2026 - All Rights Reserve O

PO RT




I turn ideas into cohesive
creative solutions that
demand attention.

Selt-taught illustrator turned brand and concept
designer, freelance since 2022. My work has taken
me from Portugal to Luxembourg, across payment

processing, motorsports, luxury beauty,

construction, and automotive. | believe design is a
tool, not decoration a balance of looks, functionality,
and intention, built on real strategy.
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OPENING
WINDOWS
TO ALGES




Algés is a parish in Oeiras with a
strong historical identity,
collective memory, and a central
role as a community meeting
point in the region.

The identity had to unite very
different services, culture,
mobility, environment, alerts,
under one recognizable system,
without becoming an

institutional seal stuck in the
past.




The Solution

Research revealed the arch as a recurring architectural
and social element throughout Algés, present in
windows, doors, and across the territory. Reinterpreted
as a symbol of openness, it became the system's central
motif, a window onto both the past and the future.
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Freguesia de Algés
De purtas abertas para o futuro

Cultura Mobilidade Ambiente Avisos
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Algés Algés é
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move-se
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ALGES
AGORA
MOVE-SE
CONTIGO

No dmbito do projeto Oeiras Move.
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Jardim de Algés | 10 - 14 horas




OPEN WINDOWS
TO THE FUTURE
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TerraViva is a platform
connecting entities and
creators through architecture
and design competitions.

The identity had to live online
first, hold up across different
competition themes, and read
as internationally credible
from first contact.
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TERRAVIVA

TERRAVIVA

THE SOLUTION :

The T of "Terra" merges into a heart that doubles as a V for "Viva",
carrying the whole concept in a single shape. That simplicity

made it possible to build a system with color and application
variations, able to adapt across different competitions without
losing recognition or international credibility.
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Born under the guidance of the Cali-
fornian architecture critic Richard
Ingersoll, Terraviva started its journey
as a didactic department at Politecnico
di Milano, evolving in 2022 into a start-
up currently accelerated by B4i - Boc-
coni for Innovation
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A RIDING CLUB

FOR BUSINESS
MANAGERS




BizzRiders is an exclusive
community for board members
with an interest in motorsports,
born in Luxembourg as an informal
space connecting professionals
outside the traditional corporate
setting.

The identity had to sound credible
to senior executives while still
communicating a passion for
motorsports, without falling into
sports brand cliche or feeling too
corporate.
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THE SOLUTION :

The solution balances two registers

that don't usually coexist, modern, condensed,
geometric typography applied with a visual treatment
that leans into vintage automotive aesthetics,
photographic grain, and an aged terracotta palette.

The B R monogram holds that tension, simple enough

to scale from tavicon to event signage.









We're a community where
bold thinkers connect, ride,
and help elevate each
other's next big move.
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Bolsa Social ONIS supports
families in vulnerable situations,
offering grants and essential
resources even before a formal
diagnosis of need exists.

The identity had to communicate
warmth and human closeness,
without feeling like a cold
institution, while still building
enough trust to convince donors
and partners to support the
cause.
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Bolsa
Social
ONIS
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The Solution

The symbol of two hands embracing translates
that warmth into a simple form, one that adapts
across stationery, merchandise, and gratitude
materials without losing its human warmth.
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Bud is a habit app that treats
personal growth as something
organic, not a checklist to
complete.

Most productivity apps use
pressure and guilt to keep users
engaged, so the brand needed a
visual and verbal language that
motivates without judgment.
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The Solution

A system of plant shaped icons accompanies the user
through each stage of progress, and a calm brand
voice, "Not here to impress, simply tryin' to grow",
replaces pressure with patience.
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This project was brought by
Saint Joseph's Hospital in Lisbon
and the Portuguese Institute of
Blood and Transplantation. They
noticed the younger public was
not donating as often, and that
Portugal needs new and regular
donors.

Blood donation has no easy
image to sell, the campaign had
to turn an invisible act into
something visually urgent,
without relying on fear or cold
statistics.




The ftirst phase lived entirely on screen, stories and
social media, aimed at a young audience that no
longer follows traditional advertising. The bold

colors competed for attention where scrolling is fast
and memory is short.
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SONHAS COM O
CARRO DE LUXO?

A Jeemna senng Emm
conduzir novamente.

a sonhos.
-te dador.

Alimenta sonhos.
O P Torna-te dador.

(Send Message

<Send Message ) V




The second phase moved oft screen into daily
routine, from the metro to the shopping cart,
bringing the message into spaces where the
decision to donate can arise without warning.



COM ATUA AJUDA,

A MARIA AINDA PODE
SONHAR EM VER OS

SEUS FILHOS CRESCER

© S2rt. newmnn. @) . (O Alimenta sonhos, torna-te dador.

COM A TUA AJUDA,

O JOSE AINDA
PODE SONHAR
EM PASSARO
NATALCOM A
FAMILIA

@ PMS. memgnie, @M. OF
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The third phase closed the emotional loop,
thanking those who donated through posters,
awnings, and physical objects, turning an
anonymous gesture into a relationship of
recognition.
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@ SPMS, memmmin. @[, O
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A MARIA
AGRADECE
POR TERES
VINDO

ALIMENTAR SONHOS!
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ALIMENTAR SONHOS!
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DE UM DADOR PARA TI

O QUE DIRIAS A PESSOA
QUE RECEBER A TUA DADIVA?

A minha vida f()i salva POt

um c[ac[o’z, espeto que a mink
dadiva te ajuale taméém.

***POR FAVOR NAO ASSINES ESTE CARTAO

A blank card given to the donor, to write a message to

whoever will receive their donation. Left unsigned, to
keep donor and recipient anonymous.
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OLIO is an independent design
collective created to respond to
a market that excludes those
without prior agency
experience.

The identity needed to
communicate constant
observation and openness,
without becoming just another
generic studio logo.




The Solution

The two O's become eyes, and the four pieces of the

logotype work as modules that recompose across
any format, from ftavicon to building corner.
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Independent design
deserves a real home.

O OLIO nasce de uma convic¢do: o mercado criativo tradicional exclui quem
nao tem experiéncia previa em agencia, uma barreira que fecha a porta a
recém-formados e a quem se desenvolveu como freelancer. O OLIO quebra
esse ciclo. Sem competi¢do interna. Sem gatekeeping. Uma classe de desig-
ners que se apoia mutuamente porque ha espaco para todos. Skillsets dife-
rentes, estilos diferentes, clientes diferentes.
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06 ALGES 4 BALTICO MOBII

08 BIZZRIDERS 16 NISSAN QASHC

10 BIBLIOTECA DA MEIA-NOITE 18 CAFETERIA UNI




(® OLIO Collective - Hon X

< C 25 www.olio.pt







NIST®

A weekly series by OLIO Collective with the purpose of
showcasing amazing independent designers.
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Luis Oliveira Nunes

hello@oliveiranunes.xyz
@iamoliveiranunes
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