
logo to protect its visibility, and follow minimum size guidelines
to ensure legibility across all applications.

234-801-4481
www.spawdays.com
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INCORRECT LOGO &
WORDMARK USAGE

Incorrect logo usage weakens brand recognition and should
always be avoided. The logo may not be altered, distorted, or
manipulated in any way. Do not cut off or crop the logo, recolor
it, stretch or compress it, rotate it, add effects, or place it on
backgrounds that reduce visibility. Avoid changing the spacing,
rearranging elements, or substituting unapproved fonts.
Only use the official logo files exactly as provided to ensure a
consistent and professional brand presence.

234-801-4481
www.spawdays.com
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PAM’S POSIES

COLOR USAGE

To maintain the modern Spaw Days brand these are the only
colors allowed to be used in digital and print applications.
When designing a graphic, video, or illustration, the main

colors should be Pantone 2196 U or 306 U.

Pantone colors should be used when exact, consistent
color matching is critical, such as on branded merchandise,
packaging, or high-quality print materials. CMYK is best for
standard or photo-based printing where slight color variation
is acceptable and cost efficiency is important.

Avoid altering shades, creating unauthorized tints, or
introducing additional colors that fall outside the brand
palette. Proper color application ensures clarity, unity,
and a strong visual presence across every touchpoint.

Ooo

SPAW

BLACK & WHITE

C:60 M:40 Y:40 K:100
R:0 G:0 B:0
HEX CODE: #000000

DAYS

Ooo

SPAW

2 COLOR PROCESS

PANTONE: 2196 U
R:18 G:101 B:161
HEX CODE: #1265A1

PANTONE: 306 U
R:0 G:180 B:227
HEX CODE: #00B4E3

°O

o

DAYS

Ooo

SPAW

4 COLOR PROCESS

C:100 M:60 Y:0 K:20
R:0 G:84 B:150
HEX CODE: #005496

C:66 M:0 Y:0 K:0
R:18 G:195 B:244
HEX CODE: #12C3F4

Pria Metcalf | CorpID | Fall 2025
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TYPOGRAPHY

The Spaw Days brand uses the Calibri typeface for its clean,
friendly, and approachable appearance, which aligns well with
the warm and welcoming grooming environment. It’s soft curves
and modern simplicity help convey professionalism without feeling
stiff, making it easy to read across print and digital designs.

CALIBRI
LIGHT REGULAR
Aa Bb Cc Dd Ee Aa Bb Cc Dd Ee

Ff Gg Hh Ii Jj Kk LI Ff Gg Hh li Jj Kk LI

Mm Nn Oo Pp Qg Mm Nn Oo Pp Qq

RrSs Tt Uu VWw Ww  RrSs Tt Uu Vv Ww
Xx Yy Zz Xx Yy Zz

BOLD

Aa Bb Cc Dd Ee

Ff Gg Hh li Jj Kk LI

Mm Nn Oo Pp Qq

Rr Ss Tt Uu Vv Ww
XxVYy Zz

DISPLAY HEADLINE TREATMENTS
BOLD
REGULAR

ARTICLE TREATMENTS
BOLD
REGULAR

LIST TREATMENTS
BOLD
REGULAR

SHEDDING VS. MATTING

GROOMING TECHNIQUES USED

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Sed do eiusmod tempor incididunt ut labore
et dolore magna aliqua. Ut enim ad minim veniam, quis nostrud exercitation ullamco laboris nisi ut
aliquip kds ex ea commodo consequat. Duis aute irure dolor in reprehenderit in voluptate velit esse
cillum dolore eu fugiat nulla pariatur. Excepteur sint occaecat cupidatat non proident, sunt in culpa
qui officia deserunt mollit anim id est laborum.

THE DIFFERENCE BETWEEN
SHEDDING & MATTING

GROOMING TECHNIQUES USED

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua. Ut enim ad minim veniam, quis nost
rud exercitation ullamco laboris nisi ut aliquip kds ex ea commodo consequat.
Duis aute irure dolor in reprehenderit in voluptate velit esse cillum dolore eu fugiat
nulla pariatur. Excepteur sint occaecat cupidatat non proident, sunt in culpa qui
officia deserunt mollit anim id est laborum.

APPOINTMENTS AVAILABLE
12/15 9-5PM
12/16 9-5PM
12/17 9-5PM

Pria Metcalf | CorpID | Fall 2025
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PHOTOGRAPHY

THEME & FEEL

The visual style of Spaw Days photography and videography
is modern, warm, and approachable, reflecting the care and
comfort we provide to every pet. While many shots capture
pets in natural, playful, or relaxed moments, some pets will be
thoughtfully staged to highlight professional grooming results
and transformations.

Soft, natural lighting with clean, uncluttered backgrounds
ensures the focus remains on the pet and the grooming quality,
while subtle use of brand colors reinforces our identity.
Videos should feel friendly and immersive, combining
behind-the-scenes glimpses with polished, staged moments
that showcase our expertise. Overall, visuals should be bright,
authentic, and uplifting, creating trust and excitement for pet
owners choosing Spaw Days.

234-801-4481
www.spawdays.com
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CORRECT GRAPHIC ELEMENTS

The Spaw Days brand includes a graphic element that function

as a “secondary logo” to support the visual identity across

advertising, marketing, and merchandising. These elements do ° o

not replace the primary logo or wordmark; instead, they serve O ° O O
as complementary design accents that enhance the overall
brand experience.

When used in any printed or digital application—such as oo
advertisements, social content, or stationery—they must

always be paired with the official Spaw Days logo or wordmark

in a clearly visible area. On merchandise, these elements may

appear as the main graphic, but the logo or wordmark must still

be included on the packaging, tag, or accompanying materials

to maintain brand consistency.

Additional variations may be created as long as the core element
remains proportional and visually aligned with Spaw Days’ clean,
modern, and pet-friendly aesthetic. The only exceptions to this
rule are shopping bags and poster designs. Any other exceptions
must be approved by Spaw Days prior to use.

INCORRECT GRAPHIC ELEMENTS °O o

Graphic elements should never distract from the logo, imagery,
or messaging. Avoid using unapproved icons, overly detailed

illustrations, or elements that clash with the brand’s clean OOO OO()O
and modern aesthetic. Moreover, Do not stretch, recolor, rotate

excessively, or crowd designs with too many shapes or decorations. wr ‘ l
Elements that are off-brand, overly playful, visually noisy, or OO o
inconsistent with the established style compromise professionalism 0 o o

and should not be used.

Pria Metcalf | CorpID | Fall 2025
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SPAW DAYS

Dear,
Cassandra Miller

Thank you for choosing Spaw Days, where your pet's comfort, care, and
happiness are always our fop priorifies. We know that your furry companion
is more than just a pet — they're a cherished member of your family — and
we're honored fo play a small part in keeping them healthy, clean, while
looking ther best. From the moment you walk through our doors, we sfrive fo
create a calm, welcoming environment that both pets and fheir humans
can feel good about. Our feam of experienced groomers is frained in gentle
handiing techniques and works hard 1o ensure that every dog or cat receives

persondlized attention tailored to their breed, coat type, and temperament.

At Spaw Days, we believe grooming is more than a chore — it's an essential
part of your pet's overall wellness. Regular grooming not only helps maintain
a healthy coat and skin, but it also allows us fo catch potential concerns
early, such as irrfations, unusual lumps, or signs of stress. We are proud fo use
high-quality, pet-safe products and fo stay informed about best practices in
animal care. Whether it's a soothing bath, a stylish tim, or  nail clip with extra
cuddles, our goal is fo make the experience as posifive and stress-free as

possible. Furthermore, pet care is our top priority.

Warm regards,
The Spaw Days Team

lﬂ Y
[ £

JOHN RAE

234-801-4481

www.spawdays.com
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126 W 3rd Street
Dover, Ohio
44622-2922

234-801-4481
spawdays.com
info@spawdays.com

SPAW DAYS

126 W 3rd Street
Dover, Ohio
446222922

Cassandra Miller
324 South Ave
Dover, Ohio 44622

BROOKLYN
HENDRICKSON

Pet Groomer
234-801-4481

Brook Hendrickson@spawdays.com
126 W 3rd St Dover, Ohio 44622

SPAW DAYS

oY

Pria Metcalf | CorpID | Fall 2025

STATIONARY



234-801-4481

CORPID PROCESSBOOK PRESENTATION www.spawdays.com PAGE 147

}

SPAW DAYS

Dear,
1dra Miller




234-801-4481

CORPID PROCESSBOOK PRESENTATION www.spawdays.com PAGE 148

Pria Metcalf | CorplD | Fall 2025 STATIONARY



234-801-4481

CORPID PROCESSBOOK PRESENTATION www.spawdays.com PAGE 149

Pria Metcalf | CorpID | Fall 2025 WEBSITE




234-801-4481

CORPID PROCESSBOOK PRESENTATION www.spawdays.com PAGE 150

Jur Mission & Values

https://youtu.be/wWSx1jPowdg

Pria Metcalf | CorpID | Fall 2025 WEBSITE
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SPAW DAYS

PAWS UP!

WHO'S READY FOR A
SPAW DAY? ;

Our Services

814
'

-Our Shop

SPAWDAYS Bandans  SPAWDATS Lmash

—R

 SPAWDAYS Cotar SPAWDATS Sweatstint

SPAW DAYS Reviews

it
SPARKY

La sl s

N, A T

B o & 0 & B ® {"
3 PEANUT
PAWS UP! Who's ready for 98P D e Smi a0 b

SPA DA

(]

......

«ﬂ

ey SPAW DAYS
PAWS UP!
VH( EADY FOR A

W

SPA AY £
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SPAW DAYS

o L

SPAW DAYS Reviews

&
SPARKY

SPAW DAYS

PAWS UP!

WHO'’S READY FOR A
SPAW DAY?

Our Shop

SPAWDAYS Bandana

SPAWDAYS Leash

234-801-4481

www.spawdays.com

SPAWDAYS Collar

SPAWDAYS Sweatshirt

SPAW DAYS Reviews

Xl
SPARKY

wrirddek

“The service at SPAW
DAYS was spawtacular! |
0 almest avery 2 wieks
nowl®

A
PEANUT

deded e

“Had a hard i 1o reght

granmer Tor e wntil |

made an appointment

with SPAW DAYS, Truby i

the greatest experience |
had yetl®

SPAW DAYS

PAGE 152
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THEY DESERVE
A SPAW DAY
TO0O.

$2 -

N
GENTLE GHODMING. REAL AELAXATION. HARPIER PETS

THEY DESERVE
A SPAW DAY
TOO.

Pria Metcalf | CorpID | Fall 2025 AD CAMPAIGN
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THEY DESERVE
A SPAW DAY
TOO.

GENTLE GROOMING. REAL RELAXATION. HAPPIER PETS.

THEY DESERVE

A SPAW DAY
TOO.
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www.spawdays.com

DEEP CLEAN BATH + NAP
= SUCCESSFUL SPAW DAY

v 184 33K 230
\ ’\__ y Posts. Followers  Foliowing

L R

Gooming  Furfriesds  CareTios  Team SPAW

HAPPY
BIRTHDAY,
Callie!

Pria Metcalf | CorpID | Fall 2025
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SPAW DAYS
INVOICE

BILLTO: PET: NO. INVOICE:
Jan Reese Goose Reese #298403223
330-243-5563 DATE:

330 € Walnut Ave. 11/18/25

Dover, Ohio 44622

NO. SERVICE Qry PRICE
1 Bath & Brush 1 $45
2 Haircut & Style 1 $25
3 Nail Trim 1 $15
4 Ear Cleaning 1 $15
SUB-TOTAL $100
TAX $6.75
TOTAL $106.75
TERMS & CONDITIONS:

Payment is due upon completion of services unless otherwise agreed in writing.
Prices listed are estimates only and may increase based on coat condition, matting size,
behavior, or additional time required to safely complete the groom. All pets must
be up-to-date on required vaccinations and be free from contagious conditions.
If excessive matting, aggressive behavior, health concerns, or unforeseen grooming
needs arise, additional charges may apply and the groomer reserves the right to refuse
or stop service for the safety of the pet and staff.

Pet owners acknowledge that grooming services involves tools and handling that carry
inherent risks, and agree to hold the groomer harmless for minor nicks, irritation,
stress-related symptoms, or pre-existing health issues aggravated by the grooming
process. By submitting payment, the client confirms they understand and agree to
these terms.

11/18/25

Authorized Signature Date

SOCIALS: CONTACT US:
spawdays.com info@spawdays.com
@spawdays 234-801-4481

Pria Metcalf | CorpID | Fall 2025
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CONDITIONER
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Creative Brief

Client

Luxury Resorts

Objectives & Priorities

A innovate and easy way to successfully
order and reserve services from the resort

to reduce complications of a lack of service.

Target Audience

‘ohana’s target market is young families
that seek an quick and easy way to make
reservations, order food/drinks, and order
toiletries such as towels.

Situational Analysis

‘ohana wants to fix service issues with
resorts by helping guests enjoy their
experience and relax without waiting
for service to assist them.

Call to Action

Order now and relax - Enjoy your
resort experience!

Competitors

Toast

Worldpay

Square

Deliverables

Showcased on a POS like screen. Used for
function-ability and displayed on tabletop.
Mandatories

Logo design

User interface including necessities
Password Confirmation

Metrics of Success

If users frequently use ‘ohana and enjoy

the ‘ohana experience, then we can
determine ‘ohana a success.

Pria Metcalfl | Resort User Interface | UIUX Design | Spring 2025



Subject Research

|deation

1. Pet Groomer virtual Screen

Description: customize your pet and your pets name. Add
contact info to owner and add specifications to appointment
such as haircut, shampoo and conditioning wash, blow dry,
nails, and other necessities.

2. Hiking Map and Connected Sunglasses
Description: A virtual hiking map that is interactive for hikers.

Connected sunglasses can allow hikers to make sure they enjoy
the hike while staying on trail.

3. Froyo Machine

Description: A public froyo machine that has an interactive
screen where users can pay and choose what kind of froyo they

want. In addition, users can also add toppings to their froyo cup.

The charge for the froyo is determined by toppings, flavors, and
the weight of the icecream.

4. Smart Home Touch Screen

Description: Use an interactive smart touch screen for your
home that can change temperature, safety, lights, etc. Multiple
systems throughout home for easy access.

5. Workout routine screen

Description: Plug-in your workout details into an interactive
screen so you can stay active and focused on your workout.
the interactive screen can give you tutorials on certain workout
positions to help you stay fit and healthy.

This can range from heavy weight workouts, yoga, StairMaster,
treadmill, etc.

6. Interactive hiking vending machine

Description: Same as #2 but has a water bottle dispenser for
hikers to fill up or buy water bottles.

7. Movie theater food ordering screen

Description: Order your favorite snacks and drinks from your
seat without pulling out your phone. Display brightness changes
once movie begins so that your snack screen does not disturb
others.

8. Grocery store find product screen

Description: Need a product but don’t know what aisle to go
in? Search you item at a store kiosk that navigates you to which
aisle to go to, how much of the product they have left, and how
much the item costs.

9. Resort food ordering screen in hotel rooms

Description: Order your food without calling. Order and pay (or
add to tab) from your hotel room, at the pool, etc. This option
helps resort guests to enjoy their experience easily without the
hassle of making sure they get their order correct through a
phone call.

10. Digital fountain drink

Description: Choose your drink from a fountain and fill your cup.

11. Historical information interactive screen

Description: When visiting a historical location, use a touch
screen interactive device to receive information.

12. Country club beverage cart order screen

Description: Users can order drinks or snacks from their golf cart
which would send to the beverage cart employee. This then will
help the employee to map and locate the user and deliver their
order. The user can also locate and see that the employee is
working on their order.

Pria Metcalfl | Resort User Interface | UIUX Design | Spring 2025
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Design Research
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Design Research
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Design Research
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Competitive Research

1. Toast

Description:

Toast is a POS service that helps
restaurants and retail business use a easy
and accessible system for their use and
for customers.

Mission Statement:

At Toast, our mission is to empower
restaurants and hospitality businesses
with innovative technology solutions that
streamline operations, enhance customer
experiences, and drive growth.

Rated 9.9/10 on the Apple App store.

Reviews:

Pros:

-Software is very clean and easily usable.
-Lots of service add-ons.

-Useful features like curbside pickup or
text message alerts, self-serve kiosks, and
pay at the table

Cons:

-Customer experience issues with
customer service.

-Customer support is a major issue.
-Monthly fees are quite expensive.
-Using payroll through toast is too
expensive for many businesses.

-The offline mode sucks and terminals
cannot talk to each other.

2. WorldPay

Description:

Worldpay is a universal pay system that
businesses use. Types of businesses
that use Worldpay are small businesses,
enterprises’, software platforms, and
Marketplaces.

Mission Statement:

“Worldpay powers businesses of all sizes
to make, take and manage payments. We
are a global leader in financial technol-
ogy with unique capabilities to power
omni-commerce.”

-Worldpay

Rated 9.5/10 on the Top5P0OS website.
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3. Square

Description:

Restaurant businesses working on a
budget, or who want a kiosk system and
POS software that can scale up along with
their business, will appreciate Square’s
range of features and low pricing.

Mission Statement:

Square strives to provide an easy,
afforadable, and fast financial tools to
empower everyone to participate in
the economy.

Rated 9.8/10 on the Top5P0OS website.

Reviews:

Pros:

-Baseline Square POS includes free
subscription for unlimited terminals.
-Proprietary tablet stand

-Easy to self-install POS and kiosk

Cons:
-Locked into Square payment processor
-Limited or inconsistent customer support



User Persona

User #1

Gender: Male
Age: 35

Education: Masters Degree

1. How often do you travel?

About 5 times a month.

2. What types of vacations do you prefer?

| prefer to stay in tropical locations.

3. What is your preferred vacation booking?

| usually like to stay at resorts.

4. What features are most important to you when
staying at a resort?

Automatic assistance from employees.

5. How important is your personalization in your
resort experience?

| appreciate concierge services and personalized
room service.

6. Do you expect automatic service when needed?
Yes, If | am paying for a high-end resort, then |
expect high-end service.

If yes, how comfortable would you feel using a
new system that helps you get even faster service
whenever you need?

| would agree that this service would be useful when

needed.

User #2

Gender: Female
Age: 30

Education: Bachelors Degree

1. How often do you travel?

About 2 times a year.

2. What types of vacations do you prefer?

| prefer to stay in tropical or local locations.

3. What is your preferred vacation booking?

I usually like to stay at hotels or resorts.

4. What features are most important to you when
staying at a resort?

Pool and Spa are my two most important features.
5. How important is your personalization in your
resort experience?

| appreciate personalization in service treatment.
6. Do you expect automatic service when needed?
Yes, | expect to receive service when needed, but |
am not in a rush. It’s time to relax!

If yes, how comfortable would you feel using a
new system that helps you get even faster service
whenever you need?

| would love a quick and easy service that is passive

to the already established employee resort
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User #3

Gender: Male
Age: 38

Education: Bachelors Degree

1. How often do you travel?

About 2 times a month.

2. What types of vacations do you prefer?

| prefer to stay in local locations and the beach.

3. What is your preferred vacation booking?

I usually like to stay at hotels or airbnbs.

4. What features are most important to you when
staying at a resort?

| enjoy attending events such as golf.

5. How important is your personalization in your
resort experience?

| appreciate feeling recognized by a hotel or resort.
6. Do you expect automatic service when needed?
Yes, Il would prefer automatic service when needed.
If yes, how comfortable would you feel using a
new system that helps you get even faster service
whenever you need?

I would be open to a new service that would en-
hance faster service but | still would prefer in-person

experiences.

User #4

Gender: Female
Age: 30

Education: Masters Degree

1. How often do you travel?

About 3 times a month.

2. What types of vacations do you prefer?

| prefer to stay in tropical locations, beaches, and
cities.

3. What is your preferred vacation booking?

1 usually like to stay at hotels or resorts.

4. What features are most important to you when
staying at a resort?

| enjoy pools, spas, breakfast/restaurants, and
events.

5. How important is your personalization in your
resort experience?

| appreciate feeling a part of a hotel/resort while
traveling by personalized cards, appointments, etc.
6. Do you expect automatic service when needed?
Yes, | do prefer automatic service but | am also on
vacation to relax so | can accommodate.

If yes, how comfortable would you feel using a
new system that helps you get even faster service
whenever you need?

| would appreciate a alternative faster service if



User Persona

User #5

Gender: Female
Age: 32

Education: Masters Degree

1. How often do you travel?

About once a year.

2. What types of vacations do you prefer?

| prefer to stay in local locations.

3. What is your preferred vacation booking?

I usually like to stay at hotels or resorts.

4. What features are most important to you when
staying at a resort?

| enjoy the peacefulness of a resort.

5. How important is your personalization in your
resort experience?

It isn’t need but | enjoy and appreciate feeling
recognized.

6. Do you expect automatic service when needed?
Somewhat, | expect automatic service from a
restaurant, spa, etc. But with housekeeping and
other stuff | don’t particularly need right away.

If yes, how comfortable would you feel using a
new system that helps you get even faster service
whenever you need?

Yes, | would feel comfortable using a new system for

service.

User #6

Gender: Male
Age: 29

Education: Bachelors Degree

1. How often do you travel?

About 4 times a year.

2. What types of vacations do you prefer?

| prefer to stay in tropical locations.

3. What is your preferred vacation booking?

I usually like to stay at resorts.

4. What features are most important to you when
staying at a resort?

Golf and Pool/Hot Tub are my two most important
features.

5. How important is your personalization in your
resort experience?

| appreciate personalization in service and feeling
assisted when needed.

6. Do you expect automatic service when needed?
No, | enjoy having the time to relax and I am in no
rush.

If yes, how comfortable would you feel using a
new system that helps you get even faster service
whenever you need?

I said no, but | would be open to a new system.
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User #7

Gender: Male
Age: 62

Education: Masters Degree

1. How often do you travel?

About 3 times a year.

2. What types of vacations do you prefer?

| prefer to stay in tropical locations and the beach.
3. What is your preferred vacation booking?

I usually like to stay at resorts, hotels, or airbnbs.
4. What features are most important to you when
staying at a resort?

I love outdoor adventure features such as hiking,
biking, etc. | also like there to be a pool.

5. How important is your personalization in your
resort experience?

| enjoy being recognized by the staff/employees
working at the hotel/resort.

6. Do you expect automatic service when needed?
Yes, | prefer automatic service.

If yes, how comfortable would you feel using a
new system that helps you get even faster service
whenever you need?

I would be open as long as the new service doesn’t

ruin my personal experience.

User #8

Gender: Female
Age: 33

Education: Bachelors Degree

1. How often do you travel?

About 2 times a year

2. What types of vacations do you prefer?

| prefer to stay in local or tropical locations.

3. What is your preferred vacation booking?

I usually like to stay at hotels or resorts.

4. What features are most important to you when
staying at a resort?

| enjoy spas, restaurants, and hosted events.

5. How important is your personalization in your
resort experience?

I think it is important to feel welcomed to new
locations.

6. Do you expect automatic service when needed?
Not necessarily, but | like to know there is employ-
ees or services nearby.

If yes, how comfortable would you feel using a
new system that helps you get even faster service
whenever you need?

| said not necessarily but | think a system would be

appreciated.



EXPLORATIONS
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User Interface
Name

Luxe Orders
Ordin

Easy Resort
Quick Resort
One-Tap Retreat
Resortly

Smart Resort
Ordo

Ordre

Resort Go

Tropico
EZ Resort

Breeze

Aruba
Maui
Lanai
Palawan “Pala”
Lucia

Bali
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Ul Name:
Ideation:

Here, | showcase
different types of names
for the resort user
interface. | wanted a
name that would
resemble the luxury of a
resort but still on brand
for the target audience.

After some thought, |
have decided to choose
‘ohana. ‘ohanais a
hawaiian name

for “family.”

This resort name can
keep the luxury of
staying at a tropical
resort while also being a
universally known name.



User Interface -

Name

‘Ohana
‘Ohano
‘Ohano
‘Ohana
'‘Ohana
‘Ohana
‘Ohana
'‘Ohana
Ohora
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Ul Name:
Ideation:

Here, | am trying
multiple different
sans-serif typefaces.

From top to bottom | am
using, Franklin Gothic
Book, Poppins Light,
Corbel Bold & italic,
Futura Book & Medium
Oblique, and another
version od Corbel italic.



User Interface

Name

‘ohana | 'ohana

‘ohana
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‘ohana

‘ohana

‘ohana

‘ohana

Ul Name:
Ideation:

Color and Type:

Here, | am
experimenting different
color variations with
different typefaces that
| am considering. | am
looking at colors that
would represent

the tropics.

Colors that | am
considering are blues,
greens, and a mix of
blue-green.



User Interface Name

‘ohana
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Ul Name:

Development

With this, | have chosen
the typeface Cal Sans
Regualr. | enjoy the
thickness of the lines
through each letterform.

In addition, | decided to
change the aposatrophe
of the logo into a wave.

The wave is a symbol for
the ‘ohana brand.



lypography

1. Franklin Gothic Book

Franklin Gothic Book Regular
Franklin Gothic Book ltalic

abcdefghijklmnopgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ

0123456789

2. Poppins

Poppins Light

abcdefghijkimnopgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ

0123456789

3. Corbel

Corbel Regular
Corbel Italic
Corbel Bold
Corbel Italic

abcdefghijklmnopgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ

0123456789
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4, Futura

Futura Book

Futura Book Oblique
Futura Medium

Futura Medium Oblique
Futura Demi

Futura Demi Oblique
Futura Heavy

Futura Heavy Oblique
Futura Bold

Futura Bold Oblique
Futura Extra Bold
Futura Exira Bold Oblique

abcdefghijklmnopgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ

0123456789

5. Cal Sans

Cal Sans Regular

abcdefghijkimnopgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ

0123456789

Ul Name:

Typeface:

| have chosen Cal Sans
Regular for my logo
typeface. | chose this
typeface because |
enjoy the consis-

tant thickness of the
lettforms throughout
the design.



Color Palette

Palette 1: ‘ ’

Palette 1:

Bright Cyan Blue
C:62M:24Y:41K:12

- Black
Color Description: C: 100 M: 100 Y: 100 K: 100
Bright blue with black and white. White
The blue is referencing the bright C:OM:0Y:0K:0
blue tropical ocean.
Palette 2:

Dark Blue-Green
C:84M:33Y:49K:9

Palette 2: ‘ ‘
Cyan Blue
C:75M:11Y:25K: 0

Color Description: Black

Showcases a light and darker C: 100 M: 100 Y: 100 K: 100
White

blue color with black and white.
C:OM:0Y:0K:0
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Color Check

Contrast Checker

Home > Resources > Contrast Checker
Foreground Background
Hex Value Hex Value
*1F7F7F * FFFFFF
Color Picker Alpha Color Picker
Lightness Lightness

Normal Text

WEAG ARA:  Fail The five boxing wizards jump quickhy
Large Text
% The five boxing wizards jump quickly.

Graphical Objects and User Interface Components
LUSTPEE Pass | &
[Text nput

Contrast Checker

Home > Resources > Contrast Checker
Foreground Background
Hex Value Hex Value
*1F7F7F #000000
Color Picker Alpha Color Picker
I [ —r |
Lightness Lightness

Contrast Ratio

4.4

permalink

Normal Text
WCAG Af: Fall
WCAG AAA:- Fail

Large Text

..,
o

Graphical Objects and User Interface Components

weas s (0D

Contrast Checker
Heme = Besources > Contrast Checker
Foreground Background
Hex Value Hex Value
¥ 2CB5B5 “ 000000

Color Picker Alpha Calor Picker

Normal Text
(TP pass |
WCAG AAA @
Large Text

WCAG AR

 pass
weac ace (T2

Graphical Objects and User Interface Components
Q=YY pass |

Text Input

Contrast Checker

Home > Besources = Contrast Checker

Foreground Background
Hex Value Hex Value
" 2CB5B5 " FFFFFF
Calor Picker Alpha Colar Picker
K

ightness Lightness

Contrast Ratio

2.5°1

pzrmalink
Normal Text
AGAA  Fail
WCAG AAA: Fail
Large Text
AR Fail
ive boxing wizards jump quickly

2 AAL: Fall

Graphical Objects and User Interface Components
WCAG AR Fail &
[Test Input
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Color Checker:

Here is my color contrast checker. The
different blues will help eachother
transition from one dark/light
background to the next.

For example, the bright blue works well
on black but doesn’t on white, so the

dark blue would fill in for the white and
the light blue would fill in for the black.



Sitemap

L

| |

Reservations Order Room
Attendant

Classes o Restarant [ Sports&Golf S —| Tours S Onthe Water Breakfast Lunch - Dessert .
ToiletPaper Towels —)| —)| Bed ——s Trash

Turtle Appetizers Alcoholic Icecream

Yoga Reserve Dinner Golf Body Massage e JetSki Drinks Appetizers Amount # Handtowels Conditioner Pillows Pick-up Trash
Reserve » ) Swim with " eoror .
. Desene. Biking Hair Mask P Parasailing eats — Drinks Non-Alcoholic: Cake Large Towels Soap Blankets rash Bags
. - Remake Bedding
Ry Beach Volleyball Facial Snorkle Tour Paddleboarding ,
Fishing sides Meals Meals Other Pie
Tennis Pedicure Coral Reef Tour Surfing
Sides Cheesecake
| | | | =
Hiking Trails Manicure Biking tours Boats.
‘Smoothie
Four Wheeler
Tours
Kayak Tours.
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Wireframe Roughs

Wireframe

Phase 1:

In the beginning, |

) thought having a vertical
Dinner tabletop device would
be sufficent for resorts
guests. | didn’t want the
Appetizers user interface to distract
or take away from the
resort experience.

Breakfast
ord Mini Tacos Although, after this
raer mock-up wireframe, |
Lunch have decided to go
towards a horizontal
Reservations tablet size.
Dinner
Smashburger
Toiletries Dessert

Chicken Salad
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Wireframe Roughs

Logo Logo Reservations
Resturants Sports & Spa
Golf
Housekeeping Order Reservations
Tours On the Other
Water
Logo Order Logo House Keeping
. . . : Bathroom
Appetizers Main Course Side Dishes = Towels Bed
Tissue
Beverages Desserts Kids Toiletries Waste Bin Other
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Wireframe

Phase 2:

Here, is a tablet that is
approximately 8.5 inches
diagonally. This mock-up
wireframe is heading
into the direction that |
want to explore more.

| need more spacing
between frames and
headings/logos.



Wireframe Roughs

Bathroom Tissue

. Waste Bin . Maintenance
a s — A e
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Wireframe

Phase 3:

Here, is a more
rendered out mockup of
the previous wireframe.
Here | have a
background image,

logo, and different
panels of options for
users needs.

Here, | am trying to
encapsulate the resort
theme into the

user interface.



Wireframe Refinement

Room Attendant
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Wireframe

Phase 4:

Here, | have finalized my
display screen and my
interactive logo.

In additon, | have
finalized my sequence of
events and how they are
displayed throughout
the interface.

For the display screen,

| chose this photo of a
tropical aerial view of a
beach and ocean. This
screen won'’t be
distracting to guests and
can allow them to still
enjoy their experience.



Wireframe Refinement

Checkout e

$16.00
$10.00

2500

Enter Password
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Enter Password

Thank youl!

Wireframe

Phase 5:

Here, is my chechout
feature. | have added
the wave symbol with a
white sun to signify as a
cart for orders.

Here is an example from
the order screen. Guests
will make their order and
confirm their order by
typing in their personal
password. This password
theory will allow guests
to not have to carry their
phone or card to be able
to pay for their food,
reservations, etc.



Wireframe Refinement

Paddle boarding

Make Reservation

Surfing

out and surf! Ride the waves
a prol

Make Reservation

Make Reservation
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Wireframe

Phase 5:

Here, is a design frame
showcasing how to make
a reservation. Each
reservation panel has
their available options.
Once guests click on the
option they want a
screen of the event will
pop up and guests

can order.

This example is
showcasing the
“On the Wate,”
reservation option.



FINAL LAYOU'T'S
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Design layouts

‘ohana

‘ohana is a sleek, intuitive user interface designed to
elevate the resort guest experience at luxury
resorts. ‘ohana assists guests to order food and
drinks, make reservations for events and amenities,
and request room attendants-all with a few taps.
‘ohana strives to help guests create the best
experience at their luxury resort.

Pria Metcalf | User Interface Design | ‘ohana | UIUX Design | Spring 2025

Pria Metcalfl | Resort User Interface | UIUX Design | Spring 2025



FINAL MOCK-UPS
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Design mock-ups

-.ili

ORI
"_..-:'f ;fm‘,.. el

=T==

Revervations

Swedisn
Massoge
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Design mock-ups
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WEBSITE PROCESSBOOKS

MUZE MAGAZINE

Pria Metcalf | Digital Website Portfolio



Processbook

PRIA METCALFK

Magazine | Typography IV | Spring 2025




research

02 explorations

03 | final layouts

final mock-ups
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RESEARCH
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Creative Brief

Client

Muze Editorial Magazine

Objectives & Priorities

Showcase the influence of music and
how it affects the present and future.
Target Audience

The target audience for Muze is 15-22
year olds who have a passion for learning
about music and keep updated on current
events in the music industry.

Situational Analysis

Strengths:

Weaknesses:

Threats:

Opportunities:

Call to Action

“Plug into new sounds of the century with Muze!”
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Competitors

Billboard Magazine
Rollingstones
Music

Guitar World

Vibe

Deliverables

8x10 Magazine
Logo
Subscription Card
3 Covers

Mandatories

3 Magazine Covers
Subscription Card
1 Full Magazine

3 Advertisements
1 Feature Article
Departments

Metrics of Success
If the users find the magazine informational

and interesting then we can determine the
magazine is a success.



Subject Research

Muze Magazine: Concept:

An editorial magazine that F'OV this design, | W(_)U|d
showcases the music industry. like to explorg music and
This magazine takes a deep show it by using textured
educational dive into topics 8r§phl_CS and fun. colors to
within the music industry. Along bring life to music.

with this, the magazine also

showcases specific artists for

each issue, personal interview, . . . Y
monthly spotify playlists, Magazine Dimensions: 8x10

and concert fashion.
Subscription Card: 6x3.5”

Ideation:

For this magazine, | decided
to gain inspiration from
previous music magazines.
Most previous music
magazines showcase

an artist with a logo above
the artist and features.
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Design Research

i
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YEAR-END DOUBLE SSUE
OVER 250 CHARTS

"L Wi

- ADELE




Design Research

YIRS RESEARSAL TIME

CHEATE & BXPLOI YOUR
ERY DN FAN Biﬁ.'lﬂ_

OCONRET /Ty

T
ARCAGE FIRE

BOB SEGER

WOME]

HAS BEEH A (WERY
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Adam
Driver

\\\\\\\\

The Girl
Wiho

Broke
the Rules

THE YEAR 1N MUSIC




Design Research

W JAY DEE, GUILTY SIMPSON, NYG'Z, PERCEE P
0o

G MAGAZINE

: a7 e .. / . X B . *1 want to be talked aBout In the same way
\ i i % % ] ] as Dylan, The Beatles, Hendrix..”
WING

L | ]
M FoLLOw FAD 5 _ : ' o Kerldl'ICk ”
o . A KIND OF & BIS

“IWE'VE NEVER
! EEN [ ANYONE'S
LAKE "
VULA

LIE -
ENLIGA

LEYARD
MIYACOUR 7@

MORROWS
ARRIORS

B i S
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Moodboard

Moodboard:

Ideation:

Here, | showcase
textures that | would
like my magazine to
encapsulate for this
project. Contrasting
textures, colors, etc.
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Moodboard
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Moodboard:
Ideation:

For this magazine,

| envision bright
contrasting colors that
bring the feeling of
music to life.

Artwork similar to pop
art that includes textures
and graphics will bring
the visual identity of this
magazine to life.



EXPLORATIONS 0: !



Magazine Name

Pulse

Finesse (bruno mars)
Replay (lyaz)

Unwritten (Natasha Bedingfield)
Sing (Travis)

Electric Feel (MGMT)
Disturbia (Rihanna)
Reverb

Rhythm

Tempo

Charts

Mixtape

Record

Records

The Setlist

Backstage

Remix
Electric Love (BORNS)
Acoustic

Bad Habits (Ed Sheeren)
Focus

Messy (lola young)

Top Charts

Decode (Paramore)
Linger (the cranberries)
Boom Boom Pow (Black Eyed Peas)
Just Dance (Lady Gaga)
Sound

Increase
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Turn up

Spinnin

Control

Symphony (Clean Bandit, Zara Larsson)
Famous

Average

Reputation

8TEEN (Khalid)

MP3

Working late (sabrina carpenter)
Beat Drop

Muse

Amuse
Myooz
Muses



Music Artists -

This list of artists’ of three different genres,
pop, rap, and Rock. These artists’ are identified
as the most significant and currenlt most
popular artists in the 21st Century.

Pop Music Rap Music
1. Taylor Swift "
2. Sabrina Carpenter . .
3. Tate Mcrae | l;- $en§rlsck Lt:imarI
4. Billie Eilish 4- A?XIIDSROCZ)I(
5. Ariana Grande . y
6. Olivia Rodrigo 5.J).Cole
7. Bruno Mars 6. 21 Savage
i 7. Lil Baby
8. Dua Lipa .
9. Adele 8. IVIe'gan Thee Stallion
10. Lady Gaga ;Dg;ardcia;
11. The Weeknd .
12. SZA 11. Dababy
L e g Ec:zlc((le\/lalone
14. Chappell Roan - Fos
14. Eminem
15. Harry Styles g
16. Ed Sheeran -N
17. Beyonce 16. Lil Wayne
18. Charlie XCX 17. Snoop Dog
19. Justin Bieber 18. NLE Choppa
20.The kid Laroi 19. Childish Gambino
21. Conan Gray 20. Kanye West (Ye)
21. Chance the Rapper
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Rock Music

O 00 NO UL B~ WN -

N R R R R R R R R R
O WO NOOULEDdD WNBEKL O

. Artic Monkeys

. Fall Out Boy

. Twenty One Pilots

. Paramore

. Greta Van Fleet

. The Lumineers

. Foo Fighters

. Red Hot Chili Peppers
. boygenius

. Metallica

. Linkin Park

. Green Day

. Pearl Jam

. Coldplay

. The Cranberries
. The 1975

. Fleetwood Mac
. Queen

. Guns N’ Roses

. KISS

|
[

. System of a Down




lypography

1. PF Fuel
PF FUEL DECAY
PF FUEL GRIME

ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789

2. Battery Park

BiTTERY PiRK REGYLAR
KBGDEFGHVIKLMNOPQRSTHYWX Y
0123456789

3. Baka Too

fﬁ(k{ﬂm Wu[mf

4‘(;{ Lk[m&w rfﬁw 2
4 NO@KSWWL
ozas%é]Bj
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4. Veneer

Veneer Regular

Veneer Three Regular
Veneer Two Regular
Veneer Regular Italic
Venner Three Regular italic
Venner Two Regular talic

abcdefghijkimnopqrstuvwxyz
0123456789

5. Alternate Gothic No3 D

Alternate Gothic No3 D Regular
abcdefghijklmnopgrstuvwxyz
0123456789

6. Calibri

Calibri Light
Calibri Light Italic
Calibri Regular
Calibri Italic
Calibri Bold Italic

4. Veneer:

Typeface used for headings and
sub-headings in magazine articles and
department pages.

5. Alternate Gothic No3 D:

Typeface is used for magazine logo.

6. Calibri:

This typeface is used for body text
throughout the magazine.



lypography

Muze
muze

MUZE
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ITLZE.

Description:

Muse is the proper root word for music.
Although, | thought through my process
that replacing the s with the letter z would
still read well to readers.

Muze is a music editorial magazine that
showcases news on the music industry and
the amazing artists that create music. The
magazine focuses on specific artists as a fea-
ture. In addition, the departments witholds
personal interviews with artists, new spotify
playlists each month, and fashion in the
music industry (concert ouftfits).

Ideation:

For the logo of muze, | decided to use all
lowercase letterforms that are kern togeth-
er. Overall, in my process | tried different
concepts but ultimately chose the lower-
case and kerned logo.



lypography
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Editorial Logo:
Muze:

Here, the muze logo is
shown in different color
varaitions that are used
in the three different
magazine covers. In
additon, with a black
type version to
showecase the logo
before color.



Color Palette

Palette 1: Pop Magazine

Color Description:

Bright Pink and yellow colors to
showcase the vibrancy of pop
culture and pop music.

Palette 2: Rap Magazine

Color Description:
Bright contrasting blues are
used to showcase the rap culture.

Palette 3: Rock Magazine

Color Description:
Contrasting purple and red-orange
to showcase the rock culture.

TATE MCRAE:

Oningthe Pop Scene

o

00
o

o0
o
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Palette 1:

Magenta Pink
C:4M:95Y:1K:0

Yellow

C:2M:6Y:85K:0

Black

C: 100 M: 100 Y: 100 K: 100
White

C:OM:0Y:0K:0

Palette 2:

Cyan Blue
C:65M:0VY:24K:0
Ultramarine Blue
C:100M:90VY:26K: 11
Black

C: 100 M: 100 Y: 100 K: 100
White

C:OM:0Y:0K:0

Palette 3:

Purple
C:94M:100Y:23K: 19
Red-Orange
C:2M:88Y:73K:0

Black

C: 100 M: 100 Y: 100 K: 100
White

C:OM:0Y:0K:0
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Sketches
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Sketches:

Here, | am showcasing
the dimensions of my

3 covers (8x10”), cover
design ideation process,
table of contents page,
and intro to feature
spread sketches.

Overall, I am showcasing
my process to
discovering how my
magazine will be layed
out before creating
digital concepts.




Computer Roughs

Cover Design Process:
Phase 1:

Muze logo is angled to
bring a focal point to

the microphone. The
microphone is used as

a symbol to showcase
the magazine’s identity
to readers. Contrasting
colors are used to bring
interest to the magazine.
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Computer Roughs

Cover Design
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Cover Design Process:
Phase 2:

Plastic texture is applied
to the cover to bring the
grunge music aesthetic.
In addition, the plastic
is shown ripping at the
logo so readers can
easily read the logo
without the plastic and
the brand identity com-
peting with another.

Artist in this cover design
is pop artist, Tate McRae.
| am planning on
exploring pop music for
my final. To me, | have
fairly enjoyed pop music
and especially Tate
McRae’s aesthetic.

Here, | have added

Tate McRae’s photo to
give imagery of who is
being featured with this
month’s music issue.

| experiment with her
at different angles and
scale to see what works
best for the layout of
the magazine.




Computer Roughs

Cover Design
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Cover Design Process:
Phase 3:

Here, | added a ripped
plastic texture to the top
of the magazine where |
showcase the features of
the article.

Here | showcase the
overall visual identity
of the magazine. Tate
McRae is currently
adjusted in an angle
ajacent to the
microphone and
muze logo.



Computer Roughs

Cover Design

POP MUSIC: TRTE MCRAE:

The World's Most Owning the Pop Scene
[+ Important Art Form
-
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Cover Design Process:
Phase 4:

Here are the three
different ideations for
cover magazine designs.
Top-left corner is the pop
magazine featuring Tate
McRae, bottom-left is
the rap magazine
featuring Travis Scott,
and the third magazine is
a rock magazine
featuring System

of a Down.

Each magazine continues
the same logo and
microphone but

used in different
contrasting bright colors
with different artists
that are featured within
the magazine.



Computer Roughs

Magazine Spreads:

WHAT Is POP MUSIC?

"""" Phase 1:

~~~~~ e Here, is a beginning
e e S set up of my magazine
spreads. Here, | show-
case table of contents,
departments, intro to
feature, and feature
article with ads.

DEPARTMENTS

TAKING POP MUSIC TO A NEW IMAGE IS THE KEY TO SUCCESS

S
S
R

Q

THE WORLDS MOST IMPORTANT ART FORM
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Computer Roughs

Magazine Spreads:

POP MUSIC: TATE MCRAE:
‘The World's Most
| Important Art Form

Phase 2:

Focus:
Table of Contents

In this computer rough, |
focus on trying different
design concepts for the
table of contents page.
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Computer Roughs - o o

POPMUSIE:  TATE MERAE:
‘The Worid's Most  Owning the Pop
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Computer Roughs
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Magazine Spreads:
Phase 3:

Here, is my rough
ideation concept for my
magazine. The only thing
that hasn’t been
adresses within these
spreads is my
department page.

Here, | have my two
main feature articles,
contents page, and ads.



¢JISNIN d0d S 1VHM

Owning the Pop Scene

‘TATE MERAE:

‘The World's Most
"dﬂ

POP MUSIE:

0P MUSIC: THE WORLDS

P

Computer Roughs

G

PORTANT ART
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Computer Roughs

Magazine Spreads:
Phase 4:

This additional phase
of my magazine
showcases bringing in
the color yellow. This
color beings in

more interest to the
existing colors.

TATE MCRAE: OWNING
THE POP SCENE

TYLE & SOUND:

&80UND: Moreover, | also have
MERAE’S TOUR OUTFITS !

added my department
page that shows a muse
playlist of the month,

a interview with Tate
McRae, and concert
oufits from tours.

DEPARTMENTS
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Computer Refinement

POP MUSIE: ‘TATE MERAE:
TheWorid'sMost  Owning the Pop Soene

TAKING POP MUSIC /8
TOANEWLEVEL /7%

POP MUSIC: THE WORLDS
MOST IMPORTANT ART

it?

us

TATE MCRAE: OWNING
THE POP SCENE

WHAT IS POP M

THE ROCICN'ROLL
EXPLOSION
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Computer Refinement

TATE MCRAE: OWNING
THE POP SCENE

STYLE & SOUND:
TATE MCRAE'S TOUR OUTFITS wucns

Fa.

Bol%
1 ey
26 e

ke
= (=R T

DEPARTMENTS
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Magazine Spreads:
Phase 5:

Here, is my final stage of
my magazine. | showcase
alternating pages with
backgrounds of black
and white, textured
graphics and photos, and
textured headings and
sub-headings in magenta
pink with yellow
rectangualr shapes that
represent the columns
used in the magazine.



Subscription card

Subscription Card:

order now at:

muze.com/subscribe NO POSTAGE
NECESSARY IF . L
FAILED IN THE Here, is the subscription
UNITED STATES card for muze. On the

sign-up side | have the
info section with options
for subscriptions.

In addition, there is also
mm a preview of the next
editorial magazine.
PO BOX 05830
AKRON, OH 44325

BUSINESS REPLY MAIL

FIRST-CLASS MAIL PERMITNO. 7 AKRON,0HIO

On the back, there is the
reply email information.
ST 171 O TR [ [T A T | AT This portion is for the
postage office, so that
they know where to
send the card back to.

OUR NEXT EDITON!

COMING JUNE 2025

ELIRAV SO YES! 24 EDITIONS FOR $24
One year (12 Editions) just FREE SHIPPING!

for$12
*$3 more for shipping

NAME

STREET

cITY

E-MAIL
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Advertisements

JAH

—

dyson

Dyson Airwrap

Wrap up perfect curls this
Mother’s Day
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Advertisements

Horizontal Half Page
Brand: BOSE

Product: Bose Soundlink Flex Portable
Speaker (2nd Gen).

Full Page
Brand: Beats
Product: Powerbeats Pro 2

Vertical Half Page

Brand: Dyson
Product: Dyson Airwrap



FINAL LAYOUTS 0 %
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3 Cover Designs

POP MUSIC: TATE MCRAE: RAP MUSIC: TRAVIS SCOTT:
The World's Most Owning the Pop Scene The Evolution of Rap  What Makes Him

& Important Art Form : 4 E Music History Unstoppabie h
S WL _

—
el
=2
=
=09
§ =3
—2
==

BGODﬂ 306 1ﬁ!
EBGUOIH- 306 1&‘

y AL

Pria Metcalf [Magazine | Typography IV | Spring 2025



Design layouts

POP MUSIC: TATE MERAE:
‘The Worid's Most Owning the Pop Scene
by important rtForm

POP MUSIC: THE WORLDS
MOST IMPORTANT ART
FORM

TATE MCRAE: OWNING
THE POP SCENE

WHAT IS PCP MUSIC?

THE ROGCN'ROLL
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Design layouts

TAKING POP MUSIC
T0 A NEW LEVEL

TATE MCRAE: CWNING
THE POP SCENE

STYLE & SOUND:
TATE MCRAE'S TOUR OUTFITS wurms

DEPARTMENTS
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FINAL MOCK-UPS 0 j



Design mock-ups

/
¥
{

PP G TUTE WERRE:
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WEBSITE PROCESSBOOKS

NIKE JUST DO I'T BAG

Pria Metcalf | Digital Website Processbook



Processbook

PRIA METCALF

Minimal Packaging | Packaging Design | Fall 2025



Content

O1 | research
02 | explorations
03 | final layouts

04 | final mock-ups
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Minimal Packaging

Client:
NIKE Inc.

Obijectives & Priorities:

The objective for this
assignment is to alter the
existing Nike box packaging
into a more reusable,
environment friendly
packaging. This includes,
creating a box/bag that is
custom for Nike customers.

While this approach may be
more costly, it will effectively
bring more value to the brand
and create brand loyalty with
customers, followers, efc.

Target Audience:

The target audience of this
project consists of frequent
Nike consumers, brand
loyalists, shoe re-sellers, etc.

Demographics:

Age: 15-25

Gender: Male (dominate)
and Female

Psychographics:

Lifestyle: Active in sports,
fitness, and outdoor activities.
Income: Middle-Class to
Upper-Class consumers.

Situational Analysis:
Problem: When Nike
consumers buy products in-
store and online, there is often
excessive packaging that is
wasteful and diminishes the
quality of the product.

Solution: To eliminate waste
and highlight the product, |
propose to construct a new
bag/box that will bring quality
and value to the Nike brand,
while also protecting the shoes.

Call to Action:
“Train hard. Carry light. Reuse
with NIKE.”

Competitors:

- Adidas

- Puma

- Under Armour
- Lululemon

- Reebok

- Asics

- Brooks

- Gymshark

Deliverables:

- A protective reconstructed
box bag that will showcase
Nike shoes.

- Nike Tags on bag for
ecommerce. (The bag will only
be a additional cost if bought
separately from shoes).

- A Nike Manual on how to
keep the box bag clean (is it
washable).

Mandatories:

- Provide the reusable bag
in Nike branding.

- Tags for bag.

- Manual on cleaning.

Metrics of Success:

If the new Nike Reusable Bag
is re-used, kept to keep shoes
clean, and protects the shoe
materials, then the Nike product
is deemed a success.

Pria Metcalf | Minimal Packaging |

Packaging Design | Fall 2025



Minimal Packaging

SUBJECT RESEARCH:

PRODUCT:
* Reusable Shoe Bag that
replaces existing Nike
shoe boxes (cardboard).

CONSUMERS:
DEMOGRAPHICS:

Age: 15-25

Gender: Male (dominate) and
Female

PSYCHOGRAPHICS:

Lifestyle: Active in sports, fitness,
and outdoor activities.
Income: Middle-Class to
Upper-Class consumers.

REASON FOR PRODUCT:

* Environment friendly by being
reusable and requires hand
wash only.

* More fundamental for
consumers. Allows consumers
to easily carry their shoes
without excessive packaging
that currently exists inside
shoe boxes.

* Easy packing for travel.

HOW DOES THIS HELP NIKE:

* Elevates Nike’s brand and
creates a high-end experience
for consumers.

¢ Differentiates the Nike brand
from competitors.

* Showcases Nike to be focused on
environment friendly materials.

COLOR ANALYSIS:

For this project, | plan to follow Nike's
branding guidelines by using brand
colors. Such as, orange, light grey,
and orange. | plan the main bag

to contain the light grey color and
minimal elements are orange.

This will then highlight the new
modern shoe bag evolution while
also keeping elements of the classic
orange.

PRICING ANALYSIS:

Since the bag is included with shoes
it would not consist of an additional
price. Although, if consumers want to

buy the bag for their existing shoes
then the bag will cost $25.00.

WASHING INFORMATION:
This new shoe bag will be required
to be hand washed. This method
will encourage less use of washing
machines and allow the bag to last
along time.
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Minimal Packaging

PROBLEM:

The problem with the current

Nike shoe boxes is the cluttered
shelves, disorganized shoe

sizes, shoe categories, and the
excessive paper packaging,/show
inserts.

Some stores that organize their
shelves this way are Dick’s
Sporting Goods, DSW, Kohl's, etc.

In further, this method of
organization makes the boxes
look messy, cramped together,
and diminishes the perceived
value of the Nike brand.

SOLUTION:

For this project, | propose a
new concept for the classic
Nike shoebox. | propose, a new
modern Nike shoe bag that is
reusable, environment friendly, and
showcases the value of the
Nike brand.

For the new shoe bag, | plan to
use the classic Nike branding and
color palette. With this, | plan to
use Nike's light grey color for the
main box, then use the classic
orange color for the logo, zipper,
handle, etc.

Overall, this new concept is
designed to minimize cluttered
store shelves, interior shoe
packaging, efc. and maximize
consumer experience.
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Minimal Packaging

RESEARCH:

LIKES:
¢ Zipper included for closure.
¢ Easy storage for travel.
¢ Extra compartments for
additional accessory storage.
¢ Handle for carry.

DISLIKES:
¢ Out of this set of design research
examples, | don't prefer the
drawstring bags.
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Minimal Packaging

Track Your Progress

NIKE RUNNING
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Minimal Packaging

FUTURA BOLD

Aa abcdefghijklmnopqrstuvxyz
ABCDEFGHIJKLMNOPQRSTUVXYZ

FUTURA BOLD OBLIQUE

Aa abcdefghijkimnopqrstuvxyz

ABCDEFGHIJKLMNOPQRSTUVXYZ

TYPOGRAPHY:

For typography, Nike's brand uses
Futura bold and bold oblique.
This typography showcases the clean
and sleek brand identity that Nike

strives for.
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PRIMARY COLORS:

COLOR PALETTE:

For this project, | will be following
Nike’s branding color palette.
Nike’s brand consists of 3 main
primary colors (black, white, and
light grey) and one main secondary
color (orange). There are also

BACKGROUND COLOR BACKGROUND COLOR BACKGROUND COLOR 0({1diﬁono| Nike brar.\d c<?|ors l.out they
C:0OM:0 Y:0K: 100 C:OM:6Y:7K:0 C:OM:0Y:0K: 0 will not be included in this project.
HEX CODE: #000000 HEX CODE: #E5E5E5 HEX CODE: #FFFFFF

SECONDARY COLORS:

BACKGROUND COLOR
C:3 M:82 Y:83 K:0
HEX CODE: # E9543B
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LOGO:

LOGO USAGE:

For this project, the Nike logo and
symbol will be used throughout
the minimal packaging design.
For example, this will be used on
the new shoe bag/box, tags for the
shoe (and possible security tags),
and any other additional info.
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ZINE BOOKLET

&

JUST DO IT BAG

Meet the Just Do It Bag - the go - anywhere, do-anything shoe bag built for athletes,

adventurers, and everyday movers. Designed by Nike, this bag keeps your favorite
footwear protected, organized, and ready to perform whenever you are. Whether you're
headed fo the gym, the court, or hopping a plane fo your next challenge, this sleck carrier
lets you transport your shoes with confidence and style.

Crafted with durable, water-resistant material, the Just Do It Bag shields your shoes from
scuffs, dirt, and weather, while smooth zip-around opening makes packing effortless.
The lightweight structure means you can toss it in your gear bag without exira bulk, and a
sturdy top handle offers grab-and-go convenience.

HOW TO WASH

To keep your Just Do It Bag - looking fresh and performing is besi,
follow these care steps for safe hand washing:

. Prepare + Clean
Empty the bag, shake out debris, and mix mild detergent with
lukewarm water in a sink or basin.

N

Wash by hand
= Use a soft cloth or sponge to gently scrub inside and out. Avoid

harsh brushes.

3. Rinse
Run clean water over the baguntil all soap is gone; lightly press
fo remove excess water (no wringing).

IS

. Air dry
| Loy flat or hang in a venilated area away from direct heat or
sunlight uniil fully dry.

ZINE BOOKLET:

In addition to the packaging for the
Nike Just Do It Bag, there is also a
zine booklet that gives consumers
information on how to wash the bag
and an introduction of the product.

PRODUCT DIMENSIONS:

The structure of this zine booklet is
4x4 inches. The square size allows the
booklet to be easily placed in the bag
after purchase of shoes.
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PRICE TAG COVER

3

PRICE TAG INSIDE

&

JUSTDO
IT BAG

$25.00

0|1

23456789012

&

JUSTDO
ITBAG

$25.00

0|123456

789012

w

NIKE Inc.
JUSTDO
IT BAG

0|123#56

z

TEF01

PRICE TAG:

Another printed material that will be
used with the bag is the price tag. This
tag would be attached to the bag.
The $25.00 is if the bag is purchased
separately than the shoes. Otherwise
the shoes will have their own price tag
on the shoes.

PRODUCT DIMENSIONS:

The dimensions for the price tag is
2x4 inches. This size of a tag allows
information to be properly displayed.
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BAG PACKAGING

BAG PACKAGING:

For the bag, | will be representing the
large Nike logo on top of the existing
Nike shoe box. So, these roughs are a
series of logo colors | designed and am
considering for the final bag design.

PRODUCT DIMENSIONS:
The dimensions for the bag is
12.5 X 7 inches as the cover with
the zipper.
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POSSIBLE COLOR COMBINATIONS:

BAG BRANDING

NIKE Inc.
JUSTDO
IT BAG

$25.00

El|123$

56" TEF012

TAG

&

JUST DO IT BAG

Meet the Just Do It Bag - the go - anywhere, do-anything shoe bag built for athletes,
adventurers, and everyday movers. Designed by Nike, this bag keeps your favorite
footwear protected, organized, and ready to perform whenever you are. Whether you're
headed fo the gym, the court, or hopping a plane fo your next challenge, this sleck carrier

lets you transport your shoes with confidence and style.

Crafted with durable, water-resistant material, the Just Do It Bag shields your shoes from
scuffs, dirt, and weather, while smooth zip-around opening makes packing effortless.
The lightweight structure means you can toss it in your gear bag without exira bulk, and a
sturdy top handle offers grab-and-go convenience.

HOW TO WASH

To keep your Just Do It Bag - looking fresh and performing is besl,
follow these care steps for safe hand washing:

. Prepare + Clean
Empty the bag, shake out debris, and mix mild detergent with
lukewarm water in a sink or basin.

N

Wash by hand
e | Use a soft cloth or sponge fo gently scrub inside and out. Avoid
harsh brushes.

3. Rinse
Run clean water over the baguniilall soap is gone; lightly press
fo remove excess water (no wringing).

4. Air dry
| Loy flat or hang in a venilated area away from direct heat or
sunlight until fully dry.

ZINE
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POSSIBLE COLOR COMBINATIONS:

BAG BRANDING

&

JUST DO IT BAG

Mot the Just Do It Bag - the go - anywhere, do-anything shoe bag buil for athletes,
adventurers, and everyday movers. Designed by Nike, this bag keeps your favorie
footwear profected, organized, and ready o perform whenever you are. Whether you're
headed to the gym, the court, or hopping a plane fo your next challenge, tis sleck carrier
lets you fransport your shoes with confidence and style.

Crafted with durable, water-resistant material, the Just Do It Bag shields your shoes from
scuffs, dirt, and weather, while smooth zip-around opening makes packing effortless.
The lightweight siructure means you can foss it in your gear bag without extra bulk, and a
sturdy top handle offers grab-and-go convenience.

./
HOW TO WASH

To keep your Just Do It Bag - looking fresh and performing ifs best,

follow these care steps for safe hand washing:

NIKE Inc.
Prepare + Clean

J U ST D O Empty the bag, shake out debris, and mix mild detergent with

lukewarm water in a sink or basin.

N

IT BAG

Wash by hand
| Use a soft cloth or sponge to gently scrub inside and out. Avoid
harsh brushes

w

Rinse
Run clean water over the baguntil all soap is gone; lightly press
o remove excess water (no wringing).

I

Air dry
| Lay flat or hang in a ventilated area away from direct heat or

|| |||I|| II |||| onlight untl Fully dry.
0

123456" 789012

TAG ZINE
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POSSIBLE COLOR COMBINATIONS:

BAG BRANDING

&

JUST DO IT BAG

Mot the Just Do It Bag - the go - anywhere, do-anything shoe bag buil for athletes,
adventurers, and everyday movers. Designed by Nike, this bag keeps your favorite
foolwear profected, organized, and ready o perform whenever you are. Whether you're
headed to the gym, the court, or hopping a plane fo your next challenge, tis sleck carrier

lets you fransport your shoes with confidence and style.

Crofted with durable, water-resistant matericl, the Just Do It Bag shields your shoes from
scuffs, dirt, and weather, while smooth zip-around opening makes packing effortless.
The lightweight siructure means you can foss it in your gear bag without extra bulk, and a
sturdy top handle offers grab-and-go convenience.

HOW TO WASH

To keep your Just Do It Bag - looking fresh and performing ifs best,
follow these care steps for safe hand washing:

NIKE Inc.
Prepare + Clean

J U ST D o Empty the bag, shake out debris, and mix mild defergent with

lukewarm water in a sink or basin.

IT BAG ~ Pl

Use a soft cloth or sponge to gently scrub inside and out. Avoid

N

harsh brushes.

w

Rinse
$25.00 Run clean water over the baguntil all soap is gone; lightly press
o remove excess water (no wringing).

I

Air dry
| Lay flat or hang in a ventilated area away from direct heat or

|” ||II ||||||| onlight untl Fully dry.
ol z

23456 TEF0

TAG ZINE
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POSSIBLE COLOR COMBINATIONS:

&

JUST DO IT BAG

Meet the Just Do It Bag - the go - anywhere, do-anything shoe bag built for athletes,
adventurers, and everyday movers. Designed by Nike, this bag keeps your favorite
footwear protected, organized, and ready to perform whenever you are. Whether you're
headed fo the gym, the court, or hopping a plane fo your next challenge, this sleck carrier

lets you transport your shoes with confidence and style.

Crafted with durable, water-resistant material, the Just Do It Bag shields your shoes from
scuffs, dirt, and weather, while smooth zip-around opening makes packing effortless.
The lightweight structure means you can toss it in your gear bag without exira bulk, and a
sturdy top handle offers grab-and-go convenience.

BAG BRANDING

HOW TO WASH

To keep your Just Do It Bag - looking fresh and performing is besl,
follow these care steps for safe hand washing:

NIKE Inc.
. Prepare + Clean

J U ST D O Empty the bag, shake out debris, and mix mild detergent with |

lukewarm water in a sink or basin.

IT BAG ~ Pl

Use a soft cloth or sponge to gently scrub inside and out. Avoid |
harsh brushes. |

N

3. Rinse | |
$25.00 Run clean water over the baguniilall soap is gone; lightly press -
fo remove excess water (no wringing).

4. Air dry
| Loy flat or hang in a venilated area away from direct heat or -

|| IIII |I||||| sunlght ot ully ry:
0

123456  TEF012

TAG ZINE
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DESIGN LAYOUT:

BAG BRANDING

NIKE Inc.
JUSTDO
IT BAG

$25.00

El|123$

56" TEF012

TAG

&

JUST DO IT BAG

Meet the Just Do It Bag - the go - anywhere, do-anything shoe bag built for athletes,
adventurers, and everyday movers. Designed by Nike, this bag keeps your favorite
footwear protected, organized, and ready to perform whenever you are. Whether you're
headed fo the gym, the court, or hopping a plane fo your next challenge, this sleck carrier

lets you transport your shoes with confidence and style.

Crafted with durable, water-resistant material, the Just Do It Bag shields your shoes from
scuffs, dirt, and weather, while smooth zip-around opening makes packing effortless.
The lightweight structure means you can toss it in your gear bag without exira bulk, and a
sturdy top handle offers grab-and-go convenience.

HOW TO WASH

To keep your Just Do It Bag - looking fresh and performing is besl,
follow these care steps for safe hand washing:

. Prepare + Clean
Empty the bag, shake out debris, and mix mild detergent with
lukewarm water in a sink or basin.

N

Wash by hand
e | Use a soft cloth or sponge fo gently scrub inside and out. Avoid
harsh brushes.

3. Rinse
Run clean water over the baguniilall soap is gone; lightly press
fo remove excess water (no wringing).

4. Air dry
| Loy flat or hang in a venilated area away from direct heat or
sunlight until fully dry.

ZINE
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& HOW TO WASH

/
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WEBSITE PROCESSBOOKS

THANKYOU!

Contact:
design@pria-metcalf.com
@priametcalf.designs

Pria Metcalf | Digital Website Portfolio



