


"The group used a variety of resources to
better understand Oregon Wild and their
mission. Along with the client-provided
materials, we also found familiarizing our-
selves with their website and virtual library
database very helpful. However, the best
research tool for us proved to be meeting
with the client and talking more extensively
about their ideas on a personal level.

Our creative team also collected and
reviewed other non-profit and for-profit
newsletters, brochures and annual reports
in order to gage what is currently being
designed in these areas. This task was an
important way for us to establish how we
could differentiate Oregon Wild from simi-
lar publications and deliverables.




Sourcing Imagery

We spent two occasions at Oregon Wild
sorting through their vast database of im-
agery. [t was important for us to maintain
a consistent visual tone with all the photos
used. In order to do this we collected one
set of images for the team to resource.
These images went through creative team
members and Oregon Wild staff before
being selected for use. This insured that
all photos used both fit with the message
of Oregon Wild and the creative tone our
group desired to achieve.




Walkway Black (14pt)
Walkway Bold (14pft)

Walkway Black (20pt)
Walkway Bold (20pt)

Walkway Black (26pt)
Walkway Bold (26pt)

Big Caslon (1opt, 12pt leading)

Our wilderness, old-growth forest and clean rivers/water-
sheds programs protect pristine drinking water, unparalleled
recreation opportunities and fish and wildlife habitat across
Oregon.

Big Caslon (12pt, 14pt leading)

Our wilderness, old-growth forest and clean riv-
ers/watersheds programs protect pristine drinking
water, unparalleled recreation opportunities and
fish and wildlife habitat across Oregon.

Choosing Type

Our group explored different type options
for the headlines and body copy. It was
important to Oregon Wild that the body
copy remain easy to read. We looked at
both serif and san-serif options as well as
typefaces with a variety of x-heights. After
reviewing a few of these options with the
client, we decided on Walkway for head-
lines and Big Caslon for body copy.

Walkway is a large font family without use
restrictions available from dafont.com at no
cost. It has a clean and contemporary look
that will update Oregon Wild’s materials.
To achieve best readability we recommend
that Walkway be tracked out 25-26 points.
Big Caslon is a classic serif typeface that

is easy to read without being heavy on the
page. The type you are reading is sized at
1pt with 13.2 auto leading. It compliments
Walkway while keeping the work from
looking too trendy. T'ogether these fonts
give the designs a modern yet reliable look.
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Deep Forest

Olive Green

Light Sage

Cedar Red

Dusty Rose

Sandstorm

Warm Earth

OW Blue

Icy Stream

Rain Cloud

Color Palette

In talking with Oregon Wild we learned
that one of their main objectives with this
project was to achieve a consistency of
messaging and uniformity of design among
their materials. Choosing a color palette
was an important step in accomplishing
this goal. Photos are an important part

of Oregon Wild’s designs. We wanted to
insure that the color palette chosen would
compliment their imagery without being
distracting. Our group selected a collection
of clean, modern. earth-friendly colors that
worked with the client’s existing scheme
and provide an appropriate backdrop for
their vivid imagery.
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Brochures

Sketches
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Brochures

Option 1 Option 2
i o — f————— — 1
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Legacy Brochure

Membership Brochure

Digital Comps

When we presented the roughs to Oregon
Wild, it was determined that Option 1
would be best suited for the LLegacy Bro-
chure. Option 2 was then to be designed
for the Membership brochure. Team
members took the feedback from the client
and began to create digital layouts. After

a few weeks of development these were
presented as proofs for review a week prior

to our final presentation.
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Final Legacy Brochure

At last review of this piece the client asked
that the design be pared down more to
give it a leaner and cleaner look. Part of the
requested changes were that the logo not
be in black but rather in a lighter color and

that the type be made white.
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Final Membership Brochure
Similar to the Legacy brochure the client
felt that the Membership brochure would
also benefit from a simpler look. Revisions
to the proof included reducing the number
of line breaks, changing the body copy

typeface and improving the cover.
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Front Back
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Black & White Roughs

"T'aking the original 11x17 size, the new
redesign condensed this to 8.5x11. This new
size will be more budget and eco-friendly.
"T'he design challenge was to take the old
information and present in a new smaller

space without cluttering the page.
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Digital Comps

After seeing the hand rendered comps the
client was interested in seeing how this
idea would translate digitally. The digital
composition combined both photographs

and a map with a plethora of information.
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it Hood

Thes Levovdis

ard Clarls Mount Hood 'Wikderness

Final Fact Sheet

After reviewing the fact sheet composi-
tion the clinet thought that it felt heavy
and dense. The revisions for the final piece
needed to consider separating the map and
clements, lightening up the green boxes
and reversing out the logo. The final piece
was also designed to fit more in style with

the other newly redesigned pieces.
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Sketches

"T'he main objective for the newsletter was
to redesign it with a fresh, yet simple grid
that could be used as a template for future
issues. While exploring new creative solu-
tions and sketching, one team member
came up with a simple yet effective way

to utilize the name “Oregon Wild™ in the
headline. To signify an issue’s focus the
specific topic could be featured in the title
in brackets following the name i.e. Oregon
Wildilifef, Oregon Wildiflowers¢ and so
forth. The team also explored changing the

orientation and size of the newsletter.
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Oregon Wildi
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Black & White Covers

The team decides to run with a more

contemporary aesthetic for the newsletter
redesign which includes reducing the size
and flipping it to a landscape layout. Inked
black and white compositions are created

at this new scale for presentation.
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Oregon Wildlerness|

At the mid-process presentation Oregon
Wild is excited about the new ideas we
brought to them especially ideas about
changing the size and headline treatment.
The different, more contemporary look is
well received by the client and the team is
encouraged to continue in this direction

with all pieces.
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Digital Proof Layouts

"There is a concern with the readability

at a reduced size of the first body copy
font chosen. This next stage had pages as
spreads and includes a back page design as

requested by the client.
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Digital Proof Spreads
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Final Covers

In looking at the different styles presented
the client prefers the more geometric grid
style but with less graphic rule lines over
photographs. The final designs reflect the

revisions they suggested.
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Final Spreads

At the digital proof review Oregon Wild
was happy with the result but has a variety
of revisions for the details address here
such as page number placement, photo
credit treatment and sidebar effects. An

additional back page option and calaphony

are also included in the final designs.

18 I




Protection for endongered
onds and widlife

. I..l}! i
-

¥ ' l’

i

I W n

]

i

-

il
g; i :
"r-:h.' : ; .
[ - Al
: ¥ ;
.-l] o 1 HIH
7.
—




-

| S —

i el sl s o e el i S il .

———

P o . B ———

e b s i okt £ g b £ 3

-

e e e—

Ao

B e e~ o o m b

(0p]
(0]
(@)
O
o
X
(@)
(@]
m
oJ
(2]
jO)
(@]
(0]
| -
Q
%)
Io]
c
(T

0]
-



I

Sketches

In reviewing the current materials dis-

tributed by Oregon Wild, the team noted

that the annual report could only be used

as an internal supplement to the newslet-
ter. The team determined that for the
client’s purposes they would be better

served by an annual report that could be

separated from the newsletter and had its

own established identity.
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Annual Report
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After sketching the team decided to work
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Digital Proofs

After the black and white rough comp
presentation, the client expressed that they
were indeed very interested in a separate
design for the annual report. However, they
wanted to be sure that they could insert it
into the new design of the newsletter. So for
the next of proofs the designers changed the

orientation and size to match the newsletter.
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Final Cover & Mission Page
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] ) | Sketches

C:&.,‘ = 'I % yerwn Sank i As a vechicle for presenting the new annual
o .’/ - . .
T~ MR B e report design outside of the newsletter to
; co { L .
|Laibe flear Thmsie Flge | ] ‘ | 7 ) potential investor and media outlets, the
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team developed the idea of creating a media

kit. This was a resource not currently used

) by Oregon Wild that we could felt would
— .
—_ = \ help them promote their cause.
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Oregon Wid | |
o Final Media Kit
After seeing the digital composition
Oregon Wild directed the team to focus
in on using a single more inspiring image
that directly presents the client’s brand

identity and show their mission.
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The calendar was designed to showcase the
work of Oregon Wild’s contest winners. It is
something that could be used for thanking
members and contributors and inserted in

the media kit.



What's n Q:]u

As away to extend the Oregon Wild brand
and advertising bredth, the team created a

set of billboards with the campaign tagline

“What's in your backyard?”

I TR

What's in your backyard? “Oregon Wid




Poster

‘While creating and designing the media

kit, the team explored different components
that could be inserted into it as promotional
items. The idea of a poster was one the

designs finalized from these brainstorms.
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Collateral

Oregon Wild N
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Business Cabinet (option 1)
"T'he collective collateral pieces are a main
element usually inserted into media Kits.
While developing the media kit design,
the team re-evaluated the current business
cabinet and experimented with moving it
toward the direction of the newsletter and

annual report’s brand identity.
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Business Cabinet (option 2)
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