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Design and Art Direction
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HF DESIGN LLC (2023 to 2025)
- Art Director

As an Art Director, | led a small
team of designers while managing
project coordination, invoicing,
proofreading, and print production.
The fast-paced, deadline-driven
environment sharpened my
organizational skills and ability
to oversee team progress. |
successfully managed multiple
projects to maximize productivity
and client satisfaction, and
contributed to securing a long-
term contract with TriWest, a
key client that strengthened the
company'’s market position.

RICE TO RICHES (2022 to 2023)
- Art Director

This is that famous rice pudding
spot in Soho—you've probably
seen their psychedelic-looking
store. | was brought on as Art
Director to help open a new Lower
East Side location. My role covered
all visuals for the shop, from overall
graphics to motion graphics across
36 monitors, and even refreshing
branding for the original store. The
work is under wraps, so it's not in
my portfolio, but if you're at 100
Rivington St, you'll be surrounded
by my work—and enjoy rice
pudding.

ILLUSTRATOR

[@ 9176010586

B3 inouetaro@aol.com

FCB HEALTH (2020 to 2022)
- Art Director

In this agency, | worked as an Art
Director, developing campaign
concepts and main visuals, which |
presented to the Creative Director for
refinement and integration. Because
this process continued throughout
each campaign, my role went
beyond design to include revisions,
maintaining consistency across
updates, and directing vendors—
making it a critical position. Our team
met daily to review progress and
issues, where | followed guidance but
also offered ideas that improved the
overall creative output.

https://barbeeglyph.com/nein

THE BODY SHOP (2018 to 2020)
- Art Director

At The Body Shop, | worked
as an Art Director, designing
signage for seasonal campaigns,
creating renderings for retail
visual merchandising, and joining
meetings with sales teams and
project managers. Covering both
print and digital, | also served as
liaison between Art Directors of
each department. | created designs
from scratch as well as adapted
existing assets, and | gained
experience directing vendors and
photographers to ensure high-
quality, brand-consistent results.

MARC JACOBS (2014 to 2018)
- Sr. Graphic Designer

A famous fashion brand, Marc
Jacobs, | worked as a Senior
Graphic Designer on a part-time
basis for about four years. One of
my main duties was assisting in the
production of a quarterly magazine
created to train in-store sales staff. |
collaborated with project managers
and art directors throughout
development, contributing to page
layouts, text placement, and style
sheet creation. This role required
precision, teamwork, and consistency
to effectively support the brand’s
training initiatives.

AD BOUTIQUE (2010 to 2014)
- Sr. Graphic Designer

Ad Boutique is a small design
company in Manhattan. My
experience there exposed me to
many aspects of design. Beyond
design itself, | learned production
essentials such as organization
and preparing mechanicals. At
larger firms, the focus is often
on specializing deeply, but at
a smaller company | saw that
versatility is valued more. My time
at Ad Boutique gave me exposure
to diverse industries and design
styles.
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“THE GREATEST PRIZE FOR ME IS BEING ON
THE BACK OF SOME WOMAN, OR IN HER HAND
OR ON HER FEET. THAT'S WHAT MAKES THIS A
JOY RATHER THAN A JOB - AND WE HAVE NO
INTENTION OF STOPPING ANY TIME SOON."

- MARC JACOBS
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MARC JACOBS
- Sr. Graphic Designer

A famous fashion brand,
Marc Jacobs, | worked as a
Senior Graphic Designer on
a part-time basis for about
four years. One of my main
duties was assisting in the
production of a quarterly
magazine created to train in-
store sales staff. | collaborated
with project managers and
art directors throughout

development, contributing to
page layouts, text placement,
and style sheet creation.
This role required precision,
teamwork, and consistency to
effectively support the brand's
training initiatives.
« Produced a quarterly training
magazine for in-store sales
staff.

- Collaborated with project
managers and art directors to
maintain brand consistency.

« Streamlined production
through style sheets and
standardized layouts.

= Tools: InDesign, Photoshop,
lllustrator.



TOBE REPORT
- Sr. Graphic Designer

The TOBE Report is a long-
established fashion and
merchandising publication
that provides weekly insights
into the apparel market. It
covers women's, men'’s, and
children's wear as well as
accessories, offering in-depth
analysis of retail activity,
consumer behavior, and
market trends.

As a freelance designer, | was
responsible for magazine

TOBE REPORT

design and layout. | also
created icons, diagrams, and
other visual elements used
within the publication. My
work was recognized by the
director for its speed, high
quality, and the effectiveness
of my icon design.

www.donegertobe.com/



OLD NAVY
- Sr. Graphic Designer

They were seeking a designer
who could understand
Japanese as part of their
first entry into the Japanese
market. Since the design
assets were already prepared,
there were not many major
changes to be made.
However, during a meeting,
| proposed enlarging the
logo slightly compared to

the existing assets. Because
this was their first launch
in Japan, | wanted the Old
Navy logo to stand out more
in order to increase brand

recognition, attract attention
from new customers visiting
the store, and create a strong
visual impact for the brand
in the local market. The
suggestion was well received,
and | take pride in having
contributed, even in a small
way, to strengthening their

branding. | worked within a
team of about ten members,
collaborating closely with the
director and photographer
to produce OOH materials
for the new store. There is an
article from that time, which
you can view through the link
below if you are interested.

Reference:
https://www.fashion-press.
net/news/7030




Signage for Seasonal Campaign

| worked on a wide range of design projects, including signage
for seasonal campaigns. A major part of my role was producing
signage for windows and walls of retail stores. With so many
deliverables, | focused on keeping a unified look, checking each
piece to ensure the overall visual identity stayed cohesive and
consistent across all locations.

THE BODY SHOP
- Art Director

| worked as an Art Director
in this company. My main
responsibilities included
designing signage for seasonal
campaigns, creating renderings
for visual merchandising in
retail stores, and participating in
meetings with sales teams and
project managers.

Since | covered both print
and digital, | also served as

a liaison between the Art

Directors of each department.

While | often created designs

from scratch, | also worked

on adapting existing assets.

In addition, | have experience

giving direction to vendors and

photographers.

- Designed signage and visual
merchandising renderings
for seasonal campaigns
across retail stores.

- Collaborated closely with

sales teams and project
managers to align creative
output with business goals.

« Acted as a liaison between

print and digital art directors,
ensuring consistency across
both channels.

« Created original designs

from scratch and adapted
existing assets as needed.

«Directed vendors and

photographers to achieve
high-quality deliverables.




Stand Signage and Web Banners

These designs were created for seasonal campaigns. The top piece is stand-up signage, while the
bottom is a web banner. As with all my work, | focus on consistent branding so it is immediately
recognizable as a The Body Shop product, while maintaining strong visual cohesion.

This campaign focused on Tea
Tree Oil, one of The Body Shop's
signature skincare products.
Since it targets concerns like
oily skin and blemishes, the
design emphasized cleanliness,
simplicity, and naturalness.
Using the brand's iconic green
with white and natural tones,
| conveyed freshness and
transparency, while effective

use of white space highlighted
trust and clarity.

The visuals were aligned with
The Body Shop's values of
natural, ethical, and sustainable,
ensuring both the product’s
features and the brand
philosophy were clear. The final
outcome achieved a cohesive
identity, instantly recognizable
as The Body Shop and strongly

NOIVdINYD 110 3341 Vil

appealing to customers
seeking skincare
solutions.



In this agency, | worked as an
FCB HEALTH (2020 T0 2022) - ART DIRECTOR ! presented to the Creative

throughout the entire campaign,
updated designs, and providing detailed directions to vendors—making it a highly critical position. At
address any issues. During these discussions, | not only followed the Creative Director’s guidance but
shared observations. While the final decisions were, of course, made by the Creative Director, | believe
strengthened the overall creative output.

Vabysmo is an eye injection that helps protect
vision in diseases like AMD and DME by
blocking harmful proteins that cause swelling
and abnormal blood vessels.

Art Director. My responsibilities included developing campaign concepts and main visuals, which
Director for refinement and integration into the final product. Since this refinement process continued
my role extended beyond hands-on design work to encompass revisions, ensuring consistency across
the end of each day, our team held meetings to review progress and

also contributed my own suggestions for improvements and

| was able to contribute valuable ideas that

Susvimo treats eye diseases like AMD using
a small implant that slowly releases medicine,
reducing the need for frequent injections while
protecting vision.



BOUT ME.

| am a graphic designer with experience in a
wide range of projects, from advertisements
and magazines to promotional tools and
digital campaigns. | value simplicity and
clarity, striving to create designs that are
easy to understand and accessible to anyone.
| pay close attention to details such as
letter spacing, line spacing,

about cats and vintage clothing, and | am
especially knowledgeable about vintage denim.
| enjoy exploring the stories and craftsmanship
behind these garments, and | often draw
inspiration from everyday life—incorporating
elements from my personal interests and
experiences into my creative process.

photo selection, and layout
composition, and | take pride
in my ability to balance the
overall visual structure. |
also enjoy the collaborative
process of exchanging ideas

with clients and colleagues,

constantly discovering new
insights that | can incorporate
into my work.

Through my career, | have
been involved in art direction
for advertising campaigns,

visual development based

on brand guidelines, and
comprehensive design
production spanning from
print materials to digital
media. | am proficient
in Adobe Creative Suite
(IMlustrator, Photoshop,

InDesign), and skilled in digital layout design,
print-ready data preparation, and project
management. Having worked on a variety of
projects, | have developed the ability to adapt
flexibly and turn ideas into tangible results,
even under limited conditions.

Beyond my work as a designer, | am passionate

The title of my website, “=Nein,” reflects
my belief that “Nein (No)” does not signify
denial, but rather an opportunity to create
new possibilities. Embracing differences
and using them as a foundation to cultivate
fresh ideas is a principle | value greatly in my
approach to design.
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| believe my strongest area of expertise is editorial design. At
a publishing company called Y's Publishing, | was responsible
for every aspect of magazine design—from layout and content
production (including advertisements, decorative elements, logo
and icon design) to photo selection, style sheet creation, and
defining the overall design direction.

Since then, | have continued to work not only on magazines but
also on a wide range of editorial projects such as brochures,
booklets, and pamphlets. | believe editorial design encompasses
many elements that are fundamental to all forms of design,
and the experience | gained at the publishing company had a
significant impact on the growth of my design skills.

2l



23



24

&G asics

This booklet was created for Asics’ Global Consumer Segmentation project. | was responsible
such as charts, diagrams, and icons. The booklet featured six consumer segments, so | designed
created a modern and cohesive impression but also served as an effective visual metaphor for the
In addition to ensuring clarity and visual consistency, | carefully refined the balance between data
the premium look of Asics' brand identity. The final result successfully combined precision and

GLOBAL CONSUMER

SEGMENTATION

for Japanese localization, production coordination, and the creation of information graphics
visuals around a hexagonal motif to unify the overall aesthetic. This geometric structure not only
segmentation concept itself.

visualization and design expression—making the information easy to navigate while maintaining
creativity, enhancing both readability and brand perception.

25



CANKITSU = LAB 5

JAPAN

Kankitsu Labo is a
Japanese food retailer.
As a newly established
company, | have been
deeply involved from
the very beginning of its
branding process—from
selecting illustrators and
designing the logo to
establishing the overall
visual direction and brand
tone. Since the company
participates in major events
such as Food Festa, | have
also designed promotional
materials, including pop-up
banners, booth graphics,
and event displays.

As a retailer, the main
focus is on package

design. The company primarily sells processed foods made from citrus fruits, offering
products to both individual consumers and restaurants while highlighting freshness

and authenticity through thoughtful design.

WANKITSU » LAB

JAPAN

100% PURE
CITRUS EXTRACT

ul pays;
oL o,
o %

= SUDACHI

Fresh Cold Pressed | Sudachi & Nothing Else

9.3floz (275 ml)

100% HONEST

Extracted from carefully grown
sudachi from Tokushima prefecture
of Japan. Delivering authentic,
vibrant, and tangy flavors to
elevate your culinary experience.
No additives are used, non-GMO.

Cold pressed from sides to simulate
hand juicing to control the amount
of oil and to keep consistent purity.
Setting is natural, shake it up!

PAIRING INSPIRATIONS

ifkvh N

Drinks Baking  Cooking Dressing

and
more!

Greeted by Yuzuy,
Parting with Grape.

Ingredients: Grape Juice, Yuzu.

Nutrition Facts 13 senings per container Serving size 0.7 oz. (20g)

Ame ning Calories 40

% alue® Total Fat Og 0%, Saturated Fat 0g 0%, Trans Fat 0g,

Cholesterol Omg 0%, Sodium 10mg 0% Total Carbohydrate 10g 4 %,
Dietary Fiber 0g 0%, Total Sugars 9g, Includes 0g Added Sugars 0%,
Protein 0g, Vitamin D Omcg 0%, Calcium Omg 0%, Iron Omg 0%

Pol

ing of food conirbutes o a dai die.

Product of Japan

Distributed by KANKITSU LABO

New York, NY 10012
KankitsuLabo.com ~ @kankitsulabo

Certfied Organic by JOA

WANKITSU » LAB &

JAPAN

o doren

C
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ORGANIC

® 3 A ¥ 5

YUZU & GRAPE

91702 (260g)

Versatile organic spread made by t
juice to add natural sweetness. Yol
unique acidity, then with grape's fruit:

Asian decent aromatic citrus wit|
grapefruit and mandarin orange.

No Additives 2> No Sugar Added 5~

Refrigerate After Opening
Best Before: MM.DD.YYYY

For More Info
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Solara Lux is one of their high-
end collections that embodies the
brand's premium aesthetic and
craftsmanship.

As the Art Director, | oversaw the
creation of all marketing materials
for this collection, including the
main visual, logo, and tagline
development.

| directed a small team of assistants,
coordinated schedules, and ensured
that all preparations for the new
collection’s campaign progressed
smoothly and effectively.
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Versacore Grande 10 is a high-
end collection of waterproof
flooring products.

Featuring wide 10" planks, a
durable waterproof finish, and
a low contraction rate, it has
become one of the company's
flagship product lines.

For this collection, my primary
focus was updating and
rebranding the line to align with
market trends while maintaining its
premium positioning.

| also provided creative direction
to the design team, oversaw
the development of marketing
materials, and ensured that all
visuals remained consistent across
both digital and print platforms.

39.4" (1000mm)

( LUXURA

—— PREMIUM FINE HARDWOOD —

Luxura is also one of the brand's high-end collections. The key feature of this product was its
exceptionally wide 12" planks. | focused on creating a design that highlighted this distinctive 12" size
while maintaining a sense of luxury.

| was also responsible for designing the display rack, developing mockups, and holding multiple
meetings with vendors to refine the final presentation.

MONTAUK s so0000cx
@-UXURA = o

VARIATION

- 39.4" (1000mm)

WIDER PLANKS, 51D YoU koW Tis PRODUGT 5 THERNAL
STUNNING DESIGN

|
LUXURY

3MATERPROOF WO.ODI9BREHDRING

19.7" (500mm)

DESIGN

HF Design is a company that sells flooring products to
retailers such as Floor & Decor and Home Depot.

I have worked as the Art Director at this company for about
two years, overseeing a wide range of design-related
tasks—from updating existing collections to providing art

™ direction for new product lines.

3l



INOUE TARO

EXPERIENCE

HF DESIGN

- ART DIRECTOR

* Led a small design team
and creative workfiow.

* Handled project
management and print
tasks.

* Managed multiple projects
efficiently.

* Helped secure a long-term

TriWest contract.
2018
to
2020

* Designed signage and visual
merchandising for seasonal
campaigns.

* Collaborated with sales
teams and project
managers.

* Ensured consistency between
print and digital channels.

* Created and adapted
design assets.

* Directed vendors and
photographers for quality
deliverables.

THE BODY SHOP
- ART DIRECTOR

RICE TO RICHES
- ART DIRECTOR

e

* Art Director for new Lower

East Side location of a famous
Soho rice pudding spot.

* Oversaw all visual aspects:

graphics, 36-monitor
motion displays, and
refreshed original branding.

* Work is confidential;

portfolio not available.

2014
to
2018

MARC JACOBS
- SR. DESIGNER

* Senior Graphic Designer at

Marc Jacobs (part-time, 4
years).

* Produced a quarterly

training magazine for sales
staff.

* Collaborated with project

managers and art directors.

* Streamlined production

with style sheets and
standardized layouts.

* Tools: Adobe InDesign,

Photoshop, lllustrator.

g Parsons School of Design (2001 - 2004) - B.F.A for lllustration and Graphic Design

FCB HEALTH
- ART DIRECTOR

2020
to
2022

* Developing campaign

concepts and main visuals.

* Managed design revisions,

ensured consistency, and
directed vendors.

* Participated in daily team

reviews, contributing ideas
to enhance creative output.

2010
to
2014

AD-BOUTIQUE
- SR. DESIGNER

* Worked at Ad Boutique, a

small design company in
Manhattan.

*+ Gained experience in

various aspects of design
and production.

* Learned organization and

preparing mechanicals.

* Saw that versatility

is valued over deep
specialization.

* Worked across diverse

industries and design styles.



