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Icon LibraryCradle 
Cradle is an app for parents who are juggling work and taking 
care of a baby at the same time, which is a difficulty for every 
parent. Some parents may also be unable to keep track of their 
child’s schedule and appointments. So, this is an app for them 
to manage their job schedules as well as the schedules of their 
children. In this app Parents can easily schedule appointments, 
book caretakers, refer vaccine chart, listen to music and can use 
the features of app more efficiently .

Typography

Nunito 
 
Nunito is a well-balanced sans serif typeface. The typeface is 
sans serif. It is a rounded terminal for display typeface with a 
more structurally unified set of heights and widths. 

Information 
Architecture
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Wire Frames
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Ayunam Greens
Real estate brochure with increasing awareness and visibility of 
your listings. to give their potential buyers quick and easy access 
to all the different homes that are available, and showing all the 
amenities including the perfect location to live in the city. Also to 
Increase awareness increases, sales and profitability.

Icon Library
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Icon LibrarySparsh
A coffee table book to use to entertain guests while the host was 
occupied! Also to make great conversation starters, so making 
the coffee table book with images that maintain the interest of 
the buyer and also cover all the amenities and the details of 
their project while keeping it interesting.
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Peeschute is a unique, cost-effective method of peeing when 
access to a restroom is restricted. This unisexual paper bag 
transforms human urine into a non-liquid condition in seconds, 
keeping it leak-proof, odourless, and sanitary. Peeschute is best 
for those with temporary or permanent mobility impairments 
who have trouble getting to the bathroom, as well as travellers 
who have frequent urination problems due to a lack of 
washrooms nearby.

USP 
It is a unique pocket toilet that can be used to urinate when 
going to the bathroom is difficult. It rapidly solidifies the pee, 
eliminating leakage and stench.

Gap Analysis
• Undefined target audience
• Lack of Brand Personality: Tone used in marketing and other 

communication
• Lack of consumer experience: Prevents mouth publicity
• Lack of Brand Visibility:  Visibility   in external strategic 

locations, lack of advertising in commercial
• Less social engagement: Lack of communication with 

women, children, and people with medical conditions
• Lack of privacy for consumers
• Lack of print media advertising

Opportunity Mapping

Social Media Posts
• Creating reels/IGTV/videos for spreading awareness of the 

product
• Keeping up with trends to increase reach
• Polls/Questions on stories for more interaction
• Creating a filter of the brand
• Constant tagging and reposting
Website
• Interactive interface
Merchandise
• Extension of brand marketing in collaterals (Shirts, Packaging, 

Installations)
Print Media
• Creative layouts which correspond to the brand identity
Outdoor
• In hospitals and pharmacies
• Railway stations and bus stands
• Social events
• Public toilets
Logo
Packaging
Colours
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Logo ideation
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Fight All The Pressures With Ease

Final logo 

Color Typography

Helvetica Neue 
 
The typeface is sans serif. It is a reworking of the typeface with 
a more structurally unified set of heights and widths. Other 
changes include improved legibility, heavier punctuation marks, 
and increased spacing in the numbers.

#08a3a8 #ffffff #000000
Outer packaging

Size
7.5x13x3.5t
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Website 



DESIGN BRIEF 
 
WHO 
 
Department of Design, Nirma University 
 
WHAT

Rebranding of DoD 
 
WHERE (Activation points) 
 
Print media: letterhead, envelopes, calendars, presentation 
folders, business cards, yearbooks, brochures, bills and receipts, 
newsletter, banners, posters, flex, pamphlets, booklets, scrolls, 
magazines, certificates, diaries and sketchbooks. 
 
Collaterals: awards and trophies, flash drives, stamps, badges, 
umbrellas, bottles, mugs, tote bags, keychains, portfolio bags, 
and apparel (hoodies, t-shirts, caps, masks). 
 
Digital marketing: Mobile application, website, Instagram, 
Facebook, Twitter 

WHOM 
 
1. HoD and DoD faculty 
2. Potential employers 
3. Parents (of existing students)  
4. Students of DoD from different semesters and discipline  
5. DoD non-teaching staff 
6. Visiting faculty 
7. Community at large 

WHY 
 
The existing identity of DoDNU lacks a strong and consistent 
visual language. The core values of DoD are not getting 
translated through their current visual identity. They have a 
lot of disparate elements such as varied colours and different 
typography styles which dilute the brand recall value. 
 
DELIVERABLES 
 
Logo design (RGB, CMYK, Greyscale) and its extension in the 
visual language (print media, collaterals and digital marketing) 
 
Brand guidelines 
 
TONE OF VOICE 
 
Energetic, bold, professional yet quirky

Social media Website
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Id cardStationary: Letterhead and visiting card Fees receipt
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Collaterals: Diary and portfolio bag Collaterals: Badges, stickers and coffee mugs
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Avencia



Mirai
Hoardings

Felicia II
Hoarding
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Typography Illustration Vector art
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8238373003 gargirsoni2303@gmail.com www.behance.net/gargisoni23

 Phone  Email  Behance
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