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I’m Rachel, a graphic designer specializing in building 
brands that feel as intentional as they look. Through 
my studio, Rachel Corinne Creative, I work with small 
business owners and entrepreneurs to create cohesive, 
strategic visual identities built to last across every 
touchpoint.

My work has centered on brand identity and visual 
systems: logos, packaging, brand collateral, and 
style guides for clients who want their brand to mean 
something. I believe great design isn’t just beautiful; 
it’s purposeful. Every color, typeface, and composition 
choice tells a story, and my job is to make sure that story 
is the right one.

That same systems thinking carries into communication 
design. I turn written messaging into infographics, 
posters, digital graphics, and print-ready materials that 
people can understand at a glance. I design to Section 

508 and WCAG 2.1 AA standards from the start, with compliant color contrast, readable typography, clear 
visual hierarchy, and alt-text-ready assets, and I’m comfortable incorporating accessibility reviewer feedback 
into revisions. I also keep organized, version-controlled design files, which makes it easy to stay consistent 
across a large set of related assets, track revisions, and reuse work in future campaigns.

I enjoy being part of a team. I’m used to collaborating with writers, project leads, and stakeholders, explaining 
design decisions in plain language to non-designers, and working through review cycles without losing the 
integrity of the design. I’m comfortable in structured, deadline-driven environments and managing multiple 
deliverables at once.

I have a Bachelor of Arts in Graphic Design with a minor in Marketing from Southern New Hampshire 
University, where I graduated Summa Cum Laude. I’m also a member of the National Society of Leadership 
and Success and hold certificates from AIGA in client relations, data analytics, digital marketing, and project 
management for creatives. I am a member of AIGA, the Graphic Artists Guild, and Alpha Sigma Lambda. 

I’m especially drawn to mission-driven work, where good design helps people understand something important 
and act on it.

About Me
Rachel Brown



Plating Shop Renovation: Federal Proposal Design for HHI Corporation

Role: Lead Designer (logo, color palette, typography, layout, graphics, full document formatting)
Client: HHI Corporation, a federal construction contractor
Deliverables: 105-page, $300 million two-volume Technical and Price proposal, custom project 
logo, all infographics
Timeline: About 7 weeks
Tools: Adobe InDesign, Adobe Illustrator

The Challenge

HHI was bidding on a U.S. Army Corps of Engineers contract to renovate the plating shop at Hill Air Force Base. 
Their first submission wasn’t accepted. For the second, they needed a proposal that looked as capable as their team 
and made every scored section easy for government evaluators to find, read, and check off.

The Approach

I built the project from a blank page. The custom logo shows an F-16 landing gear wheel riding the conveyor 
that carries it through the plating facility, which ties the bid’s identity to the work itself. I designed it to work in a 
single color so it could run consistently across the covers, running headers, and tab dividers. I presented four cover 
directions, and the client selected my recommended option.

HHI didn’t have brand guidelines or defined color codes, so I used a color tool to identify the exact values of their 
existing blue. I deepened that blue to improve contrast for accessibility, then built a cohesive palette around it with 
muted gold and warm cream. The combination reads as premium and trustworthy, which matters in a proposal where 
evaluators are deciding who they can rely on.

I set the document in Arial. It’s government-approved, and a clean sans-serif keeps dense technical content 
readable. I formatted the entire proposal and designed every graphic, including the org chart, teaming diagram, and 
past-performance matrix. Full-bleed tab dividers open each evaluation factor, and running headers keep evaluators 
oriented on every page.

I partnered with the proposal manager and worked directly with HHI’s procurement team, estimators, and 
subcontractors to turn their content into one cohesive document.

The Result

The second submission was accepted and awarded.  

“You did amazing work. You and [the proposal manager] are a great team.”
— Jeff Nichols, Vice President, HHI Corporation

Shared with permission from HHI Corporation. Written content was developed by the proposal manager and client 
team, and all photography was provided by the client. My role covered the visual design, layout, and graphics. 
Placeholder text and redactions protect proprietary and procurement-sensitive information.





“This looks great. It showcases a clear cut example of flow down for management personnel.” 
— Lexie Oenes, Estimator, HHI Corporation







Custom project logo for the Plating Shop Renovation bid. The icon is an F-16 landing gear wheel serviced at 
the plating facility, and the sweeping line is the conveyor that carries it through the plating process. The mark 

works in a single color, so it holds up in black, navy, and reversed white across covers, headers, and tab 
dividers.









































































































FutureFunds: Mobile-First Landing Page Redesign

Role: UX/UI Designer (research, wireframes, mobile and desktop UI, accessibility)
Project Type: Concept project
Deliverables: Competitive analysis, revised wireframes, responsive landing page for mobile and 
desktop, investment calculator interface, usability testing plan
Tools: Adobe XD, Adobe Illustrator

The Challenge

FutureFunds, a financial planning firm for young professionals, needed a landing page that turns visitors into 
clients. The brief included established brand guidelines, three user personas, and five required features: services, an 
investment calculator, appointment scheduling, recent blog posts, and testimonials.

An initial wireframe had already been tested with users, and it wasn’t working. It asked visitors to schedule an 
appointment before they knew what the company did. Reviews came before any explanation of services; there was 
almost no white space, and users couldn’t tell what the unlabeled cards, arrow buttons, or calculator were for. When 
asked where they’d click to learn more, none of them could say.

I defined the problem this way: Young professionals seeking financial guidance will benefit from a welcoming and 
informative landing page experience that fosters trust and effectively highlights FutureFunds’ value proposition. 
“Welcoming,” “informative,” and “trust” became the criteria for every design decision.

The Approach

I studied how Betterment, Wealthfront, and SoFi handle the same problems. Betterment informed how I organized the 
services and testimonial cards, Wealthfront informed the magazine-style blog layout and reduced cognitive load, 
and SoFi informed the minimal forms and benefit-focused messaging.

I then restructured the page around how people actually make decisions: who FutureFunds is, what they offer, a tool 
to explore, what clients say, and how to get in touch. Each problem from testing got a direct fix:

•	 A clear value proposition leads the page, with two labeled actions.
•	 Every button has a text label that says what it does.
•	 The calculator has a title, a description, labeled fields, and a dedicated results area.
•	 Blog cards show a category, date, and headline.
•	 The appointment form became its own simplified step instead of an overwhelming first ask.
•	 Generous white space and consistent alignment give each section room.

I designed mobile-first. The stacked layout works for thumb navigation, the menu collapses to keep the screen 
clear, and progressive disclosure keeps users from seeing too much at once. The calculator stays available without 
dominating the page.

Brand and Accessibility

I worked within FutureFunds’ existing logo and colors. The brand’s primary green (#23C686) has only about a 
2.2:1 contrast ratio with white text, so I expanded the palette with a deeper green (#16744E) for buttons and 
backgrounds, raising contrast to about 5.8:1 to meet WCAG AA. The brighter green stays in the logo and accents. 



I paired Montserrat headings with Open Sans body text because they complement the typeface in the FutureFunds 
logo while keeping longer text easy to read.
Accessibility was built in throughout:

•	 Text sizes and touch targets were checked against accessibility standards.
•	 The heading structure works with screen readers.
•	 Color is never the only way information is communicated.
•	 Form fields have visible labels and clear instructions.
•	 Images include alt text.

The Result

The final design answers the question the original couldn’t: where to click next. To validate it, I wrote a usability 
testing plan with five tasks covering navigation, finding services, finding contact information, first impressions, and 
overall organization. Next steps are testing, refining based on results, and A/B testing the key conversion points.
The project reinforced a principle I bring to every design: prioritize what users need over what the business assumes 
they need, and let real feedback drive the decisions.

FutureFunds is a fictional client. The brief, brand assets, personas, and initial user feedback were provided; the research, 
UX/UI design, and testing plan are my own. Names, testimonials, and articles are placeholder content.
 

Mock Ups

FutureFunds Lying MacBook Pro Mockup.png



FutureFunds Lying MacBook Pro Mockup.png

FutureFunds Mobile phone mockup.png



 iPhone 16 Pro Mockup- Future Funds.png







The Social Media Revolution: Data Infographic for Tech Crowd Magazine

Role: Information Designer (data analysis, visualization, layout)
Project Type: Concept project
Deliverables: Single-page editorial infographic with three data visualizations
Tools: Microsoft Excel, Adobe Illustrator

The Challenge

Tech Crowd Magazine writes for tech and business professionals ages 28 to 45 who use social media strategically 
and want data-driven insights. The magazine needed an infographic that turned a decade of social media usage 
data into a story its readers could act on.

There were two constraints. The design had to stay within Tech Crowd’s existing brand guidelines: five brand colors, 
Aileron typography, and strict logo rules. And every chart had to be built from the data in Excel. The source was a 
spreadsheet of percentages from Pew Research Center. My job was to find the story and make it compelling. 

The Approach

I started by finding the narrative. Between 2012 and 2021, social media shifted from Facebook’s dominance to a 
landscape where most people use several platforms at once. I structured the infographic in three parts, each chart 
answering one question:

• How did we get here? A multi-line chart tracks platform adoption from 2012 to 2021: Facebook’s climb and
plateau, YouTube’s arrival at the top, Instagram’s steady rise, and Twitter holding flat.

• Where are we now? A horizontal bar chart ranks 11 platforms in 2021. The horizontal layout leaves room for
platform names, and color groups them into tiers: leaders, a competitive middle, and newcomers.

• What does this mean for people? A 100-person icon array shows how many platforms adults use. Instead of
reading “57% use four or more,” readers see it.

The sequence moves from industry trends to individual behavior, so the story builds from the big picture to something 
personal. I built each chart in Excel so the data stayed accurate, then exported them to Illustrator to style them to the 
brand. I worked only within Tech Crowd’s palette and assigned each color a job: Tech Blue for the top tier, Crowd 
Green for the middle, and Mustard for newcomers. I borrowed the bold color-block panels from the brand style 
guide for the section headers. Each chart sits beside a Tech Blue panel that explains the takeaway in the magazine’s 
confident, conversational voice, so busy readers get the insight without decoding the chart themselves.

The Result

The hardest part was balancing accuracy and legibility with personality. Data has to stay honest and readable, but 
a page of clean charts can easily feel sterile. I kept the charts themselves simple and true to the numbers, and let the 
brand’s color blocks, the narrative panels, and the human icon array carry the energy. Working within a strict brand 
system meant the creativity had to come from the story and structure rather than from new colors or fonts, and that 
constraint made the design stronger.

Tech Crowd is a fictional magazine; the brand guidelines were provided. Data: Pew Research Center, Social Media 
Use in the United States, 2012–2021. Multi-platform usage figures are estimates calculated from platform adoption data. 
Icons: Envato Elements.
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The Social Media Revolution: 
From Facebook’s Empire to Multi-Platform Reality

Between 2012 and 2021, social media transformed from Facebook's dominance to a diverse ecosystem where you strategically navigate multiple 
platforms. This evolution reveals how adoption patterns shifted from single-platform loyalty to multi-channel engagement, with video platforms 
experiencing explosive growth while Facebook plateaued at the top. For tech professionals ages 28-45, understanding these trends helps you make 
smart platform investment decisions.

The Platform Journey: 2012-2021

Facebook maintained its leadership position 
throughout the decade, growing from 54% to 69% 

before plateauing. YouTube's explosive entrance in 
2018 transformed the landscape, rocketing from 
73% to 81% in just three years. Instagram showed 
steady, consistent growth from 9% to 40%, while 

Twitter held relatively stable at 23%, proving not all 
platforms need aggressive growth to maintain 

relevance. The crossing lines tell the story: we've 
moved from Facebook's singular dominance to a 

competitive multi-platform world.

Where We Stand Today: 2021 Rankings

YouTube and Facebook dominate the top tier, but 
the competitive middle tier reveals how diversified 

social media has become. Five platforms claim 
20-40% adoption, each carving out distinct niches. 
Instagram leads visual storytelling, LinkedIn owns 
professional networking, and Pinterest commands 

the inspiration space. Meanwhile, emerging 
platforms like TikTok and Reddit prove there's still 

room for newcomers to make an impact. The bottom 
line? You're not choosing one platform over 

another—you're building custom platform portfolios 
based on your needs.

The Multi-Platform Reality: How Many Do You Use?

The majority of adults (57%) now navigate 4 or more 
platforms simultaneously. This isn't platform 

abandonment—it's strategic diversification. You 
assign different platforms distinct roles: Facebook 

for networking and family connections, YouTube for 
learning and entertainment, Instagram for visual 

inspiration, Reddit for community discussions, and 
TikTok for staying on trend. The single-platform era 

is over. Today's digital citizens are multi-platform 
natives, and that's the new normal.

Social media has evolved from Facebook's empire to a sophisticated multi-platform ecosystem. Video content dominates growth, diversification is 
standard practice, and you must strategically navigate multiple channels to stay connected in today's digital landscape. The question isn't which platform 
to choose—it's how to effectively manage your presence across the platforms that matter most to your goals.

Source: Pew Research Center, Social Media Use in the United States, 2012-2021 Multi-platform usage estimates based on calculated averages from platform adoption data
Icons: Envato Elements| Design: Rachel Brown for Tech Crowd Magazine



Keep Your Community Fresh: Multi-Channel Campaign for Fresh Fare 
Farms

Role: Designer (campaign concept, layout, photo selection, animation)
Project Type: Concept project
Deliverables: Full-page magazine ad, three-panel seamless Instagram carousel, animated sky-
scraper banner ad
Tools: Adobe InDesign, Adobe Illustrator, Adobe Photoshop

The Challenge

Fresh Fare Farms is a meal kit delivery service that sources from local farms using sustainable practices. For Hunger 
Action Month, they wanted to grow their customer base with a simple offer: for every new sign-up, they donate to a 
food bank in that customer’s area.

The campaign had to reach Gen Z and Millennial audiences across print, social, and web display, and every piece 
had to live inside an established brand system. The brand guidelines set the rules for logo placement, typography, 
color, photography, shapes, patterns, and icons. My job was to build a campaign that felt fresh without inventing 
anything the brand hadn’t already defined.

The Approach

I treated the brand guidelines as the brief behind the brief and built every decision from them. I used the full-color 
logo, the brand’s primary version, on a cream background in all three pieces. I placed it on the left wherever the 
format allowed, following the guide’s preferred position, and kept the required clear space.

The guide assigns three typographic roles, and I kept to them. Filmotype LaSalle carries the tagline “Keep Your Com-
munity Fresh!” Futura PT Bold handles subheads and calls to action, and Futura PT Book sets the body copy.

All three primary colors (Avocado, Carrot, and Lime) appear alongside two secondaries: Eggplant as the dominant 
background and Squash for the script tagline. The cream background is a tint, which the guide allows for readability.

The brand’s organic vector shapes divide photo areas from text areas and mask the photos, giving every piece the 
same flowing structure. The seed-icon pattern sits on the Eggplant areas at low opacity, as the guide specifies, so it 
adds texture without competing with the message.

The brand’s three icons represent its methodology: Grow, Deliver, Cook. I made that sequence the campaign’s narra-
tive backbone, pairing each icon with a matching photo moment: a farmer with his harvest, a box being handed to a 
customer, and people cooking together. The guide places the Deliver icon on Lime, but white on Lime has a contrast 
ratio of only about 1.3:1, which makes it very hard to read. I moved that icon onto Eggplant, a brand color, which 
gives about 11:1. It was the one deliberate departure from the guide, and I made it so the icon could do its job.

The  brand guide asks for warm, naturally lit, diverse, authentic images of food being grown, prepared, or enjoyed. 
I chose every photo against those criteria and matched them to the brand palette. That also meets the audience’s 
preference for simple, diverse imagery.



Adapting to Each Channel

Each medium got a different job while keeping the same system.

Magazine ad (8.625 × 10.75 in, full bleed, CMYK). Print has the most room, so this piece tells the full story. It walks 
through Grow, Deliver, and Cook with supporting copy about local sourcing and sustainability, then closes on the 
donation offer and sign-up URL.

Instagram carousel (three 1080 × 1080 panels). I split the message across three panels. Panel one hooks with a 
relatable problem, “Take the guesswork out of meal prep…” Panel two turns to community impact, “…and help fight 
food insecurity in your area!.”. Panel three delivers the call to action. The Eggplant shape flows across the seams, so 
the panels read as one continuous image when swiped, and each panel still works on its own.

Skyscraper banner (160 × 600 px, animated). The narrow format forced the biggest compromise: the magazine’s 
body copy had to go. I kept the logo, the tagline, and one line of copy, then let animation carry the story. The photo 
and icon cycle through Grow, Deliver, and Cook while the Sign Up button pulses with a soft glow to draw the eye.

The Result

The result is a cohesive three-channel campaign in which someone who sees the banner, scrolls past the carousel, 
or flips to the magazine ad recognizes the same brand every time. The tagline, colors, shapes, and photo style are 
consistent across all three pieces, while each piece plays to its medium: the magazine educates, the carousel builds 
engagement, and the banner drives sign-ups.

This project sharpened a skill every client relationship depends on: working inside someone else’s brand system. The 
guidelines supplied the ingredients, and the design work was deciding how to combine them for each channel. It also 
meant knowing when a rule needed a thoughtful exception, and being able to explain why.

Concept project. The Fresh Fare Farms brand, logo, brand guidelines, iconography, shapes, and campaign copy were 
provided as part of the project brief. Photography is attributed stock imagery.













Take the guesswork out 
of meal prep and benefit 

your community in 
multiple ways! 

Sign up during Hunger Action Month 
and we’ll donate a box of Fresh Fare 
Farms produce to a food bank in your 
community! 

Fresh Fare Farms sources 
your meals from local 

farms in your area, which 
boosts your local economy, 
reduces food miles, and is 
better for the environment 

AND your family. Our farm 
partners use sustainable 

practices to provide meals 
that make the health of your 
family and the environment 

their top priority.

www.FreshFareFarms.meals/signup

Keep Your 
Community 

FRESH!

GROW DELIVER COOK



BeatsFest: Logo System and Brand Guidelines

Role: Brand Designer (logo system, brand guidelines, visual identity)
Project Type: Concept project
Deliverables: Complete logo suite (stacked, horizontal, icon, and wordmark in full color, white, 
and black), 35-page brand guidelines
Tools: Adobe Illustrator, Adobe InDesign

The Challenge

BeatsFest is a music streaming platform for Gen Z and younger millennials that also gives new artists a place to 
be heard. It needed an identity built from the ground up: a logo, plus the rules that keep it consistent everywhere it 
appears.The audience prefers clean interfaces, sans serif type, and vibrant, saturated color. The competition is crowd-
ed: Spotify, Apple Music, and Amazon Music each own a signature color and a clean, card-based look. BeatsFest 
needed to feel familiar enough to use instantly but distinct enough to remember.

The Approach

I explored three concepts: a record with sound bars, a flowing waveform, and a record framed by headphones. I 
chose the first because it tells the brand’s story in one shape. A disc breaks apart into sound bars, symbolizing how 
music has moved from physical media to streaming.

I refined the logo in black and white first, so the form had to work before color could help it. I tested solid and out-
lined versions, different color arrangements, and multiple lockups. Based on feedback, I enlarged the sound bars 
so they hold up at small sizes, and clarified the disc so it reads as one recognizable object, with a solid pink center 
label. In the final mark, the disc is Midnight Sonata purple, with the label and sound bars in Vinyl Rose pink. The 
wordmark is set in Basenji and splits the same way: “Beats” in purple, “Fest” in pink.

The logo became a full system: a stacked primary logo, a horizontal lockup, a standalone icon, and a wordmark, 
each in full color, reversed white, and black.

The Brand Guidelines

I then wrote and designed a 35-page guide covering how BeatsFest looks, sounds, and shows up:

• Brand overview: mission, personality, voice, target audience, and competitor research.
• Logo usage: clear space based on the height of the “S” in the wordmark, minimum sizes for print and digital,

opacity limits, contrast requirements, and approved color versions.
• Typography: Basenji carries from the wordmark into the headlines and subheads (Basenji Variable), and DM

Sans handles body copy and captions, with examples of correct and incorrect hierarchy, tracking, and leading.
• Color: Midnight Sonata (#38266E) and Vinyl Rose (#D73361) as primaries, with Brass Note and Echo Fade as

accents. Approved and prohibited pairings are labeled, and every pairing is checked against a 4.5:1 minimum
contrast ratio.

• Image placement: logo position, size, and spacing on photography, with do’s and don’ts.

I wrote the guidelines in the brand’s own voice, so the document itself shows how BeatsFest sounds.



The Result

Writing the guidelines changed how I understood my own logo. Every decision had to be explained clearly enough 
for someone else to follow: why the clear space is measured from the “S,” why pink never sits on purple as text, why 
the logo never rotates even though the brand is all about motion. If you can explain a rule to someone else, you truly 
understand it. The process turned instinctive design choices into a system I can defend, and one another designer 
could pick up and use without me in the room.

BeatsFest is a fictional client based on a provided brief. The logo, brand guidelines, and all visual design are my own. 
Photography in the guidelines is stock imagery.
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Brand 
Overview



Brand Guideline 
Overview

Brand guidelines keep everyone on the same page about how 
we present ourselves to the world. They’re not just rules. They’re 
tools that help our team deliver a consistent experience that 
feels authentically BeatsFest across every touchpoint.

These guidelines capture the core of what makes us different: 
our voice, visual style, and values. They ensure that whether 
someone’s reading an email, scrolling our app, or attending one 
of our events, they immediately recognize it’s us without us 
having to spell it out.

Consider these guidelines as helpful guardrails instead of 
restrictive handcuffs. They offer us a solid framework to 
preserve our unique identity while still allowing space for 
creativity and growth. These guidelines also help new team 
members feel welcomed and get up to speed quickly, while 
giving our seasoned members the reassurance that their 
contributions resonate with our brand promise.



Brand Mission

Personality

Brand Voice

Target Audience

Visual Competitor 
Research

Brand Mission
At BeatsFest, we’re all about creating the ultimate 
music experience for our generation. We’re proudly 
powered by Gen Z energy while keeping the door 
open for our Millennial friends, too!

We’re building the youngest, freshest music 
community out there, with over half our users under 
30, we’re literally changing how people discover and 
vibe with music.

We see you hustling through college, and we’ve got 
your back. That’s why we offer students serious 
discounts on premium plans: great music shouldn’t 
wait until after graduation.

Music for us, by us. That’s the BeatsFest promise.



Brand Mission

Personality

Brand Voice

Target Audience

Visual Competitor 
Research

Personality
Fresh
Always on the cutting edge of music trends

Authentic 
Genuine in how it connects with young audiences

Tech-savvy 
Intuitive interfaces that digital natives expect

Bold 
Not afraid to stand out with vibrant visuals

Inclusive
Celebrating diversity across all aspects of the brand

Progressive
Forward-thinking in both technology and social values

BeatsFest nails that sweet spot - we’re super serious 
about our music lineup but keep things chill and real, 
which is exactly why Gen Z loves us. We don’t try too 
hard. We just get it.



Brand Mission

Personality

Brand Voice

Target Audience

Visual Competitor 
Research

Brand Voice
BeatsFest hits the perfect middle ground! We take our 
music selection seriously while keeping the experience 
down-to-earth and authentic. That’s exactly what makes 
us click with Gen Z, who want brands that feel genuine 
without trying too hard.

Casual Formal

Playful Serious

Passionate Restrained

Direct Nuanced

Community Individual



Target Audience
Brand Mission

Personality

Brand Voice

Target Audience

Visual Competitor 
Research

BeatsFest connects primarily with Gen Z (ages 10-
25), alongside younger Millennials who share similar 
sensibilities. 

We serve users who are:

Diverse in every sense, with backgrounds, perspectives, 
and identities that span the spectrum. They navigate 
digital spaces with natural fluency and make tech 
decisions based on both functionality and values. While 
fiercely independent in their thinking, they still seek 
meaningful community connections and gravitate toward 
authentic and inclusive environments brands

Visually, our audience responds to clean, uncluttered 
interfaces that prioritize intuitive navigation. They prefer 
sans serif typography for its straightforward readability 
alongside vibrant, saturated colors (including neons) 
that create energy without overwhelming. They expect 
bold visual elements that generate excitement while 
maintaining simplicity, all delivered through responsive 
design that works flawlessly across every device they use.



Brand Mission

Personality

Brand Voice

Target Audience

Visual Competitor 
Research

Visual Competitor 
Research

BeatsFest hits the perfect middle ground! We take our 
music selection seriously while keeping the experience 
down-to-earth and authentic. 

Looking at competitors like Spotify, Apple Music, and 
Amazon Music reveals clear design patterns worth noting. 
Each platform establishes a signature color with high-
contrast schemes that pop against neutral backgrounds, 
while typography across all platforms favors clean sans 
serif fonts that prioritize readability with consistent 
hierarchies. The interface design remains minimalist 
and tech-forward with strong visual hierarchies, using 
card-based organization systems for music discovery 
and dynamic content presentation that feels fresh and 
engaging.

The competitive landscape reveals BeatsFest’s sweet 
spot – creating a music streaming experience that feels 
functionally familiar yet personality-distinct. Our research 
confirms Gen Z’s preference for simplicity, sans serif 
typography, and vibrant colors, perfectly aligning with our 
“serious but informal” brand personality.



Logo Usage
Guidelines



Rotation

Our logo is the face of our brand and must always 
be presented correctly. To maintain consistency and 
recognition, never rotate, tilt, or flip the BeatsFest logo 
in any way.

Always display the logo in its standard, upright 
position. This ensures our audience instantly 
recognizes us in any context, from festival posters to 
digital platforms.

The electronic music scene is full of motion and 
energy - we express that through our sound waves 
icon and vibrant color palette, not by altering our 
logo’s orientation.



Rotation

Rotate

Flip

Invert

Always keep the 
BeatsFest log 
in it’s correct 
orientation. 
Never rotate 
flip or invert 
the logo as this 
dimiineshes 
brand 
recognition and 
professionalism.



Clear Space

The BeatsFest logo needs room to breathe. Always 
maintain a minimum clear space around the logo equal 
to the height of the “S” in BeatsFest (we call this “1S”).

This clear space keeps our logo from feeling crowded 
and ensures it stands out clearly against any 
background or surrounding elements. Think of it as the 
logo’s personal space - it needs this buffer to maintain 
its visual impact.

Whether on merchandise, digital platforms, or 
promotional materials, this consistent, clear space 
helps our brand appear professional and intentional 
across all touchpoints.



Clear Space

BeatsFest

BeatsFest

Always  
maintain a 
minimum clear 
space of 1S (the 
height of the S 
in BeatsFest) 
around all sides 
of the logo. This 
ensures the 
logo remains 
visible and 
impactful



Scale

Size matters when it comes to our logo. To maintain 
legibility and impact, never reproduce the full logo 
smaller than 1.5 inches in width for print or 100px for 
digital applications.

For extra small spaces, the icon may be used alone, 
but never below 0.5 inch in width for print or 60px for 
digital applications.

Our logo should never feel cramped or illegible. When 
in doubt, go bigger rather than smaller - our brand 
deserves to be seen clearly.



Scale

0 1 1.5 2

0 1 1.5 2

0 1 1.5 2

0 1 1.5 2

Never 
reproduce the 
full logo smaller 
than 1.5 inch in 
width for print 
or 100px for 
digital. The icon 
alone may be 
used at smaller 
sizes, but never 
below 0.5 inch 
in width for 
print or 60px 
for digital



Transparency

Transparency affects how our audience perceives 
our brand. The BeatsFest logo should always appear 
confident and clear, never faded or indistinct.

Always maintain at least 80% opacity for primary 
applications, with a minimum of 60% opacity for 
special design cases. Never reduce opacity below 60% 
as this diminishes our brand presence and can make 
the logo difficult to recognize.

Remember, our bold brand personality should 
be reflected in a bold visual presence - avoid 
unnecessary transparency effects that might weaken 
our visual impact.



Transparency

100%

80%

60%

50%

25%

The BeatsFest 
Logo should 
never appear 
below 60% 
opacity. For most 
applications, use 
100% opacity to 
ensure maximum 
visibility and 
brand recognition.  



Contrast

Proper contrast ensures our logo is always visible 
and impactful. Never place the standard logo on 
backgrounds that don’t provide sufficient contrast.

For dark or colorful backgrounds, use our white logo 
version. For light backgrounds, use our standard color 
logo. When using colored backgrounds, ensure they 
complement our brand palette rather than clash with 
it.

The logo should always pop from its surroundings - 
if you’re straining to see it, the contrast isn’t strong 
enough. Remember, visibility equals recognition, and 
recognition builds our brand.



Contrast

Contrast ratio: 12.01

Contrast ratio: 1.75 and 4.5

Contrast ratio: 12.01 and 4.63

Contrast ratio: 2.69

Contrast ratio: 4.63

Contrast ratio: 2.59

Contrast ratio: 1.77

Always use 
sufficient 
contrast between 
the logo and its 
background. Use 
the white version 
of the logo on 
dark backgrounds 
and the standard 
version on light 
backgrounds.  
The contrast ratio 
needs to be a 4.5 
or higher.  



Color Variation
Our logo has specific color variations designed 
for different contexts. Stick to these approved 
versions only and never create unauthorized color 
combinations.

For standard applications, use our primary logo with 
purple and pink elements. For dark backgrounds, use 
our white (reversed) logo. For single-color applications 
where color printing isn’t available, use our black logo.

Our colors are a key part of our brand personality - 
they reflect our vibrant, energetic festival experience. 
Using the wrong colors dilutes this connection and 
confuses our audience.



Color 
Variation

Only use the 
approved color 
variations shown 
above. Never alter, 
substitute, or 
create new color 
combinations for 
the logo.



Typography 
Guidelines



Logo Typography 

The BeatsFest wordmark uses a geometric sans-serif 
font that embodies our bold, modern, and accessible 
personality. This typography is unique to our logo and 
should never be recreated or modified.

The letterforms feature rounded corners and a 
playful weight distribution that mirrors the energy of 
our musical experience. The “Beats” appears in our 
signature purple, while “Fest” stands out in our vibrant 
pink.

This intentional typographic split reflects our brand 
personality - serious about music quality but informal 
and approachable in experience. The distinct two-
color approach creates instant recognition across all 
platforms.



Typography 

Headlines 

Typography

Subheadings 

Typography

Body Copy

Caption

Basenji Variable 
Regular
Our headlines are big, bold statements that 
capture attention and energy. They should be 
concise and impactful, embodying our confident 
voice

Basenji Variable Light
Subheadings bridge our bold headlines and body 
content, maintaining energy while providing more 
detail about our offerings and experiences

DM Sans 18pt Regular

Our body copy is clean and highly readable, 
perfect for our tech-savvy audience who expects 
both functionality and style. Text should breathe 
with adequate line spacing.

DM Sans 18pt Italic
Captions provide additional context with a subtle, 
sophisticated touch. They should be concise and 
support the primary content without competing 
for attention.



Typography 

Use & Misuse
Header

Header

Header

H ea d er

Subheader

Subheader

Subheader

S u b h e a d e r

CORRECT HIERARCHY, LEADING AND TRACKING

INCORRECT HIERARCHY

TRACKING AND LEADING TOO WIDE

Body - Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do 
eiusmod tempor incididunt ut labore

Body - Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor in-
cididunt ut labore

Body - Lorem ipsum dolor sit amet, consectetur adipiscing 
elit, sed do eiusmod tempor incididunt ut labore

B o d y  -  Lo re m  i p s u m  d o l o r  s i t  a m et ,  c o n s e c tet u r  a d i p i s c -
i n g  e l i t ,  s e d  d o  e i u s m o d  te m p o r  i n c i d i d u n t  u t  l a b o re

TRACKING AND LEADING TOO TIGHT



Color
Guidelines



Color Use
Our color palette embodies the energy of BeatsFest - 
vibrant, bold, and impossible to ignore. These specific 
colors should be used consistently across all brand 
applications.

Use our purple for primary backgrounds and elements, 
pink for high-energy highlights and CTAs, and white for text 
on dark backgrounds. Our accent colors should be used 
sparingly for special callouts and UI elements.

Midnight Sonata

Brass Note Echo Fade

Vinyl Rose Studio White

Midnight Sonata:  
 
Hex: #38266e
RGB: 56, 38, 110 
CMYK: 49, 65, 0, 57

Vinyl Rose
 
Hex: #d73361
RGB: 215, 51, 97 
CMYK: 0, 76, 55, 16

Studio White:  
 
Hex: #ffffff
RGB: 0, 0, 0  
CMYK: 0, 0, 0, 100

Brass Note:  
 
Hex: #f9e6a6
RGB: 249, 230, 166 
CMYK: 0, 8, 33, 2 

Echo Fade:  
 
Hex: #9fd9bf
RGB: 159, 223, 191 
CMYK: 29, 0, 14, 13

Primary

Secondary

Approved Pairings

Studio White on 
Midnight Sonata

Studio White on 
Vinyl Rose

Midnight Sonata 
on Studio White

Vinyl Rose on 
Studio White

Brass Note on 
Midnight Sonata

Echo Fade on 
Midnight Sonata



Color Misuse
Midnight Sonata:  
 
Hex: #38266e
RGB: 56, 38, 110 
CMYK: 49, 65, 0, 57

Vinyl Rose
 
Hex: #d73361
RGB: 215, 51, 97 
CMYK: 0, 76, 55, 16

Studio White:  
 
Hex: #ffffff
RGB: 0, 0, 0  
CMYK: 0, 0, 0, 100

Brass Note:  
 
Hex: #f9e6a6
RGB: 249, 230, 166 
CMYK: 0, 8, 33, 2 

Echo Fade:  
 
Hex: #9fd9bf
RGB: 159, 223, 191 
CMYK: 29, 0, 14, 13

Primary

Secondary
Don’t use these pairings

Vinyl Rose on 
Midnight Sonata

Midnight Sonata 
on Vinyl Rose

Brass Note  on 
Studio White

Echo Fade on 
Studio White

Brass Note on 
Viny Rose

Echo Fade on 
Vinyl Rose 

Colors speak our brand language, so using them wrong is 
basically sending mixed signals. Avoid pairing Vinyl Rose 
pink with Midnight Sonata purple as text-on-background 
– the contrast fails accessibility standards and honestly 
just hurts to look at. Our accent colors (Brass Note and 
Echo Fade) need strong backgrounds to shine, not white 
where they fade into irrelevance. And please don’t in-
troduce random colors to our carefully curated palette. 
Treat our color system like premium audio equipment: 
each piece has its purpose, and when used correctly, they 
create something greater than the sum of their parts. 
The approved pairings aren’t just suggestions, they’re the 
difference between our content looking professionally 
produced versus something thrown together last-minute. 
Stick with what works, and the designs will always hit the 
right note.



Image 
Placement



Image Placement
Images are a powerful way to showcase the BeatsFest experience. When 
placing our logo on photographs, select vibrant images that capture the 
energy and diversity of our audience. Choose high-quality visuals that 
show genuine emotion and connection to music. Our target demographic 
responds to authenticity – staged stock photos won’t cut it. Feature 
diverse individuals across age, ethnicity, and style, all united by their 
passion for music. Remember that the right image does half the branding 
work for you, communicating our personality before a single word is read. 
Each visual should reinforce our brand story of creating the ultimate 
music experience for a young, tech-savvy audience

When putting our logo onto those awesome music moments, think 
strategic but cool! Bottom right corner is our logo’s VIP spot (with 
bottom left as the backup dancer). Always go with our white logo when 
the background is bringing dark vibes or busy energy - our standard 
colorful logo only gets to shine on clean, light backgrounds where it can 
pop! Size-wise, make it count but don’t let it crash the party - 10-15% 
of image width keeps it noticeable without being that annoying person 
who takes over the whole conversation. And give it some breathing room 
from the edges so it doesn’t get awkwardly cropped when sharing across 
platforms. We want our brand to feel intentional but never try-hard!



Correct Image 
Placement

When placing logos on 
images, keep it simple 
and clean. Use versions 
with good contrast 
against the background, 
stick to consistent sizing 
(about 10-15% of image 
width) in standard spots 
like bottom corners, 
give your logo some 
breathing room (stay 
10% away from edges), 
and always follow your 
brand guidelines for 
approved colors and 
variations. This approach 
ensures your logo looks 
professional while still 
being visible without 
overwhelming the image.



Incorrect Image 
Placement

Don’t place the logo 
on similar-colored 
backgrounds where it’ll 
blend in or over busy 
areas that fight for 
attention. Never stretch 
or squish the logo (that’s 
a big no-no!), and keep 
a consistent size across 
the campaign – not too 
tiny to read or so huge 
it takes over. Give the 
logo some breathing 
room by keeping it away 
from edges where it 
might get cropped on 
different platforms. No 
unauthorized versions, 
random filters, or color 
changes. 

Contrast

Distortion

Cropping

Color



Brand 
Application



Colour Logo 
Suite



Break the Silence Against Domestic Violence: Nonprofit Rebrand

Role: Lead Designer (volunteer)
Client: Break the Silence Against Domestic Violence (BTSADV), a community nonprofit
Deliverables: Logo system (acronym logo, one-line and stacked wordmarks, heart-infinity symbol), 
color palette with approved accessible pairings, brand guidelines, safety documentation, applica-
tion examples
Timeline: 3 weeks
Tools: Adobe Illustrator

The Challenge

BTSADV supports survivors of domestic violence, and its existing brand looked homemade. There were no guidelines 
and no professional materials to support grant applications or community outreach.

The brief came with a constraint most rebrands never face: the brand couldn’t obviously identify as a domestic vio-
lence organization. A logo that announced its purpose could put staff at risk or make survivors hesitant to be seen 
with it. The team wanted something that felt “like a warm hug and a strong handshake at the same time”: powerful 
and nurturing, professional but not clinical. The real goal was to remove barriers for survivors seeking help.

The Approach

I started with a discovery meeting to understand the organization’s values (empowerment, safety, community, and 
hope) and its safety concerns. I asked questions I’d never had to consider before, like “Could wearing this make 
someone a target?” The team wanted to keep their purple and gold, use both the BTSADV acronym and the full 
name, and hold on to the heart and infinity symbol from their original logo.

I developed two mood board directions. “Women” was bold and empowering, and “Healing” was elegant and 
transformative. The final design builds mostly on “Women,” borrowing a touch of the flowing flourishes from “Heal-
ing.” That pairing is how the brand feels both strong and graceful. I refined it through several rounds of logo varia-
tions.

Rather than replace the original logo, I elevated it. The heart and infinity symbol became a single flowing mark, a 
heart that loops into infinity, representing continuous growth and healing. The logo is set in a typeface called Wom-
en, which anchored that first mood board direction, with a custom “A” that carries the heart-infinity flourish in gold. In 
the full wordmark, heart-shaped letterforms appear throughout, subtle enough that the brand reads as sophisticated 
first and meaningful on a second look. The acronym and symbol can stand alone, so the brand works publicly with-
out spelling out its mission.

The palette expands the original purple and gold into eight colors with names drawn from the mission: Survivor, 
Resilience, Empowerment, Unbroken, Strength, Whisper, Armor, and Serenity. I documented 14 approved text-and-
background pairings, and every one exceeds a 7:1 contrast ratio, meeting WCAG AAA.

Leading Through Change

Midway through the project, the client postponed the planned t-shirt design to focus their budget on core branding. 
Instead of treating it as lost scope, I redirected that time into additional logo variations, expanded brand guidelines, 
and safety documentation. The client got a stronger foundation to build merchandise on later.



The Result

The rebrand was delivered on time with unanimous approval from the BTSADV team, and they’re now using the 
new materials in grant applications. The project also established an ongoing relationship, with merchandise design 
planned next.

“You truly understood our vision and brought it to life in such a beautiful and meaningful way.”
— BTSADV Team

This project changed how I think about design responsibility. Good design is never neutral: every choice affected 
how survivors, staff, and supporters would feel when they encountered this brand. Leading it meant listening careful-
ly, guiding the team toward solutions when plans changed, and translating emotional goals into visual decisions.
Shared with permission from Break the Silence Against Domestic Violence.









Poppin’ Popcorn: Hand-Lettered Logo and Packaging System

Role: Designer (hand lettering, logo, illustration, packaging design, mockups)
Project Type: Concept project
Deliverables: Hand-lettered logo, four flavor packages (Bourbon Caramel, Cracked Pepper, Sea 
Salt, Spiced Apple), popcorn illustration pattern, product mockups
Tools: Pencil and paper, Procreate, Adobe Illustrator, Adobe Photoshop

The Challenge

Poppin’ Popcorn was launching “Poppin Party Packs,” a new line of gourmet popcorn, and needed a logo and 
packaging that would become the brand’s main identity going forward. The brief asked for packaging that pops off 
the shelf and instantly grabs attention, with a logo designed to work on the bag. The audience was broad: popcorn 
enthusiasts, snack lovers of all ages, and families looking for a fun treat. Everything had to deliver the key message, 
“Poppin’ Fun, Poppin’ Flavor!” The harder problem was range. Each flavor needed its own personality, but the line 
had to read as one family from across the aisle.

The Lettering

I drew the logo by hand on paper, refined it in Procreate, and then vectorized it in Illustrator. Starting on paper let me 
build the popcorn idea into the letterforms themselves rather than setting a typeface and adding an icon.

The letters are soft, puffy bubble shapes, and each has a small highlight cut into it, so every letter reads like a popped 
kernel. The baseline tilts and bounces, because popcorn doesn’t sit still. A hand-drawn popcorn piece sits beside the 
wordmark, with small burst marks around the whole lockup to suggest the moment of the pop.

I designed the logo to work in solid black, so a single version sits on every flavor color without changes. That kept the 
brand consistent across the line and makes the mark easy to reproduce anywhere.

The Approach

Snack aisles are crowded with bright bags, so I made black the constant across the line. Against black, each flavor 
color hits harder and the packaging stands apart from its neighbors.

The brief suggested popcorn imagery. Instead of photography, I drew a pattern of oversized popcorn pieces in black 
with white outlines. It adds energy and texture, makes the product obvious at a glance, and matches the hand-drawn 
feel of the logo.

A bold diagonal band carries the logo and flavor name, and its color changes by flavor: red for Bourbon Caramel, 
purple for Cracked Pepper, blue for Sea Salt, and green for Spiced Apple. The angle adds movement, and the color 
lets shoppers find their flavor instantly. Early in the project I checked candidate colors for contrast against black so 
the logo and flavor names would stay readable on every band.

Consistent supporting elements. Every bag carries the tagline in a white speech bubble, the flavor name in bold capi-
tals, and a “120 CAL” badge in the same position. Because these elements never move, the flavors read as a set.
Mockups. I placed the final designs on glossy snack-bag mockups, individually and as a lineup, to show how the 
system works on shelf.



The Result

The result is a packaging system with one hand-lettered logo, one black base, one illustrated pattern, and one layout, 
all flexed by color into four distinct flavors. Each bag stands out on its own, and the lineup reads as one brand family. 
The system is also built to grow: a new flavor needs only a new band color.

This project is the one where the lettering is entirely mine, drawn from scratch rather than chosen from a font menu. 
That’s the kind of work I most want to do more of, including album art, merch, and product packaging.

Concept project. Poppin’ Popcorn is a fictional brand. The creative brief was provided; the logo lettering, illustrations, 
and packaging designs are original. Product mockups use a stock mockup template.
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