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Hi, I'm Mike!

A passionate creative who dreams to be a
professional golfer but is horribly bad.

Welcome to my portfolio.

To me, design is more than looking good, it's communication with purpose.
That’'s what | aim for in every project. | always work with purpose, passion,
and precision. | bring a blend of creative vision, design excellence, and
strategic thinking to every project.

My expertise spans branding, digital design, campaign development, video
production, UX/UI, and creative leadership. Delivering everything from
full-scale rebrands and immersive digital experiences to health and safety
campaigns and emotionally resonant videos.

michael@mnvdesign.co.za
@mnvcreative
mnvdesign.co.za
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| designed the logo for Check Ministry, a brand dedicated to ensuring trust St ﬁ
and efficiency in the workplace through industry-leading background o e ol

q AR q q CHECKMENISTRY
checks. Their vision is a world where everyone works with capable, 2

trustworthy people, and their mission is to provide fast, accurate, and
seamless screening services.
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The logo features a chess king and pawn, symbolising the comprehensive
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screening range from CEOs to labourers. Coteun
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Bold electric colours reinforce the brand’s strong digital presence, ensuring
visibility and impact in the online space.

View online
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http://mnvdesign.co.za/checkministry/
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Faith Works

Logo & Visual Identity

| designed the Faith Works brand for an Adventist Christian Agency that
help ministries, churches, and businesses expand their reach to spread
the end-time gospel. Guided by the principle “Your Vision is Our Mission,”
the brand is built on seven core values, including Integrity, Growth, and
Innovation.

The logo mark is unique and recognisable, resembling an angel while
incorporating the F & W. The wordmark uses Neue Haas Grotesk Pro for a
professional, authoritative feel.

The colour palette isrich in biblical symbolism, with hues representing

divine attributes, completeness, and the great controversy. Every element
reinforces the brand’s spiritual foundation and mission-driven purpose.

View online



https://mnvdesign.co.za/faith-works/
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Change your life. Learn to code.
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South African Code Institute

Logo & Visual Identity

| designed the logo and visual identity for the South African Code Institute
(SACI), an organisation dedicated to teaching coding to students in South
Africa, with a focus on low-income learners.

The logo mark features a shield, symbolising strength and education, with a
central pillar representing the institution’s foundation in learning. The shield
is uniquely shaped as a fusion of square and curly brackets representing
backend coding juxtaposed with <> to signify frontend development.

The brand’s bright, standout blue reinforces trust, innovation, and
opportunity, ensuring a strong visual presence in the tech education space.

View online
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https://mnvdesign.co.za/saci/
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SaltyLama

Logo & Visual Identity

SaltyLama is an emerging online store in Europe that offers sustainable
goods to conscious consumers. The goal was to have a new identity that
could resonate with their target audience and represent their vision and
differentiate them from their competitors.

| created a compelling brand identity that reflects SaltyLama’s commitment
to building a sustainable future. The design is warm, friendly, and
memorable, evoking a sense of trust and reliability.

Thelogo, which is inspired by the natural world, features leaves and a semi-
abstract llama head. The brand’s colours are drawn from the lush greenery
and earthy soils, further reinforcing its eco-friendly ethos.



https://mnvdesign.co.za/saltylama/
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AECI

Rebrand

As the lead designer, | worked closely with the Creative Director to rebrand
AECI’s visual identity, aligning it with the company’s 2025 vision and
strategic growth. This shift strengthens brand recognition while reinforcing
AECI's commitment to addressing global challenges such as food security
and water scarcity through collaboration and innovation.

The rebrand modernises AECI’s visual language, establishing a “branded
house” approach where the company’s name, logo, and colours take centre
stage. This design strategy ensures consistency across all business units,
fostering a unified brand presence. At its core, the “One AECI” identity
reflects the company’s promise to create “a better world” through the
collective power of “good chemistry.

View online
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https://mnvdesign.co.za/aeci/
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ONE AECI,
FOR A BETTER WORLD

One AECI,
for a better
world.
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Caliber

Logo, Visual Identity & Packaging

Tasked with developing a brand identity for a motor lubricant brand that
caters to the informal markets in South Africa, particularly Soweto. The
company produces a premium oil and other lubricant products.

Extensive market research guided the selection of the brand name, which
conveys the idea of premium quality and performance.

To distinguish Caliber from its global competitors such as Castrol and Total,
we created a range of bold and eye-catching colors that grab the consumer’s

attention and create a strong shelf presence.

Ultimately, Caliber stands out as the smart choice for motor lubricants,
providing customers with a high-quality and reliable option for their vehicles.

View online



https://mnvdesign.co.za/caliber/
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AECI

African Mining Indaba exhibitions

I led the AECI Mining Indaba exhibition, overseeing the design and execution
of three key elements: a stand in the CTICC main hall, an outside technology
centre on the Cullinan square and the development of an interactive online 3D

world. | created all graphics, directed the visual identity of the stands and 3D
world.

The CTICC stand was designed to highlight AECI's commitment to innovation,
sustainability, and safety while providing space for networking. The
technology centre showcased AECI’s mining explosives, mining chemicals and
water technology solutions as well as the developed 3D world.

The 3D world showcases AECI’s services and products in a 3D environment.

The goal was to create an online experience where clients can see an holistic
view of AECI’s explosives, mining chemicals and water operations.
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Westfalia

Zero Harm Campaign

Westfalia is a global leader in the avocado industry and a trusted supplier of
fresh produce, value-added products, and expert agricultural solutions.

The client needed to strengthen workplace safety and reduce accidents
through an engaging internal campaign. | developed the Zero Harm identity,
designing a bold logo, safety icons, and a set of illustrated safety characters to
make key messages more relatable and memorable for global teams.

To drive engagement, | created a comprehensive suite of materials, including
safety playbooks, training videos, branded clothing, and posters. These visually
cohesive assets ensured clear, consistent communication across multiple
languages, reinforcing a strong culture of safety throughout the organisation.

MRV
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