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About WNM
We live in a world of instant information and limitless possibilities. Gone are the days when 

“Web Design” meant building a page or two to establish a company’s internet presence. 

Today’s Product and User Experience Designers are the architects of how humanity will in-

teract with its future—through the devices that entertain us, educate our children, connect 

us with loved ones, guide our vehicles, control our living spaces, move our money, monitor our 

vital signs, explore our universe, document our very existence—and thousands of essential 

functions in between.

The School of Web Design + New Media provides students with a broad, skill-based approach 

to the exciting design technology fields, led by leaders in those fields. Instructors reinforce 

an emphasis on Design Thinking, Visual Communication, Technology, and User Experience 

to help the student of today become the designer of tomorrow. Students should expect to be 

busy coordinating, researching, testing, coding, typesetting, keyframing, designing, critiquing, 

drawing, and collaborating to produce human-centered interactive media.
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RESEARCH + ANALYSIS

03 Target Audience

Primary Target Audience
Middle School Students
• 6th-8th grade
• Ages 11-13
Periodic table is introduced in Chapter 4 
in 6th grade middle school chemistry. 

Secondary Target Audience
Elementary School Students
• Ages 6-11
To increase the familiarity with chemical 
elements. 
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Preference for Learning Style

over 85% students prefer 

visual learning rather than 

traditional learning style.

Dated Oct. 16 2014, 04:30am

graphics

texts

RESEARCH + ANALYSIS

18

Dated Oct. 16 2014, 04:30am

Situation
• Short time frame
• Easy to be interrupted

Preference of Game
• Simple & addictive
• Challenging but not frustrating
• Competitive (self or with folks)
• Single gameplay
• Repeated actions

Target Audience Survey & Finding

23

04
Gameplay - Medium Fidelity Wireframe

Phase I
Participants: 3 (age 11, 11, 12)
Date: Apr. 18, 2015
Finding: Confused information and gameplay.
Next Steps: Refine gameplay, show tutorial. 

Phase II 
Participants: 4 (age 11, 11, 12, 13)
Date: Apr. 25, 2015
Finding: No attention to information, random taps.
Next Steps: Change order of info and tutorial.

Test the gameplay interaction

24

Phase III, IV
Participants: 3-5 (age 10-13)
Date: Late July - Late December, 2015
Finding: Wording, game function, user interaction.
Next Steps: Modify UI, mobile vs desktop. 

Phase V
Participants: 3 (age 11, 11, 13)
Date: Dec. 27, 2015
Finding: Level screen, collections layout, boosters.
Next Steps: Modify level screen UI, chemie property 
dropdown to full screen popup.

Phase VI
A/B Testing: Stage chemies
Participants: 4 (age 10, 11, 11, 20)
Date: Jan. 14, 2016
Finding: Crowded interaction area, chemie recognition.
Next Steps: Reconsider proton lifespan, amount, and 
booster function.

Test the main game flow, layout and functions

Game Flow - High Fidelity HTML5 Game

Chemie Pop
Kai-Shan Hsu

Chemie Pop is a game that teaches children about elements 

on the Periodic Table. Specifically, it helps them memorize the 

Atomic Number for the first 20 elements.

codenamekash . com

Chemie Pop
Kai-Shan Hsu
MFA Thesis

VISUAL PROCESS

43

Logo

System Fonts

Branding

ios android

Color Palette Navigation Buttons

OK

Icons for Mobile Device

My Solution
Chemistry + Game

Repeated brain-washing gameplay for 
memorizing the first 20 elements’ 
atomic numbers in periodic table!

Chemie Pop

C H E M I E  P O P
Kai-Shan Hsu
MFA Thesis

4
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Coda

Chrome

Work Environment

VISUAL PROCESS
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Icons for Mobile Device

Chemie Pop
Kai-Shan Hsu
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Site Map

6 7
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Game State State Component Subcomponents Game State ID#

VISUAL PROCESS

36

Mind Map

UX PROCESS

31

 Kelly Lin
• 11 years old
• Female
• 6th grade

 Situation
• Carries her mobile  
  phone everywhere.
• Fear of chemistry. 
• Never gets good 
  feeling for chemistry.
• Loves cute design.

“Wish memorizing chemical 

properties could be fun like 

playing games.”

Key Persona

Sketches - Theme Exploration

VISUAL PROCESS

37

UX PROCESS

32

- Open “Chemie Pop.” (1,2)
- Follow the instruction and start to play level 4. (3,4,5)
- After playing, go to collection section. (6)
- Check on unlocked chemie’s properties. (7)

Title Screen Instruction
Screen

Game SceneResult Screen

Tap on 

“Play” button

Connect

4 protons
Level Screen

Tap on 

“level 4” button

1 2 3

5

Collection“Be” Property
Popup Screen Tap on “Be”Tap on “OK” 

to close

Tap on 

“Collections”

67

4

Key User Task Flow

VISUAL PROCESS

38

Game Theme

Popcorn Popper Theme

Desktop Theme

Screen Refinement (1/2)

VISUAL PROCESS

39

Title

Result

Levels

Game

VISUAL PROCESS

40

Screen Refinement (2/2)

Chemical Property Screen

Collections

Chemie Pop is a game that teaches children about elements on the 
Periodic Table. Specifically, it helps them memorize the Atomic Number 
for the first 20 elements.

5
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Phase III, IV
Participants: 3-5 (age 10-13)
Date: Late July - Late December, 2015
Finding: Wording, game function, user interaction.
Next Steps: Modify UI, mobile vs desktop. 

Phase V
Participants: 3 (age 11, 11, 13)
Date: Dec. 27, 2015
Finding: Level screen, collections layout, boosters.
Next Steps: Modify level screen UI, chemie property 
dropdown to full screen popup.

Phase VI
A/B Testing: Stage chemies
Participants: 4 (age 10, 11, 11, 20)
Date: Jan. 14, 2016
Finding: Crowded interaction area, chemie recognition.
Next Steps: Reconsider proton lifespan, amount, and 
booster function.

Test the main game flow, layout and functions

Game Flow - High Fidelity HTML5 Game

Chemie Pop
Kai-Shan Hsu

Chemie Pop is a game that teaches children about elements 

on the Periodic Table. Specifically, it helps them memorize the 

Atomic Number for the first 20 elements.

codenamekash . com

Chemie Pop
Kai-Shan Hsu
MFA Thesis
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Logo

System Fonts

Branding

ios android

Color Palette Navigation Buttons

OK

Icons for Mobile Device

My Solution
Chemistry + Game

Repeated brain-washing gameplay for 
memorizing the first 20 elements’ 
atomic numbers in periodic table!

Chemie Pop

C H E M I E  P O P
Kai-Shan Hsu
MFA Thesis

PLAYGROUNDS
Jeongsu Jo, Jay Yoder, Mauricio Bucardo 

For the final project in Motion Graphics 3, students were 

tasked with creating a title sequence for a festival or awards 

show. These are real festivals that feature cutting edge 

media and motion graphics. Many professionals produce 

work for festivals for both exposure and prestige. Student 

designers, working in groups, needed to address the specific 

needs of the assigned festival, research the audience, and 

provide engaging and useful motion graphics using the tools 

covered in the course.

Objectives

• To create a portfolio worthy demonstration of professional 

motion design.

• Demonstrate process oriented design thinking with regards 

to visual time-based media.

• To utilize the tools of the MAXON Cinema 4D software pack-

age with an emphasis on the “Mograph Module”.

PlayGrounds Festival
Jeongsu Jo, Jay Yoder, Mauricio Bucardo 
WNM 355 Motion Graphics 3—Colin Sebestyen

P L A Y G R O U N D S
Jeongsu Jo, Jay Yoder, Mauricio Bucardo
Motion Graphics 3

Title sequence for a real festival that features cutting edge media and 
motion graphics.

6
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• 11 years old
• Female
• 6th grade

 Situation
• Carries her mobile  
  phone everywhere.
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• Never gets good 
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properties could be fun like 

playing games.”
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- Open “Chemie Pop.” (1,2)
- Follow the instruction and start to play level 4. (3,4,5)
- After playing, go to collection section. (6)
- Check on unlocked chemie’s properties. (7)

Title Screen Instruction
Screen

Game SceneResult Screen

Tap on 

“Play” button

Connect

4 protons
Level Screen

Tap on 

“level 4” button
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Collection“Be” Property
Popup Screen Tap on “Be”Tap on “OK” 

to close

Tap on 
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Key User Task Flow
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Game Theme

Popcorn Popper Theme

Desktop Theme

Screen Refinement (1/2)
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Screen Refinement (2/2)

Chemical Property Screen

Collections

Chemie Pop is a game that teaches children about elements on the 
Periodic Table. Specifically, it helps them memorize the Atomic Number 
for the first 20 elements.

D I S C O V E R Y  P H A S E12

12
STAKEHOLDER MAP

07
POSITIONING STATEMENT

07 D I S C O V E R Y  P H A S E

There is no direct competitors at this stage but there are some 

other products that are similar to my concept. Nowadays, we can 

also find smart backpack just like Omnibag, but these products 

are heavily focused on functional use such as wireless charging 

with its built-in battery pack, integrated wireless hard drive, and 

secure information with RFID-shielded pockets. Omnibag is 

placed in a unique position because it both covers fashionable 

purpose and functional purpose.
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USER TASK 3
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USER TASK 1

Task 1
• User wants to change backpack color

Result
• Pick the color

• Change color successfully

19 D I S C O V E R Y  P H A S E

20
USER TASK 2

Task 2
• User wants to change backpack pattern

Result
• Pick the pattern

• Take a look at the detail page

• Change pattern successfully

20 D I S C O V E R Y  P H A S E

21
USER TASK 3

Task 3
• User wants to get recommendation

Result
• Take a selfie shot

• Choose recommended colors & patterns

21 D I S C O V E R Y  P H A S E
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14-1
USER PERSONA

D E S I G N  P R O C E S S

Amy

26

Graphic Designer 

DEMOGRAPHICS HABITS

PERSONALITY

GOALS

BIO

TECH

PAIN POINT

I want to people to know that fashion is about something that comes 
from within you and it is boring to do same fashion every day.

Amy is a graphic designer and her job is to design menus, brochures, and other 

printed matter. She falls in love with the beauty of fashionable backpack, so she 

always wanted to purchase backpack. However, she can’t afford money to 

purchase backpack due to high living costs. Wherever she goes, her life starts 

with backpack that carries her laptop, make up products, purse, and other 

necessary things. she is getting sick of carrying one backpack all the time.

• Wants to purchase another backpack

• Carry backpack in any other places

• Desires to find side job on the weekend 

• Wants backpack that can support and

• Keep carrying one backpack

• Backpack doesn’t match with her outfit

• Her smartphone drains battery quickly

• Hard to find multifunctional backpack

Introvert Internet

Analytical Apps

Systematic Device

Frugal Internet of Things

Inexpressive Social Networks

Extrovert

Creative

Casual

Lavish

Expressive

Location San Mateo, CA

Education Bachelor Degree

Salary $65,000

Family Lives with her boyfriend

describe her fashion style

• Very meticulous about everything

• Loves to experience new things

• Good communicator

• Enjoys outdoor activities
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USER PERSONA

D E S I G N  P R O C E S S

Monica

29

Fashion Editor

DEMOGRAPHICS HABITS

PERSONALITY

GOALS

BIO

TECH

PAIN POINT

Travelling is favorite part of my job, there are amazing opportunities 
to see the world and being inspired and motivated. 

Monica is fashion editor at Cosmopolitan, living in New York and her job is to 

across the fashion content for both titles every week from print, social, digital 

and events. Her life is very exposed to luxury fashion brands because she 

works collaboratively with designers and creative teams. She wants to 

purchase luxury brand backpack but she always hesitates which one to 

purchase because it’s too expensive and there are too many luxury backpack.

• Discover luxury brand backpack

• Change backpack in different environment

• Purchase many luxury brand backpack 

• Wants to experience all different luxury 

• Luxury brand backpack is too expensive

• Fashion + Tech looks hard and difficult

• Doesn’t have backpack for outdoor activity 

• Luxury brand backpack is not functional

Introvert Internet

Analytical Apps

Systematic Device

Frugal Internet of Things

Inexpressive Social Networks

Extrovert

Creative

Casual

Lavish

Expressive

Location New York, NY

Education Master Degree

Salary $80,000

Family Married, no children

brand backpack 

• Always seek for inspiration

• Excites to meet new people

• Very sensitive to new trends

• Busy lifestyle

D I S C O V E R Y  P H A S E

11
CORE VALUES

I started by brainstorming keywords and ideas that 

define Omnibag. 

After much thoughtful deliberation, 

I narrowed the list down to four values that define 

our true identity.

My backpack’s core values are 

Functional, Expressive, Innovative, Sustainable 

11
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10
EMPATHY MAP

Music

Street

Speical

Balanced

Shopping

Try out

Change hair

Piercing

Gossip

Advice

Youtube

Spotify

Remake

Social media

E-commerce

Fast fashion

Free spirit

Clothes

Expression

Creativity

Magazine

Internet

Artists

Designers

Luxury

Travel

Trends

Happy

Shows

Music

Friends

Instagram

Challenge

Soul

Scene

Fancy

Snapchat

Colors

Malls

Unique

Bar

Brand

Suggestions

Trends

Compulsive

Check prices

Stylize

Design

08 D I S C O V E R Y  P H A S E

08
S.W.O.T

• Change backpack design anytime

• Users can upload design patterns

• There is no big competitors at this stage

• Geolocation based design change will impact users

• Technology stills needs improvements

• People who are not aware of using technology

• Countless number of potential users

• Smart Textile is keep developing

• The growth of internet of things market is evident

• Can replace more than hundreds of bags

• Collaboration with the envrionemental organization

• Launching similar devices or concept

• External factors: Lack of materials

• Location

Omnibag
Jin Ho Lee

Omnibag is a smart backpack that can be customized with 

changing colors, patterns, and pre-made designs by its con-

nection to a smartphone or smartwatch. Omnibag is designed 

with innovative technology for people who want to be more 

expressive with a universal accessory. Backpackers can use this 

application whenever they want to customize their backpacks. 

They can apply premium brands patterns, get a recommen-

dation which design of backpack best match their outfit, and 

specifically tailor it for any outdoor activity.

im j i nho . co

Omnibag
Jin Ho Lee
WNM 499 Internet of Things— Jesus Rocha Guerrero

03-1
COMPETITIVE ANALYSIS

03 D I S C O V E R Y  P H A S E

Tago Arc

Website: 

http://www.liber8tech.com 

Price: 

$399.00

Function: 

1. Pick the various designs from tago app

2. Works via NFC transfer

3. Provides customization and personalization

Pros: 

1. No batteries and bluetooth pairing

2. Easy to use the app

3. Lots of pattern designs

Target Audience: 

Women who have a professional job 

and have a strong fashion value.

Visual Design: 

Tago Arc app provides simple user flow for 

users, but it requires lots of visual development 

because there is no any visual hierarchy and 

have no characteristics of colors on the app.

Cons: 

1. No visual aesthetics on the app

2. Only provides grayscale

3. No communities on the app

4. Poor UI design

Description:

Tago Arc is a wide bracelet with an e-ink surface 

that users can change at the tap of an app.  

03-3
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D I S C O V E R Y  P H A S E

ShiftWear

Website: 

http://www.shiftwear.com/

Price: 

$150.00

Function: 

1. Power on the sneaker and load the mobile app

2. Browse, download and play a design from app

3. Instantly the design will appear on your sneaker

Pros: 

1. Upload your own design

2. Apply visual and animations 

3. Walk-N-Charge battery

Target Audience: 

Male who are interested in tech, 

anime, and fashion.

Visual Design: 

ShiftWear has ease of use and clean UI. The UI 

and UX both match the standards of iOS and 

Android and it has a friendly and welcoming feel 

to it. However, it needs some improvements on 

brand identity becuase the app is only focused 

on functional use.

Cons: 

1. Only have mockup, no prototype yet

2. Bad shoes design

3. No elegant visual appearance

Description:

ShiftWear is a high tech sneaker that will show 

still or animated images with a high resolution. 

03
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D I S C O V E R Y  P H A S E

OMsignal

Website: 

https://omsignal.com/

Price: 

$142.50

Function: 

1. Heart Rate Monitoring

2. Breathing Rhythm

3. Run Recap and Progress Tracking

4. Calories count, Cadence, Distance, Pace

Pros: 

1. Shows data about effort of workout

2. Light and washing machine friendly

3. Easy to use app

Target Audience: 

Male and Female who love to 

use fitness app daily and want to 

check progress data.

Visual Design: 

OMsignal app chooses to adapt gradient color 

background and uses light color UI elements. 

OMsignal primarily focused on visualizing 

informational data, so they used lots of good 

looking graphs and progress designs.

Cons: 

1. Compression design makes tight fit

2. Lacks battery 

3. Only saves last seven days of data

4. App is only for iOS

5. Heart rate lost frequently

Description:

OMsignal is not only comfortable, but also can 

track a plethora of biometric fitness data.
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Bluesmart

Website: 

https://www.bluesmart.com/

Price: 

$359.00

Function: 

1. Location Tracker

2. Digital Scale

3. Battery Charger

4. Remote Lock

Pros: 

1. Very useful features

2. Message is clean and concise

3. Bluetooth connection

Target Audience: 

All business people who travel 

frequently all around the world 

with important belongings. 

Visual Design: 

Bluesmart is focused on user-centric design 

approach, so the design is made of 

simplification, white spaces, easy navigation,

and clean design elements.

Cons: 

1. Price is high

2. Requires to fully charge before travel

3. Digital scale is not necessary

Description:

The Bluesmart is a suitcase that can locate it, 

lock it, and even weigh it by using smartphone.
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06 D I S C O V E R Y  P H A S E

Bluetooth

Visual Aesthetic

Userflow

Color change

Visual Hierarchy

Ease of use

Pattern change

Typography

Efficiency

Notifications

Readability

Recommendation

Community

Geolocation Track

Tago ArcOmnibag Ringly ShiftWear BluesmartOMsignal

Supported

Not supportedExceedsDoesn’t meet

RESEARCH

IDEATION

BRANDING

IMPLEMENTATION

O M N I B A G
Jin Ho Lee
MFA Thesis

Omnibag is a smart backpack that can be customized with changing 
colors, patterns, and pre-made designs by connecting to a smartphone 
or smartwatch.
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Primary Target Audience
Middle School Students
• 6th-8th grade
• Ages 11-13
Periodic table is introduced in Chapter 4 
in 6th grade middle school chemistry. 

Secondary Target Audience
Elementary School Students
• Ages 6-11
To increase the familiarity with chemical 
elements. 
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Preference for Learning Style

over 85% students prefer 

visual learning rather than 

traditional learning style.

Dated Oct. 16 2014, 04:30am

graphics

texts

RESEARCH + ANALYSIS

18

Dated Oct. 16 2014, 04:30am

Situation
• Short time frame
• Easy to be interrupted

Preference of Game
• Simple & addictive
• Challenging but not frustrating
• Competitive (self or with folks)
• Single gameplay
• Repeated actions

Target Audience Survey & Finding

23

04
Gameplay - Medium Fidelity Wireframe

Phase I
Participants: 3 (age 11, 11, 12)
Date: Apr. 18, 2015
Finding: Confused information and gameplay.
Next Steps: Refine gameplay, show tutorial. 

Phase II 
Participants: 4 (age 11, 11, 12, 13)
Date: Apr. 25, 2015
Finding: No attention to information, random taps.
Next Steps: Change order of info and tutorial.

Test the gameplay interaction

24

Phase III, IV
Participants: 3-5 (age 10-13)
Date: Late July - Late December, 2015
Finding: Wording, game function, user interaction.
Next Steps: Modify UI, mobile vs desktop. 

Phase V
Participants: 3 (age 11, 11, 13)
Date: Dec. 27, 2015
Finding: Level screen, collections layout, boosters.
Next Steps: Modify level screen UI, chemie property 
dropdown to full screen popup.

Phase VI
A/B Testing: Stage chemies
Participants: 4 (age 10, 11, 11, 20)
Date: Jan. 14, 2016
Finding: Crowded interaction area, chemie recognition.
Next Steps: Reconsider proton lifespan, amount, and 
booster function.

Test the main game flow, layout and functions

Game Flow - High Fidelity HTML5 Game

Chemie Pop
Kai-Shan Hsu

Chemie Pop is a game that teaches children about elements 

on the Periodic Table. Specifically, it helps them memorize the 

Atomic Number for the first 20 elements.

codenamekash . com

Chemie Pop
Kai-Shan Hsu
MFA Thesis

VISUAL PROCESS

43

Logo

System Fonts

Branding

ios android

Color Palette Navigation Buttons

OK

Icons for Mobile Device

My Solution
Chemistry + Game

Repeated brain-washing gameplay for 
memorizing the first 20 elements’ 
atomic numbers in periodic table!

Chemie Pop

C H E M I E  P O P
Kai-Shan Hsu
MFA Thesis

Synergy Interface
 Jesus Valenzuela

(Based on work from WNM 498 Collaborative Project with Industrial Design: Automotive UI, 
taught by Akino Tsuchiya, Andrew Putman, Shizunori Kobara Seiho, and Claudia Dallendorfer. 

Student team members: Robert She, Sean Shen, Hawk Zhou)

Synergy is a cloud-based ecosystem designed for Nissan that unifies 

your devices and online accounts so that you can have a more enjoy-

able and safe automotive experience. Synergy was designed to be in-

tegrated in a ride-share system that would allow users to rent a car in 

autonomous mode or traditional driver mode. Passengers in driver or 

autonomous mode are given the option to convert the dashboard into a 

15-inch touch-based entertainment system that syncs with the content 

on your phone wirelessly..

i t s j e s . u s

Synergy
Jesus Valenzuela
WNM 482 Senior Portfolio — DC Scarpelli
winner,  best in class—undergraduate,  spring show 2016

“ I ’ M  G O N N A  B E  S O  L A T E ! ”

O 2

L i v e s  i n  a  R i c h m o n d  a p a r t m e n t

V i s i t s  p a r e n t s  i n  S a c r a m e n t o  

o n  t h e  w e e k e n d s

M a k e s  $ 1 O , O O O / y r  w o r k i n g  p a r t  

t i m e  a t  J a m b a  J u i c e

O 3

P C  G a m e r

S a m s u n g  G a l a x y  S 8

S a m s u n g  S m a r t w a t c h

P R O B L E M S

D o e s n ’ t  o w n  a  c a r

N e e d s  a  w a y  t o  g e t  t o  c l a s s  

a n d  w o r k

U n a b l e  t o  t r a v e l  l o n g  

d i s t a n c e s

N E E D S

U n i f i e d  s y s t e m

C o n v e n i e n t  t r a n s p o r t a t i o n  a t  a  

l o w  c o s t

P a s s e n g e r  p r e f e r e n c e s

O n l i n e  c l o u d  p r o f i l e

S O L U T I O N S

A u t o n o m o u s  v e h i c l e s

A u t o m a t e d  r i d e  s h a r e  s y s t e m

D e v i c e  u n i f i c a t i o n

2 3  y e a r s  o l d

S c h o o l :  U n i v e r s i t y  o f  

C a l i f o r n i a ,  B e r k e l e y

M a j o r :  B i o l o g y,  C e l l  T i s s u e  

E n g i n e e r i n g

O 1

M A L I K  C A R T E R

E M P A T H Y  M A P

S A Y I N G

Can’t  w ai t  t o go back t o sacr amen t o 

on t he w eek end.

Hur r y up!

A m I  going t o ge t  t her e on t ime?

I 'm f r us t r a t ed.

G A I N

Be t t er  f u t ur e.

Mone y.

Memor ies.

E x per ience.

T H I N K I N G

Needs a be t t er  w a y t o ge t  ar ound.

Ne w biol og y sol u t ions.

Uncer t ain f u t ur e.

Buil ding r el a t ionships.

Main t aining r el a t ionships.

Responsibil i t ies.

Car  t he f t .

P A I N

School  s t r ess.

k eeping l i f e or ganiz ed.

Finances.

Being on t ime.

Being r acial ly  pr o f i l ed b y pol ice.

F E E L I N G

Bor ed.

Inspir ed.

Mo t i v a t ed.

Too t ir ed t o go t o cl ass.

Hungr y.

O v er w hel med.

Shor t  on t ime.

S E E I N G

P hone no t i f ica t ions.

E x is t ing t ech ecos y s t ems.

E s t abl ished in t ui t i v e design.

Uber/ Ly f t

Z ipcar.

P ubl ic Tr anspor t a t ion.

En v ir onmen t.

H E A R I N G

Music

P hone no t i f ica t ions.

Nois y bus.

In t er r up t ions.

Wor k ing.

Commu t ing.

Cl ass.

Hanging ou t w i t h f r iends.

Communica t ing o v er  social  ne t w or k s.

Gaming.

Cr oss f i t .

D O I N G

M A L I K ’ S  C H A O T I C  L I F E S T Y L E

W a i t s  a  l o n g  t i m e  
f o r  b u s  b e c a u s e  
t h e r e  i s  d e l a y s

F a l l s  a s l e e p  
o n  t h e  b u s

W a l k s  a n  e x t r a  
m i l e  b e c a u s e  h e  
m i s s e d  h i s  s t o p

S t u d i e s  w h e n  
h e  g e t s  h o m e

W a k e s  u p  
l a t e

R u s h e s  t o  
g e t  r e a d y  f o r  

c l a s s

R i d e s  t h e  b u s C a t c h e s  u p  o n  
r e a d i n g  f o r  

c l a s s  o n  t h e  b u s

5  m i n u t e s  
l a t e  t o  c l a s s

C h e c k s  s o c i a l  
m e d i a  i n  c l a s s

C h e c k s  
s o c i a l  m e d i a  

i n  c l a s s

W a l k s  5  
m i n u t e s  t o  
g e t  l u n c h

C a t c h e s  t h e  
b u s  t o  w o r k

W o r k s  f o r  5  
h o u r s  a t  J a m b a  

J u i c e

F a l l i n g  
a s l e e p  i n  

c l a s s

P l a y s  c o m p u t e r  
g a m e s  u n t i l  3 a m

A S
I

W A N T
S O

T H A T

a student with a 

busy,  chaotic l i fe

someone who can’t  

afford a car

someone with an 

“internet of  things” 

l i festyle

someone with an 

“internet of  things” 

l i festyle

a busy student

vehicle autonomy

easy access to a car

an easy to way to 

stay connected while 

dr iv ing

my devices unif ied

an easier  way to get  

around

I  can accomplish 

other  tasks that I  

don’t  have t ime to do

I  c a n  s t i l l  e n j o y  

b e i n g  a b l e  t o  d r i v e

I  don’t  get  distracted 

while dr iv ing and 

staying connected

a  s i m p l e r ,  m o r e  

o r g a n i z e d  l i f e s t y l e

I ’ l l  h a v e  t i m e  t o  

e n j o y  o t h e r  a s p e c t s  

o f  m y  l i f e

U S E R  S T O R Y

USER STORY

FINAL 
INTERFACE

S Y N E R G Y  I N T E R F A C E
Jesus Valenzuela (Student team members: Robert She, Sean Shen, Hawk Zhou)
Collaborative Project: Automotive UI (Sponsored by Nissan) 

Synergy is a cloud-based ecosystem designed for Nissan that uni-
fies your devices and online accounts so that you can have a more 
enjoyable and safe automotive experience. 

8
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Coda

Chrome

Work Environment

VISUAL PROCESS

43

Logo

System Fonts

Branding

ios android

Color Palette Navigation Buttons

OK

Icons for Mobile Device

Chemie Pop
Kai-Shan Hsu
MFA Thesis

FINAL GRAPHICS

!
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2

Li

3
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C

6

GRAPHICS

ROUND ONE

GRAPHICS

ROUND TWO

!
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BHeH
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UX PROCESS

30

Site Map

6 7

Title Screen Levels Screen Instruction Game Scene Result Screen

Play Button

Home Button

Home Button

Game UI

Score

Timer

Target

Goal

Booster

20 Levels

Buttons

Collections Home Button

Page Arrows

Interactive

Instruction

Gameplay

Guide

Protons /

Chemies

Level Chemie

Properties

20 Chemies
Categorized by Type

Chemical Property
Popup Screen

Ranking

Top 5 

Local Rankings

Collection

Button

Ranking

Button

Total Score

Unlock Effect

Failed or

Completed

Home

Replay

Next

Ranking

Collection

Navigation

Buttons

Back Button

1

1

1

1

1

5

2 3 4 5

4

3

7

6

left or right

Game State State Component Subcomponents Game State ID#

VISUAL PROCESS

36

Mind Map

UX PROCESS

31

 Kelly Lin
• 11 years old
• Female
• 6th grade

 Situation
• Carries her mobile  
  phone everywhere.
• Fear of chemistry. 
• Never gets good 
  feeling for chemistry.
• Loves cute design.

“Wish memorizing chemical 

properties could be fun like 

playing games.”

Key Persona

Sketches - Theme Exploration

VISUAL PROCESS

37

UX PROCESS

32

- Open “Chemie Pop.” (1,2)
- Follow the instruction and start to play level 4. (3,4,5)
- After playing, go to collection section. (6)
- Check on unlocked chemie’s properties. (7)

Title Screen Instruction
Screen

Game SceneResult Screen

Tap on 

“Play” button

Connect

4 protons
Level Screen

Tap on 

“level 4” button

1 2 3

5

Collection“Be” Property
Popup Screen Tap on “Be”Tap on “OK” 

to close

Tap on 

“Collections”

67

4

Key User Task Flow

VISUAL PROCESS

38

Game Theme

Popcorn Popper Theme

Desktop Theme

Screen Refinement (1/2)

VISUAL PROCESS

39

Title

Result

Levels

Game

VISUAL PROCESS

40

Screen Refinement (2/2)

Chemical Property Screen

Collections

Chemie Pop is a game that teaches children about elements on the 
Periodic Table. Specifically, it helps them memorize the Atomic Number 
for the first 20 elements.

REAL LIFE
APPLICATION

REAL LIFE APPLICATION

FROM COW TO CLOUD TO
YOUR DEVICE

MooPal is an IOT system that allows farmers to 
connect and control their cattles with ease. Each 
collar device will transmit information of your 
cattle to our cloud server, where they will be 
analyzed and then sent to your mobile devices. 
The system provides an economical ability to 
manage your farm,  and also helps save your time 

on the field.

All information such as body temperature, pulse, 
and location will be tramsitted to our cloud server 
for storage and analytic. They are then be sent to 

your mobile devices.

Top Device

Side Device

1. Cattle location
2. Measured body temperature
3. Measured pulse

FFC Cloud Server

All information such as body tem-
perature, blood pressure, and loca-
tion will be tramsitted to our cloud 
server for storage and analytic. They 
are then be sent to your device.

MooPal
An Nguyen
WNM 635 Visual Design Strategy — Changying “Z” Zheng

BRAND
DESIGN 01

BRAINSTORM

BRAND NAME IDEAS

Mind Map

Cattle Mate
Green Net

Cattle Trak
Moo Mate

Healthy Moo
Farm Net

My Moo
Farm Pal
Moo Pal

Farm

grass

cattleCow

green

fresh

chew

nature

moo

healthy free

sensation

calve

friendpal

mate tender

tasty

lazy

chill

Beef
Goat

Sheep

Pig

products

dairy
steak

milk

quality

healthy

PRODUCT
DESIGN 01

PRODUCT GOALS
Collar should be easy to put on and take off

Easy to clean
Simple design to support animal’s movement

Solar chargable
3D printable. Use ABS for durability and low cost

Nylon web 
band

Signal light

LOGO
LOGO

GPS Device
Data Transmitter

Blood Pulse &
Body Temperature

Reader

Front Side

Front Side

Acrylonitrile
Butadiene Styrene

(ABS) cap

Bottom part
reads pulse

LOGO SKETCH

BRAND
DESIGN 02

PRODUCT
DESIGN 02

TOP DEVICE
Solar charger
GPS tracker

Send signal to phone

Front View

Bottom View

Back View

TOP DEVICE
Stays on top of the cow’s neck

Solar charger
GPS

Send Signal to user’s device

MATERIAL CHOICE
Acrylonitrile Butadiene Styrene (ABS) for the shell

Nylon web for the strap

Solar panel

On/Off light

Devices sync
light

Synchronize
button

Strap lock

Nylon web
strap

Shell is 3D printed with
Acrylonitrile Butadiene Styrene (ABS)

Logo

BRAND
DESIGN 03

MOOD BOARD
Key words

Green
Bright

Saturation
Fresh
Clean

Friendly
Warm

Animal
Summer

Data

SIDE DEVICE
Read pulse

Measure body
temperature

SIDE DEVICE
Read blood pulse

Measure body temperature
Synchronized with top device

Solar chargable

MATERIAL CHOICE
Acrylonitrile Butadiene Styrene (ABS) for the shell

Logo

Solar panel

Sync button

ABS Shell

Strap lock

Front view

Back view

Side view

Nylon web strap

PRODUCT
DESIGN 03

SIDE DEVICE
Read pulse

Measure body temperature
Synchronized with top device

Solar chargable

MATERIAL CHOICE
Acrylonitrile Butadiene Styrene (ABS) for the shell

BRAND
DESIGN 04

COLOR PALETTE
Primary

Used on headers, titles, body text, panel background

Secondary
Used on shadow, gradient, borders

Accent
Used on buttons, CTAs, important shortcuts

PRIMARY PALETTE

SECONDARY PALETTE

ACCENT COLOR

#CEE080

#CFD78A

#F2FAFE #91CEF1 #76AAC6 #6092A8

#646637

#90C958 #6DA943#8FC858
#71BF44#CCCB2F

#F36C21#FBDA61

#356835#71BF44

#F3E5D7 #FFD594 #FDB73F #CA8C2F#F8DEAD

#6BEE97 #52C883 #34BE69#53DC92

#977A68

#F47E2B

GRADIENTS
On Logo

On Dashboard

#704839

TOP DEVICE
Solar charger
GPS tracker

Send signal to phone

Front View

Bottom View

Back View

PRODUCT
DESIGN 04

TOP DEVICE
Stays on top of the cow’s neck

Solar charger
GPS

Send Signal to user’s device

BRAND
DESIGN 05

TYPOGRAPHY
FILSON SOFT

Headers
Titles

ROBOTO
Body

Bold

FILSON SOFT

Medium

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

ROBOTO

Medium ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Regular ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

I pick Filson Soft typeface as the header and title 
typeface, since the roundness of the font’s ends 
creates a feeling of natural being and softness and 
comfort. It fits the brand’s ideology of creating a 
nature-friendly eco-system between the cattle and 

the farmers.

I pick the Roboto typeface for my body text, because 
it is easy to read on the user’s devices and on all the 
screen elements. The font family also expresses the 
feeling of modernity, and it goes well with the color 

palette that the whole corporation is using.

DESIGN ITERATIONS
I did some iterations using the cow’s face, and decided
to go with the location icon with the cow’s face on top,

because the design can emphasize on the main functions
of my product.

BRAND
DESIGN 06

MooPal
MooPal

MooPal MooPal

MooPal

BRAND
DESIGN 07

LOGO DESIGN GUIDE 5% Total height

40% Total height

10% Total height

Do

Don’t Don’t Don’t Don’t Don’t

BRAND
DESIGN 09

IOS APP ICON

120px

120px

IOS App icon
iPhone Retina: 120px x 120px

Do

Don’t Don’t Don’t Don’t Don’t

152px

152px

IOS App icon
iPad Retina: 152px x 152px

BRAND
DESIGN 10

ANDROID APP ICON

Android
ldpi: 36px x 36px

Android
xxxhdpi: 192px x 192px

Android
mdpi: 48px x 48px

Android
hdpi: 72px x 72px

Android
xdpi: 96px x 96px

Android
xxdpi: 144px x 144px

REAL LIFE
APPLICATION

REAL LIFE APPLICATION

FROM COW TO CLOUD TO
YOUR DEVICE

MooPal is an IOT system that allows farmers to 
connect and control their cattles with ease. Each 
collar device will transmit information of your 
cattle to our cloud server, where they will be 
analyzed and then sent to your mobile devices. 
The system provides an economical ability to 
manage your farm,  and also helps save your time 

on the field.

All information such as body temperature, pulse, 
and location will be tramsitted to our cloud server 
for storage and analytic. They are then be sent to 

your mobile devices.

Top Device

Side Device

1. Cattle location
2. Measured body temperature
3. Measured pulse

FFC Cloud Server

All information such as body tem-
perature, blood pressure, and loca-
tion will be tramsitted to our cloud 
server for storage and analytic. They 
are then be sent to your device.

PRODUCT
WEBSITE

WEBSITE DESIGN
Allows users to sign up for subscription, so they can 
use our cloud service and mobile application. The 
website also provides technical supports and infor-
mation regarding the products. From MooPal’s web-
site, the users can go to the Future Farming Corps. 
main website to browse for more products, which 

are suitable for their other needs.

Website link

M O O P A L
An Nguyen
Visual Design Strategy

MooPal is an IoT system that allows farmers to connect with
and control their cattle with ease. 
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03 Target Audience

Primary Target Audience
Middle School Students
• 6th-8th grade
• Ages 11-13
Periodic table is introduced in Chapter 4 
in 6th grade middle school chemistry. 

Secondary Target Audience
Elementary School Students
• Ages 6-11
To increase the familiarity with chemical 
elements. 

17

RESEARCH + ANALYSIS

Preference for Learning Style

over 85% students prefer 

visual learning rather than 

traditional learning style.

Dated Oct. 16 2014, 04:30am

graphics

texts

RESEARCH + ANALYSIS

18

Dated Oct. 16 2014, 04:30am

Situation
• Short time frame
• Easy to be interrupted

Preference of Game
• Simple & addictive
• Challenging but not frustrating
• Competitive (self or with folks)
• Single gameplay
• Repeated actions

Target Audience Survey & Finding

23

04
Gameplay - Medium Fidelity Wireframe

Phase I
Participants: 3 (age 11, 11, 12)
Date: Apr. 18, 2015
Finding: Confused information and gameplay.
Next Steps: Refine gameplay, show tutorial. 

Phase II 
Participants: 4 (age 11, 11, 12, 13)
Date: Apr. 25, 2015
Finding: No attention to information, random taps.
Next Steps: Change order of info and tutorial.

Test the gameplay interaction

24

Phase III, IV
Participants: 3-5 (age 10-13)
Date: Late July - Late December, 2015
Finding: Wording, game function, user interaction.
Next Steps: Modify UI, mobile vs desktop. 

Phase V
Participants: 3 (age 11, 11, 13)
Date: Dec. 27, 2015
Finding: Level screen, collections layout, boosters.
Next Steps: Modify level screen UI, chemie property 
dropdown to full screen popup.

Phase VI
A/B Testing: Stage chemies
Participants: 4 (age 10, 11, 11, 20)
Date: Jan. 14, 2016
Finding: Crowded interaction area, chemie recognition.
Next Steps: Reconsider proton lifespan, amount, and 
booster function.

Test the main game flow, layout and functions

Game Flow - High Fidelity HTML5 Game

Chemie Pop
Kai-Shan Hsu

Chemie Pop is a game that teaches children about elements 

on the Periodic Table. Specifically, it helps them memorize the 

Atomic Number for the first 20 elements.

codenamekash . com

Chemie Pop
Kai-Shan Hsu
MFA Thesis

VISUAL PROCESS

43

Logo

System Fonts

Branding

ios android

Color Palette Navigation Buttons

OK

Icons for Mobile Device

My Solution
Chemistry + Game

Repeated brain-washing gameplay for 
memorizing the first 20 elements’ 
atomic numbers in periodic table!

Chemie Pop

C H E M I E  P O P
Kai-Shan Hsu
MFA Thesis

Mollé
T YPE DE SIGN ,  WEB DE SIGN , 
MOTION GR APHICS

Grace Cho & Ashlynn WJ Tan

Mollé is an interactive platform that aspires to let you express 

your innermost thoughts anonymously. It’s an idea inspired 

by the Korean folk tale, “The King Has Donkey Ears.”

Mollé is a mimetic word in Korean which means “secretly.” 

t h e g r a c e c h o . c o m 

a s h ly n n w j . c o m

Mollé
Grace Cho & Ashlynn WJ Tan
WNM 498 Type Design and Motion Graphics — DC Scarpelli & Colin Sebestyen

PROCESS

INITIAL STYLE FRAMES

INITIAL STYLE FRAMES

INITIAL  STORYBOARD

TYPEFACE 1: TOORI TYPEFACE 2: PECULIAR

M O L L É
Grace Cho & Ashlynn WJ Tan
Type Design & Motion Graphics

Mollé is an interactive platform that aspires to let you express your 
innermost thoughts anonymously. “Mollé” is a mimetic word in Korean 
which means “secretly.”

10
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Icons for Mobile Device

Chemie Pop
Kai-Shan Hsu
MFA Thesis

FINAL GRAPHICS
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GRAPHICS
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Site Map

6 7

Title Screen Levels Screen Instruction Game Scene Result Screen

Play Button

Home Button

Home Button

Game UI

Score

Timer

Target

Goal

Booster

20 Levels

Buttons

Collections Home Button

Page Arrows

Interactive

Instruction

Gameplay

Guide

Protons /

Chemies

Level Chemie

Properties

20 Chemies
Categorized by Type

Chemical Property
Popup Screen

Ranking

Top 5 

Local Rankings

Collection

Button

Ranking

Button

Total Score

Unlock Effect

Failed or

Completed

Home

Replay

Next

Ranking

Collection

Navigation

Buttons

Back Button

1

1

1

1

1

5

2 3 4 5

4

3

7

6

left or right

Game State State Component Subcomponents Game State ID#

VISUAL PROCESS

36

Mind Map

UX PROCESS

31

 Kelly Lin
• 11 years old
• Female
• 6th grade

 Situation
• Carries her mobile  
  phone everywhere.
• Fear of chemistry. 
• Never gets good 
  feeling for chemistry.
• Loves cute design.

“Wish memorizing chemical 

properties could be fun like 

playing games.”

Key Persona

Sketches - Theme Exploration

VISUAL PROCESS

37

UX PROCESS

32

- Open “Chemie Pop.” (1,2)
- Follow the instruction and start to play level 4. (3,4,5)
- After playing, go to collection section. (6)
- Check on unlocked chemie’s properties. (7)

Title Screen Instruction
Screen

Game SceneResult Screen

Tap on 

“Play” button

Connect

4 protons
Level Screen

Tap on 

“level 4” button

1 2 3

5

Collection“Be” Property
Popup Screen Tap on “Be”Tap on “OK” 

to close

Tap on 

“Collections”

67

4

Key User Task Flow

VISUAL PROCESS

38

Game Theme

Popcorn Popper Theme

Desktop Theme

Screen Refinement (1/2)

VISUAL PROCESS

39

Title

Result

Levels

Game

VISUAL PROCESS

40

Screen Refinement (2/2)

Chemical Property Screen

Collections

Chemie Pop is a game that teaches children about elements on the 
Periodic Table. Specifically, it helps them memorize the Atomic Number 
for the first 20 elements.

MA Portfolio
Simin Yang
WNM 755 Master’s Portfolio —Colin Evoy Sebestyen

PROJECT: INBLOOM

I N B L O O M

Inbloom is an interactive garden that builds a connection
between urbanites and nature. 

In this project, the 3d printed flowers will respond to 
movement. People can see the blooming process with the 
naked eye. It also triggers various sounds of nature. 

OVERVIEW / ABSTRACT

The main goal of Inbloom is building connections through 
interactivity. It aims to demonstrate that electronics can have 
a new aesthetic, and make spaces more playful. Inbloom can
be applied to many scenarios and exhibitions.

41

LOGO EXPLORATION

43

This design is based 
on the form of the 3d 
printed flower.

First Logo Version

Second Logo Version

 Final Logo Version

LOGO EXPLORATION

I N B L O O M I N B L O O M I N B L O O MI N B L O O M

I N B L O O MI N B L O O M I N B L O O M I N B L O O M

I N B L O O M

44

TYPOGRAPHY

Arial Rounded MT Bold

1 2 3 4 5 6 7 8 9 0

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z 
a b c d e f  g h i j k l m n o p q r s t u v w x y z

Futura

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z 
a b c d e f g h i j k l m n o p q r s t u v w x y z

1 2 3 4 5 6 7 8 9 0

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z 
a b c d e f g h i j k l m n o p q r s t u v w x y z

45

PROOF OF CONCEPT 1

People walk in the room to interact with Inbloom which is placed on the table.

48

No Movement Close to the grass

Flower bloomsFlower closes Flower blooms Triggers Sounds

Touch the grass

6 cm

+

TASK FLOW 1

49

PROTOTYPE 1

50

PROOF OF CONCEPT 2

People walk in the room to interact with Inbloom. The people walk, where the 3d 
printed flowers bloom.

51

No Movement

Flower closes Flower blooms Triggers Sounds

Feet on the grass

+

TASK FLOW 2

52

PROTOTYPE 2

53

TECHNICAL RESEARCH

Capacitive Sensor

3d Printed Flowers

RGB LED

Servo

Arduino UNO

Adafruit Sound Board
Speaker

54

BLOOMING CONCEPT SKETCH

Servo
Servo

55

CIRCUIT DIAGRAM

57

PROCESS

56

I N B L O O M

I N B L O O M I N B L O O M I N B L O O M

I N B L O O M I N B L O O M I N B L O O M I N B L O O M

I N B L O O M
Simin Yang
Interactive Physical Systems

Inbloom is an interactive garden that builds a connection between 
urbanites and nature. In this project, the 3D-printed flowers respond 
to movement. 
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In-Person Experience
Food / Service Delicate High EndFresh Specialty

Oyster Seafood Cocktail New American Food Friendly Service
LOGO DESIGN DRAFT

Quicksand - Light

Hog Island 
Oyster Co.
REBR AND &  
INTER AC TION DE SIGN

Ivy Yu

Sitting inside the historic Ferry Building on San Francisco’s 

waterfront, Hog Island Oyster Co. offers the finest selection 

of fresh oysters delivered from their parent oyster farm in 

Tomales Bay. Replacing their current brand with one a bit 

more refined adds to the perceived luxury and value of their 

excellent product, and a suite of interactive interfaces makes 

the ordering process (at the moment a long wait in line) much 

more pleasant.  

Hog Island Oyster Co.
Ivy Yu
WNM 605 Typography for Digital Masters — DC Scarpelli

RESEARCH BRANDING ITERATIONS FINAL BRAND & BRAND GUIDELINES LOGO APPLICATIONS

WHAT MAKES THIS RESTAURANT STAND OUT?

ABOUT HOG ISLAND OYSTER CO.

TARGET AUDIENCE

MARKET RESEARCH

- “Bay to Bar” fresh seafood ingredients
- Wide selection of oysters (8 regular menu selections)
- Classy, yet still welcoming dinning environment
- Reasonably priced ($15 – $30 entrées)

Started out as a five-acre oyster farm, Hog Island Oyster Co. 
was founded by partners John Finger and Terry Sawyer in 1983, 
Tomales Bay, CA. Now with 160 acres, they harvest and sell over 
3.5 million oysters, Manila clams, and mussels each year. The 
company strives to deliver its best quality shellfish directly from 
Tomales Bay to its restaurants. 

- Tourists from across the states and around the world
- Oyster lovers
- 21 – 50 yr olds
- Fairly Wealthy

CONCEPT DEVELOPMENT - LOGO SKETCH

LOGO DESIGN

1. Our primary logo with an oyster 
mark on the right, and Hog Island 
Oyster Co. arranged on four evenly dis-
tributed lines on the left

2. Logo letters in white

3. Logo in one color

1. 

2. 

3. 

LOGO MEASUREMENTS

1. Use HOG ISLAND OYSTER CO. 
with all caps in logo

2. HOG ISLAND OYSTER CO. is 
placed in a square of  same width and 
height with the words left aligned, and 
the lines vertically evenly distributed.

3. Space between the oyster mark and 
the letters is the same as the width of  
three side-by-side pearl dots.

4. Leave clear space equals to the height 
of  a capital O minimum around the logo 

BRANDING COLORS

Hex #5b6172
RGB 91/97/114
CMYK 68/57/40/16

Hex # 3c3a51
RGB 60/58/81
CMYK 78/75/44/37

Hex #bda871
RGB 189/169/113
CMYK 27/29/64/1

Hex #726d5c
RGB 114/109/92
CMYK 53/47/62/20

DO’S AND DON’TS

1, 2. Use only color palette and their 
tints and shades from this guide book. 
Use darker colors on light background, 
and lighter colors on dark background

3. Do not use colors other than the 
color palette shown in this guide book

4. Do not squash, skew, or rotate the 
logo in any way

5. Do not put the logo on a busy back-
ground without using a solid color 
overlay

6. Do not add any shadow or glow 
behind the logo

1. 

3. 

5. 

2. 

4. 

6. 

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz(,.:;?!$@#&*)0123456789

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz(,.:;?!$@#&*)0123456789

Aa

Aa

BRANDING TYPEFACE

1. Bell MT - Regular

Primary typeface that appears in our 
logo, and as the typeface for paragraphs 
of  text. Usually use in Regular weight

2. Lato - Light

Use this secondary typeface for titles 
accommodating Bell MT, our primary 
typeface. Set this typeface in all caps 
when using it in a title.

1. 

2. 

LOGO VARIATION

1. Square logo with the abbreviated 
Hog Island (H.I), and no oyster mark

1. 

LOGO SIZE

1. Our primary logo in large size

2. Medium size

3. Leave only the strokes of  the oyster 
mark when logo is set in a small size

4. Lose the dots inside the two “O”s, 
when they become indistinguishable

1. 

2. 

3. 

4. 

CONCEPT DEVELOPMENT

WORDLIST MOODBOARD

Home-Grown 

Modern

Delicate

Fresh 

Bustling 

Sustainable 

High-Quality

Classy

Crafty

Seasonal

Flavorful

Cozy

Casual

LOGO DESIGN DRAFT

Bell MT - Regular

#1a3989

FRANKLIN GOTHIC

Current Logo

Theme Color

Website

Related Product

Possible Type Choice

Current Brand Elements
LOGO DESIGN DRAFT

Lato - Thin Baskerville - Regular

In-Person Experience
Interior / Environment High-End

Full Cocktail Bar Oyster Bar Wooden Chairs

Modern Elegant Bustling Casual
Beautiful Ocean View

LOGO DESIGN DRAFT

Palatino Lintotype - Regular

H O G  I S L A N D  O Y S T E R  C O .
Ivy Yu
Typography for Digital Masters

12



Hog Island Oyster Co.
Ivy Yu
WNM 605 Typography for Digital Masters — DC Scarpelli

WEBSITE ADS IN-STORE DISPLAY INTERACTIVE MENU

SITE MAP

Home 
(About)

0

Reserva-
tions

3

Oysters

1

Search

3.1

Make Reser-
vation

3.1.1

Locations

5

Contact

6

Order
Catering

4.1.1

Catering

4

Menu

2

About 
Oysters

1.1

How to 
Shuck

1.2

Recipes

1.3

Daily 
Special

2.1

Today’s 
Oysters

2.2

Grilled 
Oysters

2.3

Small 
Plates

2.4

Salads

2.5

Sides

2.7

Bowls + 
Plates

2.6

Drinks

2.8

Contact

4.2

Catering 
Pacakges

4.1

Make Reser-
vation

3.1.1
Make Reser-

vation

3.1.1
Drink 

Catergories

2.8.1

Social Media

0.1

Employment

0.2

Contact

0.3
Footer

Rebranding project to add to the perceived luxury and value of their 
excellent product, and a suite of interactive interfaces makes the or-
dering process (at the moment, a long wait in line) much more pleasant.

13



Cache 94
T YPE DE SIGN ,  WEB DE SIGN , 
MOTION GR APHICS

Ray Chang & Blake Piyathanapong

We are nostalgic. The past seemed simpler. Arguably, the 

magic of childhood is that you don’t know anything, as op-

posed to now, when you know just a little too much to get 

excited about anything. Or perhaps, you’ve just got so much 

on your mind that you just can’t enjoy the moment.

That led us to the idea of clearing cache. It would be nice 

to renew your days and live like you did in the first years of 

your life—free of responsibility, free of judgement, and free 

of associations. 

Our objective is to create a place where we can revisit the 

instances of our past and interact with them. We want to 

evoke nostalgia and remind ourselves of a time when we saw 

wonder in everything.

c h a n g t i n g c h u . c o m 

b l s p i y. c o m

Cache 94
Ray Chang & Blake Piyathanapong
WNM 498 Type Design and Motion Graphics — DC Scarpelli & Colin Sebestyen

CONCEPT

WEBSITE PROCESS

TYPE PROCESS
C
A
C
H
E

9
4

3

VISUAL STUFF

We were both born in 1994.
So it felt appropriate to do a throwback to the 90s style and 
aesthetic. There are numerous parallels from the 90s that help us 
better communicate our concept and drive the form of the site. 

Grunge Movement
In 1990s, the grunge style became largely commercial. It influenced 
designs and arts of that time and gave it its unique aesthetic.  

 Technology and Science

Television and personal computers were all the rage in the 90s. 
Though it is nothing compare to today, the mid 90s were a nascent  
period of the social media and personal smart devices. It was also 
when web safe fonts started encouraging use of web typography.

Individualism 
People embraced the idea of self-expression. Social liberalization 
was a prominent aspect of the 90s. Fashion and youth culture often 
had counterculture spirit and emphasize individualism.

C
A
C
H
E

9
4

 

   

Interactive Website (p5.js)

- Dream Space

- Floating objects access memories

3

P R O J E C T 
O V E R V I E W

Mini Interactions

- Ice cream melting

- Video cassette

Main Scenarios

- Stroll At the Beach

- Artifacts From My Room

  

C
A
C
H
E

9
4

5

Stroll At The Beach

C
A
C
H
E

9
4

4

Main Page
C
A
C
H
E

9
4

6

Artifacts From My Room

C
A
C
H
E

9
41. Make time.

Don’t rush. CACHE94 requires some time to look 
through and to comprehend fully.  For the best 
outcome, set aside some time to enjoy the site.

2. Bedroom Artifacts  or Beach Stroll.
Once you enter the site, you’re given the choice 
to enter one of the three experiences. We 
suggest you start with either Bedroom Artifacts 
or Beach Stroll. Clean Cache should be the last 
place to enter as it is suppose to be the ending 
phase of all the experiences. 

3. Clear Cache.
Use this time to reflect on the things you have 
thought about during the experiences. Then, 
type all the words that come to  mind into the 
typing area. Type it all out until you’re out of 
things to type out. 

4

TRI-AXIS TERMINAL
DIRECTION

CLEAN CACHE 

BEDROOM ARTIFACT

BEDROOM ARTIFACT

BEACH STROLLBEACH STROLL

      SUN         MOON         STILLNESS      TIDES           WAVES

TAI

ZHU

“Our objective is to create a place where we can revisit the instances of 
our past and interact with them. We want to evoke nostalgia and remind 
ourselves of a time when we saw wonder in everything.”

C A C H E  9 4
Ray Chang & Blake Piyathanapong
Type Design & Motion Graphics
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Polus
Jiwon Kim, Mauricio Bucardo, Ramiz Sheikh, 
Suna (“Sun”) Yang, Surapas (“Blake”) 
Piyathanapong 

motion graphics 2 | colin evoy sebestyen

The creative brief is simple: Some futuristic technology or 

magical fantasy is now possible. Student Designers need 

to build an interface for a table/mobile device/or hologram 

that a user will interact with a new possible reality, and then 

demonstrate a feature of that interface or show a usage scenario.

Working in teams: write a script, concept and produce a 

video shoot, and then composite the interface and motion 

graphics into that live action footage to create a compelling 

and communicative concept video.

Polus
Fall 2015 
Jiwon Kim, Mauricio Bucardo, Ramiz Sheikh, Suna (“Sun”) Yang, Surapas (“Blake”) Piyathanapong
WNM 305 Motion Graphics 2 — Colin Evoy Sebestyen

Final Video

P O L U S
Jiwon Kim, Mauricio Bucardo, Ramiz Sheikh, Suna Yang, Blake Piyathanapong
Motion Graphics 2 Interface design for a futuristic technology.
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Velite Halcyon
AU TOMOTIVE UI  DE SIGN

Kevin Chen (Exterior) 
Mitchell Edward Galik (Clay Model/Interior) 
Daria Kondrakhina (UI & Motion) 
Eric Liaw (UI/UX)

This is a sponsored project from Buick to create a new direc-

tion for the VELITE series aimed for millennials in 2025 and 

is a current ongoing project.

 

d k o n d . c o m 

e r i c l i a w . n e t

Velite Halcyon
Kevin Chen, Mitchell Edward Galik, Daria Kondrakhina, Eric Liaw 
WNM 498 & 695: Collaborative Project: Automotive UI

FINDINGS ANALYSIS PROPOSALS
• 47% of a respondents to my survey of 
34 people said they wanted to have chil-
dren. And 38% weren’t sure. 

• Some 1.3 million Millennial women gave 
birth for the first time in 2015. Among 
millennial women ages 18 to 33 in 2014, 
42% were moms.

• Respondents’ top three choices of how 
they would like to spend their extra in-
come were: food and drinks, traveling, 
and games. Cars came second to last, 
ahead of religion.

• 75% of millennials who own a car plan 
to buy another within the next 5 years. 
However, 43% of them consider owning a 
car a hassle.

• Among 18-24 year olds, 64% said they 
expected their vehicle’s technology to 
be able to do all the things a smartphone 
can do. 

• 73% of respondents were likely to pur-
chase a more expensive product if it was 
more environmentally-friendly than its 
competitors.

• The majority of millennials will probably 
be parents by 2025.

• Millennials are not willing to spend ex-
cessively on having multiple vehicles. 
They’re rather selective on what they 
spend their extra income on.

• Millennials view vehicles in a more prac-
tical manner. They want cars that are re-
liable and can connect with their devices 
(IoT).

• If the expense is for a more environ-
mentally-friendly product, millennials are 
moderately likely to to purchase it. How-
ever, the majority are very concerned 
about climate change.

• We should think about designing a ve-
hicle for a family. Is it possible to create a 
vehicle that is family friendly like the van, 
but maintain the aesthetic design style of 
what VELITE aims to become. 

PROCESS

V E L I T É  H A L C Y O N
Kevin Chen (Exterior), Mitchell Edward Galik (Clay Model/Interior), Daria Kondrakhina (UI & Motion), Eric Liaw (UI/UX)
Collaborative Project: Automotive UI
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Velite Halcyon
Kevin Chen, Mitchell Edward Galik, Daria Kondrakhina, Eric Liaw 
WNM 498 & 695: Collaborative Project: Automotive UI

A sponsored project in collaboration with Buick to create a new direction
for the VELITÉ series aimed at millennials in 2025. It is a current, on-
going project.
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Orbitalis
 Gianluca Martini, Hugo Baeta, June Kim

Orbitalis is an interactive artwork simulation that works with 

live data from the satellites position orbiting our planet. Start 

by selecting what satellites you want to see in your simulation 

and then press “Draw”. Once you are done drawing your orbits, 

press “Export” to download a 3D model ready for print.

See the desktop version at t h e o r b i t a l i s p r o j e c t. c o m

The Orbitalis Project
Gianluca Martini, Hugo Baeta, June Kim
WNM 498 Generative Art & Code — Ryan Berkey
winner,  best in show, spring show 2015

THE ORBITALIS PROJECT

App Flow

O R B I T A L I S
P R O J E C T . C O M

1. GO TO THE LINK

2. THE SERVER GETS DATA 
FROM THE NASA WEBSITE

3. THE APP DISPLAYS THE 
SATELLITES AROUND EARTH

App Flow

 

4. CHOOSE THE GROUP
OF SATELLITES TO DISPLAY

5. CHOOSE THE SATELLITE
TO DISPLAY

6. PRESS DRAW TO START 
GENERATING YOUR ORBITALIS

D R A W

App Flow

 

3. SAVED 3D FILE CAN BE USED TO 
PRINT YOUR ORBITALIS

9. CLICK EXPORT TO DOWNLOAD 
THE 3D SCULTURE

8. THE APP  GENERATES 3D SHAPES 
BASED ON YOUR CHOICE

E X P O R T

The US Air Force tracks all detectable objects in earth orbit, creating 
a corresponding TLE* for each object, and makes available TLEs for 
non classified objects from a sponsored web site, Space Track.

*A two-line element (TLE) is a set of two data lines listing orbital elements 
that describe the state (position and velocity) of an Earth-orbiting object. 

ACQUIRING THE DATA

An algorithm in this case provided by NASA, uses a TLE as a data 
source and implement one of the simplified perturbations models to 
correctly compute the state of an object at a time of interest.

INTERPRETING DATA

After the algorithm interprets the TLE file. It provides latitude, longi-
tude, altitude and speed of the requested satellites. The coordinates 
are then illustrated around the globe using a simple cartesian geom-
etry conversion.

DISPLAYING DATA

Data Acquisition

STEP 1

STEP 2

STEP 3

APP FLOW AND
DATA ACQUISITION

INTERFACE 
SCREENSHOTS

O R B I TA L I S
Gianluca Martini, Hugo Baeta, June Kim
Generative Art & Code
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Final Product

GLASS VASE

Going into VR

THE ORBITALIS PROJECT IS ALSO
AVAILABLE IN VIRTUAL REALITY 
(VR) MODE

LEAP MOTION SENSOR ALLOWS 
YOU TO INTERACT WITH THE UI 

USING YOUR HANDS

Final Product

GLASS LAMPS

Branding / Packaging

LASER ENGRAVED BOX 

SCULTURE BASED ON A 
GEOSTATIONARY 

SATELLITE

Going into VR

LEFT UI 

RIGHT UI

Final Design

GEOSTATIONARY
SATELLITES

ORBITALIS OF SATELLITE 
FROM THE GALILEO 

PROJECT 

Luca Nichetto Renzo Piano David Yurman

Target Audience

Luca is an Industrial Designer
always looking for new inspirations. 
Orbitalis allows Luca to generate 
unlimited designs based on the 
physic’s laws of gravity.

Renzo Piano is an international 
Italian architecth particularly inter-
ested  in organic architecthure.
By using Orbitlis, Renzo easly 
create spherical designs based 
on real time data. Integrating 
then live data visualizations in his 
works. 

David Yurman is a world famous  
jewelry designer. Using Orbitali Da-
vid can create personalizad earings 
designgs based on live positions 
of the planets in the solar system.

Wireframes 

INTRO PAGE

MAIN PAGE

PROJECT TITLE

START

Project description

PROJECT TITLE

SATSAT SATSAT

SATSAT SATSAT

SATSAT SATSAT

SATSAT SATSAT

SATSAT SATSAT

SATELLITES GROUP NAME

DRAW

EXPORT

TOGGLE CAMERA

CLEAR

ABOUT LINK

Initial Design

INTRO PAGE

MAIN PAGE

Final Design

INTRO PAGE

MAIN PAGE

Type Hierarchy

Avenir

Titillium

Bebas neue

Medium
& Black

Light
& Regular

(TT) 
REGULAR

1234567890
abcdefghijklmnopqrstuvwxyz

abcdefghijklmnopqrstuvwxyz
1234567890

1234567890

abcdefghijklmnopqrstuvwxyz

UI
R: 80  G: 30     B: 65
R: 8    G: 52     B: 97
R: 45  G: 225   B: 175

Color Palette

BACKGROUND
Linear Gradient:
FROM  R: 33  G: 1    B: 36
TO        R: 8    G: 52  B: 97

Going into VR

DESIGN
PROCESS

VIRTUAL REALITY

The Orbitalis Project
Gianluca Martini, Hugo Baeta, June Kim
WNM 498 Generative Art & Code — Ryan Berkey
winner,  best in show, spring show 2015

An interactive artwork simulation that uses live data from the position 
of the satellites orbiting our planet. See the desktop version at 
theorbitalisproject.com

19



Pictoclash
T YPE DE SIGN ,  WEB DE SIGN , 
MOTION GR APHICS

Vrusha Chauhan & Suna Yang

Pictoclash is a concept showing the difference between the 

East and the West.

It’s the personal design journey of Vrusha and Suna, who are 

from two different Asian countries (South Korea & India), 

showing their observations of the changes in the design world 

between two different continents: Asia and America. In order 

to explain in visual language, pictographic style is used for 

the typefaces.

v r u s h a c h a u h a n . c o m 

g r a p h i c s u n a . c o m

Pictoclash
Vrusha Chauhan & Suna Yang
WNM 498 Type Design and Motion Graphics — DC Scarpelli & Colin Sebestyen

PROCESS

PictoClash 

Ideation Process 
Keywords

We started first by creating the keywords for each alphabet to 

represent the design cultural difference by using words 

related to design or cultural references. 

A - Artifacts 

B - Boat 

C - Ceremony 

D - Design 

E - Edifice 

F - Food 

G - Games 

H - History 

I - Iconic 

J - Job 

K - Knowledge 

L - Language 

M - Music

N - Numerals 

O - Outfits 

P - Population 

Q - Queer 

R - Religion 

S - Sculpture 

T - Tools 

U - Unit 

V - Vacation 

W - Work 

X - Extended Family 

Y - Year 

Z - Zoology

PictoClash 

Typeface Design 
Pictoclash-Regular

PictoClash 

Typeface Design 
Pictoclash-East

PictoClash 

Typeface Design 
Pictoclash-West

P I C T O C L A S H
Vrusha Chauhan & Suna Yang
Type Design & Motion Graphics
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Pictoclash
Vrusha Chauhan & Suna Yang
WNM 498 Type Design and Motion Graphics — DC Scarpelli & Colin Sebestyen

FINAL SITE DESIGN

Pictoclash is an animated typeface showing the difference between 
the creators’ personal experience of the East and the West and their 
observations of changes in the design world between two continents.
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PERSONAL INTRO

15

RESEARCH + ANALYSIS

03 Target Audience

Primary Target Audience
Middle School Students
• 6th-8th grade
• Ages 11-13
Periodic table is introduced in Chapter 4 
in 6th grade middle school chemistry. 

Secondary Target Audience
Elementary School Students
• Ages 6-11
To increase the familiarity with chemical 
elements. 

17

RESEARCH + ANALYSIS

Preference for Learning Style

over 85% students prefer 

visual learning rather than 

traditional learning style.

Dated Oct. 16 2014, 04:30am

graphics

texts

RESEARCH + ANALYSIS

18

Dated Oct. 16 2014, 04:30am

Situation
• Short time frame
• Easy to be interrupted

Preference of Game
• Simple & addictive
• Challenging but not frustrating
• Competitive (self or with folks)
• Single gameplay
• Repeated actions

Target Audience Survey & Finding

23

04
Gameplay - Medium Fidelity Wireframe

Phase I
Participants: 3 (age 11, 11, 12)
Date: Apr. 18, 2015
Finding: Confused information and gameplay.
Next Steps: Refine gameplay, show tutorial. 

Phase II 
Participants: 4 (age 11, 11, 12, 13)
Date: Apr. 25, 2015
Finding: No attention to information, random taps.
Next Steps: Change order of info and tutorial.

Test the gameplay interaction

24

Phase III, IV
Participants: 3-5 (age 10-13)
Date: Late July - Late December, 2015
Finding: Wording, game function, user interaction.
Next Steps: Modify UI, mobile vs desktop. 

Phase V
Participants: 3 (age 11, 11, 13)
Date: Dec. 27, 2015
Finding: Level screen, collections layout, boosters.
Next Steps: Modify level screen UI, chemie property 
dropdown to full screen popup.

Phase VI
A/B Testing: Stage chemies
Participants: 4 (age 10, 11, 11, 20)
Date: Jan. 14, 2016
Finding: Crowded interaction area, chemie recognition.
Next Steps: Reconsider proton lifespan, amount, and 
booster function.

Test the main game flow, layout and functions

Game Flow - High Fidelity HTML5 Game

Chemie Pop
Kai-Shan Hsu

Chemie Pop is a game that teaches children about elements 

on the Periodic Table. Specifically, it helps them memorize the 

Atomic Number for the first 20 elements.

codenamekash . com

Chemie Pop
Kai-Shan Hsu
MFA Thesis

VISUAL PROCESS

43

Logo

System Fonts

Branding
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My Solution
Chemistry + Game

Repeated brain-washing gameplay for 
memorizing the first 20 elements’ 
atomic numbers in periodic table!

Chemie Pop

C H E M I E  P O P
Kai-Shan Hsu
MFA Thesis

Creative Process
Ting Chu Chang (“Ray”)

motion graphics 2 | colin evoy sebestyen

Student designers are required to chart three to five pieces of 

personal data everyday over two weeks. They then have the 

option of modifying their behavior or extending their research 

to larger avialable datasets. While engaging in the process, Ray 

found inspiration in the actual creative process itself, and chose 

to visualize this concept using intelligent writing, abstraction, 

and deft use of negative space. He built his striking animations 

utilizing Maxon Cinema 4D software.

Creative Process
Spring 2015 
Ting Chu Chang (“Ray”)
WNM 305 Motion Graphics 2 — Colin Evoy Sebestyen

Data & Sketches

Storyboard

Color Story

Final Video

Animation Production

For the past month, I experienced my most severe creative 
block yet. And I decided to track my creative process.

Ray Chang - FinalMatrix

Camera zooming and focusing in on the scene.

Script:

Visuals:

I start with setting parameters for an idea.

Form appears, camera move on to next scene location.

Script:

Visuals:

Then I search through my mind for fragments of related 
memories.

Brainstorming visualized. Form becomes more complex, camera 
move on to next scene location.

Script:

Visuals:

Visualization starts almost immediately after.

Form transforms from wireframe to solid form. Camera move on 
to next scene location.

Script:

Visuals:

But when I scrutinize these results, I feel an overwhelming 
frustration as I recognize patterns and repetition from past 
experiences.

Form duplicates and forms a ring. All forms gather again and 
shoots to the sky. Camera zooms out.

Script:

Visuals:

When inspiration finally strikes, all these procedures work 
as one, and the idea breezes through, grabbing every essen-
tial element, until it blooms and shocks me with its sophis-
tication. And I wonder, perhaps to discover an idea that is 
nonexistent, requires the idea to reveal itself. And all we 
really can do is be there, and wait.

All scenes combine. Camera zoom out.

Script:

Visuals:

C R E AT I V E  P R O C E S S
Ray Chang
Motion Graphics 2

Ray found inspiration in, and chose to visualize the creative process 
using intelligent writing, abstraction, and deft use of negative space. 

22



180 New Montgomery Street 
San Francisco, CA 94105
newmedia@academyart.edu
artuwnm.com




