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WHAT  WE  DO

We build bold brands for
Africa's next decade.

Identity, product and campaign work for founders who intend to be the

category reference, not a participant in it. Strategy first, always, and a

system built to survive contact with a real market.
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THR E E  P I L L A R S

01

Brand Architecture
Positioning, naming, identity systems

and the guidelines that keep them intact

after handover.

02

Web and Product
Sites and interfaces built from the identity

rather than decorated with it. Designed

and shipped.

03

Growth Creative
Campaign systems and content engines

that hold the brand together across

every placement.
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HOW  TH E  STUD I O  WORKS

Three a month We take on three new projects a month. Not a tactic, a capacity limit. It is why the

work in this document has the depth it has.

Strategy first Every engagement opens with a strategy call before a proposal exists. If the brief

and the business do not agree, we say so then, not at review.

Systems, not files You leave with rules and reasoning, not a folder of exports. Every project here ships

documented so the next person can hold the line.

PENN IO  SELECTED  WORK 0 4



TH E  WORK Eleven brands. Four in depth.

A01 Jójò Jewels Jewellery, retail A03 Money in the Air Media, culture

A02 Tabitha House Crafts, fragrance A04 PENNIO The studio

Ghett Inside Streetwear Brilla.ng Identity and web

R P Adeoye Personal brand CI-IT Technology

Infinitswap Fintech Marom Food, FMCG

Hustleplug Growth creative

A0 1 –A0 4  GO  DEEP .  THE  REST  ARE  SHOWN  AS  SPREADS . 0 5



ANCHOR  0 1 ,  B RAND  ARCH I T E C TUR E

Jójò Jewels
A fine jewellery house that

needed to look owned rather

than assembled, from the mark

through to the box it ships in.

SCOPE

Identity, packaging,
campaign

DEL IVERED

16 boards, print PDF

JÓJÒ  JEWELS 0 6



The identity system JÓJÒ  JEWELS

The mark is a ring read as a monogram. The two

O counters carry a four-point sparkle, which gives

the brand a detail small enough to emboss on a

clasp and bold enough to run at billboard scale.

Lockups Stacked, horizontal, icon

Palette Forest, gold, sage, chalk

Delivered 16 boards, print PDF
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One mark, four surfaces JÓJÒ  JEWELS

Primary stacked lockup Detail variant, sparkle counters Wordmark and detail variant on gold

OUTCOME Reserved. One real claim with a date. Empty slots are removed at export. 0 8



ANCHOR  0 2 ,  B RAND  ARCH I T E C TUR E

Tabitha House
Two product lines, Crafts and

Fragrance, under one house. They

had to read as siblings without

either one becoming the junior.

SCOPE

Identity architecture,
lockups

DEL IVERED

Six-file lockup kit

TAB ITHA  HOUSE 0 9



The lockup matrix
Two lines, two orientations, positive and reversed. Six files in the kit. TAB ITHA  HOUSE

Crafts, horizontal, black Crafts, horizontal, white Crafts, vertical, white

Fragrance, horizontal, black Fragrance, horizontal, white Fragrance, vertical, white
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The house in application TAB ITHA  HOUSE

OUTCOME Reserved for a dated, specific claim. 1 1



ANCHOR  0 3 ,  B RAND  ARCH I T E C TUR E

Money in the Air
The only project in this document

that opened with a written

research phase, and the one

that proves the strategy claim on

slide two.

SCOPE

Research, identity,
guidelines

DEL IVERED

Research doc,
guidelines
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Research into system MONEY  IN  THE  AIR

01 Written research first
A documented read of the audience and the category before a single mark was drawn.

02 A system, not a logo
Mark, palette, type and usage rules shipped as a guidelines document the client still

runs from.

03 Proved in placement
Tested against real surfaces, from a business card up to outdoor, before sign-off.
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Out in the world MONEY  IN  THE  AIR

Tote Poster Business card Outdoor

OUTCOME Reserved for a dated, specific claim. 1 4



ANCHOR  0 4 ,  TH E  STUD I O

Built to its own rules
The PENNIO mark is a P cut from a single continuous

stroke on a circular grid. The counter is not decoration, it

is the aperture the whole system is measured from.

We are last in this deck for a reason. The method you

have just seen applied to ten brands was tested on

ours first.
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The system PENNIO

TYPOGRAPHY

Aa
Bold, for statements

Medium, for structure

Regular, for everything else

One family, three weights, tight tracking on display sizes. Restraint is

the point.

COLOUR

F26522

050505

F5F1EB

One accent, one canvas, one paper. Nothing else earns

a place.
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The mark in use PENNIO

ON  BLACK ON  PAPER ON  ACCENT

Three backgrounds, three files. A light-background slide never receives a white lockup. 1 7



S P R EAD ,  GROWTH  CR EAT I V E

A cleaning service with a website and no voice. We built the

identity, shipped the site, then kept the feed running as the

brand's proof of life.

SCOPE

Identity, web,
content engine

TYPE

Raleway, Open Sans

PALETTE

BR I LLÁ .NG 1 8



One voice,
every format
Campaign, editorial, seasonal and team posts,
all built from the same system. Five-slide educational carousel, published monthly

Acquisition flyer Seasonal Team series Promotion
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