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Wine package branding

John Coy and Albert Inyoung Choi
COY Los Angeles, California USA
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CLIENT Alcatraz

INFO Beer Package Branding

DESIGNER  Bill Canhan

COMPANY  Bill Canhan & Associates, San Francisco USA
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INFO Beer Package Branding
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CLIENT Peace, Turkey

INFO Logo design for Peace

DESIGNER  Ali Tomak

COMPANY  Ondokuz Mayis University, Turkey
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CLIENT The Quanto Project

INFO Poster for “The Quanto Project,” a thematic
poster competition, held in Milano, Italy

DESIGNER  Lanny Sommese

COMPANY  Sommese Design, USA
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CLIENT Damon & Pythias

INFO Hip Family Style Restaurant In Los Angeles
DESIGNER  Michael Dula

COMPANY  Dula Image Group, South Coast Metro, California USA
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CLIENT Fossil

Annual Modern Craftwork Exhibitions
DESIGNER  Hyun-Jung Kim
COMPANY  Fossil, USA
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INFO

Stacy Balfour

Logotype and Abstract Mark for a Cupcake Bakery

Jill Bell
Jill Bell Brandlettering, Kansas USA

DESIGNER
COMPANY

CLIENT
INFO
DESIGNER
COMPANY

Warhammer Product, USA

A promotional package

John Hamagami and Justin Carroll
Hamagami/Carroll, Inc., California USA
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CLIENT Regroupement québécois de la danse, Quebec CANADA
INFO Poster and button

DESIGNER  Sébastien Théraulaz and Valérie Desrochers

COMPANY  Subcommunication, Montreal CANADA
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CLIENT
INFO
DESIGNER
COMPANY

Self Promotion

Exhibition Poster for Collection
Jaeeun Paek

Shingu University, KOREA
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CLIENT New Line Cinema/Warner Bros., USA i
INFO Sex and the City: The Wedding Collection — —
DESIGNER  Tod Gallopo — s

COMPANY  Meat & Potatoes, Inc. Burbank, California USA i -
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- SriLanka, Hamburg, Andalusien, Guldriket, Antwerpen, Skottiand, Seoul, New York

CLIENT
INFO

DESIGNER
COMPANY

Perfect Magazine Scandinavia

Help to build our readers’ desire to travel by presenting
a magazine full of inspirational photography and stories
Nicholas John Stevens

Artetype, Stockholm SWEDEN
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CLIENT
INFO
DESIGNER
COMPANY

Rhino Records

Voices of the Shoah: Rememberances of the Holocaust
Al Quattrocchi and Jeff Smith

Tornado Design, Los Angeles USA

CLIENT
INFO
DESIGNER
COMPANY

Self Published

A Diamond is for Never
Ryan Russell

Ryan Russell Design, USA

CLIENT
INFO
DESIGNER
COMPANY

Estonian ceramist Kadri Jaatma
Mustvalge Ceramics Exhibition
Marko Kekishev

Taru Art College, ESTONIA




CLIENT RaR Zurich, GERMANY

INFO Advertising poster for a flower shop
DESIGNER  Jean-Benoit Levy

COMPANY  Studio AND, San Francisco USA




CLIENT SPIBelt

INFO Tags

DESIGNER  Josh Finto and Chris Visit
COMPANY  Frank + Victor Design, Austin USA
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CLIENT
INFO
DESIGNER
COMPANY

GoodForGrasshopper.com

Graphic design blog giving help and advice to students of graphic design
Nathan Ezra Trimm

Nathan Ezra Trimm Design, Dallas USA




CLIENT
INFO
DESIGNER
COMPANY

Choi! Touchwood!

An illustration book about Chines traditions, superstitions and myths
Jesvin Puayhwa Yeo

Nanyang Technological University, SINGAPORE
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CLIENT
INFO
DESIGNER
COMPANY

Rainforest Foundation
Annual Report

Scott Santoro
Worksight, NY USA



Holiday Parlor Tour g 2009

T SR |
SUNDAY |3TH (O ku-Gow | DAY OF TOUR TICNETE SIB00 | ADVANCED TICAETS ONLINE $15.00
BECEMBER | OWE 4T EVENT | A TICKET MFARMATIEN VIRIT B3 AT WWWLAFATETTERARARE B0E | o

2009 Parlor Tour Lafayette Square

CLIENT
INFO

ur of Lafayette Square

to

A Poster for the winter house

DESIGNER  Carlos Zamora

ora Design, USA

COMPANY  Carlos Zam
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CLIENT Young Writers Program

INFO Identity system for an online, young writers event
DESIGNER  Todd Blank

COMPANY  Todd Blank Design, San Francisco USA
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Brand Design brings better understanding of
how we feel, what we know., where we are,
when we act, and why we exist.

Brand Designers ensure to provide its functions

with senses and strategies ( Logical Sensibility).

ALBERT INYOUNG CHOI

F] Q1w /AR I s/ UA o AT AR ISkl B =TR[]
aychoi@hanyang.ac.kr



