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WAY MORE

This phrase has accompanied me since the very beginning
of my design studies. It originated during a project, when
these words unexpectedly became my response to a simple
question. Over time, they evolved into something much
more meaningful, reflecting both my personality and my
approach to design.

To me, this sentence represents the belief that every project
should be created with depth. Developing concepts that
are carefully considered from multiple perspectives is where
| can fully immerse myself. Every design decision is made
with intention, to create a meaningful outcome which gets
clear in the upcoming pages of my portfolio.

| like to say the best ideas in life often appear to be
way more than you think.

Milos Glisic

THAN YOU THINK.
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LAVENTINE

Laventine is a conceptual project exploring how mea-
ningful connections can be established in the digital
dating landscape. While dating apps have made it ea-
sier than ever to meet new people, many users report
feelings of frustration, emotional exhaustion, and dis-
connection. The aim of the project was to find new so-
lutions to tackle common problems like endless possi-
bilities, swiping and ghosting which turn the search for
connection into an uncomfortable experience.

Laventine promotes a slower and more intentional da-
ting experience through fresh and innovative approach.
Daily suggestions instead of swiping, an integrated blog
with articles on dating, and communication, and an
events section, where users can book real-life activities
such as coffee meetups and after-work events to meet
new people more efficiently.
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APPLICATION SCREENS
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ADVERTISING POSTER STICKER
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REPLAY

RePlay is a sustainable packaging concept for physical
video games that | developed as part of a university
project, together with a fellow student. Our idea was to
create a concept that replaces the conventional plastic
cases with sustainable materials, and still gives them a
premium look and feel especially for collectors.

Concretely, the packaging is made from greyboard and
works entirely without plastic. At its core is an opening
mechanism where you fold down the top-right corner of
the package, which lets the inner tray slide out.

The name RePlay works on two levels: it references the
idea of giving classic games new life through curated
re-releases and collector’s editions, and it nods to the
recycling concept behind the whole project.
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ReklPlay

The creative process explored both the structural form
of the packaging and the development of a distinctive
visual identity. While the opening mechanism had already
been established, numerous sketches were created to
refine the appearance of the package. A defining feature
of the concept is the cut-off top-right corner of the
outer panels, which allows the inner greyboard tray to
slide out effortlessly while giving the packaging a
unique and recognizable look.

This characteristic shape also became the foundation
of the logo development. Through a wide range of
iterations, the cut corner was integrated into the visual
identity, creating a direct connection between the
brand and the packaging itself. The final logo reflects
this relationship, resulting in a cohesive design language.
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The innovative construction of the packaging relies After all pieces had been cut, the components were Once the paint had fully dried, all components were
entirely on a small rolled piece of paper in the bottom laid out and finished with a matte black spray paint carefully glued together. The final graphic designs were
corner which ensures the inner board to move freely. coating to achieve a cohesive appearance. then printed, cut out, and applied to the packaging.
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HAUTNAH

Hautnah is an editorial magazine developed in response
to Sustainable Development Goal 3: Good Health and
Well-being. Inspired by my own experience of living with
a skin condition, the project aims to raise awareness,
and present medical information through editorial design.

The publication is focused on proper use of typography
and multiple infographics to communicate the topic

in a visually appealing format. My goal was to achieve
a clinical look maintaining a clean and contemporary
aesthetic. To display the authenticity of the content,
the project shows personal experiences and results of a
survey exploring how people with skin conditions
perceive themselves and how their lives are affected.
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The concept was built around the challenge of commu-
nicating medical information without the use of photos.
Instead, the magazine relies entirely on typography, and
a series of custom-designed infographics to guide the

reader through each topic. The intention behind the ap-
proach was to get sensitized for clear visual hierarchies.

All the infographics were based on extensive research
and the results of a survey conducted among people
living with skin conditions. The aim of these visualizations
was not only to present factual information but also

to highlight the social impact of skin diseases, reinforcing
the magazine’s goal of raising awareness.
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MINET is a corporate identity project developed for

a fictional environmental organization dedicated to
protecting the ecosystem of the 12th district of Vienna,
Meidling. The project shows how a clear and consistent
visual identity can strengthen communication of a brand
and develop professionalism, which can inspire people

to become actively involved in environmental activities
in their own district.

The identity shows a bold approach of modern design
language with various applications to strengthen the
feeling of a community. Every element was designed
to create a cohesive brand experience that reflects
MINET’s mission while communicating its values in a
clear and engaging way.
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TYPOGRAPHY

GoodDog New
PF DinText Pro Regular
PF DinText Pro Medium

PF DinText Pro Bold

The inspiration for the logo came from the outer lines The form was used to create an abstract figure of a
of the 12th district of Vienna called Meidling. leaf which represents the ecologial aspect of the brand.

COLOR PALETTE

CLAIM

Mei Meidling. Mei Bezirk, MIiNET.




COMMUNITY BUTTONS VOLUNTEER VEST MINET - Applications | 18
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Mei Meidling. Mei Bezirk, MiNET,




IMAGE POSTER

Folge uns auf Instagram um die

@Gﬁ--‘ néchste Aktion nicht zu verpassen!

Mei Meidling. Mei Bezirk, MiNET,

INSTAGRAM
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MINET
Gemeinsam flr a griines Meidling.

(22 www.minet.at
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Community Infos Projekte
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Mei Meidling.
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MINET.

Umweltaktion im Gréitzl
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Mei Meidling. Mei Bezirk. MiNET. NET

v Gefallt stadtwien und 184 weiteren Personen

minet.at "Unser Team in Aktion! [ @ Heute haben wir
uns zusammengetan, um unseren Beitrag fur eine
saubere Umwelt zu leisten. Gemeinsam haben wir Mull
gesammelt und Meidling ein Stlickchen sauberer
gemacht. Jeder einzelne Beitrag zahlt! Lasst uns

gemeinsam dafiir sorgen, dass unsere StraBen und
Griunflachen frei von Abfallen sind.

#MINET #Meidling #1120 #Aktion #Grun #Umwelt
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F-KICK is a web platform concept designed to provide
football fans with an intuitive digital experience. The
platform brings together live scores, detailed match

statistics, fixtures of different leagues and news content.

All packed in an user-friendly interface, which allows
users to access relevant information efficiently.

The project focuses on displaying information in a
structured way and developing a visually clear user
interface. supported by a modern visual language and
consistent user interface. Particular attention was given
to the navigation and usability, ensuring that large
amounts of dynamic information remain easy to
browse while delivering an engaging experience for
football enthusiasts.

FC

i
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Before starting with the digital design, a couple of
sketches were created to translate initial ideas into
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FINAL MOCKUPS
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Osterreichische Bundesliga

SK Rapid 16. April FK Austria Wien

7' Burgstaller Fitz 12’
9" Wurmbrand Fitz17' 0
57' Sangaré

Eckdaten
Spielort Allianz Stadion, Wien 1. Sturm Graz +23 46
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Don‘t let your kids be
the stars in other
people‘s fantasies

Your child‘s photo is
ot safe online

PARENTAL
NETVISORY

T h e p I ayg roun d m ay www.parentalnetvisory.

www.parentalnetvi

Social media icg

Parental Netvisory is an awareness campaign addressing o |

~
the risks of sharing children’s photos on social media. SOCIaI me
The campaign aims to encourage parents to reflect on surtable for :
their online behaviour and promote a more conscious '
approach to protecting children’s digital privacy.

%0 land on the

In a group of three we designed a range of digital and

physical content that presents the dangers of sharenting e - L arknet' Do YOU?

through clear messaging. The name and visual identity . _— www. parentalnetuisory.com

draw inspiration from the iconic Parental Advisory label, Chlldren‘s P . p posting photo
reinterpreting its familiar appearance to spread our

not supposed to be
on social media

of your children

www.parentalnetvisa

message about online safety and responsible behaviour.

www.parentalnetvisory.com



VIDEOS
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CLAIM

Likes aren't real.

To communicate the campaign’s message in a direct
and memorable way, three short awareness videos were
developed. Each film begins with a familiar scenario,
showing a child’s photograph being edited on a laptop
using widely accessible Al-powered image editing tools.
The intention was to demonstrate how easily personal
images shared online can be manipulated without the
knowledge or consent of those depicted.

The videos deliberately contrast this seemingly harmless
interaction with an abrupt tonal shift, confronting the
viewers with the potential consequences of digital image
misuse. By challenging the audience’s expectations and
creating a moment of discomfort, the films encourage
parents to reconsider the long-term implications of
sharing children’s photos online.



SELECTION OF STICKERS

Social mediais not a
playground. Stop
posting your children

www.parentalnetvisory.com

The playground may
be dangerous, but
TikTok is even more

www.parentalnetvisory.com

Stop posting photos

of your children

www.parentalnetvisory.com

Social media is not
suitable for children

www.parentalnetvisory.com

Children are not aware of
the dangers of social
media but you should be

www.parentalnetvisory.com

For you it‘s an innocent
photo of your child. For
others it‘'s much more

www.parentalnetvisory.com

Inspired by the visual language of cigarette warning
labels, a series of typographic warning stickers was
developed to confront parents in children's environments.
By placing the warnings precisely where parents interact
with their children, the campaign extends beyond digital
media and creates tangible touchpoints that encourage
people to reconsider the potential risks of sharenting.

APPLICATIONS

PARENTAL NETVISORY - Print Media
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INSTAGRAM

14:12 - all 5 -

< parentalnetvisory & &

Parental Netvisory

PR RENT hL
DSt 195 44,7Tsd. 213
Beitrage Follower Freunde

Community
Likes aren‘t real. This is.
‘ Every post matters. Think before you share.

? Vienna, Austria

) www.parentalnetvisory.com

‘ Gefolgt v Nachricht

events dating community storys

children's images impacts their

Learn from experts and join the
conversation about respansible
digital parenting.

!J The parents | have
spoken to across the
country often tell me

they are worried about
what their children are
doi ial media.
SAF E B:‘I“Eu::es:: ‘;::e":lear::sr!
POSTING kids could face online

stem from the behavior
of their moms and dads.

YOU'VE ALREADY Tt
POSTED LOTS !J i

OF PICTURES OF
YOUR CHILD
ONLINE?

-

v QD -

parentalnetvisory &
Wien, Osterreich

1/5

F:r You it‘s an innocent
Photo of yoy, child, For
others jiig Much more

W56 Qo7 Y27 04

@5 Gefallt milosglisic12 and 10.543 anderen

parentalnetvisory Sticker design for our campaign.

Vor 4 Stunden

arentalnetvisory &
Wien, Osterreich

1412 all ¥ @

@ riedis.steffi 11h X

@parentalnetvisory

Neuer Turnanzug
in Zusammenarbeit mit
@parentalnetvisory

@ VORBESTELLEN

Send message O ?
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WEBSITE
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~

PARENTAL HELPLINE PROJECTS SHOP

NETVISORY
[CHILD CONTENT |

RULES

Ensure that all posts can only be seen by family and close friends and remove
resharing permissions. Allowing strangers and acquaintances to see children’s photos
can be a sharenting danger.

e —

The campaign was extended through Instagram and a

dedicated website, for awareness and further education.
In addition to educational content, both platforms fea-
ture a range of branded campaign products designed to
increase visibility beyond traditional awareness media.
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Frames is a coffee table book exploring the visual
language of emotional coldness in films. Through the
analysis of twelve selected films from the horror and
thriller genres, the publication shows in which ways they
portray emotional coldness.

The book combines carefully curated film stills with
short analyses of their portrayal of coldness and a
glossary of terms associated with emotional detachment
and restraint. Frames offers the viewer a deeper under-
standing of how visual storytelling communicates
emotion beyond words while worshipping the aesthetic
qualities of cinema.

e
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During the process of exploring emotional coldness

it became clear that there are many different ways in
which this emotional state can be portrayed. Filmmakers
use a wide range of techniques to let the viewer feel
the coldness on screen. Among these, visual composition,
dialogue, colour, and atmosphere emerged as the key
elements in communicating these complex emotions
and shaping the viewer’s emotional experience.

The layouts of the featured film stills vary throughout
the book to create a cinematic experience on paper,
while giving each portrayal of emotional coldness its
own distinctive visual setting.



PAGES FRAMES - Concept

INTRGN RM 04

= 3‘:' = That's what | do, that's my job. I'd ke to
say that if you're seeing me you're having
the worst day of your life.
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I'm gonna have to ask you a question. . i
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The second chapter features short analyses of each
film and discusses how it conveys emotional coldness
through its visual and narrative language. Rather than
focusing on the complete storyline, the analyses high-
light the cinematic techniques, and storytelling of spe-
cific scenes that define each film’s unique portrayal of
coldness.

To complement these observations, the last chapter in-
cludes a curated glossary introducing key concepts re-
lated to emotional coldness. By connecting these psy-
chological terms with the individual film analyses, the
glossary provides readers with a deeper understanding
of the different forms emotional distance can take and
how they are expressed.
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PRISONERS

directed by DENIS VILLENEUVE
released: 2013

Rain, dim light, and the low hum of unresolved
tension define the emotional texture of Prisoners.
People speak carefully, move cautiously.

ry their worries close to the bo

tes an atmosphere where em

out. Everything is held tight, as if r

much might make the situation worse.

Keller Dover embodies this tightening pres-
sure. His instinct to protect is g, but once
fear enters, it reshapes him. The warmth he once
had compresses into determination, then into
hardness. He stops re: vard and inste-
ad channels everything inward, letting responsi-
bility and anger crowd out softer impulses. His
emotional dis grows with each decision he
makes, turning conviction into a shield.

Detective Loki’s demeanor contrasts but com-
plements thi ft. He works with controlled
precision: steady movements, measured questi-
ons, minimal reactions. His restraint isn’t cold
by intent, but it settles like a thin layer of frost
over his interactions. He relies on composure as a
way to navigate uncertainty, even when the cases
he handles demand more from him emotionally
than he can show.

The spaces they move through deepen this con-
trolled tension. Wet streets 3
ments with little air — enviro s that feel heavy

and drained of comfort. Even moments of clo-
between characters are brief and almost
fragile, quickly swallowed by the weight of what

remains unsaid.

In Prisoners, emotional distance grows from
nd fear, not indifference. People grip
re, and
push warmth to the it
world where connectiol
here the effort to endure leaves little

room for softness.

EMOTIONAL EXPLOITATION

The use of another person’s vulnerability for personal gain.
It frames empathy as a resource to be harvested, turning the
emotional landscape into a site of extraction rather than connection.

STRATEGIC SILENCE

Withholding speech to assert dominance, escape
accountability, or steer emotional dynamics. Silence becomes
louder than words — an empty space charged with intention.
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Stay away from me!
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Wendy? Darling? Light, of my life. I'm not gonna hurt
ya. You didn't let me finish my sentence.
e W
| 'said, Im not gonna hurt ya. I'm just going to bash "
your brains in! Gonna bash ‘em right the fuck in!

THE GIRL WITH THE THE KILLING OF
DRAGON TATTO0O A SACRED DEER

AFFECTIVE RESERVE
e e .
directed by DAVID FINCHER directed by YORGOS LANTHIMOS o
released: 2011 released: 2017

EMOTIONAL DISTANCE

A self-profective space created by withdming warmh or
availability. It blurs intimacy into neutrality, wrming con-

managed cxchanges of pecsence.

WITHHELD INTIMACY

Closcpes that stays
teocarly

o meet
elationship by wha

EMOTIONAL DETACHMENT

A poyeholegical uscoupling from ermotionl intensity, Feelings
econs: obscryations rather han lived expericnces, redusing
conflis bul also edocing cnection unii i fecls latiensd.




