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Client: Dupont
Objective: Logo and package design for new product.
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PACKAGING DESIGN_FOR NEW PRODUCT SWEET ‘N EASY



Sweet ‘N Easy™ Wherever life takes you.

PACKAGING DESIGN_FOR NEW PRODUCT SWEET ‘N EASY



Sweet ‘N Easy. Wherever life takes you.

OUR PRODUCTS | AN CIUETHGHES |

Sweet ‘N Easy™ Grape Tomatoes

Natu rlly sweet with quality and 1ase

e

Sweet ‘N Fasy™ How Does Sweet ‘N Easy™ Get That Way!

Wherever life wkesyou. | picious yearrond, market-Fesh and ahways ripe.
That's the Sweet "N Easy™ promise. The question y ou might

Sweet ‘N Easy™
‘Wherever life takes you.

sweeeNFasy” [ The Perfect Snack

Wherever life takes you.

Whether you're at home or on the run, we think yow'll find

our new whole bite-sized, fresh fiuits and vegetables have is: How do we defiver on it? QL S e
to be the perfect snack. TRAP :
P g '!-s(z'!'; 3!\|I£lz'l S We have searched the world or the soi and climate best-suted GRAPE ndhghnvom e
Grown in climates that allow for peak {lavor year-round, for the fruits and vegetables we grow So while our grape
RETAILER ‘ i falls Led. Fsd ON - N tomatoes rmight favor the sun of Mexico, our blueberries might
Secet N Egn prodce 5 Concfalh then packas = mebQMINGSOON prefer the cooler climes of the United States.

in a flip-top, crush-resistant conainer.

Once we've got the climate right, we make sure the taste is
right by testing every crop for natural sweetness, the right
firmness (who wants a flabby snackd) and the perfect color.
That's why, unlike other fruts and vegetables, Sweet ‘N Easy™
alway s tastes great. Refreshingly sweet and bursting

with flavor every time.

S0 you can enjoy a delicious, healthy snack every ime
you flip open the lid. Fresh, convenient and bursting with
irresistible flavor.

Thav's Sweet ‘N Easy™ all the way.

The packaging is pretty cool too. The flip-top lid lets you eat
what you want now and keep the rest fresh for later. It's unique.
But then again, so is everything else about Sweet N Easy.™

e nditions | PRIVA ATEMENT | Contact Us — s Terms s | PRIVA EMENT | Contact Us Conditions | PRIVA! TATEMENT | C
Sweet N Easy (TM) Is a Frademark of DuPcot or fis ailates. Copyright 2004 © E.L du Pont de Nemours and Company. All rights resened. Sweet "N Easy (TM) s a rademark of DuPont of Bs afisates. Copyright © E.L ou Pont 6¢ Nemours and Company. All fights resenved. Sweel "N Easy (TM) Is a trademark of DuPont or s afilates. Copyright 2004 © E_L du Pont de

OURIPRODUGCTS]|SPECS ENOsW|FSUPPORT: OURIPRODUCTSHNSPECS FAQ@s || SUPPORT

Sweet 1 Easy™ Specifications o

Wherever life takes you. Sweet N Easy™ Grape Tomato packaging specifications

sweeenrasy: | Mega Marketing Support seintn: | Goodness on he Go!

‘Wherever life takes you. Colorful FSIs with corrpeling offers, bold in-store displays Wherever life akes you. From cool and colorful vans to traffic-stopping display
featuring a strong call-to-action, extensive sampling, terts and banners, our mobile marketing eforts have
PROMO even afull-blown mobile marketing program. When it everything you need to get your sales into high gear.
N comes to helping you promote Sweet N Easy™
we're operatingon all cylinders.

“Dpolpaciage - 36 widex "deap

+Base of package - 2.4 widex 14 deep

*Heightof package -35°1
Sweet'N Easy™ Grape Tomatotray specifications

+Holds 1250z conbinais

+Tay -1175"wbiex 1575 BIxS" deep
Sweet N Easy™ Grape Tomato display specifications

*Disphay canhold 12 0r24 unis

*Footprint-145"wide X 20" G

+Height-52"6ll
Sweet N Easy™ Grape Tomato shipping carton specifications
+24 units bl parcarbn
*Holds2-twehe untvays pacied
+Carbn-12"widz x 16" Bl X9"doap

PROMQ

et ASPLAYS
S AMPLING

MOBILE
ETING

SAMPLING

MOBILE
ARKETING

LA VAN

Sweet N Easy (TM) 16 3 racemank of C - o Corpany. Al Nghis reeenved.

| PACKAGING | COLLATERAL
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BRANDING



Client: Dolphin Organics

Objective: Design logo and package for organic line of bath products for babies and teenagers.
While adding an essence of innocence and fun to attract mom shopping for baby or teens.

F;&

c\@lg) N
organics.

“a\What's best for your baby is
found in nature. s So we make
sre oor baby shampoo
& bodywash s made with
the purest natural ingredients.
™, Fragrance free, tear free &
hypoallergenic. If you can't find
it in nature, you won't find it
in our product. 4¢

© 8FLOZ(250mL)

“a\what's best for your baby is
found in nature. ? So we make
sure our baby lotion is
made with the purest natoral
ingredients ™ Fragrance free
& hypoallergenic. If you cant
find it in nature, you won
find it in our product &

© 8FLOZ (250mL)

dol ﬁ%\

e \What's best for your baby is
found in nature. ?So we make
sure our baby bubble bath
is made with the purest
natural ingredients. Tear free A,
& hypoallergenic. If you cant
findit in natore, you wont find
it in our Product. x

Fragrance Free

© 12FLOZ (350mL)

Aa
hin
NICS:

“at \What's best for your baby is
found in nature. 5‘ So we make
sure our hair conditioner
is made with the porest natural
ingredients. @, Fragrance free,
tear free & hypoallergenic. If
you can't find it in nature, you
won't find it in our product. 9

Yol
Sge]

© 8FLOZ(250mL)

Design to capture the simple ingredients and the organic claim.

BRAND IDENTITY & PACKAGE DESIGN - DOLPHIN ORGANICS



naturals.
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Client: Dolphin Organics

Objective: Design logo and package for a second organic line in the family of Dolphin Organics.

and style while maintaining the brand’s innocence and natural look.

naturals.

P O W N

Big irlshavm their

that they don't have to

Share with an gne. Well,
maybe with Love that
‘g

(250mlL)

DO

naturals.

Bi 'irlshavin heir
own fave” SHAMPOO

that they don't have to
Share with anygne. Well,
maybe with ‘(@) Love that
ULy ) AL

it's all Natural: g

8 FL 0Z (250mlL)

naturals.

P N

Big girls w having their
own fave Shampoo

that they don't have to
Share with anyone. Well,

maybe with @ Love that

it's all Naturan _g bl

& And it's all Mae!
@——m

8 FL 02Z (250imile)y

Design to focus on teens and capture the youth, vibrant energetic

BRAND IDENTITY & PACKAGE DESIGN - DOLPHIN ORGANICS
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$ sovor baby moitotizer | ‘ ‘ -

< s made with aaly the
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Whatsbest for your 4 baby is

| found in nature s S
| g ) 0 We make Every ingredient we use in our new range of baby products is organic or natural
ure our bab : 5 B o \ ! ‘ ,
‘ our Da y mOIStunzer R L T Sodium benzoate? Parabens? Sulphates? Never. Never. And never. Just hypoallergenic.,
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er. And never. Just

hvaoallermenic toarfree nrach 1ot
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hypoallegenic. I
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BROCHURE DESIGN - DOLPHIN ORGANICS

Second Option Design

Lorem

1PSUM

onsectstver adipicing  elt. diam
nonummy nibh eusmed fincidunt ot
laoree

Lores (pSeim Loren {P\Sé(ﬁ? e Lorenrs 125
dolor dolor [ orori j dolor

delphin =
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Client: Dolphin Organics
Objective: Design brochure for new product launch of “Dolphin Organics” Brochure and design to capture the essence of brand, inform and educate.
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BLUE CORN : BLUECORN

TORTILLA CHIPS : TORTILLA CHIPS

™
Gluten-Free
GFCO.org

Client: Five Star Objective: Logo and package design for high quality organic feel.

FIVESTAR

¢ BLUE CORN

E

TORTILLA CHIPS

nongmoproject.org

VT E AT I AR
[{ A1)/

Certified

™
Gluten-Free
GFCO.org

Other variation logos

IVE

* H\ ,
FiveStar gAIE FiveStar T IVQSt(]r 5%0)’ FIVE STAR Star  FIVESTAR

Tive

FIVE STAR LOG AND PACKAGE DESIGN
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Client: Kanberra Life
Objective: Logo re-design and package design for a line of products that purifies air quality in cars, boats and homes. Package to evoke the cleanness of fresh
air and high quality.

KANBERRA LIFE - LOGO & PACKAGE DESIGN - KANBERRA LIFE
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CHOCOLATE CHAMPAGNE AMARETTO IRISH WHISKEY LEMON VODKA CHOCOLATE

Neia ows

Client: Neiman Marcus
Objective: Package design for
holiday gifting of Neiman Marcus
own line of flavor chocolates.

NEIMAN MARCUS HOLIDAY CHOCOLATES PACKAGE DESIGN



Neia s

Client: Neiman Marcus
Objective: Package design for
holiday gifting of Neiman Marcus
own line of flavor chocolates.
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EH.EBBATES

- G‘: 09'6”&&’ -'

\21 YEARS

a," the Contour Bottle design mmﬁum 1
|

Ctoly

Client: Coca-Cola

Objective: Design package and bottle for commemorative bottle, celebrating Cal_Ripken.

uﬁA SCOLA. CELEBRATES

21 YEARS ﬁ

miwiTH CAL RIPKEN

PACKAGING DESIGN_FOR COMMEMORATIVE BOTTLE



F 55
grah ahles-

e

: milll ) IIII

SME SAVE
55

p Jum
B il

‘ THE SIZE WITH YOU IN MIND™

Ctoly

Client: Coca-Cola
Objective: Logo design for package, POS materials and wearables announcing new product line “Grabables” Logo to convey the ease of handle and portability of smaller
size bottle.

COCA-COLA LOGO DESIGN FOR NEW PRODUCT LAUNCH GRABABLES



ALL NATURAL SUPPLIMENT WITH LACTOBACILLIS GG ALL NATURAL SUPPLIMENT WITH LACTOBACILLIS GG

ALL NATURAL SUPPLIMENT WITH LACTOBACILLIS GG

0... Q...

. ® .. : ALL NATURAL SUPPLIMENT WITH LACTOBACILLIS GG

Culi'u relle

Culi'urelle

Culi'urelle

Culi'urelle )

L3

DIGESTIVE KIDS ADVANCE KIDS JR. DAIRY

HEALTH CHEWABLES FREE FORMULA

4 boosts your immune system Helps strengthen kids'

improves digestive health O o natural defense systems v

restores the natural balance IoiAN REC Helps to reduce digestive upset e
30 1 %rf&?%igg%ﬁgc}mck 30 - Easy fo toke and flavorless 30 1
ONCE DAILY Safe even for infants ONCE DAILY
CAPSULES ONCE DAILY CAPSULES ONCE DAILY

CAPSULES PACKETS b

CULTURELLE NEW PACKAGE AND LOGO DESIGN

y W . Client: Culturelle
CUIEE.IJKCe”e ) Objective: Logo and package design of the pre-existing brand. Design direction to focus on new logo and brand look tfo evoke
ease of movement and modern design. Utilizing color and Icons to depict the various sizes and choices in brand line-up.




sassssssnas
ONCE DALY
CAPSULES

“wgm WITH N4 0

digestive
health

(AR R R R E NN NR

Restores a nalural balance
in your degeslive tract
wich helps reduce

» Digestive upset
* Occaosional diarhea
*Gas & bloating

* Supporis your
immune system

PROBIOTICS

Client: Culturelle
Objective: Logo and package design of the pre-existing brand. Design direction to focus on new logo and brand look to evoke
ease of movement and modern design. Utilizing color and Icons to depict the various sizes and choices in brand line-up.

CHEWAGBLE
TABLETS

50-100 Ibs
kids
advance

(LA R R A R R R A AR AR RS

« Supports Natural
defense systems

» Reduces digestive upsel
» Sofe & effective

« Sugar Free! No synthetic colors,

flavors or preservatives

PACKETS

20-50 Ibs

kids Jr.

LA E R A R R R A R R R E RN NN

* Supporls kids' notural
defense systems

* Reduces digestive upset
* Flavoress and eosy to swallow
« Safe for children of ol ages

e —

#1 PEDIATRICIAN'S
CHOICE

P ROB)IOTIC

GC:

C708 Ac11L0®

' baby
« Supports hedithy digestion
» Promdtes notural bocienal balonce
EASY SERVE b sy
PACKETS

CULTURELLE NEW PACKAGE AND LOGO DESIGN



DIGESTIVE HEALTH

.............................................................

Restores a natural balance in your degestive
tract wich helps reduce

« Digestive upset
* Occasional diarhea
*Gas & bloating
* Supports your immune system

Culi'urelle

PROBIOTIC

probictic supplimenl! with natural dairy free lactobacillis gg

30
/ e \

#1 PEDIATRICIANS CHOICE

KIDS ADVANCE

S50-100 Ibs

« Supports Natural defense systems
* Reduces digestive upset
+ Safe & effective
- Sugar Free! No synthetic colors,
flavors or preservatives

Q...

Culi'urelle

PROBIOTIC

probiofic suppliment with natural dairy free lactobacillis gg

. Client: Culturelle

#1 PEDIATRICIANS CHOICE

KIDS JR.

20-50 Ibs

* Supports kids' natural defense systems
* Reduces digestive upset
» Flavoriess and easy to swallow
+ Safe for children of all ages

#1 PEDIATRICIANS CHOICE

g BABY
q?... J N e neeaisaais seerestitis s seeseceessnasendeniiey

Culi'urelle ) | ' |

upset

Culi'urelle
P R O B I (@) T I C “ '

probiotic suppliment with natural dairy free obacilis gg

PROBIOTIC

probiolic suppliment with natural dairy free lactobaocilis gg

EASY SERVE PACKETS

V S

| CUltUI"e”e_} Objective: Logo and package design of the pre-existing brand. Design direction to focus on new logo and brand look to evoke

PROBIOTICS

ease of movement and modern design. Utilizing color and Icons to depict the various sizes and choices in brand line-up.

CULTURELLE NEW PACKAGE AND LOGO DESIGN



WITH ELECTROLYTES FROM COCONUT

WITH ELECTROLYTES FROM COCONUT  WITH ELECTROLYTES FROM COCONUT  WITH ELECTROLYTES FROM COCONUT

Jut
Jut

z

Client: Juicy Juice
Objective: Design package for new product line of Juily Juice.

JUICY JUICE NEW PRODUCT PACKAGING DESIGN



NEW > * Yo K *
JuicyJuice

Juic
Juice.

100% Juice

JuicyJuice

Client: Juicy Juice

WiITH
RO

NEW
JuicyJuice

Objective: Design package for new product line of Juily Juice.

JUICY JUICE NEW PRODUCT PACKAGING DESIGN
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PUNCH BUIST
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PUNCHBLAST PUNCH BLAST PUNCH BLAS
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Client: Juicy Juice

Julc 7 Objective: Design package for new product line of Juily Juice.
Juice

JUICY JUICE NEW PRODUCT PACKAGING DESIGN



0% Whole e
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NETWT200Z (1LB4 0

BAKERY BREAD
NETWT200Z (1LB 40O

100% Whole Whe
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SARA LEE CATEGORY BRAND DESIGN



aress

white peach &
silky orange blossom

tahitian renewal
fine fragrant elixirs

CARESS NEW PACKAGE DESIGN
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PACKAGING DESIGN_FOR ORANGINA
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BLACK OPAL

EXPERIENCE DELICACY & SUSTAINABILITY

Quality

Siberian sturgeon produced by Healthy Earth is sold by
some of the most wellrespected purveyors in the world
Healthy Earth cavior comes from Siberian sturgeon
|Acipenser Tbaeri) thot is farm-raised on the Gulf
Coast of Florida using sustainable practices. On our
state-of-the-art modern farm, we reduce our environ-
mental int by d ping and p ing water

re-use technologies.

o G G e i

BLACK OPAL

EXPERIENCE DELICACY & SUSTAINABILITY

Taste

Healthy Earth caviar summeans the stored history of this
delicacy once confroled by kings. We use a malos-

I"". s0l curing process to create the brny sweetess that

'| . - gourmals have craved for hundreds of years. Mid and

I L & smooth, Healthy Earth caviar has small glistening grains
e

with mett-in-your-mouth slikiness ~ o wonderful discovery,
sure fo become your velvely favorite.

Heaithy Eorth has become o fo- |2
vorite of the most discriminating
chefs, including xx and xx. Food
and Wine mogazine recognized
Healthy Earth caviar in its July,
_ 2014 edition for reminding the
author “of the real wild kind”.

FOOD&WINE

Sustainable Caviar

Isin. With ingly
aware of the state ofthe environment, sustainable
food cholces are gaining traction. In fact, 77%
of Americans say sustainability factors into food-
hasing ! {2014 Cone C: E
tions Food lssues Trend Trocker) ond 42% of North
Americon consumers said they ore wiling fo pay .
mare for sustoinable p 15 [t5tatk Py e

| Safe & Sustainable
Florida Coast Caviar

Healthy Earlh caviar and sturgeon meat is produced
on a state-of-the-ort modern form that focuses on de-
veloping ond protecting our obility to re-use woter to
grow fish food in crder fo minimize our environmentol
footprint. We also follow strict lood policy guidelines.

* Confrolled Environment: Healthy Eaorth sturgeon are
grown indoors where all parameters - from diet 1o water
quality - are strictly d, allowing us to

caviar with a consistent flaver and quality.

* Food Safety: Heclthy Earth cavior and sturgeon meat
ore produced in accordance with all Country-of-Origin
Labeling standards and are classified as U.S-produced,
meaning that our cavior is hatched, raised, harvested
*and processed in the US. Our growth and production
_ techniques follow shict state an

federal regulations. =

+* Water Re-Use: Some agua-
culture  fociities may use
“new” water as quickly as av-
ery 3 to 5 minutes. Technology
in place ot Healthy Earth allows
us o clean and re-use water
) for 5 to 7 days, protecting @ |
i precious natural resource.

a
BLACK OPAIL

EXPERIENCE DELICACY
& SUSTAINABILITY

BLLACK OPAL

@/{/{/@/ﬂ/ /f/)’/(m{

® .

BLACK OPAL

)

JPAL

K

BLACK OPAL

Cpal

BLACK OPAL

BLACK OPAL

BLACK OPAL
N BLACK OPAL

BLACK OPAL

BLACK OPAL

BLACK OPAL

PACKAGING AND BRANDING FOR DESIGN_FOR NEW PRODUCT BLACK OPAL
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MALOSSOL

FRESH, SUSTAINABLE CAVIAR BY U.S.
OWNED HealthyEarth

HealthyEarth

k ’ { 3 (s 1 v fit ? e

MALOSSOL

FRESH,

FRESH, SUS
(0}

ABLE CAVIAR BY 1.5,

ED HealthyEarth

PACKAGING AND BRANDING_FOR NEW PRODUCT BLACK OPAL



c‘ Manufactured from 100%
’ Recycled Rubber Product

MNet. Wi 16 1bs/7.25 ks

| garden

ESSENTIALS

COVERATE:

ATEI0NT DEFTH

LANDSCARNG = APRION. 10 50 FF
PLAYGROUNDS. ~ MAINTAIN A & DEPTH
(ASTM F1202.495, F1051-99 APPROVED)

RECOMMENDED FOR USE WITH DUPONT™
CARTIEN FREGDLCT™ WEED CONIROL FARRIC

ESENTIAL ESSENTIALSESSENTIALS
KEEN | s EIN | SN

An

Sonams. o —

et

i

o7 T e ok

-+

gmg;-gps Anchor Pins

SENTIALS %’“’T"

55003 Landscape Fatyic

DUPONT GARDEN ESSENTIAL PACKAGE DESIGN



THE DUPONT” ADVANTAGE:

PROVIN, PROFESSIONAL INGRLIENTS
AND A COMMITMENT TO QUALITY

THE DUPONT™ ADVANTAGE:

PROVEN, PROFESSIONAL INGREDIENTS
AND A COMMITMENT TO QUALITY
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Garden Products Garden Products

NUTRIENT-ENRICHED

GARDEN SOIL

T T0S NIadVvO

NUTRIENT-ENRICHED,

POTTING MiIX

NUTRIENT-ENRICHED |

GARBEN SC

CONTENIDO NETO: 1 pie cibico (283 L)

INET CONTENTS: 1.cu. ft (283 L)

ARDEN SOIL

SN AR

GARDEN SOIL

NT A

GARDEN SOIL

= 7108 N3IaYHVYD
“* 7108 Nmadv o

RS

DUPONT GARDEN PACKAGE DESIGN

GIHOENZ-LNIIWLNN
MULTI-PURPOBE

Garden Products

NUTRIENT-ENRICHED,

POTTING MIX

MEZCLA PARA MACETAS ENRIGUECIDA CON NUTRIENTES
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MULTI-PURPOSE

Garden Products

POTTING VIIX

NUTRIENT-ENRICHED

=

NUTRIENT-ENRICHED

GARDEN SOIL

AR TRANDL A TION BRANEH TRANEL ATION

e T——— . o

o, UB PLANTING M

GARDEN SOIL

RN EUGHED

o Fertilizer SO
Feeds UpTo

—

!

Garden Products

SEE BACK FOR SPANISH

NET CONTENTS: 1 cu. ft. (283 L)

VERSION EN ESPAROL EN EL REVERSO

0.20-0.11-0.23 CONTENIDO NETO: 1 pie cubico (283 LI

S8 RACK 108 SRR

Garden Products

NUTRIENT-ENRICHED

POTTING VI X

VOIS TULS
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