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PROJECT DESCRIPTION

TEND NYC is a 15 year 

old business run by Diane 

Scharff. Her garden design 

operation began as a solo 

passion and has since grown 

to a reputable company. 

Working primarily with 

residents in the West Village 

of Manhattan, Scharff now 

offers design services that 

range from converting 

backyard spaces to building 

hydroponic gardens for local 

restaurants. 

The design of the identity 

communicates TEND NYC’s 

mission to create natural 

spaces within the confines 

of urban space. TEND NYC 

literally occupies those 

spaces between the built 

concrete environment.

BRAND IDENTITYTEND NYC

DIANE SCHARFF
PR INCIPAL

242 WAVERLY P L.
SUITE 404
NEW YORK,  NY 1 00 11

T.  212.309.4094
F.  212.303.2039
DIANE@TENDNYC.COM

Role: 

Design / Art Direction

Client: 

TEND NYC
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TEND NYC BRAND IDENTITY



© 2011 Hilton Worldwide

ASIA MIDDLE EAST EUROPE NORTH AMERICA SOUTH AMERICA 

conradhotels.com © 2011 Hilton Worldwide

ASIA MIDDLE EAST EUROPE NORTH AMERICA SOUTH AMERICA 

conradhotels.com © 2011 Hilton Worldwide

ASIA MIDDLE EAST EUROPE NORTH AMERICA SOUTH AMERICA 

conradhotels.com

JAMES CHAE © 2008-2012 HELLO © NOT-SMALL.COM

Role: 

Designer

Client: 

Y&R

PROJECT DESCRIPTION

In 2010 Conrad Hotels 

began to rebrand their 

business and Y&R became 

heavily involved in helping 

them redefine their 

business. I was tasked with 

establishing all the graphic 

and visual elements of  

their brand. This required 

design of pieces from print 

ads, digital applications, and 

even print collateral.

BRANDINGCONRAD HOTELS
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CONRAD HOTELS BRANDING
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PROJECT DESCRIPTION

SarkissianMason was invited 

to pitch digital marketing for 

the infamous Jacob & Co. 

Jewelers. As a part of  

a larger digital strategy pitch  

I re-designed their website. 

There was a strong 

emphasis on product and 

utilizing the celebrity cache 

of the brand without it being 

a dominant part of the 

message. The design tried 

very hard to convey the high 

level of craftsmanship that 

goes into each time piece. 

A digital concierge service 

was also designed to offer 

a more personal online 

shopping experience.

INTERACTIVEJACOB & CO.

Role: 

Designer

SarkissanMason 2012
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INTERACTIVEJACOB & CO.
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IDENTITY DESIGNAKULT DISCO

PROJECT DESCRIPTION

AKULT Boston is a night 

of left field dance music 

from a wide range of eras 

and genres. I developed an 

identity system that would 

expand AKULT from a club 

night to a music brand.

I create two issues of  

a zine. It was conceived as 

a lifestyle publication about 

the music played at AKULT.
D
iscothèque

Brenden Wesley
ResidentPromoter

akultdisco @ gmail.com
myspace.com/akultdisco
617.821.2274

D
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Brenden 
Wesley
Resident
Promoter

akultdisco @ gmail.com
myspace.com/akultdisco
617.821.2274

Role: 

Designer / Art Direction

Client: 

Self Initiated
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Role: 

Designer / Art Direction

Client: 

DJ Brendan Wesley
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IDENTITY DESIGNAKULT DISCO

the Juan  
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INTERACTIVECONDÉ NAST

PROJECT DESCRIPTION

SapientNitro was asked 

to develop a full 360 ad 

campaign with a strong  

online experience. 

The online experience had 

two audiences: the readers 

and the advertisers.  

To address both audiences 

we designed a simple and 

visually compelling flow that 

explained each and every part 

of the Condé Nast empire.

Role: 

Designer

Client: 

SapientNitro
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INTERACTIVECONDÉ NAST
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PROJECT DESCRIPTION

As SarkissianMason began 

shifting their business 

model, there was an 

increase in consultation 

projects. Community 

Collection was one of many 

of such projects where 

an existing design and 

framework was presented to 

us. We would then apply our 

expertise and experience 

to make functional changes 

and recommendations to 

improve their product. 

Community Collection was 

a unique challenge due to 

their unique business model 

(high design & philanthopy).

Original Navigation

Recommended Navigation

INTERACTIVECOMMUNITY COLLECTION

Role: 

Designer

SarkissanMason 2011
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INTERACTIVE

PROJECT DESCRIPTION

VentureOn is a travel 

discount service with 

offerings all over the United 

States and Canada.  

Tank Design was asked  

to extend their brand into a 

robust online experience.

VENTURE ON

Role: 

Designer

Tank Design 2009
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INTERACTIVEVENTURE ON



PROJECT DESCRIPTION

PUMA asked Tank Design 

to create in-store artwork 

for their line of socks.  

PRINT DESIGNPUMA
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Role: 

Designer 

Tank Design 2007
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PROJECT DESCRIPTION

A photography book about  

work of fashion photographer 

Gérard Uféras.

The photography was 

supplemented with an  

typographic illustrations.

PUBLICATIONGÉRARD UFÉRAS

IT IS THE MOMENT  
FROZEN IN TIME,  
A SLICE OF LIFE  
AN IMAGE ARRESTED  
IN WHICH THE LENS  
TRANSFORMS THE DRESS.

Role: 

Designer

Personal Work



JAMES CHAE © 2008-2012 

PUBLICATIONGÉRARD UFÉRAS
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PRINTPOSTERS



ASSORTED LOGOS

JAMES CHAE © 2008-2012 HELLO © NOT-SMALL.COM



JAMES CHAE © 2008-2012 HELLO © NOT-SMALL.COM

CREATIVE INTELLIGENCE

PROJECT DESCRIPTION

Launched in 09/08 

GraphicHug.com has been 

an active venue edited by 

myself and a network of 

international collaborators. 

Over the past couple years 

I have planned several 

original projects as well as 

launched an online store.  

I hope to expand the brand 

of GraphicHug™, but it  

will always be a labor of  

the heart.

GRAPHICHUG™

Role: 

Editor-in-Chief
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CREATIVE INTELLIGENCEGRAPHICHUG™
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oday, the volume in graphic design is set at a low 2.0. I speak not of 

the current economic crisis affecting the industry. No, I speak of the 

mental state of graphic design. There is a growing abundance of work 

that is quiet, classic, spare, but ultimately gutless. This new silence 

shows signs of a sheepish shift towards the mundane.

Up until this point, graphic design has progressed at a rapid pace. 

The proliferation of technologies and the speed at which they developed yielded hasty 

work mimicking the that fiber-optic momentum. From the ashes of David Carson’s 

deconstructed typography came an Internet full of technology influenced work that 

expressed a trajectory fueled by high speed connections and a rapidly shrinking world.  

The design of early '90s creators like Jonathan Barnbrook, Elliot Earls, the Designer’s 

Republic, and Neville Brody easily transitioned into the web exploding their pioneering 

ideas. Looking back, there is clear influence of their work interpreted through the lens 

of technology. Moving forward in the new millennium designers are now putting down 

their lattes, stepping away from their screens and establishing a retrospective 

appreciation for Modernist masters. Joseph Müeller Brockman is again respectfully 

heard on the lips of many designers young and old. Swiss restraint is no longer 

viewed with disdain or viewed as a repressive dogma. The rules of graphic design are 

being reestablished and but not redefined. Designers these days speak highly of 

minimalist creators such as Peter Saville and Kenya Hara, (the former is enjoying a great 

renaissance as a younger generation explores his early creations.) It is only natural of visual 

culture to develop in such a reflexive manner. This is how trends are established and how the 

retro becomes co-opted as the new. Saville himself speaks much of this type of 

progression as he ages and reflects on the past. 

Peter Saville and Malcolm Garrett were trained in times when “modernism and even the 

Bauhaus weren’t discussed, let alone to be found on the curriculum.” Amidst the barren 

industrial landscape of Manchester both him and Garrett discovered the revolutionary 

spirits of early Modernist work. They infused the energy of early 19

th

 century artists 

with the new punk idealism. What they created was work that tried to translate those 

constructivist ideas that resonated with them.

T Since the ‘70s design education has reformed itself on the foundations of Modernism. 

We’ve even experienced a period of backlash to those initial rebuilding’s, (via the designers 

mentioned before; Barnbrook, Brody, Carson, et al.) The world at large is much better 

educated about the basic tenants of Bauhaus design and the ideas of Dada. And as 

evidenced by the recent decay of economic abundance, we’ve stuffed ourselves silly with 

aesthetic luxuries, Swedish design, and Pop Art opulence. Graphic design has similarly 

fed its face with a buffet of decorative, lush, and superfluous excess.

Returning to cultural progression, creators these days are moving backwards in reaction 

to the noise of the ‘90s. With the new veneration of Modernists has come a period of 

retro imitation. Graphic design has been silenced with crisp Classicism. The palettes have 

been reduced and the shapes simplified to basic geometries. But is this reduction an active 

search for something new or a rehashing of what is familiar and safe? Is it a reaction to the 

over digitized process of contemporary design practice? The debate of the democratizing 

power of the computer continues to breath under the surface. Elites have covered up their 

fear by creating over simplified work that ironically embraces ubiquitous elements, (Times 

New Roman, and default HTML.) All the work coming out of Yale directly expresses 

this paradoxical attitude. Despite their rebellious embrace of such technique the work 

is still exclusive. The recent embrace of analogue tools evidences a desire for simplification, 

(lo-fi cameras, the surge of craft, and an appreciation for the handmade.) The reasons for 

such seemingly backwards developments are many. There is something to be said about 

rediscovery, but there is also something to be said about safety in history and nostalgia.

As we move forward in this time of deep change we have to ask ourselves where has the 

chutzpah in design gone? How can this new period of silence transform into something 

profound and revolutionary? Graphic design has returned home to Dessau, but it can’t 

stay there forever. Just as the climate changes and the earth’s temperature rises, graphic 

design must also reignite a forward torch and leave home.
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oday, the volume in graphic design is set at a low 2.0. I speak not of 

the current economic crisis affecting the industry. No, I speak of the 

mental state of graphic design. There is a growing abundance of work 

that is quiet, classic, spare, but ultimately gutless. This new silence 

shows signs of a sheepish shift towards the mundane.

Up until this point, graphic design has progressed at a rapid pace. 

The proliferation of technologies and the speed at which they developed yielded hasty 

work mimicking the that fiber-optic momentum. From the ashes of David Carson’s 

deconstructed typography came an Internet full of technology influenced work that 

expressed a trajectory fueled by high speed connections and a rapidly shrinking world.  

The design of early '90s creators like Jonathan Barnbrook, Elliot Earls, the Designer’s 

Republic, and Neville Brody easily transitioned into the web exploding their pioneering 

ideas. Looking back, there is clear influence of their work interpreted through the lens 

of technology. Moving forward in the new millennium designers are now putting down 

their lattes, stepping away from their screens and establishing a retrospective 

appreciation for Modernist masters. Joseph Müeller Brockman is again respectfully 

heard on the lips of many designers young and old. Swiss restraint is no longer 

viewed with disdain or viewed as a repressive dogma. The rules of graphic design are 

being reestablished and but not redefined. Designers these days speak highly of 

minimalist creators such as Peter Saville and Kenya Hara, (the former is enjoying a great 

renaissance as a younger generation explores his early creations.) It is only natural of visual 

culture to develop in such a reflexive manner. This is how trends are established and how the 

retro becomes co-opted as the new. Saville himself speaks much of this type of 

progression as he ages and reflects on the past. 

Peter Saville and Malcolm Garrett were trained in times when “modernism and even the 

Bauhaus weren’t discussed, let alone to be found on the curriculum.” Amidst the barren 

industrial landscape of Manchester both him and Garrett discovered the revolutionary 

spirits of early Modernist work. They infused the energy of early 19

th

 century artists 

with the new punk idealism. What they created was work that tried to translate those 

constructivist ideas that resonated with them.

Since the ‘70s design education has reformed itself on the foundations of Modernism. 

We’ve even experienced a period of backlash to those initial rebuilding’s, (via the designers 

mentioned before; Barnbrook, Brody, Carson, et al.) The world at large is much better 

educated about the basic tenants of Bauhaus design and the ideas of Dada. And as 

evidenced by the recent decay of economic abundance, we’ve stuffed ourselves silly with 

aesthetic luxuries, Swedish design, and Pop Art opulence. Graphic design has similarly 

fed its face with a buffet of decorative, lush, and superfluous excess.

Returning to cultural progression, creators these days are moving backwards in reaction 

to the noise of the ‘90s. With the new veneration of Modernists has come a period of 

retro imitation. Graphic design has been silenced with crisp Classicism. The palettes have 

been reduced and the shapes simplified to basic geometries. But is this reduction an active 

search for something new or a rehashing of what is familiar and safe? Is it a reaction to the 

over digitized process of contemporary design practice? The debate of the democratizing 

power of the computer continues to breath under the surface. Elites have covered up their 

fear by creating over simplified work that ironically embraces ubiquitous elements, (Times 

New Roman, and default HTML.) All the work coming out of Yale directly expresses 

this paradoxical attitude. Despite their rebellious embrace of such technique the work 

is still exclusive. The recent embrace of analogue tools evidences a desire for simplification, 

(lo-fi cameras, the surge of craft, and an appreciation for the handmade.) The reasons for 

such seemingly backwards developments are many. There is something to be said about 

rediscovery, but there is also something to be said about safety in history and nostalgia.

As we move forward in this time of deep change we have to ask ourselves where has the 

chutzpah in design gone? How can this new period of silence transform into something 

profound and revolutionary? Graphic design has returned home to Dessau, but it can’t 

stay there forever. Just as the climate changes and the earth’s temperature rises, graphic 

design must also reignite a forward torch and leave home.

safe cajones? I THINK NOT
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