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Designed by Voice, each bag is adorned with an abstract mark representing key aspects of each climate. 
For distinct visual differentiation on the retail shelf and to provide consumers with an unforgettable 
tactile experience, the 100% organic coffee is housed in a cotton bag, which also speaks of organic/
Fairtrade farming practices and artisan hand-roasting techniques.

http://www.thedieline.com/blog/2015/11/4/rio-coffee-fairtrade-coffee-range

RIO COFFEE FAIRTRADE RANGE



https://www.atelier-sukha.nl/

ATELIER SUKHA
Sukha means “Joy of Life’ in Sanskrit and that is what you will sense in all of Atelier Sukha’s products. All 
made out of pure, and natural materials like wood, wool, lokta, linen, cotton and cashmere. Behind these 
wonderful products there is an even better story. Founders Irene Mertens and Sam IJsbrandy, both designers, 
travelled to the poorest regions in India and Nepal where they jointly developed the Atelier Sukha product 
line-up with local communities.
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Design studio Horse has created the brand identity and packaging for 
TÅPPED, leading the creation of the organic birch water market in the 
UK. Considered nature’s detox, birch water is a traditional drink and 
medicinal ingredient in Finland. Filtered from the roots up through the 
trunks of birch trees, the water, or sap, collects vital minerals and 
vitamins and is full of the antioxidant manganese. 

http://www.thedieline.com/blog/2015/11/3/tpped-birch-water

TÅPPED BIRCH WATER
“Clarity of product communication was therefore paramount, so we 
used the packaging structure to our advantage. To help communicate 
provenance, the water is packaged in a cylindrical paperboard can which 
we designed to resemble a real birch tree. This helps overcome some of 
the challenges of communicating an unusual new product, but equally 
distinguishes the water from other beverages.”
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http://trendland.com/cinematic-precision-in-interiors/

DANIELLE SELIG & JAMES TOLICH
These images, produced in collaboration with Danielle Selig and James Tolich, feature 
a number of gloriously exorbitant pieces of furniture. Each item exuded a sense of 
luxury that demanded cinematic precision when constructing the sets. Sheets of 
lighting and plush palettes brought each object’s character into the real world.
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http://hse-inspirator.com/sureslim-the-chocolate-flyer/

SURESLIM – THE CHOCOLATE FLYER
SureSilm, a weight-loss programme, needed more people to sign-up to their customized health 
and wellness plans. Ironically they created The Chocolate Flyer – a flyer made out of milk 
chocolate, that helps you lose weight – and handed them out at food, health and bridal expos.
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SCHLUMBERGER RETAIL DISPLAY
Austrian sparkling wine brand Schlumberger has introduced new in-store display units created by international agency 
ARNO. The brief called for a unit that would reflect the quality of Schlumberger’s products and reflect the experience 
of tasting them, for use in premium shopping centres. ARNO used elegant curved shapes to evoke the idea of classical 
staircases, using Schlumberger’s  gold and anthracite colour scheme. Matt lacquer wood and gold foil further emphasise 
the positioning of the product. An integrated touchpad allows customers to explore the full Schlumberger range.
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http://www.retaildesignworld.com/news/article/563cc9b1422f8-new-retail-displays-for-sparkling-wine-brand-



http://firstworldproblempills.aidsfonds.nl/en/

FIRST WORLD PROBLEM PILLS
First World Problem Pills are 100% peppermint and solves all your everyday dilemmas. They are 
also 100% placebo and 100% of the profit goes to Aids Fonds’ aim to provide HIV medication to 
people who can’t afford it. Medication for medication that is.
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http://www.fastcodesign.com/3053398/snoop-dogg-taps-pentagram-to-brand-his-new-weed-line

LEAFS BY SNOOP
Snoop Dog enlisted the help of Pentagram’s Emily Oberman to design the packaging and branding for his new 
line of weed-based products. The products consist of chocolate bars, fruit chews and gummies. The whole visual 
identity is inspired by “California Cool, while adhering to the strict legal constriants required by law.
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JOHNNIE WALKER – NEW LOGO & CAMPAIGN 
The Johnnie Walker man is indeed one of the most iconic drink-related logos and coupled with the tagline it 
presents a perfect one-two punch of a dynamic mark and a simple, memorable brand message. The blobby rendition 
of the Striding Man that we all know is great by association and spirit (pun!) more than by execution. If you look 
at it up close or when rendered small it’s, well, blobby. But, yes, in this case the attitude and quick brush stroke 
aesthetic of it is more important than fidelity, which the new one has in spades.
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http://www.underconsideration.com/brandnew/archives/new_logo_and_global_campaign_for_johnnie_walker_by_bloom_



MOMOM STORE DESIGN
Designed by Moriyuki Ochiai Architects. The following interior design was realized for a retail store of a company 
which runs its own dairy farm, featuring products, such as dairy products, sweets and bread, made using fresh 
milk as the main ingredient. They were tasked with providing a space to attractively display said products by 
evoking the imagery associated with the farmstead and milk, which is a key ingredient of their dairy products.

DESIGNLETT  R

http://www.fastcodesign.com/3053398/snoop-dogg-taps-pentagram-to-brand-his-new-weed-line



www.lime-agency.com
www.pinterest.com/limeagencysg/
instagram.com/lime_agency


