
C
lear-cut graphics. C

rystal clear concepts.

NOZOMI AKUTSU

Art Director / Designer
Creator of MU Design Store



Stockholm/Tokyo based.
My expertise is 

Art direction,
graphic design including

logo, leaflet, business card,
poster, brochure, package, 

web and product design.
  I love music,

travelling and cats. 
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Visual identity
Digital, Marketing (Hem)
Printing, Editorial
Products (MU)
Hyper Island
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PROJECT GROUP 
Business cards, logo, goods, packaging, document templates and stationery design
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Compliments cards, polo shirt, safety hat, USB cards, handover box, induction stickers
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Primary Logo Suite

Logotype Symbol

Clear Space
The Project Group logo needs to be surrounded by 
an area of uninterrupted clear space to allow it to 
remain prominent in all communications. There must 
be sufficient white space around the logo so it does not 
appear crowded.

Minimum Size
To avoid any possible reproduction problems, the logo 
must never be reproduced at a size smaller than the 
minimum specified height.

Clear Space

a: 
2 mm height (print)
8 px height (digital)

b:
8 mm height (print)
30 px height (digital)

= X

1/2 X

1/2 X 1/2 X

1/2 X

a b

Style Guide
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Primary Typeface

Primary Typeface

Arial is our system typeface. It is used for internal 
documents such as letters, memos and PowerPoint 
presentations. Arial is a system font that is available 
on all operating systems and will display and print text 
consistently.

1234567890!?~’”

abcdefghijklmnopqrstuvwxyg
abcdefghijklmnopqrstuvwxyg

()+=_-*&^%$#@

AaBbCc01234
1234567890!?~’”

abcdefghijklmnopqrstuvwxyg
abcdefghijklmnopqrstuvwxyg

()+=_-*&^%$#@

Arial Regular Arial Bold

Style Guide
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People

Photography style

Photography Style
Project Group photographs should take advantage of 
unfeigned, natural light as much as possible to produce 
a friendly photograph. 

Photographs depicting Project Group staff should 
reflect a sense of happiness, trust and vibrancy. 
Shadows should not be too strong or too weak; an ideal 
medium should always be aimed for. 

Photographs depicting objects should focus on one part 
of the object in order to provide depth.

Photographs of scenery or locations should be taken in 
consideration of the overall composition of the picture.

Photographs depicting construction sites must meet 
all safety regulations or have gained approval from the 
internal administrator before being published externally.

Place

Other

Style Guide
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Primary Logo SuiteLogo Suite
Logo 2 - Symbol

This symbol is used as a background for most of our 
branding including our profile covers and site signage.
Our logo should never appear in any other versions and 
it not to be misused or misrepresented. It is imperative 
to maintain consistency, which means our logo should 
never be distorted in anyway.

Logo Suite

Full colour - Project Group blue symbol x charcoal background Full colour - Project Group charcoal

Mono colour - reverse Mono colour

Brand guidelines
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JOSHIBI collaborative design department
Visual identity, logo, goods, packaging, pamphlet and stationery design
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Compliments cards, polo shirt, safety hat, USB cards, handover box, induction stickers
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NIHO 
Logo and visual design for the startup project of a company
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Poster, logo and brochure design
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DAMBO 
Visual identity includes stationery design
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V
isual Identity G

uidelines　
20

21  |  version 1.1

03-2. LOGO VARIATIONS

PRIMARY LOGO - COLOUR

SECONDARY LOGO - COLOUR

INVERTED LOGO - WHITE INVERTED LOGO - WHITE

SECONDARY LOGO - MONOCHROME

PRIMARY LOGO - COLOUR

9
V

isual Identity G
uidelines　

20
21  |  version 1.1

01 - 2. THE LOGO PRINCIPLES

コーポレートアイデンティティ（CI）は、三つの要素から成り立ちます。BI= 行動、MI= 理念、そして 

VI= 視覚。これらが統一されたビジネスモデルのもと、事業の目的を踏まえ最適な物が作られてい

きます。その中でVI =ビジュアルアイデンティティ視覚の統一を図るために必要なのが今回定義す

るガイドラインです。ここで定義するルールや考え方は、ブランドコミュニケーションツールを作る

上で大変重要な指針となります。

VI
視覚の統一

BI
行動の統一

•	 斬新だけど暖かく寄り添うような優しさ
•	 リサイクル、買うだけでエコになる
•	 無理をしない ECO

•	 自然
•	 安心安全

•	 洗練

•	 かっこいい

•	 わくわくする

•	 おしゃれ

MI
理念の統一

ロゴ、フォント、カラー、
名刺、ウェブサイト、などなど

DAMBOブランドの見た目のルールを作る

行動指針、アイデンティティ
商品、サービス

企業理念、企業価値、
マインド、大義

MISSION

子供達に未来をプレゼント
VISION

子供家具のスタンダードに

製品パッケージ
ギフト包装

販促ツール

（プレゼン資料） CI 企業価値

VI 視覚の統一

BI 行動の統一

V
isual Identity G

uidelines　
20

21  |  version 1.1

2705-1. EXAMPLES (PACKAGE DESIGN)16

V
isual Identity G
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20

21  |  version 1.1

03-4. COLOUR PALLETTE

DAMBOを象徴するものとして、色は適切に利用することが重要です。下記の数値を参考に、ルールを守り適宜使用してください。

DAMBO SOLID-DARK RED

C44  M100  Y83  K23
R124  G0  B27  
#7C001B
Pantone 7637C
DIC-F177

DAMBO
TEXT COLOUR - 02

C44  M100  Y83  K23
R124  G0  B27  
#7C001B
Pantone 7637C
DIC-F177

DAMBO SOLID-DARK RED

M90  Y90
R216  G50  B34  
#D83222
Pantone Warm Red C
DIC-564B

DAMBO
MOTHER ORANGE

C14  M76  Y74  K16
R188  G79  B59  
#BC4F3B
Pantone 2435C
DIC-N752

DAMBO
BACKGROUND - 01

M18  Y27
R244  G224  B209  
#F4E0D1
DIC-2042

DAMBO
BACKGROUND - 02

C0  M0  Y0  K0
R0  G0  B0  
#FFFFFF

DAMBO
TEXT COLOUR - 01

C30  M25  Y25  K85
R55  G54  B53  
#373635
Pantone 440C
DIC-N960

中身の詰まった、信頼できる、確固たる、揺るぎないという意味が込められている
母のようによりそう優しさ、
柔らかさ情熱、エネルギー、未来を向く気持ち

V
isual Identity G

uidelines　
20

21  |  version 1.1

2605-1. EXAMPLES (THNAK YOU CARD)

THANK YOU FOR PURCHASING OUR PRODUCTS! 

YOUR ORDER MADE OUR DAY. 

WE HOPE WE MAKE YOURS.

IF YOU HAVE ANY QUESTIONS ABOUT YOUR ORDER, 

CONTACT US ANYTIME. 

WE'D LOVE TO HEAR FROM YOU!
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SOOKI 
Logo, business cards, company profile, web page and vision design
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/sooki

Visuals of company's mission
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SUSTAINABILITY
CHALLENGE

SUSTAINABILITY
CHALLENGE

SUSTAINABILITY CHALLENGE

Final option
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Visual identity
Digital, Marketing (Hem)
Printing, Editorial
Products (MU)
Hyper Island
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FLOOAT, INC.
Art direction, web design

VIEW THE WEBSITE
http://www.flooat.jp
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VIEW THE WEBSITE
https://www.jns.inc/dx/

DX SOLUTION 
Art direction, web and logo design
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VIEW THE WEBSITE
http://benesse-artsite.jp/en/

BENSESSE ART SITE NAOSHIMA 
Art Direction, web design
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JAF MEDIA WORKS
Art Direction, web design

VIEW MORE
https://www.nozomiakutsu.com/jmw
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LOFTWORK - ABOUT
Art Direction, web design

VIEW THE WEBSITE
https://loftwork.com/en/who/
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Hem is a Swedish furniture distributor with head-
quarters in Stockholm. I worked there as a design 
intern for three months between March to June in 
2023.

I worked in the creative department, where I was 
involved in a wide range of design work, from mar-
keting to branding.

• As a part of the creative team, I was involved 
in all graphic design, from marketing to 
product-related assets. 

• I proposed to migrate the template to Figma 
as the in-house digital design had previously 
been done in-design, and created a huge 
template for the in-house digital design.

• I was involved in the new product treat-
ments (art direction of the shoot) from 
planning to shooting.

• I made a design template for a sales plan-
ning document in PowerPoint.
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INSTAGRAM STORIES for Hem
I proposed campaign adverts for Instagram, many ideas were selected and I designed the content myself. 



(C
) N

O
ZO

M
I AKU

TSU

INSTAGRAM STORIES for Hem
I proposed campaign adverts for Instagram, many ideas were selected and I designed the content myself. 
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INSTAGRAM STORIES for Hem
I proposed campaign adverts for Instagram, many ideas were selected and I designed the content myself. 



(C
) N

O
ZO

M
I AKU

TSU

NEWSLETTERS for Hem
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1. Proposed campain ad ideas for instagram to Creative Director.I picked the products based on the list of overstocked 
items of Hem.

2. After the first proposal, tried out a few ideas using photos in Figma. I liaised with other departmental personnel 
responsible for product design to ensure there were no mistakes.

Introduced my idea on company’s 
conference

Did test shooting to propose 
ideas

PROCESS
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DIGITAL DESIGN TEMPLATES for Hem
I suggested that the digital design had been created in-design until then, and that we could re-create the templates in Figma. 
I created design templates for all digital design, including newsletters.
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PRODUCTS TREATMENT for Hem’s digital catalogue
I was in charge of the new product treatments including art direction during the shooting. 
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1. Briefing and research 2. Scheduling and concept making 3. Test shooting and presentation

4. Create a formula for each product 5. Direct a shooting

MAKING PROCESS
From concept, research and photography, I proposed and realised a new way of photographing a new product (cushion) that 
had not been done before.
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Visual identity
Digital, Marketing (Hem)
Printing, Editorial
Products (MU)
Hyper Island
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LITTLE BARN COFFEE 
Logo, shop cards, web page, poster and cup design
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Logo, shop cards, web page, poster, shopping bag and cups
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WA NO OMOTENASHI
Logo, packaging, pattern graphic and leaflet design
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Logo and packaging
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GARGLE 
Business card design
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Business cards
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PLYは、

FUJITSU PLY
Core graphics, booklet and goods design

Visual design for FUJITSU Knowledge Integration Base PLY a co-creation space established as part of the Fujitsu Solution Square. 
Dots express PLY's concept of 'An accumulation of contacts and knowledge'.
http://www.fujitsu.com/jp/services/knowledge-integration/ply/
http://www.loftwork.jp/en/case/detail/product/20160704_ply.aspx
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Coaster, brochure and original goods
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& KALITA
Logo and brochure design

Designed for the long-established coffee machine manufacturer in Japan, 'Kalita's original project called '& Kalita' 
which promoted the brands new image through the graphics/websites/short movies, etc.
http://www.and-kalita.com
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DOCUMENT DESIGN
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37 Highett Street, Richmond   |  Michael Robertson

37Highett 
Street, 
Richmond 

Michael Robertson

2020
June 
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37 Highett Street, Richmond   |  Michael Robertson

1.
Identify site 

and complete due 
diligence

Monitor and research 
market opportunities 

and complete feasibility 
study.

2.
Acquire site in 

consultation with 
investment partner  

Reviews site 
acquisitions with 

investment partners & 
close purchase deal.

3.
Organise project 
capital structure 

Raise capital for 
project & set up 

development structure.

4.
Planning Approval  

Submit plans to council 
for planning and 

development permit.

5.
Pre-sell the project and 
organise development 

funding 

Submit applications to 
banking market and secure 

development funding.

6.
Deliver project 

Develop construction 
documentation, tender and 

engage a builder and manage 
the project through to 

completion.

7.
Return investor capital 

and dividends at the end 
of the project 

Upon completion of project 
and sales, the bank or other 

financier debt is settled 
first. After which, investor 

capital and dividends will be 
returned on completion.

Process

    13

37 Highett Street, Richmond   |  Michael Robertson

GROSS SALES REVENUE NSA ($/m2) NSA  Sale Price 

Townhome 1 146  $12,500  $1,825,000 

Townhome 2 142  $12,500  $1,775,000 

Townhome 3 142  $12,500  $1,775,000 

Townhome 4 142  $12,500  $1,775,000 

Townhome 5 142  $12,500  $1,775,000 

Apartment 1 62  $12,500  $775,000 

776  $9,700,000 

less

SALES COSTS  $(246,000)

MARGIN SCHEME FOR GST  $(709,091)

NET PROJECT REALISATION  $1,457,485  $11,269  $8,744,909 

    27

37 Highett Street, Richmond   |  Michael Robertson

5. SUSTAINABILITY
Michael has a passion for sustainability, a view this is increasingly important across 
the globe, and a central focus to the design & performance of  projects.

Michael’s vision is to create buildings that:

• Outperform minimum standards

• embrace & integrate new technology 

• maintain importance on trade craftsmanship and traditional building methods 
which have stood the test of time

• use locally sourced materials & recycled material.

This helps to create healthy buildings that people are likely to purchase to live & 
thrive in.

Nightingale Housing   – Nightingale 1
Michael was responsible for the delivery of Nightingale 1 in Brunswick, winner of 
the National Award for Sustainability in 2018.

The Nightingale movement has accelerated across Australia with impressive 
engagement across all sectors of the market. 

These Nightingale principles include:

• Simple sustainable design & values 

• carbon neutrality

• sustainable transport

• comfortable, energy efficient homes

• health home gardens

• reduced cost of living.

Awards
2018  David Oppenheim Award for Sustainable Architecture 

2018  The National Award for Residential Architecture – Multiple Housing
2018  Victoria AIA Melbourne Prize (Joint Winner)

2018  Overend Award for Residential Architecture – Multiple Housing
2018  Allan and Beth Coldicutt Award For Sustainable Architecture

2018  INDE Awards (The Multi-Residential Building) 
2018  IDEA Awards (Sustainability Award) 

2018  Good Design Award for Commercial and Residential Architecture
2018  Houses Awards (Sustainability Award) 

2018  Premiers Design Award for Architectural Design

2017  Premier’s Sustainability Awards (Built Environment)

CL:
Michael Robertson

projected by

アフターコロナにむけた
ワークプレイス戦略
コロナショックが変える
働き方と働く場

Workplace Strategy toward After COVID-19
The Future of Workstyle and Workplace

ver. 1.0

Workplace Strategy toward After COVID-19  The Future of Workstyle and Workplace  ver. 1.0

Copyright (C) 2007-2020 Okamura Corporation. All Rights Reserved
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02.
How We Respond: Workplace Strategy and COVID-19
新型コロナウイルス感染症に立ち向かうワークプレイス戦略

新型コロナの流行がどのタイミングで収束するか、あるいはまた拡大するのかなどは予測が難しい状況です。そんな中でどうやって通常の

業務に戻していけるのか考えてみたいと思います。オカムラでは、新型コロナに関するフェーズを3 つに分けています。

下記のダイアグラムは各フェーズにおける在宅勤務と出社の割合を

示し、段階ごとに取り得る戦略と、それらをどのようにシフトさせて

いくかを示しています。

エマージェンシーコロナでは感染拡大を防ぐために在宅勤務がワー

クプレイス戦略の中心となります。ウイズコロナでは段階的出社が

始まることが予想されます。出社人数を管理して安全な距離を保ち、

だれが、いつ、どの場所を使ったかを把握して清潔を維持すること

が、働く場所の安全・安心にとって重要です。出社率が 50%を超

えるようになると、安全な距離をとることができなくなるため物理的

な仕切りの導入検討も必要になります。

With
COVID-19

ウイズコロナ

・ 緊急事態宣言解除
・ 外出自粛

・ 在宅勤務+段階的出社

Emergency 
COVID-19

エマージェンシーコロナ

・ 緊急事態宣言期間
・ 外出自粛
・ 在宅勤務

After
COVID-19

アフターコロナ

・ ワクチン、特効薬他
・ 行動制限解除
・ 柔軟な働き方

オカムラが考える３つのフェーズ

Emergency COVID-19 With COVID-19 After COVID-19 

在宅

コロナ
以前 出社

在宅80%
出社20%

在宅50%
出社50%

在宅20%
出社80%

安全な距離を取ることが可能 距離を取ることが不可能

物理的に仕切ることが必要

安全な距離を取ることが可能 物理的に仕切ることが必要

1.2m

1.4m 1.8m

出社率100% 16名

1.4m 1.8m

出社率80% 13名

2.4m

2m

1.4m 1.8m

出社率20% 4名

2.4m

2m

1.4m 1.8m

出社率50% 8名

1.2m

出社人数とソーシャルディスタンス ※日本での一般的なデスク配置（1200W 幅）

9The future of Work style and office   Workplace strategy for after-corona

06.
Design Strategies 
For Safe and Secure Workplaces
安全・安心なワークプレイスのためのデザイン

CL:
OKAMURA
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C O M P A N Y
O V E R V I E W
Sinjen Group Pty Ltd (Sinjen) is a Richmond based construction company 

with a commitment to architecturally designed, quality-built projects located 

in Melbourne and the Mornington Peninsula.

Formed in 2011 by directors Alistair Holmes and Timothy Nathan, we 

have delivered over 85 projects and have built our team to 35+ committed 

professionals.

Our success and growth are founded on our commitment to quality 

construction and a belief that “the process is as important as the product”. 

We ensure that all our clients, both commercial and private, enjoy a seamless 

and well-orchestrated construction phase, with the built project being of the 

highest quality.

5C O M M E R C I A L  C A P A C I T Y  S T A T E M E N T  2 0 1 9

S A F E T Y
The safety of all staff and stakeholders is of paramount 

importance. We have a stringent and rigorous safety 
policy which is strictly adhered to. For the Sinjen team, 
construction is both a passion and way of life - and, as 

such, we are mindful that on site every decision we make 
today ensures we’ll be safely back again tomorrow. 

T R A N S P A R E N C Y
We offer complete transparency on all project 
costs. Aware that building can be a costly 
transaction for both residential and commercial 
developments, we ensure that our clients are 
completely across exactly where their budget is 
going. We guarantee value in each construction 
project, delivering information that allows our 
clients to perform a cost-benefit calculation at 
every stage.

E F F I C I E N C Y
Drawing on the experience of the 
entire team to ensure we are building 
to industry best practice; we strive for 
efficiency every day. We minimize waste 
in materials, labour and resources out 
of respect for the environment, client 
budgets and our project margin.

R E S P E C T
The Sinjen team displays a common respect and courtesy 

towards clients and colleagues alike. From thoughtful 
consideration of the client’s drivers, to a friendly approach 
towards workmates and subcontractors, our enjoyment for 

what we do is demonstrated in an unfailingly positive and 
respectful attitude. 

I N G E N U I T Y
At Sinjen we pride ourselves on the need to 
challenge traditional modes of operating 
to create a premium brand. Our passion for 
innovation, best practice, and the early adoption 
of new technologies, ensure the old-school era of 
quality craftsmanship is enriched by the industry 
advancements and efficiency measures of today.   

Q U A L I T Y
Sinjen’s unparalleled commitment 

to quality construction takes 
precedence over all other 

considerations. The success of 
our business is predicated on the 
philosophy that “there is only one 

standard, and that’s perfect”.

C O R E
VA L U E S
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S I N J E N . C O M . A U

R E G I S T R AT I O N S I N S U R A N C E

F I N A N C I A L 
C A P A C I T Y

Sinjen has a strong balance sheet with assets, including plant and equipment, that has facilitated 

our profitable expansion. Our in-house finance team along with our external accounts and auditors 

practice robust and responsible financial management.

We use JobPac as a cost tracking and accounting platform. This system is used by our 

administrators, project managers, finance department, directors and external accountants. 

This ensures we have real-time information at both a project and company level on literally every 

dollar that comes in and out of the business.

Business name Sinjen Group Pty Ltd 

Registered Address 14 Risley Street Richmond 3121 

ABN 90 988 698 239 

A.C.N 161 347 397 

Domestic Building Licence DB-U 38009 DB-U 39172
CDB-U 51736

Commercial Building Licence CB-L 39396 

MBAV Membership 162343

Domestic Builders licence CDB-U 51736

POLICY INSURE LIMIT 

Public Lability Lloyd’s of London via Chase Underwriting $20M

Contract Works  Lloyd’s of London via Chase Underwriting $10M

Professional Indemnity P.I Direct $10M

WorkCover WorkSafe (C/-Xchanging Integrated Services)  As required

Home Owners Warranty Victorian Managed Insurance Authority (VMIA) 
via QBE Insurance (Australia) Ltd $45M

CL:
Sinjen

駅からはじまる

スポーツのまち計画レポート
モビリティ変革コンソーシアム / Loftwork Inc.

観戦体験

Attitude

ロッテファンとしてのあり方
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大きな発見
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わたしたちは、観戦日1日を全体で見た時の「観

戦体験」と「ロッテファンとしてのあり方」が、相

互に影響を与え合っている循環となっているこ

とを発見しました。

この循環がうまくいっているファンは「チームへ

の愛」と「周りからの理解」が高く、観戦体験の

向上をもたらす理想像として定義しました。こう

したファンがファン同士のつながりを生むこと

で、「混雑」は「賑わい」へと変わります。

本章では、顧客像ごとのユーザージャーニーマッ

プを使い、1日の観戦体験における行動や感情

の流れをまとめています。喜びや不満に感じてい

るポイントを理解することで、観戦体験とロッテ

ファンとしてのあり方の向上を目指します。

Inspiration

観戦のきっかけ

Arrival 

海浜幕張

Preparation 

観戦準備

Stadium

スタジアム

Transfer 

行きの移動

Watch

観戦中観戦中

Transfer 

帰りの移動

01

02

03

04

05

06

07

08

10

09

11

12

13

01 +同僚から誘われる

ほとんどの場合、誘ってくれた同僚がチケットを

事前に購入してくれている

05 +バスは混んでいるので徒歩で球場へ

バスはお金がかかるし結構並んでいるので、遠

いが基本は徒歩で移動する

09 +球場内の売店は待ち時間が長い

球場内の売店は列ができるので基本的に買い

にいかない

12 +試合終了の少し前に帰る

混むのが大変なので早めに帰る。親と来る時は

7回に帰ることもある

02 +お酒やつまみを買いにコンビニへ

スタジアム付近のコンビニは混むことが多いた

め、地元の駅のコンビニに寄る

06 +球場に着いたら席へ直行

お酒やつまみを持って行くので、スタジアムでは席

に直行し、一度席に着いたら試合が始まるまで席を

立つことはない

10 +売り子からビールを買うことも

売り子のビールは高いけどたまに買う

13 +帰りは酔っているので混雑が面倒くさい

試合終わりに混んでるとやだな、

面倒くさいなと思う

03 +電車の人混みでイライラする

マリンスタジアムは遠いし、野球観戦の人とディズ

ニーランドに行く人で電車が混雑してイライラする

07 +海風が心地よい

海に近いので、風が気持ちいい

11 +素の選手を見るのが面白い

マスコットと戯れているときとか、くつろいでいる

ときに見せる選手の素を見るのが面白い

14 +帰宅後はニュースで振り返り

観戦から帰ってくるとプロ野球ニュースを見て、

その日の試合をもう一度見る

13 +移動中に今日のスタメンをチェック

それほど興味はないが、たまにスタメンをヤフー

のスポーツニュースでチェックする

08 +スタジアムの臨場感を楽しむ

マリンスタジアムは選手との距離感が近くてプレ

ーの迫力が感じられるのが魅力

14

Archetype:F 親孝行な巨人ファン
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DOWN

UP

ファンレベル低い

周りからの理解

チームへの愛

ファンレベル高い顧客像 Archetype

A
親から受け継いだロッテ愛

(p17)

Archetype

E
キッズイベントハンター

(p33)

Archetype

F
親孝行な巨人ファン

(p37)

Archetype

D
玄人志向

(p29)

Archetype

C
地元愛のロッテファン

(p25)

Archetype

B
選手に恋するマネージャー

(p21)
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CL:
JR East / Loftwork
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Visual identity
Digital, Marketing (Hem)
Printing, Editorial
Products (MU)
Hyper Island
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Kakejiku inspired dateless calendar
Size: 297 x 750 mm / Weight: 346g (12 sheets) / Materials: S Kinbishi (FSC)
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Flight Map Poster - Global Cities
A2 420x594mm *Frame is not included / Materials: S Kinbishi (FSC) / FMP01-2109 / Made in Japan / Printed by Sun M Color Ltd.
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Visual identity
Digital, Marketing (Hem)
Printing, Editorial
Products (MU)
Hyper Island
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Industry ----- Branding ----- Presentation and Communication ---- Leading  ---- Product Service design  ---- Industrial Placement  ---- Business

Software

Modules

At Hyper Island, the Design Lead programme taught me a lot 
about strategy, management, leadership and team building in 
the creative industry through group work.

There are eight modules in total, and I learnt in particular how 
to achieve this effectively through practical group work, such 
as actually doing projects with clients, creating agencies and 
through practical group work.

What skills I 
have learnt / 
gained  

Reflection

Figma

Zoom Slack Menti Kahoot

Feeling Wheel

MP3 encoder

Desktop Research Feedback Brand platform Canvas Design Canvas

Leadership Facilitation

Team Dynamics

Human Life and Marlow Pyramid

PODCheck-in / Check out

Feedback: Start, Stop, Continue

Original Goal Chart

Feedback: Appreciation Mingle Design Safari IMGD

IDDOART

Figjam Miro VivaVideoGoogle Slide Google Site

Double Diamond Team Retrospective

WHYs Interview

Tools

Presentation Problem solving

ARISE

Field work

Design thinking canvas

Canva

Brain Management (The healthy Mind Platter)

Strategy
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How technology  is 
changing in Retail Industry
Team 69 2022 Private & Confidential Hyper Island

HYPER ISLAND STUDENT PROJECT  19 AUGUST 2022

Real time customer complaints 
and feedback

Security Issue

Time consumption

Disadvantages of 
Digital Marketing

interrupts the user 
experience

Influencers specialize in endorsements an 
product-placement to target audience Specific 
benefits of the product and personal subjectivity 
influences purchasing decisions of customer.

Sustainable
Digital 
Marketing
No ads popping up every time a 
web page is opened.
No money-making promotions of 
the influencers. 
Specialise in each user 
experience 

Thank you for
taking your time!
Team 69:
Anastasia(DL), Alex(AIBC), 
Satta(FED), Sita(DA),Lucy(XR), 
Nozomi(DL)

7

Digital marketing, also called online 
marketing, refers to all marketing efforts 
that occur on the internet such as HTML 
email, display ads, etc.
 
It has been shifting into Digital Marketing 
from Traditional Marketing since the 90s 
and 170 million people use social media on 
a regular basis. 

HTML text

Instagram ADV Challenge and Future

● Rising threats of financial crimes

● Expensive for small retailers

● Do not own it

● one-size-fit-all approach

● Poor user adoption

● Too few players in the market

● Impersonal

● Blockchain and Robotic Process 

Automation

● Inclusive and accessible for everyone

○ Inexpensive

○ Easy to Adopt

● More regulation and secure 

transactions

● Personalised to every kind of need 

and serves local communities

Discuss the legal 
aspects related to
the digital industry.

Team 8 - 2/9/2022

10
Qs Thank you!

Team 8
Jessica Stephens, Johnny Bennett, 

Nozomi Akutsu, Sadad Sayad, Shruti Thakkar

Our Focus

"Copyright Laws in 
the digital industry"

A. Ownership B. Complex

C. Unaware D. Protected

Which of the following words did 
creators majorly associate 
copyright with?

Q1.

Branding 
Proposal for 
MAGNETALES
30.09.2022  Team 8

Thank you 
for taking
a look!

Branding 
Proposal for 
MAGNETALES
30.09.2022  Team 8

Niche marketing = 
There is a HUGE 
potential

Backdrop
Competition

Insights
During our research, we discovered that 
Magnetales visibility is what will give the 
brand access to a larger audience and 
create a market from a grassroots 
perspective.

The vacancy that the market is currently 
holding, and that's also where 
Magnetales will secure its placement and 
build bridges with future stakeholders, 
that will eventually have an investing 
hand in the expansion of the product and 
its services.

Let's make it 
look more fun 
and sexy.

MAGNANew service name

Tagline Share the moment (with 
magnets?)

Description Why MAGNA,
We chose to refresh the name and focus on 
the importance and catchier part of it, since 
Magna means great in Latin, why not put 
extra emphasis on it and shortened by giving 
it a name that will stick around.

Catchphrase MAGNA MAGNA!

Outline
Strategy
Product ideas
Visual Identity
MarketingTa

bl
e 

of
 C

on
te

nt
s 

Magnetales is a

Creator and 
Explorer

Outline
Strategy / insight
Product ideas
Visual identity

Ta
bl

e 
of

 C
on

te
nt

s 

Structure w/ target audiences

Private
events

Magnetales

DesignersPhotograph
ers

Weddings
Family 

gathering
Big 

companies
Launch
parties, 
annivers
aries, etc 

Ask for a trial event!

Hyper 
Island

Event 
managers
of creative
agencies

Other 
distribu

tors

1. New shape design

Recognisable? Familiar?
shape looks 

More casual,
and fun.

VIEW Brandbook

Blank w/ Designers Lenticular 
Printing

● Personalisation
● Monochrome 

frames

● Aesthetically pleasing 
frames designed by 
designers

● People can CHOOSE

● Enjoyable
● Post it after the 

event

+2-3 days

= Attract,
   Draws,
   Connects
   (PEOPLE)

Emphathise and define Ideation process Prototyping and testing

Desktop Research
Stakeholder Interviews

Competitor Landscape Research 
Guerrilla Interviews

Crazy 8
Brainstorming 
Mindmapping 

 

User testing 

Final concept 
solution:

 Roleplaying 

Point of view
"How might we" question

Design Thinking Process
Deliverable 2Process

Week 1 Week 6 

Brainstorming ideas

Scavanger hunt, Golden tequilla phone, All night taco bar,
No packing bags - Full closet available, AI technology to
read guest minds, Non-seasonal fruits and veggies, One

click booking, Welcome advisor, Dog walker, Hidden
hotel, Invite celebrities as first guests, Follow up travel... 

Alternative ideas Deliverable 3

After check-out, we give an  

Annual coffee
table book 

More details

Annual coffee table book

Deliverable 5

1

Concept of our products

Create emotional touchpoints
allowing the guest to explore Naviva

prior and post stay.    

Build a strong personal relationship
between the guest and the Naviva

community.  

2

How might we... 
Deliverable 3 Four Seasons Visual Concept

All visuals related to NAVIVA will be based on the service concept and the dignity and exclusivity that FOUR
SEASONS already possesses, and we propose the tone and manner as shown in the sample images below.
Luxury, exclusivity, nature, human, and modern are the main keywords that will form the core of the visual
development.

Deliverable 5 Objective of this concept: How Key insights connects to solutions 

Human
Interaction

Personalised 
Services

Difficult
booking
process

Meaningful
deep

relationships

Evening Turn
down book

Annual coffee table book
with a QR code, serial No.

One-click video call
with a Vibe guy

 Invitation + Naviva Playlist +
Naviva candle 

Deliverable 7

Presentation slide design
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Interview Cluster / Mapping Presentation / meetings

Strategy
Art direction, Creative direction

Project management / Facilitation

Team-building
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In the process of brand book that I made during the Branding module in Figma that I had. 
Never used before.

Table of

Contents

Sectn ar1:rDefananr obr bran

Who we are

Structure of Magna 

Stratega

Brand values

Brand Personc

Tone of Voice

Sectn ar-:rDe,nnareYeXeat+

Logo

Small usage of logo

Misusage of logo

Usage on coloured background

Colour scheme

Primary typefaces

Website

Photograph�

Event1

Eventz

Stationary 

Business carv

Merchandis�

Sectn ar%:rsebX,r �rDeYnleb


Terms and conditions

Brand inquiries

MAGNA’s persona is a combination of both a creator,  an explorer and an entertainer. We enjoy working 

with people and we are a team player at heart. We love a good party. We love to make new friends and 

connect with new people.  We are curios about people and we value their experiences.  

Brand persona

COMMUNICATIVE

CREATIVEEMPATH

ICFRIENDLYFUNL

OVINGVIBRANT

Colour scheme

All examples shown on the right pass the fontrast standards with logo. Never typeset small 

blue text on aubergine.

M䜀�GE�A

CA�E䜀�TI¯µ

GA�EEN

C56-Y34

R48-G255-B200

#30ff8

M䜀�GE�A

EE�TEA�T䜀�IE�IE�G

YELL刀�W

C5-YÉ0

R255-G255

#ff00

M䜀�GE�A

EX䤀�L刀�A�µ

䰀�LU
�

C80-Y36

R26-G138-B255

#1a8af

TEXT C刀�L刀�UR

K100    R0-G0-B0

#000000

䰀�䜀�CBGA�刀�UE�K C刀�L刀�UR

CMYK0    R255-G255-B255

#======

M䜀�GE�A

F刀�E�D

䤀�IE�
�

CÉ0

R251-G58-B15p

#ib3aÉd

M䜀�GE�A

刀�A�䜀�E�G
�

M70-Y85

R251-

G122-

B36

#ib7024

M䜀�GE�A

LIG吀�
�

GA�EEN

C30-YÉ0

R183-G255

#b7f00

MAGNA

Brandbook

Version 1.0

Section 2

Design

Elements

Website

Our suggestions 

・Add magnet photos to show 

what experience MAGNA serves 

to end-users.

・�how what exactl� the� o�er 

to customers

・�repare two entrances �or 

BtoB and BtoC customers

・Make it look vibrant2 �resh to 

be visible in the niche market

・7o not show price lists at the 

beginning 

Logo

The two bSsic logos ia multipule colours 

Sre used Ss primSry logos—the logo 

symbol oa the logo text cSa be extrScted 

Sad used Ss grSphic elemeats�

The symbol is legible St most sizes� Sad S 

smSll �ersioa is pro�ided for micro 

SpplicStioas�

The foat for the logo is �o$L'�"9D�$ 

desigaed by +SatiSgo Orozco.

The lia� cSa be fouad her�

https://foats.google.com/specimea/

Josefan+San

Logo symbol

Logo text

For any brand inquiries please contact

nozomi.akutsu@hyperisland.se

paulina.hentschel@hyperisland.se

NEW VISUAL IDENTITY AND GUIDELINES WE DELIVERED.
At Hyper Island, there were many opportunities to actually work with clients. Many of these projects involved branding, 
and my team worked on Four Seasons (NAVIVA), Parakey and Magnetale.
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NOZOMI AKUTSU

Nozomi was born and raised in Tokyo. She joined Ideasketch in 2011 after working for another 
design studio for 4 years. There, she was responsible for designing websites, logos, pamphlets, 
cross-media projects, visual identity, and posters. After working in Japan for over 10 years 
as a designer, she moved to Melbourne   in 2016 to expand her design skills. She worked for a 
construction company in Melbourne as an in-house graphic designer. She was in charge of the 
company's re-branding and marketing collateral. In 2018, she returned to Japan to start her own 
business as a designer. On the side, she was also involved in launching the Tokyo version of an 
Israel-based travel startup company called Cool Cousin.Her specialty is conveying information in 
a concise and minimalistic manner utilising pop and iconic graphics. In 2020, she started a new 
design brand called 'MU' in order to enrich people's surroundings through graphic design.
In the summer of 2022, she relocated to Sweden (Stockholm) with the aim of making a further leap 
forward. She went to a business school called HYPER ISLAND and working as a freelancer.

OTHER ACTIVITIES

2012 - ELVINE TOKYO CITY JACKET
Nozomi participated as a local creator in a Tokyo City Jacket project produced by a Swedish 
clothing brand ELVINE in Tokyo.

2018 - COOL COUSIN TOKYO
An Israel-based tourism web platform. Nozomi participated in the Tokyo version as an 
ambassador. She was also involved in launching the Tokyo version in 2018, headhunting for 
candidates, setting-up, scheduling, and location scouting for photo-shoots with her friend Yurie.

2021 - DAIKANYAMA T-SITE BOOKBOX NO.82
A pop-up exhibition of MU was held at Daikanyama Tsutaya Books for a limited period of one 
month in October 2021. A wide range of works, from old to new, was launched at the exhibition, 
and products were sold as well.

2022 - JUROR FOR A DESIGN AWARD AT OCHABI 
Participated as a special judge of the judging committee of "OCHABI Creative Solution Awards 
-2022 2nd Presentation-" held on July 24, 2022. 

2023 - GRAPHIC DESIGN LECTURER AT JOSHI ART UNIVERSITY
In April 2023, she will teach graphic design classes at the Department of Co-Creation Design, a 
new department established at Joshibi University of Art and Design. As an instructional leader, 
she taught 62 students.

Contact details
+46 763269111 / +81 5058068728
info@nozomiakutsu.com

Website
Password: na

Linkedin

Instagaram
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Thank you for taking a look!
Please do not hesitate to 
contact me if you have any 
questions.




