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2022

We are Runners
MR Price Sport - Retail Sports and Apparel brand

In the lead-up to Comrades and its qualifiers, Mr Price 
Sport launched the “We Are Runners” winter campaign to 
celebrate runners’ journeys. 

Through stories of resilience and dedication, this 
campaign highlighted the motivations that keep runners 
going, whether it’s personal growth, the thrill of the race, 
and the community that surrounds them.

As part of the campaign, we curated running kits for every 
runner, “We Are Runners” encouraged athletes of all kinds 
to find their stride with gear made to support every step 
of their journey.

By sharing inspiring stories, we motivated athletes of 
all levels and encouraged them to explore a curated 
collection of running gear suited for every type of runner.





Window banners











2019

Website for the Australian market
Frii[s]mith - female owned skincare brand made with signature ingredients.

Frii[s]mith needed a website to launch and sell their new 
skincare range. I led the development of the content and 
website, collaborating with a strategist and copywriter.

After a branding workshop, we aligned the site direction 
with the client’s brand values - promoting fresh, confident 
faces and the belief that women should feel great in their 
own skin. The messaging focused on skincare education, 

reflecting the expertise of the female scientist and 
healthcare professional founders.

To complement the brand’s natural-positive ethos, we 
incorporated visual elements like foliage, crystals, and 
natural textures, symbolising the ingredients used in their 
products.





UI colour palette





watch walkthrough video

https://alyssa.co.za/homepage-recording/




2019

Rebrand
Liza Clifford Studios - Bra assessing, fitting and educating.

Following a rebranding workshop, I was tasked with redesigning 
Liza Clifford’s brand identity. I evaluated the existing identity, 
considering its 10-year history and how it aligned with the new 
strategy. Throughout the process, I kept the client closely involved, 
ensuring clear communication on how the rebrand was visually 
translated.

My work included revamping the logo, developing a new colour 
system and visual language, and redesigning packaging, thank-you 
cards, digital and printed stationery, as well as outdoor signage.



old logo new logo



















Re-Imagining a Campagian
East Coast Radio - Big Walk 2020

The East Coast Radio Big Walk is KwaZulu-Natal’s largest mass participation event. 
Unfortunately, due to the pandemic, it was postponed indefinitely.

In collaboration with a copywriter, we aimed to build on the 2019 theme of 
#WalkToTheBeat for 2020. I focused on creating a fresh look using only ECR 
colours.

We developed the new theme, #TheBeatGoesOn, along with thought starters. My 
design features an electric aesthetic, emphasising texture, shape, and contrast. 
The rich background resembles a speaker while conveying a sporty vibe.

2020





On Air
Let’s ask our listeners call in and we play 
an instrumental of a song and ask them to 
complete the beat by doing impromptu beat 
boxing to carry the beat.

On Air
We’ll play an intro of a song and have listeners 
call in to finish off a verse of that song.

Social Media
Let’s put out posts of song lyrics and have an 
online relay where people finish off the lyrics 
line by line in the comments.



The Big Walk lock up was adapted to co-ordinate with the new theme look and feel.

2019 lock up







2018

Zero packaging
Thrive Pharmacy - Branding for a pop up food store.

Thrive Pharmacy needed a distinct brand 
identity for Thrive Zero, a pop-up, bring 
your own packaging store for pantry 
items.

Since Thrive Zero wouldn’t include a 
dispensary, the branding had to stand 
apart while aligning with its purpose: to 
champion sustainable living and highlight 
the earth’s raw resources.

Targeting 18-35-year-old health-
conscious, eco-minded women, I crafted 
a vibrant, playful identity that felt like a 
relaxed, approachable extension of Thrive 
Pharmacy.

Expanding the existing turquoise and grey 
palette, I introduced a display font and 
a mix of shapes and colours, creating a 
fresh, friendly look for Thrive Zero.







The colour system is drawn from food and nature. It is full bodied, warm and rich.  











2019

Expanding on a brand identity for web.
Mark Gold - Bespoke jewels hand crafted with precious 
metals, precious & semi-precious gems & diamonds.

I was tasked with designing Mark 
Gold’s first website, aimed at creating a 
minimalist yet glamorous online presence 
to reflect their high-value pieces.

With limited creative assets and no new 
photography, I expanded the brand 
identity to support a sleek UI. To keep the 
header light, I used only the wordmark and 
selected a 70s-inspired typeface to blend 

minimalism with glamour. A tan and bright 
pastels colour palette was crafted to unify 
hues across all elements.

The website was designed on 
Squarespace, chosen by the client for its 
user-friendly interface, with custom CSS 
added as needed for a refined touch.





visit site

https://www.markgold.net/home




2018

Branding an individual.
Michelle Schlussas - a consulting psychologist, works with corporate teams 
and individuals to overcome fears and build confidence, fostering strong, 
collaborative workplaces.

Michelle Schlussas needed a website but was initially hesitant about 
building a personal brand, having faced previous unsuccessful attempts 
with other designers.

Through a thoughtful, collaborative approach, I connected with her on 
a personal level, using her preferred colours and symbolism to craft a 
visual identity that resonated deeply. This project is a prime example of 
capturing the essence of an individual to create a professional, authentic, 
and beautiful personal brand.









2018
To Your Taste - Professional chef services

Before this project, To Your Taste lacked 
consistent branding. The brief called for an identity 

that felt feminine, classic, and understated.







visit site

https://www.toyourtaste.co.za/
https://www.toyourtaste.co.za/


2018

The power of a meaningful 
brand experience.
BeautyZone - a KZN-based retailer, specialises in personal care, wellness, 
traditional African healthcare, and beauty products, catering to diverse 

The challenge was to make BeautyZone’s annual December beauty 
sale catalogue more valuable for customers and boost sales. 

After discussions with the client, we identified two key issues: 
many catalogues ended up as litter, and lower-income customers, 
though makeup enthusiasts, often stuck to familiar products.
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The solution 
was to create a 
broadsheet-
magazine hybrid. 

Combining educational 
content with sale items. This 
approach offered makeup 
application tips and “get the 
look” guides to encourage 
cross-selling. 

Collaborating with the Marketing and 
Sales teams, we balanced engaging 
content with product promotion for 
maximum impact.



Results
The sale achieved record-breaking 
success. 

Floor staff were enthusiastic to share 
the booklet, and customers reported 
feeling valued and enjoyed lingering in 
stores. The boost in staff morale was 
a welcome surprise for the client.



2021

Dove master brand
Facebook organic and paid content creation.
Showcased are stills from videos. 

view in motion

https://alyssa.co.za/dove-content


2016 - 2017

Toughees
Instagram and Facebook content 
ideation and execution.



2016 - 2017
Emanique - Skincare brand

Instagram and Facebook 
content ideation and 
execution.



2019
Specialist Dermatologists

Specialist dermatologists 
sought a cohesive and 
professional Instagram feed to 
make a strong first impression 
on potential patients. 

Recognising that many 
referred patients turn to 
Instagram for information, 
they aimed to enhance their 
online presence.

I developed a comprehensive 
Instagram content strategy, 
designed a series of 
templates for each content 
pillar, and art directed a 
photoshoot to capture the 
necessary images.



2019

Packaging 
design
For Simply Colour by Shaves





2018

Isle of Man start up branding 
Destination Isle of Man - Relocation services.

The founders of DIOM sought a 
distinctive brand identity infused with 
South African flair, along with a clever 
and unique logo.

I initiated the process by mapping the 
brand’s core attributes, which provided 
a solid foundation for developing a 
stylescape. This stylescape embodies 
the themes of adventure and relocation, 
featuring nature photography that 
inspires and modern illustrations of 

young-at-heart adventurers planning 
their next journey. It also highlights the 
peace of mind DIOM offers its clients by 
supporting them every step of the way.

After finalising the logo, I expanded 
the illustration palette and established 
guidelines for combining art and 
photography, ensuring a cohesive 
colouring approach.



CULTURE
Friendly

Positivity

Inspirational

“Can-do”

Young Families

Graduates

Aspirational

Driven

Businesses

CUSTOMER

Energized

Safe

Taken care of

Warm

FEEL
Peace of mind

Improved Lifestyle

International Connection

Increased Wealth

IMPACT
Fun

Fresh

Bold and Bright

DISTINCTION

Brand core overview

Stylescape



A friendly and vibrant palette of greens and blues, complemented by a warm yellow.





hello@alyssa.co.za

084 943 1975

Designer & Multi-Disciplinary Artist
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