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/ About

/ Professional Experience / Education
2.7 AUGUST APPAREL INC. ACADEMY OF ART UNIVERSITY
Lead Visual Designer Master Of Fine Arts In Graphic Design & Digital Media
Nov. 2020-Present Sept.2018 - May.2020
CONVOSO GUANGXI| ARTS UNIVERSITY
Contract Graphic Designer Bachelor Of Fine Arts In Visual Communication Design
Mar. 2020—-Present Sept.2012 — July.2016

/ Awards / Skills
A-Design Award Executive Presentation Design
C2A Internal Communication Materials
MUSE Creative Awards Cross-Functional Visual Support
Vega Digital Awards Information Hierarchy & Data Visualization
59th GDUSA Design Awards Typography & Layout Precision
Creative Quarterly 70th Template Development & Standardization

/ JURY ngh—Vqume P.roductlon Monagement

Print & Packaging Production Coordination
SkillsUSA Florida State
Leadership & Skills 2025 / Tools
A' Design Award 2024-2026 Figma
Adobe Creative Suite
/ Hi, I'm River. Keynote
A visual designer focused on structured communication \S/Veb—fosed Sudha il
hopify

across presentations, digital interfaces, and brand
. L . Generative Al Tools

systems. | translate complex information into clear visual

frameworks that support both internal communication and

customer-facing experiences.
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Executive Retail
Expansion Presentation

/ Client
Objectrare

/ Description
Developed a structured executive
presentation to support the launch of the
physical retail stores in California.
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/ Challenge

Content inputs were provided across multiple sources,
Including financial spreadsheets, market analysis
reports, and operational cost breakdowns. The initial
materials lacked hierarchy and narrative clarity.

/ What | Did / Defined consistent slide types including

Owned slide structuring and production execution,
translating market research, revenue projections, and operational
Inputs into executive-ready presentation materials. Section openers

/ Audience

Executive leadership and cross-functional stakeholders l

/ Why We Need It

Data-driven slides
Support offline retail expansion through structured market

analysis, financial forecasting, and site comparison.

/ Approach

Consolidated multi-sheet datasets into Comparison slides

structured thematic sections

/ Outcome l

Improved executive readability and reduced
cognitive load during review sessions. KPI summary slides
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Presentation Visual System

/ Established a presentation visual system to organize brand positioning, market context,
and financial performance into a clear executive communication framework.

/ Color System / Production

The system is anchored by a high-contrast Defined layout rules for section headers, KPI highlights, and financial
dual-tone palette: tables, with spacing standards to ensure clarity and consistency across
long-form executive decks.
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Black Extended BT
Titles 27pt

/ Typography

Zurich Regular and Zurich Bold establish a clear

Bold Extended BT

typographic hierarchy that improves readability Subtitle & Key Metrics 12pt

across data-heavy executive presentations.
Extended BT

Body Copy 12pt
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Narrative Structure

Created a clear progression from context to decision, using repeatable slide types

and consistent sectioning to support executive scalability.

Established a structured presentation flow

OBJECTRARE

Mavket Place [/ Depaartmant Stare [ Social Flatiorm [ On O O Line Platform

ABOUT US

Objectrare is an online retaler specializing in

women's fashion, offering a curated selection of
clothing and accessories from brands e Endiess
Rose, English Factory, Grey Lab. Free the Rosas
and CLTC. Their collections include dresses, jeans,
tops, pants, -shirns, jackets, jumpsuits, and

denim, catering To various stylas and occasions

For the latest arrivals, Objoctrare regularly

Objectrare’'s end consumer segments are diverse,
reflecting & mix of traditonal, luxury, and
contemporary customearns who value quallty, senvice,

and a parsonalized shopping expeariance

In new years, ObjectRare focus on attracting
millennials by enhancing its digital prosence

and offering products that appeal 10 younger
consumearns with ENGLISH ROSE

updatas thair iInventory with new styles, allowing

Brand Definition s, Company Performance
Validation il e

designed 10 enhance the shopping exparaence
Market Place / Departmant Store / Social Platform / On & Off Line Platform :
with features ke personalized recommendations

and a user-friendly imterface.

For more information or 1o axplore thes collections,

visit their official website. hiips Jobgectrans. com

OBJECT:

Noun: A thing that can be sean al a W s

and touched, something that is 1angible , ;
N coukd be armytheng from a phywsical - e " "

i1am 10 & Concapt in a specific contaext

V OBJECTRARE

¢ M a r ket o p pO rt u n ity OBJECTRARE  Market Place | Department Store { Socisl Flatiorm / On & Off Line Flatform
I e S TABLE OF CONTENTS

not found frequantly, or hard to comea by

Retail Strategy

It often implies unigueness o & hagher value
because of scarcity,

1 a

COMPANY OVERVIEW

2 ‘

HISTORICAL FINACIAL PERFORMANCE

WV
3 57

WEST/ CAIRVINE'SCP

Part 1 S
EXECUTIVE SUMMARY

MARKET ANALYSIS

Part 2 t

Financial Plan

MARKETING AND PROMOTION

Success Metrics 5

OPERATIONAL PLAN

Part 2 7
FINANCIAL PLAN

KEY SLUCCESS METRICS
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Brand Positioning & Financial Validation

/ The objective was to validate that the brand identity,
market positioning, and operational model were supported
by measurable performance data.

/ What | Did

Used controlled white space to separate narrative and
numeric zones. Standardized table formatting
(alignment, numeric grouping, and emphasis rules) to

OBJECTRARE Market Place / Department Store / Social Platform / On & Off Line Platform

moousr APPAREL.INC
#

COMPANY OVERVIEW

2.7 August Apparel, Inc.,
established in 2011, is a Los
Angeles-based fast-fashion
company specializing in business-
to-business (B28) services,
including design, manufactunng,
and wholesale distnbution.

The company operates multiple
brands such as Endless Hose,

Endlezz Roze, establshed in

Los Angeles in 2012, 1s a women's
fashion brand known for its

maodern, chic, and luxunous designs.
Drawing inspiration from rurwways,
street style, and West Coast

culture, the brand offers a dverse
range of clothng, mcluding mans

dresses, mava dresses,

Englizh Factory, 15 a Los Angeles-
based women's fashion brand
established in 2014 as )\

a sister label to Endless Rose.

The brand is renovwned for

its effortless, ferminine assth-etic,
blending eye-catching elermeants
with understated details.,

I'heir collections feature playful

Grey Lab, 15 & wormen's fashson
brand based in Los Angeles,
krnowwn for its modermn and

edgy designs that blend high-
end fashion with streetwear
aesthetics. The brand offers

a diverse range of clothing,
including tops, bottoms, dresses,
blazers, outervvesr, knitvwear,

Free The Roses, 15 a women's
fashion brand that celebrates the
bohermean spint, offenng a wade
selection of unique, boho-inspired
clothing. The brand is inspired

by the free-spinted, adventurous
worman who loves to express her
individuality through her style.
Ihey are passionate about creating

Englksh Factory, Grey Lab, cocktad dresses, matching sets, pnnts and mixed-media and loungewear, catenng to clothing that reflects the boho lifastyle
Enghksh Rose, Marsy, Free the mini skirts, and blazers. matenals, creating a dassic- vanous styles and occasons. and empowers wormen to feel
Roses, La’ Ven, After Market, meeats-modem feel, confident and beautiful.

and Recess Kids, catenng to
a diverse clientele.

The brand emphasizes romantic
details and aims to create pieces

sutable for powesrful, iIndependent

The brand offers a diverse range

of clotheng, mcluding dresses, tops,

Grey Lab’s collections are avadable
through multiple retailers,
ncluding Nordstrom, prowding

Their collections inchxde dresses,
tops, bottoms, jumpsuits, rompers,

Their products are available women seeking fashion that sweaters, skirts, and outerwear, customers with convensant outanaear, and knitwear, featunng
through vanous channels, reflects their persona, Endless Rose catering 1o Vanous occasions access to their designs, elements like embroidery, tie-dye,
including ther officaal website, 1% comimutted to provniding fashion- and styles. Their designs often For the Latsat collaciinris st and matching sets. The brand

Major Retailers, Boutiques and on
and offline wholesale platforms.

2.7 August Apparel, 15 2 women's
fashion label with a strong
online presence and established

forward clothing that combines
the latest trends with exceptional
quality, ensuring each piece aligns
with current styles while standing
the tast of time.

INncorporate unique textures,
patterns, and color combinations,
appealing to those seeking
contemporary yet imeless pleces.

Enghsh Factory's products are

maore information, you can wisit
thewr offical website.
httpgrevdabofhicial .comy

emphasizes fermenine outfits with
sophisticated bohermean vibes,
encouraging customers to cultivate
their own appearance vwithout besng
domanated by the latest trends.

. ‘e . . . wholesale partnerships with Endless Rose's collections are available through multiple retailers, Free The Roses’ products are
o - 5 B, » 2] | “tailers, incl N , Macy's, ble ~tai ¢
improve readability and reduce review friction. s ki T ot o T | o e e et b et

awent access

Rack, and Anthropologee, providing

customers with multiple avenues

I 1 1 I 1 —_ OBJECT E e | . / to explore and purchase their designs.
M O I ntO I ned ConSIStent g rld O I Ig nment OCrOSS text heOVy BJ RAR Market Place [ Department Store [ Social Platform [/ On & Off Line Platform :‘lzj‘n:m BRI
information, you can visit ther official
ory.comy website: http/freetheroses.comy/

and data-heavy sections. Emphasized key financial
metrics through scale and contrast

HISTORICAL FINANCIAL PERFORMANCE

PERIOD ACTUAL FYE ACTUAL FYE ACTUAL FY Q3 (9/30) PROJECTED FYE PROJECTED FYE
o U tco me 2022 2023 2024 2024 2025
s ol i Total Sales $32,332,315 100.00% $32,337,309 100.00% $28,000,000 100.00% $38,285,000 100.00% $47,856,250 100.00%
Reinforced brand legitimacy through
: i Wholesale/Major $32,332,315 69.60% $21,564,133 66.68% $18,713,2569 66.83% $26,315,000 68.73% $28,713,750 60.00%
structured financial transparency, supporting Retaier/Boutiaue (B26)
o . . * Market Place/Dropship/ $7.242,439 22.40% $9,503,431 29.39% $8,518,866 30.42% $10,915,000 28.51% $16,749,688 35.00%
leadership-level expansion discussions. e Guleis v
Ecommerce Wholesale/ $2,580,585 8.00% $1,2069,740 3.93% $767,884 2.74% $1,055,000 2.70% $2,392,813 5.00%
Store-Intarnational (B2B)
Total COGS $19,171,105 59.29% $14,794,921 45.75% $12,5616,000 44.70% $17,113,395 44.70% $21,5635,313 45.00%
Gross Profit $13,181,210 40.71% $17,542,388 54.256% $15,484,000 55.30% $21.171,605 55.30% $26,320,938 55.00%
Operating Expensas $10,847,662 33.55% $15,869,678 49.08% $12,880,000 46.00% $17,611,100 46.00% $21,535,313 45.00%
Nat Profit $2,313,558 7.16% $1,872,710 5.17% $2,604,000 9.30% $3,5660,505 9.30% $4,785,625 10.00%
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Execution Planning & Market Opportunity

Structured go-to-market, marketing strategy, and operational plan into modular slides. Ensured that execution

planning was presented as actionable and measurable rather than conceptual.

OBJECTRARE Markat Place | Departmaent Store ) Social Matiorm [ On & OH Line Patform

WEST/CA/IRVINE/SCP

EXECUTIVE SUMMARY

Obgoctrare s a promium astylo and dosign
Draned with & strong emphasis on unigue, rare,
and high-quality products.

Thes Dusaness plan outlines the strategy o
launching a reted storaflront at South Coast Plaza,
one of the promecr uxury shopping dostmations
N the United States

I'hes location wil anhanco Obyootrare’s brand
visibdity. attract agh-value chentels, and
Pravida & tactile axparnence that complaments
IS onling Prasanca.

MISSION STATEMENT

To pravide & Curated shopgoing axpenencs that
calabrarvas rarity, craftsmanship, and Innovatva
dasign, fostonng a community of discerming
shoppers who valus ursgueness and quality

BUSINESS OBJECTIVES

Estadlish & Nagahip ratad pesssncs 4t South
Coast Plaza by Q2 2025 . unquanass and quality.

Achieva minimum of $3.6 medlion n gross
revenue vathm the first 12 months of operation.

OBJECTRARE Markat Place /| Departmaent Store | Social Patiorm [ On & OH Line Patform OBJECTRARE

Build a loyal customar base with a 25% ropoot
CURLOMws 1ale by ths ond of Yoo 2

Enhance brand recogntion and drive a 20%
ncraase M wast regon Califormnea Inance area
onhine salos through synergy with the
physical stoes froen west region and Califomia
sSe nane oy,

MARKET ANALYSIS

South Coast Plaza Overview:

Arnual foot traffic: Over 22 mdhon visitors.

Domographic:. Affluont consumors, intormatonal
tounsts, and stylo-consoous shoppars.

Compotitor mix. High-ond brands (o.g.. Guoo,
Lows Vaitton) and Bouligus luxury stons.

Target Audience:

Ago: 25-45 yaars old

Income:

$100,000+ annual housahok! INcome.

REGION | WEST STATE | CA CITY | IRVINE TYPE | S0UTH coasT Puaz B

Interests:

Urngque designs, sustainsbebty, cxclusiaty,
A DESPOks Bogerioncos.

c itive Ad ;
Obyactrare’s focus on rare and bespoks items
diffarantiates a1 from raditonal retail brands,

The blard of online and offine expesiences ansures
CUSIOTN angagemant across miudtipka touchpoins.
STORE CONCEPT

Design Philosophy:

Minmnalisoc and moderm wath elemants that reflact
tho brand™s othos of ranty and oraftsmonship.

Interactrve zones for customers 10 explore irmetoed-
odivan itams and digined dsplays Tor CUsToMIZanon,

Product Offering:
High-end lifestyle terms, ant preces, fastwon

RCORRROaS, and Desgokn collaboranions with
arusts, designars, Influancars and creators

Customer Expariancs:
Parscnalized consultanions.,

Exclusnes in-stons events festurnng
artists and dasigners.

OBJECTRARE Markat Place [ Departmaent Store | Social Patéarm [ On & OH Line Patfcrm

WEST/CA/GLENDALE/GALLERIA

The Glendale Galleria is a prominent shopping destination in Los Angeles County, boasting high foot traffic and a diverse customer base.

Anchored by top retailers like Nordstrom, Bloomingdale’s. and Macy’'s. the mall is an ideal setting for attracting upscale

The location of the Objectrare storefront between Nordstrom and Anthropologie is particularly advantageous due to ita proximity to two

wellastablished brands that attract a steady stream of customers aligned with Objectrare’s target demographic.

EXECUTIVE SUMMARY

Objectrare s a premium retail brand specializing
in rare and distinctive lifestyle products that cates
10 a style-conscious audience.

The Glendale Galleria storefront provides

a prima oppormunity to capitalize on high foot
raffic, a fashion-forward clientale, and the

prestige associated with the mall’s central location.

The store will offar an immersive ratoil
axparienca, Dlending curation, exclusivty,
and exceptionsl CusTomer sanice

KEY HIGHLIGHTS

Location advantage between Nordstrom
and Anthropologie, enhbancing exposure 1o
o compatble customer base.

Focus on creating a boutigue-style shopgping
expenence That combines sesthetics with exclusivity.

Strategec positioning in a high-demand retail enviro-
nment with a mix of affluent locals and visitors.

MARKET ANALYSIS
Glondale Galloria Overviow:

| ocation: In tha heart of Glendale, this lconic shopping
center spans over 1.6 million square feat, faaturing

ovar 200 ratallars

Customaer Profile:

Primary shoppers: Affluent local residents (median

MARKETING AND PROMOTION
Pre-Launch Campaign:
Toasars on socisl madsa and emad nevwskaticns.

Collabaration vath influencars and creators
for sxclusve previeves

VIF launch event for local tastomokors and medsa.
Ongoing Strategies:

Cross-promotions with naighbanng luxury brands.
Loyalty programs for ropeat purchases.

INn-st0re workshops and ewents,

Digital Integration:

OR codes leading to behind-the-scenes content,
Exclusaa onling diops for in-stonm vestons
OPERATIONAL PLAN

Location:

Pramium retaill spaca at South Coast Plaza.

Hours of Operation:

Algn wath South Coast Plaza's schodulo
(0.4.. 10 AM - 9 PM).

REGION | WEST STATE | CA CITY | IRVINE TYPE | 50UTH coasT Puaz [

OBJECTRARE Markat Place / Departmant Store | Social Matéarm [ On & OH Line Platfcrm

Market Trends:

Increasing demand for unsgue,
curated retail experiences.

Shift toward In-person shopping

post-pandemic, with customerns seaking
mmarsive retall enwvironments.

Foot Traffic Data:

Glendale Gallernin attracts an overage
of 30,000 visitors daily during weskdays,
peaking a1 50,000+ on weskends,

Proxdimity 10 The Amarkcana at Hrand,
creating o seamiess shopping loop for high-
VolUe CASTOMErs,

Age Breakdown:
Under b Years: 4.99%
H-1/7Years: 13.1%
18 - 24 Years: 7.7%
25 - 34 Years: 16.9%
35 - b4 Years: 26.9%
55 - 64 Years: 13.0%
Over 66 Years: 18.4%

household income of $81,000+), young professionals,

tourists, and famiies.

Age demogrophics: Majority batween 25-45, with
o strong prefarence for pramium and unigue products.

Ethnic Composition:
Whiite (Noo-Hisparic): 61 5%
Asian (Non-Hispanic): 13.6%

REGION | WEST STATE | CA CITY | GLENDALE TYPE | GALLEALA MALL

Markat Place | Departmaent Store | Social Patiorm [ On & OH Line Paticem

Staffing:
S10r8 Managern vath haoiury rataill axpanancs,

Sales assocutes ramed n product knowdedgae
and cUStOMar angogenmant.

Evant coordinator 106 iN-s100e axparnances.

Customear Sarvice Manager for inguiry and ratunds.

FINANCIAL PLAN

Startup Costs:

Leasahold improvermants: 600,000
Inital invantory. $750,000-81,000,000
Markatng and promations: $50,000
Total: $1,400,000-1, 650,000

Revenue Projections

Yoor 1 $5,400,000-$8.000,000
Yoor 2 $65,480,000-510,800,000
Yoor 3 $72.776.000-§12,9G0,000
Yoor 4  $9.931.200-§15,562,000

Yoor 5 $11,187,440-518,662,400

Profit Margins:
Cross margin: 65%,
Nat peofit margin: 25%,

Nt peofit maegin. 25%,

KEY SUCCESS METRICS

Salas per square foor above South Coast
Para's avorage of $1,500mq. fr.

Pasitwe feadback soores and custormoss
revinws (avirage rating of 4 8'5),

Sall-funded with sdditons! cagital from senall
Busingss loans and Tenant Imgiovaments,

Increasoed socsl meds engagoment and
Toot traflfic Conveesion

REGION | WEST STATE | CA CITY | IRVINE TYPE | SOUTH COAST PLAZ

Other (Hispanic). 7.84%

White (Hispanic): 7.1%

Two or Maore Reces (Non-Hispanic): 3. 72%
Income and Economic Indicators.

Mechan Household Income: $81,210, reflecting
a relatively affluent community.

Par Capita income: $44,.298, indicating ndivicus!
eaming potential,

Poverty Aate. 13.4%, which is below the national
average. suggesting econcmic stability.

COMPETITIVE ANALYSIS

Direct Competitors:

Anthropologie: Targets a similar demographic with
a focus on rendy, artistic, and litestyle products.
Nordstrom: Appeals 1o high-income shopperns with
pramium clothing. Beauty, and accessorias,
Houtique retaillers like Froe People and Madewell
also share overlapping sudiences.

Competitive Edge for Objectrare:

A curated selection of rare, hard-1o-find items not
raadily available through competitons,

REGMON | WEST STAYE | CA CITY | GLENDALE TYPE | GALLEAIA MALL

OBJECTRARE Markat Place [ Departmaent Store | Social Platéarm [ On & OH Line Patfcrm

Taslored, high-touch customer sanace that
priotitizes personalization and exclusivity

Use of storytelling in branding to connect with
Customers emaotionally.

LOCATION ADVANTAGES

I'he storefront’s positioning between Nordstrom
and Anthropologie places Objectrara at the
haart of one of the mall's buslest corridors
Benefits:

Fool Traffic: Leverages Nordstrom's customes
flow, estimated at 15%-20% of total mall visitors.
Brand Compatibility: Anthropologe's

customes profile aligns closaly with

Objectrara’s target market, iIncreasing tha
likelihood of cross-shopping.

Visibility: High visibiity ansures Objectiae
slands oul 10 CUSTOMer s Nnavigating the corridor,

MARKETING AND BRANDING

In-Mall Advertising:

Irvest in digital displays throughout the

mall, featuring Obgactrarna’s unigue product
offarings and promotions

Parner with the mall for seasonal canmpagns
10 maximize visibility.

Social Media Campaigns.
Focus on location-based marketing

through Instagram and TkTok with hashiags
like #ShopGlendale and #Objectrare,

Highight exclusivity by sharnng bahind-the-
scanes content on product sowurcing and
curation.

Collaborations:

Cross-promote with Nordstrom and
Anthropologie theough coordinated events,

Work with local iInfluencars and fashion
bloggers 1o INncrease awaraness.

Grand Opening:
Plan a high-profile opening event with ve
music, refreshments, and exclusive giveswearys.

Oftar aarly sccass 1o VIF customens and press
kits to local maedia.

STORE DESIGN AND LAYOUT
Store Concept:

Create a gallenydike ambsance that reflects the
a0y and exclusivity of the products.

Usa soft, neutral 1ones with modeam, minimalist
displays to keap the foous on the items.

REGON | WEST STATE | CA CITY | GLENDALE TYPE | GALLEAIA MALL
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Content-Driven Sales
Enablement Framework

WFH

REsources that
Drive RO)|

Tools, Reports & Technicg]
Requirements to Run

a Profitable Call Center

/ Client
Convoso

/ Description
The objective was to educate potential customers
while integrating product capabilities,
performance metrics, and customer proof points
within a structured content system.
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/ Convoso developed a long-form educational ebook to position its Saa$S platform
as a solution for remote call center management and compliance.

/ Challenge ece M < > ) & convoso.com e ® M +

Product documentation, performance data, and

client success stories were fragmented across Dractical ti 0S to manage
teams. Materials lacked consistency in hierarchy, :
and improve the

oroductivity of a virtual
call center

layout, and visual clarity.

/ What | Did

Executed case studies, sales presentation
materials, and digital assets within the existing

This guide is a resource for best practices that

brand ViSUG' System. support a profitable work from home (WFH)
outbound call center operation. You need
Executed under tlght timelines with multlple review effective tools and support to optimize your

cloud-based dialer and to manage your

rounds, maintaining consistency across long-form

at-home team so they are focused, motivated,

content and sales-facing deliverables. and productive.

We look at technical workstation requirements,

/ Deliverables:

tools for driving ROI, and management

AO—pqge d|g|tc]| ebook strategies to help your call center thrive.
StrUCtured content SYStem It may be easier than you think.

Integrated customer success data % |
Sales-enablement asset CONVoOSO fﬂLeadsCouncn g\ |

g Profitable & Compliant Remote Call Centers
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Structured Product Communication

/ Worked within the brand's visual system to translate product features,
workflow explanations, and performance metrics into structured layouts.

/ Typography / Color System
Gotham served as the primary brand typeface and Primary brand colors are used across e #“’bjé‘”/
. L . L L RGB 107/54/145
was applied across key communication materials to all Convoso communications to maintain
maintain visual consistency. a consistent visual identity.

HEX #010101
RGB 1/1/1

ST Bk The secondary color acts as the primary

accent, used to create contrast and
HEX #4444L4LL

highlight key inf tion.
ighlight key information e

abcdefghijkimnopqrstuvwxyz

a ABCDEFGHIJKLMNOPQRSTUVWXYZ
a 01234567890(,.;:?!$&*)

A range of gray tones is used as neutral
HEX #0e%aaa

RGB 14/154 /170

ABCDEFGHIJKLMNOPQRSTUVWXYZ
A a abcdefghijkimnopqgrstuvwxyz HEX #ef4476
01234567890¢,.;:?'$&*) RGB 239/69/118

Gotham Book

Gotham Medium support to balance the overall color palette.

abcdefghijklmnoparstuvwxyz RGB 187/75/155

e ABCDEFGHIJKLMNOPQRSTUVWXYZ ——
a 01234567890, ;:?!1$&*)

HEX #d9d8d7/
RGB 217/216/214
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Data-Driven Communication

/ Translated product capabilities and reporting tools into
structured visual layouts, including:

Real-time reporting dashboards
Agent productivity metrics
Conversion tracking frameworks i - e ———— .

@ d + @

(&)

If you don’t have customizable
reports like these to track your
KPIs, you're not maximizing

ROI comparison data

the profitability of your

Your cloud-based contact center virtual call center

software should be able to customize
reports. From standard reports, you
want to be able to access combinations
of metrics easily by using filters, fields,
and breakdowns.

Ensured consistent data styling across charts and

performance sections to reinforce credibility and clarity. Use Reports
to Increase WFH
b Real-Time Reports to effectively Historical Perspective with analytic:

P ro d u Ct | V l ty Right now, we've got manage your call center that provide intelligent insights I"t... | st

-y

about 400 agents and agent product

with flexible and informed decisions working remotely from - Agent Calls Report

. L « i i Wy - o S -» Leads Reports List Conversion Report
responding to real-time reporting home, and we are able e s - Fsion Re;
% = - Agent Productivity Reports -» Agent Performance Reporting

and intel I’:f_]E‘l"t dand "1"“':'5 to see what they,re -» Disposition and Pause Time Reporting
doingat any time. - Time Clock Monitoring
—Heather Griffin, SVP Inside
Sales, Momentum Solar RO-boasting metrics used by most successful outbound call centers

Laarn about mare KPIs in this articka! htos Swww. convasocom/ 6

gssontia-kpis-for-lead-gen-call-center-profitability/

1| Counci
CONvoso Tll LeadsCounc CONVOSO (IE LeadsCouncil

@ d + @

>

@6 + 0 ece M < > () 8 comssscom & @t + 0O ese M < o § coowomo com

G

ese M@ < > L)) @ czewosa o & @ h + @ ese M < > ¢ @ cmvessesn

Real-Time Insights Historical Perspectives Historical Perspectives

- - You want a virtual dialer system that shows in
Rea I 'T' me I n S | g htS real time what's happening with your at-home agents,
Agent Performance Reporting

with a clear, customizable dashboard to monitor every
¢

Time Clock Monitoring A standard report showing number o

Ensuring agents are on-task during their taken, number of sales, conversions like

calls

employee and their status

- Who's on a dead call? scheduled hours bacomes particularly critical percentage of sales to data, etc
when operating a remote ca | center. In some Combine revenue and billakble hours

= Who's on "Not Ready" mode or pause?
to get an averall profit-loss for

An Agent Calls Report Breaks down
=» How many calls are active? total cals taken and made Into cases, agents might clock in to get paid, and go
- : - K s on+task w 3 the raport period you run with a List
= How many agents are available? outbound. inbound, and manua Keap agents on-task with Time on to other activities before they actually clock ion R
callbacks Clock Monitoring Conversion Report
into the dialer. By checking daily, managers can

Cther important metrics to watch in real time are O see if this happens at breaks and lunch Track performance of agent calling activity
with an Agent Performance Report List Conversion Report

' B
- ' ' With this highly customizable report you can
§ Disposition and Pause Time Reporting find out

and if you're running out of data
=» How many leads were dialed?

v =1
| — <l ) Virtual call center managers should be tracking
.
‘\ O J Monitoring performance in real time is key. Hourly . An Agent Productivity Report gives employee utilization, which is the percentage - How many leads actually got on
/ grve
of the time you're paying an employee that the phone?

! | monitoring is best, but at a minimum, managers a breakdown of agent time within the
should be reviewing mid-day reports, s you have dialer, Broken into total time, billable they're on a werkable status. WFEFH agents = Contact rate

the obportunity to course~correct Good call centa time, logen time, not ready/ready time Track employee utilization = : B .
the opportunity to course-correct. Good call center Lead Reports reveal If laads are stuct with Disposition and Pause Time should aim for utilization rates of BO% talk time = Number of sales
rev f leads are stuck
software will also automatically email production in @ list, if they're convarting [or not Reporting (waiting for or talking on a call), and 20% pause = Transfer rate
= And maore, filtered for any pericd

reports at regular intervals and help calculate CPA and dispo time
you want

CONvoso Tﬂ LeadsCouncil CONvVoso ,II-I LeadsCounci CONVoOSoO ﬁ LeadsCounci CONvoso (]ﬂ LeadsCouncil



/ / Folder 02 \

/ Product Marketing

/ Performance Communication Framework

Outcome Emphasis & Visual Hierarchy

/ The objective was to reinforce ROl impact while maintaining narrative clarity and brand consistency. The challenge was

balancing detailed explanatory content with strong visual emphasis on performance metrics.

/ What | Did

Translated customer performance metrics into visually
dominant impact statements while preserving structural
clarity across supporting content blocks.

Ensured that the page served both as an educational
summary and a sales reinforcement moment.
/ Visual Strategy

To emphasize performance impact:

Elevated key metrics (>300%, 400%) using scale contrast

Applied brand-accent color to numerical highlights

Isolated ROI data in a right-aligned emphasis zone

Maintained controlled whitespace to prevent visual overload

The visual hierarchy guided the reader from narrative
explanation to measurable outcomes.

eoe M < >

Remote Call
Center Success
Story

DMM Challenges

Delivering high quality leads
in a volume that meets
Digital Market Media’s client
expectations requires a
level of efficiency and tools
that were lacking in DMM'’s
previous dialer. “Our redial
capability greatly hindered
performance and ROl - we
were dialing through too
many leads inefficiently,” said
Director of Operations, Kyle
Andersson. The company’s
goals were to increase:

« Volume of calls
» Remote agent productivity
« Number of qualified leads

transferred to clients

i convoso.com

Convoso Customer
Digital Market Media [DMM] is a successful inbound call

© h + ©

generation company serving clients in multiple industries by

providing their sales teams with a steady stream of qualified

prospects. Their call center is a remote operation, so their

agents work from home.

Convoso Solution

« Advanced Caller ID

Management

« Omnichannel features
« Automated workflows
« Support of dedicated

product expert

« Optimization of DMM dialer

configuration

« Real-time in-depth

automated reporting

« Comprehensive historical

data analytics of lists and
leads

o Streamlined processes with

productivity tools for WFH
agents

« Reduce agent wait time with

Quick Disposition Tool

CONVOSO @Leadscouncn

DMM Results

DMM grew quickly with

Convoso’s more robust dialer,

new capabilities, and tools:

« Contact rate surged from

7% to 20-30% Critical DMM
KPI, lead to transfer rate,
steadily increased from

2% to 8% for significant ROI
impact

« Doubled agents from 15 to

30 in two months

« Previously unavailable

automated management
reports with real time
analytics saves an hour a
day.

"\dign_al ‘

>300%

Increase in
Contact Rate

400%

InCcrease in
Transfer Rate
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/ Product Marketing

/ Performance Communication Framework

Scalable Framework for Data-Driven Communication

The presentation framework organizes complex marketing and performance content into a clear visual hierarchy. Structured layouts, consistent

typography, and defined data modules support regulatory content, insights, metrics, and testimonials within a cohesive communication system,

iImproving readability while maintaining brand consistency across long form executive presentations.

ese M < > L

Key Compliance Concerns
for Remote Call Centers

8§ o=rwozo com

Develop a Remote Work Plan for Your Business

- Know key points of new legislation. Tax credits
for two weeks paid sick leave
-=» Record Hours Worked. Track via dialer, keep

records 3 years
Risk Assessment - Privacy & Compliance

- Collecting Information

-» Tech Concerns

- Home Environment

-» Mitigation Steps

- TCPA Violations

- Affidavits for WFH Agents

For more datads, watch the WFH Webinar
Keeging it Campliant: Leanl Aspects of Bunming a Virtual Call Center

(m LeadsCouncil

CONVvoso

ene m ') 0 8 c=rwozo com

WFH Call Center

Checklist

CONVOSO 'iﬂ LeadsCouncil

@ dh + @

Compliance Tips* from
MacMurray & Shuster LLP

MA 02 ML JRRAY

SHUSTER

@ d + 0

ese O < ) 0 B comessscom

Compliance
Safeguards Your Dialer
Should Be Providing

Contact Center Compliance Solutions

= Be proactive

-» Scrub against an internal Do Not Call list

=» Don’'t overdial leads

< Use 3rd party compliance integrations
[e.g. Trusted Form, ActiveProspect,
Jornaya)

= Set up dynamic scripting for your agents

= Use skill-based routing for state

compliance

For more details, watch the \W=H Webinar:
Kaeping it Comaliant: Lagal Aspacts of Running a Virtual Call Canter

r
CONvoso ﬂl LeadsCounci

¢ @ h + 0O

State-by-State Compliance

Quick reference quitde”*

3@ SUre your dlaler Is up-to-date with all the rulas

w

Every state has differant requremants. For example, your
diadar shousd not be making a call to amyene in Alabama
on the firet Monday in June because it's Jefferson Davis
Day. In some states, the agent needs to give ther full

name Or their address, while in others, they can't rebuttal

Jse Qur quick referance quide to halp your ol

call canter stay in compliance. The chart, courtesy of our
friends at law firm Mac Murray & Shustar, shows specific
calling restrictions for evary state, including time and day

restnctions, as well as hohaay restnctions

b

¢ @ + O

Is YOUR remote call center set up
to maximize profitability?

Tech Set Up Keys to

Profitability

v Dedicated computers v Real Time Reports

v Webcams v Historical Analytics

v Headsets [echo cx] v Communication Tools
v Browser-based Vv Accountability Tools
software witt . A c
software with multiple v Agent Support Tools
outbound dialing modes,

prioritization for nbound

dialing, and built-in

dynamic scnpting
Vv Stable Internet [ethernet
cable]

o .
CONVoOSsSoO I[l LeadsCounci

Management
Success

v Communication Plan

Keeping it Legal

v Remote Work Plan

v One-on-one's with v Risk Assessment

leadership + Mitigation

aaant Recoanitio )
v Agent Recognition v Dialer Compliance

v Activites to build

connection

Safeguards

v State Calling Restrictions
v Incantive Comp >,

in Lead 1)

v Career Program

L L N J D < > 0 f comesec.com

In the News: Tech
Companies Go Remote

Following announcements by Twitter and Square
that remote work is here to stay for their employees,
Facebook CEO Mark Zuckerberg made a similar

announcement, as reported by the New York Times

Mr. Zuckerberg said, "l expect that remote work is going

te be a growing trend.”

By allowing remote work, Facebocok can broaden its
recruitment, retain valuable employees, reduce the
climate impact caused by commutes and expand the

diversity of its workforce, Mr. Zuckerberg said.

For some companies, working from home IS a privilege

earned by performance.

CONVoOsSo ﬁ LeadsCouncil

!j < ) 0 B coveseccom

Convoso’s
Customer Success
Team |s Here to
Help

&b

CONVoso Tu'Leads\.:nurci

e @ h + O

Aaron Lavie

echnology «

2 Awon Levie © el
> Taw

The push Nageonng @ound ramoks work is a5 gane-changing
106 th futere of %ch s 10 kearch of e IPRone was n 2007,
Tha & nol abourt rend estite. | will chumge how peoducts will be
Semgred, how S colborsle, and how companses wil be
nn poing lervand

5 AN - Nay 21

Qur Poll of
Remote Call
Centers

In a poll Convosoe
conducted of call
centers operating
remotely auring

the 2020 pandemic
shutdown, 65% said
that their future
plans weare gither 1o
continue with all WFH
agaents, or to emEioy
a hybrid of remote
and in-office agants

65%

e @ 0 + @

Convoso supports many remote outbound call centers,
helping to optimize their virtual dialers for profitability,
and access the tools te manage productive at-home

agents

advanced technelogy that allows you to smoothly

transition your agents to work from home

How can we help you operate a more profitable

remote call center?

Owner Tom Carolan, author of the bock, "Have Them

at Hello: How the Best Call Centers Crush Sales
Projections,” reported that within 3 months of switching
to Convoso, they were more effectively managing
agents with previously unavailable tools, saving time

and maney, and doubling the size of the team

# cerwozo com

Work from home call center operations are discovering
new ways of managing productivity and driving
profits. Hiring remote agents expands the talent pool
and geagraphic options. For our modern workforce,
warking at home offers flexibility and opportunity,

especially for Millennials and Gen Z

Advantages of Remote Call Center
Operations

=» Cuts office space costs

= Large pool of talent

- Fewer geographic restrictions

- Easy to scale quickly

- Appeals to Gen Z and Millennials

- Easy to maintain productivity remotely

B
CONvVoso IIlLeadsC:nu"r,i'

m <> [ ) § cowoso coer
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Sales with Mormantum Solar. She has
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medium and large-sized call center
operations, including multi-state

call cantars and offshorg call centers
She has hedped many transition to
remote cperations and has also

worked as a consultant 1o numerous
cal centers. She is an expert in
optimizing the efficiency and
productivty of at horme agents

e
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& ®@ & + ©

I've always thought this

is where we'd be going.
We've been building
technology around
remote call centers for a
long time. Now that we’'re

seeing how effectively it
can be done, | certainly
think that this will change
the landscape. | genuinely
think that a lot of call
centers won't go back
into the office.

-Heather Griffin, SVP Inside
Sales, Momentum Solar
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/ Brand Identity / Website & Mobile App Ul / Accessibility

Grey Lab Digital
Commerce Platform

/ Description

Designing a unified online platform
that merges brand storytelling with
an intuitive shopping flow.

/ Role
Ul/UX design
Cross-platform interface design
Typography and layout system development
Interactive prototyping
Designer-developer collaboration

GREY LAB

u'.‘{_

DEK UF WDEXWU DEK UF WDEXWU

SHOP NOW
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/ Brand |dentity

/ Website & Mobile App Ul

/ Accessibility

Pain Point 1

Limited Brand Narrative

The third-party platform restricts our ability
to communicate Grey Lab's minimalist aesthetic
and urban quality, impeding the establishment

of brand value and premium perception.

/ Design Objectives

Pain Point 2

Fragmented User Data

We lack control over obtaining and utilizing
precise user behavior data, especially during the
inspiration and exploration phases, preventing

deep personalization and effective remarketing.

« Improve information hierarchy across

navigation and product categories

« Establish a modular layout system for product

listings and editorial content

« Maintain visual consistency

/ The Solution

Created a unified digital presence that

Shop Category

clearly expresses the brand'’s personality and

strengthens audience connection.

/ Achieved 2021 - Present

Total sales
Orders

Site sessions
Conversion rate

Lookbook

+197%
+218%
+140%
+19%

Pain Point 3

Inefficient Shopping Journey

The Average Engagement Time is only 34 seconds.

Users are converting quickly or abandoning the site,

missing the opportunity to present styling options

and limiting Average Order Value (AOV)growth.

/ Information Architecture

Order Histor

Personal Profile

Shop
Premium
Collection
Promotion

User Visits Site

Order Detail View

Account Creation /
Login

Account
Wishlist
Bag
Account

Navigation

Home

Subscription

Product Listing
Page

Delivery Status Tracking
ltem Details

Download Invoice
Return Policy Link
Customer Service

About
Customer Service
Legal
Search
Image Gallery
Product Detail
Page

Filters / Sort

Product Card
(Hover to show
secondary detail image)

Material &
Care Tab

Color Selector

Size Selector

Add To Wishlist/
Bag

Complete the look
carousel

You may also like
carousel

Review ltems /
Apply Note

User Login /
Guest Checkout
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/ Brand |dentity

/ Website & Mobile App Ul

/ Accessibility

Modular Interface Components

9:4] all = =m

Ty GREY LAB

1l

LOUNGE CHIC

Our dresses will make vou feel confident

and beautiful for all of your ur favorites

4 FILTER & SORT

soLD bUT

CROPPED SWEATSHIRT
$70 $125

More Colors + More Colors +

d‘«&.

RELAXED WOVEN BLAZER

SOLD OUT

Utility Navigation

——— Section Header System

1 - Content Control System

L1

FILTER & SORT 1)

38

il

View Mode Control

@

J«-«
Lo d

9:4] al = e
) GREY LAB Q=

)
]

SHOP NOW
| w

GET 10% OFF
Be First To Know About Our Latest Collections And

9:4] all = = 9:4] al = e
‘@ GREY LAB Q = ry GREY LAB & =
ur dr will make e nfi
and be for
|
i FILTER & SORT view Il
LOUNGEWEAR CROPPED SWEATSHIRT
$60
SELECT COLOR
BEIGE RED THI
e SELECT SIZE
’ E 3
- { 4
!
(R
ADD TO WHISHLIST ADD TO CART
>
-~ Soft scuba knit sweatshirt with crewneck and drop
shoulders. Relaxed fit,
MORE DETAILS
’ 5 %@ GREY LAB Q =
']
7 I e ‘ l
DEK UF WDEXWU DEK

DEK UF WDEXWU

YOU MAY ALSO LIKE

@

GET 10% OFF
Be First To Know About Our Latest Collections And

N
-~ -

DEK UF WDEXWU DEK UF WDEXWU DEK
9:41 all = =
@ GREY LAB Q =
] SHOP MORE
w slue $100.00 USD
&
d |
5 : il = .
DEK UF WDEXWU a8 00.LED 9:41 '
lue $100.00 US @ e Q =
s - 0 UsD % GREY LAB
SORT BY A
RETURN INFORMATION
FEATURED
ONLINE INVOICE v @ BEST SELLING
| lal download
PRICE, LOW TO HIGH
PRICE, HIGH TO LOW
SUMMERY [] DATE,OLD TO NEW
subtotal (2) $6432.00 M DATE. NEW TO OLD
Delivery $0.00 - '
Taxes $25.99
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Account Experience

9:4] all = - 9:4) all = -
.0 GREY LAB aQ = °%® GREY LAB a =
/ The account section serves as a central hub where users manage personal information, -

review orders, and access service-related functions.

CUSTOMER CARE

ORDERING
Once an order is placed, you will receive an order ary.

SHIPPING & DELIVERY
Order processing times are separate from the shipping
times at checkout.

ORDERING

WHAT IS THE STATUS OF MY ORDER?

Once an order is placed, you will receive an order number
and a confirmation email with your order

summary. Orders generally take 1-2 business days for
processing and may be subject to payment verification,

To check the current status of your order or to view

RETURNS & EXCHANGES :
. = : = 3 = . = . = your order history:
g:41 all = mm 9:41 all = - 9:41 all = = 9:41 all = - 9:41 all = - Need to make a return? We hope you love your
- — ~ — — 3 — - — urchase, but if you need to make. :
o%® GREY LAB Q = *® GREY LAB Q = *® GREY LAB Q = @ GREY LAB Q = °® GREY LAB Q = P e 1. Sign In To Your OBJECTRARE Account.
2. Select On MY ACCOUNT At The Top Right, Then Select
PAYMENT
ORDER HISTORY.
SHOP COLLECTION PREMIUM
L K T e LOGOUT LOGOUT BACK BACK What forms of payment do you accept? 3. Scroll Down To Locate The Order You're Interested In
And Click On The Order Number To Display The Order
2025 SIZING & FIT Details.
e ORDER #1002 How wgbgvrskz Bgkres,e refunds.
MAISON MECANIQUE
? MY ACCOUNT MY ACCOUNT DATE 12/22/2022 t221pm gt HOW DO | TRACK MY ORDER?
LEATHER SHOP TOTA_L $668.99 (including $25.99 in taxes) MY ACCOUNT After you received your order confirmation email, a
Details How we process returns and refunds. second shipping confirmation email will be sent once
SCUBA i . P
i NEED TO MAKE A RETURN? your order has been mailed, and it will include the
V) ; tracking number for your package.
LOUNGE CHIC ORDER  DETAILS & SECURITY  ADRESSES  CREDITS ORDER DETAILS & SECURITY ADRESSES CREDN ; ~ We at grey lab hope you love your purchase, but if you o VI PR—_
Deliverd Closed need 1o make a return for any reason, here are the details
2024 CAN | CANCEL OR MODIFY MY ORDER?
Please click on the following RETURN tab and follow the Here at OBJECTRARE, we work hard to process your order
24 HPOLIDAY remaining instructions. LANGUAGE as quickly as possible, We highly recommend
CROPPED 2 :
T e m The retumn must fall under the retum requirements, thoroughly reviewing all information prior to submitting
YOUR ADDRESSES ORDER #1002 oy 3 please read our “RETURN POLICY™ tab on below for COUNTRY/REGION your order.
24 SPRING December 22, 2022 Size X detalls. If you would like to see other options for returns,
HTGXH LING $6439 please check on the *“WHAT ARE MY RETURN OPTIONS?" Once an order has been processed, we are unable to
higxh Ling tab. change the content of your order.We do not
3675 Broadway Place ¢ NEWSLETTER SIGNUP intentionally collect Personal Information from children,
Los Angeles CA 90007 SEQUIN SHIRT I YK PO S e _ If you are the parent or guardian and believe your child
United States Pink ———————— Our team has noticed that some mobile devices unable to h S kiad ith P el R |
LOGIN Size X $10000 USD print the shipping label. In this case, we recommend that CUSTOMER CARE ! o o o VU U SR NP B LI
Edit | Delete you do a return process or label print on desktop or laptop. contact us at the address below to request deletion.
WISHLIST (00) ORDER #1002 i We are currently investigating and fixing the issue, and we
December 22, 2022 will normalize it as soon as possible. We apologize for the
MY BAG (00) HTGXH NTE (DEFAULT) $6439 VIEW DETAILS Inconvenience,
htgxh ntfj RETURN INFORMATION .
3775 Broadway Place WHAT ARE MY RETURN OPTIONS?
Los Angeles CA 90007 This ntem can't be returned. Co t ur returns pol —_ —
ABOUT US United States T e A DOMESTIC RETURNS 9:4] all = =m 9:41 all = -
for more information GCet refunded faster with our easy online returns process.
; s chack the terms and expiry date rules in our 1. To start, go 10 top of the current page or open . — —
CUSTOMER CARE : Koma Cabin cdaacx 1} nd r 1 e i J Q = Q =
Edit | Delete oo Saquaress s Sl e, o‘® GREY LAB ryr GREY LAB
CONTACT 2. Click "RETURN" from "NEED TO MAKE A RETURN?" tab
. 3. Fill out the Order® and Zip Code that was provided BACK BACK
‘ ONLINE INVOICE when you place the order. Click “Look up your order”
ADD NEW ADDRESS LANGCUAGE button.
4. Select the items that you desire to return and click
*Submit Request” button.
g COUNTRY/RECION 5. Click *Print Return Label” button to print the pre-paid SHIPPING & DELIVERY PAYMENT
COUNTRY/REGION . SUMMERY shipping label for your return.
y P l 4 subtotal (2) $135.00 >
Y 1
( ORDER PROCESSING TIMES OVERVIEW
| Order processing times are separate from the shipping Once an order is placed, you will receive an order number

1. Account Access » 2. Navigation via Slide Menu » 3. Order History

» 4. Order Details

» 5. Return / Support

/ This flow illustrates how users access their account, navigate to their order history,

and review detailed purchase information.

The experience supports post-purchase transparency by allowing users to easily

times at checkout.

All orders with Ground Shipping are processed and
shipped within 1 to 2 business days.

Expedited orders placed before 11:00 AM PT or (2200 PM
ET) will be shipped on the same day.

After receiving your order confirmation email. You will
receive another notification email with the tracking
information when your order has shipped. Weekends and
holidays are excluded from the standard order processing
and shipping times. Please account for non-business days
when selecting your desired shipping method.

NOTE: Due to the high volume of holiday sales, orders
may take longer to arrive. We are not responsible for
shipping carrier delays or postal service problems that are
outside of our control. We will try to minimize any
potential delays.

DOMESTIC SHIPPING RATES AND ESTIMATES

Shipping charges for your order will be calculated and
displayed at checkout.

and a confirmation email with your order summary
Orders generally take 1-2 business days for processing and
Details

ACCEPTED PAYMENT METHODS
We accept the following methods, or forms of payment:

VG WB. USB G4 3IWQCY MY ORDER?

Here at OBJECTRARE, we work hard to process your order
as quickly as possible. We highly recommend thoroughly
reviewing all information prior to submitting your order.

Once an order has been processed, we are unable to
change the content of your order.We do not intentionally
collect Personal Information from children. If you are the
parent or guardian and believe your child has provided us
with Personal Information, please contact us at the
address below to request deletion.

LIQBGRY3IO2LQYT, T DO YOU ACCEPT?
We accept the following forms of payment: Visa,

Mastercard, American Express, Discover, and Paypal.

CVIQW ,LHTE4ALQAHGI BITEREWHTS4AE

track orders, review past purchases, and access relevant service information. Bl gl ot ctomar cr .11 o e

Al Ground 3 To 7 Business $6.99

Days

Al Express 2 Business $10.99
Days

order.
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Product Discovery

and add items to their bag.

/ Brand Identity / Website & Mobile App Ul / Accessibility
= Q GREY LAB )
9:4] all = mm 9:4) al = -
o'e GREY LAB Q = ry GREY LAB Q =
/ This flow illustrates how users navigate from the side menu to product details LOUNGE CHIC MY BAG
e s
o

The experience supports product discovery, evaluation, and purchase through
a clear navigation structure and focused product interface.

9:4] all = = 9:4) all = = 9:41 Wl = . 9:4] all = =
= |
% — SHOP — COLLECTION  PREMIUM SHOP  COLLECTION  PREMIUM
NEW IN | > WHAT'S NEW 2025
CATEGORY > NEW IN TODAY MAISON MECANIQUE
PRE-ORDER NEW TOPS LEATHER SHOP
SALE 4 NEW BOTTOMS SCUBA
ESSENTIALS | NEW DRESSES ' S— LOUNGE CHIC
BACK IN STOCK 2024
BEST SELLES TRENDING NOW 24 HPOLIDAY
UNISEX STATEMENT KNITS 24 FALL
FASHION FEED 24 SPRING

FAUX FUR AND SHEARLING

LOGIN
LOGIN
WISHLIST (00)
WISHLIST (00
MY BAG (00) (00)
MY BAG (00)
ABOUT US
CUSTOMER CARE ABOUT US
» CONTACT CUSTOMER CARE
i o CONTACT
. sHOP Now LANGUACE
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COUNTRY/REGION N
. N\ ) ) / COUNTRY/REGION

/The side navigation menu organizes product
categories in a clear hierarchical structure, allowing
users to quickly locate product groups without
overwhelming the interface.

A clean layout and minimal visual elements keep the
navigation focused and easy to scan, helping users
move efficiently from exploration to product discovery.

CROPPED SWEATSHIRT CREWNECK SWEATSHIRT
$60 375

More Colors + More Colors +

r
i NEW SOLD oUT
| ' | |

/ The product detai
imagery to highlig

CROPPED SWEATSHIRT
$60

Soft scuba knit sweatshirt with crewneck and drop
shoulders. Relaxed fit,

MORE DETAILS /

SELECT COLOR
BEIGE RED WITHE BLACK

IVORY BLUE

SELECT SIZE

ADD TO WHISHLIST ADD TO CART

BUY NOW

Share
sShipeing. Exchanges And Returns
Need More Help

COMPLETE THE LOOK

' SEQUIN SHIRT SR

: Pink $10000 USD
Size S

TOTAL: $115.00 USD

Tax included and shipping calculated at
checkout

CHECKOUT

YOU MAY ALSO LIKE

DEK UF WDEXWU DEK UF WDEXWU
$125 $125

LANCUAGE
COUNTRY/REGION
NEWSLETTER SICNUP

CUSTOMER CARE

page emphasizes large

Nt product features and textures,

supporting visual evaluation before purchase.

Text elements are intentionally kept minimal and

set in smaller type to maintain a clean layout while

still providing essential information such as price,

size options, and product descriptions.
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Design System
/ The interface was designed around clarity, visual hierarchy, and product-focused browsing.

Clean layouts, simplified typography, and large imagery create a visually balanced
experience that allows users to focus on products while navigating the site with ease.

/ Color System

HEX #FFFFFF HEX #000000 HEX ##ESESES
RGB: 255/255/255 RGB: 0/0/0 RGB: 232/232/232

/ Typography

Montserrat

Montserrat Bold
Titles 25pt, Sub Titles 15pt

SUBSCRIBE TO OUR NEWSLETTER

Sign up for email updates on the latest gREY IAB
collections.

Montserrat Regular
By sioni,
Body Copy T1pt 9””’9 up below, you agree to Stay in touch with Grey
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K Fusion Brand
Packaging System

/ Client
K Fusion

/ Description
The project focused on developing a scalable
brand identity system that could be applied
consistently across packaging, product materials,
and marketing assets.
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Brand Identity Framework

/ The visual identity was developed to create a recognizable brand
presence across both digital and physical touchpoint.

% Fysio®

0.21 X X 0.41 X

Wordmark

Logo-B

“(USioO

0.61 X
X
(&
< Qo
0.41 X
Yy o2
ou, MO
52X X 0.47 X
0.67 X

0.64 X

0.73 X

0.35 X

For Header And Slogan

Crooglo

Croogla is a modern typeface with rounded forms that
create a friendly and approachable tone. Its smooth
curves improve readability while maintaining a playful
visual character across both digital and print applications.

For Body Text

ABee’Zee

ABeeZee is a clean sans-serif typeface designed for
clear and consistent body text. Its simple structure
supports comfortable reading and works well for
longer passages of content.

Letter Mark Clear Space

HEX #D7D7D7
RGB: 215/215/215

HEX #FOE8DD
RGB: 240/232/221

HEX #FOE8S8DD
RGB: 191/0/0

HEX #D7D7D7
RGB: 215/215/215

HEX #D7D7D7
RGB: 215/215/215
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Packaging Layout System

/ The packaging design translates the brand identity into a structured
layout system that can adapt to multiple product formats.

Logo Clear Space Wordmark Clear Space Incorrect Usage Examples
lo2x (NN 0.26 X
k fusion g
"""""" 0.26 X
0.48 X X 0.48 X k fusion

Logo Minimum Size

- k fusion o usion

Wordmark
. 0.23X ®
usion -
Wordmark
feed Your TR feed Your
0.67 X MoNnstef MonNnstefr
, feed Your feed Your
' 0.67 X
L 023X MoNnster MoNster
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Production Design Execution

/ Prepared production-ready packaging assets with aligned dielines,

placement rules, and print specifications to support accurate manufacturing
output across multiple formats.
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OTHER FAVES

PMate 15 | Bowt 1)
Thio- sticed Seef with special
Korean marnade and chartroled

CHICKEN  Plawe 15 | Bowt 13
Chicten with 1pecal Lorean
marinode ond Charbroded

PORK Pote 15 | Bowd 12
Thin - slced pork with speciol

Korean marnade ard chertrofied

B8O bee!, shredded codboge, pckied onions

Speciol sauce, RiBS

Spkcy Mayo 0n 0 Hawosan bun 13 Beel shart rbs with specat Korean
mormose and chartroded 21
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rled egg. Crispy ondons,
Specol sowe
Spcy mayo on 0 Howalian Bun 1%
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CRISPY CHICKEN BURGER

Oeep fried chichen. shredded (abbage. tomanto
Special sauce, spcy mayo 1)
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