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cheeky
product development

logo

packaging

point of purchase

magazine ad

Ground up product development and branding 
for an all natural beauty line. Breaks free from the 
typical “all-natural” look, appealing to a hipper urban 
audience. The Cheeky bird allows for a great range 
of anthropomorphic play. Bright colors and playful 
typography reinforce the fun brand image. POP display 
reconnects with the idea of “all-natural.”

cheeky

point of purchase display

packaging for facial product

magazine ad



candie’s packaging
hangtag & trim

special edition intimates

beauty concept

watch box

A sampling of the diverse packaging needs of a global 
mass market Juniors fashion brand. Each system uses a 
fresh take on graphics and materials while maintaining 
a fundamental brand integrity. Metallic foils and vibrant 
jewel tones capture the bold and fearless brand essence.

main hangtag for apparel
gold foil stamping & spot UV

woven label for apparel
tone on tone Lurex stitching

holiday limited edition intimates

beauty packaging concept 
hangtag, compact, and gloss tin

pink foil & spot UV 

1
White with stitched white pattern

& stitched Pink Lurex Logo

2
White with stitched white pattern

& stitched Pink Lurex Logo

PMS 233u Pink Lurex

White Lurex White Lurex

2
White with stitched Pink Lurex Logo

Pink Lurex

CANDIE’S WOVEN LABEL UPDATE

1
White with stitched white pattern

& stitched Pink Lurex Logo

2
White with stitched white pattern

& stitched Pink Lurex Logo

PMS 233u Pink Lurex

White Lurex White Lurex

2
White with stitched Pink Lurex Logo

Pink Lurex

CANDIE’S WOVEN LABEL UPDATE

watch box



a year & a day
fashion brand

logo

stationary system

promotional look cards

suspended shorts

promotional style cards

Logo, identity, and promotion all capture the vintage 
inspiration of the brand’s clothing. Neutrals allow for 
versatility with future clothing lines and color palettes. 
The motif combining pinstripes and lace suggest the 
graceful interplay of structure and feminine whimsy.



op techride
hangtags

hardware 

icon system

This identity system for Op ski jackets called for an 
update on the traditional brand imagery to focus on the 
winter garments’ technical features without losing all 
relationship to the brand’s coastal origins. The mountain 
graphic maintains continuity with the wave of the 
standard packaging and bright colors identify age and 
gender category. Developed a system of technical icons 
to call out garment features.

Young Mens Outerwear
PANTONE 
297

PANTONE 
300

PANTONE 
804

PANTONE 
877

BLACK

techride

WaterProof

Reversible

WaterProof

all the technical info goes 

here. Aliquam aliquet, est a 

ullamcorper condime ntum, 

tellus nulla fringilla elit, a 

iaculis nulla turpis sed wisi. 

Fusce volutpat. Etiam sodales 

ante id nunc. Proin ornare  

mp3 player 
pocket

TechRide Hangtag Interior Patch
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quick drying

Out perform the 
competition by staying

cool and dry with 
Quick Drying fabric

this... in FRENCH!
Out perform the 

competition by staying
cool and dry with 

Quick Drying technology

s/p

op.com

water

proof
QUICK DRYING 
IN FRENCH

reflective

trim
QUICK DRYING 
IN FRENCH

reversible
QUICK DRYING 
IN FRENCH

mp3 Player

Pocket
QUICK DRYING 
IN FRENCH

boys
op fleece jacket

From cool mornings 

to fresh snow tracks 

on the mountain,

the Op carefree lifestyle

continues all year round. 
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4
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3
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GUSSETS

CELLPHONE POCKET QUICK DRYING STOWAWAY GAITER

MP3 PLAYER POCKET ANTI-ODOR KEYCHAIN

GOGGLE POCKET UNDERARM GUSSETS DETACHABLE HOOD

REVERSIBLE REMOVEABLE SUSPENDERS STORM CUFFS ON BOTTOM

WATER PROOF WATER REPELLENT WATER RESISTANT HIDDEN HOOD STORM CUFFS

WIND PROOF WIND RESISTANT SEAM SEALED

BREATHABLE REFLECTIVE TRIM

HEAT INSULATION

HEADSET WIRE PATCH LIGHTWEIGHT

OP OUTERWEAR ICONS
BOYS



alain le quernec
8pg accordion fold Booklet capturing aspects of the work and philosophy 

of Alain Le Quernec, a French poster designer. Ac-
cordion fold piece works either as a book or unfolded 
as a long poster. Exploring different balances between 
image and type, both in Le Quernec’s work and my 
spread designs. Cover captures the expressiveness 
and dynamism of the artist as he speaks of his work 
and his social opinions, of which he has many.

L e  Q u e r n e c

wordplay

When speaking of his work and his 
ideas, Le Quernec readily admits 
to his love of wordplay or “stupid 
jokes” as he calls it.  He does not 
hesistate to use something “vulgar” 
if it will aid in making his point.  By 
taking a word or sentence and 
arranging it properly, Le Quernec 
magnifies its meaning and impact 
stupendously.  This can be done 
with careful attention to spacing, 
layering of text, or use of homonyms 
to create double meaning.

In his press drawings for Le Monde, 
Le Quernec uses a bold sans 
serif and restricts his colors to black, 
white, and red.  These are very 
powerful choices which help convey 
his meaning quickly while lending 
it weight, credibility, and forceful-
ness.  His political statements are 

published not only in Le Monde 
(The World) all over the world (le 
monde); they must necessarily be 
universally understood.  The words 
and phrases in these drawings are 
simple ones that are recognizable 
and understood nearly worldwide.  
By layering and arranging them 
thus, his message is created.

In this poster protesting the institute 
of Apartheid and the imprisonment 
of Nelson Mandela in South Africa, 
the text can be read in two ways.  

“La liberte de Mandela” or “La Lib-
erte, demande la.”  These translate 
to “The liberty of Mandela” and 

“Liberty, demand it,” respectively.  
By using varying weights of type 
and carefully dividing and spacing 
the words, Le Quernec encourages 
the viewer to see both messages.  

In addition, Le Quernec includes a 
parody of the French national motto, 

“Liberté, Egalité, Fraternité,” (Liberty, 
Equality, Fraternity) instead having it 
read “Libertheid, Egaletheid, Frater-
nitheid,” in a further condemnation 
of the racist, segregationist policies 
of the South African government.  
Here the handwritten text has great 
emotional impact while the slogan’s 
bold sans serif face embodies the 
feeling of officiality.

word&image

Often, Le Quernec will use a careful 
combination of word and image.  
These two elements, while powerful 
individually, are together greater 
than the sum of their parts.  The 
image and the text complement and 
reinforce each other, making the 
overall impact of the poster much 
stronger.  Sometimes Le Quernec 
draws in the viewer with a surpris-
ing image and then drives the point 
home with a pithy phrase.  It may 
make the viewer laugh or smile or 
cringe at first but leaves them think-
ing.  To reinforce the relationship be-
tween copy and image, Le Quernec 
often balances the composition so 
that each is given equal weight.

In March of 1978, an Amoco oil 
tanker ran aground off the coast of 
Brittany, Le Quernec’s homeland, 
spilling 227,000 tons of crude oil 
and fuel into the sea.  The resultant 
recovery operation was fairly disas-
trous as well due to difficult weather 
and shore conditions, among other 
factors.  This spill resulted in the 
largest recorded loss of marine life 
up to that point.  Here, the text and 
image perfectly complement each 
other.  The simple graphic image 
echoes the plight of sea birds and 
marine animals while the text reads 

“Oil Spill : The government has the 
dirty hands.”

image

sometimes all it takes is a single

It is said that a picture is worth a thou-
sand words.  The challenge of visual 
artists and designers is to make every 
one of those thousand words count.  
Image is universal and in these two 
works, Le Quernec needs no words to 
get his message across. 

fin
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jeepster records
logo

stationary system

promotional self-mailer

brochure with music sampler

Jeepster is an independent record label based in the 
UK. The wordmark uses an Arts & Crafts movement 
inspired typeface to capture the spirit of individual 
artistry inherent in independent recording. A visual 
motif of botanical illustrations captures the label’s 
strength and reputation: nurturing and growing 
unknowns into international successes.

1996 Jeepster Records forms

Belle & Sebastian sign to Jeepster
The band agreed to sign in January, but 
refused to put pen to paper before August.

June :

August :1997
December : Snow Patrol sign to Jeepster 

They blew Mark’s mind with their live performance 
and within weeks were signed to the label.

1998

February : Salako sign to Jeepster
Part of the record contract requires Mark Jones 
to release an otter into the wild with each 
album that is released.

December : Looper sign to Jeepster
Stuart David’s multi-media adventure begins.

1999January : The Gentle Waves sign to Jeepster
Isobel Campbell’s solo project.

February : Belle & Sebastian Win Best 
Newcomer Brit Award.
Voted for by the listeners of Radio 1, Belle & 
Sebastian swept aside pop acts such as Billie, 
Steps and Another Level to prove that song-
writing triumphs over marketing strategy. Of 
course, Pete Waterman disagreed vocally.

June : Salako Wins Viaje A Los Suenos 
Palares Award
Salako came away from the award ceremony 
with the Best International Band award.  To put 
this in perspective, they won this award above 
the likes of Massive Attack and Mercury Rev.

October : Snow Patrol Wins Hot Press Awards
Snow Patrol have always been popular in Ireland, 
finally they have living proof of it in the form of 
the awards they received from the internationally 
renowned Irish music paper.

2000May : Belle & Sebastian’s single ‘Legal Man’
Reached Number 15 in the chart and earnt the 
band their first Top Of The Pops appearance.

2003April : Belle & Sebastian win Viaje A Los 
Suenos Polares Award
They take the ‘Best International Album of 
2002’ award for Storytelling.

Belle and Sebastian were formed in an 
all-night café in Glasgow, January 1996. 
Stuart Murdoch (singer/songwriter) 
and Stuart David (bass guitar) met on 
a government-training scheme and 
recorded some demos, which were 
picked up by a Jeepster scout who was 
taking part in the Stow College Music 
Business Course. The course, run by 
ex-Associate Alan Rankine, produces 

and releases one record every year 
on the college label Electric Honey 
Records, usually a single. However in 
the case of Belle and Sebastian they 
had enough songs to record a whole 
album, and so the elusive Tigermilk 
was born. Recorded in three days 
and one thousand copies released 
on vinyl only, it now changes hands 
for up to £400 per copy.

Belle&
Sebastian

There are lots of pop songs about love but few of 
them are as unusual as Looper’s ‘Impossible Things #2’. 
A boy and a girl get to know each other, then meet. 
After seven years they have an anniversary, then a 
honeymoon, and then they get married. But the song’s 
narrative is not, strictly speaking, impossible: It actually 
happened when Stuart David met his wife Karn. 
Looper is the child of this not-quite-impossible union.thewaves

“The Green Fields of Foreverland” by The 
Gentle Waves was recorded and mixed in 
November Nineteen-Ninety-Eight. It took 
seven days and seven nights. There was 
much activity. It involved frantic phonecalls 
and late night labouring, the hiring of transit 
vans, the ‘acquiring’ of vibraphones and the 
kidnapping of friends from their day jobs. 

gentle

A4 size tri-fold self-mailing brochure

sampler brochurecd sampler mailer & brochure



the living end
saddle stitch booklet

interactive spin art

installation diorama

four postcards

This exhibition catalogue is designed as a product, 
reflecting Damien Hirst’s interest in commercial 
consumer culture. The minimal aesthetic and use 
of Helvetica is in keeping with the often sterile 
appearance of Hirst’s own artwork. 

now i know

now i know what i want

to live forever

For a while

Damien Hirst

9

7

Damien Hirst posesses an 

uncanny ability to popular-

ize art for today’s consumer. 

From dead sharks in tanks 

of formaldehyde to Spin-Art 

action paintings and tableaus 

of empty prescription bottles, 

Hirst is completely tuned in to 

modern commercial culture, 

making him a media darling 

the press love to hate, and one 

of the most prominent figures 

in Contemporary British art.

exquisite Pain, 2006

12 page saddle stitch booklet

installation diorama 



steve & barry’s company overview
trifold brochure This informational brochure posed the challenge of 

reconciling Steve & Barry’s diverse celebrity license 
brands and licensing partners with the company’s own 
brand identity. A strong grid system helps maintain 
a clear informational structure while allowing ample 
negative space, keeping the design inviting and  
easily accessible.

PLAY HARD
‘TIL IT
HURTS

PLAY HARD
‘TIL IT
HURTS

*Source:based in 2007 PGA.com

Everyone Loves
the Longball.

AVGPLAYER

www.bubbawatson.com

300.7

Bubba Watson

John Daly

Phil Mickelson

Tiger Woods

319.6

307.1

306.4

TOUR DRIVING DISTANCE2006 PGA

The longest driver
on the PGA Tour®*

Bubba Watson
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www.bigbenwallace.com

elevenbyVenus.com

GAME.

NBA®star
Stephon Marbury
wears his
new on-court
sneaker,the
Starbury II...
only $14.98!

Join the Starbury Movement
at www.starbury.com

NBA is a federally registered trademark of the National Basketball Association.
Starbury, Steve & Barry’s and Steve & Barry’s University Sportswear are not associated

with, endorsed by, or sponsored by the National Basketball Association.



addy & chet
monogram

invitation suite

custom envelope 

letterpress

Custom letterpress wedding correspondence for two 
long time friends. Monogram exemplifies the balance 
needed in marriage. A graceful calla lily offsets the 
structure of the typography, capturing the modern 
elegance of the couple, while hand production hints 
at their individualistic grit. As a result, the bride’s very 
proper Southern grandmother expressed her surprised 
approval at a non-traditional wedding invitation that 
wasn’t “gauche and disrespectful.”

PLEASE JOIN

ADELAIDA HERNANDEZ
   CHET CHUBONIE
AT THE CELEBRATION OF THEIR 

MARRIAGE º ON SATURDAY, THE FIRST OF 

AUGUST º TWO THOUSAND AND NINE º 

AT SIX O’CLOCK IN THE EVENING



op.com
website

eblasts

blog takeover

Redesigned the website for this global mass market brand 
to reflect campaign creative. Integrates celebrity driven 
imagery with on-trend graphics to capture the exuberant 
“Summer of Music” campaign theme. Website resulted 
in the brand’s highest-to-date drive to its walmart.com/
op e-commerce page. Perez Hilton blog takeover yielded 
one of the highest CTRs in the site’s advertising history.

splash page with roll-overs

eblasts

fall preview blog takeover



You can see a larger sample of my 
work by visiting cbyrnedesign.com 

Thank you,
christinebyrne 
christine@cbyrnedesign.com
912 .656 .2302


