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about.

Riley Park is a Graphic Design for 
Marketing graduate from Wilson 	
School of Design at KPU. They have
a long relationship with academia, 	
ueled by the pursuit of community 
and learning that begins with math
and sciences at the University of 
Victoria, switching to the Nursing 
program offered through Camosun 
College and UVIC, and then taking 
up Information Technology at KPU. 

During their time in the Information 
Technology program, Riley realized the 
need for enmeshing self-expression 
in their career. Under the guise that 	
design is innately political, human, 
and fueled by ethics and morality, 
Riley chose to enter this profession 
as it’s the perfect blend between 	
science, art and humanity.

Riley loves collaborating with others, 
curating brand identity or positioning, 
and asset design with illustration, 
photography and type.

Design is community-driven, 
collaborative and influenced 
by people. If done successfully 
it lifts up everyone and solves 
for many. I want to be apart 
of that movement.
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craft + burrow.

CASE STUDY
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PROCESS

Craft + Burrow is committed 
to providing artisan craft that 
envokes creativity and discovery 
within one’s home, accomplished 
by providing both catalogue and
custom woodwork. 

This commitment calls the brand 
to find a marriage between their 
product, process, material, and 
quality, with textures, conceptual 
imagery, and natural elements. 

The logo needed to be abstract, 
inviting inspiration, imagination, 
and intention. 

The final process was creating 
wood prints out of old locally 
reclaimed off-cuts and rounds. 
Resulting in turning a circular 
piece of birch offcut into an 
abstract burrow, filled with text-
ure, exploration, and adventure, 
successfully embodying the nature 
and intention of Craft + Burrow.
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Craft + Burrow designs artisan furnishings 
with a contemporary twist. Using locally 
sourced sustainable materials, to create 
a catalogue of custom pieces tailored 
to invoke a circadian sense of discovery 
and inspiration in your home . 



Hero Regular
abcdefghijklmnopqrstuvwxyz
1234567890+B

Absara TF Light Italic
abcdefghijklmnopqrstuvwxyz
1234567890Rr

Absara TF Thin Regular
abcdefghijklmnopqrstuvwxyz
1234567890{ft

PANTONE

Process Black 

HEX:000000 

Dalbergia

PANTONE

P 109-16 C

HEX: 003462

Lacus

PANTONE

P 117-9 C

HEX: 64766A

Picea

PANTONE

P 134-9 C

HEX: F1F7F4

Pruina

PANTONE

P 13-1 C

HEX: DFD5C8

 Betula

PANTONE

P 29-7 C

HEX: 9D581F

Cedrus

BRANDING ELEMENTS

Type paring utilizes Absara which is 
a unique slab serif paired with Hero 
which is a rounder sans serif.

The colour family is named after latin 
names for various trees, and Lacus, 
meaning lake.

All aspects of the brand were considered 
to envoke inspiration and adventure, 
bringing nature of the great west indoors. 
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Branded textures are used to provide 
visual textures and sensations to users 
from wood prints, illustrations, and 
photography.
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MEDIA ASSET CURATION

Media asset curation included a landing 
page banner video, photographing all 
products for the store page, as well as, 
curating all textured photography, prints 
and other assets for web and branding 
usage.

This was a fun process of filming the 
craft in action in the workshop. 
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3SOCIAL MEDIA

Instagram is the most ideal of  social 
media platforms for Craft + Burrow’s 
target audience which are sustainable 
hipsters. 

As the page grows, they will slowly 
introduce products. The layout will go 
by action shots, personal posts, and 
product shots.   
Stories will be curated on Tiktok and 
Instagram to increase interactivity 
and authentic engagement. 
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shifting minds collective.

CASE STUDY



shifting minds collective.
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OVERVIEW

The assignment brief was to create 
a marketing and branding solution 
for a cause that I feel is relevant and 
important. 

Canada lacks a streamlined solution to 
empowering employees who face diversity. 
The challenge is curating spaces across 
Canada that streamline safe spaces while
removing the pressure of personal marketing
off DEI professionals. 

The Canadian government needs to prioritize
increasing access to quality DEI profess-
ionals and be more proactive with imple-
menting training that will allow employers 
to:

• Implement and embed employee   	
   experience into their values
• Cultivate safety for everyone,
   free from prejudices,
• Encourages higher degrees of 	
  engagement, productivity, and
  innovation
• Contribute to increasing overall
  revenue and positive brand 
  acceptance

This project was a 
So(cial) Good Award 
Winner of 2022, under 
the Branding category.



SUMMARY

Shifting Minds Collective is 
Canada’s first streamlined hub 
for DEI training. 

They provide in-person coaching 
and counselling from their office 
spaces, streamlining public access 
to DEI professionals. Shifting Minds
Collective removes the pressure of
self-promotion for DEI professionals
by promoting them as a collective 
with streamlined branding. They
serve the Canadian public, companies
and organizations in every major 
city across Canada. 

Shifting Minds Collective is for:
• For the empowerment of 
   Canadian workers, 
• A resource for corporations 
  and HR representatives, 
• A streamlined space for DEI 
  specialists to reach targeted 
  audiences across Canada.

The three target audiences for 
Shifting Minds Collective include 
a primary target the Canadian 
professional, followed by Industry 
and Business Leaders, and of course,
Human Resource Representatives.
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RESEARCH

My preliminary work on this 
project began with finding clear 
definitions of Diversity, Equity, and 
Inclusion, then researching relative 
and notable statistics surrounding 
DEI in Canada, including how this 
profession currently operates.

Following complaints accepted 
by the Canadian Human Rights 
Commission in 2020, the majority 
were claimed related to disabilities, 
sex, colour, race or origin, with 47% 
of complaints being intersectional. 
Meaning almost half of the compl-
aints received were on more than 
one ground of discrimination. 

DEI, or Diversity, Equity, and 
Inclusion, training aids in solving 
issues surrounding inequality and 
discrimination in any professional 
workspace. Equity promotes justice 
and fairness in all professional 
settings. It ensures everyone has 
access to the same treatment. 

Often, tackling equity will require 
the DEI training session leader 
to understand the root cause of 
any disparities within the group. 
Equity aims to eliminate barriers 
and promote fairness. The goal is 
to help members become more 
culturally competent, empathetic, 
and self-aware. As well as assist 
in cultivating a safe workplace 
culture and environment for all 
employees. DEI training benefits 
a company in terms of productivity 
and overall revenue. 

Essentially training to help employers 
implement and imbed employee 
experience into their values, culti-
vating safety for everyone free 
from prejudices such as who they 
love, being born a woman, or the 
colour of their skin. 
According to Ronnie L. Bryant (CEcD, 
FM, HLM), “Organizations that don’t
complete DEI training programs are
missing a major opportunity to tap 
into their workers’ full potential. DEI
programs help create happier, 
more engaged employees. Why?

Studies have shown that organiz-
ations with strong, diverse enviro-
nments lead to more content, 
trustworthy, and satisfied workers. 

The long-term goal of a full DEI 
training program is to educate 
and support team members on 
three levels, personal/interpersonal, 
internal, and external levels. The 
time spent in this type of training 
will allow team members to reflect 
together, gain insight, and better 
understand the organizations’efforts
and goals.”

Reinforcing robust DEI programs 
helps every employee show up each 
day without fear of being their true 
selves, fostering higher degrees of 
engagement, productivity, and 
innovation, leading to increasing 
overall revenue.

According to Bersin by Deloitte’s 
research report titled, Diversity 
and Inclusion in Canada:  The 
Current State, 28% of current 
practices value singular culture 
and compliance, whereas the 
rest focus on embracing diversity, 
prioritizing collaboration and 
inclusivity. The majority of organi-
zations are grassroots initiatives 
will small volunteer-based staffing. 
Acquisition of employment is attain-
able through referrals and community
colleges or universities; the pressure 
for raising awareness, cultivating 
an audience or gaining clients is
a burden placed primarily on the 
professional. Canada needs a 
solution that streamlines access 
to DEI. 

Shifting Minds Collective addresses 
the ever persisting issue of inequality, 
exclusion, and prejudices in the 
Canadian professional market by 
increasing access to DEI training 
and trans-forming it into adopted 
practices prioritized in the organiz-
ations they collaborate with. As 
Sydney Ly says, “When you make 
DEI a priority, every facet of your 
organization benefits, including 
the bottom line.”



SOLUTIONS

The design solutions and deliverables 
include vital messaging, corporate 
branding and identity, promotional 
materials and wearables, alongside 
a website and mobile application for 
user touchpoints, and in conjunction 	
with an advertising campaign introd-
ucing the local public to the Shifting 
Minds Collective. 

The logo plays on the company name, 
Shifting Minds Collective, by adding 
a shift within the type. It is simplistic, 
ensuring the tone is serious and not 
detracting from the content. With 
messaging such as the tagline “Shift 
your Paradigm,” or other messaging 
such as,“Do Better, Be Better”, and 

“When Community Calls, Answer” we 
being are direct. This solution met the 
needs of creating key messaging and 
corporate branding identity.
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The application helps patrons organize 
their events by providing a platform 
for users to access or purchase tickets, 
views locations, and get directions 
within the app. 



P
O

R
TF

O
LI

O
	

 2
9

The website contains crucial information 
on Canadian DEI statistics and informative 
blogs to spark discourse. Thus, meeting the 
requirements of adding user touchpoints. 
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Promotional items and 
purchasable wearables add 
revenue for Shifting Minds 
Collective, such as beanies, crew 
neck hoodies, and enamel pin 
sets. The enamel pin sets feature 
pronouns to inspire inclusivity 
during workplace counselling or 
events. 



Lastly, a transit advertising camp-
aign showcases how Shifting 
Minds Collective can reach its 
target audiences. Since bus and 
train advertisements will be seen 
quickly during a commute, the 
information is required to be 
extremely minimal, eye-catching, 
and accessible. Using just the 
tagline, logo, and call to action, 
we effectively minimize the inform-
ation shown to the viewer. 

Bus stop ads can have more copy 
since people are waiting for a bus 
and have more time to potentially 
read, so a small blurb about whom 
Shifting Minds Collective is also 
featured. These advertisements 
meet the requirements of the final
deliverable of showcasing an adver-
tising campaign.
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four seasons rebranding.

COMPONENT
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A large-scale, revolutionary rebranding 
and updating of a major world leader 
in the luxury hospitality industry. In order
to curate a new and more welcoming 
brand identity that matches their 
globally loved brand.

The first thing that needed to change 
was the logo, straying away from the 
tree going through the four seasons 
because it has become a tired concept 
used by many companies not associated 
with the hotels and resorts.

Seasons exist because of our planet’s 
position and movement around the sun.
The sun is a constant for every place, 
person, or thing, during any of the four
seasons. Four Seasons is a global brand
with 118 unique properties in 47 countries,
and each location has a different interior, 
exterior, and architectural design. With all
the uniqueness of the brand, they needed 
a refreshing updated way to keep consistent.
So naturally, the sun became the direction 
of the new mark. With smooth and con-
sistent line width, symmetry, and an over-
all friendly demeanour, Four Seasons is 
redefining luxury and elegance.
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mäya x cnib.

COMPONENT
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OVERVIEW

The Covid-19 pandemic has been an
unprecedented time that has affected
many people, including blind Canadians. 
Due to major disruptions in routine, 
many seeing-eye dogs have been retiring 
earlier than expected, leaving many “with-
out their eyes.” The challenge creating a 
product and campaign that would raise 
awareness, and provide funding to the 
cause by utilizing research and packaging 
and product design.

The solution began with researching the 
pandemic’s effect on blind Canadians 
and creating a product where 100% of the 
profits would go to the CNIB’s Puppy 
with a Purpose campaign. The design pays
homage to texture and light reflection 
and is meant to be enjoyable for every-
one, with its tactile features and minimal 
design. 

The majority of blind individuals do not 
see pure nothingness, or darkness, but 
rather some outlines, shadows, and 
reflections of light. The solution was 
alluding to this, by creating a product 
that would do this, by having the pack-
aging being all black with raised vinyl 
elements that are also black, playing 
on tactile and light. Avoiding imagery 
of puppies or dogs, by using the eye icon 
with a heart pupil and braille lashes, to
those who cannot read braille, it appears 
as a unique geometric lash, but the 
lashes read, “Always Love,” thus high-
lighting shared vision and empathy. 
This incentivizes donations by providing 
those who purchase the product an 
elevated gift, thus, enmeshing fashion, 
awareness and social change.
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rethinking design.

COMPONENT
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This long-form typography project is 
paired with imagery to highlight the 
subversive context of this piece and 
juxtapose the abject relationship 
between human nature and tech-
nology by exacting mild elements 
of body horror to portray something 
beautifully unnatural.

This project uses type with 
photography to create images 
that are unique and jarring. The 
type is justified and curated with 
the concept that the readers breaks
would be planned for them thus, 
increasing the readability and 
digestibility of this long-form 
typography assignment.
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decolonizing design.

COMPONENT
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OVERVIEW

In Decolonizing Design: A Designer’s 
Call To Action, Riley Park explores the 
designers’ role in decolonization with 
the intent of informing young designers. 
From defining a designer, exploring bias
and how it embeds itself in technology 
and design, to how we can move 
forward and curate change as designers. 

This project consists of a full non-fiction 
novel, months of reading and research, 
and a video comp-onent featuring 
interviews with Mark Rutledge, National 
President of the Graphic Designers of 
Canada (GDC); Maurice Cherry, Founder 
and Host of Revision Path Podcast; and 
Nadi Fantastic, Anti-Oppression Business 
Strategist & Inclusive Leadership Coach.
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https://www.youtube.com/watch?v=YHM0WwZCmKI&t=66s
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CONTACT

ri leyryanrosepark@gmail .com 
Cal l  or  Text: 604. 551. 0360
or direct message on LinkedIn

ADDRESS

Ri ley Park
1301-13303 Central  Ave
Surrey, BC  V3A1P6

ONLINE

Website: r i leyparkdesign.ca
Instagram: @rose.bush.design
LinkedIn: /r i leyryanrosepark /


