
Mercury is a fabricated sports company used in a senior-level 
graphic design class to teach branding and package design. 
Students are given a logo and a name, and beyond that, the 
brand is their’s to build. This presented a particular challenge 
for me, being from the advertising department instead of 
graphic design. I’m used to working alongside clients and with 
brands that have foundational work in place, even if its just a 
mission and vision for the company. I then make design choices 
based on research and strategy, not on personal preferences.

Constraints were that we could not modify the logo, the 
brand had to be athletic wear, we had to create at least one 
example of package design, one example of advertising, one 
piece of multimedia design, and a full brand “style guide.” 
Around half a semester was dedicated to this project, and at 
the end, students presented their work for a panel of design 
professionals.

the challenge

case study:

Since I came from a background where strategy rules, 
I was not content to simply paste the given logo onto 
mockups and call it a brand. I started by sketching a 
matrix of brands currently in the athletic apparel sector 
and asking myself as a consumer where I saw gaps.

The gap was the most blatant market: average 
Americans. They wear sizes much larger than what is 
presented in most athletic wear advertising, they work 
out sporadically, but not consistently or obsessively, 
and they need community to help their sporadic 
workouts turn to everyday habits. They’re busy, 
average individuals who are sick of being advertised to 
with flawlessly ripped Pro-atheletes. All they want, is 
comfortable workout wear that works with their lifestyle, 
to buy that workout wear easily, and for any brand they 
interact with to improve, not interrupt, their life.

the solution



Quality over status: Athletic wear has become popular in everyday use 
because of the status associate with the high price of performance fabrics 
and established brands. Mercury wants to worry about the quality of material 
and how well it performs instead of worrying about being a status brand.

Progress over perfection: Images of sweaty, perfect bodies that are already 
in shape inspire more guilt than motivation to someone who is trying to 
reach a healthy weight. Mercury’s promotions were designed to appeal to the 
everyday American
 
Community over competition: Mercury’s products are only a portion of the 
brand, a large part of it is the community that believes in the same values as 
the brand. This community actively pushes each other to be better, do better, 
get back up, and keep going, instead of encouraging anyone to be perfect or 
better than anyone else.

Adding value over advertising: Mercury’s target market, young, active people, 
have been exposed to a startling amount of advertising in their life. In order 
to cut through the clutter, Mercury needs to add value at every consumer 
touch-point, instead of just selling to people.

Everyday victory is the ultimate summary of these values: an agreement to 
celebrate realistic fitness, and the lifetime of progress that entails. 

positioning statements

• Quality over status

• Progress over perfection

• Community over competition

• Adding value over advertising

• Everyday victory



The circle logo with the “M” and dot was the class-required logo that all projects contained. The 
colors, font, and treatment of the logo are all specific to my project.

Mercury is based in a strong, pinkish red. What better to convey action, energy, and modern edge 
than a one-color brand based in bright, pink-hued red? Black & white, and tints of the red and 
black are the only other “colors” in the palette. There’s a certain strength to a one-color brand, 
and Mercury conveys boldness and energy in such simple color choices.

Mercury’s fonts have geometric foundations with slight quirks to their curves and edges, 
conveying the foundational brand values of strength and formidability with a quirky, human twist. 
The copy font, Facit, was chosen for its high x-height and therefore readability on small screens, 
such as the smartphones on which so much of the target market make their purchasing decisions.

visual branding

PANTONE 023 C 90% TINT BLACK 50% TINT BLACK(10% TINT)

ENCODE SANS 
CONDENSED
EXTRA BOLD

Facit Regular
Facit Bold

FIT FOR ALL.



As for what Mercury sells, I wanted products that 
work with consumers’ lifestyles. Anyone who goes to 
the gym frequently can tell you that they’re pressed 
for time, and they’re always doing laundry. Workout 
clothes get sweaty and smelly, and at different rates. 

The typical workout clothes, with their electric 
neons and bold patterns, require frequent washing 
because they clash if you wear them without their 
mates. That’s why all of Mercury’s apparel is mix & 
match: everything is red, black, white, or gray, and 
each piece could match with any other piece. 

Bottom pieces are designed with smaller, slimming 
patterns, while top pieces have bolder, larger 
patterns. This contrast in size of pattern is a tactic 
called “power clashing” and will ensure that 
Mercury customers can grab any two Mercury items 
out of their clean laundry and know that they’ll still 
look cohesive. No more waiting around for the lime 
green shorts to dry to wear the lime green shirt!

apparel



To further improve the purchasing experience, 
Mercury’s packaging is designed to add value 
as well. When a piece of apparel is bought from 
Mercury, it comes in a reversible drawstring bag 
that can instantly be taken straight to the gym. After 
working out, simply flip the bag inside out to ensure 
you remember to wash the items inside.

Speaking of sweaty gym clothes, no one likes 
carrying that stench around. And garment tags 
don’t usually serve a purpose beyond the mere 
minutes it takes a customer to read the size and 
price. Mercury’s garment tags will cardboard treated 
with essential oils, like a car air freshener. So once 
you’ve bought a piece and worked out in it, you 
can throw the tag in the reusable laundry bag that 
your piece came in, and your dirty gym clothes will 
automatically be a little fresher as you carry them 
around. Again, a commitment to adding value at 
every consumer touch-point.

packaging



website
Mercury’s target market is largely 
digital natives, so e-commerce is 
crucial. The landing page features 
eye-catching hero images with 
large, bold text. 



website
The commerce section features 
cutouts of the product models. 
Bursting out of the white boxes 
adds dimension and action, two 
things that an activewear brand 
should be reflecting. A range 
in body types, races, and ages 
ensures that no one could be left 
out of joining into the community 
that is Mercury.



website
The site’s simple navigation 
makes sales the focus, but 
doesn’t neglect the lifestyle 
elements like the blog and a 
push to the mobile application 
(which I’ll explain soon.)



gym pop-ups
For clothes that you’ll be exercising in, it’s extra 
important for them to feel good, and to work well. 
Although Mercury’s commerce is digital, their 
consumers still want the experience of trying on 
clothes before investing in quality workout wear. 

Instead of making the consumer come to a store 
to purchase Mercury, Mercury would come to the 
consumer. Small pop-up shops sell to the market 
where they already are: the gym! These kiosks would 
stock limited retail and set up in gym lobbies for 
one-week windows. Customers of fitness centers can 
come in, try things on, maybe even take a lap around 
the track in their apparel before deciding to buy. 



gym pop-up promos
To alert them of the presence of these pop-ups, Mercury would start 
promoting guerrilla-style weeks in advance. People spend hours every 
week looking in gym mirrors, why not use that space to encourage 
and empower, while also promoting Mercury? Vinyl decals are cheap, 
removable, and would be nearly unavoidable in the gym setting. 



gym pop-up promos
To encourage Mercury’s runners, similar 
decals could be placed on indoor or 
outdoor running tracks. For the sake of 
readability, the words in these mockups 
aren’t spaced out as much as they would 
be, but the idea is that a runner could only 
finish the sentence as they run a lap. 

It would keep people pushing to move 
forward, and repeated laps means 
reinforcing the message Mercury is trying 
to get across. Some sample messaging 
includes “earn this victory” and “every lap 
is your victory lap,” along with some pop-
up-specific promotions.



promotions
To build awareness before Mercury arrives 
with its mobile shop, Mercury will sponsor 
city fitness events. Many communities 
host free yoga classes on certain days of 
the month. Mercury can sponsor these by 
donating branded yoga mats to the free 
class. Inspiring mantras alongside Mercury 
logos will ensure that each time someone 
looks down, they’re building brand 
sentiments about Mercury as a motivating 
and generous company.

Interactive advertisements will also be 
placed around gyms that are hosting the 
pop-up shops. Mercury would buy space 
on touch-screen interactive billboards 
and invite customers to swipe through 
options to customize an outfit of Mercury 
products, reminding them of the ease of 
mixing and wearing Mercury products.



app
As mentioned, Mercury is part apparel, but part community 
as well. But Mercury needed to stand out again in the 
realm of fitness apps. So Mercury’s approach is qualitative 
instead of quantitative. Instead of counting calories and 
laps, Mercury users log their progress in how they feel after 
working out. Numbers can be uninspiring and keep people 
focused on intangible, unachievable results. 

The Mercury app encourages them to make a daily entry 
with how many minutes they got their heart rate up, and 
a star rating and written record of how they felt after 
exercising (or not exercising!)

maurabroderson.com/mercuryapp



app (cont.)
No matter how many minutes they log, upon submission 
users are affirmed that their actions are an everyday 
victory! They’re offered an in-app opportunity to post a 
post-workout picture using the hashtag #EverydayVictory, 
and a after 8 shares, are offered a 20% off coupon for their 
next piece of Mercury apparel.

The average American always has days when they need an 
extra boost, an encouragement to resist the temptation 
to settle and lounge. So the “Boost” section of Mercury’s 
app displays a pictorial grid of all the previous days that 
the user has logged 4-or-5-star days. They’re almost 
giving a pictorial pep-talk to themselves! It is Mercury’s 
attempt to inspire them to action by bringing up their own 
recollections about how good they felt after exercising.

maurabroderson.com/mercuryapp



app (cont.)
The “Circle” section of the app connects users and allows 
them to “Boost” each other. Users can accept workout-
buddies, trainers, and friends, and see when they’ve 
last logged activity. They can also see when someone 
hasn’t worked out in more than 48 hours, and have the 
opportunity to write a small, inspiring message that will 
appear on that user’s “Boost” page.

And of course, there’s a section for e-commerce! Just 
as they can be inspired by their friends and their own 
comments, Mercury users can actually purchase gear right 
from within the app, and are given exclusive access to 
special in-app sales for being loyal Mercury app users.

maurabroderson.com/mercuryapp


