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Mark Comparisons

j a c o b  h a m i l t o n    

professional serviceretail non-profit manufacturing

d’lux motors

What D’Lux Motors does well is knowing 
what they are as a manufacturer. They have 
an identity that is unique in creating and up 
keeping vintage cars. The logo however is 
vintage and not in an appealing way. Their 
storefront could be equated to a retro diner. 
This logo is doing too much and is just trying 
to incorporate too many ideas at once. 

tesla

What is effective about the Tesla logo, is its 
dual function. While forming a letter T, it also 
reflects the shape of the car. A logo that has 
multiple meanings and considerations is a 
well thought out logo. This logo reflects its 
product perfectly, remaining futuristic and 
using sharp corners. I appreciate most how it 
avoids the cliche amongst car manufacturers 
of using a chrome logo. 

shadowbox live

A non profit theater company with a central 
goal of facilitating community and bringing 
people together. Their logo doesn’t currently 
reflect or give any insight as to what their 
company is about. It has an overuse of effects 
and is convoluted and confusing. It is hard to 
tell what exactly it represents. It would be in-
teresting to represent the community oriented 
goals in their logo or something to show it is a 
theatrical company. 

weathervane playhouse

Weathervane Playhouse, also a local nonprofit 
theater has an eccentric and vibrant logo that 
reflects their company. What works for this is 
its refined color palette that features beauti-
ful jewel tones. It also is direction holding the 
meaning of moving forward. It is recogniz-
able and memorable. With a local company 
that doesn’t stretch beyond its community, it 
is important to make an imprint on people’s 
minds through your imagery and not just 
use nonsense shapes that don’t equate to an 
image in people’s minds. 

pine valley golf club

Pine Valley Golf Club is a part of a country 
club, but does not convey a feeling of an 
exclusive lifestyle through its logo. The typog-
raphy is quite difficult with its incorporation 
of clip art images and takes away from the 
logo’s effectiveness. 

swingers golf club

What is so interesting about the Swingers Golf 
Club logo is that it carries a real personality 
through its hand lettered word mark mimick-
ing the stroke of a golf club. It incorporates 
the imagery of a golf flag while maintaining 
a beautiful simplicity. The logo is refined and 
feels mature for an exclusive club experience. 
Golf clubs typically being a part of country 
clubs provide much more than just a place to 
golf, it is a lifestyle. This logo would relay to 
potential patrons that they could adopt a go 
with the flow lifestyle.  

second sole

There is something so inspiring about a 
cobbler business running and thriving in 2024. 
While this logo is not fully flawed, it could be 
more interesting and I am very inspired by the 
name and vintage feel of the business. There 
is too much being done and it is more signage 
than a logo. I could see a play on words being 
done and there is definitely endless imagery 
to pull from for a cobbler’s business. 

cobbler

This shoe repair store fittingly named “Cob-
bler” is an anomaly amongst logos in such 
an outdated profession. It is modernized and 
feels fresh. While the appeal of most cobbler’s 
is the vintage aesthetic, the cleverness in this 
logo shines through. the hammer which forms 
a c which is fixing its own shoe is a unique 
solution to a logo for a shoe store. Being an 
icon, it is versatile across all forms of produc-
tion and will always appear well. 

sequoia financial group

While Sequoia Financial Group has a very 
intriguing name, their logo could be more 
well considered. It is not a bad logo, it is just 
a first thought type of logo. I feel a good logo 
requires an “aha” moment of genius where 
something clicks and creates a unique brand 
identity. A good logo should transcend cliches. 
This logo succeeds in scalability and getting 
the point across but is convoluted in the ico-
nography and type presentation. 

edelman financial engines

The logo for this financial company does a 
good job of utilizing principles of design to 
create a double image in the logo. An E and 
F both being visible must have took a lot of 
thought and consideration. While professional 
companies often lack personality in their logos 
due to the nature of their work, there’s still a 
brand story that is relayed. One has to think 
about what their audience would want to see 
when choosing someone to deal with their fi-
nances and it is a group of people that knows 
what they’re doing. That is all relayed through 
this logo design. 
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Initial Sketches - Pictogram
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Initial Sketches - Symbol
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Initial Sketches - Monogram
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Initial Sketches - Wordmark



Jacob Hamilton | Corporate Identity | Fall 2024 8.

Initial Sketches - Combination
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Revisions



1. Pictogram or Icon 2. Abstract Symbol

4. Logotype or Wordmark3. Monogram 5. Combination
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Pine Valley

Service

Golf Course, Country Club

Mission Statement: As a family owned course with a friendly staff and 
value driven pricing it is the perfect place for all ages and levels of golfers. 
Our staff will always strive to make you feel at home, provide you with 
great value and give assistance when needed. We offer great rates, online 
bookings, seasonal promotions and many new offerings tailored to 
Wadsworth and the surrounding communities.

Competitors: Mud Run, Firestone Country Club

The local golf course competitors are all quite dated in their branding. 
Modernizing their logo, but maintaining the family-owned appeal will help 
to breathe new life into their company. 
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Initial Sketches - Pictogram
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Initial Sketches - Symbol
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Initial Sketches - Monogram
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Initial Sketches - Wordmark
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Initial Sketches - Combination
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Revisions
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Final High Contrast Drawings

1. Pictogram or Icon 2. Abstract Symbol

4. Logotype or Wordmark3. Monogram 5. Combination
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ShadowBox Live

Non Profit

Community, Theater

Mission Statement: As a leading entertainment destination in Columbus, 
Ohio, we tell stories with captivating shows and intimate dining experiences 
that move audiences beyond experience into a shared expression of joy.

Competitors: Ohio Theatre, Short North Stage

The local theater competitors are all quite established in their identity. 
Being the capital of the state (columbus) there is a lot of active theater 
companies and they all have quite unique identities. What can help 
differentiate Shadowbox live is their historic building and their mission 
surrounded around facilitating community. 
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Initial Sketches - Pictogram
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Initial Sketches - Symbol
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Initial Sketches - Monogram
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Initial Sketches - Wordmark
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Initial Sketches - Combination
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Revisions
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Final High Contrast Drawings

1. Pictogram or Icon 2. Abstract Symbol

4. Logotype or Wordmark3. Monogram 5. Combination

Jacob Hamilton | Corp ID | Fall 2024

Akron Press

Non Profit

University press, local history

Mission Statement: The University of Akron Press is a small publisher 
of scholarly, literary, and general interest books. Since 1988, we have 
published compelling works with regional and national significance. 
We are committed to the idea of scholarship as a public good and work 
collaboratively with our authors to produce books that meet the highest 
editorial and design standards. The Press is overseen by an editorial board 
of University of Akron faculty. 

Competitors: Kent state, Ohio state, other AU Presses

It is important to differentiate UA Press from other AU presses. Though 
competition is sparse due to the importance of local history, a specific 
identity will boost the importance of the UA Press in the eyes of consumers. 
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Initial Sketches - Pictogram
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Initial Sketches - Symbol
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Initial Sketches - Monogram
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Initial Sketches - Wordmark
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Initial Sketches - Combination
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Revisions
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Final High Contrast Drawings

1. Pictogram or Icon 2. Abstract Symbol

4. Logotype or Wordmark3. Monogram 5. Combination
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Sequoia Financial Group

Professional

Bank, financial literacy, wealth planning, asset management

Mission Statement: BUILT FOR YOU. We serve clients across the wealth 
continuum, enriching lives by helping individuals and families advance 
their chosen future.

Competitors: Towpath credit union, Huntington bank

It is important for Sequoia FInancial Group to emphasize what they do 
best. They are more than a bank. They are built for your needs and handle 
everything from wealth planning to asset management.  
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Initial Sketches - Pictogram
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Initial Sketches - Symbol
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Initial Sketches - Monogram
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Initial Sketches - Wordmark
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Initial Sketches - Combination
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Revisions
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Final High Contrast Drawings

1. Pictogram or Icon 2. Abstract Symbol

4. Logotype or Wordmark3. Monogram 5. Combination
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Second Sole

Retail

Cobbler, Shoe repair

Mission Statement: We invite runners, walkers, and fitness enthusiasts of 
all levels to come check us out and see why our ‘sit and fit’ process is the 
best you can find - every individual is different, and has their own needs.  
We understand that and will take our time to help you find the perfect shoe, 
for any occasion.  Whether a beginning walker, runner, hiker, or local track 
athlete, we have the experience and expertise to keep you moving and keep 
you healthy.

Competitors: Kicks, Lucky shoes

Though cobblers don’t deal with much competition in 2024, the business 
of Second Sole has to evolve to compete with shoe stores. Directing 
themselves to a younger audience and showing them the importance of 
fixing their shoes over buying a new pair will be important. 
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Initial Computer Exploration
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Computer Refinement
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Final Logo
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Color Exploration
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Color Sheet
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Second Sole

Primary Mark

Pantone CMYK RGB

Pantone 717 U

C: 11 M: 64 Y: 85 K: 1

R: 218 G: 118 B: 62

Pantone 5463 U

C: 76 M: 58 Y: 51 K: 34

R: 61 G: 78 B: 86
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Letterhead Exploration

Dear insert name,

Essunt vit minim seque lantiassit vent omnit arciisimini utemquiam 
labora con repta elignis esenimusam evendigent ullendae. Et rae 
dende laboriatem andit audande nobis ex estotatiis utatur? Sant 
quibusa num acesciis et aut enienihil et evelent. Harum hilia quatemp 
oritatem. Itatatiume veriatios doloriossint aut et quiamus quati 
qui aut autem reperspe sitam fugitesciet facimporrum nonsequis 
nonsecuptur? In et quibus. Ut eos voluptam ut volor reictem quaecte 
cor ape volentiusant asime doluptas arcidistemo temo cumquis dus 
di aut anis que plautem reperrum ex est dolorepe dolum que milliti 
asperunt explaut aut quidunt.

Arum essunt aut odiore exceaquibus modipsam qui corepti nctassin ex 
eosa si atem consed utem imus at accab idusam libus, optiorr orendi 
ditibus ellabo. Ectatur? Ores ex et il mo o�  ctiam faccupt atintionse 
simenducid ut voluptas ene poremodit lacim res minum doloribus, 
sincipitae peliaepro quis soloribus quia solorrupta cus alitemporae 
reptatius del is dem sequidem. Et eatatiur autates non cuptur aspercia 
que derit lique con nihiti as modit voluptat.

Sincerely, 

Jacob Hamilton

Dear Jane Doe,

Thank you for reaching out to Second Sole! We’re delighted to hear about your 
interest in having your footwear restored. Whether you’re looking to revive a 
cherished pair of shoes or give them a new lease on life, our skilled craftsmen 
specialize in expert repairs and restorations, ensuring your soles are as good as new. 
We take pride in providing personalized service and the highest quality care for every 
pair we handle.

If you have any specifi c questions or would like a quote, we’re here to assist!

Best regards,

Jacob Hamilton
Second Sole Cobblers

1466 N Portage Path
Akron, OH 44313

330-835-9404
secondsoleakrun.com

Dear Archie Support,

Thank you for reaching out to Second Sole! We’re delighted 
to hear about your interest in having your footwear restored. 
Whether you’re looking to revive a cherished pair of shoes or 
give them a new lease on life, our skilled craftsmen specialize in 
expert repairs and restorations, ensuring your soles are as good 
as new. We take pride in providing personalized service and the 
highest quality care for every pair we handle.

If you have any specifi c questions or would like a quote, we’re 
here to assist!

Best regards,

Jacob Hamilton
Second Sole Cobblers

1466 N Portage Path
Akron, OH 44313

330-835-9404
secondsoleakrun.com
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business card exploration

Sam Sticher
Ma ste r  Co b b l e r  &  So l e  S ave r

555-BOOT (555-2668)

sam.sticher@secondsole.com

123 Main Street, Akron, OH

Bringing your favorite footwear back to life, one stitch at a time. Specializing in vintage 

restoration, leather repair, and custom soles that stand the test of time.
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Stationary System
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Initial Computer Exploration

shadowbox live!
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Computer Refinement

shadowbox live

shadowbox live!

shadowbox

live
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Computer Refinement
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Final Logo
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Color Exploration
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Color Sheet
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Shadowbox Live

Primary Mark

Pantone CMYK RGB

Pantone 694 U

C: 23 M: 50 Y: 30 K: 0

R: 197 G: 140 B: 130

Pantone warm gray 11 U

C: 51 M: 47 Y: 49 K: 12

R: 126 G: 119 B: 114
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Letterhead Exploration

Dear insert name,

Essunt vit minim seque lantiassit vent omnit arciisimini utemquiam 
labora con repta elignis esenimusam evendigent ullendae. Et rae 
dende laboriatem andit audande nobis ex estotatiis utatur? Sant 
quibusa num acesciis et aut enienihil et evelent. Harum hilia quatemp 
oritatem. Itatatiume veriatios doloriossint aut et quiamus quati 
qui aut autem reperspe sitam fugitesciet facimporrum nonsequis 
nonsecuptur? In et quibus. Ut eos voluptam ut volor reictem quaecte 
cor ape volentiusant asime doluptas arcidistemo temo cumquis dus 
di aut anis que plautem reperrum ex est dolorepe dolum que milliti 
asperunt explaut aut quidunt.

Arum essunt aut odiore exceaquibus modipsam qui corepti nctassin ex 
eosa si atem consed utem imus at accab idusam libus, optiorr orendi 
ditibus ellabo. Ectatur? Ores ex et il mo o�  ctiam faccupt atintionse 
simenducid ut voluptas ene poremodit lacim res minum doloribus, 
sincipitae peliaepro quis soloribus quia solorrupta cus alitemporae 
reptatius del is dem sequidem. Et eatatiur autates non cuptur aspercia 
que derit lique con nihiti as modit voluptat.

Sincerely, 

Jacob Hamilton

Dear Jane DOe,

Thank you for your inquiry about renting out our theater for your 
production. We are really excited about the prospect of working 
together. Our theater can house one hundred people which should 
work perfect for your intimate performance. 

We have attached a rental agreement and more information about our 
facilities and what we cna provide. 

Sincerely, 

Jacob Hamilton

Theater & Box Offi ce 503 S Front St. Ste 260

Columbus, OH 43215

(614) 416-7625

shadowboxlive.org

DEAR REESE HEARSAL,

Thank you for your inquiry about renting out our theater for your 
production. We are really excited about the prospect of working 
together. Our theater can house one hundred people which 
should work perfect for your intimate performance. 

We have attached a rental agreement and more information 
about our facilities and what we can provide. 

SINCERELY, 

JACOB HAMILTON

THEATRICAL EVENT PLANNER

Theater & Box Offi ce 503 S Front St. Ste 260

Columbus, OH 43215

(614) 416-7625

shadowboxlive.org
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jamie bright

Production Manager

Shadowbox Live Theater Company

(614) 555-0192

jamie.bright@shadowboxlive.com

503 Front St, Columbus, OH
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Stationary System
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Signage
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Initial Computer Exploration

pine valleypine valley
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Initial Computer Exploration

pine valley

pine valleyv

pine  valley

pine valleypine valley

pine valley

pine  valley
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Typographic Explorations

W A D S W O R T H  O H I O

P I N EP I N E   VV A L L EA L L E YY
E S T .  1 9 1 3

E S T .  1 9 1 3
PINE VALLEYPPIINNEE  VVAALLLLEEYY

E S T .  1 9 1 3

W A D S W O R T H  O H I O

P I N E  P I N E  VVA L L E YA L L E Y
E S T .  1 9 1 3

E S T .  1 9 1 3

PINE
VALLEY
ESTABLISHED IN 1913

PINE VALLEY
Est. 1913
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Typographic Refinement
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Typographic Refinement
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Final Logos
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Color Exploration
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Color Exploration



Jacob Hamilton | Corporate Identity | Fall 2024 72.

Color Sheet

Pine Valley

Primary Mark

Jacob Hamilton | Fall 2024  | Corp ID

Secondary mark

Pantone CMYK RGB

Pantone 4695 U

C: 45 M: 59 Y: 62 K: 25

R: 123 G: 93 B: 82

Pantone 289 U

C: 78 M: 67 Y: 38 K: 22

R: 69 G: 79 B: 106
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Letterhead Exploration

Dear insert name,

Essunt vit minim seque lantiassit vent omnit arciisimini utemquiam labora con 
repta elignis esenimusam evendigent ullendae. Et rae dende laboriatem andit 
audande nobis ex estotatiis utatur? Sant quibusa num acesciis et aut enienihil et 
evelent. Harum hilia quatemp oritatem. Itatatiume veriatios doloriossint aut et 
quiamus quati qui aut autem reperspe sitam fugitesciet facimporrum nonsequis 
nonsecuptur? In et quibus. Ut eos voluptam ut volor reictem quaecte cor ape 
volentiusant asime doluptas arcidistemo temo cumquis dus di aut anis que plautem 
reperrum ex est dolorepe dolum que milliti asperunt explaut aut quidunt.

Arum essunt aut odiore exceaquibus modipsam qui corepti nctassin ex eosa si atem 
consed utem imus at accab idusam libus, optiorr orendi ditibus ellabo. Ectatur? 
Ores ex et il mo o�  ctiam faccupt atintionse simenducid ut voluptas ene poremodit 
lacim res minum doloribus, sincipitae peliaepro quis soloribus quia solorrupta cus 
alitemporae reptatius del is dem sequidem. Et eatatiur autates non cuptur aspercia 
que derit lique con nihiti as modit voluptat.

Sincerely, 

Jacob Hamilton

Dear Jane Doe,

Thank you for your inquiry about hosting your wedding at Pine Valley 
Golf Course. We are thrilled that you are considering our beautiful 
facilities for your special day. Our venue o� ers breathtaking views, 
elegant event spaces, and professional services to ensure your 
wedding is truly memorable. Enclosed, you’ll fi nd a copy of our 
wedding agreement with detailed information on pricing, available 
packages, and our booking policies.

We look forward to the opportunity to help make your wedding day 
unforgettable.

Warm regards,

Jacob Hamilton

Pine Valley Golf Course Events Team

PINE VALLEY GOLF CLUB 469 Reimer Rd.

Wadsworth, OH 44281

(330) 335-3375

pinevalleyohio.com 

PINE VALLEY 

GOLF CLUB

469 Reimer Rd.

Wadsworth, OH 44281

(330) 335-3375

pinevalleyohio.com 

Dear Jane Doe,

Thank you for your inquiry about hosting your wedding 
at Pine Valley Golf Course. We are thrilled that you are 
considering our beautiful facilities for your special day. 
Our venue o� ers breathtaking views, elegant event spaces, 
and professional services to ensure your wedding is truly 
memorable. Enclosed, you’ll fi nd a copy of our wedding 
agreement with detailed information on pricing, available 
packages, and our booking policies.

We look forward to the opportunity to help make your 
wedding day unforgettable.

Warm regards,

Jacob Hamilton
Pine Valley Golf Course Events Team
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Letterhead Exploration

PINE VALLEY 

GOLF CLUB

469 Reimer Rd.

Wadsworth, OH 44281

(330) 335-3375

pinevalleyohio.com 

Dear Jane Doe,

Thank you for your inquiry about hosting your wedding 
at Pine Valley Golf Course. We are thrilled that you are 
considering our beautiful facilities for your special day. 
Our venue o� ers breathtaking views, elegant event spaces, 
and professional services to ensure your wedding is truly 
memorable. Enclosed, you’ll fi nd a copy of our wedding 
agreement with detailed information on pricing, available 
packages, and our booking policies.

We look forward to the opportunity to help make your 
wedding day unforgettable.

Warm regards,

Jacob Hamilton
Pine Valley Golf Course Events Team

PINE VALLEY 
GOLF CLUB

469 Reimer Rd.
Wadsworth, OH 44281

(330) 335-3375
pinevalleyohio.com 

Dear Jane Doe,

Thank you for your inquiry about hosting your wedding 
at Pine Valley Golf Course. We are thrilled that you are 
considering our beautiful facilities for your special day. 
Our venue offers breathtaking views, elegant event spaces, 
and professional services to ensure your wedding is truly 
memorable. Enclosed, you’ll fi nd a copy of our wedding 
agreement with detailed information on pricing, available 
packages, and our booking policies.

We look forward to the opportunity to help make your 
wedding day unforgettable.

Warm regards,

Jacob Hamilton
Pine Valley Golf Course Events Team

PINE VALLEY 
GOLF CLUB

469 Reimer Rd.
Wadsworth, OH 44281

(330) 335-3375
pinevalleyohio.com 

Dear Jane Doe,

Thank you for your inquiry about hosting your wedding 
at Pine Valley Golf Course. We are thrilled that you are 
considering our beautiful facilities for your special day. 
Our venue offers breathtaking views, elegant event spaces, 
and professional services to ensure your wedding is truly 
memorable. Enclosed, you’ll fi nd a copy of our wedding 
agreement with detailed information on pricing, available 
packages, and our booking policies.

We look forward to the opportunity to help make your 
wedding day unforgettable.

Warm regards,

Jacob Hamilton
Pine Valley Golf Course Events Team
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PINE VALLEY 
GOLF CLUB

469 Reimer Rd.
Wadsworth, OH 44281

330.335.3375
pinevalleyohio.com 

Dear birdie fairway,

Thank you for your inquiry about hosting your wedding at Pine 
Valley Golf Course. We are thrilled that you are considering our 
beautiful facilities for your special day. 

Our venue offers breathtaking views, elegant event spaces, and 
professional services to ensure your wedding is truly memorable. 
Enclosed, you’ll find a copy of our wedding agreement with 
detailed information on pricing, available packages, and our 
booking policies.

We look forward to the opportunity to help make your wedding 
day unforgettable.

Warm regards,

Jacob Hamilton
Pine Valley Golf Course Events Team

take a virtual tour 
of the course @ 
pinevalleyohio.com

PINE VALLEY 
GOLF CLUB

469 Reimer Rd.
Wadsworth, OH 44281

330.335.3375
pinevalleyohio.com 

Dear birdie fairway,

Thank you for your inquiry about hosting your wedding at Pine 
Valley Golf Course. We are thrilled that you are considering our 
beautiful facilities for your special day. 

Our venue offers breathtaking views, elegant event spaces, and 
professional services to ensure your wedding is truly memorable. 
Enclosed, you’ll find a copy of our wedding agreement with 
detailed information on pricing, available packages, and our 
booking policies.

We look forward to the opportunity to help make your wedding 
day unforgettable.

Warm regards,

Jacob Hamilton
Pine Valley Golf Course Events Team
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PINE VALLEY 
GOLF CLUB

469 Reimer Rd.
Wadsworth, OH 44281

330.335.3375
pinevalleyohio.com 

Dear birdie fairway,

Thank you for your inquiry about hosting your wedding at Pine 
Valley Golf Course. We are thrilled that you are considering our 
beautiful facilities for your special day. 

Our venue offers breathtaking views, elegant event spaces, and 
professional services to ensure your wedding is truly memorable. 
Enclosed, you’ll find a copy of our wedding agreement with 
detailed information on pricing, available packages, and our 
booking policies.

We look forward to the opportunity to help make your wedding 
day unforgettable.

Warm regards,

Jacob Hamilton
Pine Valley Golf Course Events Team
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PINE VALLEY 
GOLF CLUB

469 Reimer Rd.
Wadsworth, OH 44281

330.335.3375
pinevalleyohio.com 

Dear birdie fairway,

Thank you for your inquiry about hosting your wedding at Pine 
Valley Golf Course. We are thrilled that you are considering our 
beautiful facilities for your special day. 

Our venue offers breathtaking views, elegant event spaces, and 
professional services to ensure your wedding is truly memorable. 
Enclosed, you’ll find a copy of our wedding agreement with 
detailed information on pricing, available packages, and our 
booking policies.

We look forward to the opportunity to help make your wedding 
day unforgettable.

Warm regards,

Jacob Hamilton
Pine Valley Golf Course Events Team
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PINE VALLEY 
GOLF CLUB

469 Reimer Rd.
Wadsworth, OH 44281

330.335.3375
pinevalleyohio.com 

Dear birdie fairway,

Thank you for your inquiry about hosting your wedding at Pine 
Valley Golf Course. We are thrilled that you are considering our 
beautiful facilities for your special day. 

Our venue offers breathtaking views, elegant event spaces, and 
professional services to ensure your wedding is truly memorable. 
Enclosed, you’ll find a copy of our wedding agreement with 
detailed information on pricing, available packages, and our 
booking policies.

We look forward to the opportunity to help make your wedding 
day unforgettable.

Warm regards,

Jacob Hamilton
Pine Valley Golf Course Events Team
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PINE VALLEY 
GOLF CLUB

469 Reimer Rd.
Wadsworth, OH 44281

330.335.3375
pinevalleyohio.com 

Dear birdie fairway,

Thank you for your inquiry about hosting your wedding at Pine 
Valley Golf Course. We are thrilled that you are considering 
our beautiful facilities for your special day. 

Our venue offers breathtaking views, elegant event spaces, 
and professional services to ensure your wedding is truly 
memorable. Enclosed, you’ll find a copy of our wedding 
agreement with detailed information on pricing, available 
packages, and our booking policies.

We look forward to the opportunity to help make your 
wedding day unforgettable.

Warm regards,

Jacob Hamilton
Pine Valley Golf Course Events Team 41.056056, -81.705155
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PINE VALLEY 
GOLF CLUB

469 Reimer Rd.
Wadsworth, OH 44281

330.335.3375
pinevalleyohio.com 

Dear birdie fairway,

Thank you for your inquiry about hosting your wedding at Pine 
Valley Golf Course. We are thrilled that you are considering our 
beautiful facilities for your special day. 

Our venue offers breathtaking views, elegant event spaces, and 
professional services to ensure your wedding is truly memorable. 
Enclosed, you’ll find a copy of our wedding agreement with 
detailed information on pricing, available packages, and our 
booking policies.

We look forward to the opportunity to help make your wedding 
day unforgettable.

Warm regards,

Jacob Hamilton
Pine Valley Golf Course Events Team
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PINE VALLEY 

GOLF CLUB

469 Reimer Rd.
Wadsworth, OH 44281

330.335.3375
pinevalleyohio.com 

Dear birdie fairway,

Thank you for your inquiry about hosting your wedding at Pine 
Valley Golf Course. We are thrilled that you are considering our 
beautiful facilities for your special day. 

Our venue offers breathtaking views, elegant event spaces, and 
professional services to ensure your wedding is truly memorable. 
Enclosed, you’ll find a copy of our wedding agreement with 
detailed information on pricing, available packages, and our 
booking policies.

We look forward to the opportunity to help make your wedding 
day unforgettable.

Warm regards,

Jacob Hamilton
Pine Valley Golf Course Events Team
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PINE VALLEY 
GOLF CLUB

469 Reimer Rd.
Wadsworth, OH 44281

330.335.3375
pinevalleyohio.com 

Dear birdie fairway,

Thank you for your inquiry about hosting your wedding at Pine 
Valley Golf Course. We are thrilled that you are considering our 
beautiful facilities for your special day. 

Our venue offers breathtaking views, elegant event spaces, and 
professional services to ensure your wedding is truly memorable. 
Enclosed, you’ll find a copy of our wedding agreement with 
detailed information on pricing, available packages, and our 
booking policies.

We look forward to the opportunity to help make your wedding 
day unforgettable.

Warm regards,

Jacob Hamilton
Pine Valley Golf Course Events Team
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PINE VALLEY 

GOLF CLUB

469 Reimer Rd.

Wadsworth, OH 44281

(330) 335-3375

pinevalleyohio.com 

Dear Jane Doe,

Thank you for your inquiry about hosting your wedding 
at Pine Valley Golf Course. We are thrilled that you are 
considering our beautiful facilities for your special day. 
Our venue o� ers breathtaking views, elegant event spaces, 
and professional services to ensure your wedding is truly 
memorable. Enclosed, you’ll fi nd a copy of our wedding 
agreement with detailed information on pricing, available 
packages, and our booking policies.

We look forward to the opportunity to help make your 
wedding day unforgettable.

Warm regards,

Jacob Hamilton

Pine Valley Golf Course Events Team

PINE VALLEY 

GOLF CLUB

469 Reimer Rd.

Wadsworth, OH 44281

(330) 335-3375

pinevalleyohio.com 

Dear Jane Doe,

Thank you for your inquiry about hosting your wedding 
at Pine Valley Golf Course. We are thrilled that you are 
considering our beautiful facilities for your special day. 
Our venue o� ers breathtaking views, elegant event spaces, 
and professional services to ensure your wedding is truly 
memorable. Enclosed, you’ll fi nd a copy of our wedding 
agreement with detailed information on pricing, available 
packages, and our booking policies.

We look forward to the opportunity to help make your 
wedding day unforgettable.

Warm regards,

Jacob Hamilton

Pine Valley Golf Course Events Team

PINE VALLEY 

GOLF CLUB

469 Reimer Rd.

Wadsworth, OH 44281

(330) 335-3375

pinevalleyohio.com 

Dear Jane Doe,

Thank you for your inquiry about hosting your wedding 
at Pine Valley Golf Course. We are thrilled that you are 
considering our beautiful facilities for your special day. Our 
venue o� ers breathtaking views, elegant event spaces, 
and professional services to ensure your wedding is truly 
memorable. Enclosed, you’ll fi nd a copy of our wedding 
agreement with detailed information on pricing, available 
packages, and our booking policies.

We look forward to the opportunity to help make your 
wedding day unforgettable.

Warm regards,

Jacob Hamilton
Pine Valley Golf Course Events Team
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Pine Valley Gold Club | Wadsworth Ohio
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41.056056, -81.705155

Membership Services Manager
Pine Valley Golf Club

Phone: (555) 867-5309
Email: jpalmer@pinevalleygc.com

469 Reimer Rd.
Wadsworth, OH 44281Jessica  Palmer

Pine   Valley
Golf   Club
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Pine   Valley
Golf   Club

Membership Services Manager
Pine Valley Golf Club

Phone: 555.867.5309

Email: jpalmer@pinevalley.com

469 Reimer Rd.

Wadsworth, OH 44281

chip green
41

.05
60

56
, -8

1.7
05

15
5

Membership Services Manager
Pine Valley Golf Club

Phone: 555.867.5309

Email: jpalmer@pinevalley.com

469 Reimer Rd.

Wadsworth, OH 44281

chip green
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Membership Services Manager
Pine Valley Golf Club

Phone: 555.867.5309
Email: jpalmer@pinevalley.com

469 Reimer Rd.
Wadsworth, OH 44281

chip green
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Membership Services Manager
Pine Valley Golf Club

Phone: (555) 867-5309
Email: jpalmer@pinevalleygc.com

469 Reimer Rd.
Wadsworth, OH 44281Jessica  Palmer

Membership Services Manager
Pine Valley Golf Club

Phone: 555.867.5309
Email: jpalmer@pinevalley.com

469 Reimer Rd.
Wadsworth, OH 44281

chip green
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PINE VALLEY  
GOLF CLUB

469 Reimer Rd. 
Wadsworth, OH 44281

330.335.3375 
pinevalleyohio.com 

Invoice Number: #12345 
Date: [11/15/2024] 
Due Date: [01/01/2025]

Bill To: 
Birdie Fairway 
469 Reimer Rd. 
Wadsworth, OH 44281

Description  Quantity     Unit Price  Total

Green Fee 

Cart Rental 

Pro Shop Item:  

Pine Valley Polo 

Subtotal:  $276.93 
Sales Tax (6%):  $16.62 
Total:  $293.55

Payment Information:
Accepted Methods: Visa, MasterCard, Discover, Cash, or Check.
Please Note: Payment is due upon receipt unless otherwise stated. 
Cancellations or adjustments must be made at least [24/48 hours] 
in advance to avoid charges.

For questions regarding your invoice, please contact our team at 

330.335.3375 or helpdesk@pinevalleyohio.com

We thank you for choosing Pine Valley Golf Club! 
Keep swinging, and we hope to see you on the course soon!

x4 $39.99 $159.96

x2 $14.99 $29.98

x1 $89.99 $89.99
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escape the 

ROUGH

find your

course

PINE VALLEY GOLF CLUB 469 Reimer Rd. 

Wadsworth, OH 44281

(330) 335-3375 

pinevalleyohio.com 
Swing into savings this season at Pine Valley—book your tee time now and enjoy 20% off green fees!
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PINE VALLEY GOLF CLUB 469 Reimer Rd. 

Wadsworth, OH 44281

(330) 335-3375 

pinevalleyohio.com 

where

serenity

meets

strategy

Swing into savings this season at Pine Valley—book your tee time now and enjoy 20% off green fees!
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PINE VALLEY GOLF CLUB 469 Reimer Rd. 

Wadsworth, OH 44281

(330) 335-3375 

pinevalleyohio.com 

play where the

game feels

different
41
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Swing into savings this season at Pine Valley—book your tee time now and enjoy 20% off green fees!



Jacob Hamilton | Corporate Identity | Fall 2024 91.

Buildout



Jacob Hamilton | Corporate Identity | Fall 2024 92.

Buildout



Jacob Hamilton | Corporate Identity | Fall 2024 93.

Buildout



Jacob Hamilton | Corporate Identity | Fall 2024 94.

Buildout



Jacob Hamilton | Corporate Identity | Fall 2024 95.

Buildout



Jacob Hamilton | Corporate Identity | Fall 2024 96.

Buildout



Jacob Hamilton | Corporate Identity | Fall 2024 97.

Buildout



Jacob Hamilton | Corporate Identity | Fall 2024 98.

Buildout



Jacob Hamilton | Corporate Identity | Fall 2024 99.

Buildout



Jacob Hamilton | Corporate Identity | Fall 2024 100.

Buildout
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PROJECT 2: MAC AND 
CHEESE PACKAGING
FALL 2024
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PROJECT 1 – Rectilinear Forms
redesign/reimagine a simple paperboard carton

The macaroni & cheese box is a staple on grocery stores shelves. Outside of surface graphics, it has remained  
largely unchanged for years. For this project, you are asked to consider the shape and form, as well as the surface 
graphics of the 6-sided carton. The existing box is 3.5” wide by 7.125” tall by 1.25” deep. You may decide to main- 
tain the size and orientation of the box on the shelf, or you may want to reconsider the form, as long as the total 
volume of the box (3.5” x 7.125” x 1.25” = 31.172”) remains the same.

The package should remain a rectilinear form and must contain all of the existing content (weight, preparation 
instructions, nutrition facts, etc.), although you are asked to redesign all of the text and graphics. You may choose 
to use the Kraft brand logo or reimagine the brand. You must design a series of three boxes (based on variations 
such as noodle type, cheese, etc.) that work together.

Consider: research existing brands, color, form, shelf presence, imagery, typography, design that wraps around 
surfaces of the form

What is due: Color comps, built to size and properly photographed for presentation. Process book showing 
documented research, ideation, sketches, views of all 6 sides of final forms and professional photography of finalforms.

3 weeks
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idea 01
dragoodles

a spicy noodle dish based around dragons. the box art will feature an illustrated dragon wrapped around the box and the 
flavors will be comprised of “dragon’s breath”. the boxes will find variety through the varied heat in their flavors. the box 
design will differ from a traditional mac and cheese box because the bottom half will be perforated and rip off, storing the 
spice/cheese packet. the top portion would house the noodles. the top flap would be die-cut in the shape of a dragon’s 
head. another idea is to incorporate egg imagery. the typography would be fiery and ideally there would be gold foiled 
headlines separating the type. 
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idea 02
dusty cactus

a western/cowboy themed mac and cheese. the box would feature worn halftone illustrations of western imagery and 
would have an old americana feel. the box would be beige and brown in terms of color (made of natural and recycled  
materials) and would have hand lettered headlines. the box would lasso you in to buying it through its fun design which 
would stand out on shelves. the recipes would play on the trend of “cowboy caviar” a dump of vegetables. it would be fun 
to play with a case that had die cut designs to slide over top of the box. this could play into the consumers who are often 
interested in western imagery as they are often big collectors and appreciate non standard packaging. 
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idea 03
live music!
live music mac would cater to children and have fun shaped pasta. the pasta would be in the shape of music notes and 
would use music terminology across its packaging. the colors would be quite varied and it would feature a funky style 
which would bridge on edgy design. the top flap would have a music player attatched like the ones often seen in fancy 
birthday cards which would play jazz music upon opening.  
when one thinks of live music they think of the good experience followed by a need to quench their hunger. this packaging 
design would stand out because it is absurd and fun. 
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design research
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dusty cactus

dusty cactus
dusty cactus
dusty cactus
dusty cactus

c a c t u s

type & handlettering studies 
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Dusty Cactus Dusty Cactus

Dusty Cactus Dusty Cactus

Dusty Cactusdusty cactus
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4c1b0c c34725 fe652c fbead8 acbeec dad67d

color exploration
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sketches
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die lines
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computer sketches

DUSTY    CACTUS

ROASTED CACTUS 
NOODLE DISH

P O W E R E D  B Y  P L A N T S

///

F L A V O R  I N  E V E R Y  B I T E

At Dusty Cactus, we promise to deliver a taste of the 
Wild West with every bite. Our mac and cheese is 
crafted with bold flavors, a touch of frontier spirit, 
and the perfect blend of spices to take you on a 
culinary adventure. 

From mild and mellow to blazing hot, our varieties 
cater to every palate, all made with high-quality 
ingredients and a commitment to exceptional taste. 
Experience the adventure of the West with the 
comfort of homemade mac and cheese—where every 
meal is a journey and every fl avor tells a story.

mellow mesainstructions

Bring a pot of 
salted water to 

a boil & then 
add noodles

Drain water & add 
sauce packet to 
pot with 2 tbsp 

of butter simmer 
until golden

Enjoy enjoy enjoy!

ABOUT US

dusty
cactus

ROASTED CACTUS 
NOODLE DISH

P O W E R E D  B Y  P L A N T S

///

F L A V O R  I N  E V E R Y  B I T E

At Dusty Cactus, we promise to deliver a taste of the 
Wild West with every bite. Our mac and cheese is 
crafted with bold flavors, a touch of frontier spirit, 
and the perfect blend of spices to take you on a 
culinary adventure. 

From mild and mellow to blazing hot, our varieties 
cater to every palate, all made with high-quality 
ingredients and a commitment to exceptional taste. 
Experience the adventure of the West with the 
comfort of homemade mac and cheese—where every 
meal is a journey and every fl avor tells a story.

mellow mesainstructions

Bring a pot of 
salted water to 

a boil & then 
add noodles

Drain water & add 
sauce packet to 
pot with 2 tbsp 

of butter simmer 
until golden

Enjoy enjoy enjoy!

ABOUT us
DUSTY

CACTUS
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 4 servings per container
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erving size  

1 cup

 C
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310

                           %
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 D
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 C
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At Dusty Cactus, we promise to deliver a taste of the 
Wild West with every bite. Our mac and cheese is 
crafted with bold flavors, a touch of frontier spirit, 
and the perfect blend of spices to take you on a 
culinary adventure. 

From mild and mellow to blazing hot, our varieties 
cater to every palate, all made with high-quality 
ingredients and a commitment to exceptional taste. 
Experience the adventure of the West with the 
comfort of homemade mac and cheese—where every 
meal is a journey and every fl avor tells a story.

INSTRUCTIONS

Bring a pot of 
salted water to 
a boil & then 
add noodles

Drain water & add 
sauce packet to 
pot with 2 tbsp 
of butter simmer 
until golden

Like what you taste?

Keep up with Dusty Cactus 

and all of its adventure on 

Instagram @dustycactusEnjoy enjoy enjoy!

ABOUT us
DUSTY CACTUS

1

3

2

ROASTED CACTUS 
NOODLE DISH

 Nutrition Facts
 4 servings per container

 Serving size  1 cup

 Calories 310

                           % Daily Value* 
 Total Fat 12g 15%

 Saturated Fat 2g 10%

 Trans Fat 0g 

 Cholesterol 0mg 0%

 Sodium 480mg 21%

 Total Carbohydrate 42g 15%

 Dietary Fiber 6g 21%

 Sugars 2g 

 Protein 9g 

 Vitamin D 0mcg 0%

 Calcium 80mg 6%

 Iron 3mg 17%

Potassium 420mg 9%

 Percent Daily Values (DV) are      

based on a 2,000 calorie diet.

 Ingredients:

 Roasted Cactus (Nopales), Vegan Pasta  

(Semolina), Nutritional Yeast, Cashews,  

Olive Oil, Garlic, Onion Powder, Turmeric,  

Plant-based Milk (Almond or Oat), Salt.

Dusty Cactus

 Nutrition Facts
 4 servings per container

 Serving size  1 cup

 Calories 310

                           % Daily Value* 
 Total Fat 12g 15%

 Saturated Fat 2g 10%

 Trans Fat 0g 

 Cholesterol 0mg 0%

 Sodium 480mg 21%

 Total Carbohydrate 42g 15%

 Dietary Fiber 6g 21%

 Sugars 2g 

 Protein 9g 

 Vitamin D 0mcg 0%

 Calcium 80mg 6%

 Iron 3mg 17%

Potassium 420mg 9%

 Percent Daily Values (DV) are      

based on a 2,000 calorie diet.

 Ingredients:

 Roasted Cactus (Nopales), Vegan Pasta  

(Semolina), Nutritional Yeast, Cashews,  

Olive Oil, Garlic, Onion Powder, Turmeric,  

Plant-based Milk (Almond or Oat), Salt.

scorch saddle
Vegan & Dairy-Free | Plant-Based Protein 

Made with Organic Ingredients

why choose
dusty cactus?

100% vegan

non-gmo

high in protein

At Dusty Cactus, we promise to deliver a taste of the Wild West 
with every bite. Our mac and cheese is crafted with bold flavors, a 
touch of frontier spirit, and the perfect blend of spices to take you 
on a culinary adventure. 
From mild and mell ow to blazing hot, our varieties cater to every 
palate, all  made with high-quality ingredients and a comm itment to 
exceptional taste. Experience the adventure of the West with the 
comfort of homemade mac and chee se—where every meal is a journey 
and every fl avor tell s a story.

instructions

Bring a pot of 
salted water to 
a boil & then 
add  noodles

Drain water & add  
sauce packet to 
pot with 2 tbsp 
of butt er simm er 

Like what you taste?
Kee p up with Dusty Cactus 
and all  of its adventure on 
Instagram @dustycactusEnjoy enjoy enjoy!

about us

1

3

2

Net Weight: 6 oz (170g)
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computer sketchesNutrition Facts
4 servings per container

Serving size  1 cup

Calories 310

                           % Daily Value* 
Total Fat 12g 15%

Saturated Fat 2g 10%

Trans Fat 0g 

Cholesterol 0mg 0%

Sodium 480mg 21%

Total Carbohydrate 42g 15%

Dietary Fiber 6g 21%

Sugars 2g 

Protein 9g 

Vitamin D 0mcg 0%

Calcium 80mg 6%

Iron 3mg 17%

Potassium 420mg 9%

*Percent Daily Values (DV) are 

based on a 2,000 calorie diet.

Ingredients:

Roasted Cactus (Nopales), Vegan Pasta 

(Semolina), Nutritional Yeast, Cashews, 

Olive Oil, Garlic, Onion Powder, Turmeric, 

Plant-based Milk (Almond or Oat), Salt.

Dusty Cactus

blazin’ trails
Vegan & Dairy-Free | Plant-Based Protein 

Made with Organic Ingredients

DUSTY

CACTUS

MELLOW 
MESA

 Nutrition Facts
 4 servings per container

 Serving size  1 cup

 Calories 310

                           % Daily Value* 
 Total Fat 12g 15%

 Saturated Fat 2g 10%

 Trans Fat 0g 

 Cholesterol 0mg 0%

 Sodium 480mg 21%

 Total Carbohydrate 42g 15%

 Dietary Fiber 6g 21%

 Sugars 2g 

 Protein 9g 

 Vitamin D 0mcg 0%

 Calcium 80mg 6%

 Iron 3mg 17%

Potassium 420mg 9%

 Percent Daily Values (DV) are      

based on a 2,000 calorie diet.

 Ingredients:

 Roasted Cactus (Nopales), Vegan Pasta  

(Semolina), Nutritional Yeast, Cashews,  

Olive Oil, Garlic, Onion Powder, Turmeric,  

Plant-based Milk (Almond or Oat), Salt.
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computer refinement

 Nutrition Facts
 4 servings per container

 Serving size  1 cup

 Calories 310

                           % Daily Value* 
 Total Fat 12g 15%

 Saturated Fat 2g 10%

 Trans Fat 0g 

 Cholesterol 0mg 0%

 Sodium 480mg 21%

 Total Carbohydrate 42g 15%

 Dietary Fiber 6g 21%

 Sugars 2g 

 Protein 9g 

 Vitamin D 0mcg 0%

 Calcium 80mg 6%

 Iron 3mg 17%

Potassium 420mg 9%

 Percent Daily Values (DV) are      

based on a 2,000 calorie diet.

 Ingredients:

 Roasted Cactus (Nopales), Vegan Pasta  

(Semolina), Nutritional Yeast, Cashews,  

Olive Oil, Garlic, Onion Powder, Turmeric,  

Plant-based Milk (Almond or Oat), Salt.

why choose
dusty cactus?

100% vegan

non-gmo

high in protein

At Dusty Cactus, we promise to deliver a taste 
of the Wild West with every bite. Our mac and 
cheese is crafted with bold � avors, a touch of 
frontier spirit, and the perfect blend of spices to 
take you on a culinary adventure. 

From mild and mellow to blazing hot, our variet-
ies cater to every palate, all made with high-qual-
ity ingredients and a commitment to exceptional 
taste. Experience the adventure of the West with 
the comfort of homemade mac and cheese—
where every meal is a journey and every � avor 
tells a story.

instructions

Bring a pot of 
salted water to 
a boil & then 
add  noodles

Drain water & add  
sauce packet to 
pot with 2 tbsp 
of butt er simm er 

Like what you taste?
Kee p up with Dusty Cactus 
and all  of its adventure on 
Instagram @dustycactusEnjoy enjoy enjoy!

ABOUT US MELL OW MESA

1

3

2

Net Weight: 6 oz (170g)

Vegan & Dairy-Free Mac | Plant-Based Protein 
Made with Organic Ingredients

Dusty Cactus
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Paper Box Plastic Pouch

Dusty Cactus mac and cheese 
is a property of Kraft®

All rights reserved

Dusty Cactus  Nutrition Facts
 4 servings per container 

 Serving size  1 cup

 Calories 310

                           % Daily Value* 
 Total Fat 12g 15%

 Saturated Fat 2g 10%

 Trans Fat 0g 

 Cholesterol 0mg 0%

 Sodium 480mg 21%

 Total Carbohydrate 42g 15%

 Dietary Fiber 6g 21%

 Sugars 2g 

 Protein 9g 

 Vitamin D 0mcg 0%

 Calcium 80mg 6%

 Iron 3mg 17%

Potassium 420mg 9%

 Percent Daily Values (DV) are      

based on a 2,000 calorie diet.

 Ingredients: 

 Roasted Cactus (Nopales), Vegan Pasta  

(Semolina), Nutritional Yeast, Cashews,  

Olive Oil, Garlic, Onion Powder, Turmeric,  

Plant-based Milk (Almond or Oat), Salt.

Dusty Cactus was born from the wide-open 
spaces of the desert, where bold flavors and simple 
ingredients reign supreme. We’ve taken a Western 
favorite and made it 100% plant-based for all the 
flavor you crave, without any dairy. Whether you’re 
a cowboy at heart or just love a good mac & cheese, 
Dusty Cactus brings the wild taste of the frontier to 
your table. Cruelty-free and delicious. Yeehaw!

Instructions

Cook Pasta: Boil the 
pasta for 8 minutes, 
then drain.

Like what you taste? 
Keep up with Dusty 
Cactus and all of its 
adventure on Instagram 

@dustycactus

Mellow Mesa’s got a lil’ 
kick, but it won’t buck 
ya! Just enjoy the ride!

The Spirit of the West  
Meets Vegan Comfort! MELLOW MESA

NET WEIGHT: 6 OZ (170G)

Vegan & Dairy-Free Mac | Mellow Spice Level 
Made with Organic Roasted Cactus

Prepare Sauce: Mix 
the vegan sauce packet 
with plant-based milk 
and butter.

Combine: Stir the 
cooked pasta into the 
sauce. Serve!

Pro Tip: Add your 
favorite veggies or 
plant-based protein for 
a heartier meal!

9g 
protein

vegan

12g 
fat
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Paper Box Plastic Pouch

Dusty Cactus mac and cheese 
is a property of Kraft®

All rights reserved

Dusty Cactus  Nutrition Facts
 4 servings per container 

 Serving size  1 cup

 Calories 310

                           % Daily Value* 
 Total Fat 12g 15%

 Saturated Fat 2g 10%

 Trans Fat 0g 

 Cholesterol 0mg 0%

 Sodium 480mg 21%

 Total Carbohydrate 42g 15%

 Dietary Fiber 6g 21%

 Sugars 2g 

 Protein 9g 

 Vitamin D 0mcg 0%

 Calcium 80mg 6%

 Iron 3mg 17%

Potassium 420mg 9%

 Percent Daily Values (DV) are      

based on a 2,000 calorie diet.

 Ingredients: 

 Roasted Cactus (Nopales), Vegan Pasta  

(Semolina), Nutritional Yeast, Cashews,  

Olive Oil, Garlic, Onion Powder, Turmeric,  

Plant-based Milk (Almond or Oat), Salt.

Smoky Saddle packs 
quite a punch! Hotter 
than a cactus in a desert!

SMOKY SADDLE
Vegan & Dairy-Free Mac | Smokin’ Spice Level 

Made with Organic Roasted Cactus

9g 
protein

vegan

12g 
fat

Dusty Cactus was born from the wide-open 
spaces of the desert, where bold flavors and simple 
ingredients reign supreme. We’ve taken a Western 
favorite and made it 100% plant-based for all the 
flavor you crave, without any dairy. Whether you’re 
a cowboy at heart or just love a good mac & cheese, 
Dusty Cactus brings the wild taste of the frontier to 
your table. Cruelty-free and delicious. Yeehaw!

Instructions

The Spirit of the West  
Meets Vegan Comfort!

Like what you taste? 
Keep up with Dusty 
Cactus and all of its 
adventure on Instagram 

@dustycactus

Cook Pasta: Boil the 
pasta for 8 minutes, 
then drain.

Prepare Sauce: Mix 
the vegan sauce packet 
with plant-based milk 
and butter.

Combine: Stir the 
cooked pasta into the 
sauce. Serve!

Pro Tip: Add your 
favorite veggies or 
plant-based protein for 
a heartier meal!

NET WEIGHT: 6 OZ (170G)
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Paper Box Plastic Pouch

Dusty Cactus mac and cheese 
is a property of Kraft®

All rights reserved

Dusty Cactus  Nutrition Facts
 4 servings per container 

 Serving size  1 cup

 Calories 310

                           % Daily Value* 
 Total Fat 12g 15%

 Saturated Fat 2g 10%

 Trans Fat 0g 

 Cholesterol 0mg 0%

 Sodium 480mg 21%

 Total Carbohydrate 42g 15%

 Dietary Fiber 6g 21%

 Sugars 2g 

 Protein 9g 

 Vitamin D 0mcg 0%

 Calcium 80mg 6%

 Iron 3mg 17%

Potassium 420mg 9%

 Percent Daily Values (DV) are      

based on a 2,000 calorie diet.

 Ingredients: 

 Roasted Cactus (Nopales), Vegan Pasta  

(Semolina), Nutritional Yeast, Cashews,  

Olive Oil, Garlic, Onion Powder, Turmeric,  

Plant-based Milk (Almond or Oat), Salt.

Blazin’ Trails is only 
for the brave—it’s 
hot enough to make a 
rattlesnake blush!

BLAZIN’ TRAILS
Vegan & Dairy-Free Mac | Blazin’ Spice Level 

Made with Organic Roasted Cactus

9g 
protein

vegan

12g 
fat

Dusty Cactus was born from the wide-open 
spaces of the desert, where bold flavors and simple 
ingredients reign supreme. We’ve taken a Western 
favorite and made it 100% plant-based for all the 
flavor you crave, without any dairy. Whether you’re 
a cowboy at heart or just love a good mac & cheese, 
Dusty Cactus brings the wild taste of the frontier to 
your table. Cruelty-free and delicious. Yeehaw!

Instructions

The Spirit of the West  
Meets Vegan Comfort!

Like what you taste? 
Keep up with Dusty 
Cactus and all of its 
adventure on Instagram 

@dustycactus

Cook Pasta: Boil the 
pasta for 8 minutes, 
then drain.

Prepare Sauce: Mix 
the vegan sauce packet 
with plant-based milk 
and butter.

Combine: Stir the 
cooked pasta into the 
sauce. Serve!

Pro Tip: Add your 
favorite veggies or 
plant-based protein for 
a heartier meal!

NET WEIGHT: 6 OZ (170G)
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TYPOGRAPHY EXPLORATIONS

B e e 
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P p Q q R r S s T t U u V v W w X x Y y Z z 
1 2 3 4 5 6 7 8 9 0 &

chainprinter

AaBbCcDdEeFfGgHhIiJjKkLlMmNnOo 
PpQqRrSsTtUuVvWwXxYyZz 
1234567890&

YoonA Meolijeongch

AaBbCcDdEeFfGgHhIiJjKkLlMmNnOo 
PpQqRrSsTtUuVvWwXxYyZz 
1234567890&

Botanika Mono

AaBbCcDdEeFfGgHhIiJjKkLlMmNnOo 
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1234567890&

Tonal

AaBbCcDdEeFfGgHhIiJjKkLlMmNnOo 
PpQqRrSsTtUuVvWwXxYyZz 
1234567890&

* red box indicates which typefaces were used in final



COLOR REFERENCE

Palette 1

 
C	 :	 82
M	:	 22
Y	 :	 100
K	 :	 8

 
C	 :	 8
M	:	 87
Y	 :	 100
K	 :	 1

Palette 2

 
C	 :	 82
M	:	 55
Y	 :	 49
K	 :	 28

 
C	 :	 10
M	:	 97
Y	 :	 84
K	 :	 1

It was important that I con-
veyed the vibrating colors of 
this movement. 
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Adorn your kAleidoscope eyes and start the cAptivating 
journey through the psychedelic poster art movement. 
step into a world where vibrant colors, intricate 
pAtterns, and mind-bending imagery converge to creAte 
a visual symphony that transcends time and space.

the Akron Art museum is proud to present this 
kAleidoscopic showcAse, inviting visitors to explore 
the intersection of art and counterculture.

The University of Akron 
Myers School of Art 
Akron, OH 44325-7801

The University of Akron 
is an Equal Education and 
Employment Institution

non-profit organization 
 u.s. postage  
 paiD 
akron, ohio 
permit #222

Proudly featuring the art of:

Wes Wilson who is credited with pioneering the “psychedelic” or “liquid” typography, 
characterized by distorted letterforms and vibrant colors, which became a hallmark of the 1960s 
psychedelic art movement. His posters often featured intricate, flowing lettering that was both 
visually striking and reflective of the experimental and free-spirited nature of the times.

Victor Moscoso’s work is characterized by its bold use of color, intricate patterns, and a 
melding of surrealistic and psychedelic elements. He was particularly renowned for his 
contributions to the iconic posters produced for the Family Dog and Avalon Ballroom in San 
Francisco during the mid-1960s. Moscoso’s artistic approach often involved creating optical 
illusions and using contrasting colors to produce visually striking effects.

The Akron Art Museum  
is proud to present this     
kaleidoscopic showcase,  
inviting visitors to explore  
the intersection of art  
and counterculture

The Akron Art Museum  

3.8 – 8.17

Adorn your kaleidoscope eyes and start the captivating 
journey through the psychedelic poster art movement.  
Step into a world where vibrant colors, intricate patterns,  
and mind-bending imagery converge to create a visual 
symphony that transcends time and space.
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from 
mar 1 
until 
aug 3

Nobody is Listening, 
Everybody is Watching

the akron art museum presents 
kaleidoscope eyes

The Akron Art Museum 
is proud to present 
this kaleidoscopic 
showcase inviting 
visitors to explore 
the intersection of 
art and counterculture

Wes Wilson who is credited with pioneering the 
“psychedelic” or “liquid” typography, characterized by 
distorted letterforms and vibrant colors, which became 
a hallmark of the 1960s psychedelic art movement. His 
posters often featured intricate, flowing lettering 
that was both visually striking and reflective of the 
experimental and free-spirited nature of the times.

Victor Moscoso’s work is characterized by its bold 
use of color, intricate patterns, and a melding 
of surrealistic and psychedelic elements. He was 
particularly renowned for his contributions to the 
iconic posters produced for the Family Dog and Avalon 
Ballroom in San Francisco during the mid-1960s. 
Moscoso’s artistic approach often involved creating 
optical illusions and using contrasting colors to 
produce visually striking effects.

Bonnie MacLean was a pioneering artist whose iconic 
posters helped define the visual aesthetic of the 1960s 
counterculture movement. Her work, primarily created 
for the legendary Fillmore Auditorium in San Francisco, 
captured the spirit and energy of the era's vibrant music 
scene. MacLean's distinctive style blended intricate 
typography with bold, psychedelic imagery, earning her a 
lasting place in the pantheon of rock poster art.

The Akron Art Museum 

1 S. High St,  
Akron, OH 44308

non-profit organization 
 u.s. postage  
 paiD 
akron, ohio 
permit #222

Nobody is Listening, 
Everybody is Watching 
see with kaleidoscope eyes

Adorn your kaleidoscope eyes and start 
the captivating journey through the 
psychedelic poster art movement.  
Step into a world where vibrant colors, 
intricate patterns, and mind-bending 
imagery converge to create a visual 
symphony that transcends time and space.

from 
mar 1 
until 
aug 3
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CREATIVE BRIEF

Name and design a new magazine including cover, 
table of contents, department, 3 ads, and feature

Requirements:

1. Analyze (review previous annual report pdf’s), distill 
down to showcase important information

2. Concept: Develop new visual approach that is 
appropriate and visually interesting and can be used  
for promotion

2. Format: Consider annual report page size  
and proportion.

3. Tell a story with purpose: Write a proposal indicating 
your design objectives and rationale.

4. Piece must be type dominant.

5. Determine look and feel: color palette, type pairings, 
graphic style, and image usage.

Include content for the following :

1. Table of contents, company overview; mission 
statement and/or history

2. Financial; highlights with both charts and graphs

Consider the following

• What colors represent the client and are appropriate 
to the concept.

• What typefaces will o er you a variety of hierarchy 
possibilities AND represent the client appropriately.

• What information can be extracted to create headings 
and call outs to re ect your concept.

• What format is appropriate. Every decision you  
do should have reason and re ect back to the  
company’s brand.

Resources :

• https://www.howdesign.com/international-design-
awards-winners-2018-annual-reportsbrochures/

• http://www.mercommawards.com/arc/awardwinners/
categoryWinners/interactive.htm

• https://www.youtube.com/watch?v=njl3-2Jk3KM
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SUBJECT RESEARCH

 
jacob hamilton magazine proposal  
typography iv | spring 2024

Idoleyes is a magazine based on pop culture or historical 
moments of the past that have influenced our modern 
culture. The title is a play on the word idolize with the 
working subheading being “who do you idolize now?” 
encouraging readers to look at their intentions behind why 
they care for certain people. Celebrity culture is something 
that will be analyzed in this magazine and how the past 
scenarios have repeated themselves in the modern day. 
The goal is to be analytical rather than critical of certain 
situations even despite some of the scandelous scenarios 
that could be discussed. The goal is for viewers to draw 
their own conlcusions on idoletry through comparison 
to the past. While it sounds like this could turn negative 
or gossipy, that is not where the articles will lean. They 
will be fun and engaging, often having a nostalgic factor 
for viewers to remind them of the past. The goal of the 
magazine is to get people thinking about the morality of 
idolization, but also show what great things people can do 
with a platform. 

The department section will be entitled “The department 
of false idols”—a recurring segment looking at idols of the 
past whose values don’t align with that of current day. An 
“Under the Lens” segment showing people who are under 
scrutiny and why. 

idol 
eyes 



DESIGN RESEARCH

JACOB HAMILTON       |       MAGAZINE DESIGN      |       TYPOGRAPHY IV       |       SPRING 2024



JACOB HAMILTON       |       MAGAZINE DESIGN      |       TYPOGRAPHY IV       |       SPRING 2024

TYPOGRAPHY EXPLORATIONS

soap

AaBbCcDdEeFfGgHhIiJjKkLlMmNnOo 
PpQqRrSsTtUuVvWwXxYyZz 
1234567890&

 
Balboa

AaBbCcDdEeFfGgHhIiJjKkLlMmNnOo 
PpQqRrSsTtUuVvWwXxYyZz 
1234567890&

this typeface is very variable and the condensed nature applies 
well to the magazine

sofia pro

AaBbCcDdEeFfGgHhIiJjKkLlMmNnOo 
PpQqRrSsTtUuVvWwXxYyZz 
1234567890&

rockwell

AaBbCcDdEeFfGgHhIiJjKkLlMmNnOo 
PpQqRrSsTtUuVvWwXxYyZz 
1234567890&

bely display

AaBbCcDdEeFfGgHhIiJjKkLlMmNnOo 
PpQqRrSsTtUuVvWwXxYyZz 
1234567890&

* red box indicates which typefaces were used in final



COLOR REFERENCE

this palette became  my main source of inspiration. though it 
shifted a bit as things developed I was inspired  by the playful 
nature of the colors and the cohesion it had despite the number 
of colors in the palette. 
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Color Image Reference
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history
the legendary

globe trotters

trend setters

letter from the editor

history
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WHO DO YOU IDOLIZE  NOW?

Morality in Pop Culture
Explore the blurred lines 
between admiration and ethical 
responsibility as we examine the 
impact of idolization on society.

The Psychology of our Idols
Dive into the intricacies of 
admiration and aspiration as we 
explore the captivating world of 
personal heroes.

Adoration and Allure
Discover the hidden altars of 
adoration and the allure of modern 
idols in our feature article.

JUNE       24

Did you know
“idol” originates from the Greek word 
“eidolon,” meaning “image”

NAVIGATING THE  
MORALITY OF IDOLIZATION

ISS
UE 

03 
 

TAB
LOI

DS

Ugiam, ute quis veriti utem
il mossit quo di unte laut estores 
volestion etur, si bersperrum quae 
volent porum quiam, ut quidis es et 
ipicipi eneseque mo  
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volent porum quiam, ut quidis es et 
ipicipi eneseque mo 
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WHO DO YOU IDOLIZE      NOW?

Morality in Pop Culture
Explore the blurred lines 
between admiration and ethical 
responsibility as we examine the 
impact of idolization on society.

The Psychology of our Idols
Dive into the intricacies of 
admiration and aspiration as we 
explore the captivating world of 
personal heroes.

Adoration and Allure
Discover the hidden altars of 
adoration and the allure of modern 
idols in our feature article.
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Morality in Pop Culture
Explore the blurred lines 
between admiration and ethical 
responsibility as we examine the 
impact of idolization on society.

The Psychology of our Idols
Dive into the intricacies of 
admiration and aspiration as we 
explore the captivating world of 
personal heroes.

Adoration and Allure
Discover the hidden altars of 
adoration and the allure of modern 
idols in our feature article.

JUNE       24

Did you know
“idol” originates from the Greek word 
“eidolon,” meaning “image”
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WHO DO YOU IDOLIZE      NOW?

Morality in Pop Culture
Explore the blurred lines 
between admiration and ethical 
responsibility as we examine the 
impact of idolization on society.

The Psychology of our Idols
Dive into the intricacies of 
admiration and aspiration as we 
explore the captivating world of 
personal heroes.

Adoration and Allure
Discover the hidden altars of 
adoration and the allure of modern 
idols in our feature article.
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Morality in Pop Culture
Explore the blurred lines 
between admiration and ethical 
responsibility as we examine the 
impact of idolization on society.

The Psychology of our Idols
Dive into the intricacies of 
admiration and aspiration as we 
explore the captivating world of 
personal heroes.

Adoration and Allure
Discover the hidden altars of 
adoration and the allure of modern 
idols in our feature article.

JUNE       24

Did you know
“idol” originates from the Greek word 
“eidolon,” meaning “image”
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WHO DO YOU IDOLIZE      NOW?

Morality in Pop Culture
Explore the blurred lines 
between admiration and ethical 
responsibility as we examine the 
impact of idolization on society.

The Psychology of our Idols
Dive into the intricacies of 
admiration and aspiration as we 
explore the captivating world of 
personal heroes.

Adoration and Allure
Discover the hidden altars of 
adoration and the allure of modern 
idols in our feature article.
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Did you know
“idol” originates from the Greek word 
“eidolon,” meaning “image”
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letter from  
the editor
Idoleyes is thrilled to present a collection of insightful reflections that navigate the 
vibrant tapestry of today’s trends, controversies, and must-know moments. In these 
pages, we’ll delve into the heart of what makes pop culture so captivating, 
exploring its ever-evolving landscape with curiosity and passion. From dissecting 
the latest viral sensations to discussing the enduring appeal of classic icons, join 
us on a journey through the pulsating beat of contemporary culture. So grab your 
favorite beverage, settle into your favorite reading spot, and let’s dive deep into the 
fascinating world of pop culture together.

globe  
      

trotters 
trend           
setters 

58%
Last isuue’s favorite decade poll indicates 
58% of people list the 80s as their favorite 
decade. Tag us with your thoughts  
@idoleyes on instagram 

70s 80s 90s 2000s 2010s

04
From the vibrant streets of Tokyo to the 
pulsating rhythms of Rio de Janeiro, we 
explore how cultural phenomena from around 
the world have left an indelible mark on mu-
sic, fashion, film, and beyond. Join us as 
we uncover the cross-cultural collabora-
tions, trends, and innovations that have 
transformed pop culture into a vibrant 
tapestry of diversity and creativity. Whether it’s 
the fusion of traditional and modern influ-
ences or the celebration of cultural heritage, 
we invite you to traverse the globe with us 
and discover the dynamic interplay between 
geography and entertainment.

From the vibrant streets of Tokyo to the pulsating rhythms of Rio de 
Janeiro, we explore how cultural phenomena from around the world have 
left an indelible mark on music, fashion, film, and beyond. Join us as we 
uncover the cross-cultural collaborations, trends, and innovations 
that have transformed pop culture into a vibrant tapestry of diversity 
and creativity. Whether it’s the fusion of traditional and modern influences or 
the celebration of cultural heritage, we invite you to traverse the globe with 
us and discover the dynamic interplay between geography and entertain-
ment.
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In recent debates about the ever-
growing prominence of celebrity 
in society and culture, a number 
of scholars have started to use 
the often intermingled terms 
‘celebrification’ and ‘celebritization’. 
This article contributes to these 
debates first by distinguishing 
and clearly defining both terms, 
and especially by presenting a 
multidimensional conceptual 
model of celebritization to remedy 
the current one-sided approaches 
that obscure its theoretical 
and empirical complexity. Here 
‘celebrification’ captures the 
transformation of ordinary people 
and public figures into celebrities, 
whereas ‘celebritization’ is 
conceptualized as a meta-process 
that grasps the changing nature, 
as well as the societal and cultural 
embedding of celebrity, which 
can be observed through its 
democratization, diversification and 
migration. It is argued that these 
manifestations of celebritization 
are driven by three separate 
but interacting moulding forces: 
mediatization, personalization and 
commodification.

Celebrity has become a defining 
characteristic of our mediatized 
societies. It is ever-present in news 
and entertainment media – boosted 
by formats such as reality TV – in 
advertising and activism, and it 
has deeply affected several social 
fields, especially the political, but 

also the gastronomic and even the 
religious fields, for celebrity has 
become a valued resource to be used 
in power struggles. Celebrity status, 
it is argued, gives those who have 
it discursive power or a voice that 
cannot be ignored (Marshall, 1997: 
x), and it is supposed to function 
as a general token of success (Bell, 
2010: 49). Such is the proliferation 
of celebrity culture 
that several authors 
have discussed its 
importance for 
social cohesion and 
identity formation 
(e.g. Marshall, 
2010; Sternheimer, 
2011); or, as Ellis 
Cashmore phrases it 
phrases to be. 

Like it or loathe it, 
celebrity culture 
is with us: it 
surrounds us and 
even invades us. It 
shapes our thought 
and conduct, style, and manner. 
It affects and is affected by not 
just hardcore fans but by entire 
populations. (2006: 6)

Yet we must remain cautious not 
to fall prey to easy functionalist 
interpretations of celebrity culture. 
As Nick Couldry (2004: 124, 128) 
contends, the social function of 
celebrity discourse is not a given 
and must first be empirically 

corroborated. Not everyone thinks 
that celebrity culture is important, 
just as it probably does not enable 
a general community feeling. Still, 
he continues, our attention is 
incessantly drawn to the discourse 
and performances of celebrities, 
which makes them at least a 
recurring reference point for people’s 
social practices.

In analysing the shift toward the 
cultural and societal prominence of 
celebrity, a number of scholars have 
adopted the term ‘celebritization’ 
(e.g. Boykoff and Goodman, 2009; 
Lewis, 2010), although others prefer 
‘celebrification’ (e.g. Gamson, 1994; 
Turner, 2006). Indeed, celebrification 
and celebritization appear at times 
to be used almost interchangeably, 
and it becomes even more confusing 
when certain authors use one 
or both concepts for describing 
yet another process, namely the 
transformation of individuals into 
celebrities. For example, while 
Joshua Gamson (1994: 191) writes 
about the celebrification of politics 
as a coup by the entertainment-
celebrity model, Graeme Turner 
(2006: 155) reserves celebrification 
for the process by which an 
individual becomes famous, which 
he later labels celebritization 
(Turner, 2010a: 13). Offering a clear 
distinction between and definition 
of both concepts is therefore a 
necessary first step to be taken in 
this article.
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Like it or loathe it, celebrity culture is with 
us: it surrounds us and even invades us. It 
shapes our thought and conduct, style, and 
manner. It affects and is affected by not just 
hardcore fans but by entire populations. 
Yet we must remain cautious not to fall 

prey to easy functionalist interpretations of 
celebrity culture. As Nick Couldry contends, 
the social function of celebrity discourse is 
not a given and must first be empirically 
corroborated. Not everyone thinks that 
celebrity culture is important, just as 

it probably does not enable a general 
community feeling. Still, he continues, 
our attention is incessantly drawn to the 
discourse and performances of celebrities, 
which makes them at least a recurring 
reference point for people’s social practices.
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Celebrification also entails commodification: stars and, by extension,1 celebrities 
‘are both labour and the thing that labour produces’ (Dyer, 2004 [1986]: 5). They 
are manufactured by the celebrity industry and produce and help to sell 
other commodities. In this sense, the celebrity presents and personifies ‘[t]he 
two faces of capitalism – that of defaced value and prized commodity value’

Celebritization, on the other hand, occurs not at the individual, but at the social 
fields level. Scholars have discussed celebritization particularly in relation to 
(electoral) politics (e.g. McKernan, 2011; Turner, 2004), but also (environmental) 
activism (Boykoff and Goodman, 2009), fashion, literature, academia and 
medicine have been studied or mentioned as examples (see Gamson, 1994: 
186). Importantly, celebritization does not equal increased celebrification, nor 
does the celebritization of a social field imply the celebrification of all the agents in 
this field. Similar to other power resources, celebrity is distributed unequally.

Celebritization can best be understood as a long-term structural 
development or ‘meta-process’ (Hepp, 2012; Krotz, 2007) on a par with 
globalization, individualization or mediatization. It is a meta-process because it 
lacks a clear starting or endpoint and is dispersed in space and time, not strictly 
following a specific direction. Therefore, and crucially, it would be misleading 
to think of celebritization as simply an increase of celebrity in space and time. 
First, regarding space, terms like ‘global stars’ and ‘worldwide celebrity’ are 
not uncommon in the literature (e.g. Choi and Berger, 2010; Kellner, 2009). 
Underlying these terms is the assumption of a global celebrity culture, or at 
least the recognition of certain individuals on a global scale. 
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While this might be plausible for a few exceptional 
figures like Barack Obama (Kellner, 2009), the 
question remains how far one’s fame needs to 
stretch in order to speak of ‘global celebrity’. 
Furthermore, we should not ignore the differences 
between individualistic and collectivistic 
cultures, western and non-western societies, 
and their implications for the value and ways of 
achieving celebrity status therein. Also, every 
culture or nation has its own heroes, stars and 
celebrities. Most of these people’s fame does not 
reach beyond cultural or national boundaries, which 
makes celebrity culture essentially a plural and 
heterogeneous phenomenon. Hence it could 
best be described as a patchwork of several small 
and some larger celebrity cultures with differing 
degrees of overlap.

Second, even though some historical figures have 
been discussed in terms of fame (e.g. Alexander 
the Great [by Braudy, 1986] and Lord Byron [by 
Mole, 2008]), little attention has been paid to the 
prevalence of celebrity in previous epochs. This 
relative lack of historical awareness is epitomized by 
Richard Schickel’s (2000: 23) adage that ‘there was 
no such thing as celebrity prior to the beginning 
of the twentieth century’. However, as Elizabeth 
Barry (2008: 252) summarizes in her introduction 
to A Cultural History of Celebrity, a special issue 
of the International Journal of Cultural Studies, 
celebrity culture has its roots in Romanticism (see 
also Mole, 2009), in Madame Tussaud’s celebrity 
wax figures and in public speeches by Victorian 
scientists. Moreover, the special issue demonstrates 
that mechanisms behind our modern celebrity 
culture, like representations in the printed press, 
have been and continue to be coexistent with 
traditional ‘engines of fame’ such as being knighted.

Summarized, the contextualization of celebritization 
in space and time clarifies that it should be 
understood not merely as an absolutely expanding 
phenomenon (i.e. its quantitative dimension) as 
several authors also proclaim (e.g. Turner, 2004: 
17), but rather as a meta-process that points to 
certain changes in the nature of celebrity 
and its societal and cultural embedding (or its 
qualitative dimension). Several of these changes 
have already been discussed in the literature; I limit 
my review here to those that have been explicitly 
linked with celebritization, which also demonstrates 
the disparate and often one-sided character of 
these analyses. Concerning the changing nature of 
celebrity, celebritization has been defined as the 
democratization of celebrity, or the idea that there 
has been a ‘shift of emphasis from achievement-
based fame to media-driven renown’. According to 
this radical logic, one no longer needs to achieve 
something or possess special talent to become 
famous; appearing in the media and simply being 
famous is thought to be sufficient.

Concerning the societal and cultural embedding 
of celebrity, several interpretations have been 
given of celebritization. First, it has been used to 
denote both the mobility of celebrities within 
media and entertainment (e.g. combining careers 
in the movie, music and fashion industries) (Lewis, 
2010: 583) and the ‘migration’ of these celebrities 
into areas traditionally not associated with fame. 
Common examples are celebrities endorsing or 
even becoming politicians (e.g. Street, 2004), or 
celebrities involved in environmental politics, for 
instance, actor Leonardo DiCaprio.

Second, and related to these last examples, is the 
fact that some politicians have become celebrities 
(e.g. McKernan, 2011). This is part of what can be 
labelled the ‘diversification’ of celebrity, as several 
social fields produce celebrity personalities. This 
diversification of celebrity can be described as 
‘an issue of supply and demand’. In his view, the 
supply of available entertainment and sports 
celebrities no longer meets the audience’s 
growing demand for celebrities. Therefore, the 
media were forced to create or find new supplies 
by ‘widen[ing] the beam of their spotlight’. In other 
words, it is through the mediatization of certain 
social fields that celebritization can occur. ¶



SPREAD DEVELOPMENT

JACOB HAMILTON       |       MAGAZINE DESIGN      |       TYPOGRAPHY IV       |       SPRING 2024

10

ad placeholder
camera ad/
taking a selfie

While this might be plausible for a few exceptional 
figures like Barack Obama (Kellner, 2009), the 
question remains how far one’s fame needs to 
stretch in order to speak of ‘global celebrity’. 
Furthermore, we should not ignore the differences 
between individualistic and collectivistic 
cultures, western and non-western societies, 
and their implications for the value and ways of 
achieving celebrity status therein. Also, every 
culture or nation has its own heroes, stars and 
celebrities. Most of these people’s fame does not 
reach beyond cultural or national boundaries, which 
makes celebrity culture essentially a plural and 
heterogeneous phenomenon. Hence it could 
best be described as a patchwork of several small 
and some larger celebrity cultures with differing 
degrees of overlap.

Second, even though some historical figures have 
been discussed in terms of fame (e.g. Alexander 
the Great [by Braudy, 1986] and Lord Byron [by 
Mole, 2008]), little attention has been paid to the 
prevalence of celebrity in previous epochs. This 
relative lack of historical awareness is epitomized by 
Richard Schickel’s (2000: 23) adage that ‘there was 
no such thing as celebrity prior to the beginning 
of the twentieth century’. However, as Elizabeth 
Barry (2008: 252) summarizes in her introduction 
to A Cultural History of Celebrity, a special issue 
of the International Journal of Cultural Studies, 
celebrity culture has its roots in Romanticism (see 
also Mole, 2009), in Madame Tussaud’s celebrity 
wax figures and in public speeches by Victorian 
scientists. Moreover, the special issue demonstrates 
that mechanisms behind our modern celebrity 
culture, like representations in the printed press, 
have been and continue to be coexistent with 
traditional ‘engines of fame’ such as being knighted.

Summarized, the contextualization of celebritization 
in space and time clarifies that it should be 
understood not merely as an absolutely expanding 
phenomenon (i.e. its quantitative dimension) as 
several authors also proclaim (e.g. Turner, 2004: 
17), but rather as a meta-process that points to 
certain changes in the nature of celebrity 
and its societal and cultural embedding (or its 
qualitative dimension). Several of these changes 
have already been discussed in the literature; I limit 
my review here to those that have been explicitly 
linked with celebritization, which also demonstrates 
the disparate and often one-sided character of 
these analyses. Concerning the changing nature of 
celebrity, celebritization has been defined as the 
democratization of celebrity, or the idea that there 
has been a ‘shift of emphasis from achievement-
based fame to media-driven renown’. According to 
this radical logic, one no longer needs to achieve 
something or possess special talent to become 
famous; appearing in the media and simply being 
famous is thought to be sufficient.

Concerning the societal and cultural embedding 
of celebrity, several interpretations have been 
given of celebritization. First, it has been used to 
denote both the mobility of celebrities within 
media and entertainment (e.g. combining careers 
in the movie, music and fashion industries) (Lewis, 
2010: 583) and the ‘migration’ of these celebrities 
into areas traditionally not associated with fame. 
Common examples are celebrities endorsing or 
even becoming politicians (e.g. Street, 2004), or 
celebrities involved in environmental politics, for 
instance, actor Leonardo DiCaprio.

Second, and related to these last examples, is the 
fact that some politicians have become celebrities 
(e.g. McKernan, 2011). This is part of what can be 
labelled the ‘diversification’ of celebrity, as several 
social fields produce celebrity personalities. This 
diversification of celebrity can be described as 
‘an issue of supply and demand’. In his view, the 
supply of available entertainment and sports 
celebrities no longer meets the audience’s 
growing demand for celebrities. Therefore, the 
media were forced to create or find new supplies 
by ‘widen[ing] the beam of their spotlight’. In other 
words, it is through the mediatization of certain 
social fields that celebritization can occur. ¶

W       hile this might be plausible for a few exceptional figures like 
Barack Obamathe question remains how far one’s fame 

needs to stretch in order to speak of ‘global celebrity’. Furthermore, 
we should not ignore the differences between individualistic and 
collectivistic cultures, western and non-western societies, 
and their implications for the value and ways of achieving celebrity 
status therein. Also, every culture or nation has its own heroes, 
stars and celebrities. Most of these people’s fame does not reach 
beyond cultural or national boundaries, which makes celebrity culture 
essentially a plural and heterogeneous phenomenon. Hence it 
could best be described as a patchwork of several small and some 
larger celebrity cultures with differing degrees of overlap.

10

Second, even though some historical figures have been discussed 
in terms of fame (e.g. Alexander the Great [by Braudy, 1986] and 
Lord Byron [by Mole, 2008]), little attention has been paid to the 
prevalence of celebrity in previous epochs. This relative lack of 
historical awareness is epitomized by Richard Schickel’s (2000: 
23) adage that ‘there was no such thing as celebrity prior to the 
beginning of the twentieth century’. However, as Elizabeth Barry (2008: 
252) summarizes in her introduction to A Cultural History of Celebrity, 
a special issue of the International Journal of Cultural Studies, 
celebrity culture has its roots in Romanticism (see also Mole, 2009), 
in Madame Tussaud’s celebrity wax figures and in public speeches 
by Victorian scientists. Moreover, the special issue demonstrates 
that mechanisms behind our modern celebrity culture, like 
representations in the printed press, have been and continue to be 
coexistent with traditional ‘engines of fame’ such as being knighted.

Summarized, the contextualization of celebritization in space 
and time clarifies that it should be understood not merely as an 
absolutely expanding phenomenon (i.e. its quantitative dimension) 
as several authors also proclaim (e.g. Turner, 2004: 17), but rather 
as a meta-process that points to certain changes in the nature of 
celebrity and its societal and cultural embedding (or its qualitative 
dimension). Several of these changes have already been discussed in 
the literature; I limit my review here to those that have been explicitly 
linked with celebritization, which also demonstrates the disparate 
and often one-sided character of these analyses. Concerning the 
changing nature of celebrity, celebritization has been defined as the 
democratization of celebrity, or the idea that there has been a ‘shift 
of emphasis from achievement-based fame to media-driven renown’. 
According to this radical logic, one no longer needs to achieve 
something or possess special talent to become famous; appearing 
in the media and simply being famous is thought to be sufficient.

Concerning the societal and cultural embedding of celebrity, several 
interpretations have been given of celebritization. First, it has 
been used to denote both the mobility of celebrities within 
media and entertainment (e.g. combining careers in the movie, 
music and fashion industries) (Lewis, 2010: 583) and the ‘migration’ 
of these celebrities into areas traditionally not associated with 
fame. Common examples are celebrities endorsing or even 
becoming politicians (e.g. Street, 2004), or celebrities involved in 
environmental politics, for instance, actor Leonardo DiCaprio.

Second, and related to these last examples, is the fact that some 
politicians have become celebrities (e.g. McKernan, 2011). This is part 
of what can be labelled the ‘diversification’ of celebrity, as several 
social fields produce celebrity personalities. This diversification of 
celebrity can be described as ‘an issue of supply and demand’. In his 
view, the supply of available entertainment and sports celebrities 
no longer meets the audience’s growing demand for 
celebrities. Therefore, the media were forced to create or find new 
supplies by ‘widen[ing] the beam of their spotlight’. In other words, it 
is through the mediatization of certain social fields that celebritization 
can occur. 
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While this might be plausible for a few exceptional 
figures like Barack Obama (Kellner, 2009), the 
question remains how far one’s fame needs to 
stretch in order to speak of ‘global celebrity’. 
Furthermore, we should not ignore the differences 
between individualistic and collectivistic 
cultures, western and non-western societies, 
and their implications for the value and ways of 
achieving celebrity status therein. Also, every 
culture or nation has its own heroes, stars and 
celebrities. Most of these people’s fame does not 
reach beyond cultural or national boundaries, which 
makes celebrity culture essentially a plural and 
heterogeneous phenomenon. Hence it could 
best be described as a patchwork of several small 
and some larger celebrity cultures with differing 
degrees of overlap.

Second, even though some historical figures have 
been discussed in terms of fame (e.g. Alexander 
the Great [by Braudy, 1986] and Lord Byron [by 
Mole, 2008]), little attention has been paid to the 
prevalence of celebrity in previous epochs. This 
relative lack of historical awareness is epitomized by 
Richard Schickel’s (2000: 23) adage that ‘there was 
no such thing as celebrity prior to the beginning 
of the twentieth century’. However, as Elizabeth 
Barry (2008: 252) summarizes in her introduction 
to A Cultural History of Celebrity, a special issue 
of the International Journal of Cultural Studies, 
celebrity culture has its roots in Romanticism (see 
also Mole, 2009), in Madame Tussaud’s celebrity 
wax figures and in public speeches by Victorian 
scientists. Moreover, the special issue demonstrates 
that mechanisms behind our modern celebrity 
culture, like representations in the printed press, 
have been and continue to be coexistent with 
traditional ‘engines of fame’ such as being knighted.

Summarized, the contextualization of celebritization 
in space and time clarifies that it should be 
understood not merely as an absolutely expanding 
phenomenon (i.e. its quantitative dimension) as 
several authors also proclaim (e.g. Turner, 2004: 
17), but rather as a meta-process that points to 
certain changes in the nature of celebrity 
and its societal and cultural embedding (or its 
qualitative dimension). Several of these changes 
have already been discussed in the literature; I limit 
my review here to those that have been explicitly 
linked with celebritization, which also demonstrates 
the disparate and often one-sided character of 
these analyses. Concerning the changing nature of 
celebrity, celebritization has been defined as the 
democratization of celebrity, or the idea that there 
has been a ‘shift of emphasis from achievement-
based fame to media-driven renown’. According to 
this radical logic, one no longer needs to achieve 
something or possess special talent to become 
famous; appearing in the media and simply being 
famous is thought to be sufficient.

Concerning the societal and cultural embedding 
of celebrity, several interpretations have been 
given of celebritization. First, it has been used to 
denote both the mobility of celebrities within 
media and entertainment (e.g. combining careers 
in the movie, music and fashion industries) (Lewis, 
2010: 583) and the ‘migration’ of these celebrities 
into areas traditionally not associated with fame. 
Common examples are celebrities endorsing or 
even becoming politicians (e.g. Street, 2004), or 
celebrities involved in environmental politics, for 
instance, actor Leonardo DiCaprio.

Second, and related to these last examples, is the 
fact that some politicians have become celebrities 
(e.g. McKernan, 2011). This is part of what can be 
labelled the ‘diversification’ of celebrity, as several 
social fields produce celebrity personalities. This 
diversification of celebrity can be described as 
‘an issue of supply and demand’. In his view, the 
supply of available entertainment and sports 
celebrities no longer meets the audience’s 
growing demand for celebrities. Therefore, the 
media were forced to create or find new supplies 
by ‘widen[ing] the beam of their spotlight’. In other 
words, it is through the mediatization of certain 
social fields that celebritization can occur. ¶
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W       hile this might be plausible for a few exceptional figures like 
Barack Obama the question remains how far one’s fame 

needs to stretch in order to speak of ‘global celebrity’. Furthermore, 
we should not ignore the differences between individualistic and 
collectivistic cultures, western and non-western societies, 
and their implications for the value and ways of achieving celebrity 
status therein. Also, every culture or nation has its own heroes, 
stars and celebrities. Most of these people’s fame does not reach 
beyond cultural or national boundaries, which makes celebrity culture 
essentially a plural and heterogeneous phenomenon. Hence it 
could best be described as a patchwork of several small and some 
larger celebrity cultures with differing degrees of overlap.

10

Second, even though some historical figures have been discussed 
in terms of fame (e.g. Alexander the Great [by Braudy, 1986] and 
Lord Byron [by Mole, 2008]), little attention has been paid to the 
prevalence of celebrity in previous epochs. This relative lack of 
historical awareness is epitomized by Richard Schickel’s (2000: 
23) adage that ‘there was no such thing as celebrity prior to the 
beginning of the twentieth century’. However, as Elizabeth Barry (2008: 
252) summarizes in her introduction to A Cultural History of Celebrity, 
a special issue of the International Journal of Cultural Studies, 
celebrity culture has its roots in Romanticism (see also Mole, 2009), 
in Madame Tussaud’s celebrity wax figures and in public speeches 
by Victorian scientists. Moreover, the special issue demonstrates 
that mechanisms behind our modern celebrity culture, like 
representations in the printed press, have been and continue to be 
coexistent with traditional ‘engines of fame’ such as being knighted.

Summarized, the contextualization of celebritization in space 
and time clarifies that it should be understood not merely as an 
absolutely expanding phenomenon (i.e. its quantitative dimension) 
as several authors also proclaim (e.g. Turner, 2004: 17), but rather 
as a meta-process that points to certain changes in the nature of 
celebrity and its societal and cultural embedding (or its qualitative 
dimension). Several of these changes have already been discussed in 
the literature; I limit my review here to those that have been explicitly 
linked with celebritization, which also demonstrates the disparate and 
often one-sided character of these analyses.
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by Victorian scientists. Moreover, the special issue demonstrates 
that mechanisms behind our modern celebrity culture, like 
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as several authors also proclaim (e.g. Turner, 2004: 17), but rather 
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In recent debates about the ever-
growing prominence of celebrity 
in society and culture, a number 
of scholars have started to use 
the often intermingled terms 
‘celebrification’ and ‘celebritization’. 
This article contributes to these 
debates first by distinguishing 
and clearly defining both terms, 
and especially by presenting a 
multidimensional conceptual 
model of celebritization 
to remedy the current one-
sided approaches that obscure 
its theoretical and empirical 
complexity. Here ‘celebrification’ 
captures the transformation 
of ordinary people and public 
figures into celebrities, whereas 
‘celebritization’ is conceptualized 
as a meta-process that grasps the 
changing nature, as well as the 
societal and cultural embedding of 
celebrity, which can be observed 
through its democratization, 
diversification and migration. It 
is argued that these manifestations 
of celebritization are driven by three 
separate but interacting moulding 
forces:mediatization, personalization 
and commodification.

Celebrity has become a defining 
characteristic of our mediatized 
societies. It is ever-present in news 
and entertainment media – boosted 
by formats such as reality TV – in 
advertising and activism, and it 
has deeply affected several social 
fields, especially the political, but 
also the gastronomic and even the 
religious fields, for celebrity has 
become a valued resource to be 

used in power struggles. Celebrity 
status, it is argued, gives those who 
have it discursive power or a voice 
that cannot be ignored (Marshall, 
1997: x), and it is supposed to 
function as a general token of 
success (Bell, 2010: 49). Such is the 
proliferation of celebrity culture that 
several authors have discussed its 
importance for social cohesion 
and identity formation (e.g. Marshall, 
2010; Sternheimer, 
2011); or, as Ellis 
Cashmore phrases 
it phrases to be. 

Like it or loathe it, 
celebrity culture 
is with us: it 
surrounds us and 
even invades us. It 
shapes our thought 
and conduct, style, 
and manner. 
It affects and is 
affected by not 
just hardcore 
fans but by entire 
populations.  
(2006: 6)

Yet we must remain cautious not 
to fall prey to easy functionalist 
interpretations of celebrity culture. 
As Nick Couldry (2004: 124, 128) 
contends, the social function of 
celebrity discourse is not a given 
and must first be empirically 
corroborated. Not everyone 
thinks that celebrity culture is 
important, just as it probably does 
not enable a general community 
feeling. Still, he continues, our 

attention is incessantly drawn to 
the discourse and performances 
of celebrities, which makes them at 
least a recurring reference point for 
people’s social practices.

In analysing the shift toward the 
cultural and societal prominence of 
celebrity, a number of scholars have 
adopted the term ‘celebritization’.  
 
 

Although others prefer 
‘celebrification’ (e.g. Gamson, 1994; 
Turner, 2006). Indeed, celebrification 
and celebritization appear at times 
to be used almost interchangeably, 
and it becomes even more 
confusing when certain authors use 
one or both concepts for describing 
yet another process, namely the 
transformation of individuals 
into celebrities. For example, 
while Joshua Gamson (1994: 191) 
writes about the celebrification 
of politics as a coup by the 
entertainment-celebrity model, 
Graeme Turner (2006: 155) reserves 
celebrification for the process 
by which an individual becomes 
famous, which he later labels 
celebritization (Turner, 2010a: 13). 
Offering a clear distinction between 
and definition of both concepts is 
therefore a necessary first step to 
be taken in this article.

Added to this connotative 
complexity are the disparate 
and one-dimensional views of 
celebritization, as each scholar 
stresses different dimensions, 
aspects and explanatory factors. In 
contrast, this article’s main goal is to 
propose a holistic yet parsimonious 
conceptualization of celebritization, 
which will be undertaken in two 
steps. Disentangling the different 
indicators of celebritization.06 07

Like it or loathe it, celebrity culture is with 

us: it surrounds us and even invades us. It 

shapes our thought and conduct, style, and 

manner. It affects and is affected by not just 

hardcore fans but by entire populations. 

Yet we must remain cautious not to fall 

prey to easy functionalist interpretations of 

celebrity culture. As Nick Couldrycontends, 

the social function of celebrity discourse 

is not a given and must first be empirically 

corroborated. Not everyone thinks that 

celebrity culture is important, just as 

it probably does not enable a general 

community feeling. Still, he continues, 

our attention is incessantly drawn to the 

discourse and performances of celebrities, 

which makes them at least a recurring 

reference point for people.

By 
Oli

vie
r D

rie
sse

ns



FINAL LAYOUTS
JACOB HAMILTON       |       MAGAZINE DESIGN      |       TYPOGRAPHY IV       |       SPRING 2024



FINAL SPREADS

JACOB HAMILTON       |       MAGAZINE DESIGN      |       TYPOGRAPHY IV       |       SPRING 2024

NAVIGATING THE  
MORALITY OF IDOLIZATION
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WHO DO YOU IDOLIZE      NOW?

Morality in Pop Culture
Explore the blurred lines 
between admiration and ethical 
responsibility as we examine the 
impact of idolization on society.

The Psychology of our Idols
Dive into the intricacies of 
admiration and aspiration as we 
explore the captivating world of 
personal heroes.

Adoration and Allure
Discover the hidden altars of 
adoration and the allure of modern 
idols in our feature article.
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letter from the editor 
our editor’s insightful reflec-
tions, navigating the latest 
trends, controversies, and 

must-know moments

globe trotters 
exploring the latest in inter-
national trends, destinations, 
and cultural phenomena 

shaping the world today

trend setters 
explore the innovative and 
influential voices shaping the 

cultural landscape

the legendary 
delve into the mythos of pop 
culture icons, from timeless 

musicians to cinematic heroes

history 
pop culture history

learn about celebrization 
Step into the world of fame and fascination 
with our in-depth exploration of ‘Celebrization 
in Society and Pop Culture.’ From the rise of 
influencers to the impact of celebrity endorse-
ments, delve into the dynamics shaping our 
cultural landscape. Uncover the allure, influ-
ence, and controversies surrounding today’s 
icons, and discover the intricate intersections.  

modernization and infatuation 
Step into the world of fame and fascination with 
our in-depth exploration of ‘Celebrization in Soci-
ety and Pop Culture.’ From the rise of influencers 
to the impact of celebrity endorsements, delve 
into the dynamics shaping our cultural landscape. 

history continued 
the need to know mo-
ments of pop culture his-
tory that have influenced 
our modern day culture

feature article 
Delve into the captivating 
world of ‘Celebrization in 
Society and Pop Culture’ 
as we explore the intricate 
dynamics between fame, 
influence, and societal norms.

From the rise of social media 
influencers to the impact 
of celebrity culture on our 
perceptions of beauty and 
success, this section offers 
insightful commentary on the 
phenomenon shaping our 
modern-day zeitgeist. Join 
us as we dissect the allure, 
repercussions, and evolving 
landscape of celebrity in 
today’s society through a 
kaleidoscope of perspectives 
and analysis. 

This section navigates the 
influence, impact, and 
evolution of celebrity culture 
on the global stage. From the 
rise of social media stardom 
to the blurred lines between 
fame and authenticity.
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letter from  
the editor
Idoleyes is thrilled to present a collection of insightful reflections that navigate the 
vibrant tapestry of today’s trends, controversies, and must-know moments. In these 
pages, we’ll delve into the heart of what makes pop culture so captivating, 
exploring its ever-evolving landscape with curiosity and passion. From dissecting 
the latest viral sensations to discussing the enduring appeal of classic icons, join 
us on a journey through the pulsating beat of contemporary culture. So grab your 
favorite beverage, settle into your favorite reading spot, and let’s dive deep into the 
fascinating world of pop culture together.

globe  
      

trotters 

58%
Last isuue’s favorite decade poll indicates 
58% of people list the 80s as their favorite 
decade. Tag us with your thoughts  
@idoleyes on instagram 

70s 80s 90s 2000s 2010s

04
From the vibrant streets of Tokyo to the 
pulsating rhythms of Rio de Janeiro, we 
explore how cultural phenomena from around 
the world have left an indelible mark on mu-
sic, fashion, film, and beyond. Join us as 
we uncover the cross-cultural collabora-
tions, trends, and innovations that have 
transformed pop culture into a vibrant 
tapestry of diversity and creativity. Whether it’s 
the fusion of traditional and modern influ-
ences or the celebration of cultural heritage, 
we invite you to traverse the globe with us 
and discover the dynamic interplay between 
geography and entertainment.

From the vibrant streets of Tokyo to the 
pulsating rhythms of Rio de Janeiro, we 
explore how cultural phenomena from around 
the world have left an indelible mark on mu-
sic, fashion, film, and beyond. Join us as 
we uncover the cross-cultural collabora-

trend           
setters 
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In recent debates about the ever-
growing prominence of celebrity 
in society and culture, a number 
of scholars have started to use 
the often intermingled terms 
‘celebrification’ and ‘celebritization’. 
This article contributes to these 
debates first by distinguishing 
and clearly defining both terms, 
and especially by presenting a 
multidimensional conceptual 
model of celebritization 
to remedy the current one-
sided approaches that obscure 
its theoretical and empirical 
complexity. Here ‘celebrification’ 
captures the transformation 
of ordinary people and public 
figures into celebrities, whereas 
‘celebritization’ is conceptualized 
as a meta-process that grasps the 
changing nature, as well as the 
societal and cultural embedding of 
celebrity, which can be observed 
through its democratization, 
diversification and migration. It 
is argued that these manifestations 
of celebritization are driven by three 
separate but interacting moulding 
forces:mediatization, personalization 
and commodification.

Celebrity has become a defining 
characteristic of our mediatized 
societies. It is ever-present in news 
and entertainment media – boosted 
by formats such as reality TV – in 
advertising and activism, and it 
has deeply affected several social 
fields, especially the political, but 
also the gastronomic and even the 
religious fields, for celebrity has 
become a valued resource to be 

used in power struggles. Celebrity 
status, it is argued, gives those who 
have it discursive power or a voice 
that cannot be ignored (Marshall, 
1997: x), and it is supposed to 
function as a general token of 
success (Bell, 2010: 49). Such is the 
proliferation of celebrity culture that 
several authors have discussed its 
importance for social cohesion 
and identity formation (e.g. Marshall, 
2010; Sternheimer, 
2011); or, as Ellis 
Cashmore phrases 
it phrases to be. 

Like it or loathe it, 
celebrity culture 
is with us: it 
surrounds us and 
even invades us. It 
shapes our thought 
and conduct, style, 
and manner. 
It affects and is 
affected by not 
just hardcore 
fans but by entire 
populations.  
(2006: 6)

Yet we must remain cautious not 
to fall prey to easy functionalist 
interpretations of celebrity culture. 
As Nick Couldry (2004: 124, 128) 
contends, the social function of 
celebrity discourse is not a given 
and must first be empirically 
corroborated. Not everyone 
thinks that celebrity culture is 
important, just as it probably does 
not enable a general community 
feeling. Still, he continues, our 

attention is incessantly drawn to 
the discourse and performances 
of celebrities, which makes them at 
least a recurring reference point for 
people’s social practices.

In analysing the shift toward the 
cultural and societal prominence of 
celebrity, a number of scholars have 
adopted the term ‘celebritization’.  
 
 

Although others prefer 
‘celebrification’ (e.g. Gamson, 1994; 
Turner, 2006). Indeed, celebrification 
and celebritization appear at times 
to be used almost interchangeably, 
and it becomes even more 
confusing when certain authors use 
one or both concepts for describing 
yet another process, namely the 
transformation of individuals 
into celebrities. For example, 
while Joshua Gamson (1994: 191) 
writes about the celebrification 
of politics as a coup by the 
entertainment-celebrity model, 
Graeme Turner (2006: 155) reserves 
celebrification for the process 
by which an individual becomes 
famous, which he later labels 
celebritization (Turner, 2010a: 13). 
Offering a clear distinction between 
and definition of both concepts is 
therefore a necessary first step to 
be taken in this article.

Added to this connotative 
complexity are the disparate 
and one-dimensional views of 
celebritization, as each scholar 
stresses different dimensions, 
aspects and explanatory factors. In 
contrast, this article’s main goal is to 
propose a holistic yet parsimonious 
conceptualization of celebritization, 
which will be undertaken in two 
steps. Disentangling the different 
indicators of celebritization.07 08

Echoes of Resilience: Amidst the rubble, 

remnants of faith endure. This striking 

image of a church in ruins serves as a 

poignant reminder of the enduring power 

of belief, echoing themes often portrayed in 

popular culture. Just as fictional heroes rise 

from the ashes, so too does this symbol 

of spiritual strength stand tall amidst 

destruction. In a world where narratives 

of struggle and triumph permeate pop 

culture, this photograph speaks volumes 

about the resilience of the human spirit and 

the unwavering resolve to rebuild, renew, 

and reclaim hope in the face of adversity 

photographed by Matthew White. 
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Celebrification also entails commodification: stars and, by extension,1 celebrities 
‘are both labour and the thing that labour produces’ (Dyer, 2004 [1986]: 5). They 
are manufactured by the celebrity industry and produce and help to sell 
other commodities. In this sense, the celebrity presents and personifies ‘[t]he 
two faces of capitalism – that of defaced value and prized commodity value’

Celebritization, on the other hand, occurs not at the individual, but at the social 
fields level. Scholars have discussed celebritization particularly in relation to 
(electoral) politics (e.g. McKernan, 2011; Turner, 2004), but also (environmental) 
activism (Boykoff and Goodman, 2009), fashion, literature, academia and 
medicine have been studied or mentioned as examples (see Gamson, 1994: 
186). Importantly, celebritization does not equal increased celebrification, nor 
does the celebritization of a social field imply the celebrification of all the agents in 
this field. Similar to other power resources, celebrity is distributed unequally.

Celebritization can best be understood as a long-term structural 
development or ‘meta-process’ (Hepp, 2012; Krotz, 2007) on a par with 
globalization, individualization or mediatization. It is a meta-process because it 
lacks a clear starting or endpoint and is dispersed in space and time, not strictly 
following a specific direction. Therefore, and crucially, it would be misleading 
to think of celebritization as simply an increase of celebrity in space and time. 
First, regarding space, terms like ‘global stars’ and ‘worldwide celebrity’ are 
not uncommon in the literature (e.g. Choi and Berger, 2010; Kellner, 2009). 
Underlying these terms is the assumption of a global celebrity culture, or 
at least the recognition of certain individuals on a global scale. 

09 10

the celebrity presents and 
personifies the two faces 

 of capitalism – that of 
defaced value and  

prized value

In the gentle flow of the stream, we find a metaphor for the 

meandering pathways of the mindphotographed by Ryan Clark. 
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W       hile this might be plausible for a few exceptional figures like 
Barack Obama the question remains how far one’s fame 

needs to stretch in order to speak of ‘global celebrity’. Furthermore, 
we should not ignore the differences between individualistic and 
collectivistic cultures, western and non-western societies, 
and their implications for the value and ways of achieving celebrity 
status therein. Also, every culture or nation has its own heroes, 
stars and celebrities. Most of these people’s fame does not reach 
beyond cultural or national boundaries, which makes celebrity culture 
essentially a plural and heterogeneous phenomenon. Hence it 
could best be described as a patchwork of several small and some 
larger celebrity cultures with differing degrees of overlap.

11

Second, even though some historical figures have been discussed 
in terms of fame (e.g. Alexander the Great [by Braudy, 1986] and 
Lord Byron [by Mole, 2008]), little attention has been paid to the 
prevalence of celebrity in previous epochs. This relative lack of 
historical awareness is epitomized by Richard Schickel’s (2000: 
23) adage that ‘there was no such thing as celebrity prior to the 
beginning of the twentieth century’. However, as Elizabeth Barry (2008: 
252) summarizes in her introduction to A Cultural History of Celebrity, 
a special issue of the International Journal of Cultural Studies, 
celebrity culture has its roots in Romanticism (see also Mole, 2009), 
in Madame Tussaud’s celebrity wax figures and in public speeches 
by Victorian scientists. Moreover, the special issue demonstrates 
that mechanisms behind our modern celebrity culture, like 
representations in the printed press, have been and continue to be 
coexistent with traditional ‘engines of fame’ such as being knighted.

In the bustling chaos of the cityscape, the human psyche is laid 

bare, revealing dynamics photographed by Ashley Martinez

Amidst the tranquil embrace of nature, park benches beckon 

as silent witnesses to the human condition photographed by 

Amanda Ramirez

Summarized, the contextualization of celebritization in space 
and time clarifies that it should be understood not merely as an 
absolutely expanding phenomenon (i.e. its quantitative dimension) 
as several authors also proclaim (e.g. Turner, 2004: 17), but rather 
as a meta-process that points to certain changes in the nature of 
celebrity and its societal and cultural embedding (or its qualitative 
dimension). Several of these changes have already been discussed in 
the literature; I limit my review here to those that have been explicitly 
linked with celebritization, which also demonstrates the disparate and 
often one-sided character of these analyses.
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From the rise of mass media in the 
early 20th century to the digital age 
of the 21st century, pop culture 
has been a mirror reflecting 
the values, aspirations, 
and obsessions of society 
at large. As the accessibility of 
entertainment expanded, so too 
did the proliferation of celebrity 
culture. Icons emerged from various 
realms—Hollywood, music, sports, 
and beyond—captivating audiences 
with their talent, charisma, and 
allure. These figures became larger-
than-life symbols of aspiration and 
admiration, their lives scrutinized 
and their actions dissected by the 
public eye. Through magazines, 
newspapers, radio, television, 
and now social media, the cult of 
celebrity has become ingrained in 
our modern consciousness, shaping 
our perceptions of fame, success, 
and the human experience itself.

In today’s hyperconnected world, 
the impact of pop culture on our 
perception of celebrity is more 
pronounced than ever. Social 
media platforms have democratized 
fame, granting ordinary individuals 
the opportunity to cultivate their 
own personal brands and amass 
followers on a global scale. 

The line between celebrity and 
fan has blurred, with influencers 
and content creators occupying a 
space once reserved for traditional 
celebrities. With the rise of reality 
TV, viral sensations, and the 24/7 
news cycle, the appetite for celebrity 
gossip and scandal has reached 
unprecedented heights. 

Yet, amidst the glitz and glamour, 
there is a growing awareness of 
the pitfalls of fame—the relentless 
scrutiny, the pressure to maintain 
a flawless image, and the toll it 
can take on mental health. As 
pop culture continues to evolve, so 
too will our perception of celebrity, 
reflecting the ever-changing 
dynamics of society and the 
human condition.

Across the decades, trends, fads, 
and icons have risen and fallen, 
pop culture has been shaped by a 
dynamic interplay of personalities, 
movements, and moments. Yet, 
amidst the landscape of fame and 
fandom, one constant remains: the 
cyclical nature of celebrity.

In pop culture, history has a 
tendency to repeat itself, often 
manifesting in the rise and fall 
of celebrities who mirror the 
archetypes of their predecessors. 
Just as Marilyn Monroe captivated 
audiences with her allure in the 
1950s, contemporary stars like 
Kim Kardashian-West command 
attention through their mastery of 
social media and self-promotion.

 Similarly, the scandals and 
controversies that plagued 
Hollywood’s golden age. These 
parallels underscore a fundamental 
truth about celebrity culture: 
the eternal recurrence of fame. 
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snapchat 
instagram

75% Though 75% of people preferrred Instagram in last 
issue’s poll, it averaged lower than Snapchat in terms 
of qualities. We can assume that this is because Snapchat is 
known for being a messaging app, so it will always come 
out well above its competitor in that category. 

WE ASKED READERS TO RANK THESE SOCIAL 
MEDIA APPS BASED ON A FEW FACTORS

where ever you find yourself, 

has you covered
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PROJECT 3:  VINYL PACKAGING
FALL 2024



Jacob Hamilton	 \	 Maximalist Packaging	 \	 Packaging		 \	 Fall 2024

The Idea:

A vinyl collectors box for super fans! It 
will be an accordian folded booklet that 
houses 7inch zoetrope records for each 
individual song on an album. The accordian 
booklet will feature intricate patterns 
and show off the records hiding underneath. 
Side a is the song that is seen on the 
album and side b is the original demo 
of the song. I am creating the company 
Vinyl Box that creates these boxes and 
while I will flesh it out for one album in 
particular, the model could translate to 
any album and any artist. 
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The Idea: Sketches
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The Idea:

Can I incorporate cmyk overlap?
Talking heads speaking in tongues cover by 
robert rauschenberg is an awesome example!
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The Brand:

rumblin
recs

rumblin
recs
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Possible Pattern Development:
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Zoetrope Exploration
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Zoetrope Design Exploration
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Zoetrope Design Exploration
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Zoetrope Design Exploration
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Zoetrope Design Exploration

I tested the animations in 
photoshop as i created them  
to track their movement
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Final record designs
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Jacob Hamilton	 \	 Maximalist Packaging	 \	 Packaging		 \	 Fall 2024

Final record designs - The back
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Die line for laser cutting the record board
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Assembly of Records



Jacob Hamilton	 \	 Maximalist Packaging	 \	 Packaging		 \	 Fall 2024

Sleeve Design



Jacob Hamilton	 \	 Maximalist Packaging	 \	 Packaging		 \	 Fall 2024

Sleeve Creation

I wanted to tuck the sleeve flaps 
into my project to hide them and 
proivide a situation where the 
records wouldn’t catch on anything, 
this proved to be a major challenge, 
but I executed it in the end. 



Jacob Hamilton	 \	 Maximalist Packaging	 \	 Packaging		 \	 Fall 2024

Sleeve Creation



Jacob Hamilton	 \	 Maximalist Packaging	 \	 Packaging		 \	 Fall 2024

Accordion Booklet Design Ideas

THIS IS AN EXPENSIVE 
VINYL RECORD 
BOX THAT WAS  
PROFESSIONALLY  

DESIGNED 
FOR INHALER’S ALBUM  
IT WON’T ALWAYS  
BE LIKE THIS
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Accordion Booklet Design Ideas
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Accordion Booklet Final Design Back

marks the explosive debut of Inhaler, 
a record that captures the band’s 
youthful energy, restless spirit, and 
undeniable promise. 

marks the explosive debut of Inhaler, 
a record that captures the band’s 
youthful energy, restless spirit, and 
undeniable promise. 
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Accordion Booklet Final Design Back

Through anthemic tracks and introspective 

lyrics, this album is a testament to resilience, 

capturing the highs and lows of chasing 

dreams and navigating the unpredictability 

of life. Each song pulses with raw emotion, 

reflecting a blend of longing, optimism, 

and defiance. This record isn’t just music; 

it’s a statement—a reminder that change is 

constant and, no matter how turbulent the 

journey, brighter days are always ahead. 
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Accordion Booklet Final Design Front
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Girl, you know this ain’t love I’m just a bad 
old beggar with nothing to do It’s on you 
And oh, what else can I do? You say that 
you’re not around And you don’t wanna be 
found Well, I wanna be the best at what I do 
Oh, what about you? Oh, what about you? 
Play me like a record, baby Spin me around, 
turn me upside down You don’t want me to 
I’ll pull the covers right up over your head 
You’re in my head
It won’t always be like this

like this

And you know that ain’t cool
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Accordion Booklet Final Design Front
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Accordion Booklet Final Design Front
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Accordion Booklet Assembly

There was lots of trial and error and many itterations when it 
came to assembling this booklet. What seemed to be achievable in 
concept proved to have many components in reality. Using the xyron 
machine to stick two pieces togetehr was no small feat and before 
adjustment for my final had many bubbles and tears. 
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Accordion Booklet Assembly

There was lots of trial and error 
and many itterations when it came to 
assembling this booklet. What seemed to 
be achievable in concept proved to have 
many components in reality. 
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Accordion Booklet Assembly
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Accordion Booklet Assembly
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assembling this booklet. What seemed to 
be achievable in concept proved to have 
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Accordion Booklet Assembly

There was lots of trial and error 
and many itterations when it came to 
assembling this booklet. What seemed to 
be achievable in concept proved to have 
many components in reality. 
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Accordion Booklet Final

There was lots of trial and error 
and many itterations when it came to 
assembling this booklet. What seemed to 
be achievable in concept proved to have 
many components in reality. 
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Accordion Booklet Final

There was lots of trial and error 
and many itterations when it came to 
assembling this booklet. What seemed to 
be achievable in concept proved to have 
many components in reality. 
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Accordion Booklet Final

There was lots of trial and error 
and many itterations when it came to 
assembling this booklet. What seemed to 
be achievable in concept proved to have 
many components in reality. 
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Final Mockups

There was lots of trial and error 
and many itterations when it came to 
assembling this booklet. What seemed to 
be achievable in concept proved to have 
many components in reality. 
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Final Mockups

There was lots of trial and error 
and many itterations when it came to 
assembling this booklet. What seemed to 
be achievable in concept proved to have 
many components in reality. 



THANK YOU!
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