


mpurmur, the brand

Murmur is a brand about keepsakes and
stories; but it’s much more than that.
Murmur builds human connection through
shared emotions and experiences.

Now more than ever, the world feels
divided. Everyone is expected to be
unique, to stand out, and to be better
than everyone else. Social media feeds
this mentality, but so does society in
general.

Murmur is a brand that pushes back
against division. It brings people
together. A user visits Murmur'’s site,
reads a few stories, relates to some,
and feels more empathy toward others.
The end goal for Murmur is to help us-
ers gain empathy.

The word murmur, according to the
dictionary, means “a low, continuous
sound, as of a brook, the wind, or
trees, or of low, indistinct voices.”
This name aligns with our brand mes-
sage because our goal is to uncover
the quiet stories hidden in everyday
objects. A person cannot truly lis-
ten unless they are quiet. One has to
actively want to pay attention to hear
a murmur.




Jordan

Age: 23

Occupation: Graduate student
in media studies

Location: Chicago, IL

Personality:
Curious, reflective, emotionally in-
tense

Habits:

Scrolls Tumblr and TikTok late at
night, collects mementos like ticket
stubs and dried flowers, keeps a Notes
app full of dreams and overheard con-
versations

Pain Points:

Feels overstimulated by social media,
misses the feeling of “depth” in dig-
ital life, overwhelmed by the pace of
news and self-improvement culture

Wants for Murmur:

Needs a quiet digital space to sit
with memory and emotion—sort of like
journaling with visuals.

Goals:
Wants to slow down and reflect, under-
stand patterns in their own emotions,
and explore the poetry in oxdinary
things.




Henee

Age: 40
Occupation: Middle school art teacher
Location: Minneapolis, MN

Personality:
Warm, intentional, a little nostalgic

Habits:

Morning coffee with a physical jour-
nal, limited screen time, has boxes of
keepsakes in her closet she’'s “meaning
to go through”

Pain Points:

Feels guilty about hoarding, doesn’t
know what to keep or let go of, worx-
ries about losing meaningful family
stories as older relatives pass away

Needs for Murmur:

Renee wants to document objects that
hold memory before decluttering. she
wants a memory box she can revisit ox
share with her kids.

Goals:

Preserve emotional value without phys-
ical clutter, share meaningful stories
across generations, stay mindful about
consumption.




initai ideas and Brainstorming

At the beginning of my research, Mur-
mur was focused on targeting hyper-
consumerism, posing the question: Why
buy more when you already have these
precious keepsakes in your possession?
A quote from my early impact letter
states, ““Reduce waste and build rela-
tionships by providing a digital space
for people to post their keepsakes in-
stead of hoarding them.” The idea was
that the site would help users let go
of the junk they were holding onto and
discourage further unnecessary con-
sumption.

In my original design challenge fram-
ing, I wrote: “change how we interact
online, challenge hoarding lifestyles,
and find new ways to keep memories
alive.” At that point, I was already
thinking about empathy and creating
new ways for people to connect online,
but the Murmur brand itself was still
taking shape.

Two early goals were: “From people
struggling to connect online to find-
ing community through storytelling.
And from friends unable to share sto-
ries to open access to keepsakes on-
line” While these goals were achieved,
they eventually became secondary. The
primary goal evolved into cultivating
empathy.

Overall, my brainstorming process led
me to develop the brand in new and
unexpected ways. Those early thoughts
pushed me toward new ideas and chang-
es. Alongside the conceptual devel-
opment, exploring the visual design
also helped shape my understanding of
the brand. Over the past few months,
Murmur has changed a lot but, I'm very
happy with where it landed, both as a
brand and as a project.
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Midrmur Logo

The logo displays the word Murmur
split in half and flipped upside down,
reflecting the duality at the core

of the brand. Empathy is a fundamen-
tal human emotion, but in an age of
constant distraction, it’'s becoming
harder to access. The act of telling
stories is a primordial solution—sim-
ple, timeless, and human. This ancient
practice stands in direct contrast to
modern noise.
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The overall branding uses a pixel aes-
thetic, designed to appeal to a broad
audience—particularly 20- to 40-year-
olds who associate pixel graphics with
nostalgia. Since all the keepsake
stories are rooted in the past, this
nostalgic design enhances Murmur’s em-
pathy-driven mission.

Our main typeface is Mousepad, a =.=II.=II=. =. == =.I=.
hand-drawn pixel font that echoes the 1] ] ] ]| EE NN
brand’s theme of duality. In the logo, == = =. == .= ==
the letters connect at the bottom, 1] ] EE HEE HE HEE
creating an abstract form. This ab- == == ==. .=. .= .==
straction resembles heartbeats on a L] L] EEEEN EEEEEE EE
monitor or sound waves—visual meta-
phors that reinforce the idea of a 1 T T - -
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Cur fonis

MousePad, our primary typeface, is a
handwritten pixel font exclusive to
Murmur and central to its visual iden-
tity. IBM Plex is our secondary font.
It complements the pixel aesthetic of
MousePad while offering greater read-
ability for longer texts. Together,
both fonts support the brand’s nostal-
gic, pixel-inspired tone.

ABCDCFGHIKLMN
OPQRSTUVWXY Z

abcdefghijkimn
Oparstuvwiy2

The quick brown
fox Jumnped over
the lazy dog

MouselPad

ABCDEFGHIJKLMN
OPQRSTUVWXYZ

abcdefghijklmn
opgrstuvwxyz

The quick brown
fox jumped over
the lazy dog

IBM Plex Mono {(Text)




CUr colors

Here are our colors. The pink and
green are our primary colors that we
use in the branding. Alongside those 2
is a darker green that is used exclu-
sively as a background color. The 2
blues are our secondary colors, used
for callout areas. We use the second-
ary blues more on our website in the
header and footer area mainly.
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Carly Logos

Here are some early logo iterations. I
explored different fonts and approach-
es to representing the word Murmur. I
arrived at the flipped concept fairly
early on, but finding the right type-
face took more time and experimenta-
tion. In the end, I created MousePad
myself to have full control over the
pixel letterforms and ensure the type
aligned perfectly with the brand’s
tone and aesthetic.




Orgional Moodboard

This is my first moodboard. It changed
over time, the original direction
leaned more heavily into the technol-
ogy aspect. Early on, I was exploring
a computer vision aesthetic—something
more digital and analytical, almost
intentionally disconnecting the sto-
ry from the image through the visual
style. As the project developed, I
shifted the focus toward nostalgia,
softening the tone and aligning the
aesthetic more closely with emotion
and memory.
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a larger shared experience—contribut-
ing their stories alongside others to
create something collective and mean-
ingful. Overall, the tagline introduc-
es Murmur’'s core ideas in a clear and
approachable way.

The Keepsake Collection
Murmur’'s tagline is “The Keepsake Col-
lection.” It reinforces the brand’s
goal of telling stories through per-
sonal objects, helping users immedi-
ately understand what Murmur is about.
Because the name Murmur is abstract,
the tagline provides balance by being
more direct and descriptive.

The word keepsake highlights the emo-
tional value of everyday items and

the memories attached to them. Collec-
tion signals that users are part of
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The ccosystem

Beyond the website murmur also does
prints. Murmur’'s print section is a
place for memorys you can hold. We
create posters that spotlight your
personal keepsakes, full of meaning,
often quiet but deeply felt. Every two
months, we also release a zine that
gathers our favorite submissions, each
issue shaped by a theme.

Our first, The Animal Issue, cele-
brates the creatures we’ve loved and
lost, from worn-out toys to whiskered
companions. The second, The Family Is-
sue, turns to the people who've shaped
us, told through heirlooms, habits,
and the objects that linger long after
a moment has passed.

These prints are deeply personal.
Alongside the zines, Murmur also of-
fers personalized posters. Each be-
gins as a folded zine showcasing your
story; when unfolded, it reveals the
keepsake at the heart of it.

The visual treatment of Murmur's keep-
sakes is a careful process. First, the
backgrounds of the images are removed.
Then, each image is placed within

a 10x10 box to create a simplified,
pixel-based shape. Finally, a grainy
filter is applied—evoking the texture
of old TV static and enhancing the
nostalgic feel.

These pixel shapes are central to Muz-
mur's visual identity. They serve as
backdrops for keepsakes on the website
and in the zines. Beyond that, they’'re
a key element in Murmur'’'s broader
branding—appearing as patterns that
bring an organized chaos to the visu-
al language. Sometimes they appear in
a tight grid, as in the zine layouts;
other times, they float more freely,
as seen on zine covers.




The ccosystem

Here are some of the final spreads for Murmur is a disruptor brand—our mis-
the magazines. The type is merged with sion is to bring empathy into a world
the images, emphasizing that both the that often prioritizes competition and
story and the keepsake are equally im- consumption. This message is contra-
portant. The keepsakes help us remem- dictory to typical consumer narra-

ber the stories, and the stories give tives. The layouts of these magazines
meaning to the objects. reflect this disruptive ideology.

Birthstone

Our paternal grandmot
Mrs. Margaret Godar,
ceived this grandmoth€
birthstone pin for Moth-
er's Day one year. The

pin is shaped as the tree
of life and has on it the
birthstones of herself
(October), as well as
birthstones of her th
sons (1 Februar
March), and her
grandchildren:
1 March, 1 Apri.
1 August, and 3

sions, yet took it out fre-
quently to gaze on it with
love. As her oldest grand-
child, I am honored to have
it as a keepsake.

This story is about something very

special to me that I managed to get
from my Grandma Godar. Her name was
Margaret A. Godar (née Banghart) who
was born on October 30th, 1896, and
died on July 21st, 1976.
years old when she died.
dad’s, Russell Godar'’s, mi
husband Raymond Godar Sr.

husband died with cancer.
They lived on Rocky Hill
Illinois all their lives.
Russell bought a farm # m:
around the corner from them. So,
when we were growing up - we wa.
over to Grandma’s house probabl:
almost every day. She lived with my
Uncle Raymond (Uncle Ramie) as he

never married and took care of her.

Cash Bowl

He and my other Uncle Ralpl
Godar Brothers Bulldozing.
go over after school and during the
summer and wait anxiously for Un-
cle Ramie to come home from work.
He would always be very dirty and
greasy - but we would carry his
lunchbox into the house for him.
They loved us very much - but back
then times were hard. Nothing like
today. Grandma Godar made the best
sugar cookies in the world and would
make what seemed to us, tons of them
at a time. We always had duties to
do, rake the yard, wash windows, al-
ways busy.

My mom and dad worked - so Grand-
ma had a system for picking us
up if we were at her house. She
would have a pole and put a white
rag on it, so you could see it
from the road. If we were there
Dad could pick us up on
ay home from work.

14.

Grandma had this little (what I
would call) sugar bowl in her
cupboard in the kitchen - if she
had any extra cash, like $1.00 or
$5.00 mostly - she would put it
in that sugar bowl to save up for
the very few times we would make a
trip to Alton to shop. We didn’t
shop much at all - I had a twin
sister Carolyn, and one brother
Mike, and two sisters Cathy, and
Linda. We wore hand-me-downs and
it was few and far between to get
new clothes. We would go to the
old Venture store in Alton to get
an occasional pair of jeans, or
there was a store in Hardin, Mar-
guerite Baker’'s store. When we
got like in high school, us girls
would go and get a pair of hip
huggers, or jeans and charge it.
Mom would pay the bill. The only
problem was that everyone in town
had the same pair!



The ccosystem

Here are some of the personal
posters. These would be made for
each person, due to the individ-
ualistic nature of showcasing
the single keepsake. Each post-
er starts folded up in a three-
fold style. The folds follow the
bright blue lines. This would
allow the person to get a person-
al experience when receiving a
poster. The fold allows the story
to still be incorporated while
still emphasizing the keepsake.

For this project, I received
keepsakes from family and
friends. So I added notes inside
posters to thank each person for
submitting their keepsake to me.
This allowed me to reflect on
some of my thoughts and memories
while also reflecting on shared
memories with the person who sub-
mitted the keepsake.
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Ruth never married and didn’t have kids of her
own - so she was delighted to have tea parties
with me, the way she might have with a daughter
or granddaughter, the way that she had with her

niece. I remember sitting at her kitchen table F
by the window, sipping “tea” (sugar water),

pretending to be much more posh than I could

have been at that age. I remember all the blue

glass animals, glasses, and little blue things

she kept by the window to catch the light. I

remember her African violets. And I remember

feeling safe and loved and appreciated and seen
for who I might become. We had a couple of
hours together every Wednesday until my dad
came to pick me up after he finished work.
Those hours with Ruth were kind of magical -
and truly special.

Ruth died when I was in high school. She was
still living in the same one bedroom apartment
where we had our tea parties when she died.

Some of the blue glass came to our house. So ’
did four of these cups and saucers - a reminder
she had set aside for me of our year of
Wednesday tea parties. This is one of them.
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Carly Posters

Below are some of my starting posters.
The issue I had with them was that
they focused too much on the brand and
less on the brand message.
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Website Mockups

These are the initial roughs of the
website. It began with the homep-
age, shown on the left. The main idea
is to display only the keepsake at
first, and then reveal the story when
clicked. Alongside the homepage, I
planned a submission page and an about
page to support the main content. The
zine page was less developed at this
stage, as I was waiting for the visu-
al style of the posters to inform its
design direction.

muar
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Join our mailinglist to

y up to date with Murmur
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The Keepsal C on

Please submit your
keepsake and story
here to be entered into
the Murmur collection.
A nutral background is
appriciated.

Title
Hello, welcome to Murmur, the keepsake

Story collection. Through shared stories, we
aim to cultivate joy, happiness, and
empathy in people. In modern society,
we focus too much on material things
for all the wrong reasons. Hypex-
consumerism and fast fashion have
ruined keepsakes. They produce
material meant to be discarded. At
Murmur, we remind people that we have
enough and should cherish these
things. We have so many treasures; why
do we need more?

Here are the visual designs for the
website. This is the plan I used mov-
ing into the coding phase. The light-
er blues are emphasized throughout
the design; this is where they really
shine. The website relies heavily on
this blue pairing. The pink takes a
more subtle role, appearing mainly in
the logo while the blues carries most
of the visual weight.

About Us

Ever wonder how we got our Murmur
logo? And the meaning behind it? Well,
wondexr no more. The logo displays
murmur broken in half and flipped
upside down. This relays the duality
of the brand. While the issues we face
are modern and, at times, dystopian,
the solution of telling stories is a
primordial one. The letters connect on

Hello, welcome to Murmur! We are a
digital library of keepsakes and their
stories. So look around, read some
stories, and join the community!

Grandma’s Lamp
This is a lamp that was
always on display on a
round table at my
grandma’s house. I
remember going to her
house all of the time and it

Read More.

the bottom to abstract the logo and
make it look more like heartbeats on a
monitor or sound waves, both
reinforcing the murmur name.
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Models & Mockups

These are some of the photos I took
for my mockups. Instead of using
Professional mockups, I vouched for
taking my own photos. Each one is the
person with their keepsake. These

ones are viewing their keepsake on the
poster and magazine.




Models & Mockups

The only photo I did not take is the
mobile one, this is a profession-

al mockup. The other one is a person
viewing their keepsake chair sitting
on it.




