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Introduction

Artist’s Statement

he 1997 film ‘Titanic’ was the

impetus behind why I first began

drawing. The heartthrob char-
acter Jack Dawson would pull out his
sketchbook on a whim and draw ship
guests from life. His art connected the
past to the present, captured the life
essence of people, and unapologeti-
cally represented women as they were.
My earliest memory creating graphic
layouts and illustrations dates back
two years after the release of Titanic.
| hand traced foreign currencies with
my Crayola light desk and colored in all
the fine line work with crayon. In retro-
spect, this practice seems academic
and similar to why artists complete
master copy paintings but to me at
the time it was for mere fun. My early
exposures to art and design influenced
me to create work that'’s direct, elegant,
and progressive. My hand letterings
reflect these qualities and allow me to
beautifully and boldly spell out my
ideas and the truths I'd like to impart
on others. It's important to me that
my viewers understand the mean-
ing in my work upfront and that
they don’t spend too much time
trying to piecemeal ideas together.

Variety is the spice of life and it's impor-
tant to me that each of my hand letter-
ings, editorials, and passion projects
stand apart from each other but are all
cohesive through vibrant colors and
textures. The inspiration for my work
can come from a range of sources: cof-
fee shops, pop playlists, Asian art gal-
leries, etc. Something that my seven-
year career at Starbucks taught me was
the value of customer relationships.
What | seek to accomplish through Inua
Coffee Company is an expansion of
relationships between customers and
employees as well as between custom-
ers and producers. Millennials value
eco-friendliness and personal connec-
tions which is why I've targeted this
brand towards this generation. In my
current body of work, I'm experimenting
in Adobe lllustrator with pattern design,
vector texture brushes and typography.
After graduating, I'd like to work in a
position where | will be responsible
for creating illustrations and designs
for merchandise and greeting cards.

Matthew Vargas
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RESEARCH

Primary and Secondary Research
with Infographic Results

The Researc



Primary Research

“Millennials are willing to
pay more for culinary
enjoyment and are
naturally drawn to better
quality culinary options.”

Luigi Di Rucco
Mr. Espresso, VP of Sales
& Director of Marketing

‘g Inua Coffee

The purpose of this research was to learn about
the coffee consumption habits of millennial adults.
Twenty-one participants were all surveyed through
a Google form and asked a series of questions
such as “How often do you drink coffee, would
you prefer value over taste, and what is the most
you'd spend on one 12 oz. bag of coffee?” All
of the results were resounding, as most of the
respondants chose efficiency and price over
loyalty and familiarity. Research exists that can
suggest otherwise. Luigi Di Rucco, Vice President
of Sales and the Director of Marketing for the
Oakland, California-based company Mr. Espresso
explains that, “Millennials are willing to pay more
for culinary enjoyment and are naturally drawn
to better quality culinary options”. There are
exceptions to millennials that value both quality
and price.

It's no secret that the millennial generation is
concerned about the state of the enviornment.
Leading beverage manufacturers have developed
more sustainable packaging to ease public
concerns about waste and pollution. In recent
years, Keurig released the ‘My K-Cup Universal
Reusable Coffee Filter’ to reduce the substantial
waste of plastic that come from their single-serve
pods. Keurig continues to hold a large market
share of home brewed coffee despite the criticism
the company receives about sustainability.
Millennials not only place importance on the state
of the earth but the plethora of different flavors
of the earth. Popular exotic flavors such as lime,
grapefruit, citrus, ginger, rose, and even lavender
have popped up in many foods and beverages.

Interest in exotic flavors stems a lot from the
fact that social media opened the doors to more
knowledge about other countries and millennials
being influenced by experiences. This also
explains why they customize many of the things
they consume and purchase. Experiencing a
product in a way that only the person purchasing
it can is of large importance to status seekers
and many other members of this generation. It
says, “I have what you don't and I'm standing out
for it” but also “individuality is socially essential.”
Apart of marketing a product as more unique
and culturally inspired is the design. Surveyors
preferred coffee packaging designs with more
earth tones and watercolor paints because they
believed the designs were more vibrant and
reminsicent of nature.

THE COUNT ON COFFEE
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14

Where do you purchase at-home coffee?

Target  Grocery Walmart
Store

Respondants enjoyed
international food/ drinks

1

Order coffee from a
chain or establishment

Amazon

#1

Keurig
machines
are the
favored
brewing
method

Non Eco-Friendly
& Organic Brand

Eco-Friendly &
Organic Brand

6 Respondants drink two cups
of coffee a day or more
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Participants value taste just as much as they value affordability. For some surveyees,
affordability wouldn't factor into their coffee purchase.

‘g Research
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Producing Inua'’s
unique selection of
coffee takes a village.

Careful thought is
given throughout the
entire process, from
the growing phase to
its distribution.

Our coffee means the world. Our world consists of
every one of our employees along the production
chain to our customers.

Growing

Step 5
Roasting

The beans are roasted and ground in a labratory
setting and prepared for tasting. The green coffee
beans they start as are roasted in a 550 degree
machine until they are brown.

Step 2 )
Harvesting

Ripe cherries are picked by hand during harvest
season over eight to ten days. The process is quite

arduous with growers collecting up to twenty to fourty

pounds of cherries a day.

Processing

Step 7
Packaging &
Distributing

Once the coffee meets our rigourous standards,

it is ready to be packaged. The coffee is placed

in an air and moisture free bag and transported
to locations all across North America.



MAINSTAYS

Where We Grow and Who We
Call Our Family
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PROMOTION

Online and Offline Visual Communication




Roasts Coffee Quiz Our Partners

OUR FIVE GROWING REGIONS | ELEV. 4,586 +

California, Peru, India, Kenya, and Vietnam are our 5 growing regions.
We ethically source all of our coffee and stand behind fair trade acts. Our farmers are protected under
the Inua Fair Trade Agreement which states that workers and their fal
have basic living neccessities.

p\ehence the"'leference
Take Our’ sz y

The light roast that we
offer comes from Vietnam.
Itis a robust blend that
compliments chocolate and
nutty flavors. The stove top
brewing method extracts the
most flavor from this roast
but other methods work
well too.

MEDIUM ROASTS

Our Kenyan and Californian
roasts are the two mediums
blends we offer with rich
notes of flora and berry.
These roasts pair best with
tart and fruit flavors but also
compliment citrus flavors
like orange or key lime.

DARK ROAST

Peruvian and Indian coffees
are known for there
chocolate and berry

currants. These roasts are
stout and full-bodied and
can be served either iced or
hot. Dates and cheese are
popular pairing options.




Qur.coffee means
the world _

At Inua, we believe

that coffee can be more than

the start of a day; it can

be the start of a future. Your purchase
of our unique and rich beans helps
farmers expand and create crops.




IDENTITY

Style Guides, Logo Placements,
and Typography

R: 48
G: 73
B: 64

xX<Z0

: 77 %

91 %
: 67 %
: 45 %

HEX : # 30483f

PANTONE : 567 C

HEX : # 30483f

PANTONE : 567 C

HEX : # 30483f

PANTONE : 567 C



Typography Logo Usage

Roboto Slab Bold

= 1A

0123456789 -
[IN
abcdefghijklmn qm ,
OpPqrstuvwxyz
ABCDEFGHIJKL

MNOPQRSTUYV
WXYZ

Roboto Medium

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

Logo should always be black Logo shouldn’t be in black on image

34 Inua Coffee 35 ldentity



Logo explorations

PROCESS WORK

- COFFEE
Logo Ideations, Sketches, Taglines | U a co. &
and Book Notes

- N U

0FFEE

|
C

Taglines

“It tastes good Inua mouth.”

“Bringing the world together.”
“Get up, get Inua.”
“Our coffee means the world.”

Thumbnails

37 Process Work




Package design ideations

F

MOCHA SPICE

Book layout notes
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