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Design for the
Beauty/Fashion Industry



Liska has a depth of experience  
helping fashion and beauty clients 
launch, extend, evolve and advance 
their brands.   
 
We conceive and design materials 
that visually and verbally communicate 
consistent experiences to targeted 
audiences.



Comprehensive branding and global launch for this 
European luxury organic skincare line









Marketing for a fashion watch brand, including website, packaging, sales sheets and stationery system



Comprehensive branding for this iconic men’s grooming line, including identity, packaging and style books







Comprehensive package labeling to support international expansion along with education materials to help maintain the brand essence



Course materials and training tools to assist Lancôme Beauty Advisors 
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A complete branding program including packaging and launch materials for this organic haircare line 



70
SUB

modern organic products



Marketing and advertising developed for this fashion designer



Comprehensive branding for a benefits based line of haircare products 
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Defi ning a brand: A brand is much more than a logo. It 
is the core essence of a company, product or service—
the sum of its values and promises. As a benchmark for 
stakeholders’ perceptions, it forms a relationship with the 
consumer to ultimately build brand loyalty and equity. 

To help ensure the company, product or service is 
differentiated from competitors and recognizable in the 
marketplace, a brand must be strategically communicated. 
Every point of interaction is an opportunity to establish 
or  reinforce  a  relationship  by  conveying  core  brand 
qualities. By ensuring that these touch points are clearly 
and consistently communicated through all employed 

media, the brand can achieve specifi c marketing goals.

The Noxzema brand

Noxzema has deep roots in the competitive, 
expanding skincare market. To ensure that 
consumers continually view Noxzema as a 
trusted, reliable and recognizable source for 
fresh, clean skin, branding efforts need to 
align consistently and thoughtfully. 

Target consumers are exposed to multiple 
media touch points that introduce and 
reinforce Noxzema as a skincare solution. 
It’s critical that all these touch points—
packaging, web, advertising, samples, 
POS, etc.—refl ect the Noxzema brand 
experience. Consumers can then form 
appropriate opinions and expectations 
based on consistent messages and cues 
about the brand attributes and values. 

By  following  these  guidelines,  target 
consumers will learn what to expect from 
Noxzema  products.  When  the  brand 
experience confi rms expectations, it inspires 
confi dence and loyalty. This loyalty translates 
into the highest level of brand equity.
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Image style

Imagery that is used on Noxzema materials 
should be primarily photographic and 
support the Noxzema brand by adhering to 
the following characteristics.

Clean 
Sensorial
Refreshing
Transformational
Invigorating
Soothing
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NOXZEMA

Incorrect uses

The Noxzema brandmark may only be reproduced according to 

the guidelines. Here are several examples of what not to do:

1 Do not condense or stretch the brandmark or any of its 
elements.

2 Do not isolate or crop individual elements of the 
brandmark. The logotype, lozenge and silver ring should 
always appear together, each in its entirety.

7 Do not alter the arrangement, location, scale or quantity 
of tingles.

8 Do not combine tingles with any background other than 
solid Custom Noxzema Background Blue.

5 Do not alter the assigned colors of the brandmark.

6 Do not recreate artwork or change the logotype.

3 Do not change spatial relationship of elements.

4 Do not change size relationship of elements.
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Packaging color application

Noxzema packaging is produced utilizing a number of custom 
colors and specific processes.

We are listing both reproduction method and sequence for 
existing packaging so that you can adapt this information to 
achieve comparable results using the specific printing method 
and materials for your project.

Note: see critical color information on page 16.

The following page shows how this sample package was 
produced.

PMS 3125 Semi-gloss

Tingle Blue Overall Varnish

PMS 120 PMS 1505 at 70% Silver Semi-gloss Foil 
PMS 877 if foil is not 
available

Silver Clean Blemish 
Control

Triple Clean

PMS 306 PMS 2385 at 70% PMS 306

Cleansing 
The Original

Cleansing 
Clean Moisture

Cleansing 
Plus Moisturizers

Custom Noxzema Logo Blue

Silver Semi-gloss Foil or 
PMS 877 ink

Benefit color

PMS 3125 added to “tingle”

Custom Noxzema Background Blue

PMS 288 (closest approximate match, see note)

Custom Noxzema Logo Blue

PMS 286 (closest approximate match, see note)

Custom Noxzema Background Blue

Guidelines to help creative specialists understand Noxema’s brand evolution



Research, consultation and package design for the St. Ives brand



Annual reports highlighting CFDA’s work in education, fund-raising and member services

COUNCIL OF FASHION DESIGNERS OF AMERICA





Comprehensive brand program for this line of lifestyle-focused golf apparel



Complete branding program for a 
color-focused hair product 





Cohesive visual system for the packaging and marketing of this European organic skincare line
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