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C A S E  S T U DY N O.1

Bridgeman’s
Ice cream is fun!

S c o p e :  P a c k a g i n g  D e s i g n        A g e n c y :  L i t t l e  C o .      C r e a t i v e  D i r e c t i o n :  J o e  C e c e r e  &  M i ke  S c h a c h e r e r 

PROJECT OVERVIEW

Bridgeman’s Ice Cream has a rich history in Minnesota. Back in 1883 Henry 
Bridgeman began peddling fresh milk from house to house in a goat cart. 
Many years later in 1936 the original Bridgeman’s Ice Cream Shoppe was 
opened in Duluth and became the popular ice cream stop in the Midwest. 

BRIDGEMAN’S BRIEF

Bridgeman’s Ice Cream is known for its ice cream shoppes, but is now 
making the move into grocery stores. New packaging was needed to 
promote Bridgeman’s history while bringing them into the current 
premium ice cream market. 
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HISTORIC INSPIRATION

Bridgeman’s rich history with ice cream was a great source of inspiration for the new brand. They collected every 
advertisement and newspaper article in the company’s history and these were the ones that inspired me the most. 
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ORIGINAL WORDMARK

Several different wordmarks have been in use over the years, but this wordmark for Bridgeman’s 
reflects a stage in its history that should be remembered. A classic ice cream shoppe brand. 



RENEWED BRAND

Using a revised variation of Bridgeman’s wordmark, the overall brand is pulled together with a layout and typography 
inspired by it’s rich history. The modern blocks of color bring a sense of fun. 
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GRAB A BIGGER SPOON

This character for Bridgeman’s was originally found in an advertising campaign where he would 
knock on your door and give you cash if you had a Bridgeman’s product. I replaced the loaf of ice 
cream with a giant spoon, and he became the ice cream loving character on every package.
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C A S E  S T U DY N O. 3

Landmark
Making it easier to see your world. 

PROJECT OVERVIEW

I wanted to go camping, and had no idea how. 
I discovered I’m not the only one with this problem and created Landmark, 
a digital guide to help anyone explore the world through camping. 

LANDMARK’S BRIEF

The name & identity for landmark is based on the guide you look to, simi-
lar to a mountain or large piece of rock. The brand is derived from nature, 
camping, and those big landmarks you see on any trip. The thing that 
makes you stop and stare. 

Scope: Branding, User Experience, App Design       User Experience Research: Varun Murugesan
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Research Takeaways:

1. CAMPING IS OVERWHELMING

Many people want to start camping, but are overwhelmed by all of the 

research needed to choose the right location. equipment and safety precautions.

2. CONFIDENCE IS KEY

The user needs to feel confident that they know what they 

are doing and able to stay safe, no matter what they encounter. 

3. LOCATION, LOCATION, LOCATION

Although safety is an issue with inexperienced campers, many are more 

interested in personalized trails and destination suggestions for an app.
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LANDMARKS

The brand revolves around the system of Landmarks which are represented in personal levels, 
destination iconography, and imagery for the brand.  These levels represent the Skill Assessment 
results. Users can level up as they gain more experience and take quizzes. 
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Featured App Functions

1. INTRO & SKILLS ASSESSMENT

The intro gives an overview of the app functions, and the skills assessment

uses trusted questions to determine the user’s personal skill level. This 

will determine how much extra assistance is needed for specific trips.

2. DESTINATION SELECTION

The user can choose a location, or have a location suggested to them based 

on their personal preferences. Information will be given and tailored to 

the location, 

3. PLANNING 

It is now time to plan the trip! Information is tailored to the user and 

trip location. Users can select what they wish to plan for (safety tips, 

meal plans, etc.)
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C A S E  S T U DY N O. 2

The Lost Museum
Let yourself get lost. 

PROJECT OVERVIEW

The Lost Museum is a pop-up museum that features all of the lost myster-
ies in history. It is a curious place, and encourages the visitors to make their 
own discoveries about what is fact and what is fiction.

THE LOST MUSEUM’S BRIEF

The brand is inspired by classic mysteries like Big Foot, Amelia Earhart and 
flying saucers. These elements are represented within the museum’s brand 
and the exhibits themselves.

S c o p e :  B r a n d i n g  &  I d e n t i t y, Ty p e f a c e  D e s i g n       
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WALKING IN CIRCLES

The identity for The Lost Museum makes the act of being lost visual by mimicking the feeling of 
walking around in circles. 



GLOOM TYPEFACE

A custom typeface created for The Lost Museum. It echoes the feel of bold newspaper type 
with a hint of mystery coming from the extended serifs. 
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INSPIRED BY MYSTERIES

The brand is inspired by classic mysteries like Big Foot, Amelia Earhart and flying saucers. 
These elements are represented within the museum’s brand and the exhibits themselves.
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Caribou Coffee
Love and flowers .

PERENNIAL

Caribou Coffee needed an addition to their Perennial bag collection, which 
features a coffee bag every spring. The challenge was to represent spring 
without relying on any specific flowers.

HONEY VANILLA FLAVORED COFFEE

The next concept was an addition to their flavored coffee packaging that 
celebrated Valentine’s day. The goal was to take a simple bee illustration 
and transform it to fit alongside the current bags & show hints of love.

S c o p e :  P a c k a g i n g  D e s i g n        A g e n c y :  C u e , I n c .      C r e a t i v e  D i r e c t i o n :  A l a n  C o l v i n
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Keep the North Cold
Askov Finlayson.

PROJECT OVERVIEW

This is an advertisement to spread the word about the current movement 
in Minnesota to “Keep the North Cold.” This movement is driven by Askov 
Finlayson, and focuses on the importance of climate change to the 
Northern states. 

COLD NORTH’S BRIEF

The illustration captures all of the good things that come from our famous 
winters. The winter scene is encompassed inside a letter “N” to represent 
the bold, cold north

Scope: Il lustration      Creative Direction: John Owens       Photography by Askov Finlayson
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LESSONS LEARNED OVER THE PAST YEAR

1. I’m someone to believe in.
I used to struggle with this idea. It’s sometimes hard to believe in myself until I have the proof staring 
back at me. This year I learned that when I dive into things I don’t think I can accomplish, sometimes I 
prove myself wrong. Not always, but I’m okay with saying I’m proud of myself for trying. 

2. Make the best of everything. 
Sometimes unexpected things happen. All I can do is finish the best I can, learn from the experience and 
have a really great story for later. I don’t always have control of what happens to me in life, but I do have 
control over how I react to it. And sometimes it really wasn’t that bad to begin with. 

3. Take it all in. 
I’ve been going to school for twenty years and will be done on one month. That’s a lot to take in. It hasn’t all 
been good, but these years in school have been fundamental to who I am now. This book is a reflection of 
not only what I’ve created, but the experiences that went along with them. Today I’m taking all of that in.
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