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| ABOUT ME

I’ve been in the design industry for over 5 years focusing mainly on e-commerce
and digital sites, as well as branding. One of the reasons why | was drawn to
design, specifically in digital, was because | love the process of creating something
that’s just an obscured image in my head and turning it into something others

can interact with and experience. Another big part of why | love design is helping
others achieve their goals whether it’s for a small business or doing wedding cards
for friends. Just the ability to create something out of nothing is something I’'m
blessed to be able to do everyday.

Being in the design industry for over 5 years, I've learned a lot about what to
expect when designing interfaces that users will interact with. It’s not just about
making it look pretty, it’s all about functionality and making the design seem simple
and seamless. When a design is easy to use, and it looks good, that’s when you
found the right design, and that’s where | come in. Not only do | take the time

to map out the customer’s journey before designing, but | also make sure that
elements interact with each other seamlessly, while having the ability to make a
call on whether having a feature would be beneficial to the user.

During my time at PinkCherry and LACE, | was in charge of their front end
development and design. Spearheading new features and user experiences, |
was tasked to design and develop functionality with a mobile-first design ethos
in mind on the Shopify platform. | was tasked to make sure that the site was fully
responsive on all platforms without sacrificing the user’s experience so that the
customers would get the same shopping experience no matter the platform they
choose. Working closely with the CEO and the Director of Sales and Marketing,

| was able to implement key features that led to tremendous growth and helped
update their brand’s online presence and make their shopping experience an
industry leader.
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QUR STORY

The Motewarthys is a place where you will find a
carefully curated collection of unique, high-gquality,
often hand-made items by emerging Canadian

designers.

The passion and talent that we see fram Canadian
designers and their commitment to building unique
brands excites us! We sec that Canadian talent
doesn't get the level of recognition it deserves. We
see value in locally made goods and seek to
educate others on it. We take you behind Lhe
seenes to learn about the inspiration and
warkmanship that goos into what you wear.

To ws, being Motewarthy means following your
passion in creating a life you love living, It means
taking a leap to of faith to follow your dreams,
What does Moteworthy mean to you?

OUR PRODUCTS

ACCESSORIES LINGERIE BAGS

JEWELRY

OUR DESIGNERS

Heathar Hird Design
Jirwalust
Grandview boeach designs
Tala Kamoa
Designs by nature gams
Marmalade designs
Juennifer fukushima
RUzica
Vesperting
Handsome & Lace
Karog
Seraghadaki
FoldIT Creathons
Dotorous Jawalry
Epocha

{FARE EXCITED ABOUT
HORKING WITH YOU!

Gereral Inquirjes
r,.-.-nm@thenuteworlhys.m | 647.986.4544

00 @ @Theﬂulewnunﬁ

Wiy lherulewurrhys.cn
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Outerwear Chic! wamsnere THE VERSATILITY
-Shop The Possibilities - i OF LINGERIE

This soft, kght pink braletis leatures o
3o which, lal’s ba honest, never Qoas

| S FIND YOUR INSPIRATION!
kmyhvoke cuboul sits al the frond, and with L]

| ! > J a shght stratch, you could waar this
- Lucette Edgy Desert ou
Storm Teddy o
A boldly gorgeous teddy in sand storm
pEI':'.E'an stretch laca, this Fresistible 1

one-piece features a plunging neckline, a
spit back with delicate edgng and siky
satin banding.

leep-V Dual Slit Black
Jersey Maxi Dress

Croate drasma and romance withou
fing & woed! This fvery] rnvealing jersay
b dneess s s0ft and comiy with a deap
unging-v, Two high siits at the font
leave the back Sowing Dahing?

@cindyprado
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L TREAT YOSELF BLACK MALICE DAISY LITTLE

i ) HEADBAND e STAR PASTIES o THING BODYSUAT

BOTANICAL BOUDOR 0 SHEER BLACK THNH
MANI SKIRT HBGHS WITH BACKSEAM

Suzette Mesa Rose =

Lace Teddy

@christingaom

Prefarming to be shown off, this textured Fit
lace teddy would also be a perfect piece to RN
layer with. A shight amount of support lsin 0%
the removable pads and a slightly stretchy =
underband
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Help us celebrate National Candy Month by DR' SHERRY Ross
checking out our sweet deals. Save 25% on |8 |N THE HOUSE. .

the entire line from st Sttt Perfectly timed with Sexual Health Month, Save 20% on
STTON CANDY these new wellness products from CalExotics!
SHOP NOW
¥ ith : o laating s o I p -~ et ‘N
SR % - S ?
VY i 2
; ; F‘? 1e-0logy 3 Piece
g e® ivanced Wearable
wginal Dilator Set
CANDY SHOP FLAVORED 9.05 (20%) SALE: $39.96
LUBE 20Z/60ML IN - " CANDY SHOP FLAVORED ol
BUBBLEGUM iy LUBE 20Z/60ML IN :m:b:;mmm
A sweet, ultra juicy lubricant straight ; BUTTERSCOTCH E
om the ( Shop, this
rwater treat en
foreplay (oral, anyone?
ith tons o ( kg They-Ology Intimate
ss and a deliciou ilky = Massager
not to mention a mouthwateri $50.50 (20%) SALE: $47.60
Spacificaly created 1o bo enjoyed by

Ubblegum with no unple
aftertaste.

anvyons and any body. ths
supor-smooth infimate features a
showk, sitky, 100% silcorns shaps
comphote with fieoible nock and big
sl b hasdd.




EMAIL MARKETING
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We've narrowed the search! We are always working on our  sew " * Male Masturbators
site and adding tools to help our customers locate et faunres v * Lubes and Lotions
products more easily and precisely s i * Lingerie
; . e ki « Menswear

FILTER NOW

Cuie S Torys

LTER ANY TIME,
ANYWHERE!

MORE CATEGORIES TO
FILTER THROUGH!

" B Toll Fres
Shop By Brand v We've opened up filtering 1o more I8 (MFORMATION CANTACY i s
Color w categories which includes POPHIA SERINGER B tmail
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OH LE LE... >OWERFUL &,
WAND! et

oL mitwrely on targeting

weel spots. be they yours oo q
a playmalae's

Le Wand embraces and champions intimacy for all, with
powerful and versatile pleasure tools that insist on
bringing users 1o the next level. A go-to for orgasms,
again and again!

SHOP NOW

PLEASURE AND
VERSATILITY

Of coursa, Le Wand wouldn't be
L Wand without
and the Patite is no exception!
There are ten programimed
vibration modes 1o chooso

18 Of DOwer

i from,

rangng from show and steady 10

IMENSe CLUtsation.

“Le Wand are the Best Sex
Toys Ever Invented™

REFINERY29

“Best Sex Toy for
ind-Blowing Orgasms”
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Deals Hardware

Easily vaporize your favourite flower on-the-go
with a beautifully-crafted, low-profile, and

feelgood. __ THIS PAX A PUNCH e
Has Arrived! | i b e

industries best, go-to, dry herb vapes.

feelgood. is a health and wellness brand dedicated to
providing consumers with affordable, high-potency products
while still maintaining the highest quality standards possible. SHOP NOW

[ 10%OFF PAX

SELECT GRINDERS

USE CODE: GRIND10

SHOP NOW

PAX 2 Vaporizer
$129.00

With the newly anodized aluminum surface, the
design is optimized through 2 more efficient
battery and heating‘cooling system, which is
indicated through the LED indicator lights.

o 2 :
‘A Bhang For.
Your Buck

|mmw|
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] EMAIL MARKETING

THE 80s WY

Take home high-quality cannabis products at the
wicked price you want when you shop from our RAD
collection today!

SHOP NOW

BLUE SKITZ VAPE

SHOP NOW

SOUR TANGIE CBP
DISTILLATE VAPE

$24.99 05

SHOP NOW
- d

v Cann

Cannabis Dieals Hardware FAGS

Treat Yourself Like

RYILTY ity e

. . Grape Ape
Where the new meets legacy, Roilty brings Type: Indica
together both sides with their inspired collection! THC: 90-92%
Aroma: Tangy, Spicy

SHOP NOW $49.99/1,

Hawaiian

Thunder Queen =
Type: Sativa

THC: 84-90%

Aroma: Citrus, Tangy, Spicy

$49.99/1

HO PRESCRIPTION HEEDED
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B POSTER DESIGNS

AIN'T NO REGULAR F-150

| don't feel pain anymore
Guess what, baby? It was unanimous, 1-0, and | won.

__ THIS A FUCKIN

o ® %909
o o
09 99g00°
99 e Untold: Malice at the Palace
99 e a aa 11/19/04

Frooes (Ghost Town, PL )
Korrve W, Kid Cuch

Prochuced By: Korye West, Kid Cuck, MIKE DEAN
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AND MY HEART IS LEAKING KANYE WEST
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B CASE STUDIES

Here are the latest case studies for projects that | have completed for
various brands. The different types of work varies from Ul design, UX
design, web design, web development, graphic design, as well as
creating brand identities.
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| ABOUT THE BRAND

LACE Canada - Canada’s leading online retailer of sexy lingerie in all sizes. The
goal for the brand is to rethink how people see and buy lingerie, as well as change
the narrative to make lingerie be a more non-risque part of society. Along with
this, LACE’s message to spread a body-positive message by having a plus-sized
section to include people of all sizes and not feel alienated when shopping for
something as intimate as lingerie.

] WHAT WAS DONE

« Establish a brand and style for LACE

* Launch of website

* Launch of email marketing

* Create a direct to mail booklet

« Create a yearly catalog of new products and collections to go out with orders
* Create Business cards, postcards to go into orders

] OUTCOME

Overall, the outcome of this project was a success. We successfully launched
LACE in November 2015 and established its own look and feel in a crowded
industry. By having a curvy site within the main one, we made it a safe and body-
positive place for plus sized customers to purchase lingerie while giving them
options to see products that are more relatable to them.

Role: Art Direction, Design, Front-End Development, Shopify Development, Social
Media Marketing, Email Marketing, Graphic Design, Web Design, UX Design

Link To Project



https://obierifai.ca/portfolio/lace-case-study

i MEERY 0% OFF SITE WIDF) USE COOF LACEM
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| started looking at the mobile version of the site. | analyzed the most important
aspects of the page - the header, navigation, and footer. The goal was to create
a simple yet intuitive way to use these elements without going against the
customer’s default behaviour. Having the side nav on the left, logo in the middle
with the search cart and search on the right gives a balance and a familiar
placement one would see on a desktop site.

THE PERFECT |
CLASSIC!

SHOP NOWY

For our main navigation, we wanted to seperate standard lingerie and curvy
lingerie. The main objective was to have a place where regardless of your size,
you can feel comfortable shopping and have products that you could relate to. By
having a curvy section, plus sized customers are able to not only see the selection
that would be available in their size easier, but they would also be shown using
plus sized models so they would be able to see the products on a body type
similar to their own, making it more inclusive.

GIET THE
1 al
¥ 1] i

EXCLUSIVES For the overall site design, | wanted to have a major emphasis on imagery since
g SIGH UP FOR OUR NEWSLETTER MO lingerie, and shopping for clothing in general, is a very visual activity. Having strong
T vomeaaa banner images as well as showing a variety of models helped with the overall
design of the site, as well as helping the brand establish their own identity in the

crowded market. | wanted the direction to have more of a higher class fashion site
as opposed to a bargain bin look so that it would help customers trust the brand
more as well as help see the product in more of a premium light, but at affordable
prices.

SALL

SAVE UP TO 94% OFF QUR SALE SECTION!
MO CODE REQUIRED!

“swop oy et | DEVELOPMENT

EZTE
In Mid 2018, we switched our ecommerce platform from Magento to Shopify. | was
responsible for re-coding the site to fit Shopify’s platform using HTML,CSS,JS and
Shopify’s scripting language Liquid. By doing this we needed a lot of additional
information for our products like specifications, whether it was discontinued or not,
if there were videos associated with the product, complete this look for products
> that weren’t sold in sets, and more. By using all the tools that we had at our

disposal with minimal use of 3rd party apps, we successfully launched on Shopify
with little problems and made it a seamless transition for our customers.
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Million Dollar Romper Baby

Fantasy Lingaria | Ml Ships Within 24 Hours | Ba The First To Review

Shop Sexy Lingerie

Compara At $59.99 You Save: $10.04 (17%)

3 B
Add To Bag

Earn 500 In LACE Loyalty Points

Categories 180 Products SonBy.  NewArkals -~ Page1olB >
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Fanties
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o roduct Description eatures
Allre i Classically cool and ever so effortless, this white romper will make your other lounge wear swoon! Size: S
Fse The porcelain geomeatric lace top and cheeky microfiber bottom is fun and flirty for sure, but also Bust: 32 - 34"
el entics comfy cozy for those lazy days. Ready and willing to be layered too! With some clever styling, this Hip: 34" - 36"
Coapenie romper would fit right in with casual streetwear! Fits sizes 10-14, Hand wash saparately in cold

Color: White
Special Features; Bridal, Laca

Ebgant Mormens water, Do not blaach, Flat dry. 85% Mylon, 5% Spandex.
Eve Candy
Fantizy Lingar

SKL: FAN3-025500 | UPC: 819969025500 | MPN: FL1904-WHT-S (8)
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= - We also had to develop a workflow that would onboard new
customers to our email marketing campaign as well as set up

=R S e - automated campaigns for Browse Recovery, Cart Recovery as

- - well as Post Purchase series. | was tasked to create a workflow to

manage the customer journey as well as implement the campaigns

in Bronto, which was our email service.
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LACE
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| EMAIL MARKETING

Our main objective for our email marketing campaigns was to
promote new collections while keeping our customers informed

about current and future fashion trends. It was also important that our L N A COSTUME

. . . ’ SEASON!
newsletters have the same branding and messaging as our site, by ; T
including body positive imagery, while incorporating styles and sales. e ——
Emails like these went out 4 days a week to keep our customers -

o o T o N - -
informed of new styles, as well as sales that we are currently offering. Bl = SHOP NEW ARRIVALS

m‘i
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| MARKETING

For our LACE Catalogues, the objective was to create a fashion magazine style catalogue

to showcase new and existing collections to either go direct to mail or in orders that were
placed on the website. We wanted the catalogues to more resemble fashion magazines

with more of an emphasis on editorial images while incorporating the sales aspects of a
normal sales catalogue. We also wanted to have theme pages such as great gift ideas, bridal
sections, and influencer pages to give our customers other ways of looking at our products
from an non-intimate way.
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| ABOUT THE BRAND

Everyday Basics is a clothing brand focused on providing men with the essential
clothing for their wardrobe. Providing high end shirts, sweatshirts, hoodies and
pants, Everyday Basics aims to be the go to brand for the 9-5 office male with
professional, yet comfortable long lasting pieces.

] WHAT WAS DONE

+ Create a new brand identity for Everyday Basics

* Create a new logo

* Design a hang tag for their clothing line

* Design a web experience for the brand including desktop and mobile

] OUTCOME

Overall, the outcome of this project was a success. | feel that with the competitor
analysis and the overall brand position that was taken by Everyday Basics will
successfully help them break into a crowded market and establish themselves as a
go to for men looking for clothing basics of high quality and great prices. Their web
experience has been optimized to be mobile first so that their site will be usable

on all platforms scaling up and down when needed while providing the same
experience for added consistency

Role: Art Direction, Graphic Design, Branding, Logo Design, Web Design, UX
Design

Link To Project
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EVERYDAY

BASICS

EVERYDAY

BASICS

TAKE 10% OFF YOUR NEXT ORDER
USE CODE: EB10

0000

WWW.EVERYDAYBASICS.CA

EVERYDAY

BASICS

ESSENTIAL

COTTON TE

EVERYDAY
BASICS

ESSENTIAL
COTTON TEE
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Owverview
« Price range - $90 - $1000
» Ships worldwide
» Locations in the LS

Brand Positioning
+ High-end focused streetwear
- Carries other brands but focuses on Private label collections and collabs
+ Offers a wide range of clothing options as well as footwear and other accessories

« A major player in the space with brand recognition and collabs with top brands like Nike, BMW, Asics

+ Has awomen's and kids section
+ Has brick and mortar locations as well as an online store - Private label is DTC

Selection Overview
= Dffers hoodies, sweaters, pants, jackets - private label
+ Offers an everyday collection - the palette is muted and limited branding

Reigning Champ

Owerview
+ Price range - $50 - $650
+ Ships worldwide
+ Locations in Canada

Brand Positioning
« Offers everyday basics at a premium price - gearing a bit towards athletic leisure
+ Only carries their own in house brand
» Offers a wide range of clothing options
» Boutigue shop
» Has a women's section
« Has brick and maortar lpcations as well a3 an onling store

Selection Overview
= Offers hoodies, sweaters, pants
- Offers all clathing staples - the palette is muted / greyscale and limited branding

Everlane

Owverview
» Price ramge - $70 - $150
- Ships worldwide

Brand Positioning
- Offers everyday basics at a good price
+ Only carries their own in house brand
- Dffers a wide range of clothing options
+ Boutique shop
+ Has a women's section
+ Has avariety of different collections for the type of clothing you're looking for

Selection Overview
+ Offers hoodies, sweaters, pants etc.

- Offers all clothing staples - the palette is muted / greyscale and limited to no branding

Livestock

Overview
= Price range - $50 - $1000
= Ships worldwide
- Locations in Canada

Brand Positioning
+ High-end streetwear as well as high fashion brands
= Mainly focused on other brands and has a limited private label collection
+ Foous mainly on apparel and footwear
- Known as a boutique brand in the market, not as well known in the broader market
« Focused mainky towards men
= Has brick and mortar locations as well as an online store

Selection Overview
= Differs hoodies, sweaters, pants, jackets
= Offers limited release shoes from Jordan, Nike, and Adidas

Bait

Overview
+ [Price range - $90 - $4000
+ Ships worldwide
+ Locations in the U5 and Japan

Brand Positioning
« High-end focused skatewear and collectibles
= Carries other brands and limited collabs
= Offers a wide range of clothing options as well as footwear and other accessories
+ A rmajor player in the space with brand recognition and collabs
= Has a women's and kids section
= Has brick and mortar locations as well as an online store

Selection Overview
« Offers hoodies, sweaters, pants, jackets - no private label basics
« Main focus on collabs and limited edition collectibles

Hudson's Bay

Overview
+ Price range - $50 - $250
» Ships worldwide
+ Locations mainly in Canada

Brand Positioning
+ Offers everyday basics at a premium price - gearing a bit towards athletic leisure
» Only carries thelr own in howse brand, as well as other brands
+ Offers a wide range of products outside of the industry
« Appeals to a wide market range
+ Has brick and mortar locations as well as an online store

Selection Overview
+ Offers hoodies, sweaters, pants, dresses, electronics, shoes, appliances etc.
= Offers all clothing youw would find at a department store

| COMPETITION ANALYSIS

| started the exploration process with a competition
analysis of the current clothing market geared towards
men. | wanted the brand to have a higher end look

but not geared towards the athletic leisure market
where | feel is overly saturated and locked in by the
top competitors like Nike and Adidas. | also looked
into brands that are a bit more affordable in pricing

so that it’s more accessible to a broader market but
also wanted to have a clear emphasis on materials
and longevity. The brands that | decided to focus on
were Kith, Livestock, Reigning Champ, Bait, Everlane,
and Hudson’s Bay. | chose these brands because they
have a focus on the higher end clothing market for
men but also focus on the quality of clothing as well
as the streetwear and modern appeal to apparel and
less on the athletic leisure appeal.



l LOGO

For the logo, | wanted to keep it clean and minimal to match the brand’s philosophy. | opted to go with
a wordmark for the logo and not use an image or icon. | chose to split the wordmark into two lines
and use a sans-serif and a serif font to add a bit more appeal to the logo. For “Everyday” | chose to
use Helvetica Bold as it stood out more and | wanted that to be an anchor to the logo. For “Basics |
chose to use Didot as it matched nicely with “Everyday® and gave it the more upscale look that | was
looking to achieve. An alternative for the logo was the wordmark placed in a box as | felt that it gave
the logo more flexibility when being used across different mediums. For the colour scheme, | kept it in
a classic black and white as it gave the minimal, clean look that the brand was looking for.

EVERYDAY

| WEBSITE

Here are the final deliverables for the website. | kept the colour palette muted as that was more inline
with the brand and kept the product images and banner as clean as possible. | went with the minimal
look as that gave off the feeling of a higher end brand and since the clothing itself had a minimal
appeal, it matched with the overall brand image.
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| ABOUT THE BRAND

The Noteworthys is a place where you will find a carefully curated collection of
unique, high-quality, often hand-made items by emerging Canadian designers.

Their mission statement: The passion and talent that we see from Canadian
designers and their commitment to building unique brands excites us! Canadian
talent doesn’t get the level of recognition it deserves and our purpose is to get
Canadian talent recognized. We see value in locally made goods and seek to
educate others on it. We take you behind the scenes to learn about the inspiration
and workmanship that goes into what you wear.

] WHAT WAS DONE

+ Create a media kit to give out to potential designers
+ Create a business card to go out with orders

] OUTCOME

Overall, the outcome of this project was a success. The media kit was created and
was inline with the client’s branding and vision of their site. It also gave a glimpse
of potential designers a look into what kind of company The Noteworthys are and
if their views align with one another. As far as the business cards go, they were a
good addition to the people’s orders as they incentivized for repeat business while
further promoting The Noteworthys brand and messaging.

Role: Art Direction, Graphic Design

Link To Project



https://obierifai.ca/portfolio/noteworthys-case-study

] DESIGN

One of the main points that were emphasised in the client brief was the use of images.
The Noteworthys wanted the images to be the focal point of the design of the media kit.
For the cover page, the goal was to make it as visually appealing but minimal as possible.
| chose 3 of their strongest images and used those as a drawing point for the cover. |
placed their logo at the top half of the page and the product images at the bottom to give
a symmetrical look and occupy the space evenly.

For the second page, the client wanted an about us section, the types of products that
they sell, as well as a list of designers they currently carry. It was important for the client
to let potential designers know about them as well as their focus, goals, and visions for
the company to help others know if their brands will align with one another. | included
another product image to keep the balance to the text as well as have that section visually
appealing as they are trying to convince potential brands to sell their products to them.
For the second section, The Noteworthys wanted to display the types of products they
sell. | wanted to use images as well as text for this because having just a standard list
e 0 EWUr yS wasn’t visually appealing and by including images, it also helps push their brand aesthetic
towards potential designers. The last part of the page was a standard list of designers that
The Noteworthys currently carry. Originally, | had put pictures of the designers that they
currently carry instead of just an ordinary list to keep it consistent with the products as well

as make it more visually appealing, but the clients just wanted a standard list as it wasn’t
as important as the other elements on the page.

For the last page, the client wanted it to be really straightforward. All that was required was
a simple message letting potential designers know that they are excited to work with them,
contact info for the person in charge, and the website social media accounts as well as a
link to the site.

For the business cards that were meant to go into every order, they wanted it to be
minimal yet consistent with their site and branding. The main focus for these cards was
to push their brand message of being unique as well as offer an incentive to come back
to the site. On one side, it was decided to include a message asking customers to sign
up to their newsletters and get 10% off. On the other side was their message of being
noteworthy. | prioritized the text and the brand colours without getting too complex and
straying away from the message.




The Noteworthys

OUR STORY

The Noteworthys is a place where you will find a
carefully curated collection of unigque, high-quality,
often hand-made items by emerging Canadian

designers.

The passion and talent that we see fram Canadian
designers and their commitment to building unigque
brands excites us! We sec that Canadian talent
doesn't get the level of recognition it deserves, We
see value in locally made goods and seek to
educabe others on it. We take you behind Lhe
scenes to learn about the inspiration and
warkmanship that goos into what you wear,

To us, being Moteworthy means following your
passion in creating a life you love living, It means
taking a leap to of faith to follow your dreams,
What does Moteworthy mean to you?

OUR PRODUCTS

DRESSES

ACCESSORIES LINGERIE BAGS

JEWELRY

OUR DESIGNERS

Heather Hird Design
Jowalust
Grandview boeach designs
Tala Kamea
Designs by nature gams
Marmalade designs
Jennifer fukushima
RUzica
Vesperting
Handsome & Lace

Karog
Seraghadaki
FoldIT Creations
Dotorous Jawalry
Epoche
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| ABOUT THE BRAND

Astral Cosmetics is a premium cosmetics brand focused on delivering the highest
quality of products to their consumers. Ranging from shampoos to rejuvenation
creams, Astral Cosmetics puts a focus on ethically sourced ingredients that

are cruelty free and vegan friendly. The main focus of the brand is to give their
consumers the best option when it comes to choosing cosmetics while being
aware of their carbon footprint and effect that they have on this planet.

] WHAT WAS DONE

+ Create a logo and brand identity for Astral Cosmetics
+ Create various packaging designs for their different collections
+ Create a landing page to showcase their brand and products

] OUTCOME

Overall, | believe this project was a success. By creating a new logo for Astral
Cosmetics by keeping true to their brand beliefs and vision, it helps position

: them as a higher end brand in a crowded market. By having a logo mark and a
*H "EEP HYRDATION word mark, it makes their logo more versatile, which helps with their packaging
us':::_rél ' =k design as well. By creating new packaging design, this helps Astral Cosmetics by
coumel having a unique look to their package across multiple collections, and gives them
the high-end premium look that they wanted. By creating unique packaging and
designs, this will help Astral Cosmetics stand out on the shelves and puts them

in a greate position to be purchased by prospective consumers. For the landing
page, by having a big emphasis on strong imagery and a clean, modern, minimal
approach to the design, it positions Astral Cosmetics as a more luxury brand while
maintaining their brand story and pushing their collections.
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Role: Art Direction, Design, Graphic Design, Web Design, Brand Strategy, Brand
Design

Link To Project



https://obierifai.ca/portfolio/astral-cosmetics-case-study

| PACKAGING

For the packaging, | wanted to keep this as minimal and clean as possible. Since Astral
Cosmetics wanted to position themselves as a premium brand, | figured that having a clean
look to the package was the right direction. For their premiere collection, | wanted that
collection to have the cosmic theme seen throughout the brand. | chose to use the darker
purple colour with a subtle space background to give it a more interesting design then
going for a straight black or white as most brands tend to go with. | felt that it would set it
apart on the shelves and people will tend to gravitate towards it as it is different. For the
title of the product | went with the same sans-serif font used in the logo to give the design
consistency, but rotated the title 90 degrees to give it a different, more interesting look. |

>

---.-t..

stra
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=
i 2
s = o felt that by doing this, it made the packaging look cleaner and differentiates itself from the
2 o =, competition. For Astral Cosmetic’s other collections, | kept the title and logo positioning
= s )
0 < P < A consistent but swapped the backgrounds. | wanted the backgrounds to be clean and
et am ‘:é = ey r elegant, and depending on the type of collection, if it was for an evening type product, |
U i A DU S wanted darker backgrounds, and if it was more of an everyday daytime type product, |
i g'C N'F"'_'_T 2 ostral FACE CREAM wanted to use a brighter background.

] OUTCOME

For the landing page, | wanted to keep this minimal and really showcase the strong
editorials of the products Astral Cosmetics sells. | wanted to have the hero banner be a
main focus as that’s the first thing a user will see on the site. | decided not to separate the
header and the hero banner and made them one element as | felt it was stronger and more
cohesive. By not splitting the header and hero banner, it allows for the main image to have
more focus and that was a big focus for Astral Cosmetics. For the second banner, | wanted
to highlight the different collections that Astral Cosmetics has. | did this by showing a strong
editorial of their products from various collections in one product shot, while having a call
to action on the left side. | used a blob shape as opposed to a square or circle as | felt it
2 R gave it more of a fluid and free look and felt it was consistent with their brand. For the third
Biy HYRDATION Y i section | wanted to have a brief description and mission statement for Astral Cosmetics.
Y — | felt this was important to include because it allows the consumers to get to know the
company more and let the consumers relate with Astral Cosmetics.
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Pamper Yourself

With Astral Cosmetics, we have something for every situation that your body needs.
Whether it's a night time rejuvanation cream or nourishing shampoo, our collections keep in

mind the multitude of ways to care for your body,

Cosmic Bliss

> from our premie ection today!

MIGHT B(

Beauty Reimagined

With the help of our collection, we can help shape your
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outer beauty to match how you truley feel on the inside!

Shop Mow

Designed For Every
Body

Astral Cosmetics is proud to offer a wide selection of
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| ABOUT THE BRAND

Nabidh Wines is a new wine company that specializes in creating wine from

all around the world. Based in the meditriennian part of the world, Nabidh is
Arabic-based and wanted to break into the wine market. By having a arab-based
company and product, this gives them an edge in the market as not many wine
companies are occupying this space and they see it as a way to push their brand
and become a staple in this region as well as have a global impact on how others
see wine.

] WHAT WAS DONE

+ Create a logo and brand identity for Nabidh Wines

+ Create custom bottle labels and designs for the various types of wine that are
sold by Nabidh

+ Create a website design including a landing page, collection page, and product

page.

]l OUTCOME

Overall, this project was a success. Having designed a logo that not only will
stand apart from the competition but also uses a different language so that it

add a uniqueness to the design. For the bottle designs, by having the logo as the
main draw of the bottle designs, it will set itself apart from competitors and will
be recognizable by the consumers. Also by keeping a minimalist approach to the
label, the bottles will all have a consistent look and will make that section retailer
shelves look like it’s dedicated like the Apple section in electronic stores. For the
site, | wanted to be a bit more informational for the new wine drinkers, but also
accessible for the seasoned connaisseurs. | felt that with the design, there is a
good balance for both as it educates those looking for information about wine, but
also has more advanced filters for those who are looking for that specific wine.

Role: Art Direction, Graphic Design, Web Design, UX Design, Brand Design

Link To Project
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] LOGO DESIGN

For the logo, | started by experimenting with different shapes that are synonymous
with the wine industry. | found that wine grapes, wine bottles, and wine glasses
were usually used but also other competitors tend to just use a wordmark as their
logo to keep things clean. For the wording, | opted to using arabic writing instead
of english. The reason | chose this was because Nabidh is an arab-based company
and by incorporating that into their brand would definitely set it apart from others.
Also since arabic writing is script-based, | feel that it matched perfectly with wine
since it’s very fluid and customers would be reminded of flowing wine. For the
colour scheme, | went with three different choices: merlot red, silver, and gold. |
went with these colours to help with defining the quality of wines customers can
choose from based off these colours, with Merlot Red being an average wine and
gold being the premium.

| BOTTLE DESIGN

For the wine bottle, | wanted to capitalize on pushing the brand. | placed the
Nabidh Wine glass logo at a large background element for each bottle, one to set
it apart from the standard wine label that the competitors are doing, and two to

let customers know that this bottle is from Nabidh’s and it won’t be mistaken by
others. | added the type of wine and the name of the wine in a serif font because

it added a sense of luxury that | wanted to portray and it paired nicely with the
logo. Since the design is already different from the standard wine bottle labels, this
will Nabidh’s Wine apart from the competitors, which is what they were hoping to
accomplish, but will also give it a more minimalist approach to the label.
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Red Wines

There is a vast amount of red wine varietals that are used to produce red wines, and its those grapes that

usually determine the flavours and attributes of red wine

Nabidh Merlot Habidh Cabernet Franc Nabidh Pinot Noir Mabidh Sauvignon
£26.99 5999 536,99 08 599

Shop Red Wines

White Wines
Aromatic, crisp, refreshing, and stunning in a glass, white wines have been around for centuries, pleasing
the palates of wine drinkers around the world,

Nabidh Sauvignon Blanc Nabidh Chardonnay MNabidh Pinot Grigio MNabidh Riesling
£26.99 5106.99 £66.99 556.99

Shop White Wines

| HOMEPAGE

For the homepage, my focus was to get customers to products as quickly as possible.
| started the page with one hero banner that displays the 3 types of wine that Nabidh
carries. | then added 3 different product sections to highlight the best sellers for those
3 types. | wanted to include little write up for each type for those customers that may
be new to wines and not know what the difference between the types are. At the
bottom of the page, | included a writeup about Nabidh and what makes them stand
out from the competitions. | felt that by having this on the homepage instead of an
About Us page, makes it more transparent and easy for customers to really find out
about the brand and what makes them special.

| COLLECTION PAGE

For this page, | have a sidebar filter navigation as well as having all of the products
displayed in a uniform way. For the sidebar, | felt this was an important aspect of the
page because with such a wide variety of products, customers need to be able to
narrow down the initial results to find the wine they are looking for. For the filter menu,
| opted to include Country, Region, Sub-Region, Style, Type and by Price. Since most
wine connoisseurs have particular tastes in wines, these options should be able to
better narrow down the selection to their tastes, and for those who may be newer to
wine, it will allow them to pick broad filters without feeling overwhelmed.

| PRODUCT PAGE

For this product page, | wanted to go a more informational route than a traditional
e-commerce site, since wine is a complex product to sell. For the first half of the
page, | put the product image, title, price and description of the wine and the add to
cart button. These are important aspects to any site selling wine online as they are
key pieces of information that consumers look for. For the second half of the page, |
wanted this to be more information heavy. It is important to have the specifications of
the wine, including the Alcohol level, Country, Region, Taste, and more. | also included
a visual guide to the wine profile so that customers can know where a particular wine
lines up on a scale of boldness, to see if that wine fits their taste. Lastly, | included a
section of food pairing as wine can be an important aspect of a meal and if customers
are buying a specific wine for a certain occasion, this will be able to help them make
that decision.
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| ABOUT THE BRAND

Midtown Bread and Butter is a bakery based out of New York that specializes
in freshly baked breads and goods at affordable prices. They value their
craftsmanship by only using the finest ingredients, freshly sourced, to create a
wide variety of bakery staples as well as the finer delicacies. By having gourmet
products baked fresh daily, this gives Midtown an added service that other
bakeries may not have while having a unique experience that has a small town
vibes in a big city.

] WHAT WAS DONE

+ Create a logo and brand identity for Midtown Bread and Butter
+ Create a landing page

] OUTCOME

Overall, this project was a success. By having creating a logo that gives
customers a healthy, natural vibe while still being recognizable were key aspects
for Midtown’s brand identity. Having a website that give off vibrant images of
freshly baked goods gives the perception that Midtown is a fresh bakery and that
customers will feel more inclined to check out what Midtown sells. By including
key functionality like the best sellers product row, and the instagram feed, it gives
: customers not only a sense of products that they should aim to get, but also which
HIDTOWN ' :- products Midtown specializes in and the care they take when baking these goods.
B“E“D%B”"Eﬂd '_ Also by having Midtown’s story right on the homepage, it lets customers know
who they are buying their products from and adds a sense of familiarity that some
customers tend to appreciate as it gives the perception of a small business and
not a large factory entity.

Role: Art Direction, Graphic Design, Web Design, UX Design, Brand Design

Link To Project



https://obierifai.ca/portfolio/midtown-bread-butter-case-study
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OUR STORY

With an atmosphere of class, sophistication and the
fteel of a worldly gourmet experience, Midtown Bread
and Butter offers a wide range of products ranging
from donuts, danish, kuchens, muffins, hot breakfast
sandwiches that are made fresh daily!

LOGIN 'g CART ()

MIDTOWN BREAD
AND BUTTER

Freshly baked bread right in Midtown, from
gluten-free options to world-renown recipes!

Browse All

| LANDING PAGE

For the homepage, the main message | wanted to pass on to customers was
the healthy aspect that Midtown Bread and Butter has. By creating their own
bread with the best ingredients and no preservatives, having a healthy-focused
homepage in critical for the brand. For the main image, | wanted to show 2
loaves of bread next to wheat to not only portray a freshly baked feel, but also
to let customers know that this is a bread company and to get them to product
as quickly as possible. The next section of the homepage, | wanted a dedicated
space for the story of Midtown Bread and Butter. | felt this was an important
aspect as it gives customers an inside look into the company and humanizes the
brand. By having this upfront and center, it adds transparency and give the brand a
backstory.

For the next part, | wanted to display the best selling products that Midtown
provides. By having these easily accessible on the homepage lets customers know
which products people are interested in and doing the best, so that they could be
convinced to purchase them. For the next section, | wanted to include a benefits
section to let customers know why they should buy from Midtown. By having
points like Gluten Free options, Freshly Baked, Wide Range, and Order Online
Pickup In Store are good selling points as they are what customers are looking

for, and should answer the most asked questions customers would have. Lastly, |
wanted to include an Instagram feed because social media is such a huge part of
marketing in the digital space and not including that in the site would be negligent.
By having the feed of the newest posts adds relevancy to the site as well as lets
customers know the type of content we post and why they should follow Midtown.
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OUR STORY

With an atmosphere of class, sophistication and the
feel of a worldly gourmet experience, Midtown Bread
and Butter offers a wide range of products ranging
from donuts, danish, kuchens, muffins, hot breakfast
sandwiches that are made fresh daily!
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MIDTOWN BREAD
AND BUTTER

Freshly baked bread right in Midtown, from
gluten-free options to world-renown recipes!
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Assorted Bread Basket White Bread Loaf Whole Wheat Loaf (Sliced)
56,99 £4.99 £5.99
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Freshly Baked Gluten Frea Wide Selection Of Order Online
Goods Options Products Pick Up In-Store
@ @ midtownbreadbutter
Connect with us on social media with the hashtag #MidtownBreadButter
< & @midtownbreadbutter >
Mothing ke a powdered cromssant to
start the day
#oread #midiown foake fbakery Fsweat
#nevwyork #SidiownBreadButiar
\~4

MENL! FRODUCTS ABOUT CONTACT CAREERS MEDIA FACS

© SR CORYTRGHT | MIDTOWN SIEAD AND BUTTER

00006



B OBIE RIFAI: PORTFOLIO

X

00D 6

obierifai@gmail.com
519.661.8854

www.obierifai.ca

instagram.com/obierifai/
www.behance.net/obie-rifai

https://dribbble.com/ObieRifai

01:1) =
R I F A |


https://www.obierifai.ca
https://www.instagram.com/obierifai
https://www.behance.net/obie-rifai
https://dribbble.com/ObieRifai

