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Project Overview: . o .
Drejamweaver’s Paradox is a new immersive attraction at Adve I tlSlng Camp algn
futuristic theme park rooted in imagination and nonlinear

The ride blends lucid dreaming, time loops, and surreal environme

transport guests through an ever-shifting world where reality bends and BY

changes.

This project explores the complete branding and advertising campaign

for the attraction — including logo development, typography, color

system, signage, rider experience journey, persona research, and print/ Hope SCOtt
digital advertisements. The goal of the case study is to present a cohesive

brand identity that enhances visitor immersion and strengthens Novemb cr 2 02 5
VisiaVerse’s reputation for visionary storytelling.



Hero Image + Tools + Your Role

My Role

I served as the Brand Designer, Illustra-
tor, and Campaign Art Director for this
project. My responsibilities included
concept development, visual research,
logo and identity creation, touchpoint
design, customer journey mapping,
and the full print + digital advertising
ampaign for Dreamweaver's Paradox.
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Queuetandinterior wayﬁndmg
Merchandise potential
Advertisingland!promotional campaigns
Digital and printiapplications
Guestinavigationiand thematic;immersion

The goal was to/create a system thatifeltimysterioussurrealijanditransformativeswhilefstillimaintainingfelarity$readabilityfandiusabilitysfodouestsioy
all ages.

Project Goals & Challenges

Key objectives for this project included:
. Developing a cohesive brand identity‘that.communicatesidreamtlogiciand|timeldistortion:
. Creating a visual system that feelsiimmersiveiand atmospheric
. Maintaining consistency across multiple touchpoints
. Designing assets that could apply to both physical signagetand|digital
Ensuring the brand fit seamlessly into thelexistingiVisiaVerseiuniverse
Balancing surreal aesthetics with legibility;and operationalffunctionalit

This project pushed the boundaries of conceptual thinkingiwhileirequiring/disciplined enyitonIme




CUSTOMER JOURNEY MAP

Customer Journey Map Overview

The customer journey for Dreamweaver’s Paradox

from the moment they encounter its marketi i it fr

lights emotional highs, guest expectations, ouchpoin

influence the overall experience.

The goal of the journey map is to ensure that every stage — from anticipation to im

ers a seamless and memorable encounter that supports both the narrative of the ride anc

identity of VisiaVerse.

Journey Stages & Key Touchpoints

1. Awareness & Discovery

Guests first learn about Dreamweaver’s Paradox
through:
Park-wide posters and digital screens
Social media ads
Website ride previews
Park map placement

Emotional Goal: Build intrigue, spark curiosity, create
anticipation

Brand Impact: Surreal imagery, looping motifs, and
ethereal visuals set expectations for a dreamlike attrac-

tion.
2. Arrival at the Land / Park Area

As guests approach the themed zone:

. Wayfinding signs introduce visual elements
of the ride

. Soundscapes and lighting build atmosphere

. The entry arch becomes the first major
physical brand encounter

Emotional Goal: Transition from reality to fantasy
Brand Impact: Colors, motion cues, and symbolic iconog-
raphy reinforce the paradox/dream concept.

3. Queue Experience

While waiting in line, guests engage with:

. Wall graphics

. Story snippets and lore pieces

. Lighting effects

. Themed props or environmental elements

Emotional Goal: Build immersion and narrative depth

Brand Impact: Design elements act as storytelling tools, prepari

guests for the surreal journey ahead.
4. Boarding the Ride

The final pre-ride moment includes:
. Boarding platform signage
. Safety graphics styled to match the

brand
Ride vehicle branding or light cues

Emotional Goal: Heightened anticipation and readiness
Brand Impact: Consistency in visuals ensures the
dream logic theme remains intact even in functional
areas.

5. The Ride Experience

Guests are transported through shifting dream environ-

ments:
. Visual illusions
. Time-loop motifs
. Color surges
. Nonlinear storytelling

Emotional Goal: Awe, disorientation (fun), excitement,
wonder

Brand Impact: Abstract shapes, gradients, and sym-
bol-driven design help unify the ride’s changing scenes.

6. Exit & Post-Ride

Guests leave through:

. Branded exit hallways

. Photo purchase stations

. Merchandise kiosks

. Nearby eateries or themed areas

Emotional Goal: Create a satisfying conclusion and encourage
deeper engagement

Brand Impact: Post-ride visuals reinforce key motifs and encour-
age guests to share and revisit their experience.

Summary

The customer journey for Dreamweaver’s Paradox is designed to guide
guests from curiosity to full immersion in a surreal, dreamlike narra-
tive world. Each touchpoint is carefully branded to maintain continui-
ty, deepen the story, and enhance emotional engagement. By mapping
this experience, the branding system ensures that every moment —
from first impression to final exit — supports the ride’s identity and
strengthens VisiaVerse’s commitment to imaginative storytelling.



USER PERSONAS

Persona 2 — The Fantasy Lover Persona 3 — The Family Explorer

Persona 1 — The Thrill Seeker Age: 2035 Age: 30-45 (with children 5-12)

| . = . Motivations: Safe but exciting experiences
. otivations: Immersive worlds, storytelling, es- g exXp ’
Age: 16-25 =8 memorable family moments

capism . : . :
aviors: Spends more time exploring themed ar- Behaviors: Carefully reviews ride height
requirements, prefers attractions with visual

eads ride lore, enjoys atmospheric attractions | for all
eeds: Worldbuilding, cohesive thematic details, R AECS .
Needs: Clear signage, approachable visuals,

nally immersive branding =i o ,
intuitive navigation around the ride area

Motivations: Excitement, sensory overload, unique
ride experiences
Behaviors: Prioritizes high-intensity rides, follows
park hashtags, shares ride photos on social media
Needs: Fast-moving attraction, bold visuals,
smooth navigation to the ride

Design Relevance:

This persona requires legible typography,
family-friendly motifs, and signage that bal-
ances surrealism with practical clarity—en-

suring the ride feels magical yet accessible.

sm, lore-driven motifs,
ttes. The brand system
e depth and visual sur-
e this persona.

Design Relevance:

This persona responds strongly to surreal graph-
ics, high-contrast visuals, and dreamlike illusions.
Branding must instantly signal energy, motion,
and mystery to catch the Thrill Seeker’s attention.

Summary

The key personas for Dreamweaver’s Paradox represent a diverse audience united by curiosity, imagination, and a de
immersive storytelling. Each persona contributes different expectations:
The Thrill Seeker craves intensity
The Fantasy Lover craves narrative and atmosphere
The Family Explorer craves clarity and approachability

By identitying these user groups, the brand identity is designed to appeal across emotional touchpoints—offering
for adventurous riders, thematic richness for story-driven guests, and clear wayfinding for families. These personas g
decisions throughout the branding process, ensuring that the final visual system is both compelling and accessibl



Visual Research

Summary

Jreamweaver's Paradox draws inspiration from surreal artwork, cosmic environ-

lor palettes that emphasize mystery, distortion, and transformation. These ref-

he rides overarching aesthetic: a blend of ethereal beauty and unsettling dream
logic.

p violets, blacks, and luminous magentas—support a visual identity that feels

erworldly. Character silhouettes and abstract forms influenced the design lan-

ysphere and narrative tone. This moodboard, paired with competitor research

s, provided the foundation for creating a cohesive, imaginative, and emotional-
ly engaging guest experience.




Brand Elements

1§ Verse
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Primary Color Palete

Secondary

Typography

‘DREAMWEAVER PARADOX -
CINZEL DECORATIVE

VisiaVerse - Hemmj Penny

Body - Montserrat



Visual Solution 1 — Ric
Signage

oncept Development

action’s primary signage. Each concept experiments with
of the ride’s identity. These initial explorations helped de-
e final branding. Even at the sketch stage, the visual lan-
es, demonstrating how the identity will be applied to a key
e guest experience.



Visual Solution 2 — Adver:
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Advertising Concept Developmen

These advertising sketches explore how the brand identity is expressed ac

print ad concept establishes the core messaging and visual hierarchy, whi

design into more concise, platform-friendly layouts. Even at the sketch s
use of typography, tone, and brand elements, forming the foundation

*
nm;a MWEAVER PARADOX




Reflection & Thank You

e experience in developing a cohesive brand identity from con-

d how to balance color, typography, and imagery to create a

s and rough drafts play a critical role in refining ideas before

ge was working within limited resources and time, but it re-

nization. Moving forward, I would explore more

ully realize the brand’s potential across multiple
ints.

eciate your time and consideration.



