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Mesotopia
Mobile App Design

Mesotopia is a Social Network Platform for beer lovers. 
The app encourages enthusiasts to explore and expand their horizons and 
allow them to become a connoisseur. 
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Background
The company brand “Mesotopia” was derived from two words. The 
Meso is from an ancient region in the eastern Mediterranean called 
Mesopotamia, where the oldest evidence of beer is believed to be 
originated from. The second word being utopia which symbolizes a 
community or society possessing highly desirable or perfect qualities.

Target Audiences
-Beer Enthusiasts | Connoisseurs
-Social Networkers
-Ages 24-36
-Restaurant | Bar Directors

Objectives
-Encourage Audiences to Explore New Drinks
-Include Ratings to Help them make Decisions
-Suggestions that Relates to their Taste Palete
-Make People more Sociable
-Reward Consumers who are Regulars

Obstacles
There are people who sometimes are afraid of trying new things. 
Some people are just more comfortable with what they are more 
familiar with. Or simply they do not want to spend the money for 
something unknown to themselves.

Key Benefits
-Can Produce more Traffic to Restaurants & Bars
-Ordering Drinks for Non-Local Friends
-Promote a Specific Venue that Carries Unique Craft Beers

Tone
Offers engaging interactivity, fun knowledgeable facts, and 
rewarding social aspects.

Media
Mobile Application | Website Integration
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Main Navigation Displays more Info 
About the Beer

Beer Name
Tap to see who are drinking 
this beer today closes to 
your GPS Proximity

Previous Daily Beers

Beer Type

7 10

8
11

9

12

Find the Nearest Bars 
Serving this Beer

Location

Swipe down to empty Glass 
to Track & Rate

Alcohol % and Calories

Brewer/Company

Beer Rating
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2
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8

9

10

11

12
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Default Current Location 
within 10 Miles or Search 
other Areas

Distance from current 
Location

More Info of Restaurant | Bar

Name of Restaurant | Bar

5 8

6
9

7

10

Search within Friends or 
Other People

Quantity of Beer

Profile Photo Tap General 
Area to look at Profile

Name & Type of Beer

More Info and Directions

Tap or Swipe Left-Right to 
View more Beers drank
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Search for other Beers to 
Track & Rate

Comment on the Beer

Check-In & Track

Swipe Up or Down to Input 
Quantity of Beers ConsumedRate out of Five Stars

Share your Tracked Beer VIA 
Facebook & Twitter

7 10

8 11

9
12

Tap User’s Profile Picture to 
go to Profile Page

Change Preferences by Type 
of Beer Liked

Name & Type of Beer Swipe down to empty Glass 
to Track & Record

Accuracy Based on Beers 
Tracked & Rate Displays more Info of Beer
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Displays Main Profile Screen

Displays Map of Check-Ins

Celebrity’s Beers Tracked

Displays Celebrity Interview

Shows Celebrity’s Friends

Celebrity’s Quote

Cover Photo of Personal 
Favorites, Tap to see more

8 11

9 12

10

Brings Up Message & 
Chat Screen

Change User’s Settings

Name of User Tap or Swipe Up to see 
Rewards & Vouchers 
AccumulatedUser’s Quote
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Tap to see Profile Date of Message

Standard iPhone Keyboard

Friend’s Text Bubble

User’s Text BubbleTime of Message

User’s Text Input

8 10

9

Message or Chat with this 
Current Profile

Shows the Current Checked-
In Location of this Person

Tap or Swipe Up to Buy this 
Person a Drink
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Pin of General Area 
Checked-In, Tap to Expand 
That General Area

Number of Places 
Checked-In that Area

Expand or Minimize 
Map Area

4 8

5

6
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More Info of Venue Based on Quantity Selected

Change Locations Base Price

Swipe for Amount Desired

Complete Current Order

Search Specific Beer

Based on User’s Preferences
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Leave a Personal Message Total Amount

Displays Celebrity Interview

Edit Payment MethodAdjust Tip Amount

Saved Payment Method

8 11

9 12

10

Personalized Message from 
Buyer of the Voucher

Date of Voucher

Quantity of Beers Displays Authenticating 
Screen

Save in the Accumulated 
Section of Rewards & 
Vouchers
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Name of Location

Confirm with Server to 
complete the Use of 
WW Voucher

Save in the Accumulated 
Section of Rewards & 
VouchersFine Print

Displays Closest Location to 
Current GPS
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Logo HeaderPrevious Daily Beers Friends who are Drinking this 
Beer Today (Defaulted)

Main Navigation Click to Track & RateClick to Toggle between 
Friends or other people.

Beer Name & Type

Sub Navigation Click for more Info
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Type in Zip Code or City & 
State for General Area

Choose Type of Venue 
Desired for Beer Experience

Click anywhere on Photo for 
more Info on Specific Venue
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User Profile Click to See FriendsAcquired Free Beer Voucher Required Orders made to 
Acquire Rewards Voucher

Cover Photo of Personal 
Favorites, Click to see more

Expiration DateBeer Voucher Friend Bought

Possible Rewards
Click to see Beers Tracked

Required Check-In’s to 
Acquire Rewards Voucher
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Friend’s Current Location Adjusted Total Price Based 
on Quantity

Search Available Beer

Photo of Current 
Location’s Venue Price for One

Change Location Quantity

Recommendations Based on 
User’s Preferences that are 
Available within this Venue
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Lamborghini
Website Proposal

Automobili Lamborghini is the world’s leading exotic automotive manufacturer 
that achieves remarkable performance and retains a prestigious stature that 
is only exclusively available.
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GALLARDO LP 570-4 SQUADRA CORSE
Acceleration 0-100 km/h (0-62 mph): 3.4 s
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Background:
Automobili Lamborghini is the world’s leading exotic automotive 
manufacturer that achieves remarkable performance and retains a 
prestigious stature that is only available exclusively.

Target Audience:
-Shareholders of the Company
-Automotive Enthusiasts
-Successful Individuals age, 34-42

Objectives:
-To better portray the necessity of owning one
-To display phenomenal attributes
-To reach out a broader spectrum of audiences

The Message/Tone:
Lamborghini wants to provide consumers a remedy to embrace
their urges and desires.

Media:
The report will be available online, print, and in PDF.

Creative Considerations:
Graphics should portray the aerodynamically aggressive contours to 
display the exoticness of the automobile.

The Deadline and/or Other Requirements:
The message needs to be ready for the next SEMA Show 2012 in Las 
Vegas, Nevada for the Luxury and Exotic Show.
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Home Page Image 
Slideshow

Interactive 
Navigation 
Roll-overs

Home Page 
Animated Video

Search Bar

Social Media 
Plug-ins
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Option

Facts and Figures

Background 
History

Clearly Displayed 
Technical 
Specifications

Comparison 
Option
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Life Style
He was first noticed on American Idol back in 2007, where Simon Cowell saw no talent, Dr. 
Dre took a big interest in him and decided to give him a chance and sign onto his record 
label “Aftermath Entertainment”. His first single “Lambo’s Gets Hoe’s” put him number 1 in 
the top 100 Billboard in 2008. He has a very active nightlife, his typical routine would be to 
roll in one of his collection of Lamborghini’s then pick 5 women  that intrigues him at the 
entrance. He then would always get a bottle of Dom Perignon and Cristal for each of the 
women and asks them if they are having a time of their life. He goes to the gym 6 days a 
week and consumes alcohol 7 days a week.

Web Usage
He has a personal e-mail he checks every weekend and a fan based e-mail which he 
checks everyday. He loves to use Facebook and always updates his twitter. He likes to read 
on articles about him.

Web Competency
-Intermediate, just knows how to surf the web and check his Facebook/twitter.
-Frustrations with the Web
-He hates seeing fake Facebook pages of people trying to pose him.

Background
Name: J-Dub Michael Jones
Age: 27
Gender: Male
Marital Status: Single
Ethnicity: African-American
Location: Hollywood, CA
Education: AA from Orange County Community College
Occupation: Rap Artist
Employment: Aftermath Entertainment
Attributes: 
	 -Outgoing
	 -Confident
	 -Lyrical Genius
	 -Fit

“Lambo’s gets hoes! I be popping 
bottles oh fo SHO!”
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Life Style
He is married with a 12 year old son and 5 year old daughter. His wife is unemployed and 
takes care of his children. He’s rarely ever home because of his life at work. With his stressful 
life he feels he would need a toy car to get away and help relieve his stress. On his spare 
free time he would research on the Lamborghini forums to help him shop for one of his own. 
Also he would get better acquainted with all the performance modifications available 
for each different models, to see what would be his best bang for the buck fastest 
Lamborghini after installed performance parts.

Web Usage
He checks his e-mail everyday, his favorite sites are lamborghiniclubamerica.com and 
lamborghiniclub.net which are Lamborghini enthusiast forum.

Web Competency
Intermediate, know how to look on forums and online shops for 
aftermarket Lamborghini parts.

Frustrations with the Web
When both of his forum websites servers go down and spam e-mail.

Background
Age: 39
Gender: Male
Marital Status: Married
Ethnicity: Chinese-American
Location: Laguna Beach, CA
Education: MA in Business from Harvard University
Occupation: CEO
Employment: Sony Electronics
Attributes: 
	 -Car Enthusiast
	 -Sophisticated
	 -Compulsive
	 -Cunning

“I need a car that not only takes 
me to point A to point B but to take 
me away from this reality every 
now and then”
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Life Style
She was married in 2009 but in 8 months time, she divorced her husband due to he was too 
much of a pushover. She occasionally goes to clubs on her business travels. A lot of men 
would approach her but only to get rejected by her. Not only does she like to collect art 
but she loves to collect automobiles and motorcycles.   

Web Usage
She checks her e-mail everyday, reads up on the latest fashion news online. 

Web Competency
Advanced, She can find just about anything she needs to know on the web.

Frustrations with the Web
She hates idiots on the web which can include people who are posting false facts, 
rambling on about how their life sucks, etc.

Background
Age: 32
Gender: Female
Marital Status: Divorced
Ethnicity: American
Location: Las Vegas, Nevada
Education: MA in Business from Stanford University
Occupation: CEO
Employment: Chanel
Attributes: 
	 -Dominant
	 -Headstrong
	 -Leader
	 -Feisty

“It takes a lot to impress me. I dare 
you to give it a shot”
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"Aston Martin." - The Official Website. N.p., n.d. Web. 21 Sept. 2012. <http://www.astonmartin.com/en>.

"Bugatti.com - Home." Bugatti.com - Home. N.p., n.d. Web. 21 Sept. 2012. <http://www.bugatti.com/en/home.html>.

"Canibeat | Cars Culture Lifestyle: If It's Proper, It's on Canibeat.com." Canibeat. N.p., n.d. Web. 21 Sept. 2012. <http://www.canibeat.com/>.

"Ferrari - The Italian Automotive Company's Official Site." Ferrari - The Italian Automotive Company's Official Site. N.p., n.d. Web. 21 Sept. 2012. <http://www.ferrari.com/
English/Pages/home.aspx>.

"Grand Tour." Automobili Lamborghini S.p.A. N.p., n.d. Web. 21 Sept. 2012. <http://www.lamborghini.com/en/home/>.

"HOME - Dr. Ing. H.c. F. Porsche AG." HOME - Dr. Ing. H.c. F. Porsche AG. N.p., n.d. Web. 21 Sept. 2012. <http://www.porsche.com/usa/>.

"Import Models." Hot & Sexy Import Car Girls. N.p., n.d. Web. 21 Sept. 2012. <http://www.importtuner.com/models/>.

“La Macchina.” - Free Font Download. Font Palace, 24 Oct. 2011. Web. 13 May 2013. <http://www.fontpalace.com/font-details/La Macchina/>.

“Micheljansen.org.” Michels Exhaust. Michel Jansen, 14 Aug. 2012. Web. 13 May 2013. <http://micheljansen.org/blog/entry/1317>.

"Mini Cooper - SL1." Klutch Republik. N.p., n.d. Web. 21 Sept. 2012. <http://www.klutchrepublik.com/>. 

"Stance Works - Low Is a Lifestyle." Stance Works. N.p., n.d. Web. 21 Sept. 2012. <http://www.stanceworks.com/>.
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Formula Drift
Advanced Data Visualization

Formula D is North America’s first official drifting competition series that started out 
in 2003 by Jim Liaw and Ryan Sage.  Where the fastest time is not as relevant as the 
execution and style.
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Background
Formula D is North America’s first official drifting competition 
series that started out in 2003 by Jim Liaw and Ryan Sage. 
Where the fastest time is not as relevant as the execution and style.
The “F” of Formula D symbolizes them as the first drifting championship 
to have factory backed teams, first official and sanctioned 
competition on city streets, first to be aired on national cable, 
and first to be filmed and featured in HD and 3D.

Target Audiences
-Fans
-Car Enthusiasts
-Ages 16-32

Objectives
To let target audiences intake data in a entertaining, modern and 
visually appealing way. They can track the 32 drivers who qualified, 
the champion of each rounds, and the statistics of each driver.

Obstacles
The social norm would assume drifting is another form of racing, on 
contrary belief, drifting is less about completing the course in a 
shorter time and more about displaying astonishing style, 
execution, and consistency.

Key Benefit
Visually stunning to appeal target audiences.

Support Statements/ Reasons Why
The judging system will show that its not a race against time but the 
impressiveness each driver displays.

Tone
Engaging

Media
PDF | Poster
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Name – Kenshiro Gushi
Age – 25
Height – 5’ 8”
Weight – 140
Eye Color – Black
Hair Color – Black
Nationality – Japanese

Nickname – Kenshiro Gushi
Car Number – 21
Hometown – Okinawa, Japan
Current Residence – Montebello, CA
Languages – Japanese, English
Occupation – Professional Driver

Team – GPP Scion Racing    
Crew Members – Kenji, Shuji, Takeshi, Mike, Shimizu
Car – 2013 GPP Scion Racing FR-S w/ Hankook

Tires – Hankook RS-3
Engine – Cosworth
Suspension – KW Suspension
Brakes – Greddy
Wheels – Rays Engineering 
Sponsors – Greddy Performance Products, 
Scion Racing, Hankook Tire, DTA,
Rays Engineering, Cosworth, KW

Website – scionracing.com
Facebook – facebook.com/kengushi
Twitter – twitter.com/kengushi
YouTube – youtube.com/highereducationact

Career Results
2012 
Ranking: 8 
Points: 379.50 

2011 
Ranking: 14 
Points: 314.75 

2010 
Ranking: 15 
Points: 252.50

I am the driver of the Greddy/Scion Racing Hankook FR-S. Drifting was introduced to me as a young teenager 
even before having my license. My father has been my role model growing up. At the age of 15, I became a 
professional driver in the Formula Drift Series. In 2005, I �nished the FD series in overall 3rd place championship 
ranking. I also have experience doing rally, autocross, time attack, and some road racing. In 2011, I won the Toyota 
Pro Celebrity Race in the Long Beach Grand Prix. Stunt driving is also in my resume. Check me out.
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Sports Illustrated
Advanced Data Visualization

Sports Illustrated is one of the oldest and most recognizable sports magazines to be 
nationally known.  A franchise that is owned by Time Warner, they became popular 
in the 1960’s and the first magazine to reach over one million sales which won them 
the “National Magazine Award for General Excellence.”



70



71

C
re

at
iv

e 
Br

ie
f 1

2

3

4

5

6

7

8

Background
Sports Illustrated is one of the oldest and most recognizable sports 
magazines to be nationally known.  A franchise that is owned by Time 
Warner, they became popular in the 1960’s and the first magazine to 
reach over one million sales which won them the “National Magazine 
Award for General Excellence”.

Target Audiences
-Sport Enthusiasts
-Fanatics Ages 16-35

Objectives
Having target audiences have a better understanding of the NBA 
statistics, in a more concise and entertaining way with a plot of a story.

Obstacles
NBA statistics can get quite lengthy and complex. They are just so 
many key points that are displayed and they can get as technically 
precise as coming down to percentage ratings.

Key Benefit
Audiences will be able to get familiarized with the sport.

Support Statements/ Reasons Why
Knowledge is power; you can never get enough information.

Tone
Opinionated with statistics to support it.

Media
Website, PDF.
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“There is no “I” in team but there is in win.”
-Michael Jordan
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“There is no “I” in team but there is in win.”
-Michael Jordan

0 10 20 30 40 50 60
5-Kevin Garnett-BOS

5-Tim Duncan-SAS

4-Dwyane Wade-MIA

3-Roy Hibbert-IND

2-Andrew Bynum-LAL

1-Serge Ibaka-OKC

0 10 20 30 40 50

5-James Harden-OKC

4-Russell Westbrook-OKC

3-Dwyane Wade-MIA

2-LeBron James-MIA

1-Rajon Rondo-BOS

0 50 100 150 200 250

5-Tony Parker-SAS

4-Dwyane Wade-MIA

3-Russell Westbrook-OKC

2-LeBron James-MIA

1-Rajon Rondo-BOS

0 50 100 150 200 250

5-Andrew Bynum-LAL

4-Udonis Haslem-MIA

3-Kevin Durant-OKC

2-Kevin Garnett-BOS

1-LeBron James-MIA

0 100 200 300 400 500 600 700 800

5-Kevin Garnett-BOS

4-Russell Westbrook-OKC

3-Dwyane Wade-MIA

2-Kevin Durant-OKC

1-LeBron James-MIA

0 500 1000 1500 2000 2500 3000

5-John Wall-WAS

4-Blake Griffin-LAC

3-Rudy Gay-MEM

2-Pau Gasol-LAL

1-Kevin Durant-OKC

Total Points

Total Rebounds

Assists

Steals

Blocks

Minutes Played

League Leaders

0

5

10

15

20

Tony ParkerTim DuncanJohn WallJames HardenUdonis HaslemBlake GriffinRudy GayRoy HibbertPau GasolSerge IbakaAndrew BynumKevin GarnettRussell WestbrookRajon RondoDwyane WadeKevin DurantLeBron James

Was It LeBron James who lead 
the Miami Heat to a triumphant 
victory in the playoffs?

You saw the stats, you decide!
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2012 NBA Play-
offs Overview

“There is no “I” in team but there is in win.”
-Michael Jordan
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Minutes Played
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Tony ParkerTim DuncanJohn WallJames HardenUdonis HaslemBlake GriffinRudy GayRoy HibbertPau GasolSerge IbakaAndrew BynumKevin GarnettRussell WestbrookRajon RondoDwyane WadeKevin DurantLeBron James

Points were allocated by using Players Ranked in number 1 received 5 
points whereas last place received 1 point for each category.

Was It LeBron James who lead 
the Miami Heat to a triumphant 
victory in the playoffs?

You saw the stats, you decide!
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2012 NBA Play-
offs Overview

“There is no “I” in team but there is in win.”
-Michael Jordan
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4-Dwyane Wade-MIA

3-Roy Hibbert-IND

2-Andrew Bynum-LAL

1-Serge Ibaka-OKC
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Minutes Played

League Leaders
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Tony ParkerTim DuncanJohn WallJames HardenUdonis HaslemBlake GriffinRudy GayRoy HibbertPau GasolSerge IbakaAndrew BynumKevin GarnettRussell WestbrookRajon RondoDwyane WadeKevin DurantLeBron James

Points were allocated by using Players Ranked in number 1 received 5 
points whereas last place received 1 point for each category.

Was It LeBron James who lead 
the Miami Heat to a triumphant 
victory in the playoffs?

You saw the stats, you decide!

Minutes Played 5570 
Total Points  2239 
Total Rebounds 930 
Assists   402 
Steals   168 
Blocks   114
Win to Lose Percent 69.6%
Field Goal Percent 46%
3 Point Percent  34.7%
Free Throw Percent 74.4%
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2012 NBA Play-
offs Overview

“There is no “I” in team but there is in win.”
-Michael Jordan
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Points were allocated by using Players Ranked in number 1 received 5 
points whereas last place received 1 point for each category.

Was It LeBron James who lead 
the Miami Heat to a triumphant 
victory in the playoffs?

You saw the stats, you decide!

Kevin Maurice Garnett (KG, The Big Ticket, The Kid)

Position: Forward  Height: 6-11  Weight: 220 lbs. 
Born: May 19, 1976 (Age 36) in Mauldin, South Carolina 
High School: Farragut Career Academy in
Chicago, Illinois 
Draft: Minnesota Timberwolves, 
1st round (5th pick, 5th overall), 1995 NBA Draft 
NBA Debut: November 3, 1995 
Age: 36 years
Experience: 17 years
Relatives: Cousin of Shammond Williams
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Images
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J-Spec Auto Sports
Website Proposal | Branding

This project was a collaberation with Michael Russell. I will only be presenting the 
portions I was involved in. J-Spec Auto Sports is a e-commerce website that sells 
import auto parts, engines to be specific. The website was not up to par with current 
standards and needed a re-design.
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