


PERSONAL IDENTITY

My personal identity brings together the things I love, the influences that inspire 
me, and the style I naturally lean toward. I used a hand‑drawn element because 
traditional fine arts have always been a big part of how I work as a designer. 
The pine tree comes from my connection to the outdoors and from childhood 
memories of playing under the big evergreen in my front yard. The colors were 
chosen for their vibrancy and their ties to nature, as well as how nicely they pop on 
paper. Altogether, it creates a brand that feels personal and true to who I am.

CJ Kaltwasser
Graphic Design | Illustration
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OUTDOOR ELEMENT

This project was a full rebrand for Outdoor Element, a Colorado‑based company 
specializing in outdoor gear. The goal was to elevate the brand and give it a clearer, 
more intentional identity. Outdoor Element needed to communicate heritage, 
reliability, and readiness for any adventure. This new direction establishes a visual 
system that stands on its own: cohesive, instantly recognizable, and approachable 
for a wide range of outdoor users.wwwwwvvw 

Original Revised

Accolades:
ADDY’s 2026, Silver Award, (Logo)
NSSC 2026, Finalist











HANDLED
Pot Gripper/Fuel Canister Recycle Tool

EXPLORE WITH CONFIDENCE

See Back
For Details HANDLED

The EPA estimates that 75% of American 
waste is recycleable, but only 30% is actually 
recycled. Be the change; recycle more.

!

FEATURES
1. Silicone Tabs
2. Aluminum construction
3. Fuel Canister Recycle Tool 1

2

3

Scan here for a 
quick how-to guide!

RECYCLING  
Our HANDLED will 
work with any EN417 
fuel canister. For larger 
1lb canisters, use the 
included brass adapter. 

FIREBINER

EXPLORE WITH CONFIDENCE

Multi-purpose/Firestarter Carabiner

Rated for
100 lbs

®
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Reflective Apparel

This assignment was to create an advertising series for Reflective Apparel, a 
company that designs, manufactures, and supplies high-visibility safety clothing
 for low-light environments.

Using the strategy of exaggeration, I chose to visually amplify the product and its 
purpose while keeping the design simple and to the point. Regarding my choices 
for the subjects wearing the vests, I included the occupations that first come to 
mind and make the most sense. 

Accolades:
AIGA Flux 2024, Finalist, Best in Category (Poster)
NSSC 2025, Finalist
NSSC 2025, Best in Category (Poster)
NSSC 2025, Judges Choice Award
Graphis 2025, Silver





WORLD WILDLIFE FUND PSA

The challenge was to develop a compelling advertisement or public service 
announcement (PSA) by using guerrilla marketing strategies to engage audiences
 in an unexpected and memorable way.

I took an ordinary storefront window and turned it into a provoking conversation 
about pollution and its effects on habitats. Rather than promoting a product, 
the installation behind the glass window showcased an urgent message about 
wildlife conservation. By mimicking the style of a typical street corner shop, 
shoppers would automatically look through the window, only to be confronted 
by trash. This guerrilla strategy allowed the message to exist in a public, everyday 
space, making the issue feel more relevant and personal. To make this series 
stronger, I created two more “installation spaces” using the same formula.

Accolades:
NSSC 2025, Finalist
NSSC 2025, Best in Category (Public Service Announcement)









TROUT FOR ALL SEASONS EDITORIAL

The challenge was to design a set of editorial spreads based on a selected article, 
integrating type, imagery and a grid system. After choosing the article, I sketched 
the layout using a series of thumbnail sketches, planning where illustrations, pull 
quotes, and typography would fall within the grid. I created all the illustrations and 
visual elements in procreate and edited them in Photoshop.







SMOKEY PSA
The task was to create an infographic poster using design principles like simplicity, 
and typographical hierarchy. The concept behind the poster was to symbolically 
represent Smokey the Bear and his message through the plumes of campfire 
smoke. The poster on the right received an Honorable Mention through Graphis 
in 2025. I later decided to continue the concept but slightly rework the design,  
type and colors to honor Smokey’s 80th anniversary.

CAMPFIRE 
SAFETY

nationalparkservice.org

DO keep your �res 
small and contained.

DO use a camp�re ring 
whenever possible.

DO always extinguish 
your �re when done. 

DO’S AND DON’TS

DON’T ever leave 
your �re unattended.

DON’T put trash or 
chemicals in your �re.

DON’T pull sticks 
of �re once they’re in.

 nationalparkservice.org

80
ONE BEAR

ONE MESSAGE

ONE LEGACY

Accolades:
Graphis 2025, Honorable Mention



Royal Maple Matches

Accolades:
ADDY’s 2026, Honorable Mention

The Royal Maple Matches logo grew out of a morphological exploration, where 
the goal was to combine two ideas into one symbol. By swapping the maple leaf’s 
stem for a matchstick, the iconic Canadian leaf can retain its color by representing 
a different purpose. Royal Maple Matches is a mark of warmth and nostalgia, 
something that feels both familiar and freshly re-imagined.



Buckridge Casino

Accolades:
ADDY’s 2026, Honorable Mention
NSSC 2026, Finalist (Logo)

Buckridge Casino was part of the same exercise as Royal Maple Matches; the act 
of combining two distinct objects into one seamless logo. Buckridge Casino is a 
mountain lodge-inspired gaming destination that blends the rugged atmosphere  
of the Colorado wilderness with a refined, high-end experience. 



Claude’s Marinade Packaging

Claude’s Sauces is a long‑standing Texas favorite, known for its smoky marinades 
and bold, dependable flavor. Still made in El Paso, the brand has deep regional 
roots, yet its cow icon and older typography no longer fully reflect the heritage or 
personality behind the name. The rebrand introduces a hand‑drawn cowboy to give 
Claude a recognizable face, adding warmth, character, and a more personal story to 
the identity. This evolution helps the brand feel more authentic and memorable, 
while positioning it more confidently alongside today’s competitors.  

CLAUDE’SSauce

CLAUDE’S 
SAUCE CO.

CLAUDE’S
Sauce Co.

CLAUDE’S

CLAUDE’S
Sauce Co.

CLAUDE’SCLAUDE’S

Original Revised





Death Wish Coffee

Death Wish Coffee is a brand that thrives on boldness and intensity, and the rede‑
signed cans reflect that spirit through a more curated, illustration‑driven system. 
Each flavor is expressed through its own custom artwork, with a skull woven into 
every design as a unifying brand cue. The goal is to broaden consumer appeal, 
elevate shelf impact, and refresh the existing visual language—while staying true 
to the core message the brand is built on. It’s still the same highly caffeinated, 
high‑stakes coffee experience, now delivered with a stronger, more intentional 
visual identity that feels unmistakably Death Wish.








