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Information

Jason Man

IG: someones__zip
@: jason002053work@gmail.com
web: studiopingpom.com/jason-1

Experience

10/2024-Present
Art teacher
Secondary Scool

07/2023-Present
Design Freelance
STUDIO INK 'CHA CHA

05-07/2023
Summer Design Internship
PAY2PLAY

01-02/2023
Part-time Design Assistant
Hong Kong Community Collage

08/2022
Summer Design Internship
MAJO DESIGN

01-07/2022
Product Design
POB Game Design Limited

01-06/2022
Graphic Design
HKCC Design Show 2022

Education
HK PolyU—School of Design

BA Communication Design
2022-2024

HKCC—Associate in Design
Visual Communication Design
2020-2022

Awards

Graduate360° 2024
Top 100 — 2024/256

Communication Catalyst Award
PolyU Communication Design — 2023/24

Talent Development Scholarship
HKSAR Government Scholarship Fund — 2023/24

HONORABLE MENTION NEW TALENT 2024—Back Story Design
Graphis — 03/2024

DFA BRONZE AWARDS 2023
HKCC Design Annual Show 2022 Design team — 10/2023

HONORABLE MENTION NEW TALENT 2023—IDIOGRAM
Graphis — 04/2023

OUTSTANDING FINAL YEAR PROJECT 2022—IDIOGRAM
Hong Kong Community Collage — 05/2022

POB BOARD GAME DESIGN SCHOLARSHIP
People On Board — 01/2022

OUTSTANDING STUDENT AWARD SILVER AWARD
Hong Kong Community Collage — 10/2021

CREATIVE PROJECT AWARD 2021
Hong Kong Community Collage — 10/2021

DIRECTOR LIST
Hong Kong Community Collage — 10/2021

WINNING TEAM
PolyU MakerFund 2021 — 10/2021

DEAN'S LIST
Hong Kong Community Collage — 10/2021



Communication Design

Chinese Culture — Infographic

Idiogram 2022

Chinese idioms are an essential part of the Chinese language.
They serve as a kind of four-word mnemonic device to let people
remember the core ideas of mostly a story or a piece of history.

In this project, | experimented with converting Chinese idioms into
an even simpler format such as pictograms to further enhance this
purpose of handy communication.

On the other hand, pictograms are supposed to be a universal
visual language accessible to all humankind. Instead of keeping its
simple and so-called cultural-free characteristics, | stretched its limit
to express the complex cultural meanings of Chinese idioms. My
series of designs was eventually presented as a parody of signages
in the local Hong Kong transport system. | hope to attract

audience from a wider context to take interest in this particular

type of Chinese language.

Awards:

@® HKCC Design Annual Show 2022 Outstanding Final Project
@ Graphis Honorable Mention New Talent 2023



Communication Design Chinese Culture — Infographic ldiogram 2022

To experiment and investigate, whether pictograms can express more complex meaning,
by using Chinese idiom.

Chinese idiom HK signage
4-words Simple graphics
mnemonic device with not very
flexible visual
Remember core message
ideas of storys/
history Familliar to
everyone

A role model for
people to follow

A role model for
people to follow



Communication Design Chinese Culture — Infographic Idiogram 2022
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Communication Design Chinese Culture — Infographic ldiogram 2022
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In a trance
cannot focus




Communication Design

Stick to the rules
don't know how to change or
want to get something for nothing

ZU 1l
IR E 1 2
Pl sz 5 e
Work hard and be vigilant

do not forget the suffered you had

ki

NPTy
AREMRL
Correct mistakes in a timely
manner can also be remedied

=gl

B FYINRE
GLUCNERS]
When encountering
an accident stay calm

Chinese Culture — Infographic

Overconfident or ambitious but
unfinished business

WAREI 77 MR

Take care of various situations

HC

=T
MR E 2
L o
ZIREYL
Most beloved and cherished
Mainly used to describe love daughter

A LIER

I us b = V= Ak
B RN FRE R
Sers e, sk
LI 3
Did not figure things out but
secretly frightened

DAFDERRASE
ASRESE
In a trance
cannot focus

VA2 YIS
MRS Rk

JEEH (N

Ridicule
tease others

FIER L]

ldiogram 2022
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The shooting skills are superb
and there is no false shot

Severely harassed

LR

BT BRI NSRS
H%':I:'{,F# Many people responded

Playing tricks
and cheating

W

g GIPNG P SIFE )
MAER A

Return peoples lost money
rather than owning it

HhRARIk

AHMATE T

Didnot know where to start

IRHEFTF



Communication Design Typography Design Nature® 2024

From a point To a line
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Typography Design

Nature® 2024

“From Nature to Nature” emerged as my guiding principle.

The presence of lines in nature embodies the essence of lines
themselves. The transition from a mere “point" to a graceful “line”
much like seeds evolving into sprawling rhizomes.

In this project, my intention is to explore the nature of lines through
typography, specifically focusing on plants. By closely observing the
forms of plants, | aim to establish connections between their inherent
features and the concept of lines. Through this exploration, | seek

to create a novel visual language that investigates and experiments
with the relationship and origins of the nature of lines.




Communication Design Typography Design Nature® 2024

Line - Hair (Thin)

Line - Stems (Light)

Line - Grass (Regular)

Line - Leaves (Bold)

Line - Tree (Black)




Commun ication Design Typography Design Nature® 2024
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Communication Design |dentity design

HKCC Design Annual Show 2022—Award design

This award design tends to experiment with the materials that we

all used to work on while we were outputting a cert design. Usually,
we will use the acrylic board to cover both sides of the printed paper
cert. But "What if" the cert itself is already an acrylic board?

3 i i o - 2 ! ‘. " - P ¢
AWARD CERTIFICATE >
] O O O O O O O O O [
FOR THE OUTSTANDING FINAL PROJECT
] O O O O O O O O O [
' /VI]SUAL COMMUNICATION /
O 0] 0 O [
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Communication Design |dentity design HKCC Design Annual Show 2022—Window stickers

We designed the ident 16 HRC 98N Annual Show 2022
and came up with th :
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Communication Design Editorial Design

Victionary Book C & D 2024

AD: @ 85
D: @s es__zip
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Communication Design Editorial Design Victionary Book C & D 2024
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Communication Design Beer and Soda labels Bat Odes to the Land 2023

45 7

Aai

Four different beer labels design for Bat Odes to the Land.

AD: PAY2PLAY
CD: @someones_zip

Client:
Bat Odes to the Land
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Beer and Soda labels
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Bat Odes to the Land 2023
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Communication Design Information design IAAC 2023
A series of infographics in the book of IAAC 2023.

AD: PAY2PLAY
CD: @someones_zip

Client:
IAAC

Educational ggmm
Terms

2 1.06% 26 13.83% 20 10.64%
" F )

Chinese IR Entrants B AMR
Candidates Age ABREFRR Gender %

40 121 12 1 =t

1,976

Since 2014

nd

60+

Submissions
Received

36

32 17.02% 2 1.06%

English EIORE
Candidates Age ABREFRER
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18-25 26-40 60+
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IN'EL Gallery 2023
Poster and brochure design for Hanji Soban and The Floating Realm

JIN'HEE PARK = %1 3] | BEARABLE
N LIGHTNESS OF BEING: A PAPLAY
o HANJI SOBAN .

IN'EL Gallery

Poster and brochure design

Communication Design

IN HEE PARK 8} 8] | BEARABLE
LIGHTNESS OF BEING: HANJI SOBAN

17 maggio—24 giugno 2023

JIN HEE PARK B} 21 8] | BEARABLE LIGHTNESS OF BEING:
HANJI SOBAN



Communication Design Poster and brochure design IN'EL Gallery 2023




Communication Design Poster and brochure design IN'EL Gallery 2023

h220430 | THE FLOATING
REALM

3

30 giugno—20 agosto 2023




Communication Design Poster and brochure design IN'EL Gallery 2023
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Editorial Design HKCTC Co-Design Workshop Report 2024

Chapter : What Is Our Starting Point?
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Communication Design Branding & Wayfinding design Chinese University Art Muesum 2022




Communication Design Branding & Wayfinding design

BEARAPXKEXYEE
ART MUSEUM

THE CHINESE UNIVERSITY OF HONG KONG

S\, ART MUSEUM

YN THE CHINESE UNIVERSITY OF HONG KONG
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<
J

Chinese University Art Muesum 2022

This project focuses on:

@ Rebranding the CUHK (The Chinese University of HongKong)
Art Museum's visual identity with unique experience.
@ Revitalizing a legible and unified wayfinding system.

Tackled Problem:

@ Distinct architectural & visual elements due to the expansions of
museum space.

® The versatile use of each galleries & space changing user flow
(some galleries and entrances may be closed depending on the
ongoing exhibition)

Solution:

O Create visual identity with grid system, patterns that distinguish
and unify the museum

@ Wayfinding Tool kit for the staffs to fully utilise the versatility of the
museum.

Design team:
Ham lJina, Angel Lung, Jason Man

Client:
Chinese University Art Muesum

or
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Branding & Wayfinding design

Chinese University Art Muesum 2022
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Communication Design Branding & Wayfinding design Chinese University Art Muesum 2022
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Pictograms
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Branding & Wayfinding design

Communication Design




