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ABOUT ME

| am Rihards Sergis, a graphic designer & photographer from
Latvia. A normal guy who is not quite a typical graphic designer &
photographer with a unique mindset and fresh vision, dive into my
WEIRDLY DIFFERENT and often controversial world.

With that said, | like to experiment and see opportunities regardless
of media and projects. Not afraid to accept new challenges and step
out of my comfort zone because in that way | can only improve as a
designer and a person.

EDUCATION WORK EXPERIENCE
Scuola Politecnica di Design “KEST” Restaurant
Master’s Degree in Visual Arts 2022-Present

2023-Currently Attending
“NOSKRIEN ZIEMU"

Drake University 2022-Present
Bachelor's Degree in Arts )
2020-2022 Sports Club “ASAIS”

2019-Present
Colby Community College
Associate’s Degree in Arts Freelance Graphic Designer
2018-2020 2019-Present

Freelance Photographer
2020-Present

Drake Magazine
2021-2022

SOCIALS

Instagram:
@rsergisdesign
@rserqgis99

LinkedIn:
Rihards Sergis

Behance:
behance.net/rihardssergis
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My personal brand identity. My logo was inspired by my hobbies,

01. PERSON AL BR AND interests, graphic design, and photography. | want to showcase

- - myself in a fun, playful, DIFFERENT, and professional way. Being a
We’rdly Different graphic designer and photographer, | needed a logo that suits both

fields and could stand out.

Personal project Adobe lllustrator 2024 My brand slogan, “WEIRDLY DIFFERENT,” is based on myself. | like
Adobe Pho’ro.shop to be different, go against the rest, be controversial, and break the
Adobe InDesign rules to create my own rules because, in this way, life is more inter-

esting and unique.
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A NEW GRAPHIC DES

IGNER &
PHOTOGRAPHER IS IN TOWN,
HIS NAME IS RIHARDS SERGIS
ckc, ME!
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DELIVERING
HIGH QUALITY
PROJECTS,
NOT FOOD!
RIHARDS SERGIS
WEIRDLY DIFFERENT
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HYMN aims fo orchestrate a music festival that transcends bound-
aries, celebrating the intersection of divine music, cultural heritage,
and natural beauty. The divine echoes of music harmonize with

The Di Vine MUSiC FeStival the whispers of nature, and cultural heritage intertwines with the

universal language of melody.

Group project with: Adobe lllustrator 2023-2024 Our divine music festival transcends boundaries, celebrating the

Paola Scaldaferri Adobe Photoshop profound intersection of music, cultural heritage, and natural beauty.

Melis Ozek Adobe InDesign The festival is not just a celebration of music; it is a journey of enlight-
Figma enment, a sanctuary where souls connect and spirits soar.

Branding, Identity, Print HYMN 10
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03. PHOTOGRAPHY

Street, Aerial & Landscape

Photography to me is as important as graphic design; they both
play a big part in my life. My photography is more based on street
photography; that is how | started, and it is the style that | enjoy the
most. | love to capture street and city life because it is real and raw.
Besides street photography, | also focus on nature photography,
capturing different landscapes from the ground and from above.
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Besides street, nature, landscape, and aerial photography, | also do
photography for many different sports events, for example, running,
cycling, and many more.
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Photography, Editing STREET B 20



This photo, captured in Chicago, USA, in 2021, is the
proudest moment of my life so far. Why? Because
the photo was shared by the official Sony account on
Instagram. Sony can use the photo wherever they
want, of course, giving me full credit.

Not many photographers can say the same, and it
is really difficult to be spotted by Sony, knowing how
many talented photographers there are in the world.

Photograpﬁy, (Heljdgle] 21



Photography, Editing
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Photography, Editing

AERIAL

AERIAL
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Photography, Editing LANDSCAPE
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O4. CONTEXT

A lifestyle magazine

Group project with: Adobe lllustrator
David Pedroza Adobe Photoshop

Denise Denora Adobe InDesign
Martina Segalini Figma

Edlitorial, Print, Branding

A magazine that showcases human health and overall well-being.
“Context” suggests a comprehensive understanding of the various
factors influencing an individual’s lifestyle choices, including their
environment, social dynamics, personal values, and aspirations. By
choosing this name, the magazine signifies the importance of consid-

ering the broader context of one’s life when striving for authenticity
and healthier habits.

The layout of the magazine is unique because each atricle layout is
inspired by concrete poetry and the binding is done by filo-refe binding.

CONTEXT 31
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Editorial, Print, Branding
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035. APAX

A Type Specimen Book

Individual project for Adobe lllustrator 2023-2024
SPD Adobe Photoshop

Adobe InDesign
Typography, Print APAX

MODERN Sans Serif

578 5iyohs AWDFGHIKL
awdfghjkl

ZXCVBNMP

zxcvbnmp

QSERTYUIO

gsertyuio

H

S»S |
ara

RAPPO

tfo choose from

e

An APAX type specimen book. APAX, a typeface from Optimo Type
Foundry, was made by Frangois Rappo, who has designed many
unique and well-crafted typefaces. Considering APAX is a modern
& geometric typeface, | want to show and highlight the features
that APAX has by creating every page unique and simple to under-
stand, with a creative twist, and a little bit of fun. Using mainly only
three colors - black, white, and orangy-red - makes the book look
modern, and the orangy-red brings attention and contrast.
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Paul van Dyk
Bassnectar

FEST
Deadmaub

// ARTISTS LIST

EUPHORIA RAVE
Armin van Buuren

Carl Cox
Skrillex

Daff Punk

Paul Oakenfold

Underworld

L :!“‘h‘;‘t’ 1 i

CAMPING AREA
R ET TS TR, % T Y, m

Lol B ML S G

FREEI'PARKING

// SPECIAL GUEST P

)

THE PRODIGY .~ *

b (=
* ]
Rave music charocterized by its high energy, repetitive beats, synthesized melodies, ond oft %‘1-
features elements of techno, house, france, ocid house, and breakbeal. Rave music is o P
designed fo be ployed loud and to create an immersive, euphoric atmosphere, often

associated with oli-night donce parties known as raves.
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Typography, Print

APAX
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06. FARINA

AnN ItadlianN Café

Personal project that turned Adobe lllustrator
out as an actual project. Adobe Photoshop
Adobe InDesign

Branding, Identity, Packaging

L

Caffe Italigho-

2021-2022

FARINA

FARINA is an Italian café/bakery in Latvia, but it's still under construc-
tion. A café/bakery, coffee shop, and simply a lovely place to enjoy
fresh food, pasta, and coffee in Italian style. It's not just a bakery or
coffee shop; it's a place where people canrest, release stress, and
feel like they are on holiday.

| got an opportunity to create a brand identity at the first stage.
Later on, the owners liked my work and continued to work and
create many more brand assets, for example, product packaging, a
facade, working uniforms, etc.
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French Baguette Italion Ciabotta
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Caffe Italiano

Whole Bean |  ARABICA 4/10 b alldhb Whole Bean |  ARABICA 10/10

COSTA RICA '»‘x_»_"m coLompla

|.L

£ W, | s
Light Roasted / 100% / Intensity: A y < Espresso Blend 100% Intensity:

400g

0 A A O'WV\V S V/VV"’V“"@!”W& \

o0 ) TSSO

400g

Branding, Identity, Packaging FARINA

(QRIHE

affe Italian

Whole Bean ARABICA 8/10

Dark Roasted \ 100% \ Intensity:

cTHIOPIA

|
|




NIHAXRDSSceXRGIES

rsergisdesign@gmail.com +371 26528232
sergisr@mail.scuoladesign.com rihardssergis.com



