Adjsadisaqisa.com

Portfolio

Specializing in: Identities. lllustration. Infographics. Magazines. Books. Posters. Print. Typography. Fanzines. Editorial. Content Creation, Augmented Reality (face filters).



AjSa Zdravkovic is

a visual artist, graphic designer and writer based in Amsterdam. Having
studied philosophy & psychology in her early college days and having a
passion for the human mind, she wanted to merge that knowledge with her
inner artist and decided to study visual communication at HEAD University
of Art & Design in Geneva, Switzerland. Graduating in 2014, she is now

based in Amsterdam and working in the fields of graphic design, visual art,
illustration and writing.

Published

PLAYING CARDS FROM SWITZERLAND
A custom-designed game of cards — Helvetiqg — Sold in bookstores throughout Europe

WALLS NOTEBOOK ILLUSTRATIONS
lllustrations for Quirk Books — Published in an online article — quirkbooks.com

DUBAI DESIGN DISTRICT
lllustrations — Public Art — Currently on view in Dubai Design District

Clients
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Het HEM

Sorbet

VETC Landor

VETIQ

ABSINTHE
Book Design — Helvetig — Sold in bookstores throughout Europe & USA — helvetig.com

BARRAKUDA
Card Game Design — Helvetiq — helvetig.com

DUBAI DESIGN DISTRICT

lllustrations — Public Art — Currently on view in Dubai Design District, Dubai, United Arab Emirates



Jennifer
Bambi Koko
Kolomoni

Aurelie Mbuji
Mauyi

ART DIRECTION & BRAND IDENTITY

Jennifer Kolomoni is a Belgian-Congolese
Stylist and overrall creative woman. |
worked on her brand identity, incorporating
not only her personality, but her

aesthetic, her work ethic and her sense

of style.

The work was carried out in Dubai and the
goal was to do something different to
what existed in the Middle Eastern Market
for stylists - Something much more
contemporary and clean, sophisticated
and versatile.

| also provided templates so that Jennifer
could play around with the typography
herself, creating an overall pleasant design
experience.
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Sorbet
Magazine

ILLUSTRATION & LOGO RE-DESIGN

IN THIS ISSUE:
DISRUPTIVE ART

}
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Sorbet Magazine contacted me to re-work
their traditional cover for their Kitsch Issue.
3 concepts were discussed and executed,

one being traditionally kitsch, the second A o : il E
a floral approach in hommage to Gucci i e s
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(the brand was featured throughout the o \ =5 i @ﬁ

magazine in styling), and the third, also
Gucci inspired in a monochromatic form.
The Sorbet logo was also re-worked to
blend in with the cover re-designs.




O-Performance

CREATIVE DIRECTION
& BRAND IDENTITY

BRAND A;ds";ﬁ«i-ql,é' y {(ﬁéﬂ\p\ﬂ
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BEGINNER

INTERMEDIATE

ADVANCED

O-Performance, also known as Omarr, is a
multi-faceted personal trainer and PUMA
brand ambassador based in London, UK.

He came to me asking for a dynamic
personal brand identity that could reflect

his 3 levels of training: Beginner, Intermediate
and Advanced. He also mentioned he would
like to create merchandising for his clients.

IS WORKING TO ENHANCE

After a few discussions, we came to the YOUR PERFORMANCE

conclusion that he needed a monogram and
a logotype, and a wide variety of
deliverables such as a landing page, social
media templates, Instagram story content
and posts.

L‘!‘j OMARR — ATHLETIC PERFORMANCE
BRAND AMBASSADOR FOR PUMA

f DUBAI +271 501049587 — UK «447958521740
COMARRREO-PERFORMANCE.COM




Bloomingdale’s

origin of original species origin of original species

CAMPAIGN IDEATION AND CREATION

MAYBELLINE
Pigment Fyeliner
Besizned by Warie Jocon
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Luseips Lips 2010

Besiened by Meghan Traiior
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ALEXANDER
MCOUEEN
Potka Tie
Designed by A Mequeen
Posee Silf
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Headhy-iosvear S816
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ALENANDER WANG
Aoyt sweer SS16
Desigrved by Swlvia Ford
Pritied shies fabvic
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Hesignend by Dries Van Noten
(euchsice Sidk

Platform - Sem
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DRIES VAN NOTEN
Heaidy-to-wear S31H-
Lesizned & Lres Van Naren
Pl Sitk

Platform % em

ALENANDER
MCQUEEN
Polka Tie
Designed by A Mequeen
Pure Silk

KENZO) §
Ready-to-wear SS 16

Designed by Carol Lim

Embroidered Silk

o) .x 120 cm

Bloomingdale’s SS16 Campaign Pitch
“The origin of original species”




Claude Silver

BRAND IDENTITY
& SOCIAL MEDIA DESIGN

Claude Silver is Chief Heart Officer at
Vaynermedia in the Headquarters in New
York City. In 2018 she approached me to
create her brand identity, based on
empathy, warmth, motherhood and
philanthropy. Venturing out into the world
of public speaking, podcasts and
coaching, she wanted a brand identity
that brought to life her empathetic values
and beliefs related to the workplace.

THE
Silver
POI

Who owns anidea?
Claude Silver — Lead with the Heart

H »

Claude Silver
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Its always
g0ing to be

about love.

IF¥YOU CARE ABOUT ..
Equality & Resped

Belonging

Iitheisly Doing Purposeful Work

| Lompany Culbum
frawth & Development

- Employee Experience
.-v"""f :

R
Lnjoying work -

THEN THIS IS FOR YOU.




House of Social

BRAND IDENTITY
& SOCIAL MEDIA DESIGN

House of Social is an ever-evolving Social
Media platform rooted in education, training
and consultancy. Alexandra, the founder,
reached out to me at the very beginning to
create a versatile brand identity. It has been
three years since House of Social was
created, and the branding is continuously
being brought to life in different ways.
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SOCIAL SELLING

CREATIVE
& STRATEGY

WITH SPECIAL GUESTS

CLAUDE SILVER - VAYNERMEDIA
TOM OTTON - CREATE MEDIA GROUP

MIMI RAAD - MBC




For Work & Play

CREATIVE DIRECTION, PACKAGING
DESIGN, BRAND IDENTITY
& ILLUSTRATION

For Work & Play is a Dubai-based
accessories brand focusing in pure silk
products. For this visual identity | created
custom-made patterns based on the
natural flow of silk in the wind to
accurately portray the products.

This tube contains
a 100% sik scarf
fit. for a gueen.

for
work
§ play

This tube contains
a 100% silk scarf
fit for a g

for
- work

. §play




Ultraviolet DXB

CREATIVE DIRECTION, BRAND IDENTITY,
SOCIAL MEDIA CONTENT, CONTENT
MANAGEMENT, Ul DESIGN.

Ultraviolet DXB is an independent digital
festival created by Ajsa Zdravkovic
(ajsaajsaajsa), Megane Quashie, Nour
Zaghloul and Aly Noweir. Due to the
COVID19 crisis, we set up a platform to
shine a light on independent artists, DJ’s
and performers, in the hope of keeping
their individual audiences engaged during
times where live events were being
progressively cancelled.

At Ultraviolet DXB, we stand

for diversity and equat'ty-

@

THE INVISIBLE
FRINGE OF
THE RAINBOW

26 27
2 DAYS OF BACK OG + OG

pERFORMANCES 20 20

FRIDAY | 26.06
ALL TIMES IN PM
ALL TIMES IN GST
C(GMT+4)

PMALAKCA MURNSHL _ ArtdRelaation Workshep | 4 200 —1:00
TRACEY THEARTIST _[Vand film Makeup Workshop 4 .0—2:00
P A

KNG PARI

AL 000000000000 DA san. 00
ARIZS 0 7.00-830
MNNANWMDL 0000 DSE gan. 4000
Loy — 0000000 e yowmo—11.00

BLACK ATHEMNA = DISE 49.650—412.00

SATURDAY | 27.06
ALL TIMES IN PM
ALL TIMES IN GST

(GMT+4)

GIUSERPE MOSCATELLO Art Practices 1 29:00—1:00
NOTO BOTANICS Cosmetics Mastertlass §.00—2:00
BAK Al Live Parformance  Snow)— 2hA S
O JERMNIFLY _ 058 3:00—4:00
CvE 0 56t 4.00— 500
RICK P DISM S5:00—6:30
BL ACHOMNGO o) set 5.30— 730
OFF KOURSE o) Set F30—9:00
MNOAIR IS 5.00—10:00
ELISA DEA OJ et 10:00—11:00
YO—LAN-—-DA DJSet 11:00—12:00

®live

@

SCHEDULE

ﬂlutinumﬁsti’

FER
WAST

If you’re partying at home,
make sure to recycle glass
bottles, plastic cups and
other waste.

Platinumlist
powered by ® live




Four Human Kind

Q () G CHUNKY PISTACHIO PESTO D
Creative Prep Time « 15 min Food Processor Ingredients:
Level of Craft « Easy o Y= — macadamia
&_ﬁ\_ (I;re:vt:s t1 cup'\l o 1/2 cuz - géi — pistachios - raw. %
ehydration - None « Tcup—35g—basil leaves - fresh. '
CREATIVE DIRECTION; BRAND IDENTITY, . }{H#EH :e":(‘_e"ta:\il°""\'°”e . l/lfiup—%—spinachleave&
oaking « None resh.
SOCIAL MEDIA CONTENT, WEB DESIGN, Qm- s 0 Secopyont
UI DESIGN- / o ablespoon nutritional yeas 1)

: it . 1/4teaspoon Himalayan pink salt
Creative Toolkit: Food processor, Wt Ve e i

spatula, lemon juicer, measuring - Pinch of black pepper powder e batchiem for shaet Sramad o Foodt Al

. . Lo mi S b e Sphoites yad
Ccups, measuring spoons, serving ey
Our Mission dish. Add later to the food processor:
2 tablespoons extra virgin olive oil
Switch List: Feel free to replace
Recipes the pistachio with pine nuts or

macadamia.

On-site Classes . L
Lifespan: Doesn't quite last

forever, but pesto will keep well ;
Shop Four Human Kind for 3 days in the fridge if stored in !
an airtight container. L
Chef in the making =
FAG nam-stick sheets
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Living food. Step by step.

o Lorem bpsum is simply dummy text of the printing and typesetting Lorem |psum is simply dummrmy text of the printing and typesetting
O Industry. Loremn Ipswm has been the industry's standard dummy text ever Industry. Lorem ipsum has been the indwstng's standard dummy text
since the 15005, when an unknowan printer took a galey of type and ever since the 1500s, when an unknown printer took a galley of type
scrambled it to make a type specimen book. It has sunaved not anby fve and scrambiled it to make a type specimen book. it has survived not only
centuries, but also the leap into electranic bypesetting, remaining fee centuries, but also the leap into efectronic typesetting, remaining
essentially unchanged, essentially unchanged.

1. Inafood processor, place all the ingredients in the list except for the 2. Texture s key here so pulse them until well combined but still slightly
olive oil. chunky so we can maintain the texture.
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Roasted Asparagus (Sawrar Roasted Asparagus (G
Four Human Kind was built to raise & Tomatoes & Tomatoes

worldwide awareness about the benefits el -Dinon -Light el -iones -Light
of plant-based living food and the
importance of zero food waste. From
visual identity, to the finer details of web
design, | created the brand’s identity to fit
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into a world where raw and vegan food is — g syt
Roasted Asparagus (Supt Roasted Asparagus (Sues e e e et
often misrepresented by an & Tomatoes & Tomatoes o T L
over-saturation of unpleasantly coloured ) setopourichn
imagery and a heavy DIY look & feel.




Absinthe

CREATIVE DIRECTION, ART DIRECTION,
BOOK DESIGN, LAYOUTING.
-224 PAGES.

Author Tania Brasseur follows the traces
of the absinthe plant, the alcohol made
from it and the people who produce it
in the Val-de-Travers - the cradle of
absinthe.

lllustrated with evocative photos and
illustrations, this book combines
botany, history, art, accounts of
craftsmen and cooking recipes to
create a comprehensive picture of
the green fairy.

Available on www.helvetig.com

Commengans par larmose communa (Arie-
misia wirlgeris): ulilide depuls PAnticuité
eomme plante médicinale, on lul attrbue
de nomboreuses vertus thérapeutigues, que
lon semble mdécouvrir supurdhis Mais,
cormaars & coluide labsinthe, son dostin reste
modeste, N faul recomnaitte que lersgu'on
s'appelle  wulgaris, on est forcément.
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Le gonne Arfemisio comparte des meprésen
tenies autrement plus rencirensdes : Ariemidsia
dracunefin, par sxemple. Noas la connals-
SON5 10US S0US 500 Nom courand: Pestragen.
Un must parmi les plantes aromatiques,
Augste Ezcoffior [18446-1935), Vun des pices
de la = grande = cuising francaise, l'a désigné
comme lune dey quatre herbes = avec be
persid, la ciboulatte o1 le cerfeull — que ame-
lette doit & toul prix Comporter Dol merder
e nom d'omelette aux fines herbes. D'en godl
anigd, fraks of pulisant, | parfums lo vinaigre,
e moutards, les sauces comme la bearnalse,
ainsi o que e Tameas beurre  d'esiregin,
Drocunculus sigrifie = potit dragon = Une
créafure fabuleuse, en somme, Décidémant,
les armotses siment flicter avec les mythes of
Vimaginaira..

T 1z

Farmi los autres cousing da 'absanthe, citons
sl les géndpls: pinépd blanc, ghvbpl noir,
géndpl des glackars, géndpi des nelges, géndpl
laineux... Co sost de vrak montagnards, qui
ne poussent quien allilude. Toul comms Cak-
sirthe, fle sorvant 4 la fabrication d'vn aleool
qui porte leur nom. B foul comme elle, ds
fouissen d'un cortain parfum de clandestingid,
di ou fait qu'il s'agit d'une espeor prolegde -
s cusdlotte est on effel interdile on Sukse ot
trés réglementds on France. Mals les alcocls
de péndpi onl une réputation beauzcup plss
maodeste, Hors de 'arc alpen, B restent trés
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Lheure de la conquéte

Dens Lo salle de ln Molsan de CAbgirthe,
Faffiche est un peu dissinulde derriare une
witrir, Elle attire peurtant Poedl par son suget
plutét inattendu. A premiére wue, eBe o de
quisi lnisser perploxe.

Elle représents un zouave en ‘rnm:h ferus =
bes rousves dtalant des soldats dinfanteris
Mlgerens de larmes colondale frangakse.
Coiffé dune chéchin rouge, lhomme porte un
large saroued blarc ot une veste cowrts bleu
rod, ornde de passepoils jaure vif, | brandit
e Doutallle d'abaisthe qu'll uiur'd- d'un alr
rd-pui Lafficka, qui date de 1805, indigue:
Ab=inthe Mugnier - En vente parioul. Pariout,
c'esl le cas de le dire. Qe peut bien faire un
TOLEE d'.ﬁ.lwdri- sur une affiche publicilaire
pour 'absinthe ¥

Armée et colonies

Clest en 1830 que débutent les conquifes
colonlalos francaises, & commencer juste-
ment par celle de UAlgérie. Les miltalres dea
bataillons o Afrigue emportest ave: aux des
poutelles d'absinthe. Lew mothation est
d'abord = hygitnique =, L'extrail dabsinthe
a besu s'#tre fait conmaitre comme boisson
apdritive, § garde vne solide rdputation de
= méchcoment n. On i attribue les mémes
wortus que la planfe elle-méme: Tébriluge,
warmifuge, anliseptique, antibactérionne, o,
Autani de bienfalts awoguels s"ajoutent les
progriétds désinfactantes de Uslcoal Bref,
es flacons d'absinthe font davantage pariie
de ks pharmacie de voyage gue des néserves
de cave.

3

Les miltoires 5'en servent pour prévenir lo
malaria, la dysemaria et les vers, [is ls mélan-
Bent & U'eau pour 18 desinfecter_ et prarnant
tris wite golt & celle ssu sromotisde. Au
point d'asgmanter petil b petit ks quantitds
do = désinfectant » dang beur verre, Des lors,
Vens-de-vie preduite & Pontarlier ou dans le
Wal-de=Travars frouve i:n impartant déhaosché
dans Farmee colonale, qui contribug alns|
& la propoger dans le monde, Toul su long
du KIX* siscle, "absinthe participera ninsi a
Leutes bos campagnes colondales, do PAfrique
du Merd & Madagascar, en passant par LAsle,
Fn revancha, contrairement 4 ce :pnumm
Uattiche, Vabsinthe ne sera jamals corsommés
jpar les populations eutochiones mals restera
la boiison faverita des occopants.

gl lg
Leau srcmeibids 5 "sbainthe

mirigueds par cette fagan = ygienique =
de consammer absinthe, "ol e ervie
de l'essoyer wvorser une culllerds
d'pbsinthe dans un grand varmo o eau,
tier mdlanger. On ciralt une posclogle
de mddicamant, mais il fmsl eeonnal
tre que l'absinthe partms Feal tout
g dlicatiessd, Alods Soul gudl i paEs
tertar da FamélicserT Désormals, il
marriee régullsremont de préparer
une edu aromatisdée b absanite; ung
larme d'absinthe, de leau garesus
bien glacde el ung rondelle de dtran
pour e polnte d'acdité. Cest sans
douto un socrilsge pour oy amatours
d'abainthe, mais jo vous promets que
='esl irés rafreichssant)
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Het Hem

CREATIVE DIRECTION, ART DIRECTION,
ZINE DESIGN.

Chapter 40UR: Abundance. b5 June - 31
October 2021. Abundance opposes the idea of
identity stasis.

Work in collaboration with Simon(e) Van Saarlos,
Vincent van Velsen and the design team at

Het Hem. Custom lllustrations featured in the
exhibition booklet/zine.

H(e HEM

Persbericht
Zaandam, 5 juni 2021

TENTOONSTELLING
05 JUNI T/M 31 OKTOBER
2021

HET HEM OPENT ZIJN
DEUREN MET NIEUWE
TENTOONSTELLING
CHAPTER 40UR:
ABUNDANCE

Na aan bawogen jaar waarin COVID-19 san grote
impact had ap het jonge cultuur podium en geplande
programma’s uitgesteld moesten worden, opent Het
HEM op 5 juni haar deuren weer met de nieuwe
tentoonstelling Chapter 40UR: Abundance, gecureerd
daar sachrijver, maker en activist Simon(e) Van
Saarloos.,

Chapter 40UR: Abundance

Abundance verwarpl de huidige realitéil. Abundance gaat in
tegan hat idad van statische identitait. Het idea dat ja
kanbaar kunt zijn en jo zichibaar maat tonen, dat je uit de
kasi moet komen en begrijpelijk moet klinken,
Overvioadsdenkan gaat ervan uil dat alles er al is; gean
enkele bestaande vorm zichzelf dient te vardadigen of
bawijzan. Overvioadsdankan is ean houding die de huidige
identiteitskaders erkent, maar tegelijkertijd aanmosdigt am
daaraan voorbi] te gaan. Het ziet weelde in wat en wia er
allang is.

Fill in the blanks




Morrowsound

CREATIVE DIRECTION, ART DIRECTION,
BRAND IDENTITY

Morrowsound is a sound design firm based in
New York and Helsinki. Their work combines
award-winning content, patented technology,
and an innovative, design-forward approach to
making the world of sound come to life.

When | was approached for a re-brand, | began
days of research into sound-design. The ear
doesn’t simply hear sounds from left to right, or
front to back. Your ear works in concert with
your whole body - from the bottoms of your
feet to the top of your head - and your brain
synthesizes sound from all directions. All of the
sounds you hear (and feel) combine to form a
picture in the mind of where you are... in other
words, listening contributes to our
understanding of place. The brand identity
aims to represent sound visually using

Charles Morrow’s well-known bowler hat.

MORROW
SOUND £

-

BRSNS

Charlas Morrow

ET S
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Morrowsound Brand Guidelines

Who we are,
and what we do.

05. Visual Language

Morrowsound®
is sound design
for people who
design spaces.

The ear doesn’t simply hear sounds from
left to right, or front to back.

Your ear works in concert with your whole body - from the bottoms of your
feet to the top of your head - and your brain synthesizes sound from all
directions. All of the sounds you hear (and feel) combine to form a picture in
the mind of where you are... in other words, listening contributes to our
understanding of place.

MorrowSound® is sound design for people who design spaces. Effective
spaces need affective design - and affective sound design takes how we
listen info account. MorrowSound designs are coherent, compelling, and
omnidirectional - heard in multiple planes, from multiple points, both above
and below listening height. By designing the way a space will sound, we can
affect the way a space might feel... helpful, or interesting, or safe, mysterious,
or emotionally dynamic.

MORROW e o
SOUND £ 5382

With Morrowsound® the first
question is: What do you
want this space to do?”

Maybe we're directing the listener’s attention to something helpful, like an exit or
a water fountain. Or maybe we want to show them something exciting, like

a hanging sculpture or the entrance to a ride. Maybe instead, we're setting the
tone before a meeting, or making a hallway feel taller... Different spaces have
different needs.

MORROW
SOUND £

)

g
e

SN




d3

CREATIVE DIRECTION
& ILLUSTRATION

“Dubai is a city under construction; a
structure shifting, a skeleton expanding, an
appearance transforming and an identity
ripening to the constant influx of new.

Much like d3 and its ever-evolving
population of creatives, | find myself at a
point of time where | am shape-shifting. My
body of work over the past four and a half
years in Dubai will somehow never be set in
stone and grows hour by hour.

Each artwork has a story to tell”

Dubai Design District launched a
competition to incite local artists to
create panel illustrations for the fencing
around the d3 area. These illustrations
were chosen as a winner in the
competition in February 2019.
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SATEEN SATEEN

*

SATEEN

Personal Work
CREATIVE DIRECTION, BRAND IDENTITY &W’G
ILLUSTRATION, WRITING.
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NJJLYS

SATEEN
NJJLYS

Poster design for Mapping Manhattan,
published across the LinkNYC screens
in 2019 throughout NYC.

DIRECTED BY CHRIS MO ARBEL

A pro-active record cover for Sateen’s 2019 single

A pro-active poster for WIG, an HBO “‘Gotta gimme your love”

Documentary directed by Chris Moukarbel.

w

A series of works dating from 2018-2020 Absolut Vodka poster design.
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Glorifying the An Ode to fat Humans
fat community g

“Glorifying obesity” is a made-up
construct to extinguish any form of fat
acceptance and delegitimise the fact
that fat people are human beings.

Fat people have the right to love
their bodies as they are.

@ajsaajsaajsa




Instagram
Face Filters

AUGMENTED REALITY

Software: Spark AR — Augmented Reality

CUMULUS
Impressions on Instagram:
711,993

SEE ME

Impressions on Instagram:

379,531

MY BODY MY CHOICE
Impressions on Instagram:

1,591,539

LOVE BAILEY (for @loveisbailey)
Impressions on Instagram:
421,832

BLOOMS
Impressions on Instagram:
440,935




