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Mark Comparisons
Good & Bad Logos

Professional

Good

Retail

Good

Service

Good

Non-Profit

Good

Manufacturing

Good

Bad Bad Bad Bad Bad

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.

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.

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. 

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.

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 
a oval 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.

First Federal Community Bank
The First Federal Community 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
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
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
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
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.
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3 BRANDS CHOSEN FOR 
COMPUTER RENDERING
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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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SPAW DAYS
This is the final computer rendered logo for the brand Spaw Days. 
Throughout my process I full rendered out my sketch idea for my  
abstract logo and paired it with a sans serif typeface.
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HORIZONTAL MARK
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BREITENBACH AMISH COUNTRY WINERY
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
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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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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Logo Specs

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

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

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

Black & White 2 Color Process 4 Color Process

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

C:0 M:0 Y:0 K:0
R:255 G:255 B:255
HEX CODE: #FFFFFF
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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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Breitenbach Amish Country Wines
Logo Specs

Primary Logo

Pria Metcalf | CorpID | Logo Spec Sheet | Fall 2025

PANTONE: 227 U
R:176 G:72 B:120
HEX CODE: #B04878

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

C:0 M:100 Y:6 K:26
R:184 G:0 B:104
HEX CODE: #B80068

C:34 M:100 Y:0 K:78
R:64 G:0 B:48
HEX CODE: #400030

2 Color Process 4 Color ProcessBlack & White

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

C:0 M:0 Y:0 K:0
R:255 G:255 B:255
HEX CODE: #FFFFFF
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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
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PANTONE: 2303 U
R:159 G:179 B:108
HEX CODE: #9FB36C

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

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

C:68 M:43 Y:72 K:47
R:60 G:79 B:59
HEX CODE: #3C4F3B

2 Color Process 4 Color ProcessBlack & White

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

C:0 M:0 Y:0 K:0
R:255 G:255 B:255
HEX CODE: #FFFFFF
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TYPOGRAPHY
The Pam’s Posies brand uses the houschka rounded for all 
print and digital designs. The loos compressed typeface is 
used in the logo and can be used for additional elements. 

HOUSCHKA ROUNDED

LIGHT
Aa Bb Cc Dd Ee 
Ff Gg Hh Ii Jj Kk 
Ll Mm Nn Oo Pp 
Qq Rr Ss Tt Uu Vv 
Ww Xx Yy Zz

MEDIUM
Aa Bb Cc Dd Ee 
Ff Gg Hh Ii Jj Kk 
Ll Mm Nn Oo Pp 
Qq Rr Ss Tt Uu 
Vv Ww Xx Yy Zz

BOLD
Aa Bb Cc Dd Ee 
Ff Gg Hh Ii Jj Kk 
Ll Mm Nn Oo Pp 
Qq Rr Ss Tt Uu 
Vv Ww Xx Yy Zz

ARTICLE TREATMENTS
BOLD

MEDIUM
LIGHT

SPRING SEASON FAVS
TIME TO BLOOM!

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.

DISPLAY HEADLINE TREATMENTS
BOLD

MEDIUM
LIGHT

HOW TO PLANT BUDS
OUT PLANTING SECRETS
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.

LIST TREATMENTS
BOLD

MEDIUM

HOURS:
12/15 9-5PM
12/16 9-5PM
12/17 9-5PM
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PAMS POSIES

LOOS COMPRESSED

LIGHT
Aa Bb Cc Dd Ee Ff Gg 
Hh Ii Jj Kk Ll Mm Nn 
Oo Pp Qq Rr Ss Tt Uu 
Vv Ww Xx Yy Zz
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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 Ii 
Jj Kk Ll Mm Nn 
Oo Pp Qq Rr Ss 
Tt Uu Vv Ww Xx 
Yy Zz

BOLD
Aa Bb Cc Dd Ee 
Ff Gg Hh Ii Jj Kk 
Ll Mm Nn Oo Pp 
Qq Rr Ss Tt Uu 
Vv Ww Xx Yy Zz

ARTICLE TREATMENTS
BOLD

REGULAR
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 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.

DISPLAY HEADLINE TREATMENTS
BOLD

REGULAR 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.

LIST TREATMENTS
BOLD

REGULAR

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

Pria Metcalf | CorpID | Fall 2025

BREITENBACH AMISH WINERY

CALIBRIA

BOLD
Aa Bb Cc Dd Ee 
Ff Gg Hh Ii Jj Kk 
Ll Mm Nn Oo Pp 
Qq Rr Ss Tt Uu 
Vv Ww Xx Yy Zz

HOUSCHKA ROUNDED

LIGHT
Aa Bb Cc Dd Ee 
Ff Gg Hh Ii Jj Kk 
Ll Mm Nn Oo Pp 
Qq Rr Ss Tt Uu Vv 
Ww Xx Yy Zz
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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
Aa Bb Cc Dd Ee 
Ff Gg Hh Ii Jj Kk Ll 
Mm Nn Oo Pp Qq 
Rr Ss Tt Uu Vv Ww 
Xx Yy Zz

REGULAR
Aa Bb Cc Dd Ee 
Ff Gg Hh Ii Jj Kk Ll 
Mm Nn Oo Pp Qq 
Rr Ss Tt Uu Vv Ww 
Xx Yy Zz

BOLD
Aa Bb Cc Dd Ee 
Ff Gg Hh Ii Jj Kk Ll 
Mm Nn Oo Pp Qq 
Rr Ss Tt Uu Vv Ww 
Xx Yy Zz

ARTICLE TREATMENTS
BOLD

REGULAR
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.

DISPLAY HEADLINE 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.

LIST TREATMENTS
BOLD

REGULAR

APPOINTMENTS AVAILABLE
12/15 9-5PM
12/16 9-5PM
12/17 9-5PM
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SPAW DAYS
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STATIONARY SYSTEM
R ES EA RC H. P RO C ES S. L AYO U T S. M O C KU P S.
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STATIONARY SYSTEM
R ES EA RC H.
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STATIONARY RESEARCH | LETTERHEADS
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STATIONARY RESEARCH | BUSINESS CARDS
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STATIONARY RESEARCH | ENVELOPES
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P RO C ES S.



PAGE 112

Pria Metcalf | CorpID | Fall 2025

Headline
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 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

732 Boulevard St
Dover, Ohio 
44622

pamsposies.com
info@pamsposies.com

Headline
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 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

732 Boulevard St
Dover, Ohio 
44622

pamsposies.com
info@pamsposies.com

Headline
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 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

732 Boulevard St
Dover, Ohio 
44622

pamsposies.com
info@pamsposies.com

Dear Willow Glends,
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

732 Boulevard St
Dover, Ohio 44622
pamsposies.com
info@pamsposies.com

October 30, 2025
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Employee Name
Position

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

Charlotte
Richardson
Lead Florist 

732 Boulevard St 
Dover, Ohio 44622

Contact:
330-537-1417
charlotterichardson@pamsposies.com pamsposies.com

First Name
Last Name
Position

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

First Name
Last Name
Position

000-000-000
youremail@email.com
330 N Cross Street 
Dover, Ohio 44622
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HEADLINE
Dear [Customer Name],

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 built 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 rich-
ness of the region and the care we put into every bottle. From our award-win-
ning dandelion and fruit wines to our classic reds and whites, each vintage is 
carefully crafted to bring out the unique character of the grapes and natural 
ingredients we use. Our winemaking process blends innovation with old-world 
tradition, guided by a passion for excellence and a deep respect for the land 
we call home.

We are grateful for every guest who walks through our doors, and we strive to 
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 tradition, and to the simple joys of good 
wine shared with good company.

With sincere appreciation,
The Breitenbach Amish Country Wines Family

5934 Old Rte 39 NW
Dover, Ohio
44622

breitenbach.com
info@brietenbach.com

HEADLINE
Dear [Customer Name],

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 built 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 rich-
ness of the region and the care we put into every bottle. From our award-win-
ning dandelion and fruit wines to our classic reds and whites, each vintage is 
carefully crafted to bring out the unique character of the grapes and natural 
ingredients we use. Our winemaking process blends innovation with old-world 
tradition, guided by a passion for excellence and a deep respect for the land 
we call home.

We are grateful for every guest who walks through our doors, and we strive to 
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 tradition, and to the simple joys of good 
wine shared with good company.

With sincere appreciation,
The Breitenbach Amish Country Wines Family

5934 Old Rte 39 NW
Dover, Ohio
44622

breitenbach.com
info@brietenbach.com

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 built 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 
grapes and natural ingredients we use. Our winemaking process blends 
innovation with old-world tradition, guided by a passion for excellence 
and a deep respect for the land we call home.

We are grateful for every guest who walks through our doors, and we strive 
to 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 tradition, and to the 
simple joys of good wine shared with good company.

With sincere appreciation,
The Breitenbach Amish Country Wines Family

5934 Old Rte 39 NW
Dover, Ohio 44622
breitenbach.com

info@brietenbach.com

November 8, 2025

5934 Old Rte 39 NW
Dover, Ohio 44622
breitenbach.com

info@brietenbach.com

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 built 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 
grapes and natural ingredients we use. Our winemaking process blends 
innovation with old-world tradition, guided by a passion for excellence 
and a deep respect for the land we call home.

We are grateful for every guest who walks through our doors, and we strive 
to 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 tradition, and to the 
simple joys of good wine shared with good company.

With sincere appreciation,
The Breitenbach Amish Country Wines Family

Jake Zeener

5934 Old Rte 39 NW
Dover, Ohio 44622
breitenbach.com

info@brietenbach.com

November 8, 2025

5934 Old Rte 39 NW
Dover, Ohio 44622

US 
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Joan’s Harvest
324 N Reese Rd 
Dover, Ohio 44622

5934 Old Rte 39 NW
Dover, Ohio
44622

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

5934 Old Rte 39 NW
Dover, Ohio
44622

5934 Old Rte 39 NW
Dover, Ohio
44622
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Juliana Wallick
Marketing Coordinator

5934 Old Rte 39 NW 
Dover, Ohio 44622

330-343-3603
JulianaW@breitenbach.com

breitenbachwine.com Juliana Wallick
Marketing Coordinator

5934 Old Rte 39 NW 
Dover, Ohio 44622

Primary Phone: 330-343-3603
Secondary Phone: 330-863-6783

JulianaW@breitenbach.com

breitenbachwine.com

First Name
Last Name
Position

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

First Name
Last Name
Position

000-000-000
youremail@email.com

330 N Cross Street 
Dover, Ohio 44622
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First Name
Last Name
Position

000-000-000
youremail@email.com

330 N Cross Street 
Dover, Ohio 44622
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Puppy Love Foundation
Dear Puppy Love Foundation,

Thank you for choosing Spaw Days, where your pet’s comfort, care, and  hap-

piness are always our top priorities. We know that your furry companion  is more 

than just a pet — they’re a cherished member of your family — and we’re hon-

ored to play a small part in keeping them healthy, clean, while  looking their 

best. From the moment you walk through our doors, we strive to  create a calm, 

welcoming environment that both pets and their humans can feel good 

about. Our team of experienced groomers is trained in gentle handling techniques 

and works hard to ensure that every dog or cat receives personalized 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 to catch potential concerns 

early, such as irritations, unusual lumps, or signs of stress. We are proud to use 

high-quality, pet-safe products and to stay informed about best practices in 

animal care. Whether it’s a soothing bath, a stylish trim, or a nail clip with extra 

cuddles, our goal is to make the experience as positive and stress-free as 

possible. Furthermore, pet care is our top priority.

Warm regards,
The Spaw Days Team

126 W 3rd Street
Dover, Ohio
44622-2922

234-801-4481
spawdays.com

info@spawdays.com

216 W 3rd Street
Dover, Ohio
44622

216 W 3rd Street
Dover, Ohio
44622

Puppy Love Foundation
Dear Puppy Love Foundation,

Thank you for choosing Spaw Days, where your pet’s comfort, care, and  

happiness are always our top priorities. We know that your furry companion  is 

more than just a pet — they’re a cherished member of your family — and we’re 

honored to play a small part in keeping them healthy, clean, while  looking 

their best. From the moment you walk through our doors, we strive to  create a 

calm, welcoming environment that both pets and their humans can feel 

good about. Our team of experienced groomers is trained in gentle handling 

techniques and works hard to ensure that every dog or cat receives personalized 

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 to catch potential concerns early, 

such as irritations, unusual lumps, or signs of stress. We are proud to use high 

quality, pet-safe products and to stay informed about best practices in animal 

care. Whether it’s a soothing bath, a stylish trim, or a nail clip with extra cuddles, 

our goal is to make the experience as positive and stress-free as possible. 

Furthermore, pet care is our top priority.

Sincerely,
The Spaw Days Team

Kim Reese

126 W 3rd Street
Dover, Ohio
44622-2922

234-801-4481
spawdays.com

info@spawdays.com

Puppy Love Foundation
Dear Puppy Love Foundation,

Thank you for choosing Spaw Days, where your pet’s comfort, care, and  

happiness are always our top priorities. We know that your furry companion  is 

more than just a pet — they’re a cherished member of your family — and we’re 

honored to play a small part in keeping them healthy, clean, while  looking 

their best. From the moment you walk through our doors, we strive to  create a 

calm, welcoming environment that both pets and their humans can feel 

good about. Our team of experienced groomers is trained in gentle handling 

techniques and works hard to ensure that every dog or cat receives personalized 

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 to catch potential concerns early, 

such as irritations, unusual lumps, or signs of stress. We are proud to use high 

quality, pet-safe products and to stay informed about best practices in animal 

care. Whether it’s a soothing bath, a stylish trim, or a nail clip with extra cuddles, 

our goal is to make the experience as positive and stress-free as possible. 

Furthermore, pet care is our top priority.

Sincerely,
The Spaw Days Team

Kim Reese

126 W 3rd Street
Dover, Ohio
44622-2922

234-801-4481
spawdays.com

info@spawdays.com

SPAW DAYS | STATIONARY PROCESS
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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 furry companion  

is more than just a pet — they’re a cherished member of your family — and 

we’re honored to play a small part in keeping them healthy, clean, while   

looking their best. From the moment you walk through our doors, we strive to   

create a calm, welcoming environment that both pets and their humans 

can feel good about. Our team of experienced groomers is trained in gentle  

handling techniques and works hard to ensure that every dog or cat receives 

personalized 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 to catch potential concerns 

early, such as irritations, unusual lumps, or signs of stress. We are proud to use 

high-quality, pet-safe products and to stay informed about best practices in 

animal care. Whether it’s a soothing bath, a stylish trim, or a nail clip with extra 

cuddles, our goal is to make the experience as positive and stress-free as 

possible. Furthermore, pet care is our top priority.

Warm regards,
The Spaw Days Team

126 W 3rd Street
Dover, Ohio
44622-2922

234-801-4481
spawdays.com

info@spawdays.comJOHN RAE

Puppy Love Foundation
Dear Puppy Love Foundation,

Thank you for choosing Spaw Days, where your pet’s comfort, care, and  hap-

piness are always our top priorities. We know that your furry companion  is more 

than just a pet — they’re a cherished member of your family — and we’re hon-

ored to play a small part in keeping them healthy, clean, while  looking their 

best. From the moment you walk through our doors, we strive to  create a calm, 

welcoming environment that both pets and their humans can feel good 

about. Our team of experienced groomers is trained in gentle handling techniques 

and works hard to ensure that every dog or cat receives personalized 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 to catch potential concerns 

early, such as irritations, unusual lumps, or signs of stress. We are proud to use 

high-quality, pet-safe products and to stay informed about best practices in 

animal care. Whether it’s a soothing bath, a stylish trim, or a nail clip with extra 

cuddles, our goal is to make the experience as positive and stress-free as 

possible. Furthermore, pet care is our top priority.

Warm regards,
The Spaw Days Team

Kim Reese

126 W 3rd Street
Dover, Ohio
44622-2922

234-801-4481
spawdays.com

info@spawdays.com

HEADLINE
Dear [Customer Name],

Thank you for choosing Spaw Days, where your pet’s comfort, care, and 
happiness are always our top priorities. We know that your furry companion 
is more than just a pet — they’re a cherished member of your family — and 
we’re honored to play a small part in keeping them healthy, clean, while 
looking their best. From the moment you walk through our doors, we strive to 
create a calm, welcoming environment that both pets and their humans 
can feel good about. Our team of experienced groomers is trained in gentle 
handling techniques and works hard to ensure that every dog or cat receives 
personalized 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 to catch potential concerns 
early, such as irritations, unusual lumps, or signs of stress. We are proud to use 
high-quality, pet-safe products and to stay informed about best practices in 
animal care. Whether it’s a soothing bath, a stylish trim, or a nail clip with extra 
cuddles, our goal is to make the experience as positive and stress-free as 
possible. Furthermore, pet care is our top priority.

We are grateful for your continued trust and support as part of the Spaw Days 
family. It is our pleasure to serve you and your pet, and we are always here to 
answer any questions or accommodate any special requests you may have. 
If there’s ever anything we can do to improve your experience or better meet 
your pet’s needs, please don’t hesitate to reach out. We look forward to many 
more tail wags, purrs, and playful visits in the days ahead!

Warm regards,
The Spaw Days Team

20 October 2025
126 W 3rd Street
Dover, Ohio
44622-2922

spawdays.com
info@spawdays.com

HEADLINE
Dear [Customer Name],

Thank you for choosing Spaw Days, where your pet’s comfort, care, and 
happiness are always our top priorities. We know that your furry companion 
is more than just a pet — they’re a cherished member of your family — and 
we’re honored to play a small part in keeping them healthy, clean, while 
looking their best. From the moment you walk through our doors, we strive to 
create a calm, welcoming environment that both pets and their humans 
can feel good about. Our team of experienced groomers is trained in gentle 
handling techniques and works hard to ensure that every dog or cat receives 
personalized 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 to catch potential concerns 
early, such as irritations, unusual lumps, or signs of stress. We are proud to use 
high-quality, pet-safe products and to stay informed about best practices in 
animal care. Whether it’s a soothing bath, a stylish trim, or a nail clip with extra 
cuddles, our goal is to make the experience as positive and stress-free as 
possible. Furthermore, pet care is our top priority.

We are grateful for your continued trust and support as part of the Spaw Days 
family. It is our pleasure to serve you and your pet, and we are always here to 
answer any questions or accommodate any special requests you may have. 
If there’s ever anything we can do to improve your experience or better meet 
your pet’s needs, please don’t hesitate to reach out. We look forward to many 
more tail wags, purrs, and playful visits in the days ahead!

Warm regards,
The Spaw Days Team

20 October 2025
126 W 3rd Street

Dover, Ohio
44622-2922

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

Cassandra Miller
324 South Ave 
Dover, Ohio 44622

SPAW DAYS | STATIONARY PROCESS

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

BROOKLYN 
HENDRICKSON
Pet Groomer

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

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

Brooklyn Hendrickson
Pet Groomer
234-801-4481
brooklyn.hendrickson@spawdays.com
126 W 3rd St Dover, Ohio 44622
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Brooklyn Hendrickson
Pet Groomer
234-801-4481
brooklyn.hendrickson@spawdays.com
126 W 3rd St Dover, Ohio 44622

Brooklyn Hendrickson
Pet Groomer
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732 Boulevard St
Dover, Ohio 
44622

Willow Glends
330 North Cross Street 
Dover, Ohio 44622

Charlotte
Richardson
Lead Florist 

732 Boulevard St 
Dover, Ohio 44622

Contact:
330-537-1417
charlotterichardson@pamsposies.com pamsposies.com

Dear Willow Glends,
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

732 Boulevard St
Dover, Ohio 44622
pamsposies.com
info@pamsposies.com

October 30, 2025
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5934 Old Rte 39 NW
Dover, Ohio 44622

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

Juliana Wallick
Marketing Coordinator

5934 Old Rte 39 NW 
Dover, Ohio 44622

330-343-3603
JulianaW@breitenbach.com

breitenbachwine.com

5934 Old Rte 39 NW
Dover, Ohio 44622
breitenbach.com

info@brietenbach.com

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 built 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 
grapes and natural ingredients we use. Our winemaking process blends 
innovation with old-world tradition, guided by a passion for excellence 
and a deep respect for the land we call home.

We are grateful for every guest who walks through our doors, and we strive 
to 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 tradition, and to the 
simple joys of good wine shared with good company.

With sincere appreciation,
The Breitenbach Amish Country Wines Family

Jake Zeener

5934 Old Rte 39 NW
Dover, Ohio 44622
breitenbach.com

info@brietenbach.com

November 8, 2025
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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

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 furry companion  

is more than just a pet — they’re a cherished member of your family — and 

we’re honored to play a small part in keeping them healthy, clean, while   

looking their best. From the moment you walk through our doors, we strive to   

create a calm, welcoming environment that both pets and their humans 

can feel good about. Our team of experienced groomers is trained in gentle  

handling techniques and works hard to ensure that every dog or cat receives 

personalized 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 to catch potential concerns 

early, such as irritations, unusual lumps, or signs of stress. We are proud to use 

high-quality, pet-safe products and to stay informed about best practices in 

animal care. Whether it’s a soothing bath, a stylish trim, or a nail clip with extra 

cuddles, our goal is to make the experience as positive and stress-free as 

possible. Furthermore, pet care is our top priority.

Warm regards,
The Spaw Days Team

126 W 3rd Street
Dover, Ohio
44622-2922

234-801-4481
spawdays.com

info@spawdays.comJOHN RAE
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PAM’S POSIES | STATIONARY MOCKUP
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BREITENBACH AMISH COUNTRY WINERY | STATIONARY MOCKUP
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SPAW DAYS | STATIONARY MOCKUP 
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FINAL BRAND CHOSEN
T H I S B R A N D I S  C H O S E N TO F U L LY  B U I L D O U T F O R T H E F I N A L  P R O J E C T
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FINAL BRAND CHOSEN
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OLD LOGO
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SPAWDAYS 126 W 3rd Street
Dover, Ohio 44622

234-801-4481
www.spawdays.com

04 THE COMPANY
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SHARI CONAWAY
Hello! My name is Shari Conaway, and I’m the proud owner  
of Spaw Days in Dover, Ohio. I 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.

Shari Conaway

MEET THE OWNER

234-801-4481
www.spawdays.comPROCESSBOOKCORPID PRESENTATION
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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
•	 Community & Connection
•	 Quality & Comfort Care
•	 Stress-Free Experience
•	 Personalized Service
•	 and more!

234-801-4481
www.spawdays.comPROCESSBOOKCORPID PRESENTATION
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SPAWDAYS 126 W 3rd Street
Dover, Ohio 44622

234-801-4481
www.spawdays.com

05 LOGO & WORDMARK

PROCESSBOOKCORPID PRESENTATION



PAGE 135234-801-4481
www.spawdays.comPROCESSBOOKCORPID PRESENTATION

Pria Metcalf | CorpID | Fall 2025



PROCESSBOOKCORPID PRESENTATION PAGE 136

SIZE & SPACING
To maintain visual clarity and brand consistency, the logo  
wordmark must always be surrounded by sufficient clear space.  
This space protects the integrity of the logo and ensures it is  
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.

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.
The icon cannot be smaller than 0.3” or 86px. 

86PX MINIMUM SIZE

127PX MINIMUM SIZE

127PX MINIMUM SIZE

0.3” MINIMUM SIZE

1” MINIMUM SIZE

1” MINIMUM SIZE

234-801-4481
www.spawdays.com

Pria Metcalf | CorpID | Fall 2025
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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. 

Pria Metcalf | CorpID | Fall 2025
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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.

Pria Metcalf | CorpID | Fall 2025
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SPAWDAYS 126 W 3rd Street
Dover, Ohio 44622

234-801-4481
www.spawdays.com

06 COLOR USAGE
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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.

4 COLOR PROCESS

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

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

2 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

BLACK & WHITE

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

PAGE 140
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SPAWDAYS 126 W 3rd Street
Dover, Ohio 44622

234-801-4481
www.spawdays.com

07 BRAND AESTHETICS
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PAGE 142234-801-4481
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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
Aa Bb Cc Dd Ee 
Ff Gg Hh Ii Jj Kk Ll 
Mm Nn Oo Pp Qq 
Rr Ss Tt Uu Vv Ww 
Xx Yy Zz

REGULAR
Aa Bb Cc Dd Ee 
Ff Gg Hh Ii Jj Kk Ll 
Mm Nn Oo Pp Qq 
Rr Ss Tt Uu Vv Ww 
Xx Yy Zz

BOLD
Aa Bb Cc Dd Ee 
Ff Gg Hh Ii Jj Kk Ll 
Mm Nn Oo Pp Qq 
Rr Ss Tt Uu Vv Ww 
Xx Yy Zz

ARTICLE TREATMENTS
BOLD

REGULAR
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.

DISPLAY HEADLINE 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.

LIST TREATMENTS
BOLD

REGULAR

APPOINTMENTS AVAILABLE
12/15 9-5PM
12/16 9-5PM
12/17 9-5PM
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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.
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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  
not replace the primary logo or wordmark; instead, they serve  
as complementary design accents that enhance the overall 
brand experience. 

When used in any printed or digital application—such as  
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
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  
and modern aesthetic. Moreover, Do not stretch, recolor, rotate 
excessively, or crowd designs with too many shapes or decorations. 
Elements that are off-brand, overly playful, visually noisy, or 
inconsistent with the established style compromise professionalism 
and should not be used.
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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

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 furry companion  

is more than just a pet — they’re a cherished member of your family — and 

we’re honored to play a small part in keeping them healthy, clean, while   

looking their best. From the moment you walk through our doors, we strive to   

create a calm, welcoming environment that both pets and their humans 

can feel good about. Our team of experienced groomers is trained in gentle  

handling techniques and works hard to ensure that every dog or cat receives 

personalized 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 to catch potential concerns 

early, such as irritations, unusual lumps, or signs of stress. We are proud to use 

high-quality, pet-safe products and to stay informed about best practices in 

animal care. Whether it’s a soothing bath, a stylish trim, or a nail clip with extra 

cuddles, our goal is to make the experience as positive and stress-free as 

possible. Furthermore, pet care is our top priority.

Warm regards,
The Spaw Days Team

126 W 3rd Street
Dover, Ohio
44622-2922

234-801-4481
spawdays.com

info@spawdays.comJOHN RAE
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https://youtu.be/wWSx1jPowdg

WEBSITE

http://youtu.be/wWSx1jPowdg
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AD CAMPAIGN
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GENTLE GROOMING. REAL RELAXATION. HAPPIER PETS. 

THEY DESERVE 
A SPAW DAY
TOO.

BOOK AN APPOINMTENT: 
234-801-4481

FOLLOW: 
www.spawdays.com
@spawdays
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INVOICE

NO. SERVICE QTY 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

Authorized Signature

BILL TO: 
Jan Reese
330-243-5563
330 E Walnut Ave. 
Dover, Ohio 44622

NO. INVOICE: 
#298403223
DATE: 
11/18/25

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.

Date
11/18/25

PET: 
Goose Reese

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

SOCIALS:
spawdays.com
@spawdays
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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.
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Subject Research
Ideation
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. 
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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 Top5POS website.

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 Top5POS 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
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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?

I 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?

Automatic assistance from employees.

5. How important is your personalization in your 

resort experience?

I appreciate concierge services and personalized 

room service.

6. Do you expect automatic service when needed?

Yes, If I am paying for a high-end resort, then I 

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?

I 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?

I 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?

I appreciate personalization in service treatment.

6. Do you expect automatic service when needed?

Yes, I expect to receive service when needed, but I 

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?

I would love a quick and easy service that is passive 

to the already established employee resort 

service.\

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?

I 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?

I enjoy attending events such as golf.

5. How important is your personalization in your 

resort experience?

I appreciate feeling recognized by a hotel or resort.

6. Do you expect automatic service when needed?

Yes, II 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 I 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?

I prefer to stay in tropical locations, beaches, and 

cities.

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?

I enjoy pools, spas, breakfast/restaurants, and 

events.

5. How important is your personalization in your 

resort experience?

I appreciate feeling a part of a hotel/resort while 

traveling by personalized cards, appointments, etc.

6. Do you expect automatic service when needed?

Yes, I do prefer automatic service but I am also on 

vacation to relax so I can accommodate.

If yes, how comfortable would you feel using a 

new system that helps you get even faster service 

whenever you need?

I 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?

I 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?

I enjoy the peacefulness of a resort.

5. How important is your personalization in your 

resort experience?

It isn’t need but I enjoy and appreciate feeling 

recognized.

6. Do you expect automatic service when needed?

Somewhat, I expect automatic service from a 

restaurant, spa, etc. But with housekeeping and 

other stuff I 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, I 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?

I 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?

I appreciate personalization in service and feeling 

assisted when needed.

6. Do you expect automatic service when needed?

No, I 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 I would be open to a new system.

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?

I 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. I also like there to be a pool.

5. How important is your personalization in your 

resort experience?

I enjoy being recognized by the staff/employees 

working at the hotel/resort.

6. Do you expect automatic service when needed?

Yes, I 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?

I 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?

I 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 I 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?

I said not necessarily but I think a system would be 

appreciated.
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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

‘Ohana 

Aruba

Maui

Lanai

Palawan “Pala”

Lucia

Bali

UI Name:

Ideation:

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

After some thought, I 
have decided to choose 
‘ohana. ‘ohana is 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
‘Ohana
‘Ohana
‘Ohana
‘Ohana
‘Ohana
‘Ohana
‘Ohana
‘Ohana
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‘ohanaUI Name:

Ideation:

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

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

‘ohana
‘ohana

‘ohana
‘ohana

‘ohana
‘ohana

‘ohana
‘ohana

‘ohana
‘ohana

UI Name:

Ideation:

Color and Type:

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

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

User Interface 
Name
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‘ohana
UI Name:

Development

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

In addition, I decided to 
change the aposatrophe 
of the logo into a wave.
The wave is a symbol for 
the ‘ohana brand.

User Interface Name
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Typography

1. Franklin Gothic Book

Franklin Gothic Book Regular
Franklin Gothic Book Italic

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789

2. Poppins

Poppins Light

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789

3. Corbel

Corbel Regular
Corbel Italic
Corbel Bold
Corbel Italic

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789

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 Extra Bold Oblique

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789

5. Cal Sans

Cal Sans Regular

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789

UI Name:

Typeface:

I have chosen Cal Sans 
Regular for my logo 
typeface. I chose this 
typeface because I 
enjoy the consis-
tant thickness of the 
lettforms throughout 
the design.



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

Color Palette

Palette 1: 

Color Description: 
Bright blue with black and white. 
The blue is referencing the bright 
blue tropical ocean.

Palette 2: 

Color Description: 
Showcases a light and darker 
blue color with black and white. 

Palette 1:

Bright Cyan Blue
C: 62 M: 24 Y: 41 K: 12
Black 
C: 100 M: 100 Y: 100 K: 100
White
C: 0 M: 0 Y: 0 K: 0

Palette 2:

Dark Blue-Green
C: 84 M: 33 Y: 49 K: 9
Cyan Blue
C: 75 M: 11 Y: 25 K: 0
Black 
C: 100 M: 100 Y: 100 K: 100
White
C: 0 M: 0 Y: 0 K: 0
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Color Check
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.
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Sitemap

Home Display Screen

OrderReservations

Room 

Attendant

Toilet Paper Towels Bath

Conditioner

Soap

Handtowels

Large Towels

Amount ¶

Bed

Pillows

Blankets

Remake Bedding

Breakfast Lunch Dinner DessertDrinks

Drinks

Meals

Sides

Drinks

Meals

Alcoholic

Non-Alcoholic

Other

Sides

Appeti�ers

Drinks

Meals

Sides

Appeti�ers

Icecream

Cake

Pie

Cheesecake

Smoothie

Restaurant Sports . Golf Spa Tours On the 6ater

Jet Ski

Parasailing

PaddleHoarding

Surfing

Boats

Turtle 

Sightseeing

Body Massage

Hair Mask

Facial

Pedicure

Manicure

Golf

Biking

Beach _olleyHall

Tennis

Hiking Trails

Swim with 

Sharks

Snorkle Tour

Coral Reef Tour

Reserve Dinner

Reserve 

Breakfast

Reserve Lunch

Biking tours

Four 6heeler 

Tours

Kayak Tours

Trash

Pick-up Trash

Trash Bags

Classes

Yoga

Pottery

Fishing
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Wireframe Roughs
Wireframe

Phase 1:

In the beginning, I 
thought having a vertical 
tabletop device would 
be sufficent for resorts 
guests. I didn’t want the 
user interface to distract 
or take away from the 
resort experience. 

Although, after this 
mock-up wireframe, I 
have decided to go 
towards a horizontal 
tablet size.
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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 I 
want to explore more.

I need more spacing 
between frames and 
headings/logos.

Wireframe Roughs
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Wireframe

Phase 3:

Here, is a more 
rendered out mockup of 
the previous wireframe. 
Here I have a 
background image,
logo, and different 
panels of options for 
users needs.

Here, I am trying to 
encapsulate the resort 
theme into the 
user interface.

Wireframe Roughs
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Wireframe

Phase 4:

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

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

For the display screen, 
I 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
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Wireframe

Phase 5:

Here, is my chechout 
feature. I 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
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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. 

Wireframe Refinement



FINAL LAYOUTS
Pria Metcalf | Resort User Interface | UIUX Design | Spring 2025 03



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

Design layouts

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

‘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.
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Design mock-ups
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Design mock-ups
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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!”

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.
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Subject Research

Muze Magazine:

An editorial magazine that 
showcases the music industry. 
This magazine takes a deep 
educational dive into topics 
within the music industry. Along 
with this, the magazine also 
showcases specific artists for 
each issue, personal interview, 
monthly spotify playlists, 
and concert fashion.

Ideation:

For this magazine, I decided 
to gain inspiration from 
previous music magazines. 
Most previous music 
magazines showcase 
an artist with a logo above 
the artist and features.

Concept:

For this design, I would 
like to explore music and 
show it by using textured 
graphics and fun colors to 
bring life to music.

Magazine Dimensions: 8x10”

Subscription Card: 6x3.5”
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Design Research
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Design Research
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Design Research
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Moodboard
Moodboard:

Ideation:

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

Ideation:

For this magazine, 
I 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.
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Magazine Name

Pulse 
Finesse (bruno mars)
Replay (Iyaz)
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

Turn up
Spinnin
Control
Symphony (Clean Bandit, Zara Larsson)
Famous
Average
Reputation
8TEEN (Khalid)
MP3
Working  late (sabrina carpenter)
Beat Drop
Muse 
Muze
Amuse
Myooz
Muses
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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

1. Taylor Swift
2. Sabrina Carpenter
3. Tate Mcrae
4. Billie Eilish
5. Ariana Grande
6. Olivia Rodrigo
7. Bruno Mars
8. Dua Lipa 
9. Adele
10. Lady Gaga
11. The Weeknd
12. SZA
13. Lana Del Ray
14. Chappell Roan
15. Harry Styles
16. Ed Sheeran
17. Beyonce
18. Charlie XCX
19. Justin Bieber
20.The kid Laroi
21. Conan Gray

Rap Music

1. JID
2. Kendrick Lamar
3. Travis Scott
4. ASAP Rocky
5. J. Cole
6. 21 Savage
7. Lil Baby
8. Megan Thee Stallion
9. Doja Cat
10. Cardi B
11. Dababy
12. Drake
13. Post Malone
14. Eminem
15. NF
16. Lil Wayne
17. Snoop Dog
18. NLE Choppa
19. Childish Gambino
20. Kanye West (Ye)
21. Chance the Rapper

Rock Music

1. Artic Monkeys
2. Fall Out Boy
3. Twenty One Pilots
4. Paramore
5. Greta Van Fleet
6. The Lumineers
7. Foo Fighters
8. Red Hot Chili Peppers
9. boygenius
10. Metallica
11. Linkin Park
12. Green Day
13. Pearl Jam
14. Coldplay
15. The Cranberries
16. The 1975
17. Fleetwood Mac
18. Queen
19. Guns N’ Roses
20. KISS
21. System of a Down
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Typography

1. PF Fuel

PF Fuel Decay
PF FUel grime

abcdefghijklmnopqrstuvwxyz
0123456789

2. Battery Park

Battery park regular

abcdefghijklmnopqrstuvwxyz
0123456789

3. Baka Too

Baka Too regular

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVXYZ
0123456789

4. Veneer

Veneer Regular
Veneer Three Regular
Veneer Two Regular
Veneer Regular Italic
Venner Three Regular Italic
Venner Two Regular Italic

abcdefghijklmnopqrstuvwxyz
0123456789

5. Alternate Gothic No3 D

Alternate Gothic No3 D Regular
abcdefghijklmnopqrstuvwxyz
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. 
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Typography

M u z e
m u z e
M U Z E
muze

muze:
Description:

Muse is the proper root word for music. 
Although, I 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 outfits). 

Ideation:

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

muze
muze
muze
muze

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.
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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.

POP MUSIC:
The World’s Most 
Important Art Form

TATE MCRAE:
Owning the Pop Scene Palette 1:

Magenta Pink
C: 4 M: 95 Y: 1 K: 0
Yellow
C: 2 M: 6 Y: 85 K: 0
Black 
C: 100 M: 100 Y: 100 K: 100
White
C: 0 M: 0 Y: 0 K: 0

Palette 2:

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

Palette 3:

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

Here, I 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.
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Computer Roughs

muze
muze muze

muze muze muze

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

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. 
I am planning on 
exploring pop music for 
my final. To me, I have 
fairly enjoyed pop music 
and especially Tate 
McRae’s aesthetic. 

Here, I have added 
Tate McRae’s photo to 
give imagery of who is 
being featured with this 
month’s music issue. 
I experiment with her 
at different angles and 
scale to see what works 
best for the layout of 
the magazine.
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Computer Roughs
Cover Design

Cover Design Process:

Phase 3:

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

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



Pria Metcalf |Magazine | Typography IV | Spring 2025

Computer Roughs
POP MUSIC:
The World’s Most 
Important Art Form

TATE MCRAE:
Owning the Pop Scene

Cover Design
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.
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Computer Roughs

01 
| DEPARTMENTS

05 
| POP MUSIC: THE WORLD’S 
MOST IMPORTANT ART FORM

06
| WHAT IS POP MUSIC?

07 
| THE ROCK’N’ROLL
 EXPLOSION

08
| ART POP

09 
| TAKING POP MUSIC TO A 
NEW LEVEL

10 
| IMAGE IS THE KEY TO 
SUCCESS

11 
| WHATEVER YOU CALL IT, 
THE MUSIC REMAINS THE 
SAME

DEPARTMENTS

Welcome to Muze Magazine, where we 
breakdown every sound, beat, and lyric. 
From our exclusive to personable inter-
views, departments bring you in tune with 
the old and the new sounds that shape 
our world today.

SOUNDCHECK
Your VIP pass to the month’s freshest 
tracks, buzziest debuts, and must-hear 
releases.

THE SPOTLIGHT
Intimate interviews with today’s biggest 
names and next stars. Raw stories, real 
voices.

STYLE & SOUND
Where fashion meets music. From tour 
outfits to new trends, this is where artists 
express themselves beyond the mic.

PLAYLISTS
Join our personable playlists selected by 
our editors, artists, and you, our readers. 

BACKTRACK
Rediscover iconic albums from the past. 
Where music started. 

THE LAST NOTE

21

THE WORLDS MOST IMPORTANT ART FORM

PO
P M

US
IC

T
here’s a brilliantly funny scene in Tom Stoppard’s play The 
Real Thing, where the character of Henry, an intellectual 
playwright, is invited to select his favorite music for BBC 
Radio 4’s Desert Island Discs programme. Henry’s dilemma 
is over whether to choose the sort of music that he thinks 
his audience would respect him for, or whether to be honest 
and choose the pop music that he loves. “You can have a bit 
of Pink Floyd shoved in between your symphonies and your 
Dame Janet Baker,” Henry muses, “that shows a refreshing 
breadth of taste, or at least a refreshing candor – but I like 
Wayne Fontana and the Mindbenders doing ‘Um, Um, Um, 
Um, Um, Um.’”

For an industry where image is key, pop music itself has 
got an image problem of its own. Many critics view it with 
disdain, while even fans of one sort of pop music consider 
other types of pop music to be beneath contempt – value-
less and not worthy of being considered music, let alone art. 
But this is nothing new. In fact, this is a problem as old as 
pop music itself. For as far back as you care to look, poor old 
pop music has been bullied, belittled, and sneered at: “It’s 
not art, it’s just pop.”

In order to determine whether pop music is art, it is first 
necessary to understand what pop music actually is. And it’s 
at this, the most fundamental of steps, that most arguments 
begin. To some, pop music is considered disposable. They 
see it as commercially driven music designed by big business 
to be marketable to a teenage (or younger) audience who, in 
their eyes, know no better. They think of pop as being music 
that doesn’t have the credibility to be described as “rock,” 
“folk,” “jazz,” “indie” – or any one of a hundred other labels. 
To them, pop is the lowest-common-denominator stuff that 
no self-respecting music fan would be caught dead listening 
to. 

Essentially, pop as a genre of its own. To others, however, 
pop might refer to any number of styles down the decades, 
from Frank Sinatra through Elvis Presley to The Beatles, Ma-
donna, and countless other household (and underground) 
names. Others still might have an even wider definition, 
thinking of pop music simply as music that isn’t classical: 
a catch-all for anything contemporary. And then there are 
even those who don’t consider anything “pop” to be music 
at all. At which point, for fear of going round in circles, it’s 
worth exploring the history of the very idea of “pop music.”

Published on July 3, 2024
By Paul McGuinness

Humans have been making music for as long as they’ve been 
around – longer, even. A flute found in a cave in northwest-
ern Solvenia in 1995 has been dated to somewhere around 
40,000 years ago. Whether it was made by Neanderthals 
or Cro-Magnons continues to be debated, but what it does 
show is quite how long we – or our ancestors – have been 
enjoying music. Over the ages, of course, the style of music 
has changed unimaginably, with new instruments still being 
invented and developed today, along with new ways of play-
ing them, varying ways of vocalizing, and so on, as people 
have become more sophisticated.

So at what point on the timeline of human existence does 
music become “pop”? Pop, after all, originated as shorthand 
for “popular music,” the sounds that were being dug by 
whatever generation in whichever society. The broadside 
ballads popular in Tudor and Stuart times are sometimes 
referred to by historians as “early pop music.” These bawdy, 
comical, and sentimental songs of the streets and taverns 
were pedaled on sheet music by street vendors, and proved 
popular with landed gentry as much as serfs in the fields. In 
Victorian times, audiences would enjoy concerts by the Ger-
man-born composer Sir Julius Benedict, billed as the London 
Popular Concerts.

However, most music historians would agree that pop mu-
sic, as we know it, began with the dawning of the recording 
industry. To help make customers’ choices easier, record 
companies would color-code music of different genres. In 
the immediate post-war years, RCA Victor, for example, sold 
classical music on red vinyl, country and polka on green, 
children’s on yellow, and so on, with black the reserve of 
ordinary pop, a genre that covered a multitude of things, 
but essentially meant “anything else.”

Of course, many of the musical styles that came under 
different headings – jazz, blues, country, and so on – was 
simply the pop music of the time and place from which 
they originated. Today, it’s widely accepted that early jazz 
musicians such as Louis Armstrong and Ella Fitzgerald were 
artists of the highest caliber – likewise bebop musicians such 
as John Coltrane or Sonny Rollins. But at the time, many 
critics frowned upon such upstarts, leaping around with 
their blaring horns, making things up on the spot rather than 
sitting and playing notes that had been carefully written 
onto the page.

Similarly, blues musicians such as Howlin’ Wolf, Muddy 
Waters, and Sonny Boy Williamson were considered not 
just inferior musically, but weren’t even treated equally as 
people in the racially divided United States. Today, their 
work is enshrined in Smithsonian museums and the Library 
Of Congress.

WHAT IS POP MUSIC?

65

It wasn’t until the mid-50s that pop music began to actual-
ly mean something in its own right. With the explosion of 
rock’n’roll music, the pop business built itself an empire. The 
songwriters in New York’s legendary Brill Building crafted 
their art, with producers headed by Phil Spector delivering 
three-minute pop symphonies as rich and multi-timbred 
as Wagner at his height. (In the following decade, Brian 
Wilson’s production and songwriting expanded on Spector’s 
template; in 1966, Pet Sounds, marked a creative high point 
for both Wilson and The Beach Boys.)

But until the emergence of The Beatles, pop had remained 
largely ignored by critics on any intellectual level, with the 
music papers generally existing to describe new discs and 
inform the public and industry alike of goings-on. 

But in 1963, the renowned English music critic William 
Mann wrote about the Fab Four in The Times, in a manner 
previously reserved for high art: “One gets the impression 
that they think simultaneously of harmony and melody, so 
firmly are the major tonic sevenths and ninths built into 
their tunes, and the flat submediant key switches, so natural 

is the Aeolian cadence at the end of ‘Not A Second Time’ 
(the chord progression which ends Mahler’s ‘Song Of The 
Earth’).” 

He spoke of “lugubrious music” and “pandiationic clusters,” 
and achieved dubious notoriety when he called Lennon and 
McCartney “the greatest songwriters since Schubert.” Peo-
ple who would not have been pop music fans were starting 
to sit up and take it seriously – perhaps not yet going as far 
as to call it art, but nonetheless applying the same critical 
analysis that would be applied to the more traditional arts.

But although The Beatles were certainly creating something 
new within pop music, this wasn’t so much a case of pop 
music finally elevating itself to the level of art, as it was the 
noise it was making became so deafening that it was no 
longer possible to ignore it. Pop, it seemed, was here to stay. 
And, if you can’t beat them…

Over the next two or three years, pop embraced art like 
never before. Let’s not forget that so many of the greatest 
pop acts come from art-college roots, from The Beatles to 
The Rolling Stones, The Who, David Bowie, Queen, REM, 
Blur, Pulp, Lady Gaga, and too many more to mention. And 
so the battle lines were being drawn. For pop’s elite in the 
mid-60s, you were either with them or against them. Fans 
of Bob Dylan, the darling of intellectual students who loved 
his political and protest songs, were shocked by what they 
saw as his “selling out” when he switched from acoustic to 
electric guitar. One disgruntled fan, Keith Butler, famously 
shouted “Judas” at him during a show at the Manchester 
Free Trade Hall in May 1966. Dylan replied contemptuously, 
“I don’t believe you.” When Butler was interviewed after 
the show, he sneered: “Any bloody pop group can do this 
rubbish!” The implication was that fans had come to see 
something of artistic merit – not pop music. But the times 
they were a-changin’.

The pop album itself was by now becoming a recognized art 
form, and groups were thinking about every aspect of their 
work, with the album cover being elevated from mere pretty 
packaging to pop-art itself. Groups and singers would hire 
the best photographers and graphic designers to create their 
record sleeves, and work alongside filmmakers to produce 
artful promo clips. Perhaps the most obvious example of this 
embracing of the art world is Sgt. Pepper’s Lonely Hearts 
Club Band, for whose cover The Beatles recruited the re-
spected pop artist Peter Blake, but it’s worth noting that the 
idea for their “White Album” cover came out of conversa-
tions between McCartney and another respected pop artist, 
Richard Hamilton, who produced the poster inserted into 
the finished package.

Finally, pop had convinced the art world that the two camps 
were of a similar mind – pop was one of them. And yet it 
was in this very acceptance that a strange thing happened. 
With the launch of Rolling Stone magazine in 1967 came the 
beginning of serious pop criticism. Except it wasn’t called 
that; it was called rock criticism. Pop –short for “popular,” 
let’s remember – music was a catch-all term that became 
used to encompass whatever current styles were in vogue, 
be they the doo-wop of Frankie Lymon & The Teenagers, the 
rock’n’roll of Elvis Presley and Little Richard, the Merseybeat 
of Billy J Kramer & The Dakotas or The Searchers, or heart-

throbs such as Ritchie Valens or Dion DiMucci. But now rock 
(without the roll) music was breaking away, distancing itself 
from pop as though in some way suggesting itself to be of a 
higher form. By 1968, you were either rock (alongside The 
Rolling Stones, The Doors, Pink Floyd, and Jimi Hendrix) or 
pop (like Cliff Richard, Lulu or Dave Dee, Dozy, Beaky, Mick 
and Tich). Rock had its music press, its critics and its intellec-
tuals; pop was now strictly for little kids and squares. In the 
very instant that pop finally became accepted as the art that 
it was, a coup from within saw it banished to the bubblegum 
shelf.

Snobbery exists around any form of art, and pop would be 
no different in this respect. While the critics (not to men-
tion many fans and even the artists themselves) sought to 
draw a line between the artistically credible (rock) and the 
commercial (pop), other artists refused to be pigeonholed. 
The reality is, as with all art, that there is good and bad pop 
music. What proved difficult in the late 60s – and remains 
tough today – is to explain exactly what makes something 
good and something else bad. Marc Bolan is a good example 
of an artist that crossed the divide between rock and pop. 
His original Tyrannosaurus Rex were an interesting 
group, certainly closer to the outsider edges of rock than 
commercial pop, with plenty to attract critics while also 
appealing to hippies and art students. But when Bolan 
followed Dylan’s lead and ditched his acoustic guitar in favor 
of an electric one, shortened the band’s name to T.Rex, and 
ended his partnership with Steve Peregrin Took, the result 
was a run of pop singles that brought him greater popularity 
than any British artist had known since the days of Beat-
lemania. Indeed, a new term was coined to describe the 
mania: T.Rextacy. It was clearly pop, very definitely art, and, 
crucially, extremely good.

THE ROCK’N’ROLL EXPLOSION ART POP

8

Sweden’s Eurovision winners ABBA are another interesting 
case study. Surely nothing in the pop world could be further 
from art than this annual Europe-wide songwriting competi-
tion? Added to this, ABBA’s records sold by the bucketload. 
That people who wouldn’t normally pay any mind to the pop 
charts were falling in love with their well-crafted slices of 
pop should have removed any chance of credibility for the 
Swedish fab four. And, at the time, that may well have been 
true. But today, they are lauded for taking pop music to a 
new level.

Through the 70s, accusations of snobbery were voiced by 
many young pop fans – notably towards the increasingly ce-
rebral noodlings coming from the prog rock camp. In 1976, 
these shouts became a roar, as punk rock exploded onto the 
scene. Punks were determined to reclaim pop music for the 
masses, refusing to see it disappear up its own rear end in 
a flurry of intellectualized virtuosity. Pop was for everyone, 
regardless of talent. In a way that harked back to the skiffle 
groups that had sprung up all over the country in the late 
1950s, leading to a wave of bands from The Beatles and the 
Stones, to The Animals, Kinks, and countless more, punk was 
about a look, an attitude, and expression, far more than it 
was about being able to play guitar. And both scenes took 

seed in Britain’s art schools.

Key to pop’s success has always been image. From Sinatra’s 
blue-eyed good looks through the dangerous sex appeal 
of Elvis to David Bowie’s androgynous attraction, how an 
artist presents him or herself is part of the package. While 
the music is clearly key, the visual effect is a huge part of 
pop – another tick in the Yes column in the old “is pop art?” 
debate. The art world embraced this notion with the pop 
art movement, but these artists could never present the full 
pop package in a gallery, however good their work was. As 
Pete Townsend of The Who explained to the Melody Maker 
in 1965, pop art was: “I bang my guitar on my speaker 
because of the visual effect. It is very artistic. One gets a 
tremendous sound, and the effect is great.”

The post-punk pop world embraced this same idea in the 
early 80s. Pop groups became more flamboyant than ever 
before, with each act presenting itself in its own distinct 
fashion. Whether this be Boy George’s at-the-time shocking 
appearance in make-up and dresses, Adam Ant with his 
mini-movie pop videos and characters, or Martin Fry from 
ABC, wearing a gold lamé suit as he emerged from the dole 
in Sheffield. New romantics and new wave acts such as The 
Human League, Soft Cell, and Duran Duran exploited the val-
ue of image to enhance their music, creating a richly diverse 
pop scene that would sustain them for decades to come.

Meanwhile, American stars were similarly controlling every 
aspect of their presentation to ensure they were in control 
of their art. Michael Jackson’s videos became big-budget ep-
ics, rivaling Hollywood for their extravagance, while Madon-
na’s sexually charged performance elevated her stage shows 
to grand theatre.

This was the blueprint followed by Lady Gaga, who became 
an international superstar following her 2008 debut album, 
The Fame. A former student at New York’s Tisch School Of 
The Arts, Gaga fused her avant-garde electronic music with 
pop sensitivities, added a splash of Bowie/Bolan glam, and 
presented herself as a complete package of music backed up 
by flamboyant and provocative visuals. As she explained, “I 
am a walking piece of art every day, with my dreams and my 
ambitions forward at all times in an effort to inspire my fans 
to lead their life in that way.”

TAKING POP MUSIC TO A NEW 
LEVEL

IMAGE IS THE KEY TO SUCCESS

9

Magazine Spreads:

Phase 1:

Here, is a beginning 
set up of my magazine 
spreads. Here, I show-
case table of contents, 
departments, intro to 
feature, and feature 
article with ads. 
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Magazine Spreads:

Phase 2:

Focus: 
Table of Contents

In this computer rough, I 
focus on trying different 
design concepts for the 
table of contents page.
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T
here’s a brilliantly funny scene 
in Tom Stoppard’s play The 
Real Thing, where the 
character of Henry, an 
intellectual playwright, is 
invited to select his favorite 
music for BBC Radio 4’s Desert 
Island Discs programme. 
Henry’s dilemma is over 
whether to choose the sort 
of music that he thinks his 
audience would respect him 
for, or whether to be honest 
and choose the pop music 
that he loves. “You can have 
a bit of Pink Floyd shoved in 
between your symphonies and 
your Dame Janet Baker,” Henry 
muses, “that shows a 
refreshing breadth of taste, or 
at least a refreshing 
candor – but I like Wayne 

Fontana and the Mindbenders 
doing ‘Um, Um, Um, Um.’”

For an industry where image 
is key, pop music itself has 
got an image problem of its 
own. Many critics view it with 
disdain, while even fans of one 
sort of pop music consider 
other types of pop music to be 
beneath contempt – valueless 
and not worthy of being 
considered music, let alone 
art. But this is nothing new. In 
fact, this is a problem as old 
as pop music itself. For as far 
back as you care to look, poor 
old pop music has been 
bullied, belittled, and sneered 
at: 

“It’s not 
art, it’s just 
pop.”
In order to determine 
whether pop music is art, it is 
first necessary to 
understand what pop music 

actually is. And it’s at this, the 
most fundamental of steps, 
that most arguments begin. To 
some, pop music is 
considered disposable. They 
see it as commercially driven 
music designed by big business 
to be marketable to a teenage 
(or younger) audience who, 
in their eyes, know no better. 
They think of pop as being 
music that doesn’t have the 
credibility to be described as 
“rock,” “folk,” “jazz,” “indie” – 

or any one of a hundred other 
labels. To them, pop is the 
lowest-common-denominator 
stuff that no self-respecting 
music fan would be caught 
dead listening to. 

Essentially, pop as a genre of 
its own. To others, however, 
pop might refer to any number 
of styles down the decades, 
from Frank Sinatra through 
Elvis Presley to The Beatles, 
Madonna, and countless other 

household (and underground) 
names. Others still might have 
an even wider definition, 
thinking of pop music simply 
as music that isn’t classical: a 
catch-all for anything 
contemporary. And then there 
are even those who don’t 
consider anything “pop” to be 
music at all. At which point, for 
fear of going round in circles, 
it’s worth exploring the 
history of the very idea of 

“Pop 
Music.”
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Humans have been making 
music for as long as they’ve 
been around – longer, even. 
A flute found in a cave in 
northwestern Solvenia in 1995 
has been dated to somewhere 
around 40,000 years ago. 
Whether it was made by 
Neanderthals or Cro-Magnons 
continues to be debated, but 
what it does show is quite how 
long we – or our ancestors – 
have been enjoying music. 

Over the ages, of course, the 
style of music has changed 
unimaginably, with new 
instruments still being 
invented and developed today, 
along with new ways of playing 
them, varying ways of 
vocalizing, and so on, as 
people have become more 
sophisticated.

So at what point on the time-
line of human existence does 
music become “pop”? Pop, 
after all, originated as short-
hand for “popular music,” the 
sounds that were being dug by 
whatever generation in which-
ever society. The 
broadside ballads popular in 
Tudor and Stuart times are 
sometimes referred to by his-
torians as “early pop music.” 

These bawdy, comical, and 
sentimental songs of the 
streets and taverns were
 pedaled on sheet music by 
street vendors, and proved 
popular with landed gentry as 
much as serfs in the fields. 

In Victorian times, audiences 
would enjoy concerts by the 
German-born composer Sir 

Julius Benedict, billed as the 
London Popular Concerts.

However, most music 
historians would agree that 
pop music, as we know it, 
began with the dawning of 
the recording industry. To help 
make customers’ choices 
easier, record companies 
would color-code music of 
different genres. 

In the immediate post-war 
years, RCA Victor, for example, 
sold classical music on red 
vinyl, country and polka on 
green, children’s on yellow, 
and so on, with black the 
reserve of ordinary pop, a 
genre that covered a 
multitude of things, but 
essentially meant “anything 
else.”

Of course, many of the musical 
styles that came under 
different headings – jazz, 
blues, country, and so on – 
was simply the pop music of 
the time and place from which 
they originated. 

Today, it’s widely accepted 
that early jazz musicians such 
as Louis Armstrong and Ella 
Fitzgerald were artists of the 
highest caliber – likewise 
bebop musicians such as John 
Coltrane or Sonny Rollins. 

But at the time, many critics 
frowned upon such upstarts, 
leaping around with their 
blaring horns, making things 
up on the spot rather than sit-
ting and playing notes that had 
been carefully written onto the 
page.

Similarly, blues musicians such 
as Howlin’ Wolf, Muddy Wa-
ters, and Sonny Boy William-
son were considered not just 
inferior musically, but weren’t 
even treated equally as people 
in the racially divided United 
States. Today, their work is 
enshrined in Smithsonian 
museums and the Library Of 
Congress.
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It wasn’t until the mid-50s that 
pop music began to actually 
mean something in its own 
right. With the explosion of 
rock’n’roll music, the pop 
business built itself an empire. 
The songwriters in New York’s 
legendary Brill Building crafted 
their art, with producers head-
ed by Phil Spector delivering 
three-minute pop symphonies 
as rich and multi-timbred 
as Wagner at his height. (In 
the following decade, Brian 
Wilson’s production and song-
writing expanded on Spector’s 
template; in 1966, Pet Sounds, 
marked a creative high point 
for both Wilson and The Beach 
Boys.)

But until the emergence of The 
Beatles, pop had remained 
largely ignored by critics on 
any intellectual level, with the 
music papers generally existing 
to describe new discs and 
inform the public and industry 
alike of goings-on. 

But in 1963, the renowned En-
glish music critic William Mann 
wrote about the Fab Four in 
The Times, in a manner pre-
viously reserved for high art: 
“One gets the impression that 
they think simultaneously of 
harmony and melody, so firmly 
are the major tonic sevenths 
and ninths built into their 
tunes, and the flat submediant 
key switches, so natural 

is the Aeolian cadence at the 
end of ‘Not A Second Time’ 
(the chord progression which 
ends Mahler’s ‘Song Of The 
Earth’).” 

He spoke of “lugubrious mu-
sic” and “pandiationic clus-
ters,” and achieved dubious 
notoriety when he called 
Lennon and McCartney “the 
greatest songwriters since 
Schubert.” People who would 
not have been pop music fans 
were starting to sit up and take 
it seriously – perhaps not yet 
going as far as to call it art, but 
nonetheless applying the same 
critical analysis that would be 
applied to the more traditional 
arts.

But although The Beatles were 
certainly creating something 
new within pop music, this 
wasn’t so much a case of pop 
music finally elevating itself to 
the level of art, as it was the 
noise it was making became so 
deafening that it was no longer 
possible to ignore it. Pop, it 
seemed, was here to stay. 
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Over the next two or three 
years, pop embraced art like 
never before. Let’s not forget 
that so many of the greatest 
pop acts come from art-college 
roots, from The Beatles to The 
Rolling Stones, The Who, David 
Bowie, Queen, REM, Blur, Pulp, 
Lady Gaga, and too many more 
to mention. And so the battle 
lines were being drawn. 

For pop’s elite in the mid-60s, 
you were either with them 
or against them. Fans of Bob 
Dylan, the darling of 
intellectual students who 
loved his political and 
protest songs, were shocked 
by what they saw as his 
“selling out” when he switched 
from acoustic to electric guitar. 
One disgruntled fan, Keith 
Butler, famously shouted 
“Judas” at him during a show 
at the Manchester Free Trade 
Hall in May 1966. 

Dylan replied contemptuously, 
“I don’t believe you.” When 
Butler was interviewed after 
the show, he sneered: “Any 
bloody pop group can do this 
rubbish!” The implication was 
that fans had come to see 
something of artistic merit – 
not pop music. But the times 
they were a-changin’.

The pop album itself was by 
now becoming a recognized 
art form, and groups were 
thinking about every aspect 
of their work, with the album 
cover being elevated from 
mere pretty packaging to 
pop-art itself. Groups and 
singers would hire the best 
photographers and graphic 

designers to create their 
record sleeves, and work 
alongside filmmakers to 
produce artful promo clips. 
Perhaps the most obvious 
example of this embracing of 
the art world is Sgt. Pepper’s 
Lonely Hearts Club Band, 
for whose cover The Beatles 
recruited the respected pop 
artist Peter Blake, but it’s 
worth noting that the idea for 
their “White Album” cover 
came out of conversations 
between McCartney and 
another respected pop artist, 
Richard Hamilton, who 
produced the poster inserted 
into the finished package.

Finally, pop had convinced the 
art world that the two camps 
were of a similar mind – pop 
was one of them. And yet it 
was in this very acceptance 
that a strange thing happened. 
With the launch of Rolling 
Stone magazine in 1967 came 
the beginning of serious pop 
criticism. 

Except it wasn’t called that; 
it was called rock criticism. 
Pop –short for “popular,” 
let’s remember – music was 
a catch-all term that became 
used to encompass whatever 
current styles were in vogue, 
be they the doo-wop of 
Frankie Lymon & The 
Teenagers, the rock’n’roll of 
Elvis Presley and Little 
Richard, the Merseybeat of 
Billy J Kramer & The Dakotas 
or The Searchers, or 
heartthrobs such as Ritchie 
Valens or Dion DiMucci. 

But now rock (without the 
roll) music was breaking away, 
distancing itself from pop as 
though in some way 
suggesting itself to be of a 
higher form. By 1968, you 
were either rock (alongside 
The Rolling Stones, The Doors, 
Pink Floyd, and Jimi Hendrix) 
or pop (like Cliff Richard, Lulu 
or Dave Dee, Dozy, Beaky, Mick 
and Tich). 

Rock had its music press, its 
critics and its intellectuals; 
pop was now strictly for little 
kids and squares. In the very 
instant that pop finally became 
accepted as the art that it 
was,.

Snobbery exists around any 
form of art, and pop would 
be no different in this respect. 
While the critics (not to 
mention many fans and even 
the artists themselves) sought 
to draw a line between the 
artistically credible (rock) and 
the commercial (pop), other 
artists refused to be 
pigeonholed. The reality is, as 
with all art, that there is good 
and bad pop music. What 
proved difficult in the late 60s 
– and remains tough today – is 
to explain exactly what makes 
something good and some-
thing else bad. Marc Bolan is a 
good example of an artist that 
crossed the divide between 
rock and pop. 

His original Tyrannosaurus Rex 
were an interesting group, 
certainly closer to the outsider 
edges of rock than commercial 
pop, with plenty to attract

critics while also appealing to 
hippies and art students. But 
when Bolan followed Dylan’s 
lead and ditched his acoustic 
guitar in favor of an electric 
one, shortened the band’s 
name to T.Rex, and ended 
his partnership with Steve 
Peregrin Took, the result was a 
run of pop singles that brought 
him greater popularity than 
any British artist had known 
since the days of Beatlemania. 

Indeed, a new term was 
coined to describe the mania: 
T.Rextacy. It was clearly pop, 
very definitely art, and, 
crucially, extremely good.
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ABBA are another interesting 
case study. Surely nothing in 
the pop world could be further 
from art than this annual 
Europe-wide songwriting 
competition? Right?

Added to this, ABBA’s records 
sold by the bucketload. That 
people who wouldn’t 
normally pay any mind to the 
pop charts were falling in love 
with their well-crafted slices of 
pop should have removed any 
chance of credibility for the 
Swedish fab four. 

And, at the time, that may well 
have been true. But today, 
they are lauded for taking pop 
music to a new level.

Through the 70s, accusations 
of snobbery were voiced by 
many young pop fans – 

notably towards the 
increasingly cerebral noodlings 
coming from the prog rock 
camp. In 1976, these shouts 
became a roar, as punk rock 
exploded onto the scene. 

Punks were determined to 
reclaim pop music for the 
masses, refusing to see it 
disappear up its own rear end 
in a flurry of intellectualized 
virtuosity. 

Pop was for everyone, 
regardless of talent. In a way 
that harked back to the skiffle 
groups that had sprung up all 
over the country in the late 
1950s, leading to a wave of 
bands from The Beatles and 
the Stones, to The Animals, 
Kinks, and countless more, 
punk was about a look, an atti-
tude, and expression, far more 
than it was about being able to 
play guitar. IM
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And both scenes took seed in 
Britain’s art schools.

8

Key to pop’s success has 
always been image. From 
Sinatra’s blue-eyed good looks 
through the dangerous sex 
appeal of Elvis to David 
Bowie’s androgynous 
attraction, how an artist 
presents him or herself is part 
of the package.

While the music is clearly key, 
the visual effect is a huge part 
of pop – another tick in the Yes 
column in the old “is pop art?” 
debate. 

The art world embraced this 
notion with the pop art 
movement, but these artists 
could never present the full 
pop package in a gallery, 
however good their work was. 

As Pete Townsend of The Who 
explained to the Melody Mak-
er in 1965, pop art was: 

“I bang my 

guitar on my 

speaker 

because of the 

visual effect. It 

is very artistic. 

One gets a 

tremendous 

sound, and the 

effect is great.”

The post-punk pop world 
embraced this same idea in 
the early 80s. Pop groups 
became more flamboyant than 
ever before, with each act 
presenting itself in its own 
distinct fashion. 

Whether this be Boy George’s 
at-the-time shocking 
appearance in make-up and 
dresses, Adam Ant with his 
mini-movie pop videos and 
characters, or Martin Fry from 
ABC, wearing a gold lamé suit 
as he emerged from the dole 
in Sheffield. 

New romantics and new 
wave acts such as The Human 
League, Soft Cell, and Duran 
Duran exploited the value of 
image to enhance their music, 
creating a richly diverse pop 
scene that would sustain them 
for decades to come.

Meanwhile, American stars 
were similarly controlling 
every aspect of their 
presentation to ensure they 
were in control of their art. 

Michael Jackson’s videos 
became big-budget epics, 
rivaling Hollywood for their 
extravagance, while 
Madonna’s sexually charged 
performance elevated her 
stage shows to grand theatre.

This was the blueprint 
followed by Lady Gaga, who 
became an international 
superstar following her 2008 
debut album, The Fame. 

A former student at New York’s 
Tisch School Of The Arts, Gaga 
fused her avant-garde 
electronic music with pop 
sensitivities, added a splash of 
Bowie/Bolan glam, and 
presented herself as a 

9

complete package of music 
backed up by flamboyant and 
provocative visuals. As she 
explained, 

“I am a walking 
piece of art 
every day, with 
my dreams and 
my ambitions 
forward at all 
times in an 
effort to inspire 
my fans to lead 
their life in that 
way.”
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Over the decades, the 
definition of pop has changed 
too many times to mention. In 
times of rude health, everyone 
wants to be associated with it, 
while in fallow times, artists 
have made great efforts to 
distance themselves from it. 

As we know, pop simply means 

“popular,” 
but it can also mean a style 
of popular music. The word is 
often used to describe music 
that has mass appeal, 
produced with a big budget, 
and intended to be 
commercially successful. 
And it’s this commercial 
success that alienates many 
who feel this aspect of the 
music business sets itself aside 
from the purists who consider 
their music to be art for its 
own sake. 

Rock fans would distance 
themselves from what they 
saw as disposable pop in the 
80s, and yet the groups they 
loved used many of the same 
tools as their perceived 
enemies – image, 
flamboyance, and so on.

What exactly pop is will be 
different from one person to 
the next. Many people think 
of Motown as soul, but to the 
soul purist, Motown is pop, 
not soul. They view Motown 
as somehow inferior, due to 
the business-like nature of 
head-honcho Berry Gordy, 
producing a conveyor belt 

of hits. 

However, by the early 70s, 
Motown artists such as Stevie 
Wonder and Marvin Gaye 
were firmly in charge of their 
own output, with albums like 
Gaye’s What’s Going On and 
Wonder’s Music Of My Mind 
as soulful as anything coming 
out of Memphis or Muscle 
Shoals. But at the same time, 
they remain some of the 
greatest pop records 
ever made.

When the great soul label 
Stax Records, home to Isaac 
Hayes, The Staple Singers and 
the late Otis Redding, invited 
the Reverend Jesse Jackson to 
open “the black Woodstock,” 
as their Wattstax festival was 
dubbed, he preached 
inclusiveness: 

“This is a 
beautiful day, it 
is a new day. We 
are together, we 
are unified and 
all in accord, 
because 
together we got 
power.” 

He continued, using music as a 
metaphor: 

“Today on this 
programme you 
will hear gospel, 
and rhythm and 
blues, and jazz. 
All those are just 
labels. We know 
that music is 
music.”
Whatever you call it, the 
music remains the same. The 
discussion is only about how 
we interpret it – and what it 
says about us. Do those who 
dismiss pop as having no value 
really just suffer from the 
snobbery of wanting others to 
think that they, like the 
playwright in Stoppard’s play, 
are above such childish things 
as pop music?

As Henry laments in The Real 
Thing, “I’m going to look a 
total prick, aren’t I, 
announcing that while I was 
telling the French 
existentialists where they had 
got it wrong, I was spending 
the whole time listening to The 
Crystals singing ‘Da Doo Ron.’”
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Tate McRae is a Canadian 
singer, songwriter, and dancer 
who has rapidly ascended the 
pop music scene. Born on July 
1, 2003, in Calgary, 
Alberta, she first gained 
national attention as the first 
Canadian finalist on So You 
Think You Can Dance in 2016. 

Her early success in dance laid 
the foundation for her 
transition into music, where 
she has since become a
 defining voice of Gen Z pop.

 
McRae’s musical journey 
began with her debut single 
“One Day” in 2017, which she 
uploaded to YouTube. Her 
breakout came in 2020 with 
the viral hit“ You Broke Me 
First,” which charted in the top 
20 of the Billboard Hot 100 
and was the most-streamed 
female EP of 2021 on Spotify. 

This success led to her signing 
with RCA Records and the 
release of her debut studio 
album, i used to think i could 
fly, in 2022. The album 
showcased her versatility, 
blending pop-punk and soft 
trap elements, and included 
standout tracks like “hate 
myself” and “feel like shit.”

 
In 2023, McRae released her 
sophomore album, Think Later, 
marking a shift towards a more 
confident and self-assured 
persona. The lead single 
“Greedy” topped the Billboard 
Global 200 and the 
Canadian Hot 100, and 
peaked at number three on 

the Billboard Hot 100. The 
album debuted in the top 
five on the Billboard 200 and 
earned McRae the Juno Award 
for Artist of the Year and Single 
of the Year for “Greedy.”

Her third studio album, So 
Close to What, released in 
February 2025, debuted at 
number one on the Billboard 
200. The album’s singles “It’s 
OK I’m OK,” “2 Hands,” and 
“Sports Car” received 
widespread acclaim, with 
“Sports Car” charting in the 
top ten in multiple countries.
 
McRae’s artistry is 
characterized by her 
introspective songwriting and 
dynamic performances. She 
has cited artists like Ariana 
Grande, The Weeknd, and 
Rosalía as influences, and 
admires Zendaya and Dua Lipa 
for their multifaceted careers. 
Her choreographer, Sean 
Bankhead, has compared her 
current phase to 
Britney Spears’ “Darkchild” 
era, highlighting her evolution 
into a confident and 
commanding performer.
 
In support of So Close to What, 
McRae is set to embark on her 
first arena tour, the “Miss 
Possessive Tour,” beginning in 
May 2025. With her blend of 
emotional depth, dance 
prowess, and pop sensibility, 
McRae is poised to continue 
her ascent as a new and big
global pop icon.

SO CLOSE TO WHAT
TRACKLIST

MISS POSSESSIVE 
 
2 HANDS 
 
REVOLVING DOOR 
 
BLOODONMYHANDS (FEAT. FLO MILLI) 
 
DEAR GOD 
 
PURPLE LACE BRA 
 
SPORTS CAR 
 
SIGNS 
 
I KNOW LOVE (FEAT. THE KID LAROI) 
 
LIKE I DO 
 
IT’S OK I’M OK 
 
NO I’M NOT IN LOVE 
 
MEANS I CARE 
 
GREENLIGHT 
 
NOSTALGIA

Tate McRae’s third studio 
album, So Close to What, was 
released on February 21, 2025. 
The album features 15 tracks, 
including collaborations with 
Flo Milli and The Kid LAROI. 
Notably, the streaming version 
of the album includes four 
additional songs compared to 
the physical release.

So Close to What 
showcases McRae’s evolution 
into a high-octane pop artist, 
drawing from early 2000s R&B 
and dance influences. The 
album explores themes 
of love, relationships, and 
personal growth, marking a 
significant step in her musical 
journey.

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, I have my two 
main feature articles, 
contents page, and ads.
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T
here’s a brilliantly funny scene 
in Tom Stoppard’s play The 
Real Thing, where the 
character of Henry, an 
intellectual playwright, is 
invited to select his favorite 
music for BBC Radio 4’s Desert 
Island Discs programme. 
Henry’s dilemma is over 
whether to choose the sort 
of music that he thinks his 
audience would respect him 
for, or whether to be honest 
and choose the pop music 
that he loves. “You can have 
a bit of Pink Floyd shoved in 
between your symphonies and 
your Dame Janet Baker,” Henry 
muses, “that shows a 
refreshing breadth of taste, or 
at least a refreshing 
candor – but I like Wayne 

Fontana and the Mindbenders 
doing ‘Um, Um, Um, Um.’”

For an industry where image 
is key, pop music itself has 
got an image problem of its 
own. Many critics view it with 
disdain, while even fans of one 
sort of pop music consider 
other types of pop music to be 
beneath contempt – valueless 
and not worthy of being 
considered music, let alone 
art. But this is nothing new. In 
fact, this is a problem as old 
as pop music itself. For as far 
back as you care to look, poor 
old pop music has been 
bullied, belittled, and sneered 
at: 

“It’s not art, 
it’s just pop.”

In order to determine 
whether pop music is art, it is 
first necessary to 
understand what pop music 
actually is. And it’s at this, the 
most fundamental of steps, 
that most arguments begin. To 
some, pop music is 

considered disposable. They 
see it as commercially driven 
music designed by big business 
to be marketable to a teenage 
(or younger) audience who, 
in their eyes, know no better. 
They think of pop as being 
music that doesn’t have the 
credibility to be described as 
“rock,” “folk,” “jazz,” “indie” – 
or any one of a hundred other 
labels. To them, pop is the 
lowest-common-denominator 
stuff that no self-respecting 

music fan would be caught 
dead listening to. 

Essentially, pop as a genre of 
its own. To others, however, 
pop might refer to any number 
of styles down the decades, 
from Frank Sinatra through 
Elvis Presley to The Beatles, 
Madonna, and countless other 
household (and underground) 
names. Others still might have 
an even wider definition, 
thinking of pop music simply 

as music that isn’t classical: a 
catch-all for anything 
contemporary. And then there 
are even those who don’t 
consider anything “pop” to be 
music at all. At which point, for 
fear of going round in circles, 
it’s worth exploring the 
history of the very idea of 

“Pop 
Music .”
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Humans have been making 
music for as long as they’ve 
been around – longer, even. 
A flute found in a cave in 
northwestern Solvenia in 1995 
has been dated to somewhere 
around 40,000 years ago. 
Whether it was made by 
Neanderthals or Cro-Magnons 
continues to be debated, but 
what it does show is quite how 
long we – or our ancestors – 
have been enjoying music. 

Over the ages, of course, the 
style of music has changed 
unimaginably, with new 
instruments still being 
invented and developed today, 
along with new ways of playing 
them, varying ways of 
vocalizing, and so on, as 
people have become more 
sophisticated.

So at what point on the time-
line of human existence does 
music become “pop”? Pop, 
after all, originated as short-
hand for “popular music,” the 
sounds that were being dug by 
whatever generation in which-
ever society. The 
broadside ballads popular in 
Tudor and Stuart times are 
sometimes referred to by his-
torians as “early pop music.” 

These bawdy, comical, and 
sentimental songs of the 
streets and taverns were
 pedaled on sheet music by 
street vendors, and proved 
popular with landed gentry as 
much as serfs in the fields. 

In Victorian times, audiences 
would enjoy concerts by the 
German-born composer Sir 

Julius Benedict, billed as the 
London Popular Concerts.

However, most music 
historians would agree that 
pop music, as we know it, 
began with the dawning of 
the recording industry. To help 
make customers’ choices 
easier, record companies 
would color-code music of 
different genres. 

In the immediate post-war 
years, RCA Victor, for example, 
sold classical music on red 
vinyl, country and polka on 
green, children’s on yellow, 
and so on, with black the 
reserve of ordinary pop, a 
genre that covered a 
multitude of things, but 
essentially meant “anything 
else.”

Of course, many of the musical 
styles that came under 
different headings – jazz, 
blues, country, and so on – 
was simply the pop music of 
the time and place from which 
they originated. 

Today, it’s widely accepted 
that early jazz musicians such 
as Louis Armstrong and Ella 
Fitzgerald were artists of the 
highest caliber – likewise 
bebop musicians such as John 
Coltrane or Sonny Rollins. 

But at the time, many critics 
frowned upon such upstarts, 
leaping around with their 
blaring horns, making things 
up on the spot rather than sit-
ting and playing notes that had 
been carefully written onto the 
page.

Similarly, blues musicians such 
as Howlin’ Wolf, Muddy Wa-
ters, and Sonny Boy William-
son were considered not just 
inferior musically, but weren’t 
even treated equally as people 
in the racially divided United 
States. Today, their work is 
enshrined in Smithsonian 
museums and the Library Of 
Congress.

“WHAT 
ABOUT 

MUSIC?”
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It wasn’t until the mid-50s that 
pop music began to actually 
mean something in its own 
right. With the explosion of 
rock’n’roll music, the pop 
business built itself an empire. 
The songwriters in New York’s 
legendary Brill Building crafted 
their art, with producers head-
ed by Phil Spector delivering 
three-minute pop symphonies 
as rich and multi-timbred 
as Wagner at his height. (In 
the following decade, Brian 
Wilson’s production and song-
writing expanded on Spector’s 
template; in 1966, Pet Sounds, 
marked a creative high point 
for both Wilson and The Beach 
Boys.)

But until the emergence of The 
Beatles, pop had remained 
largely ignored by critics on 
any intellectual level, with the 
music papers generally existing 
to describe new discs and 
inform the public and industry 
alike of goings-on. 

But in 1963, the renowned En-
glish music critic William Mann 
wrote about the Fab Four in 
The Times, in a manner pre-
viously reserved for high art: 
“One gets the impression that 
they think simultaneously of 
harmony and melody, so firmly 
are the major tonic sevenths 
and ninths built into their 
tunes, and the flat submediant 
key switches, so natural 

is the Aeolian cadence at the 
end of ‘Not A Second Time’ 
(the chord progression which 
ends Mahler’s ‘Song Of The 
Earth’).” 

He spoke of “lugubrious mu-
sic” and “pandiationic clus-
ters,” and achieved dubious 
notoriety when he called 
Lennon and McCartney “the 
greatest songwriters since 
Schubert.” People who would 
not have been pop music fans 
were starting to sit up and take 
it seriously – perhaps not yet 
going as far as to call it art, but 
nonetheless applying the same 
critical analysis that would be 
applied to the more traditional 
arts.

But although The Beatles were 
certainly creating something 
new within pop music, this 
wasn’t so much a case of pop 
music finally elevating itself to 
the level of art, as it was the 
noise it was making became so 
deafening that it was no longer 
possible to ignore it. Pop, it 
seemed, was here to stay. 
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Over the next two or three 
years, pop embraced art like 
never before. Let’s not forget 
that so many of the greatest 
pop acts come from art-college 
roots, from The Beatles to The 
Rolling Stones, The Who, David 
Bowie, Queen, REM, Blur, Pulp, 
Lady Gaga, and too many more 
to mention. And so the battle 
lines were being drawn. 

For pop’s elite in the mid-60s, 
you were either with them 
or against them. Fans of Bob 
Dylan, the darling of 
intellectual students who 
loved his political and 
protest songs, were shocked 
by what they saw as his 
“selling out” when he switched 
from acoustic to electric guitar. 
One disgruntled fan, Keith 
Butler, famously shouted 
“Judas” at him during a show 
at the Manchester Free Trade 
Hall in May 1966. 

Dylan replied contemptuously, 
“I don’t believe you.” When 
Butler was interviewed after 
the show, he sneered: “Any 
bloody pop group can do this 
rubbish!” The implication was 
that fans had come to see 
something of artistic merit – 
not pop music. But the times 
they were a-changin’.

The pop album itself was by 
now becoming a recognized 
art form, and groups were 
thinking about every aspect 
of their work, with the album 
cover being elevated from 
mere pretty packaging to 
pop-art itself. Groups and 
singers would hire the best 
photographers and graphic 

designers to create their 
record sleeves, and work 
alongside filmmakers to 
produce artful promo clips. 
Perhaps the most obvious 
example of this embracing of 
the art world is Sgt. Pepper’s 
Lonely Hearts Club Band, 
for whose cover The Beatles 
recruited the respected pop 
artist Peter Blake, but it’s 
worth noting that the idea for 
their “White Album” cover 
came out of conversations 
between McCartney and 
another respected pop artist, 
Richard Hamilton, who 
produced the poster inserted 
into the finished package.

Finally, pop had convinced the 
art world that the two camps 
were of a similar mind – pop 
was one of them. And yet it 
was in this very acceptance 
that a strange thing happened. 
With the launch of Rolling 
Stone magazine in 1967 came 
the beginning of serious pop 
criticism. 

Except it wasn’t called that; 
it was called rock criticism. 
Pop –short for “popular,” 
let’s remember – music was 
a catch-all term that became 
used to encompass whatever 
current styles were in vogue, 
be they the doo-wop of 
Frankie Lymon & The 
Teenagers, the rock’n’roll of 
Elvis Presley and Little 
Richard, the Merseybeat of 
Billy J Kramer & The Dakotas 
or The Searchers, or 
heartthrobs such as Ritchie 
Valens or Dion DiMucci. 

But now rock (without the 
roll) music was breaking away, 
distancing itself from pop as 
though in some way 
suggesting itself to be of a 
higher form. By 1968, you 
were either rock (alongside 
The Rolling Stones, The Doors, 
Pink Floyd, and Jimi Hendrix) 
or pop (like Cliff Richard, Lulu 
or Dave Dee, Dozy, Beaky, Mick 
and Tich). 

Rock had its music press, its 
critics and its intellectuals; 
pop was now strictly for little 
kids and squares. In the very 
instant that pop finally became 
accepted as the art that it 
was,.

Snobbery exists around any 
form of art, and pop would 
be no different in this respect. 
While the critics (not to 
mention many fans and even 
the artists themselves) sought 
to draw a line between the 
artistically credible (rock) and 
the commercial (pop), other 
artists refused to be 
pigeonholed. The reality is, as 
with all art, that there is good 
and bad pop music. What 
proved difficult in the late 60s 
– and remains tough today – is 
to explain exactly what makes 
something good and some-
thing else bad. Marc Bolan is a 
good example of an artist that 
crossed the divide between 
rock and pop. 

His original Tyrannosaurus Rex 
were an interesting group, 
certainly closer to the outsider 
edges of rock than commercial 
pop, with plenty to attract

critics while also appealing to 
hippies and art students. But 
when Bolan followed Dylan’s 
lead and ditched his acoustic 
guitar in favor of an electric 
one, shortened the band’s 
name to T.Rex, and ended 
his partnership with Steve 
Peregrin Took, the result was a 
run of pop singles that brought 
him greater popularity than 
any British artist had known 
since the days of Beatlemania. 

Indeed, a new term was 
coined to describe the mania: 
T.Rextacy. It was clearly pop, 
very definitely art, and, 
crucially, extremely good.
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ABBA are another interesting 
case study. Surely nothing in 
the pop world could be further 
from art than this annual 
Europe-wide songwriting 
competition? Right?

Added to this, ABBA’s records 
sold by the bucketload. That 
people who wouldn’t 
normally pay any mind to the 
pop charts were falling in love 
with their well-crafted slices of 
pop should have removed any 
chance of credibility for the 
Swedish fab four. 

And, at the time, that may well 
have been true. But today, 
they are lauded for taking pop 
music to a new level.

Through the 70s, accusations 
of snobbery were voiced by 
many young pop fans – 

notably towards the 
increasingly cerebral noodlings 
coming from the prog rock 
camp. In 1976, these shouts 
became a roar, as punk rock 
exploded onto the scene. 

Punks were determined to 
reclaim pop music for the 
masses, refusing to see it 
disappear up its own rear end 
in a flurry of intellectualized 
virtuosity. 

Pop was for everyone, 
regardless of talent. In a way 
that harked back to the skiffle 
groups that had sprung up all 
over the country in the late 
1950s, leading to a wave of 
bands from The Beatles and 
the Stones, to The Animals, 
Kinks, and countless more, 
punk was about a look, an atti-
tude, and expression, far more 
than it was about being able to 
play guitar. IM
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And both scenes took seed in 
Britain’s art schools.

Key to pop’s success has 
always been image. From 
Sinatra’s blue-eyed good looks 
through the dangerous sex 
appeal of Elvis to David 
Bowie’s androgynous 
attraction, how an artist 
presents him or herself is part 
of the package.

While the music is clearly key, 
the visual effect is a huge part 
of pop – another tick in the Yes 
column in the old “is pop art?” 
debate. 

The art world embraced this 
notion with the pop art 
movement, but these artists 
could never present the full 
pop package in a gallery, 
however good their work was. 

As Pete Townsend of The Who 
explained to the Melody Mak-
er in 1965, pop art was: 

“I bang my 
guitar on my            
speaker             
because of 
the visual                       
effect. It is 
very artistic. 
One gets a 
tremendous 
sound, and 
the effect 

is great.”
The post-punk pop world 
embraced this same idea in 
the early 80s. Pop groups 
became more flamboyant than 
ever before, with each act 
presenting itself in its own 
distinct fashion. 

Whether this be Boy George’s 
at-the-time shocking 
appearance in make-up and 
dresses, Adam Ant with his 
mini-movie pop videos and 
characters, or Martin Fry from 
ABC, wearing a gold lamé suit 
as he emerged from the dole 
in Sheffield. 

New romantics and new 
wave acts such as The Human 
League, Soft Cell, and Duran 
Duran exploited the value of 
image to enhance their music, 
creating a richly diverse pop 

scene that would sustain them 
for decades to come.

Meanwhile, American stars 
were similarly controlling 
every aspect of their 
presentation to ensure they 
were in control of their art. 

Michael Jackson’s videos 
became big-budget epics, 
rivaling Hollywood for their 
extravagance, while 
Madonna’s sexually charged 
performance elevated her 
stage shows to grand theatre.

This was the blueprint 
followed by Lady Gaga, who 
became an international 
superstar following her 2008 
debut album, The Fame. 

A former student at New York’s 
Tisch School Of The Arts, Gaga 
fused her avant-garde 
electronic music with pop 

9

sensitivities, added a splash of 
Bowie/Bolan glam, and 
presented herself as a 
complete package of music 
backed up by flamboyant and 
provocative visuals. As she 
explained, 

“I am a walking 
piece of art 
every day, with 
my dreams 
and  my                  
ambitions 
forward at 
all times in 
an    effort   to 
inspire my 
fans to lead 
their life in 
that way.” W
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Over the decades, the 
definition of pop has changed 
too many times to mention. In 
times of rude health, everyone 
wants to be associated with it, 
while in fallow times, artists 
have made great efforts to 
distance themselves from it. 

As we know, pop simply means 
“popular,” but it can also mean 
a style of popular music. The 
word is often used to describe 
music that has mass appeal, 
produced with a big budget, 
and intended to be 
commercially successful. 
And it’s this commercial 
success that alienates many 
who feel this aspect of the 
music business sets itself aside 
from the purists who consider 
their music to be art for its 
own sake. 

Rock fans would distance 
themselves from what they 
saw as disposable pop in the 
80s, and yet the groups they 
loved used many of the same 
tools as their perceived 
enemies – image, 
flamboyance, and so on.

What exactly pop is will be 
different from one person to 
the next. Many people think 
of Motown as soul, but to the 
soul purist, Motown is pop, 
not soul. They view Motown 
as somehow inferior, due to 
the business-like nature of 
head-honcho Berry Gordy, 
producing a conveyor belt 
of hits. 

However, by the early 70s, 
Motown artists such as Stevie 
Wonder and Marvin Gaye 
were firmly in charge of their 
own output, with albums like 
Gaye’s What’s Going On and 
Wonder’s Music Of My Mind 
as soulful as anything coming 
out of Memphis or Muscle 
Shoals. But at the same time, 
they remain some of the 
greatest pop records 
ever made.

When the great soul label 
Stax Records, home to Isaac 
Hayes, The Staple Singers and 
the late Otis Redding, invited 
the Reverend Jesse Jackson to 
open “the black Woodstock,” 
as their Wattstax festival was 
dubbed, he preached 
inclusiveness: 

“This is such a 
beautiful day, 
it is a new day.                     
We are                  
unified and 
all in accord,     
because         
together we 
got power.” 

He continued, using music as a 
metaphor: 

“Today on this 
programme 
you will hear 
gospel, and 
rhythm and 
blues, and  
jazz. All those 
are just  labels.    
We know 
that  music 
is music.”

Whatever you call it, the 
music remains the same. The 
discussion is only about how 
we interpret it – and what it 
says about us. Do those who 
dismiss pop as having no value 
really just suffer from the 
snobbery of wanting others to 
think that they, like the 
playwright in Stoppard’s play, 
are above such childish things 
as pop music?

As Henry laments in The Real 
Thing, “I’m going to look a 
total prick, aren’t I, 
announcing that while I was 
telling the French 
existentialists where they had 
got it wrong, I was spending 

the whole time listening to The 
Crystals singing ‘Da Doo Ron.’”

z
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Tate McRae is a Canadian 
singer, songwriter, and dancer 
who has rapidly ascended the 
pop music scene. Born on July 
1, 2003, in Calgary, 
Alberta, she first gained 
national attention as the first 
Canadian finalist on So You 
Think You Can Dance in 2016. 

Her early success in dance laid 
the foundation for her 
transition into music, where 
she has since become a
 defining voice of Gen Z pop.

 
McRae’s musical journey 
began with her debut single 
“One Day” in 2017, which she 
uploaded to YouTube. Her 
breakout came in 2020 with 
the viral hit“ You Broke Me 
First,” which charted in the top 
20 of the Billboard Hot 100 
and was the most-streamed 
female EP of 2021 on Spotify. 

This success led to her signing 
with RCA Records and the 
release of her debut studio 
album, i used to think i could 
fly, in 2022. The album 
showcased her versatility, 
blending pop-punk and soft 
trap elements, and included 
standout tracks like “hate 
myself” and “feel like shit.”

 
In 2023, McRae released her 
sophomore album, Think Later, 
marking a shift towards a more 
confident and self-assured 
persona. The lead single 
“Greedy” topped the Billboard 
Global 200 and the 
Canadian Hot 100, and 
peaked at number three on 

the Billboard Hot 100. The 
album debuted in the top 
five on the Billboard 200 and 
earned McRae the Juno Award 
for Artist of the Year and Single 
of the Year for “Greedy.”

Her third studio album, So 
Close to What, released in 
February 2025, debuted at 
number one on the Billboard 
200. The album’s singles “It’s 
OK I’m OK,” “2 Hands,” and 
“Sports Car” received 
widespread acclaim, with 
“Sports Car” charting in the 
top ten in multiple countries.
 
McRae’s artistry is 
characterized by her 
introspective songwriting and 
dynamic performances. She 
has cited artists like Ariana 
Grande, The Weeknd, and 
Rosalía as influences, and 
admires Zendaya and Dua Lipa 
for their multifaceted careers. 
Her choreographer, Sean 
Bankhead, has compared her 
current phase to 
Britney Spears’ “Darkchild” 
era, highlighting her evolution 
into a confident and 
commanding performer.
 
In support of So Close to What, 
McRae is set to embark on her 
first arena tour, the “Miss 
Possessive Tour,” beginning in 
May 2025. With her blend of 
emotional depth, dance 
prowess, and pop sensibility, 
McRae is poised to continue 
her ascent as a new and big
global pop icon.

SO CLOSE TO WHAT
TRACKLIST

MISS POSSESSIVE 
 
2 HANDS 
 
REVOLVING DOOR 
 
BLOODONMYHANDS (FEAT. FLO MILLI) 
 
DEAR GOD 
 
PURPLE LACE BRA 
 
SPORTS CAR 
 
SIGNS 
 
I KNOW LOVE (FEAT. THE KID LAROI) 
 
LIKE I DO 
 
IT’S OK I’M OK 
 
NO I’M NOT IN LOVE 
 
MEANS I CARE 
 
GREENLIGHT 
 
NOSTALGIA

Tate McRae’s third studio 
album, So Close to What, was 
released on February 21, 2025. 
The album features 15 tracks, 
including collaborations with 
Flo Milli and The Kid LAROI. 
Notably, the streaming version 
of the album includes four 
additional songs compared to 
the physical release.

So Close to What 
showcases McRae’s evolution 
into a high-octane pop artist, 
drawing from early 2000s R&B 
and dance influences. The 
album explores themes 
of love, relationships, and 
personal growth, marking a 
significant step in her musical 
journey.

THE SPOTLIGHT: 
FEATURING TATE MCRAE
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muze: Tate, thanks for sitting 
down with us! Your latest sin-
gle is climbing the charts. How 
are you feeling right now? 
 
Tate McRae: It’s honestly sur-
real. I’ve been writing music in 
my bedroom since I was a kid, 
so to see people connecting 
with it on this level—it’s just 
wild. 
 
muze: Your music often taps 
into raw emotion. Where do 
you draw inspiration from? 
 
Tate: I’m inspired by real ex-
periences—my own and those 
around me. I think people can 
tell when lyrics come from a 
genuine place, and I’ve always 
wanted to be that kind of 
artist. 
 
muze: You started in dance be-

fore music took center stage. 
How does that background 
influence your performance 
style? 
 
Tate: Dance is still such a huge 
part of how I express myself. 
When I’m on stage, movement 
and music go hand in hand. 
It’s how I connect with the 
audience on more than just a 
vocal level. 
 
muze: What’s something fans 
might not know about you? 
 
Tate: I’m actually super intro-
verted! Performing is my out-
let, but offstage I’m more quiet 
and reflective. I think that 
contrast fuels my creativity. 
 
muze: What’s next for you in 
2025? 
 

Tate: More music, definitely. 
I’m working on an album right 
now that’s a bit more exper-
imental. And I’ll be touring—
can’t wait to bring the new 
songs to life on stage. 
 
muze: We can’t wait to hear it. 
Thanks for your time, Tate! 
 
Tate: Thank you! So excited for 
what’s next.
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STYLE & SOUND: 
TATE MCRAE’S TOUR OUTFITS 
Tate McRae’s 
“Miss Possessive” Tour outfits 
are a bold fusion of edgy 
streetwear and high-fashion 
elements, reflecting her evolu-
tion into a pop powerhouse. 

Collaborating with stylist Brett 
Alan Nelson, McRae showcas-
es a range of looks that blend 
sporty chic with glamorous 
flair. From oversized hoodies 
paired with high-waisted biker 
shorts to metallic bomber 
jackets over sleek mini skirts, 
each ensemble is designed to 
captivate both on stage and in 
the crowd. 

Accessories like chunky sneak-
ers, layered necklaces, and 
statement sunglasses com-
plete the ensemble, adding a 
touch of rebellious elegance. 
These outfits not only com-
plement her high-octane 
performances but also set new 
trends in concert fashion.

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. 

Moreover, I also have 
added my department 
page that shows a muse 
playlist of the month, 
a interview with Tate 
McRae, and concert 
oufits from tours. 
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T
here’s a brilliantly funny scene 
in Tom Stoppard’s play The 
Real Thing, where the 
character of Henry, an 
intellectual playwright, is 
invited to select his favorite 
music for BBC Radio 4’s Desert 
Island Discs programme. 

Henry’s dilemma is over 
whether to choose the sort 
of music that he thinks his 
audience would respect him 
for, or whether to be honest 
and choose the pop music 
that he loves. “You can have 
a bit of Pink Floyd shoved in 
between your symphonies and 
your Dame Janet Baker,” Henry 
muses, “that shows a 
refreshing breadth of taste, or 
at least a refreshing 
candor – but I like Wayne 
Fontana and the Mindbenders 
doing ‘Um, Um, Um, Um.’”

For an industry where image 
is key, pop music itself has 
got an image problem of its 
own. Many critics view it with 
disdain, while even fans of one 
sort of pop music consider 
other types of pop music to be 
beneath contempt – valueless 
and not worthy of being 
considered music, let alone 
art. But this is nothing new. 

In fact, this is a problem as 
old as pop music itself. For as 
far back as you care to look, 
poor old pop music has 
been bullied, belittled, and 
sneered at: 

“It’s not art, 
it’s just pop.”

In order to determine 
whether pop music is art, it is 
first necessary to 
understand what pop music 
actually is. And it’s at this, the 
most fundamental of steps, 
that most arguments begin. To 
some, pop music is 
considered disposable. They 
see it as commercially driven 
music designed by big business 
to be marketable to a teenage 
(or younger) audience who, in 
their eyes, know no better.

They think of pop as being 
music that doesn’t have the 
credibility to be described as 
“rock,” “folk,” “jazz,” “indie” – 

or any one of a hundred other 
labels. To them, pop is the 
lowest-common-denominator 
stuff that no self-respecting 
music fan would be caught 
dead listening to. 

Essentially, pop as a genre of 
its own. To others, however, 
pop might refer to any number 
of styles down the decades, 
from Frank Sinatra through 
Elvis Presley to The Beatles, 
Madonna, and countless other 
household names. 

Others still might have an even 
wider definition, thinking of 
pop music simply as music that 

isn’t classical: a catch-all for 
anything contemporary. And 
then there are even those who 
don’t consider anything “pop” 
to be music at all. At which 
point, for fear of going round 
in circles, it’s worth exploring 
the history of the very idea of 

“Pop 
Music .”
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Humans have been making 
music for as long as they’ve 
been around – longer, even. 
A flute found in a cave in 
northwestern Solvenia in 1995 
has been dated to somewhere 
around 40,000 years ago. 
Whether it was made by 
Neanderthals or Cro-Magnons 
continues to be debated, but 
what it does show is quite how 
long we – or our ancestors – 
have been enjoying music. 

Over the ages, of course, the 
style of music has changed 
unimaginably, with new 
instruments still being 
invented and developed today, 
along with new ways of playing 
them, varying ways of 
vocalizing, and so on, as 
people have become 
more sophisticated.

So at what point on the 
timeline of human existence 
does music become “pop”? 
Pop, after all, originated as 
shorthand for “popular music,” 
the sounds that were being 
dug by whatever generation in 
whichever society. The 
broadside ballads popular in 
Tudor and Stuart times are 
sometimes referred to by 
historians as 

“early pop 
music.” 

These bawdy, comical, and 
sentimental songs of the 
streets and taverns were
pedaled on sheet music by 
street vendors, and proved 
popular with landed gentry as 
much as serfs in the fields. 

In Victorian times, audiences 
would enjoy concerts by the 
German-born composer Sir 
Julius Benedict, billed as the 
London Popular Concerts.

However, most music 
historians would agree that 
pop music, as we know it, 
began with the dawning of 
the recording industry. To help 
make customers’ choices 
easier, record companies 
would color-code music of 
different genres. 

In the immediate post-war 
years, RCA Victor, for example, 
sold classical music on red 
vinyl, country and polka on 
green, children’s on yellow, 
and so on, with black the 
reserve of ordinary pop, a 
genre that covered a 
multitude of things, but 
essentially meant 

“anything else.”
Of course, many of the musical 
styles that came under 
different headings – jazz, 
blues, country, and so on – 
was simply the pop music of 
the time and place from which 
they originated. 

Today, it’s widely accepted 
that early jazz musicians such 
as Louis Armstrong and Ella 

Fitzgerald were artists of the 
highest caliber – likewise 
bebop musicians such as John 
Coltrane or Sonny Rollins. 

But at the time, many critics 
frowned upon such upstarts, 
leaping around with their 
blaring horns, making things 
up on the spot rather than 
sitting and playing notes that 
had been carefully written 
onto the page.

Similarly, blues musicians such 
as Howlin’ Wolf, Muddy 
Waters, and Sonny Boy 
Williamson were considered 
not just inferior musically, but 
weren’t even treated equally 
as people in the racially 
divided United States. Today, 
their work is enshrined in 
Smithsonian museums and the 
Library Of Congress.

“WHAT 
ABOUT 

MUSIC?”
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It wasn’t until the mid-50s that 
pop music began to actually 
mean something in its own 
right. With the explosion of 
rock’n’roll music, the pop 
business built itself an empire. 

The songwriters in New York’s 
legendary Brill Building crafted 
their art, with producers 
headed by Phil Spector 
delivering three-minute 
pop symphonies as rich and 
multi-timbred as Wagner at 
his height. (In the following 
decade, Brian Wilson’s 
production and 
songwriting expanded on 
Spector’s template; in 1966, 
Pet Sounds, marked a creative 
high point for both Wilson and 
The Beach Boys.)

But until the emergence of The 
Beatles, pop had remained 
largely ignored by critics on 
any intellectual level, with the 
music papers generally existing 
to describe new discs and 
inform the public and industry 
alike of goings-on. 

But in 1963, the renowned 
English music critic William 
Mann wrote about the 
Fab Four in The Times, in a 
manner previously reserved 
for high art: “One gets the 
impression that they think 
simultaneously of harmony 
and melody, so firmly are 
the major tonic sevenths and 
ninths built into their tunes, 
and the flat submediant key 
switches, so natural is the 
Aeolian cadence at the end 
of ‘Not A Second Time’ (the 
chord progression which ends 
Mahler’s ‘Song Of The Earth’).” 

He spoke of,

“lugubrious 
music” and

“pandiationic 
clusters,” 

and achieved dubious 
notoriety when he called 
Lennon and McCartney “the 
greatest songwriters since 
Schubert.” People who would 
not have been pop music fans 
were starting to sit up and take 
it seriously – perhaps not yet 
going as far as to call it art, but 
nonetheless applying the same 
critical analysis that would be 
applied to the traditional arts.

But although The Beatles were 
certainly creating something 
new within pop music, this 
wasn’t so much a case of pop 
music finally elevating itself to 
the level of art, as it was the 
noise it was making became so 
deafening that it was no longer 
possible to ignore it. Pop, it 
seemed, was here to stay. 

Over the next two or three 
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years, pop embraced art like 
never before. Let’s not forget 
that so many of the greatest 
pop acts come from art-college 
roots, from The Beatles to The 
Rolling Stones, The Who, David 
Bowie, Queen, REM, Blur, Pulp, 
Lady Gaga, and too many more 
to mention. And so the battle 
lines were being drawn. 

For pop’s elite in the mid-60s, 
you were either with them 
or against them. Fans of Bob 
Dylan, the darling of 
intellectual students who 
loved his political and 
protest songs, were shocked 
by what they saw as his 
“selling out” when he switched 
from acoustic to electric guitar. 
One disgruntled fan, Keith 
Butler, famously shouted 
“Judas” at him during a show 
at the Manchester Free Trade 
Hall in May 1966. 

Dylan replied contemptuously, 
“I don’t believe you.” When 
Butler was interviewed after 
the show, he sneered: “Any 
bloody pop group can do this 
rubbish!” The implication was 
that fans had come to see 
something of artistic merit – 
not pop music. But the times 
they were a-changin’.

The pop album itself was by 
now becoming a recognized 
art form, and groups were 
thinking about every aspect 
of their work, with the album 
cover being elevated from 
mere pretty packaging to 
pop-art itself. Groups and 
singers would hire the best 
photographers and graphic 
designers to create their 

record sleeves, and work 
alongside filmmakers to 
produce artful promo clips. 

Perhaps the most obvious 
example of this embracing of 
the art world is Sgt. Pepper’s 
Lonely Hearts Club Band, 
for whose cover The Beatles 
recruited the respected pop 
artist Peter Blake, but it’s 
worth noting that the idea for 
their “White Album” cover 
came out of conversations 
between McCartney and 
another respected pop artist, 
Richard Hamilton, who 
produced the poster inserted 
into the finished package.

Finally, pop had convinced the 
art world that the two camps 
were of a similar mind – pop 
was one of them. And yet it 
was in this very acceptance 
that a strange thing happened. 
With the launch of Rolling 
Stone magazine in 1967 came 
the beginning of pop criticism. 

Except it wasn’t called that; 
it was called rock criticism. 
Pop –short for “popular,” 
let’s remember – music was 
a catch-all term that became 
used to encompass whatever 
current styles were in vogue, 

be they the doo-wop of 
Frankie Lymon & The 
Teenagers, the rock’n’roll of 
Elvis Presley and Little 
Richard, the Merseybeat of 
Billy J Kramer & The Dakotas 
or The Searchers, or 
heartthrobs such as Ritchie 
Valens or Dion DiMucci. 
But now rock (without the 
roll) music was breaking away, 
distancing itself from pop as 
though in some way 
suggesting itself to be of a 
higher form. By 1968, you 
were either rock (alongside 
The Rolling Stones, The Doors, 
Pink Floyd, and Jimi Hendrix) 
or pop (like Cliff Richard, Lulu 
or Dave Dee, Dozy, Beaky, Mick 
and Tich). 

Rock had its music press, its 
critics and its intellectuals; 
pop was now strictly for little 
kids and squares. In the very 
instant that pop finally became 
accepted for what it was.

Snobbery exists around any 
form of art, and pop would 
be no different in this respect. 
While the critics (not to 
mention many fans and even 
the artists themselves) sought 
to draw a line between 
the artistically credible (rock) 
and the commercial (pop), 
other artists refused to 
be pigeonholed. 

The reality is, as with all art, 
that there is good and bad pop 
music. What proved difficult 
in the late 60s – and remains 
tough today – is to explain 
exactly what makes something 
good and something else bad. 
Marc Bolan is a good example 

of an artist that crossed the 
divide between rock and pop. 

His original Tyrannosaurus Rex 
were an interesting group, 
certainly closer to the outsider 
edges of rock than commercial 
pop, with plenty to attract
critics while also appealing to 
hippies and art students. But 
when Bolan followed Dylan’s 
lead and ditched his acoustic 
guitar in favor of an electric 
one, shortened the band’s 
name to T.Rex, and ended 
his partnership with Steve 
Peregrin Took, the result was a 
run of pop singles that brought 
him greater popularity than 
any British artist had known 
since the days of Beatlemania. 

Indeed, a new term was 
coined to describe the mania: 
T.Rextacy. It was clearly pop, 
very definitely art, and, 
crucially, extremely good.
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ABBA are another interesting 
case study. Surely nothing in 
the pop world could be further 
from art than this annual 
Europe-wide songwriting 
competition? Right?

Added to this, ABBA’s records 
sold by the bucketload. That 
people who wouldn’t 
normally pay any mind to the 
pop charts were falling in love 
with their well-crafted slices of 
pop should have removed any 
chance of credibility for the 
Swedish fab four. 

And, at the time, that may well 
have been true. But today, 
they are lauded for taking pop 
music to a new level.

Through the 70s, accusations 
of snobbery were voiced by 
many young pop fans – 

notably towards the 
increasingly cerebral noodlings 
coming from the prog rock 
camp. In 1976, these shouts 
became a roar, as punk rock 
exploded onto the scene. 

Punks were determined to 
reclaim pop music for the 
masses, refusing to see it 
disappear up its own rear end 
in a flurry of intellectualized 
virtuosity. 

Pop was for everyone, 
regardless of talent. In a way 
that harked back to the skiffle 
groups that had sprung up all 
over the country in the late 
1950s, leading to a wave of 
bands from The Beatles and 
the Stones, to The Animals, 
Kinks, and countless more, 
punk was about a look, an 
attitude, and expression, far 
more than it was about being 
able to play guitar. IM

AG
E I

S T
HE

 
KE

Y T
O S

UC
ES

S

And both scenes took seed in 
Britain’s art schools.

Key to pop’s success has 
always been image. From 
Sinatra’s blue-eyed good looks 
through the dangerous sex 
appeal of Elvis to David 
Bowie’s androgynous 
attraction, how an artist 
presents him or herself is part 
of the package.

While the music is clearly key, 
the visual effect is a huge part 
of pop – another tick in the 
Yes column in the old “is pop 
art?” debate. 

The art world embraced this 
notion with the pop art 
movement, but these artists 
could never present the full 
pop package in a gallery, 
however good their work was. 

As Pete Townsend of The Who 
explained to the Melody 
Maker in 1965, pop art was: 

“I bang my 
guitar on my            
speaker             
because of 
the visual                       
effect. It is 
very artistic. 
One gets a 
tremendous 
sound, and 
the effect 

is great.”
The post-punk pop world 
embraced this same idea in 
the early 80s. Pop groups 
became more flamboyant than 
ever before, with each act 
presenting itself in its own 
distinct fashion. 

Whether this be Boy George’s 
at-the-time shocking 
appearance in make-up and 
dresses, Adam Ant with his 
mini-movie pop videos and 
characters, or Martin Fry from 
ABC, wearing a gold lamé suit 
as he emerged from the dole 
in Sheffield. 

New romantics and new 
wave acts such as The Human 
League, Soft Cell, and Duran 
Duran exploited the value of 
image to enhance their music, 
creating a richly diverse pop 

scene that would sustain them 
for decades to come.

Meanwhile, American stars 
were similarly controlling 
every aspect of their 
presentation to ensure they 
were in control of their art. 

Michael Jackson’s videos 
became big-budget epics, 
rivaling Hollywood for their 
extravagance, while 
Madonna’s sexually charged 
performance elevated her 
stage shows to grand theatre.

This was the blueprint 
followed by Lady Gaga, who 
became an international 
superstar following her 2008 
debut album, The Fame. 

A former student at New York’s 
Tisch School Of The Arts, Gaga 
fused her avant-garde 
electronic music with pop 

9

sensitivities, added a splash of 
Bowie/Bolan glam, and 
presented herself as a 
complete package of music 
backed up by flamboyant and 
provocative visuals. As she 
explained, 

“I am a walking 
piece of art 
every day, with 
my dreams 
and  my                  
ambitions 
forward at 
all times in 
an    effort   to 
inspire my 
fans to lead 
their life in 
that way.” W
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Over the decades, the 
definition of pop has changed 
too many times to mention. In 
times of rude health, everyone 
wants to be associated with it, 
while in fallow times, artists 
have made great efforts to 
distance themselves from it. 

As we know, pop simply means 
“popular,” but it can also mean 
a style of popular music. The 
word is often used to describe 
music that has mass appeal, 
produced with a big budget, 
and intended to be 
commercially successful. 
And it’s this commercial 
success that alienates many 
who feel this aspect of the 
music business sets itself aside 
from the purists who consider 
their music to be art for its 
own sake. 

Rock fans would distance 
themselves from what they 
saw as disposable pop in the 
80s, and yet the groups they 
loved used many of the same 
tools as their perceived 
enemies – image, 
flamboyance, and so on.

What exactly pop is will be 
different from one person to 
the next. Many people think 
of Motown as soul, but to the 
soul purist, Motown is pop, 
not soul. They view Motown 
as somehow inferior, due to 
the business-like nature of 
head-honcho Berry Gordy, 
producing a conveyor belt 
of hits. 

However, by the early 70s, 
Motown artists such as Stevie 
Wonder and Marvin Gaye 
were firmly in charge of their 
own output, with albums like 
Gaye’s What’s Going On and 
Wonder’s Music Of My Mind 
as soulful as anything coming 
out of Memphis or Muscle 
Shoals. But at the same time, 
they remain some of the 
greatest pop records 
ever made.

When the great soul label 
Stax Records, home to Isaac 
Hayes, The Staple Singers and 
the late Otis Redding, invited 
the Reverend Jesse Jackson to 
open “the black Woodstock,” 
as their Wattstax festival was 
dubbed, he preached 
inclusiveness: 

“This is such a 
beautiful day, 
it is a new day.                     
We are                  
unified and 
all in accord,     
because         
together we 
got power.” 

He continued, using music as a 
metaphor: 

“Today on this 
programme 
you will hear 
gospel, and 
rhythm and 
blues, and  
jazz. All those 
are just  labels.    
We know 
that  music 
is music.”

Whatever you call it, the 
music remains the same. The 
discussion is only about how 
we interpret it – and what it 
says about us. Do those who 
dismiss pop as having no value 
really just suffer from the 
snobbery of wanting others to 
think that they, like the 
playwright in Stoppard’s play, 
are above such childish things 
as pop music?

As Henry laments in The Real 
Thing, “I’m going to look a 
total prick, aren’t I, 
announcing that while I was 
telling the French 
existentialists where they had 
got it wrong, I was spending 

the whole time listening to The 
Crystals singing ‘Da Doo Ron.’”

z
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Tate McRae is a Canadian 
singer, songwriter, and dancer 
who has rapidly ascended the 
pop music scene. Born on July 
1, 2003, in Calgary, 
Alberta, she first gained 
national attention as the first 
Canadian finalist on So You 
Think You Can Dance in 2016. 

Her early success in dance laid 
the foundation for her 
transition into music, where 
she has since become a
 defining voice of Gen Z pop.

 
McRae’s musical journey 
began with her debut single 
“One Day” in 2017, which she 
uploaded to YouTube. Her 
breakout came in 2020 with 
the viral hit“ You Broke Me 
First,” which charted in the top 
20 of the Billboard Hot 100 
and was the most-streamed 
female EP of 2021 on Spotify. 

This success led to her signing 
with RCA Records and the 
release of her debut studio 
album, i used to think i could 
fly, in 2022. The album 
showcased her versatility, 
blending pop-punk and soft 
trap elements, and included 
standout tracks like “hate 
myself” and “feel like shit.”

 
In 2023, McRae released her 
sophomore album, Think Later, 
marking a shift towards a more 
confident and self-assured 
persona. The lead single 
“Greedy” topped the Billboard 
Global 200 and the 
Canadian Hot 100, and 
peaked at number three on 

the Billboard Hot 100. The 
album debuted in the top 
five on the Billboard 200 and 
earned McRae the Juno Award 
for Artist of the Year and Single 
of the Year for “Greedy.”

Her third studio album, So 
Close to What, released in 
February 2025, debuted at 
number one on the Billboard 
200. The album’s singles “It’s 
OK I’m OK,” “2 Hands,” and 
“Sports Car” received 
widespread acclaim, with 
“Sports Car” charting in the 
top ten in multiple countries.
 
McRae’s artistry is 
characterized by her 
introspective songwriting and 
dynamic performances. She 
has cited artists like Ariana 
Grande, The Weeknd, and 
Rosalía as influences, and 
admires Zendaya and Dua Lipa 
for their multifaceted careers. 
Her choreographer, Sean 
Bankhead, has compared her 
current phase to 
Britney Spears’ “Darkchild” 
era, highlighting her evolution 
into a confident and 
commanding performer.
 
In support of So Close to What, 
McRae is set to embark on her 
first arena tour, the “Miss 
Possessive Tour,” beginning in 
May 2025. With her blend of 
emotional depth, dance 
prowess, and pop sensibility, 
McRae is poised to continue 
her ascent as a new and big
global pop icon.

z

SO CLOSE TO WHAT
TRACKLIST

MISS POSSESSIVE 
 
2 HANDS 
 
REVOLVING DOOR 
 
BLOODONMYHANDS (FEAT. FLO MILLI) 
 
DEAR GOD 
 
PURPLE LACE BRA 
 
SPORTS CAR 
 
SIGNS 
 
I KNOW LOVE (FEAT. THE KID LAROI) 
 
LIKE I DO 
 
IT’S OK I’M OK 
 
NO I’M NOT IN LOVE 
 
MEANS I CARE 
 
GREENLIGHT 
 
NOSTALGIA

Tate McRae’s third studio 
album, So Close to What, was 
released on February 21, 2025. 
The album features 15 tracks, 
including collaborations with 
Flo Milli and The Kid LAROI. 
Notably, the streaming version 
of the album includes four 
additional songs compared to 
the physical release.

So Close to What 
showcases McRae’s evolution 
into a high-octane pop artist, 
drawing from early 2000s R&B 
and dance influences. The 
album explores themes 
of love, relationships, and 
personal growth, marking a 
significant step in her musical 
journey.
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THE SPOTLIGHT: 
FEATURING TATE MCRAE
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muze: Tate, thanks for sitting 
down with us! Your latest 
single is climbing the charts. 
How are you feeling at this 
time of your life? 
 
Tate McRae: It’s honestly 
surreal. I’ve been writing 
music in my bedroom since 
I was a kid, so to see people 
connecting with it on this 
level—it’s just wild. 
 
muze: Your music often taps 
into raw emotion. Where do 
you draw inspiration from? 
 
Tate: I’m inspired by real 
experiences—my own and 
those around me. I think 
people can tell when lyrics 
come from a genuine place, 
and I’ve always wanted to be 
that kind of artist. 
 

muze: You started in dance 
before music took center 
stage. How does that 
background influence your 
performance style? 
 
Tate: Dance is still such a huge 
part of how I express myself. 
When I’m on stage, movement 
and music go hand in hand. 
It’s how I connect with the 
audience on more than just a 
vocal level. 
 
muze: What’s something fans 
might not know about you? 
 
Tate: I’m actually super 
introverted! Performing is my 
outlet, but offstage I’m more 
quiet and reflective. I think 
that contrast fuels my 
creativity. 
 

muze: What’s next for you in 
2025? 
 
Tate: More music, definitely. 
I’m working on an album right 
now that’s more experimental. 
And I’ll be touring—can’t wait 
to bring the new songs to life 
on stage. It’s What I love. 
 
muze: We can’t wait to hear it. 
Thanks for your time, Tate! 
 
Tate: Thank you! So excited for 
what’s next.
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STYLE & SOUND: 
TATE MCRAE’S TOUR OUTFITS 
Tate McRae’s 
“Miss Possessive” -
Tour outfits are a bold 
fusion of edgy streetwear and 
high-fashion elements, 
reflecting her evolution into a 
poppowerhouse. 

Collaborating with stylist Brett 
Alan Nelson, McRae 
showcases a range of looks 
that blend sporty chic with 
glamorous flair. 

From oversized hoodies paired 
with high-waisted biker shorts 
to metallic bomber jackets 
over sleek mini skirts, each 

ensemble is designed to 
captivate both on stage and in 
the crowd. 

Accessories like chunky 
sneakers, layered necklaces, 
and statement sunglasses 
complete the ensemble, 
adding a touch of rebellious 
elegance. 

These outfits not only 
complement her high-octane 
performances but also set new 
trends in concert fashion. 

BY, APRIL YUNG

BY, HECTOR FILO

Magazine Spreads:

Phase 5:

Here, is my final stage of 
my magazine. I 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.
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There’s a brilliantly funny 
scene in Tom Stoppard’s play 
The Real Thing, where the 
character of Henry, an 
intellectual playwright, is 
invited to select his favorite 
music for BBC Radio 4’s Desert 
Island Discs programme. 

Henry’s dilemma is over 
whether to choose the sort 
of music that he thinks his 
audience would respect him 
for, or whether to be honest 
and choose the pop music 
that he loves. “You can have 
a bit of Pink Floyd shoved in 
between your symphonies and 
your Dame Janet Baker,” Henry 
muses, “that shows a 
refreshing breadth of taste, or 
at least a refreshing 
candor – but I like Wayne 
Fontana and the Mindbenders 
doing ‘Um, Um, Um, Um.’”

For an industry where image 
is key, pop music itself has 
got an image problem of its 
own. Many critics view it with 
disdain, while even fans of one 
sort of pop music consider 
other types of pop music to be 
beneath contempt – valueless 
and not worthy of being 
considered music, let alone 
art. But this is nothing new. 

In fact, this is a problem as 
old as pop music itself. For as 
far back as you care to look, 
poor old pop music has 
been bullied, belittled, and 
sneered at: 

“It’s not art, 
it’s just pop.”

In order to determine 
whether pop music is art, it is 
first necessary to 
understand what pop music 
actually is. And it’s at this, the 
most fundamental of steps, 
that most arguments begin. To 
some, pop music is 
considered disposable. They 
see it as commercially driven 
music designed by big business 
to be marketable to a teenage 
(or younger) audience who, in 
their eyes, know no better.

They think of pop as being 
music that doesn’t have the 
credibility to be described as 
“rock,” “folk,” “jazz,” “indie” – 

or any one of a hundred other 
labels. To them, pop is the 
lowest-common-denominator 
stuff that no self-respecting 
music fan would be caught 
dead listening to. 

Essentially, pop as a genre of 
its own. To others, however, 
pop might refer to any number 
of styles down the decades, 
from Frank Sinatra through 
Elvis Presley to The Beatles, 
Madonna, and countless other 
household names. 

Others still might have an even 
wider definition, thinking of 
pop music simply as music that 

isn’t classical: a catch-all for 
anything contemporary. And 
then there are even those who 
don’t consider anything “pop” 
to be music at all. At which 
point, for fear of going round 
in circles, it’s worth exploring 
the history of the very idea of 

“Pop 
Music .”
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Humans have been making 
music for as long as they’ve 
been around – longer, even. 
A flute found in a cave in 
northwestern Solvenia in 1995 
has been dated to somewhere 
around 40,000 years ago. 
Whether it was made by 
Neanderthals or Cro-Magnons 
continues to be debated, but 
what it does show is quite how 
long we – or our ancestors – 
have been enjoying music. 

Over the ages, of course, the 
style of music has changed 
unimaginably, with new 
instruments still being 
invented and developed today, 
along with new ways of playing 
them, varying ways of 
vocalizing, and so on, as 
people have become 
more sophisticated.

So at what point on the 
timeline of human existence 
does music become “pop”? 
Pop, after all, originated as 
shorthand for “popular music,” 
the sounds that were being 
dug by whatever generation in 
whichever society. The 
broadside ballads popular in 
Tudor and Stuart times are 
sometimes referred to by 
historians as 

“early pop 
music.” 

These bawdy, comical, and 
sentimental songs of the 
streets and taverns were
pedaled on sheet music by 
street vendors, and proved 
popular with landed gentry as 
much as serfs in the fields. 

In Victorian times, audiences 
would enjoy concerts by the 
German-born composer Sir 
Julius Benedict, billed as the 
London Popular Concerts.

However, most music 
historians would agree that 
pop music, as we know it, 
began with the dawning of 
the recording industry. To help 
make customers’ choices 
easier, record companies 
would color-code music of 
different genres. 

In the immediate post-war 
years, RCA Victor, for example, 
sold classical music on red 
vinyl, country and polka on 
green, children’s on yellow, 
and so on, with black the 
reserve of ordinary pop, a 
genre that covered a 
multitude of things, but 
essentially meant 

“anything else.”
Of course, many of the musical 
styles that came under 
different headings – jazz, 
blues, country, and so on – 
was simply the pop music of 
the time and place from which 
they originated. 

Today, it’s widely accepted 
that early jazz musicians such 
as Louis Armstrong and Ella 

Fitzgerald were artists of the 
highest caliber – likewise 
bebop musicians such as John 
Coltrane or Sonny Rollins. 

But at the time, many critics 
frowned upon such upstarts, 
leaping around with their 
blaring horns, making things 
up on the spot rather than 
sitting and playing notes that 
had been carefully written 
onto the page.

Similarly, blues musicians such 
as Howlin’ Wolf, Muddy 
Waters, and Sonny Boy 
Williamson were considered 
not just inferior musically, but 
weren’t even treated equally 
as people in the racially 
divided United States. Today, 
their work is enshrined in 
Smithsonian museums and the 
Library Of Congress.

“WHAT 
ABOUT 

MUSIC?”
POPPOP  
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It wasn’t until the mid-50s that 
pop music began to actually 
mean something in its own 
right. With the explosion of 
rock’n’roll music, the pop 
business built itself an empire. 

The songwriters in New York’s 
legendary Brill Building crafted 
their art, with producers 
headed by Phil Spector 
delivering three-minute 
pop symphonies as rich and 
multi-timbred as Wagner at 
his height. (In the following 
decade, Brian Wilson’s 
production and 
songwriting expanded on 
Spector’s template; in 1966, 
Pet Sounds, marked a creative 
high point for both Wilson and 
The Beach Boys.)

But until the emergence of The 
Beatles, pop had remained 
largely ignored by critics on 
any intellectual level, with the 
music papers generally existing 
to describe new discs and 
inform the public and industry 
alike of goings-on. 

But in 1963, the renowned 
English music critic William 
Mann wrote about the 
Fab Four in The Times, in a 
manner previously reserved 
for high art: “One gets the 
impression that they think 
simultaneously of harmony 
and melody, so firmly are 
the major tonic sevenths and 
ninths built into their tunes, 
and the flat submediant key 
switches, so natural is the 
Aeolian cadence at the end 
of ‘Not A Second Time’ (the 
chord progression which ends 
Mahler’s ‘Song Of The Earth’).” 

He spoke of,

“lugubrious 
music” and

“pandiationic 
clusters,” 

and achieved dubious 
notoriety when he called 
Lennon and McCartney “the 
greatest songwriters since 
Schubert.” People who would 
not have been pop music fans 
were starting to sit up and take 
it seriously – perhaps not yet 
going as far as to call it art, but 
nonetheless applying the same 
critical analysis that would be 
applied to the traditional arts.

But although The Beatles were 
certainly creating something 
new within pop music, this 
wasn’t so much a case of pop 
music finally elevating itself to 
the level of art, as it was the 
noise it was making became so 
deafening that it was no longer 
possible to ignore it. Pop, it 
seemed, was here to stay. 

Over the next two or three 
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years, pop embraced art like 
never before. Let’s not forget 
that so many of the greatest 
pop acts come from art-college 
roots, from The Beatles to The 
Rolling Stones, The Who, David 
Bowie, Queen, REM, Blur, Pulp, 
Lady Gaga, and too many more 
to mention. And so the battle 
lines were being drawn. 

For pop’s elite in the mid-60s, 
you were either with them 
or against them. Fans of Bob 
Dylan, the darling of 
intellectual students who 
loved his political and 
protest songs, were shocked 
by what they saw as his 
“selling out” when he switched 
from acoustic to electric guitar. 
One disgruntled fan, Keith 
Butler, famously shouted 
“Judas” at him during a show 
at the Manchester Free Trade 
Hall in May 1966. 

Dylan replied contemptuously, 
“I don’t believe you.” When 
Butler was interviewed after 
the show, he sneered: “Any 
bloody pop group can do this 
rubbish!” The implication was 
that fans had come to see 
something of artistic merit – 
not pop music. But the times 
they were a-changin’.

The pop album itself was by 
now becoming a recognized 
art form, and groups were 
thinking about every aspect 
of their work, with the album 
cover being elevated from 
mere pretty packaging to 
pop-art itself. Groups and 
singers would hire the best 
photographers and graphic 
designers to create their 

record sleeves, and work 
alongside filmmakers to 
produce artful promo clips. 

Perhaps the most obvious 
example of this embracing of 
the art world is Sgt. Pepper’s 
Lonely Hearts Club Band, 
for whose cover The Beatles 
recruited the respected pop 
artist Peter Blake, but it’s 
worth noting that the idea for 
their “White Album” cover 
came out of conversations 
between McCartney and 
another respected pop artist, 
Richard Hamilton, who 
produced the poster inserted 
into the finished package.

Finally, pop had convinced the 
art world that the two camps 
were of a similar mind – pop 
was one of them. And yet it 
was in this very acceptance 
that a strange thing happened. 
With the launch of Rolling 
Stone magazine in 1967 came 
the beginning of pop criticism. 

Except it wasn’t called that; 
it was called rock criticism. 
Pop –short for “popular,” 
let’s remember – music was 
a catch-all term that became 
used to encompass whatever 
current styles were in vogue, 

be they the doo-wop of 
Frankie Lymon & The 
Teenagers, the rock’n’roll of 
Elvis Presley and Little 
Richard, the Merseybeat of 
Billy J Kramer & The Dakotas 
or The Searchers, or 
heartthrobs such as Ritchie 
Valens or Dion DiMucci. 
But now rock (without the 
roll) music was breaking away, 
distancing itself from pop as 
though in some way 
suggesting itself to be of a 
higher form. By 1968, you 
were either rock (alongside 
The Rolling Stones, The Doors, 
Pink Floyd, and Jimi Hendrix) 
or pop (like Cliff Richard, Lulu 
or Dave Dee, Dozy, Beaky, Mick 
and Tich). 

Rock had its music press, its 
critics and its intellectuals; 
pop was now strictly for little 
kids and squares. In the very 
instant that pop finally became 
accepted for what it was.

Snobbery exists around any 
form of art, and pop would 
be no different in this respect. 
While the critics (not to 
mention many fans and even 
the artists themselves) sought 
to draw a line between 
the artistically credible (rock) 
and the commercial (pop), 
other artists refused to 
be pigeonholed. 

The reality is, as with all art, 
that there is good and bad pop 
music. What proved difficult 
in the late 60s – and remains 
tough today – is to explain 
exactly what makes something 
good and something else bad. 
Marc Bolan is a good example 

of an artist that crossed the 
divide between rock and pop. 

His original Tyrannosaurus Rex 
were an interesting group, 
certainly closer to the outsider 
edges of rock than commercial 
pop, with plenty to attract
critics while also appealing to 
hippies and art students. But 
when Bolan followed Dylan’s 
lead and ditched his acoustic 
guitar in favor of an electric 
one, shortened the band’s 
name to T.Rex, and ended 
his partnership with Steve 
Peregrin Took, the result was a 
run of pop singles that brought 
him greater popularity than 
any British artist had known 
since the days of Beatlemania. 

Indeed, a new term was 
coined to describe the mania: 
T.Rextacy. It was clearly pop, 
very definitely art, and, 
crucially, extremely good.

muze 05 muze 06
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Tate McRae is a Canadian 
singer, songwriter, and dancer 
who has rapidly ascended the 
pop music scene. Born on July 
1, 2003, in Calgary, 
Alberta, she first gained 
national attention as the first 
Canadian finalist on So You 
Think You Can Dance in 2016. 

Her early success in dance laid 
the foundation for her 
transition into music, where 
she has since become a
 defining voice of Gen Z pop.

 
McRae’s musical journey 
began with her debut single 
“One Day” in 2017, which she 
uploaded to YouTube. Her 
breakout came in 2020 with 
the viral hit“ You Broke Me 
First,” which charted in the top 
20 of the Billboard Hot 100 
and was the most-streamed 
female EP of 2021 on Spotify. 

This success led to her signing 
with RCA Records and the 
release of her debut studio 
album, i used to think i could 
fly, in 2022. The album 
showcased her versatility, 
blending pop-punk and soft 
trap elements, and included 
standout tracks like “hate 
myself” and “feel like shit.”

 
In 2023, McRae released her 
sophomore album, Think Later, 
marking a shift towards a more 
confident and self-assured 
persona. The lead single 
“Greedy” topped the Billboard 
Global 200 and the 
Canadian Hot 100, and 
peaked at number three on 

the Billboard Hot 100. The 
album debuted in the top 
five on the Billboard 200 and 
earned McRae the Juno Award 
for Artist of the Year and Single 
of the Year for “Greedy.”

Her third studio album, So 
Close to What, released in 
February 2025, debuted at 
number one on the Billboard 
200. The album’s singles “It’s 
OK I’m OK,” “2 Hands,” and 
“Sports Car” received 
widespread acclaim, with 
“Sports Car” charting in the 
top ten in multiple countries.
 
McRae’s artistry is 
characterized by her 
introspective songwriting and 
dynamic performances. She 
has cited artists like Ariana 
Grande, The Weeknd, and 
Rosalía as influences, and 
admires Zendaya and Dua Lipa 
for their multifaceted careers. 
Her choreographer, Sean 
Bankhead, has compared her 
current phase to 
Britney Spears’ “Darkchild” 
era, highlighting her evolution 
into a confident and 
commanding performer.
 
In support of So Close to What, 
McRae is set to embark on her 
first arena tour, the “Miss 
Possessive Tour,” beginning in 
May 2025. With her blend of 
emotional depth, dance 
prowess, and pop sensibility, 
McRae is poised to continue 
her ascent as a new and big
global pop icon.

z

SO CLOSE TO WHAT
TRACKLIST

MISS POSSESSIVE 
 
2 HANDS 
 
REVOLVING DOOR 
 
BLOODONMYHANDS (FEAT. FLO MILLI) 
 
DEAR GOD 
 
PURPLE LACE BRA 
 
SPORTS CAR 
 
SIGNS 
 
I KNOW LOVE (FEAT. THE KID LAROI) 
 
LIKE I DO 
 
IT’S OK I’M OK 
 
NO I’M NOT IN LOVE 
 
MEANS I CARE 
 
GREENLIGHT 
 
NOSTALGIA

Tate McRae’s third studio 
album, So Close to What, was 
released on February 21, 2025. 
The album features 15 tracks, 
including collaborations with 
Flo Milli and The Kid LAROI. 
Notably, the streaming version 
of the album includes four 
additional songs compared to 
the physical release.

So Close to What 
showcases McRae’s evolution 
into a high-octane pop artist, 
drawing from early 2000s R&B 
and dance influences. The 
album explores themes 
of love, relationships, and 
personal growth, marking a 
significant step in her musical 
journey.
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muze: Tate, thanks for sitting 
down with us! Your latest 
single is climbing the charts. 
How are you feeling at this 
time of your life? 
 
Tate McRae: It’s honestly 
surreal. I’ve been writing 
music in my bedroom since 
I was a kid, so to see people 
connecting with it on this 
level—it’s just wild. 
 
muze: Your music often taps 
into raw emotion. Where do 
you draw inspiration from? 
 
Tate: I’m inspired by real 
experiences—my own and 
those around me. I think 
people can tell when lyrics 
come from a genuine place, 
and I’ve always wanted to be 
that kind of artist. 
 

muze: You started in dance 
before music took center 
stage. How does that 
background influence your 
performance style? 
 
Tate: Dance is still such a huge 
part of how I express myself. 
When I’m on stage, movement 
and music go hand in hand. 
It’s how I connect with the 
audience on more than just a 
vocal level. 
 
muze: What’s something fans 
might not know about you? 
 
Tate: I’m actually super 
introverted! Performing is my 
outlet, but offstage I’m more 
quiet and reflective. I think 
that contrast fuels my 
creativity. 
 

muze: What’s next for you in 
2025? 
 
Tate: More music, definitely. 
I’m working on an album right 
now that’s more experimental. 
And I’ll be touring—can’t wait 
to bring the new songs to life 
on stage. It’s What I love. 
 
muze: We can’t wait to hear it. 
Thanks for your time, Tate! 
 
Tate: Thank you! So excited for 
what’s next.
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STYLE & SOUND: 
TATE MCRAE’S TOUR OUTFITS 
Tate McRae’s 
“Miss Possessive” -
Tour outfits are a bold 
fusion of edgy streetwear and 
high-fashion elements, 
reflecting her evolution into a 
poppowerhouse. 

Collaborating with stylist Brett 
Alan Nelson, McRae 
showcases a range of looks 
that blend sporty chic with 
glamorous flair. 

From oversized hoodies paired 
with high-waisted biker shorts 
to metallic bomber jackets 
over sleek mini skirts, each 

ensemble is designed to 
captivate both on stage and in 
the crowd. 

Accessories like chunky 
sneakers, layered necklaces, 
and statement sunglasses 
complete the ensemble, 
adding a touch of rebellious 
elegance. 

These outfits not only 
complement her high-octane 
performances but also set new 
trends in concert fashion. 

BY, APRIL YUNG
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L Sweden’s Eurovision winners 
ABBA are another interesting 
case study. Surely nothing in 
the pop world could be further 
from art than this annual 
Europe-wide songwriting 
competition? Right?

Added to this, ABBA’s records 
sold by the bucketload. That 
people who wouldn’t 
normally pay any mind to the 
pop charts were falling in love 
with their well-crafted slices of 
pop should have removed any 
chance of credibility for the 
Swedish fab four. 

And, at the time, that may well 
have been true. But today, 
they are lauded for taking pop 
music to a new level.

Through the 70s, accusations 
of snobbery were voiced by 
many young pop fans – 

notably towards the 
increasingly cerebral noodlings 
coming from the prog rock 
camp. In 1976, these shouts 
became a roar, as punk rock 
exploded onto the scene. 

Punks were determined to 
reclaim pop music for the 
masses, refusing to see it 
disappear up its own rear end 
in a flurry of intellectualized 
virtuosity. 

Pop was for everyone, 
regardless of talent. In a way 
that harked back to the skiffle 
groups that had sprung up all 
over the country in the late 
1950s, leading to a wave of 
bands from The Beatles and 
the Stones, to The Animals, 
Kinks, and countless more, 
punk was about a look, an 
attitude, and expression, far 
more than it was about being 
able to play guitar. IM
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And both scenes took seed in 
Britain’s art schools.

Key to pop’s success has 
always been image. From 
Sinatra’s blue-eyed good looks 
through the dangerous sex 
appeal of Elvis to David 
Bowie’s androgynous 
attraction, how an artist 
presents him or herself is part 
of the package.

While the music is clearly key, 
the visual effect is a huge part 
of pop – another tick in the 
Yes column in the old “is pop 
art?” debate. 

The art world embraced this 
notion with the pop art 
movement, but these artists 
could never present the full 
pop package in a gallery, 
however good their work was. 

As Pete Townsend of The Who 
explained to the Melody 
Maker in 1965, pop art was: 

“I bang my 
guitar on my            
speaker             
because of 
the visual                       
effect. It is 
very artistic. 
One gets a 
tremendous 
sound, and 
the effect 

is great.”
The post-punk pop world 
embraced this same idea in 
the early 80s. Pop groups 
became more flamboyant than 
ever before, with each act 
presenting itself in its own 
distinct fashion. 

Whether this be Boy George’s 
at-the-time shocking 
appearance in make-up and 
dresses, Adam Ant with his 
mini-movie pop videos and 
characters, or Martin Fry from 
ABC, wearing a gold lamé suit 
as he emerged from the dole 
in Sheffield. 

New romantics and new 
wave acts such as The Human 
League, Soft Cell, and Duran 
Duran exploited the value of 
image to enhance their music, 
creating a richly diverse pop 

scene that would sustain them 
for decades to come.

Meanwhile, American stars 
were similarly controlling 
every aspect of their 
presentation to ensure they 
were in control of their art. 

Michael Jackson’s videos 
became big-budget epics, 
rivaling Hollywood for their 
extravagance, while 
Madonna’s sexually charged 
performance elevated her 
stage shows to grand theatre.

This was the blueprint 
followed by Lady Gaga, who 
became an international 
superstar following her 2008 
debut album, The Fame. 

A former student at New York’s 
Tisch School Of The Arts, Gaga 
fused her avant-garde 
electronic music with pop 

muze 07 muze 08

9

sensitivities, added a splash of 
Bowie/Bolan glam, and 
presented herself as a 
complete package of music 
backed up by flamboyant and 
provocative visuals. As she 
explained, 

“I am a walking 
piece of art 
every day, with 
my dreams 
and  my                  
ambitions 
forward at 
all times in 
an    effort   to 
inspire my 
fans to lead 
their life in 
that way.” W
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Over the decades, the 
definition of pop has changed 
too many times to mention. In 
times of rude health, everyone 
wants to be associated with it, 
while in fallow times, artists 
have made great efforts to 
distance themselves from it. 

As we know, pop simply means 
“popular,” but it can also mean 
a style of popular music. The 
word is often used to describe 
music that has mass appeal, 
produced with a big budget, 
and intended to be 
commercially successful. 
And it’s this commercial 
success that alienates many 
who feel this aspect of the 
music business sets itself aside 
from the purists who consider 
their music to be art for its 
own sake. 

Rock fans would distance 
themselves from what they 
saw as disposable pop in the 
80s, and yet the groups they 
loved used many of the same 
tools as their perceived 
enemies – image, 
flamboyance, and so on.

What exactly pop is will be 
different from one person to 
the next. Many people think 
of Motown as soul, but to the 
soul purist, Motown is pop, 
not soul. They view Motown 
as somehow inferior, due to 
the business-like nature of 
head-honcho Berry Gordy, 
producing a conveyor belt 
of hits. 

However, by the early 70s, 
Motown artists such as Stevie 
Wonder and Marvin Gaye 
were firmly in charge of their 
own output, with albums like 
Gaye’s What’s Going On and 
Wonder’s Music Of My Mind 
as soulful as anything coming 
out of Memphis or Muscle 
Shoals. But at the same time, 
they remain some of the 
greatest pop records 
ever made.

When the great soul label 
Stax Records, home to Isaac 
Hayes, The Staple Singers and 
the late Otis Redding, invited 
the Reverend Jesse Jackson to 
open “the black Woodstock,” 
as their Wattstax festival was 
dubbed, he preached 
inclusiveness: 

“This is such a 
beautiful day, 
it is a new day.                     
We are                  
unified and 
all in accord,     
because         
together we 
got power.” 

He continued, using music as a 
metaphor: 

“Today on this 
programme 
you will hear 
gospel, and 
rhythm and 
blues, and  
jazz. All those 
are just  labels.    
We know 
that  music 
is music.”

Whatever you call it, the 
music remains the same. The 
discussion is only about how 
we interpret it – and what it 
says about us. Do those who 
dismiss pop as having no value 
really just suffer from the 
snobbery of wanting others to 
think that they, like the 
playwright in Stoppard’s play, 
are above such childish things 
as pop music?

As Henry laments in The Real 
Thing, “I’m going to look a 
total prick, aren’t I, 
announcing that while I was 
telling the French 
existentialists where they had 
got it wrong, I was spending 

the whole time listening to The 
Crystals singing ‘Da Doo Ron.’”

z
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Client:
NIKE Inc.

Objectives & 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, etc.

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, I 
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).

Creative BriefMinimal Packaging

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.
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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, I plan to follow Nike’s 
branding guidelines by using brand 
colors. Such as, orange, light grey, 
and orange. I 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  
a long time.

Subject ResearchMinimal Packaging
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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. 

Subject ResearchMinimal Packaging

SOLUTION:

For this project, I propose a  
new concept for the classic 
Nike shoebox. I 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, I plan to 
use the classic Nike branding and 
color palette. With this, I 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, etc. and maximize 
consumer experience. 
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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, I don’t prefer the 
drawstring bags.  
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Aa abcdefghijklmnopqrstuvxyz
ABCDEFGHIJKLMNOPQRSTUVXYZ

FUTURA BOLD

Aa abcdefghijklmnopqrstuvxyz
ABCDEFGHIJKLMNOPQRSTUVXYZ

FUTURA BOLD OBLIQUE

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:

SECONDARY COLORS:

BACKGROUND COLOR

C: 0 M: 0  Y: 0 K: 100

HEX CODE: #000000

BACKGROUND COLOR

C: 9 M: 6 Y: 7 K: 0

HEX CODE: #E5E5E5

BACKGROUND COLOR

C: 3  M: 82   Y: 83  K: 0

HEX CODE: # E9543B

COLOR PALETTE:

For this project, I 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 
additional Nike brand colors but they 
will not be included in this project.

BACKGROUND COLOR

C: 0 M: 0 Y: 0 K: 0

HEX CODE: #FFFFFF
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Color PaletteMinimal Packaging
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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. 

Logo UsageMinimal Packaging
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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 to the gym, the court, or hopping  a plane to your next challenge, this sleek 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 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 its best, 
follow these care steps for safe hand washing:

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

2. 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 
to remove excess water (no wringing).

4. Air dry
Lay flat or hang in a ventilated area away from direct heat or 
sunlight until 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:
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.

NIKE Inc.

JUST DO 
IT BAG

$25.00

PRICE TAG INSIDE

NIKE Inc.

JUST DO 
IT BAG

$25.00

NIKE Inc.

JUST DO 
IT BAG

$25.00
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BAG PACKAGING:
For the bag, I will be representing the 
large Nike logo on top of the existing 
Nike shoe box. So, these roughs are a 
series of logo colors I 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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NIKE Inc.

JUST DO 
IT BAG

$25.00

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 to the gym, the court, or hopping  a plane to your next challenge, this sleek 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 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 its best, 
follow these care steps for safe hand washing:

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

2. 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 
to remove excess water (no wringing).

4. Air dry
Lay flat or hang in a ventilated area away from direct heat or 
sunlight until fully dry.

ZINETAG

BAG BRANDING



NIKE Inc.

JUST DO 
IT BAG

$25.00
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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 to the gym, the court, or hopping  a plane to your next challenge, this sleek 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 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 its best, 
follow these care steps for safe hand washing:

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

2. 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 
to remove excess water (no wringing).

4. Air dry
Lay flat or hang in a ventilated area away from direct heat or 
sunlight until fully dry.

ZINETAG

BAG BRANDING



NIKE Inc.

JUST DO 
IT BAG

$25.00
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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 to the gym, the court, or hopping  a plane to your next challenge, this sleek 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 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 its best, 
follow these care steps for safe hand washing:

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

2. 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 
to remove excess water (no wringing).

4. Air dry
Lay flat or hang in a ventilated area away from direct heat or 
sunlight until fully dry.

ZINETAG

BAG BRANDING



NIKE Inc.

JUST DO 
IT BAG

$25.00

POSSIBLE COLOR COMBINATIONS:
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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 to the gym, the court, or hopping  a plane to your next challenge, this sleek 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 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 its best, 
follow these care steps for safe hand washing:

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

2. 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 
to remove excess water (no wringing).

4. Air dry
Lay flat or hang in a ventilated area away from direct heat or 
sunlight until fully dry.

ZINETAG

BAG BRANDING
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DESIGN LAYOUT:

NIKE Inc.

JUST DO 
IT BAG

$25.00

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 to the gym, the court, or hopping  a plane to your next challenge, this sleek 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 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 its best, 
follow these care steps for safe hand washing:

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

2. 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 
to remove excess water (no wringing).

4. Air dry
Lay flat or hang in a ventilated area away from direct heat or 
sunlight until fully dry.

ZINETAG

BAG BRANDING
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THANK YOU!

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


