ROMANA OSBORNE . PORTFOLIO






. CV

. BFA Graphic Design and Media & Communications, University of Fraser Valley
. Professional Writing Diploma, Douglas College

. Marketing & Communications Assistant, University of Fraser Valley
. Communications Coordinator, Cummins Western Canada
. Copy Editor | Designer Intern, Central | Credit Union

. Communications Intern, Science World at Telus World of Science

. Prague.tv

.Alive magazine

.ThoughtFarmer’s Best Intranet Competition 2014, Best Collaboration

- Honorable Mention

With background in communications combined with education

in Graphic Design & Media Communications, | am looking to further

my skill set in a team environment where | can learn and collaborate with
others. My goal is to gain skills and knowledge in a position where | can

apply strategic thinking to design.

story telling, communication design, intranet management,
project coordination, editing & proofreading, event management,
comprehensive reading & research, creative and corporate writing,

fluency in Czech language.






(! l'ﬁiﬁ . FRANKLY FIONA

Frankly Fiona is a branding project where | was challenged to

create a brand for a new cannabis edibles product. The project
encompassed the creation of a visual identity including brand name,

logo, package, website & social media assets.

This was a challenging and exciting project as | researched the ideal
customer, market trends, rules and regulations, in Canada and the US.
Ultimately | concluded there is a market gap and certain demographi:
is not targeted to its full potential. The challenge of marketing
a cannabis product is in shaking its prior cultural vibe and

re-identifying what it is and who it's for.

chucd‘!‘a% sea salt caramels

5 mg CBC per piece
Net'wt 1.0 g (0.035 bz)



VISUAL IDENTITY . FRANKLY FIONA
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(q ‘h . MISTER TEA

Mister tea was a project that required the creation of a wordmark
and packaging that reflects the company values and addresses

key market issues.

Mister Tea is a fictional community-minded company, owned locally
with stores in BC and Ontario. Brand essence is organic, strong,

sustainable and local.

Design needed to target urban, working middle class consumers
between [8-35 year old, and the product positioned to compete with

coffee and energy drink market.




VISUAL IDENTITY . MISTER TEA
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NO NAME . LARGE MARSHMALLOW

The challenge for this project was to take an existing package in the
marketplace and redesigned it using spot and process colors plus

a special treatment. | chose to redesign No Name brand large
marshmallows package. No Name uses an effective banding
strategy with limited color palette and widely used helvetica font
to communicate to its target market the no nonsense affordability
of their products. No Name is know for their bright mustard yellow

for packaging and black for font and No Name logo.

Staying within the yellow color range of the No Name brand
| redesigned using more sophisticated shades to elevate the feel.
| chose a fun, bold font and design elements reminiscent of a circus

combined with an embossed pattern.

| thought about the target customer, a modern thinking individual
with a sense of nostalgia for times gone by. A vector of an elephant
mounting the header font plays on the vibe of ‘BIG’ as these
marshmallows are the large size plus reinforces the circus feel.
Keeping in that direction | renamed the Large Marshmallows header
present in the original package to Big Marshmallows. The package
sides are designed in a sunbursts pattern, reminiscent of the circus
scene, but also giving movement to the design. Overall the design is

fun, but elevated version of the original.
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Q U VISUAL IDENTITY . LARGE MARSHMALLOW
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CIRCLE FARM TOUR . BROCHURE

The Regional Circle Farm Tour is a self-guided tour of participating
agriculture partners within 5 communities in the Fraser Valley, British
Columbia: Langley, Abbotsford, Chilliwack, Agassiz and Harrison Mills,
Male Ridge and Pitt Meadows. CFT seeks to establish a marketing
partnership to showcase the diversity of quality agri-tourism and

related businesses in Mighty Fraser Valley.

The CFT Brochure needed an overall update to appeal to the

agri-tourism market in Metro Vancouver.

The brochure was designed to evoke the rural, do-it-your self,

grass root feel, while retaining a modern edge. The brochure
redesign appeals to target market with its simplicity, while on trend.
All unnecessary elements were removed, directions for social media
and website visit were highlighted. The synopsis of what CFT was
added on the back panel, which was missing before. CFT website
already describes adequately what the benefits are and it was simply
repeated here. Logo was redesigned for a greater appeal due to its

simplicity and relevance.
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. || VISUAL IDENTITY . CFT BROCHURE
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COASTAL PIPELINE . INFOGRAPHIC

Ongoing and currently incapacitating dispute over the Coastal
Pipeline is viewed as one of crisis for Canada. Historical infringement
on the rights of indigenous peoples surface as the needs of the oil

industry and supply demands clash.

This is a complicated issue with many views and sides.
This infographic seeks to not take sides but outline the pros

and cons of the issue through the lens of each position.



VISUAL IDENTITY . COASTAL PIPELINE
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