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Preface w=

This book collects more than 100 excellent VI works of 24
design studios from different countries and the content covers
a variety of areas such as stationery, way-finding system,
advertisement and gift and so on. The works from different
designers and countries can often embody the diverse local
cultures, customs and styles, thus the readers can have a
comprehensive understanding about the current information
and development trend of VI design in the whole world. We
sincerely hope and believe that the readers will benefit a lot
from this book.
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CalArts |dentity System

DESCRIPTION:

CalArts is a multidisciplinary college encompassing fine art, graphic design, photography, film and video, theatre, dance and music. Founded by Walt Disney
in 1971, the college quickly earned a reputation as an epicentre of the avant-garde. A consistent logomark had been considered too stifling and non-
representative of the college’s attitude. While this idea flourished within the CalArts community, potential students, faculty and donors were being lost due
to the lack of a clear identity and visual attitude. The mission to form a logo and visual system that included the multi-dimensional attitudes of the college's
diverse population and also spoke confidently to potential donors was clear.

The design process included approvals from the heads of each school (music, art, dance, theatre, and critical studies). Over the course of six months and
multiple individual and committee meetings, a firm criterion was developed. The mark and visual system were developed simultaneously. The final mark, in
two-dimensional form, can be utilised in a conservative fund-raising context. Alternatively, the three-dimensional mark and multifaceted colour palette are
used on communications to other audiences, potential and current students. The form of the mark is purposefully neutral, allowing the surrounding context to
supply meaning. Decisions to simplify the name California Institute of the Arts to CalArts and add all school names were made to facilitate development and
enroliment.
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TITLE: CalArts Identity System

CLIENT: California Institute of the Arts

CREATIVE DIRECTOR: Sean Adams, Noreen Morioka
DESIGNER: Sean Adams, Volker Durre

COMPANY: AdamsMorioka, Inc.

COUNTRY: USA
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Jar Restaurant Identity, Signage and Website

DESCRIPTION:

Jar is a modern steakhouse in Los Angeles, California. AdamsMorioka designed the restaurant's identity system, signage and website. The
identity system includes a simple, iconic wordmark paired with a soothing blue colour and rich wood tones that reflect the atmosphere
of the restaurant as well as the richness of its menu. A simple metal sign of the wordmark acts as the primary signage on the brick wall
outside. The Jar website continues this system with clean photography and large areas of white space. The scrollable image area allows
viewers to quickly get a sense of what awaits them at Jar.
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TITLE: Jar Restaurant Identity, Signage and Website
CLIENT:Jar

CREATIVE DIRECTOR: Sean Adams

DESIGNER: Volker Durre

COMPANY: AdamsMorioka, Inc.

COUNTRY: USA
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Appetizers Welcome To Jar Jar for Valentine's Day !
Salads

Location
Broilers And Roasts

For Your Beef

Braises And Sautés
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Mohawk Papers Via Line Website and Handbook

DESCRIPTION:

Mohawk Via is a high-quality paper line that is value-priced and environmentally sustainable. Fifty-year old white guys sit in a room and try to make
“groovy”. The Via website uses this as satire, pushing the “groovy, dude” factor to the edge. It also relies on humour, interaction, and audio to convey
complex information and drive the viewer to a good paper choice.

The "Big Handbook" presents information about Via in a bold, fun way that is actually useful to the audience. Large images of diverse subject matters
clearly show details and possibilities of the different sheets, unlike the precious, small “art piece” guides that have been created for most paper lines.

The “Vital Information” fan acts as a handy reference to both common paper and printing information, as well as etiquette, timezones, and other facts,
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TITLE: Mohawk Papers Via Line Website and Handbook TNE 2 7R BB s 4 4T/ 5) M b 2

CLIENT: Mohawk Fine Papers, Inc. B EETREERAT

CREATIVE DIRECTOR: Sean Adams BIREMERE - Ty
DESIGNER: Sean Adams, Chris Taillon Wt E B - W mBET - =4
COMPANY: AdamsMorioka, Inc. Wit AT T Y- R R KA S
COUNTRY: USA BExR:£E

Dude,
where did
my paper

v

THE BIG
HANDBOOK

My project is:

008



Dude,
what's Via?

| need to know about
Via finishes, colors, and
its qualities.

ViaVellym

Dude,
where’'s my
paper?

| need to know what paper
is right for my project,
or what happened to the paper
I'm used to ordering?

4

Dude, what's Via?

af y x

For more detailed information, download the Details pdf

fiaVellum

vinSATIN

L &)
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As communications become increasingly electronic,
what you choose to say on paper becomes increasingly
important. The feeling of holding a handwritten letter
or printed material versus viewing an e-mail on screen,
gives printed communication more weight than ever
before. Handling the objects we create establishes a
physical connection with the reader. Tactile sensations
impact opinion about the brand both consciously and
subconsciously. Is the brand slick and distant or direct,
honest, and approachable? Via's portfolio of papers
offers a range of choices so each communication can

impart a subtle and appropriate connection.
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Mr. Cecil's California Ribs Website and Menu

DESCRIPTION:

Mr. Cecil's is a ribs restaurant with multiple locations in Los Angeles. AdamsMorioka helped create its personality
with an abstracted “ribs” logo and a character icon of “Mr. Cecil” himself.

The entire system, including the menu and website, primarily uses only two colours: red and black. Icons and
“quotes” from Mr. Cecil enliven the layouts. The overall feel is fun and approachable, with an authentic American

personality.
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TITLE: M. Cecil's California Ribs Website and Menu
CLIENT: Mr. Cecil's California Ribs

CREATIVE DIRECTOR: Noreen Morioka
DESIGNER: Monica Schlaug

COMPANY: AdamsMorioka, Inc.

COUNTRY: USA
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©00Welcome to o
ECILVILLE)

OUR MENU THE MR. CECIL’S S§TO

CATERING with MR. CECIL'S

Whether you are planning a small casual party or a larger or a more formal event, Mr. Cecil's California Ribs can
provide you with everything from simple delivery to full service catering, including on site cooking, servers,
tableware and equipment (chafing dishes, bbq grills, etc.)

All of our regular menu items are available to you. Or you may choose one of our catering packages which
includes our most popular menu items and are designed to fit most tastes and budgets. If you have special menu
requests we will be happy to design & menu for you.

For full service catering (up to 4000 people) we require atleast one week's notice, a signed contract and a 50%
deposit. An hourly charge per server / cook (Mr. Cecil himself is occasionally available at a rate o be determined)
will be appiied as well, plus ip a minimum tip based on an hourly rate and a catering fee of 20% of the total bill

CATERING PACKAGES
Package A Serves 8-11 (approx.). 4 racks Baby Back Ribs, 1 rack Beef Ribs, 2 quarts Baked Beans, 2 quarts
Coleslaw.10 pieces Com Bread § 135

Package B Serves 18-21. 7 racks Baby Back Ribs, 3 racks Beef Ribs, 4 quarts Baked Beans, 4 quarts Coleslaw.20
pieces Com Bread § 265

Package C Serves 35-40. 12 racks Baby Back Ribs, 7 racks Beef Ribs, 8 quarts Baked Beans , 8 quarts coleslaw,
40 pieces Com Bread (1 pan) $ 505

CATERING & EVENTS MAPS & DIRECTIONS

: ct:

To place your order of to
receive a personalized quote,
please call 818 905 8400 and
ask to speak with a manager.
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Wost Los Angeles
0 Boulevard
5, lifornia 90064
0.442 1550

OUR MENU THE MR. CECIL'S STORY NEWS & REVIEWS

CATERING & EVENTS

WEST LOS ANGELES
SHERMAN OAKS

Interstate 10

Mr. Cecil's California Ribs, West Los Angeles
12244 West Pico Boulevard, Los Angeles, California 90064
telephone: 310.442.1550 fax: 310.442.1552

hours: Monday-Thursday: 11am-10pm
Friday:11am-11pm
Saturday: Noon-11pm
Sunday: Noon-8pm

gho s Who in American Barbeque* 8on Appotit Mogazine )

West Los Angeles
12244 West Pico Baul
California 90064
ne: 310 442.155

OUR MENU THE MR. CECIL S STORY NEWS & REVIEWS

Welcome to
CECILVILLE!

Mr. Cecil's California Ribs is a unique Los Angeles ribs restaurant. Chef
Jonathan Burrows takes western American barbeque, adds a slight Asian
influence, then infuses California freshness and the highest quality ingredients
- like organic chicken and vegetables - along with a menu that includes several
Kinds of fish and salads.

We are very happy 1o have you as our guest and hope you enjoy our special,
and exclusively California style, ribs. Bone Appetit!

Wost Los Augeles
P 0

{elophone: 310 44

R 1B

NEWS & REVIEWS

OUR MENU THE MR. CECIL’S STORY
STARTERS
Catfish Nuggets Served with cajun cocktail or tartar sauce $6.75
Mr. Cecil's California Salsa Served with freshly made com chips $3.75
Mr. Ceci's Chili
bowl $5.75
cup $3.75
Hushpuppies (8) Served with butter & honey $5.95
Buffalo Wings (10-12) With blue cheese or ranch $6.95
Cajun Hot Links Served with spicy dijon mustard $6.95
Jonathan's Selection A tasting of the basics: ribs, hushpuppies, hot links, chill, wings & beans $19.95

SALADS
Annie’s Salad Cucumber, tomato, red onion. marinated in our vinaigrette $3.75
Wedge of Lettuce Served with choice of dressing: ranch, blue cheese, or vinaigrette $3.75
Pork Chopped Salad Our rib pork, Califoria salsa, iceberg lettuce il chopped & tossed in ranch dressing
full $12.95
half $8.95
Samara's Southwest Salad Grilled chicken, Califomnia salsa, corn, on a bed of lettuce with bbq ranch dressing
1ull $12.95
half $8.95

CATERING & EVENTS

CATERING & EVENTS

Sherman Oaks

MAPS & DIRECTIONS

Goagle Maps
Yahoo Maps
Mapquest

downroan A POF OF OUR ‘“Nn
\/_\

ak
telephone: 818.905 8400

MAPS & DIRECTIONS

OWNLoAD A POXC

Ve ——ar o7 OUR My
\/_\

ur
Sherman Oaks, Califarnia 91
telephone: 818,805

MAPS & DIRECTIONS

SIDES &
SUBSTITUTIONS
fatod are for a la carlo ordors
substitution charges when
ordering with your me

1/3 Rack Baby Back or St Louls
$8.95

Beef Rib (Single) $3.50

1/4 Chicken white or dark $5.50
Basket of Ribs Full rack of beef or
baby back (when avaliable) $12.95

No substitution charge:
Hushpupples (5)

BBQ Baked Beans with bacon
side $3.50

Coleslaw

side $3.50

Cornbread

1 plece $2.00

Glazed Carrots.

—
\_/\
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Sundance Institute Identity

DESCRIPTION:
Sundance Institute, the non-profit organisation that organises the Sundance Film Festival as well as many other events and

programmes supporting independent filmmaking, has been a long-term client of AdamsMorioka. In 2007, the Institute’s
identity was redesigned.

The system uses a “glow” treatment to represent the independent spirit, paired with natural paper stocks and rich colours
that reflect the Institute’s heritage and connection with their primary location in the mountains of Utah.
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TITLE: Sundance Institute Identity
CLIENT: Sundance Institute

CREATIVE DIRECTOR: Sean Adams
DESIGNER: Sean Adams, Monica Schlaug
COMPANY: AdamsMorioka, Inc.
COUNTRY: USA
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Nickelodeon Identity System

DESCRIPTION:

Faced with loss of brand equity, Nickelodeon asked AdamsMorioka to “look at the problem”. The solution included a massive brand
architecture strategy, identity re-examination and delivery system study.

The visual system is based on the idea of “kid modernism”, which opposes the standard visuals in children’s television: complex layers,
multiple typefaces, and too much purple and green. It uses only the primary signifiers: the identity, the characters, and the audience. This is
not about collage, but ideas and narrative. The system is utilised in all media, print, advertising, online and on-air. The on-air system takes the
simplification of message further by using still frames only, which provides a proprietary visual for Nickelodeon. The other members of the
Nickelodeon family, Nick at Nite, TV Land and TNN, were addressed as well.

The year following implementation of the new strategy saw the largest profits in Nickelodeon's history.
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TITLE: Nickelodeon Identity System
CLIENT: Nickelodeon

CREATIVE DIRECTOR: Noreen Morioka,
Sean Adams

DESIGNER: Sean Adams, Volker Durre
COMPANY: AdamsMorioka, Inc.
COUNTRY: USA
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