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1. NEVER

BRAND IDENTITY, 2025

NEVER is a Melbourne-based clothing brand offering both performance and 

lifestyle running apparel. The creative direction of the brand centres around 

pushing the edginess of running culture, zigging where others zag, imagining 

NEVER as a community akin to the crowd of a warehouse rave. Logotype 

treatment is experimental and brutalist, its blockish qualities translated to 

holding shapes, pattern-making and abstraction. The colour palette is intense 

and leans into the digital spectrum, while typography remains pared back, 

allowing brand copy to stand out even through a multi-layered approach to 

creating visuals.

Image treatments reference scientific imaging techniques, while text treatment 

incorporates movement, dynamism and shape of limbs, muscles and shoes.

NEVER’s first cut-and-sew collection was a pure expression of the brand identity, 

released in April 2025.

junior designer: saskia lloyd  /  product development: fergus brown  /  digital photography: riley wolff















2. VOLTA

brand identity, 2025

Volta is a proposed, digital-first sub-brand of EV charging stations for residential and 
commercial applications, overseen by a north-Italian parent company based in Veneto.

The visual language calls upon technology, progress and the digital-first approach of the 

brand, with subtle call backs to the parent company's brand identity through the use of 

greens and yellow. Simple imagery, and impactful uses of gradients capture attention, 

and the brand identity shows its flexibility through a range of outcomes – with B2B 

communications presented more simply, while B2C audiences are spoken to through a 

visual language that takes on a more flexible use of grid systems, and captures attention 

with stronger use of colour and scale.
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3. Grouch Hair

BRAND IDENTITY, 2022

Grouch Hair is a salon located in the inner-north Melbourne neighbourhood 

of Collingwood. The direction and visual approach for this brand identity was 

youthful rebellion, expressing the combined personalities of owner and head 

barber Daniel Pursehouse and his tight knit team. The geographic context of the 

salon was also considered, crafting a simple and sophisticated solution revolving 

around a mascot – “Grouchy”. A vivid colour palette helps the salon stand out 

from its competitors, and amongst the visual chaos of the grungy street scapes 

of Collingwood.

Common interests of those working in, and visiting the salon are used to 

communicate and market Grouch Hair – sticker packs, football jerseys produced 

in collaboration with local sportswear brand R.Sport, and merchandise that pays 

homage to punk and hardcore band t-shirts.

digital photography: aleksander jason & daniel pursehouse





grouchhair.com.au

http://grouchhair.com.au






4. Numero Undici

PUBLICATION, 2023

Numero Undici was a single-edition independent publication that brought 

together a cook book with memoir, retracing my own life through the lens of my 

Nonna and Nonno’s home at 11 Trudewind Road. Filled with over fifty recipes, 

family photos and countless stories, it paints a picture of Italian migrant life in 

regional Australia. Printed locally and singer bound with pink thread, the design 

of this publication makes references to heirloom family photo albums and 

cookbooks, chef’s journals, and Enzo Mari’s “Exploration of Drawing”, presented 

in a format that is easy to read, and doesn’t occupy much space on the kitchen 

bench as you follow a recipe.

64 pages, 182 x 257mm, singer bound with pink thread, single edition, each copy hand numbered.







5. Soup Athletica

BRAND IDENTITY, 2021

Soup Athletica is an Australian-based creative collective that works at the 

intersection of cycling, tourism and lifestyle. Specialising in online publishing, 

co-branded collaborative projects, events, physical publications and apparel.

The brand refresh in 2021 channels the Viennese Secession by bringing together 

a contrasting colour palette, intricate pattern work, and curved lines referencing 

the natural world and physiological movement on the bike.

Conceptually and strategically, the new positioning of the collective embraces 

that arts and crafts movement and community building through widely 

collaborative projects, cycling events, art exhibitions, and through hand-made, 

process driven design and production of technical and lifestyle apparel.

cycling apparel manufacturing: pedla  /  custom bike frames: repete













6. Mister Bianco

BRAND IDENTITY, 2023

The new brand identity for Sicilian restaurant Mister Bianco marked 13 years of 

trade, and the move to an expansive new space in Kew, Melbourne. Positioned 

on a tram stop, the geographic and architectural context of the restaurant 

provided the basis for the creative direction – inspired by Firenze’s S.M. Novella, 

Venezia’s Santa Lucia and Roma’s Termini. This was used in briefing architects 

in the design and construction of three distinct spaces within the precinct – the 

restaurant Mister Bianco, a cocktail bar Bianchetto, and a dedicated events space 

named Sala.

Visually, the three spaces are linked by colour and symbol references to Dante’s 

Divine Comedy – Inferno for the wood-fired kitchen in the restaurant, Purgatorio 

for the dimly lit cocktail bar, and Paradiso for the light-filled upstairs event space. 

Throughout printed matter, menus are presented as literary objects, bill cards 

embrace and celebrate Italian culture, and illustrative campaign artwork draws 

from Italian futurist posters and artwork of the mid-twentieth century.

digital photography: silvia zanon & kristoffer paulsen  /  web development: dynamite digital  /  architects: mills gorman architects















7. Sandy Creek Weekender

EXHIBITION DESIGN, 2023

Held in a remote locality with a population of 179 people, the Sandy Creek 
Weekender was the flagship event for Soup Athletica during 2023, and mark ed 

the end of the 22/23 Australian summer. Blurring the lines between a cycling, 

arts and cultural events, the “Weekender” turned the local hall into a tourist 

destination in it’s own right for two days.

An event programme included a poetry recital, a series of bike rides, and a 

group exhibition featuring photographic, video, sculptural and audio work from 

over 20 artists from Australia and Europe. Catering for the event was brought 

together with hyper-local produce, sourced no more than 40km from the event.

The event and exhibition identity celebrated the diverse offering of art, food and 

activity. The palette referenced the colours of the local sports team, and satellite 

visuals were included to provide motivation and inspiration to those unfamiliar to 

the region. All printed collateral was produced on locally milled recycled paper.

co-curators: telos









8. Smith St Bistrot

BRAND IDENTITY, 2022

Smith St Bistrot is a high end restaurant in the heart of Collingwood that merges 

1920s Parisian chic with the beating pulse of one of Melbourne’s hottest and 

edgiest suburbs. The brand identity and creative direction reference the Art 

Nouveau movement and gothic architecture in Paris, which informed interior 

architects in the approach to designing and constructing the space – plush 

burgundy leather banquettes, vintage mirrors, wrought iron metalwork and 

hand-painted murals.

The wider identity and tone of voice embraces a “laissez-faire” approach, 

bringing the Parisian casual chic to the fore. Film photography and archival video 

footage taken throughout France take centre stage through social campaigns, 

and a focus on wine first, food later helping establish Le Bistrot as a unique 

offering amongst Melbourne’s French dining landscape.

digital photography: alessandro squadrito  /  web development: marek reid  /  interior architecture: anthology studio











smithstbistrot.com.au

http://smithstbistrot.com.au
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