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Who am I?

Hi, this is Anh! | am a third-year graphic design student at Vanier College. | have

worked with visual communication for 5 years, therefore, | have gained much
experience with both technical skills and soft skills, as well as developed a strong
eye for aesthetics. The language of grids, shapes, and typography is what I love
about graphic design. My goal is to create good designs in relation to culture,

politics, and society that are beautiful, meaningful and impactful.
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(Gesso Museum

Client
Arts and Culture

GESSO MUSEUM
Project OF FINE ARTS
Create a name, logo and visual identity for
a museum that focuses in Renaissance arts.

Solution

Research characteristics of Renaissance
paintings and sculptures. The name Gesso
is inspired taken from “gesso”, a white paint
mixture frequently used in Renaissance
paintings to create a base nice layer and
protect the canvas. Design a modern logo
based on the concept of layers of paint
and the rectangular shape of the canvas,
in which the lines and interlocking shapes
depicts the paint layers. The logo also
visualizes the lefter “G”, which is the initial of
the Gesso museum. Software used: Adobe
lllustrator, Photoshop and Indesign.
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WE ARE THE GESSO

This publication has been developed to guide
users of Gesso Museum of Fine A
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To preserve the int 50 Museum of
Fine Arts, its use must be managed through the
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Positive Version
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PHOTOGRAPHY

agery used in support of the brand must
ct Gesso Museum of Fine Art's unique
jon in the market. Only images of
sed artworks, certain portraits and
landscapes are permitted.

Gesso Brand Guidelines

Primary Logo
Negative Version
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APPLICATION EXAMPLES

A Renaissance
Exhibition
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textual elements. of the le inside the word “MUSEUM

Gesso Brand Guidelines

APPLICATION EXAMPLES

Gesso Brand Guidelines

Positive Version

sso Brand Guideline

Snapshots of the detailed brand style guide estrablished for Gesso

Museum of Fine Arts.
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A Design Everyday

Client Project

Entertainment Create a design based on a chosen song
daily within 30 days to enrich creativity and
help with purely artistic exploration.

DAILY CHALLENGE DAILY CHALLENGE

DAILY CHALLENGE

HONNE Warm on a Cold Night The Neighbourhood The Neighbourhood

DAILY CHALLENGE DAILY CHALLENGE DAY 7

The Neighbourhood

GORILLAZ THE NOW NOW HONNE Warm on a Cold Night

Solution

Produce visual images of songs based on
their themes or lyrics, as well as experiment
with different tools, effects, and methods.
Software used: Adobe lllustrator.

A Little Death




SKINNY

)

Skinny

Client
Retail

N
N
Project
Create a visual identity for Skinny, a new activewear brand.

Solution
Design a logo based on the concept of “skinny” figures, the lefter “s”,
and utilizing negative space that can be applied across all media.

Softwares used: Adobe lllustrator and Photoshop.

oot W7
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Studiooo

Client
Arts and Culture

Project
Create a visual identity for Studio00, a startup creative firm who
specializes in professional photography and videography.

Solution
Design a series of logos propositions inspired by fresnel lens, while

also incorporating the numbers “00” and the letter “s” in the name of ST U D | O O O S T U D I O O O

the agency itself. Softwares used: Adobe lllustrator and Photoshop.

Final logo concepts.

T\
P Q‘/ N\

=
=)

Ofther inital sketches for the logo.

Fresnel lens — a type of composite compact
lens used in photography to enhance and

distort light, adding contrast to an image,
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Cry Album
Vinyl Cover

Client
Arts and Culture

Project

Redesign the vinyl cover for Cry, an album by Cigaretftes After Sex.
The design must stay in fone with the band’s original style. Software
used: Adobe Photoshop.

Solution

Use black and white images as the main key visual, which is
consistent to the brand’s previous designs. However, color is used for
the album’s name for emphasis and contrast. Liquified and glowy
texts create a slight psychedelic effect that represents the ethereal
and often dream-like musical style of Cigaretftes After Sex, as well as
the motion of tears. Softwares used: Adobe Photoshop.

page 14

CIGARETTES AFTER SEX

CIGARETTES AFTER SEX
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Thiller Album
Vinyl Cover

Client
Arts and Culture

Project
Redesign the vinyl cover for Thriller, one of the bestselling albums by
Michael Jackson. The concept is open to exploration.

Solution

Create a design based on the characteristics of Michael Jackson’s
bold and unique style, of the upbeat, dynamic and lively pop genre.
The design also took inspiration from Paula Scher’s Bring in ‘Da Noise
Bring in ‘Da Funk posters for The Public Theater in 1995. Softwares
used: Adobe lllustrator and Photoshop.
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Magazine Cover

_ ,utlon pollu
THE URBAN o N
POLLUTION P A L

, Project
PO ]lutlon ]JOHHUBH‘ DOHU Make a new cover for an existing magazine while using an real
pO]lutlon 1)0I lution pO”U design or identity. The design must retain the overall look and feel

fion pollution pollution of existing ones.
- t10n po]lutmn pollut Sotution

How the Earth’s climate is changing
and the impact of global warming

With TIME as the chosen magazine, review the covers of past issues.
Determine the common elements across all issues and get a sense
of the overall key visual. Do research on TIME’s identity and apply
similar fonts, color schemes, positionings, etc. Create a new concept
based on the topic of urban pollution, using a collage of images,
textures and graphic elements. Software used: Adobe Photoshop.

Climate change isn’t some vague
future problem - it’s already damaging
the planet at an alarming pace.

Here’s how it affects you, your kids
and their Kids as well
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volume issue3
001 July 2021

TOURISME MONTREAL
800 René-Lévesque Blvd W 24e étage
(514) 844-5400

FESTIVALS

GET YOUR

JAZZ ON

The world’s largest jazz festival.
WRITTEN BY JOHN DOE

quae pla qui odictempore molesto

quiam iuntur si repudigendem ver-

iant harcid et ut optint dit, ut alic
tenimporum que sedi reperum sam fugitati
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doluptiatur, corepel enditios dolo bea do-
lessi sed exerum et aut estiiste vit faci ut et
doluptam cum consequia dem comnis et lit
quae dolecus ipis doloreste consed modis
sit estis dolor andant ratur maximenectem
qui am hariore, ium quatisi intusam untint
imodi nobis dem ipsanis erciur, tes susand-
icat. Enderi blam viducim et ut aut alique
exerro vellitaque sum est conet volorae.Len-
ducip sunturibus, eatempe consequas eos
anda nos eos sinvelibus, et est, culparum et,
cumet que volut et evenimo oloriti volupta

TOURISME
MONTREAL

DIRECTOR EDITOR
Xingyu Ren Ashley Mae

tistrum as simusda cum veliquiatio totate
corrum sumquiae. Namenimetur, non etur
aceprere non et hil mil est lant, optiis dit aut
aut ulparibus ditat occum aut porum api-
enis eum eos sit et volorpo rectendic tem
que volore nihil eratquae velit et lautaquia
et precuptatio conse vero odio blacidus
es ernam veles autet alibear untotatque

IT’S TIME FOR PIKNIC!

This is not your ordinary family picnic at the park.

WRITTEN BY JOHN DOE

PIKNIC ELECTRONIK

Ra quatur audiae nosande rnatio ea nobita
suntibeati blatiat. Assi te ligenis quibustiam
audis rem quuntur autectusae odis etur?
Uciistori testis dolut lam con nimus, te vit
faccaborat. Ut ea es voluptusdam.
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THIS YEAR’S LINEUP

Mint et reicatem fugiam faccabo. Faccus
sape cusciet aliquis etur aut quundem adit
optaten iscidi omnim harit, odi blabo. Nam
consecu ptatatur?

GRAPHICS CONTRIBUTORS
Anh Ha John Doe
Bob Johnson
Michael Scott

cullatquis est experum cus voluptatur san-
imporit unt essi omnihil ibusaec aboriat
ventionet aut fugiatatur repersperro milla-
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harumquunt qui coremquid quam volo et
moluptat omnimin uscimod estem explab
ipsum, qui occatur, tem velictur?

IN THIS ISSUE
Get Your Jazz On 0
It's Time for Piknic! 0-1

Montreal’s Massive Food Truck 1
Festival is Coming Back

See You at Beer Fest 2

The Film Festival You Can’t Miss 3-4

Tourisme Montreal

Newsletters

Client

TOURISME MONTREAL — ISSUE 03

Publishing e

sinus dipsam Ipic tempore s rempos suntus cluscil lorporion res doluplt, suntibus,

odisum

Utfacaus

vellom vitpadiostis estitur sunfiom, qui dolessim quamus, con ratos aut quom, qu
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Project
Create a 4-page newsletter for a
monthly publication of Tourisme

inulores venimus nonem non experiam,
utvitatum ex et facestrum comnini inveles
it est porpore iuniote nulparis dolls Qui
cumauam ex exped mo blamus nulpa sun-
foremo mos corelus. Occae consequam
doluptis auda cum est demporrum venis
ote odi ommodi dol n
volupiis reped eum pitatem
focculluptatent. Uptat optatecatem excest
arom nullande nom quia necta

Monftreal. Establish a new style
for the newsletter and design an

MONTREALS MASSIVE FOOD
TRUCK FESTIVAL IS COMING BACK

The anually anicipated food truck frenzy downtown.

upcoming issue for July.

onsent saguibus enducipita excest  eum quos et faccusanim facitae pudaect
6

ipsa ventiorum quos dolorem sus. Oplis  rerum endem. Nem nusdom int.Vidias.

Solution e o oy

rentos sim volupto-

im ot et om volest

Research about the newsletter’s

sincosirum apero
consequam ut ad

purpose and audience. Find related
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articles and images. Build a visual e e A i o e e

identity for the newsletter, using by a
strict grid system and emphasizing
on typography. Software used:

Adobe InDesign.
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TOURISME MONTREAL — ISSUE 03

EAT AND DRINK

SEE YOU AT BEER FEST

Save the date for this refreshing experience.
VRITEN 61 J0HN DOE
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Book Set

Client
Publishing

Project

Design book covers for three separate classic books fitles (not a
part of series or written by the same author). Apply a consistent and
recognizable style across all original concepts.

Solution

Use flat colors with high contrast and flat, sharp illustrations to
portray the themes and narratives of three chosen book fitles. A lot
of white space is used to highlight the illutrations and texts. Small
scaled versions of illlustrations on the front cover is also employed
on the back cover for better uniformity. Softwares used: Adobe
lllustrator and Photoshop.
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THINGS ARE NOT

AS IT SEEMS.

This is causing us severely degraded ecosystems,
decreasing foed and economic security, as well as
significantly declining marine life.

Iarld i Ceann p
Ocean Conservancy” }: :;I% 1? .";SJ,:,'] Day

Overfishing
Awareness

Client
Publishing

Project

Design a conceptual poster to raise
awareness about the health of the oceans,
demonstrating the problem of overfishing
and ocean depletion.

Solution

Research the state of the oceans and

the impact of overfishing. Apply the fish
imagery to the concept of “tip of the
iceberg”. Create a realistic and detailed
illustration of a dead fish and a fishing rod
to represent overfishing. Information, datas
and sources are also include to educate
the viewers on the problem. Software used:
Adobe lllustrator.
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It’s a Game!
Wine Bottle
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This is an original composite created from six
separate images. The main concept is harmony
between animals, humans and nature.

Client
Food and Drink

Project

Redesign a wine label for an existing brand.
The concept does not need to be consistent
with the original identity and is open to
exploration. The design approach must be
based on a modern art movement.

Solution

Inspired by Dadaism, create a collage of a
deer with a human body entwined in vines,
flowers and nature. The goal is to depict the
smooth, fruity and earthy chararacteristics
of the wine, as well as its freshness and build
a unique brand image. Softwares used:
Adobe Photoshop.

1S A GAME!

TOSCANA
NE GEQGRAFICA TIPICA 2010

DBOTTIGLIATO DAAGE, AGR. RIBI GRAETE FIESOLE ()




Yearbook Cover

Client
Publishing

Project

Design a cover proposal for the 2022
Yearbook of Micropublishing and
Hypermedia program at Vanier College.
The design should be original, aftractive
and interesting.

Solution

Experiment with a custom freeform
typographic approach illustrating the
program name of “OSTMH” that is bold,
cursive, modern, fluid, and fun. The text is
fairly legible, while also duplicated several
times to create a complex pattern. The red
color is representative of Vanier College.
Software used: Adobe lllustrator.
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Home Web 3 Stroll Smoke

Troubled

Inspired by Léon: The Professional
by Anh Ha

This is a series of animations illustrating the daily life of Mathilda, a troubled young adult
living in a big city. They were created using three different approaches, with a consistent
minimal, B&W design concept.

I don't like it at home

This is Mathilda. Mathilda has a dysfunctional family.
She doesn't like the tense atmosphere at home, so
she would often wander the streets on her own. This

4 frame walk cycle was created using lllustrator,
Photoshop and CSS.

This is calming

Mathilda spends most of her time on the streets, so

Sunset

Troubled
Animation

To visit the website, click

Client
Arts and Culture

Project

Create an animation portfolio which
showcases three basic animations using
frame-by-frame, CSS Sprite Sheet, and |S
SVG Library Animation.

Solution

Explore of different methods of web
animation. Come up with an original artistic
concept for the animations based on the
movie Léon: The Professional. The style is
black and white illustrations for greater
conftrast, distinctiveness and simplicity.
Assemble a minimalist web portfolio that
shares a similar style with the animations.
Softwares used: Visual Studio Code, Adobe
lllustrator, Adobe Photoshop.
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https://1887527.micromediaweb.com/web3/project1-copy/

SEPAQ Park
Single Page Website

Client
Hospitality & Leisure

page 32

Welcome to Ille-Bonaventure-
et-du-Rocher-Percé

Project

Create a single page website promoting

a SEPAQ park. The site should promote
outdoor activities, destinations or
adventures. Add a way to collect user input
(a poll, comments, contact info, etc.).

Solution

Design a single page app with features the
I'le-Bonaventure-et-du-Rocher-Percé Park.
Blue is used as the main color theme to
represent the natural aspects of the park
such as the ocean and the sky, as well as
feelings of calmness and peacefulness.
The website integrates SPA features like
fetch API, animation, and smooth scrolling.
Software used: Visual Studio Code

Reservation

‘Underwater Exploration
For underwater diving buffs, the park has ane of the loveliest sea floors In Québec. A multitude of species reproduce here in
abundonce.
eTEEE I IR e w— | v T
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Pricing

Aruscl Pk Cared 4500/ Addult (18 s e )
Arviucs Quttne tastensl Peris Cird 134 Ask [ o o rear]
Dy Aozens 4900/ Adut (1 geors ond over)
Doy aconss $2100. Crdcen (17 yacrs oreg urcee)

Testimonials

This wes the highlight of our rip. Wie loved the boat ride ond
daing the hiues on Banawenture island. The birds are.
osoltely spectacular. you get 50 Clase to them in their
natuent hobnge The trails ane very rugged ond o bt

It wes g fantassc ord unique experience. 1 i truly g bind's
heaven and the scereries are breathbaking. The boat tour b
050 0 must i you want 10 see whales and secls up diose! The
SErViCES were qwesome and the stoffs were super rice. | will

To visit the website, click HERE.
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