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I was lucky enough to grow up on 
the sunny shores of Maui, Hawai‘i. 
After graduating from the island 
life, I spent four years in Stockton, 
CA at the University of the Pacific. 
With a B.F.A. in Graphic Design 
in one hand, I’m o� petting cats, 
breeding butterflies, and designing 
everything imaginable. 

I create work that has a lasting 
impression, that is unique and 
innovative, and emphasizes craft 
by both hand and computer. 
I enjoy design work that is 
whimsical, warm, and friendly, or 
stirs up a sense of nostalgia for the 
viewer. I aim to make work that has 
it’s own character and personality, 
and I hope that the viewer is able 
to connect with me on some level 
because of this experience.
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Calliope is the visual and literary arts 
magazine at the University of the Pacific, 
and is created by and featuring the work 
of Pacific students. 

The title for this edition of Calliope was 
inspired by the idea of synchronicity, or a 
meaningful coincidence. The works were 
not created in collaboration, but were 
connected together in this magazine.

Calliope is named for the muse of heroic 
poetry and the cover is inspired by the 
work of Alphonse Mucha.

As a co-editor, I juried the art submissions, 
photographed the physical works, paired 
the literary works with the art works, laid 
the magazine out in Indesign, and worked 
with the printing company.

CALLIOPE 2013
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“DADAIST ANTHEM”
by Mauricio F. Vargas

Mirrors must be a considerable 
source of annoyance
Especially when you’re as 
annoying and ugly
As I am. 

Who blew the cahoots on the
Pie eating contest of the 
great Emperor of China?
I did.

Who befriended the Elephant Man
And made him think the 
compassionate window
he looked into
Was a talking mirror
With a strangely empathetic heart?
I did.

Non sequiturs don’t belong
Within the line of man’s 
constant evolution,
But what good would 
it be to the world
If there was no room for variety?

“Weird is a Beautiful thing,”
Says Nostradamus of the future,
And Acceptance is its foster mother.

Discipline is no more a collar to me
�an it is a leash for a weasel,
But I try to limit myself 
on mischief and sin
For I am a humble sinner
Not yet a complete degenerate 
of God’s design.

I ruined the concept of rhyme
And eventually will stop 
the persistence of time,
But that plot will be �awed
When man realizes the 
permanence of ink on paper.

Joanne Kwan
“GORDON”
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“BLANK PAGE” 
by Sarah Layne

I struggle to write,
I struggle to rhyme.
Words never seem right,
there’s never the time.
	e paper sits white,
vacant and pale.
I know I can’t write;
this tale will fail.
	e page and the pen,
a heart and a mind,
a story begins;
let’s see what I’ll �nd.
Scribbles and scratches,
mumbles and fumbles,
thoughts with blank patches,
they stumble and crumble.
Words won’t appear.
Stories won’t start.
Screw this shit-
can’t call it art.

Alliteration:
Amusing,
Attractive,
and Artistic?
Abysmal and Antagonistic.

	is won’t work out,
I’ll try something new.
If in doubt,
try a haiku.

	e roses are red,
	e violets are so blue,
I hate poetry.

No muse and no heart,
no making of genius.
Back to the start —
nothing rhymes with genius.

I’ve thrown it in,
towel and all.
Alone in chagrin,
I’ve hit a wall.
Not just a block,
no moment of lapse,
my thoughts under lock,
nothing left but scraps.

Dickinson,
Poe,
Frost,
and Angelou,
you win the game,
Damn all of you.

Paige Logsdon
“SECOND PARTIAL IDENTITY DISSECTION”



CALLIOPE MAGAZINE

Two Column Grid System

Finished Layout

Finished Front and Back Cover

Spine of Cover

Detail of Artwork Layout

Detail of Literary Work Layout



This brochure was created for recently 
admitted students to the University of 
the Pacifi c. The O�  ce of Housing and 
Greek Life envisioned a photo-centered 
publication with the understanding that 
their target audience wasn’t interested 
in reading large blocks of text.

The photos were taken by several of 
the school’s o�  cial photographers, 
but I was responsible for organizing 
the information, creating a grid for the 
photos, and laying out the brochure.

CAMPUS LIVING 2013–2014

CAMPUS LIVING BROCHURE

Front and Back Cover

Inside Detail of Page

Inside Detail of Table

Finished Spread

Final Product







identity design
perceptron technology

bella luna salon

newman community



This project began as a collaboration 
with a group of engineers that were 
developing parts for self-driving vehicles.

PROBLEM IDENTIFICATION

The company needed a name, an identity 
system, and packaging for the parts. The 
product itself needed to be marketed as 
a complete system for installation in an 
already purchased car.

CLIENT PRODUCT ANALYSIS

The design solution needed to emphasize 
that the product is highly intelligent, 
easy to operate, and safer than our 
current technology. It also needed to 
be marketed as an extremely necessary 
asset, considering that drivers who don’t 
install this product will endanger those 
who now use it.

TARGET AUDIENCE

The anticipated audience includes 
licensed drivers from 16 years and older. 
This target also serves as a requirement; 
if a malfunction occurs the person needs 
to know how to operate the vehicle. 
The target audience is also drivers who 
commute long distances or those who 
live in congested cities, although the 
market is open to all drivers. These 
consumers are also from most economic 
classes, as the product will be reasonably 
priced. Our audience is national but will 
become international as our product 
gains popularity. 

Perceptron technology



CONCEPTS FOR BRAND

Detail of Steering Wheel

LIDAR Example

Car Camera Example

Detail of Sensors

The logo for Perceptron Technology 
needed to define the product as a system 
rather than a car, distinguish it from other 
similar products, and communicate that 
this system is the best solution to all 
problems associated with driving. 

This technology includes cameras, sensors, 
and radar that will provide the driver greater 
mobility and control over the vehicle, and 
ultimately save both lives and money. 

LOGO DESIGN





Perceptron derives from an algorithm 
which models the ability of the brain to 
recognize and di� erentiate. 

Applied to the self-driving car, it is the 
ability of the product to function like or 
be more perceptive than the human brain.

This logo concept represents the quality 
of the product, alluding to sensors, speed, 
and reaction time through an abstraction 
of the steering wheel.

LOGO DESIGN

PERCEPTRON TECHNOLOGY

Logo Options

Finished Logo Design

Finished Business Cards



Perceptron Technology 5Logo Variations4

1” x 0.75”

4” x 3.5”

The Perceptron Technology 

logo is comprised of a mark  

and a typographic component. 

The elements are stacked to 

create a square visually.

Applied to a business card

the type will remain readable.

full color logo

For most applications the full 

color or reversed full color logo 

should be used. 

reversed full color

The reversed full color logo 

should always be applied on 

a dark blue background as 

shown at left.

The Perceptron Identity Manual sets 
standards for the use of the mark in 
specifi c situations. The purpose of 
the guidelines is to maintain a clean 
and consistent look in all Perceptron 
Technology applications.

IDENTITY MANUAL

PERCEPTRON TECHNOLOGY

Identity Manual Cover

Spread for Finished Logos

Spread for Color Specifi cations

Spread for Correct Logo Use



Perceptron Technology 1312 Colors

Pantone 546 C

Pantone 7473 C

Pantone 122 C

C:  96

M:  9

Y:  0

K:  83

C:  70

M:  0

Y:  38

K: 8 

C:  0

M:  17

Y:  80

K:  0

R: 0

G: 51

B: 78

R: 44

G: 175

B: 164

R: 255

G: 210

B: 79

The Perceptron Technology  

color solution is based on the 

Pantone Color Matching System. 

The CMYK equivalents provided 

at left are guidelines only and 

should not be considered an 

exact match.

The colors should not be altered 

in any way, the logo variations 

provided in these guidelines are 

the only approved color variations.

colors

01 01

02

03

02

03

Perceptron Technology16 17Specific Usage

As the key visual mark of 

Perceptron Technology, 

the logo must be treated as 

specified in this manual.

The logo should not be 

reproduced in any other 

variations than those 

provided previously.

The colors cannot be altered.

The mark cannot be used
in other variations.

The mark cannot be 
altered in any way.

The logo should not be
placed on a background 
other than those specified.

All components must be 
used as specified.

The order of components 
cannot be altered.

These examples illustrate 

unacceptable use of the logo. 

The Perceptron Techology logo 

must not be compromised or 

manipulated in any way and 

should always be reproduced 

from approved artwork.

incorrect usage

The Perceptron Technology logo 

must be surrounded by a clear 

space equivalent to the height 

of the letter p. The clear space 

is measured from the top, right, 

left, and bottom-most points of 

the logo. As a general rule, more 

clear space is always preferred.

The minimum allowable 

reproduction size is 1” x 0.82”. 

Reproduction below this size 

will compromise legibility.

clear space

minimum size





The most e�ective advertising solutions 
for this project were for billboards, 
public transportation, and magazines.

ADVERTISING

PERCEPTRON ADVERTISING

Ad for Billboard

Public Transportation Ad

Magazine Spread



The Master System was developed as a 
kit that had all available parts to enable 
a self-driving vehicle. Since the system 
cannot be installed by the average driver, 
a quick reference is placed on the box for 
professional mechanics.

PacKaGING

PERCEPTRON TECHNOLOGY

Finished Front Packaging

Detail of Car Illustration

Detail of Die for Packaging

Finished Back Packaging



manual and self-driving capabilities

refueling and recharging automation

traffic analysis for route adjustment

advanced collision and lane detection

adjusts for energy and fuel efficiency

backup and default modes for assurance

01

02

03

04

05

06

FEATURES INCLUDE

Perceptron Technology, the Perceptron Technology logo, Safe + Intelligent Humanless Driving, 
and the product and packaging for Perceptron Technology, are registered or unregistered 
trademarks of Perceptron Technology or its subsidiaries in the US and other countries. 

Patents pending for product and packaging. Product may vary from images shown.

Perceptron Technology warrants the Perceptron Technology-branded 
hardware product and accessories contained in the original packaging 
against defects in materials and workmanship when used normally in 
accordance with Perceptron Technology's published guidelines for a 
period of ONE (1) YEAR from the date of original installation by the 
end-user purchaser. The published guidelines provided by Perceptron 
Technology include but are not limited to information contained in print 
and online technical specifications, installation/user manuals, service 
communications, and directories of technicians.

If during the Warranty Period you submit a valid claim to Perceptron 
Technology or an authorized technician, Perceptron Technology will, at 
its option, (i) repair the Perceptron Technology product using new or 
previously used parts that are equivalent to new in performance and 
reliability, (ii) replace the Perceptron Technology product with a 
product that is at least functionally equivalent to the Perceptron 
Technology Product and is formed from new and/or previously used 
parts that are equivalent to new in performance and reliability, or (iii) 
exchange the Perceptron Technology product for a refund of your 
purchase price.

Safe + Intelligent Humanless Driving
Developed by Perceptron Technology

Self-Driving Car Technology

MASTER
SYSTEM

M
aster System

Com
ponents

Installation 
R

eference
P

lease consult our technicians
to ensure proper installation



I was fortunate to have the opportunity 
to re-design the identity for Pacific’s 
catholic community.

The main objective was to create a 
logo that is timeless, sophisticated, 
and incorporates spiritual symbols.

The Newman Catholic Community 
needed the finished logo as well 
as letterhead, envelopes, and new 
business cards.

The design aesthetic for the logo 
was influenced by the expressive 
typography of Herb Lubalin. I looked at 
an existing typeface as a resource, but 
wanted to emulate the swashes and 
contrast in thicknesses in the lettering.

NEWMAN COMMUNITY

CATHOLIC COMMUNITYCATHOLIC COMMUNITY

CATHOLIC COMMUNITY

CATHOLIC COMMUNITY

NEWMAN COMMUNITY

Logo Options

Finished Logo

Herb Lubalin, The Sound of Music Logo

Herb Lubalin, The Cooper Union Logo

Finished Letterhead

Business Cards

Envelope





S A L O N

S A L O N

S A L O N

S A L O N



One of my first experiences with a 
client was through the re-design of the 
identity of Bella Luna Salon. I met with 
the manager of Bella Luna Salon to 
develop a new look for her business. 

Bella Luna’s clients range from twenty 
to sixty years old and felt that a mark 
that connected a traditional and 
contemporary look was necessary.

I began the project with a variety of 
logo options, and applied the final logo 
to business cards, appointment cards, 
and a brochure of services.

BELLA LUNA SALON





BELLA LUNA SALON

Finished Business Cards

Back Menu of Services

Appointment Cards

Front Menu of Services





PROMOTIONaL DESIGN
PuRcc 2013

PuRcc 2014

aSuOP cRuISE 2014

PACIFIC
UNDERGRADUATE
RESEARCH & CREATIVITY

13th Annual

CONFERENCE

PACIFIC
UNDERGRADUATE
RESEARCH & CREATIVITY

14th ANNUAL

CONFERENCE





The Pacifi c Undergraduate Research 
and Creativity Conference is an 
annual event managed by the O�  ce 
of Undergraduate Research. I had the 
opportunity to design their promotional 
materials for two years, which included 
the cover for the program and abstracts, 
posters, fl yers, and postcards.

In 2013, the campaign aesthetic included 
abstracted geometric shapes related to 
the math, science, and art disciplines.

PURCC 2013

PURCC 2013

Overview of Promotional Materials

Finished Program Cover

Back and Front Postcards





With more knowledge and experience 
with the Pacifi c Undergraduate Research 
and Creativity Conference, my design 
aesthetic related to all of the disciplines 
present at the conference. 

I also was given more preparation time 
and developed several options based 
on the concept. I designed the same 
type of promotional materials that I 
had previously, but focused on the 
illustrative aspect of the campaign.

PURCC 2014

PACIFIC
UNDERGRADUATE
RESEARCH & CREATIVITY

14th ANNUAL

PURCC 2014
PROGRAM + ABSTRACTS

CONFERENCE

SUPPORTING HANDS-ON LEARNING 

PROUDLY SUPPORTS PURCC 2014

PACIFIC
UNDERGRADUATE
RESEARCH & CREATIVITY

14th ANNUAL

PURCC 2014
PROGRAM + 
ABSTRACTS

CONFERENCE

SUPPORTING HANDS-ON LEARNING 

PROUDLY SUPPORTS PURCC 2014





PURCC 2014 CAMPAIGN

Program Cover

Event Poster

Postcard with Events

Detail of Illustrations





I was given more freedom to design and 
also given the opportunity to collaborate 
with other designers for this campaign. 
I had the role of art director, developing 
the concept, layout, and logo design of 
this series. The main illustrations were 
created by my other team members, 
who followed the infl uence I found in 
A.M. Cassandre.

Cassandre’s art deco posters from 
the twenties infl uenced the style of 
the illustrations, mainly in the sleek 
geometric shapes of the ship. I also 
looked at the lighting and textural 
aspects from Normandie, as well as the 
prominent typographic treatment he 
used in both of the cited examples.

ASUOP CRUISE 2014

ASUOP MEXICO CRUISE

Facebook Page Cover Photo

A.M. CASSANDRE

L’Antique, 1931

Normandie, 1935





MuLTIMEDIa DESIGN
ThE bLuE OcEaN PROJEcT

“GaRDEN STaTE” SEQuENcE

LETTERPRESS PRINTING



How Clean is the Beach?

SEARCH BY SHORE

BEST BEACHES

SURF OVERVIEW

CLOSED BEACHES

SEARCH BY NAME

How Clean
is the Ocean?

EPA Standard

Beach Status Open Beaches

Keawekapu
Polo
Ulua

How Clean is the Beach?
Test Sample Info Water Info

KAMAŌLE BEACH I
Kihei, Maui
10.17.13
8:35am

0271

How Clean 
is the Beach?

SEARCH BY SHORE

BEST BEACHES

SURF OVERVIEW

CLOSED BEACHES

SEARCH BY NAME

6–8
FEET

Wave Forecast Marine Warnings

SMALL CRAFT
ADVISORY
south shore

LIKE
KNOW
MORE?

ORGANISMS
130

DA JUNK ONE

NO CAN LIDDAT!
Get too much rubbish
in the water today! 
Go to another beach
because you probably
going get sick here.



The ocean has always had a strong 
signifi cance in my life and I have become 
a conservationist for the many issues 
surrounding it. The Clean Ocean Project 
was developed out of this interest; to 
make others more aware of ocean water 
contamination and to communicate water 
quality results to the public more clearly 
and more e� ectively.

PROBLEM IDENTIFICATION

These photos are evidence of the current 
methods of communication, which 
include an online spreadsheet and two 
separate warning systems. These tools 
needed to be unifi ed and clarifi ed so that 
the essential information was presented 
more consistently and coherently.

COMMUNICATION STRATEGY

The new communication methods I 
have implemented include: a permanent 
signage that has the fl exibility to notify 
users of the daily water sampling level; 
an interative website that raises the 
awareness of the issue, and a website and 
app that clearly states the condition of 
the ocean through an infographic-based 
grid system.

THE BLUE OCEAN PROJECT

CLEAN WATER RESEARCH

Hawai‘i Clean Water Branch Website

Photo of Warning Sign and Flag System

Photo of Warning Flag System



The two separate warning systems were 
combined into one signage system. 
Each sign is customized for a specifi c 
beach but will remain consistent and 
recognizable for beach users. 

The fl ag system was updated to include 
a blue advisory fl ag for water pollution.

The dimensions for the sign are two feet 
by 3 feet and should be placed at the 
walking entrance for the beach.

UPDATED BEACH SIGNAGE

The two separate warning systems were 

The fl ag system was updated to include 

The dimensions for the sign are two feet 



The “How Clean is the Ocean?” website 
was created to raise awareness of ocean 
contamination. It serves as an interactive 
experience for users to learn more about 
the sources of pollution and how to 
avoid illnesses at the beach.

The app was developed for teenagers 
in Hawai‘i ranging from ages 12–18, 
although it can be useful for adults as 
well. I targeted this age group because 
Hawai‘i teens go to the beach the 
most often and will benefi t from this 
information the most.

HOW CLEAN IS THE OCEAN?

HOW CLEAN IS THE OCEAN?

Bacteria Information Screen

Pollution Causes Screen



The “How Clean is the Beach?” website 
and app serve as a solution to the current 
communication issues. These components 
allow users to search for clean beaches 
based on water quality data.

Both the site and the app were developed 
for Hawai‘i beach users that are 18–30. 
It also includes information for boaters, 
surfers, fi shermen, as well as closed and 
rated beaches. 

HOW CLEAN IS THE BEACH?

HOW CLEAN IS THE BEACH?

Beach Results Infographic

Beach Name and Detail

Visual Example of Data

EPA Standard

Beach Status Open Beaches

Keawekapu
Polo
Ulua

How Clean is the Beach?
Test Sample Info Water Info

KAMAŌLE BEACH I
Kihei, Maui
10.17.13
8:35am

0271
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How Clean is the Beach?

Kalama

Cove Park

Chang’s

Charley Young

Kamaōle I

Kamaōle II

Kamaōle III

SOUTH MAUI BEACHES

Keawekapu

Mokapu

Ulua

Wailea

Polo

Big Beach

Pa‘ako

How Clean is the Beach?

Test Sample Info

KAMAŌLE BEACH I
Kihei, Maui
10.17.13

0271

Open Beaches

Keawekapu
Polo
Ulua

EPA Standard

organisms
130

Today’s Results

organisms
271

Open Beaches

EPA StandardToday’s Results

How Clean is the Beach?

MAUI
Kamaōle I
Kahana
Spreckelsville

BIG ISLAND
None

KAUAI
Lumaha‘i

OAHU
Ke‘ehi Lagoon
Ala Moana Beach Park

CLOSED BEACHES

How Clean is the Beach?

SEARCH BY SHORE

BEST BEACHES

SURF OVERVIEW

CLOSED BEACHES

SEARCH BY NAME

HOW CLEAN IS THE BEACH?

App Home Screen for IPhone 4

Navigation Screen

Result for “Search by Shore”

Result “Search by Name”

Closed Beaches Screen



After gaining more experience in 
after effects, I wanted to re-design 
the title sequence from Garden State 
with motion graphics. I wanted to 
emphasize the symbolic qualities of the 
film and found the hand-drawn style 
best fit the mood. 

The sequence was inspired by the most 
pivotal scene from the film, which was 
set at the top of an abyss. I juxtaposed 
symbolic objects from the film with the 
names of the actors, and set the scenes 
within the layers of the abyss.

“GARDEN STATE” SEQUENCE

GARDEN STATE TITLE SEQUENCE

Finished Title Scene

Original Sketch of Rock Formations

Sketch of Necklace

Sketch of Headphone



GARDEN STATE TITLE SEQUENCE

Frame with Actress Name

Detail of Motion Drawing in Scene

Frame with Actor Name





I developed an interest in learning 
printmaking and letterpress printing 
during college and I did an independent 
study in both practices with a group of 
design seniors. 

LETTERPRESS PRINTING



Our first poster combined the look 
of hand-lettering with the letterpress 
aesthetic. The letters were made by 
drawing on the linoleum or transferring 
digital prints to the block. We created 
the print by applying ink with rollers and 
pressing the blocks into the paper.

The concept of “senselessness” was 
based on our four designers each 
making a letter that could be used to 
create the longest word possible. 

“SENSELESSNESS” POSTER

SENSELESSNESS POSTER

Finished Print

Detail of Individual Printed Letters

Detail of Correct and Incorrect Carvings

Example of Dana Printing a Poster







CELL
808.205.7463

PORTFOLIO SITE
danashiroma.com

BEHANCE PORTFOLIO
behance.net/danashiroma

EMAIL
shiroma.dana@gmail.com

CONTACT DANA






