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Introduction

Often, when | am asked about what is new and different in
fashion, retailing and advertising, | am hard put to give an answer.
Sure, there is a lot of creative “stuff” out there. But most of it
seems like the “same old, been there, done that” variety that |
have seen over and over again. But, when | think about VIZZ, the
words “new” and “different” jump into my mind. That’'s because
VIZZ is a showcase of contemporary, bold, provocative imagery;
the kinds of images that do not cross your desk every day. VIZZ
brings the buzz in words creative people can relate to and
remember; words such as fun, fresh, fabulous, beautiful,
interesting, discovery, eye-candy, unique, sexy, overt, et al.

Taking those words and translating them into memorable, inspir-
ing work that appeals to super-creative people like you, VIZZ is a
one-of-a-kind portfolio that consistently delivers 100s of
examples of the best and brightest creative work.

As an editor, | am always on the lookout for the kind of varietal
imagery that is going to instantly grab and captivate me by way of
a certain artistic passion and commercial purpose, all mixed
together in a fusion of creative design. And, that’s what is
purposefully meant to intrigue, influence, impact with and even
shock today’s consumer.

By its very nature, VIZZ is an eclectic, sometimes surprising
commentary on modern times. More to the point, VIZZ focuses
on the best of the best work done by a huge swath of fashion,
retail and advertising pros. We all know that there has never
been a more important time than today to create the kinds of
print work that will set you, your customers and your clients
ahead of the game and apart from the competition. VIZZ will help
you to do just that.

Your thoughts and creative juices are going to flow like never
before as you page through this book and view the “new” and
“different” from cover to cover. Feast on the smorgasbord of visual
delights, all served up in VIZZ's unique style.

| know that each and every page in the book will inspire you to go
further than you ever thought possible. | invite you to open up your
eyes and your mind and take full advantage of everything VIZZ
offers; the fantastic and unforgettable brochures, catalogs,
magalogs, ads, direct mail, marketing communications, etc., all of
which are here to give you a one-of-a-kind, instant swipe file of
front-running, super-creative work.

So now, the next time someone asks you what is really new and
different, you will have just the right answer. VIZZ.

Adrienne Weinfeld-Berg



cuent: Melissa Rio de Janeiro

CREATIVE DIRECTOR: Erika Palomino
COORDINATION: Jackson Araujo

PRODUCERS: Maria Montero, Eduarda de Souza
DESIGN: David Schnapper, Diego Chamorro, Luke
Carter, Janaina Tahira de Rocha, Wed Duvall
TEXT: Sergio Amaral, Andre do Val

SET DESIGN: Marcelo Rosenbaum

LIGHT DESIGN: Maneco Quindere

WEBSITE: www.melissa.com.br

theme: Plastic-o-rama

Celebrating a shoe company’s
25th Anniversary by way of an
exhibition set in a museum sounds
neat. But, the real show here is
the colorful, whimsical book,
featuring an array of international
artists’ interpretations of
Melissa’s “Original Fisherman's
Jellies.” That means everything
from footwear as a wacked-out,
lipstick-red, encrusted saddle, to a
mason-jar, filled with one shoe,
surrounded by plastic toys. The
chocolate-dipped pair of sandals is
just out of this world; goodylicious
or gross, draw your own
conclusions.




ainer

KEYWORDS: The Fisherman Jelly as Modern Art; Pop Culture, iconic; Tak
Foot Fetish to new heights.




More from Melissa. Everything’'s here. Shoes immortalized in illustrations that run from high sex and naive, childish, to Mad-Max in the
jungle. Photos of editorialized “model” and still-life shots come across as just plain funny on one hand; deeply disturbing and thought-
provoking on the other.
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Marcelo Gomes
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weve: ENter the world of Dom 98

Naturally, the launch of champagne Dom Perignon, Vintage 1998 makes a big splash, so it’s quite fitting that this W magazine ad campaign,
featuring one supermodel, along with an eclectic cast of characters, would be shot by Karl Lagerfeld. The bottle itself, overtly voluptuous and
almost human, is the star. Then, there are masked “men in black and white,” seen emotionless, within a strange, embellished environment,
alongside a bejeweled Helena Christensen, champagne glass in hand. The mise-en-scene showing the product, as part of what appears to be a
crew of editors, creative types, et al, in a lush room, strewn with papers and magazines, is just plain deep and creepy. Log onto the website to
see everything Dom 98, including the rest of the campaign, behind-the-scenes videos, interviews, music, and more. Enjoy responsibly.
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Keyworos: Mystery, beauty, sadomasochism, erotica, voyeurism, radiant from dark to light

cuient: Moet Hennessy USA, new vork, Ny
PHOTOGRAPHY: Karl Lagerfeld

MODEL(main): Helena Christensen

FASHION STYLING: L'wren Scott

HAIR: Odile Gilbert

MAKEUP: Emmanuel Sammartino

WEBSITE: www.domperignon98.com/karllagerfeld

www.domperignon?8.com/katllagertele
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