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WHEN YOU ARE IN NEED OF NEW CREATIVE  

STIMULI,  LOOK TO THE WORLD. IN THE 

SAME VEIN THAT TRAVEL OFFERS A NEW 

P E R S P E C T I V E,  YO U MAY F I N D I N V I G O !

R ATING INSPIR ATION AS YOU DISCOVER 

DESIGN FIRMS FROM AFAR. 

B Y  J E S S I C A  K U H N

D
E

S
IG

N
 B

Y N
E

H
A

 A
G

A
R

W
A

L
 w

w
w

.nehaagarw
al.com



W W W. H O W D E S I G N . C O M  HOW  191190  MARCH 2012  W W W. H O W D E S I G N . C O M

Beetroot blurs the line between art and design with its 
captivating work, ranging from packaging for a wine 
maker, visual identities for cultural festivals and self-
promotional art exhibits. 

The design studio was founded in 2000 when three 
close high school friends—Vangelis Liakos, Alexan-
dros Nikou and Yiannis Charalambopoulos—reunited 
in their hometown of Thessaloniki, Greece, after com-
pleting their studies in different countries. “Beet-
root’s mission is to develop original, startling and edgy 
communication design,” Nikou says. “Every project 
is always based on a strong yet simple idea that some-
times is obvious but most of the times is not.”  The 
firm now employs 11 team members. 

Nikou says that the firm is anxious to connect on 
projects with an international audience. “Greece was 
a very irregular and sometimes difficult framework 
for creative work of any kind, including communica-
tion design, even before the economic crisis. And yet, 
despite the challenges, the creative standard is very 
high,” he says. 

WHAT MAKES YOUR FIRM UNIQUE?
“Teamwork and hard work combined with lots of fun, 
experimenting and keeping up with new technolo-
gies,” Nikou says.

FAVORITE FONT 
Whitney by Hoefler & Frere-Jones

OTHER CREATIVES IN GREECE
Designers United: www.designersunited.gr 
k2design: www.k2design.gr

N O W  YO U  S E A  I T 
In the Trata “on ice” packag-

ing (bottom middle) for frozen 
seafood, you can actually see 
the product through the holes 
in the illustration, creating a 

delicatessen feeling. 

A  W E L L ! D I S G U I S E D  PA C K A G E 
Disguises for Cheap Wine (left) 
was produced on Kraft paper with 
silkscreen printing. The package 
also includes self-adhesive labels, 
which behave as a tongue-in-cheek 
“disguise” for cheap wine. 

Thessaloniki,  
Greece

www.beetroot.gr
@beetrootdesign

XXX
xxxx

SÃo Paulo, Brazil  
& London
www.casarex.com
@casarex

Casa Rex truly is worldly with branches in two coun-
tries and client work appearing in most markets 
around the world, including Iran, Spain, Hungary, 
Nicaragua, Australia, Peru, South Africa and many 
more. You can find several more examples of the firm’s  
work within the pages of this issue’s International 
Design Awards winners. 

This international appeal is a driving force behind 
Casa Rex. “I’m passionate in using design as a vehicle 
to understand different worlds. Every time a project 
offers that opportunity, [it] grabs my heart—so, the 
most far from what I’ve been doing, the better,” says 
Gustavo Piqueira, owner and lead designer. 

It all began 14 years ago, Piqueira says, with “three 
mates, one telephone line, zero jobs.” Today, he runs 
a multinational firm that has swelled to 34 employees. 

When asked what it’s like to be a designer in Brazil, 
Piqueira answers frankly: “Short deadlines, nonsense 
briefs. ... Same thing everywhere else nowadays—good 
or bad, the world is becoming more and more alike.” 

WHAT IS THE BIGGEST CHALLENGE YOU 
FACE AS A DESIGNER? 

“I believe it’s the same that all other designers face (or, 
at least should face) every day: to keep having fresh 
ideas, to avoid repeating myself [and] taking the easier 
path for a project,” Piqueira says. “[It’s] always better 
to take the hardest path, expand yesterday’s boundar-
ies and keep developing projects that will make me 
feel proud.” 

HOW DOES YOUR TEAM STAY INSPIRED? 
“We—my core designers and I—just love to do  
what we do. That is enough to keep us inspired,” 
Piqueira says. 

WHAT INSPIRED YOU TO BE A DESIGNER? 
“It was a natural movement, from the moment I dis-
covered graphic design and all its possibilities. It fit 
perfectly into who I was, not only in terms of potential 
skills but also in terms of personal limitations and 
weaknesses,” Piqueira says. “Being a graphic designer, 
I could take advantage of my abilities and fight against 
my ineptitudes.” 

BEETROOT DESIGN GROUP

CASA REX
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Paris, France

www.hellohikimori.com

Toronto, Canada
www.monnet.ca
@MonnetDesign

C R E AT I N G  U S E R  A D D I C T I O N 
It’s hard to look away from the 

interactive work created by  
Hellohikimori. The French site 

and game for “The Walking 
Dead” puts users in the mind of 

police officer Rick Grimes. 

I L LU S T R AT E D  S A C R I F I C E 
Monnet’s co-creative director, Agnes Wong, illustrated 
the main image for the Iphigenia at Aulis theater 
poster (below). The image represents the sacrifice of 
Iphigenia to allow her country’s troops to set sail and 
preserve their honor in battle against Troy. 
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Caption Caption Caption 
Caption Caption Caption 
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After learning that design firm Hellohikimori is located in central Paris on Île de la 
Cité, one of two remaining natural islands in the Seine and home to The Cathedral 
of Notre Dame de Paris, it’s safe to say we were all a little envious. 

Hellohikimori creative directors and founders Nathalie Melato and David 
Ronhel consider the team of 10 a group of innovative thinkers who approach each 
project as a challenge and playground for creativity. The design studio works on a 
wide range of projects, including interactive storytelling and motion graphics. 

So where exactly does a name like Hellohikimori come from? “Hikikomori are 
people that refuse society and rules. While many people feel the pressures of the 
outside world, hikikomori react by complete social withdrawal,” say the founders. 

“Eight years ago when we discovered this Japanese trend, we said, ‘Oh my God, this 
is us!’ We were hikikomori without knowing it.” 

After viewing their work for interactive sites promoting the hits “The Walking 
Dead” and “True Blood,” it’s clear that this Parisian firm isn’t scared to push its 
creative boundaries. 

WHAT MAKES YOUR STUDIO UNIQUE? 
“We’re able to adapt to many brands without losing our soul or what we believe in,” 
Melato says. 

FAVORITE FONT
Tungsten

WHAT’S IT LIKE TO BE A DESIGNER IN PARIS? 
“Super cool and super tough,” Ronhel says.  

HOW DOES YOUR TEAM STAY INSPIRED?
“Everyone comes with his background, country and place, so we inspire each other. 
But, basically we fuel ourselves with video games, movies and life in general,” say 
founders Melato and Ronhel.  

Stéphane Monnet and her team at Monnet Design 
in Toronto have been turning heads since opening 
in early 2009, and even before that when Monnet 
worked as a freelancer. “The amount of interesting 
freelance design offers I was receiving meant that I 
could safely start my own studio and focus my atten-
tion on the types of clients I find exciting and reward-
ing to work with,” she says. 

That excitement is evident when looking at the 
vibrant work produced by Monnet Design. Clients 
range from the performing arts and exhibits to high-
end cosmetics. 

Monnet credits pro-bono work the firm engages in 
to be a major source of inspiration. “This type of work 
allows us a little more creative freedom than some 
of our other clients and we also get to help out the 
cultural community of our city.” Team members also 
make an effort to share trinkets and treasures as a way 
to inspire one another. 

WHAT MAKES YOUR FIRM UNIQUE? 
“We work in a highly collaborative, open-concept space. 
We are constantly consulting with each other and  
pinning up work to get the opinion of the team,”  
Monnet says.  

FAVORITE FONT
Akzidenz Grotesk

WHAT IS IT LIKE TO BE A DESIGNER IN 
CANADA? 

“There is a lot of interesting work coming out of 
Canada—from Montreal and Toronto in particu-
lar. It seems that in the last couple of years, there  
have emerged a lot of Canadian designers making 
bold and interesting design choices, which is exciting,” 
Monnet says. 

WHAT IS THE BIGGEST CHALLENGE YOU 
FACE AS A DESIGNER? 

“A lot of inexperienced or misguided designers are 
undervaluing their work simply to get the job or par-
ticipating in crowdsourcing design scenarios, creating 
an environment where the perceived value and impor-
tance of design is decreasing,” Monnet says.  

HELLOHIKIMORI

MONNET DESIGN


