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HELLO! 
I’m Iliyana, a passionate graphic and web designer based 

in Montreal, graduated from Vanier College’s Multimedia 

Integration and have a year of work experience in graphic 

design. My passion lies in visual identities, editorial design, and 

photography. I have a kind personality with a dedicated and 

curious character. I always accept challenges, and when I do, 

I strive to provide great efforts, while making sure every detail 

is perfected. By applying theoretical knowledge and using 

Adobe softwares with ease, my goal is to provide functional 

and meaningful projects with a modern and timeless aesthetic. 
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JENIE’S DANCE SCHOOL
Brand Identity & Website

Jenie’s Dance School, founded in 2004, is one of the largest ballet schools in Montreal, 
located in Notre-Dame-de-Grâce. The school has taught thousands of students 
while honoring the tradition of classical ballet. Their mission is to celebrate the joy of 
everyday life, while teaching the children about life through the magic of ballet.

Challenge

Create a modern, elegant, functional, and powerful brand identity for Jenie’s Dance 
School to stand out from the competition and to better appeal to its target audience.

Solution

Analyze the brand personality, positioning, and visual identity of 
“Les Grands Ballets” to gain knowledge on the industry.

Define the personality of the ballet school by identifying 
its unique characteristics and values.

Gather relevant keywords, key images, and examples of other ballet 
institutions’ logos to help establish a visual identity for the school.

Design a signature logo for the school that reflects its 
personality and evokes elegance and movement.

Take professional photographs of the children in the ballet school.

Develop a brand style guide while presenting the content in a 
captivating way and making it easy to understand and follow.

Create a responsive website that uses the brand style guide and the professional 
images to showcase the school’s offerings and attract potential students and parents.

VISIT CASE STUDY GRAND BALLETS RESEARCH
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I designed a black and white signature logo that 
evokes elegance, delicacy, and classic feelings. It 
expresses itself by its fine curves that move the viewer, 
and conveys a sense of confidence and excellence 
while maintaining unity. Baskerville and Futura PT are 
used to bring contrast and harmony at the same time. 
Together, they evoke modern and traditional feelings.

EXPLORE GUIDES
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VISIT WEBSITE
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FERDINAND V.S.O.P
Visual Identity, Product & Packaging

Expressing an elegantly powerful and unrivaled spirit, Ferdinand 
brand has the vision of inspiring people to create exceptional and 
timeless moments. Its mission is to nurture the drive and passion in us.

Challenge

Create a visual identity, product, packaging, and 
advertisement using Art Deco style for Ferdinand brand.

Solution

Conduct research on other cognac brands, collect keywords 
and key images to establish the visual identity for Ferdinand

Define the brand name, personality, values, mission, and slogan. 
Ensure that the brand identity aligns with its purpose.

Create an Art Deco logo with a sense of royal and luxurious feel.

Define the color palette and Art Deco typography.

Design a lion in Art Deco style for the brand mark to create 
a memorable visual representation of the brand.

Illustrate Art Deco design elements to incorporate into the visual 
identity, product, packaging, and advertisement designs.

Create front and back labels for the product. Illustrate the bottle.  

Design the packaging box, coasters, and advertisements 
to create a cohesive look and feel.

VISIT CASE STUDY
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Poster with the slogan

Poster/billboard representing strength, elegance, and nobility

Back Label

Poster evoking a sense of nostalgia and romanticism with the era
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AGATHA CHRISTIE
Editorial Design

Challenge

Design book cover jackets for Agatha Christie’s books by unifying graphic 
styles and elements. Designs include front covers, spines, and back covers.

Solution

Establish a connection between the story and the cover without revealing any plot details.

Develop a consistent and recognizable style appropriate for Detective Fiction.

Ensure each book has a distinct personality to reflect the story it tells, 
while also maintaining a cohesive overall look.

Apply sharp and mysterious typography to convey the feel of suspense and intrigue.

Carefully edit the backgrounds to create a mysterious and atmospheric feel, 
with a painterly aesthetic that adds to the overall sense of intrigue.

Design front covers, spines, and back covers that work together as a complete package.

The book is the world’s best-selling mystery, 
and with over 100 million copies sold is one 
of the best-selling books of all time.

‘The whole thing is utterly impossible and utterly fascinating. It 
is the most baffling mystery Agatha Christie has ever written.’

New York Times

‘One of the most ingenious thrillers in many a day.’

Time Magazine

AGATHA CHRISTIE
the queen of mystery

ISBN 978-0-00-812320-8

USA $14.99 / CAN $18.99

HarperCollinsPublishers
Mystery

EXPLORE MORE AT
www.agathachristie.com

THE OFFICIAL ONLINE SITE

‘We’re not going to leave the island. None of 
us will ever leave. It’s the end, you see – the 

end of everything…’
Agatha Christie is the most 
widely published author 
of all time, outsold only by 
the Bible and Shakespeare. 
Her books have sold 
more than a billion copies 
in English and another 
billion in a hundred foreign 
languages. To honour her 
many literary works, she 
was appointed Command-
er of the Order of the 
British Empire in the 1956 
New Year Honours. The 
next year, she became the 
President of the Detection 
Club. She died in 1976.

1939. Europe teeters 
on the brink of war. Ten 
strangers are invited to 
Soldier Island, an isolated 
rock off the Devon coast. 
Cut off from the mainland, 
with their generous host 
mysteriously absent, they 
are each accused of a terri-
ble crime.

Then one of the party dies 
suddenly, and they realise 
there may be a murderer 
in their midst - a murderer 
who might strike again... 
and again... 

And all the time, copies 
of a macabre nursery 
rhyme hang in each room, 
a nursery rhyme with an 
omen of death for all ten 
of them.

AGATHA CHRISTIE
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VOGUE
FEB 2022 Issue 3

The Note Of The 
Spring Song Is

SILVER 

Charm May Be 
A Matter Of 

SCENT

NEW FASHIONS
The Paris Mode 

Changes At Last

ZELDA 
FITZGERALD
The End Of The 
Roaring Twenties

$4.99US   $5.99CAD

REDEFINED 
WOMANHOOD

The Wild Flappers Roared 
Women’s Liberation

VOGUE
Editorial Design

Challenge

Design a cover and two-page spread for 
Vogue from 1920s in Art Deco style. 

Solution

Analyze Vogue magazine’s 
personality and target audience. 

Use Art Deco colors and typography 
to convey the 1920s spirit while 
maintaining Vogue’s identity.

Grab the reader’s attention and 
convey the theme of the issue by 
drawing a flapper illustration.

Create a clean and elegant layout for 
the two-page spread while keeping 
the same typography and color 
scheme from the cover design.

THE EXACT ORIGINS OF THE WORD 
‘FLAPPER’ REMAIN UNKNOWN
While the exact origin of the term “flapper” is unknown, it 
is assumed to have originated in Britain before World War 
I, when it was used to describe gawky young teenage girls. 
After the war, the word would become synonymous with the 
new breed of 1920s women who bobbed their hair above 
their ears, wore skirts that skimmed their knees, smoked 
cigarettes and drank alcohol while dancing in jazz clubs, 
always surrounded by admiring male suitors.

Flappers were defined by how 
they dressed, danced and talked
As Joshua M. Zeitz writes in Flapper: A Madcap Story of Sex, 
Style, Celebrity and the Women Who Made America Modern, 
flapper fashion wouldn’t have been complete without the 
creeping hemline, which by 1925 or 1936 reached a shocking 
height of 14 inches above the ground. Sheer stockings, 
sometimes even rolled below the knees, completed the 
scandalous look.

Flappers wore their skirts shorter so they could show off 
their legs and ankles—but also so they could dance. They 
particularly loved the Charleston, a 1920s dance craze 
involving waving arms and fast-moving feet that had been 
pioneered by African Americans, first in the South and later 
in Harlem.

Dancing proved challenging in traditional women’s fashion, 
not only with long dresses, but also traditional corsets that 
tightly bound a woman’s midsection and accentuated her 
waist. Around 1923, French designer Coco Chanel introduced 
what became known as the “garçonne look,” featuring not 
just high hemlines but dropped or nonexistent waistlines 
and straight, sleeveless tops. With lighter and more flexible 
undergarments that created a straight, slim silhouette, this 
new design allowed women to dance freely. 

Flappers were young, fast-moving, fast-talking, reckless 
and unfazed by previous social conventions or taboos. They 
smoked cigarettes, drank alcohol, rode in and drove cars 
and kissed and “petted” with different men.

Women move to cities and into 
the workforce, but stayed in 
traditional ‘women’s roles’
The flapper was born out of a growing landscape in 
America. By 1920, for the first time in the nation’s history, 
more Americans (51 percent) were living in cities rather 
than in rural areas. As part of the nation’s urbanization and 
economic growth, more and more women were entering the 
workforce. By 1929, more than a quarter of all women, and 
more than half of single women, were gainfully employed.

“Women are working, but they’re working in what are called 
‘women’s jobs,’” says Lynn Dumenil, professor emerita of 
history at Occidental College and author of The Second 
Line of Defense: American Women and World War I.

Not only were women hitting a glass ceiling with job fields, 
workplace discrimination and wage inequality also ran 
rampant throughout the ‘20s. As Gail Collins writes in her 
book America’s Women, the average weekly wage for men in 

1927 was $29.35, compared to only $17.34 for women.

While their wages were not 
high, women joined the new 
mass consumer culture
Their wages might not have matched that of their male 
counterparts, but working women used their purchasing 
power to join the nation’s new mass consumer culture. 
“The nature of domestic life changes for urban women, 
certainly, in the ‘20s,” Dumenil says. By 1927, nearly two-
thirds of American homes would have electricity, and new 
consumer goods like the washing machine, refrigerator and 
vacuum cleaner were revolutionizing housework and home 
life. Women were the major target audience for many of the 
new products, including household appliances, clothing and 
cosmetics. 

The rise of the automobile contributed to the sense of 
freedom and possibility that suffused the Roaring Twenties. 
“The car is central to Americans’ lives in the 1920s, across 
the board,” Dumenil explains. “Not everyone can afford one, 
but consumer credit also expands in the ‘20s,” leading to 
a new generation of American debtors. Meanwhile, the 
information revolution brought about by the emergence of 
the radio allowed a newly vibrant, youth-centered, urban 
culture to spread across the United States.

TheIR lifestyle also affected 
marriages and sexuality
Housework wasn’t the only factor changing for women on 
the home front. “The nature of marriage starts to change,” 
Dumenil explains. “There’s more of a sense, not of equality, 
but more of companionship between men and women in 
marriage. The assumption about women’s sexuality changes.” 
Birth control was becoming more widely available, at least 
for more privileged women, which helped limit family size 
and allowed women the freedom to explore their sexuality 
without facing the consequences of unwanted pregnancies. 
“At least for some women, there’s more freedom in their 
personal lives [in the 1920s],” Dumenil says. “A little less 
restriction. And it’s not just about sex, although that’s part of 
it, but clothing, dancing, the social world and the like.”

This freedom had limits, however, and marriage always 
remained the ultimate goal. As Collins writes, only about 
10 percent of women in the 1920s kept their jobs after 
marriage, most of them working-class women whose family 
needed their paycheck.

Dumenil also points that the the fear of one’s reputation 
still worried flappers. “There’s a sense that you have to be 
really careful about your sexual activity, for fear that you’ll 
lose your reputation and won’t get married....always, It is 
contained by that.”

ZELDA FIZTGERALD AND The End 
of the Roaring Twenties
Arguably the most famous flapper of all was Zelda Sayre 
Fitzgerald, who, before meeting and marrying the novelist 
F. Scott Fitzgerald, spent her nights whirling around country 
club dances (and sneaking out to drink and “neck”) with any 
number of young Alabama gentlemen.

The stock market crash of October 1929 effectively marked 
the end of the Roaring Twenties, an era F. Scott Fitzgerald 
would later call “the most expensive orgy in history.” By the 
onset of the Great Depression, Hollywood and the mass 
media had moved on from the flappers, and in the 1930s 
women’s fashion would revert to more traditional styles, with 
accentuated waists and longer hemlines.

The spirit of the flappers 
lives on
Some changes that occurred in the 1920s endured. Though 
the Depression wiped out much of America’s prosperity 
and consumer confidence, the nation’s mass consumer 
culture would eventually re-emerge, stronger than ever.   
In the decades to come, more and more women would 
pursue higher education and enter political life as activists, 
lobbyists or lawmakers. The transformation of sexual mores 
and family life that occurred in the 1920s also persisted. 
“Changes in the family, the movement toward smaller 
families, birth control, less restraints in private life,” Dumenil 
says—these change were “permanent.”

How Flappers of the 
Roaring TwentieS 
REDEFINED WOMANHOOD
Young women with short hairstyles, 
cigarettes dangling from their 
painted lips, dancing to a live jazz 
band, explored new-found freedoms.

No cultural symbol of the 1920s is more 
recognizable than the flapper. A young woman 
with a short “bob” hairstyle, cigarette dangling 
from her painted lips, dancing to a live jazz band. 
Flappers romped through the Roaring Twenties, 
enjoying the new freedoms ushered in by the end 
of the First World War and the dawn of a new era 
of prosperity, urbanism and consumerism.

The decade kicked off with passage of the 19th 
Amendment, which gave white women the vote. 
Women also joined the workforce in increasing 
numbers, participated actively in the nation’s 
new mass consumer culture, and enjoyed more 
freedom in their personal lives. Despite the heady 
freedoms embodied by the flapper, real liberation 
and equality for women remained elusive in the 
1920s, and it would be left to later generations 
of women to fully benefit from the social changes 
the decade set in motion.

By Sarah Pruitt. 
Photographed By 

Cottonbro PixelRedefined 
Womanhood

“At least for some women, 

there’s more freedom in 

their personal lives [in 

the 1920s]. A little less 

restriction. And it’s 

not just about sex, 

although that’s part 

of it, but clothing, 

dancing, the social 

world and the like.”
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AURORA
Packaging Design

Challenge

Design an Art Nouveau packaging by creating 
a name, product, and slogan.

Solution

Research Art Nouveau era and create a moodboard to 
identify key characteristics and design elements.

Use a round style typography that is in line 
with era’s aesthetic and a color theme.

Incorporate floral patterns, delicate textures, and organic 
forms that flow easily throughout the packaging design.

Integrate the name, product, and slogan seamlessly into the overall 
design to create a unique and memorable packaging concept.
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#MTLmoments
Share your favourite summer moments in Montréal

TOURISME /
MONTREAL

Long with its foodie scene, 
French flair and fun for 
the whole family, Montréal 
is known around the globe 
as a true festival city—and 
summer 2022’s calendar is 

packed to the brim! Featuring 
film, music, dance, theatre, art 
and performance, Montréal’s 
festivals make up a vital part 
of the city’s DNA, and every 
park, theatre, nook and 

cranny is buzzing with things 
to see and do all summer 
long. We suggest getting your 
pocket calendars in hand.
your summer’s about to get 
a whole lot busier.

Just For Laughs is celebrating 
its 40th anniversary this year, 
promising a “scorching hot” 
line-up for the summer festival.

Grand Prix weekend will set place 
this june! It’s not just about 
the race. It’s about a whole city 
coming alive with excitement!  

Did you know that the Château 
Ramezay was selected by UNESCO, 
as one of the 1001 historic sites 
you must see before you die?

JulyMay June

SUMMER 
2022

TOURISME MONTREAL
Editorial Design

Challenge

Create a four-page newsletter for a 
monthly publication of Tourisme Montreal 
while establishing a new style. 

Design the issue for 2022 most famous 
summer’s activities and events in Montreal.

Solution

Gather information on the most 
famous summer activities and events 
happening in Montreal for 2022.

Brainstorm a new style for the newsletter 
that is modern and fresh. Define the 
color palette, typography, and imagery 
to be used throughout the newsletter.

Create an eye-catching and 
visually interesting cover using 
strong imagery and typography.

Establish a consistent design 
for the following three pages 
that unifies the newsletter.

Utilize hierarchy, white space, alignment, 
contrast, proximity, and scale to create a 
balanced layout between visuals and text.

2 3tourisme / montréal #MTLmoments

May 2022
Montréal’s Unique Art 
Exhibitions & Museums 

THE AGE OF THE VIKINGS AND THE CREATIVE 

AND PRIVATE LIFE OF ROCK STAR AND CULTURAL 

ICON NICK CAVE ARE AMONG THE MANY MUST-

SEE EXHIBITIONS AT MONTRÉAL MUSEUMS THIS 

MAY 2022.
Richard Burnett

EXPLORE THE MMFA

The Montréal Museum of 
Fine Arts exhibition Nico-

las Party: L’heure mauve (runs 
to October 16) is named after 
the iconic painting Mauve 
Twilight by Canadian Symbol-
ist Ozias Leduc, found in the 
MMFA’s collection. Nicolas 
Party: L’heure mauve displays 
the full artistic range of 
rising star Nicolas Party in 
his first solo exhibition in 
Canada. Via some 100 works 
and a series of monumental 
frescos realized in situ, the 
Swiss-born artist unveils a 
dreamlike exhibition themed 
on nature.

VISIT MCCORD MUSEUM

Over at the McCord Mu-
seum, positive images and 
stories of the LGBTQ+ com-
munities take centrestage 
in the work of renowned 
Montréal-based trans pho-
tographer JJ Levine whose 
specialty is intimate portrai-
ture. A selection of pho-
tos from his series Queer 
Portraits, Alone Time and 
Switch are presented in his 
solo Queer Photographs 
exhibition (runs to Septem-
ber 18).

CHÂTEAU RAMEZAY – HISTORIC SITE

Originally built in 1705, the Château Ramezay is the oldest 
private historical museum in Québec. It served as the Cana-
dian headquarters of the American Revolutionary Army 
in 1775-1776, and where Benjamin Franklin stayed when he 
tried to persuade Montréal to join the revolution.

Temporary exhibitions on view: Inuit Worlds – The Col-
lection of Saladin d’Anglure features 40 Inuit objects, 
and Roald Amundsen – Lessons from the Arctic tells the 
journey of Norwegian explorer Roald Amundsen.

The Château Ramezay welcomes visitors daily from 10 am 
to 5 pm. No reservations are required.

Toursime Montréal is published by:

Ville de Montréal

800, boulevard De Maisonneuve Est

17e étage

Montréal, QC H2L 4L8

514-872-0311

ville-marie@ville.montreal.qc.ca

Sophia June, author

Richard Burnett, author

Tourisme Montréal. author

Iliayna Yakimova, graphic designer

Tracy Lam, graphic designer

Hanif Hashim, graphic designer

SPACE FOR LIFE MUSEUMS

“Explore Earth and 
beyond at Space 

for Life”
Children of all ages can discover new 
worlds at Montréal Space for Life, the 
largest natural-sciences museum complex 
in Canada.

Montréal Space for Life comprises the 
Botanical Garden, Planetarium, the Bio-
sphere, Insectarium and famed Biodôme.

In the Planétarium, the domes of the Cha-
os and Milky Way theatres are equipped 
with state-of-the-art laser projectors for 
an ultra-HD experience. The Planétarium 
offers a double bill each day.

Over at the Botanical Garden, in addition 
to the carnivorous plants, visitors can 
admire superb passionflowers and bego-
nias in full bloom, and see fruit growing 
on banana, carambola, jackfruit and 
papaya trees, daily in the greenhouses.

The Biosphere environmental museum 
currently presents the temporary Colours 
of the World exhibition displaying 50 pho-
tographs from the National Geographic 
collectio celebrating the natural and 
cultural diversity of our planet (runs 
to June 30).

The Biodôme takes visitors through the 
five ecosystems of the Americas. The Bio-
dôme is a huge crowd-pleaser.

The brand-new renovated Insectarium is 
the first museum in North America where 
you can observe so many species of insects 
live – some roaming freely – and natural-
ized in one place.

THE MAC AT PLACE VILLE MARIE

The Musée d’art contemporain de Montréal – 
widely known as The MAC (or “Le MAC” in French) 
– presents Argentina-born, New York-based artist 
Mika Rottenberg’s eponymously-titled immersive 
exhibition that brings together videos, installa-
tions and sculptures by the artist (opens May 21).

The MAC also screens (from April 21 to May 15) 
artist Sara Cwynar’s Red Film (2018), the third 
part of a film trilogy, along with Soft Film (2016) 
and Rose Gold (2017), that questions how desire 
is manifested through objects.

Formula 1
 Grand Prix du 

Canada

Francos de Montréal

MURAL Festival

F1 RACERS SPEED AROUND THE SINUOUS 

THE CIRCUIT GILLES-VILLENEUVE AS 

WHITE-KNUCKLED CROWDS LOOK ON.

TOURISME MONTREAL

CELEBRATE FRENCH SONG IN 250 

DOWNTOWN GIGS OVER 10 DAYS AND LEARN 

A WHOLE NEW SONGBOOK EN FRANÇAIS.

TOURISME MONTREAL

WATCH AS URBAN BUILDING 

WALLS GET BRIGHTENED UP 

UNDER THE TALENTED HANDS 

OF ARTISTS.

TOURISME MONTREAL

June 2022

For three glorious, adrenaline-charged days 
in June, Montréal welcomes F1 motor racing 

fans from around the world to cheer on the 
best drivers on the planet. 

The Grand Prix du Canada, the Canadian seg-
ment of the Formula 1 World Championship, 
never fails to provide an exhilarating weekend 
of thrills, fun and excitement! A must-attend 
annual international event, The Grand Prix is 
synonymous with festivities and is the unofficial 
kick-off to summer in the city.  

70 LAP COMPETITION

This is a stunning 70-lap competition covering 
4,361 metres of the Circuit Gilles-Villeneuve, 
named in tribute to the Québec driver and win-
ner of Montréal’s first Grand Prix in 1978 who 
died in Belgium in 1982. While driving at speeds 
reaching over 300 km/h in the straightaways and 
manoeuvring through 14 tight chicanes, even the 
best driver’s dexterity and braking skills are put 
to the test on this challenging track!

As if the official race, F1 drivers’ parade plus 
qualifying and open testing sessions weren’t 
enough, diehard racing fans can watch Ferrari, 
Porsche and Formula 1600 Challenges, tour the 
support paddocks, and whoop it up in a number 
of thematic zones.

Visit the official merchandise zone, enjoy the 
Beach Zone with games, a DJ and bar-terrasse, 
or even the Family Zone to keep young racing 
fans revved up and happy between the on-track 
activities. 

Why not see if you have what it takes to be an 

Some might say it’s the best 
party in town, others 

might refer to it as more 
of a “fête”; either way, ev-
eryone agrees that when 
it comes to showcasing 
French-language music, no 
event does it better than 
Les Francos de Montréal!

For ten sonorous days, 
the best musical talents of 
the French-speaking world 
overtake the Quartier des 
Spectacles in this annual 
celebration of French-lan-
guage music. Nearly 250 
concerts, of which two 
thirds are presented free 
at some fifteen outdoor 
or indoor venues, attest 
to the effervescent quality, 

diversity and energy of the 
franco music scene.

Deemed the (un)official 
kick-off to summer, Les 
Francos gets Montréal’s 
festival ball rolling with 
an eclectic lineup of out-
standing francophone 
artists from here and 
abroad. Hip-hop, croon-
ers, rock, pop, folk, elec-
tronic music…everything 
and anything goes at this 
popular music festival 
driven by originality and 
talent.

Closed to traffic, the 
outdoor festival site is 
safe and easily accessible 
by foot, public transit or 

even bike. Take in a concert, grab a 
bite, have a drink with friends: every-
thing you need for a great festival 
experience is on site.  

250 CONCERTS

Since 1989, Les Francos de Mon-
tréal has been the true reflection 
of a thriving French-speaking mu-
sic world. It has established itself as 
a prominent platform for artists, 
launching the careers of superstars 
likes of Marie Mai, Jean Leloup, Diane 
Tell, Koriass, Patrick Bruel, Angèle 
and more.

A popular summertime happening for 
everyone of all ages and languages, 
Les Francos brings people together 
to dance, celebrate and revel in la 
francophonie.

F1 driver in a series of challenges designed to test 
fitness, reflexes and more? Or race against other fans 
on the Circuit itself with a realistic race simulator!

At the Montréal Grand Prix, the excitement isn’t 
just on the track, thanks to numerous fun-filled 
onsite activities.

As an international public art 
festival bound to the celebration 

of creativity and the democratization 
of urban art, MURAL transforms for 
a week the Saint-Laurent Boulevard 
into a real open-air museum where 
local and international artists will 
unite their talents in the most creative 
manners. Creativity and the visual arts 
await you!

4 tourisme / montréal

Just For Laughs kicks off in July in Mon-
tréal. Here’s everything we know so far 

about the festival. We can’t tell you who the 
funniest new comedians yet to be discovered 
are, but here’s everything you need to know 
about the lineup and how to score tickets.

“We share in the world’s heaviness 
right now, and as leaders in the com-
edy industry, we are hopeful that we 
can provide some much-needed levity 
and premium quality laughter for 
all audiences, industry and artists 
planning to gather in Montréal this 
July,” the festival’s president Bruce Hills said 
in a statement on Tuesday.

JUST FOR LAUGHS FESTIVAL DATES AND 
LOCATION

Just For Laughs runs from July 13-31. It’s held 
in Montréal across several venues throughout 
the city.

JUST FOR LAUGHS FESTIVAL LINEUP

After two years of no in-person Just for 
Laughs festival, this year’s lineup is especially 
stacked.

Kevin Hart and Bill Burr will headline, per-
forming in arena shows. Chelsea Handler, Jo 
Koy, Iliza Shlesinger, Russell Peters, Hannah 
Gadsby, Ronny Chieng, Patton Oswalt, and Marc 
Maron will be hosting gala shows that feature 
themselves and other comedians.

John Mulaney, Hasan Minhaj, Tommy Tiernan, 
Vir Das, Celeste Barber, and Neal Brennen will 
perform solo comedy concert shows. (Yes, 

Just for Laughs 
Festival

JUST FOR LAUGHS IS BRINGING ALL THE 

GREATS TO MONTRÉAL THIS SUMMER.
Sophia June

July 2022

“comedy concert” apparently isn’t just a thing 
that exists in the And Just Like That universe.)

The Club Series features more “themed” nights, 
like “The Nasty Show,” featuring jokes of the 
carnal nature or “Brit(ish)” featuring co-
medians from across the Atlantic — that in-
clude with a slew of comedians like Alonzo 
Boden, Dave Merheje, Paul Rabliauskas, Debra 
DiGiovanni, Jessica Kirson, Sheng Wang, Yannis 
Pappas, Big Jay Oakerson, and Dara Ó Briain.

HOW TO BUY JUST FOR LAUGHS FESTIVAL 
TICKETS

Pre-sale tickets will be available starting 
Wednesday, March 23 at 10am at www.hahaha.
com. Tickets will be available to the public as of 
Friday, March 25 at 10am on the same website. 
You can buy tickets for individual shows, or 
you can get a JFLMTL Pass.

Passes available include: the JFL 2-Show Pass 
for $109.99, 3-Show Pass for $149.99 and 
5-Show Pass for $225. Each pass includes up 
to 12 free tickets from July 13 to July 31 (some 
restrictions apply).

The 11th edition takes place this weekend at 
Palais des Congrès.

Starting this Friday, July 5th to Sunday July 
7th, the 11th edition of Montreal’s own Comic-
Con is back in town. One of Montreal’s fast-
est-growing events saw it attract no less than 
60,000 visitors.

This annual gathering is dedicated to comic 

book and sci-fi culture, and its undeniable in-
fluence on all of pop culture. The convention 
also celebrates related genres such as horror, 
manga/anime, toys, movies, video games and 
entertainment worlds.

ComicCon is like paradise when it comes to 
meeting your favourite actors, actresses, and 
creators, with over 50 guests and even more 
creators, from illustrators to motion capture 
specialists and voice actors.

WHAT A LINEUP OF GUESTS!

Guests of Honour include legends like William 
Shatner (Star Trek’s Captain Kirk) and Lou Fer-
rigno (TV’s original Incredible Hulk), as well 
as A-listers like Elijah Wood (Lord of the Rings, 
Sin City), and Tom Felton and James & Oliver 
Phelps of the Harry Potter movie series.

SEE ALSO: The wild stories from Michael Mas-
den on set from Tarantino’s latert film.

Local pride is in full display as always, with 
none other than our very own Georges St-
Pierre, along with actor Benz Antoine (Death 
Race, Get Rich or Die Trying), Shawn Baichoo 
(Assasin’s Creed).

BUT DON’T GET THE PLOT TWISTED: 

ComicCon’s not all about the actors, as it al-
ways serves as a platform to celebrate the cre-
ators. Those attending will get the chance to 
meet folks like Kevin Eastman, creator of the 
Teenage Mutant Ninja Turtles, and legendary 
voice actress Paige O’Hara, widely known as 
Belle from Beauty and The Beast.

With over 200 activities over the course 
of three days, including panels, workshops, 
concerts, masquerade, improv, board games, 
screenings, autograph sessions, photo ops and 
so much more, there’s bound to be something 
for everybody.

Increasingly a family-friendly event, the Mon-
treal Comiccon has activities for kids ages 12 
and under, including Nerf battles and charac-
ter face painting in the Family Zone.

GET YOUR TICKETS: 

www.montrealcomiccon.com/en/tickets/

Montreal Comiccon
THE TIME AND PLACE TO MEET YOUR 

FAVOURITE ACTORS & CREATORS

RODRIGO
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#MTLmoments
Share your favourite summer moments in Montréal

TOURISME /
MONTREAL

Long with its foodie scene, 
French flair and fun for 
the whole family, Montréal 
is known around the globe 
as a true festival city—and 
summer 2022’s calendar is 

packed to the brim! Featuring 
film, music, dance, theatre, art 
and performance, Montréal’s 
festivals make up a vital part 
of the city’s DNA, and every 
park, theatre, nook and 

cranny is buzzing with things 
to see and do all summer 
long. We suggest getting your 
pocket calendars in hand.
your summer’s about to get 
a whole lot busier.

Just For Laughs is celebrating 
its 40th anniversary this year, 
promising a “scorching hot” 
line-up for the summer festival.

Grand Prix weekend will set place 
this june! It’s not just about 
the race. It’s about a whole city 
coming alive with excitement!  

Did you know that the Château 
Ramezay was selected by UNESCO, 
as one of the 1001 historic sites 
you must see before you die?

JulyMay June

SUMMER 
2022
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MODERN 
CITY
Isometric Drawing

Challenge

Create an isometric fictitious 
city using Adobe Illustrator 
while working with tints, shades, 
shadows, and gradients to imitate 
a three dimensional space.

Solution

Use the isometric grid tool 
in Illustrator to create a grid 
that will serve as the basis 
for the city’s layout.

Create the individual buildings 
and structures in the city, paying 
close attention to details like 
windows and doors. 

Use tints, shades, shadows, 
and gradients to create 
depth and dimensionality, 
making the buildings look 
like they are really standing 
in three-dimensional space.

Create the roads and the sea.

Bring the city to life by adding 
decorations to the city to make it 
more visually appealing, such as 
streetlights, trees, and benches.
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YEARBOOK COVERS
Editorial Design

Challenge

Design a cover and back cover proposal for the yearbook 
of Vanier College’s Micromedia Integration 2023.

Solution

Brainstorm a metaphor for young graphic designers graduating to help guide the design 
concept and create a visually compelling cover that resonates with the target audience.

Sketch out the butterfly and its layout on the covers. The butterfly is a commonly used 
metaphor for transformation and growth, which aligns well with the idea of young 
designers graduating and starting their careers.

Draw the butterfly by following the yearbook’s visual style. This includes 
using the yearbook’s color scheme and typography to ensure that the 
cover design is consistent with the rest of the publication.
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Produits locaux, artisans, 
marché fermier, 

musique live et communauté!

138 avenue Atwater
Montréal, Québec H4C 2G3

28 mars au 13 octobres

Marché couvert de novembre 
à février. Les dates seront 

publiées en ligne

Lundi - Jeudi 10-17h
Vendredi & Samedi 9-17h

Dimanche 9-17h

Locally grown produce, 
artisans, food vendors, live 

music & community!

138 avenue Atwater
Montréal, Québec H4C 2G3

March 28 to October 13

Indoor market November 
to February. Dates will be 

published online

Monday - Thursday 10-17h
Friday & Saturday 9-17h

Sunday 9-17h

514-937-7754
Facebook: @mpmontreal

Instagram: @marchespublicsmtl
Twitter: @MarchePublicMtl

www.marchespublics-mtl.com

Marché 
Atwater

Atwater 
Farmer’s 
market 

2022

2022

ATWATER MARKET
Poster Design

Challenge

Design a poster for Atwater Farmer’s Market promoting 
the 2022 outdoor market, using bilingual texts.

Solution

Reflect the spirit of an outdoor market by using a fresh, spring-like color palette 
to capture the essence of the market and to create a visually appealing poster.

Draw illustrations relevant to an outdoor market, such as fruits, vegetables, 
and flowers to help communicate the market’s focus on local vendors.

Separate the French and English language in a clear and visually appealing 
way by placing each language on a different side of the poster.

Use a clear hierarchy to highlight important information so it’s easy 
for viewers to quickly identify the most important details.

Incorporate effective white space to create a visually balanced poster.
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VISIT WEBSITE

JEAN-DRAPEAU
Bilingual Single Page App (SPA)

Challenge

Create a bilingual single page app (SPA) promoting Park Jean-Drapeau and its 
summer activities while providing a seamless user experience and engaging content.

Solution

Design the app with a mobile-first approach and make it responsive.

Create a powerful landing page that immediately captures the users’ attention 
with a clear call to action that prompts users to engage with the app’s content.

Integrate smooth scrolling to create a seamless user experience.

Include a comments section to foster a sense of community and engagement.

Add a current weather section to provide users with up-to-date information 
on the weather conditions at the park, so they can easily plan their visit.

Implement a language switcher between English and French without losing their 
current page position. This will create a user-friendly experience for bilingual users.
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THE “IRON LADY” OF 
BRITISH POLITICS

THE MYTH OF 
INVINCIBILITY

Margaret Thatcher

OCTOBER 10, 2022 8.99$

UNIQUE
Editorial Design

Unique is a photographic magazine, a format of photo 
essays, where readers witness great people from 20th century 
that made the world better. Its mission is to inspire.

Challenge

Establish a publication brand that captures the attention of the 
target audience and reinforces the publication’s mission.

Solution

Study the visual style of existing publications, such as LIFE, to 
establish a strong brand and influence the target audience.

Create a powerful, bold, memorable, and recognizable 
logo that conveys the essence of Unique’s mission.

Use a black and white portrait for the cover image. Include only 
the lead article to allow readers to be influenced by the image.

Choose simple and bold typography to evoke sophistication.

Apply only one color for contrast with the black and white image.

Ensure that all visual elements work together in harmony.

THE MAN WHO 
CHANGED THE 
WORLD

THE LAUNCH OF 
RESTRUCTURING

Mikhail Gorbachev

OCTOBER 10, 2022 8.99$
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VIOLENCE AGAINST WOMEN
Public Awareness Campaign

Challenge

Create a public awareness 
campaign made of 
different designs that ties 
with the same concept.

Solution

Use the contrast between 
fresh and dried flowers 
as a metaphor for women 
who have and haven’t 
experienced violence.

Adopt the World Health 
Organization’s “RESPECT” 
framework for preventing 
violence against women, 
with each letter representing 
one of the seven strategies.

Use photography to capture 
fresh and dried flowers on 
a black background, and 
manipulate them using 
Photoshop to achieve visually 
greater contrast between the 
fresh and dried flowers.
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The
Ordinary.

Where integrity and honesty
are as important as your skin.

Niacinamide 10% + Zinc 1%

Reduces the 
appearance of 
skin blemishes 
and congestion.
Available in 30ml and 60ml.

ORDER NOW 
deciem.com

Use the code INTEGRITY 
for 25% discount.

THE ORDINARY
Advertising Campaign

Challenge

Create an advertising campaign for The Ordinary that includes 
video and poster to communicate a sale promotion of 25% on 
their best seller product Niacinamide 10% + Zinc 1%. 

Solution

Conduct research to learn more about company’s brand identity and core values.

Develop a campaign message that aligns with the brand’s values 
and highlights the product’s key benefits.

Create a consistent visual language, tone, and style that reflect the brand identity.

Plan and execute a photoshoot to capture high-quality images of the product.

Edit the photos and use them to create eye-catching posters and 
social media ads that communicate the sale promotion.

Create a short video advertisement that showcases the product and promotes the sale.
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WATCH THE VIDEO



Graphic & Web Designer

ilityyakimova@gmail.com

iyakimova.com

438 930-3255


