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Le Gourmand is a coffee shop and bakery located in Toronto. It was first opened in 2002.

L E GO U R M A N D With a warm and cozy European inspired vibe, they are known for making some of the

best cookies in Toronto and offering a large selection of high quality pastries along with

B RA N D M A N UA L/ R E F R E S H great coffee. Their branding has been the same since 2002 and while it has worked well
until now, with constant development in the design and market industry, it has been outdated.

They have a lot of potential for an innovative and creative branding design and it needs a

Editorial Design : Corpora’re Design - Brand Design refresh in order to achieve a more modern approach and with the purpose of being more
appealing to a wider audience.
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MUJI ANNUAL REPORT

Editorial Design - Corporate Design

MUIJI is a Japanese retail company founded in 1980. Its purpose is to create simple, low-cost,
good quality products. MUJI brand's design philosophy highlights minimalist style and focus-
es on sustainable production, creating high quality but affordable products.

The theme for this annual report is Timeless Simplicity, it highlights MUJI's minimalist approach
to their product design where with fewer elements they create greater value for a customer.
It's reflected in the report with a minimalist layout and a neutral color palette sticking to MUJI's

signature colors.




MUJI ANNUAL REPORT

The scope of our activities has greatly
expanded since the creation of MUJI 43
years ago, but our core philosophy has
remained the same. We envision a future
where a truthful and sustainable life for
all” is a reality.

We will provide various products based
on our concept of “conscience and
creativity.” and help solve social issues
through our businesses and services.
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OUR PHILOSOPHY

Our Corporate Purpose

Our goal is to contribute to the creation of & “truthful and
sustainable fe for all” through our products, services, stores,
and business activties. We believe in fostering a society
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Kitchenware and skincare products.

In the Focd Products catigory. MUJI emphasizes high quality,
ready 10 eat meals and pantry staples,
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GLOBAL NETWORK

North America
19 Stores.
388 Employees

We operate directly managed MULI
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Jnpan and overseas, with more than
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regions. Although points of emphasis
differ depending on the region,
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EV E R A N D A FT E R This is a privately owned business that specializes in selling quality, gently-used clothing for
newborns to 8 year-olds, hoping that one day they can expand trough the region within the

GTA. The ideal type of customer profile would be Eco-Conscious Parents who are, between

the ages of 25-45, who prioritize sustainability want to reduce their environmental footprint.

The Brand Attributes are: cozy, nostalgic and inviting, The meaning of this name is that
clothing from the store isn't just temporary; it lasts “forever and after.” This captures the idea
that second-hand clothes have a long lasting value.

Brand Design - Corporate Design
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Ever & After

E-commerce Website

A Second Hug in Every Stitch
Toronto, Ontario, Canada

Newborn Toddler Infant Various Ext
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EVER AND AFTER

‘ Ever & After

Christmas Sale

All Ages
December 1st to 20th

10AM-7PM

A Second Hug in Every Stitch

e

Ever & After

Now accepting
donations !

Girls and Boys
0-10 Years

10AM-7PM

25 likes

everandafter We will be accepting donations today from
10 AM to 7PM! We would love to see everyone there!
layla great!




ECHO MAGAZINE

Editorial Design

ECHO was created for Editorial Design class, It's a magazine for people who are interested
in music beyond sound. The meaning of the name is something that resonates, like music.

The purpose of this magazine is to explore music as more than just a form of entertainment.
ECHO reflects deeply into the ways that music shapes and reflects culture, identity, emotions,
and society. It offers readers a deeper understanding of how music influences everything
from art and technology to social movements and personal experiences. Through thoughtful
analysis, interviews, and features.
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ECHO MAGAZINE
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"EVERY TIME WE MAKE A RECORD,
WE HOPE IT'S INCLUSIVE AND
NOT ALIENATING."

“I think In
SOMe ways
we have
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VIVANT

Brand Design - Uniform Design

Vivant is a Japanese/Canadian soccer team based in Toronto, they recently changed their
name and were not really sure about theit identity as a brand.

The only information | was given was that they wanted black and red as their primary and
only colour palette, they wanted the shape of the letter V somehow present in the design in
order ti have something to symbolize their name in the logo and lastly, they wanted a logo
that combined the Canadian and the Japanese flag. They requested a logo design and
the redesign of their soccer uniforms applying their new identity.
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