
PERRIE



Hey there! I’m is Perrie Biston, people 
call me Pez for short. I’m an aspiring 
product designer from Cardiff. 

I’m constantly striving and working to 
reach new heights and to become a 
great designer! 
 
I enjoy tackling complex problems with 
beautiful and innovative solutions. 

My passion for design is ever growing 
and I am keen to kick start my career.
 
#itchyfingers
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MCCAINS PACKAGING

TACKILING CHILDHOD OBESITY

MUJI & THE URBAN DWELLER 

FESTOOL RADIO

SOME OF MY WORK
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PACKAGING DESIGN
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THE FUTURE OF THE POTATO

McCain are a leading foods com-
pany that are know worldwide 
for their products. In perticular 

they are known for their range of 
delcious potato goods that are 

enjoyed by the masses worldwide. 

The brief for this project was to 
create a new potato snack that 
would reach a new target audi-

ence within the snacking market.



FOODOCCASIONS

I N S I G H T S

R E S E A R C H  .

HABITSSNACKING MARKET



INSIGHTS

COMMUTING SCHOOL BREAKS

AFTER SCHOOL

OCCASIONS .



Through my insights a rea-
curring theme could be 
found throughout each 
snacking occasion. 

Snacking is quite the social 
experience. Snacking plays 
a part in social interaction 
when hanging out with your 
mates. Unknowingly snacks 
act as props in making our 
leisure time more satisfying 
and fun.

INSIGHTS

SOCIAL  SNACKING .





SNACK STACK
THE FUN WAY TO MUNCH .
.

Snacking is quite the social 
experience for kids. So, why 
not make that experience 
one to remember and add 

a little bit more fun with the 
McCain Snack Stack.

Each pack contains a variety 
of flavoured sweet potatoe 
crackers and a delicious dip. 

The crackers inside are 
shaped to resemble the 

flavours and themes. The 
crackers can then be used 

to take selfies with for a fun 
food interaction with your 

friends.



SNACK STACK
THE FUN WAY TO MUNCH .
.

The graphics label that is wrapped 
around the 3 seperate containers 
acts as a hinge allowing the stacked 
containers to unfold neatley whilst 
still remaining connected.



EXPLODED VIEW
MATERIALS
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1 Plastic lid

2 Competition leaflet

3 Peel away lid

4 Cardboard Tubing

5 Graphics label

6 Aliminium cap
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BRANDING
DESIGN LANGUAGE
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BRANDING
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THE FUN WAY TO MUNCH .



.

THE FUN WAY TO MUNCH .



TAKE A SELFIE
THATS CRACKERS



GET FIT, THE FUN WAY .

WEARABLE TECH
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REWARD



For this project I investi-
gated the connection be-
tween child obesity  and 
lack of physical activity in 

children.

Inactivity in children is 
an ever growing epidem-
ic, not only in the UK but 
world wide. Inactivity in 
children can be heavily 

linked with the rise of dig-
ital platforms of entertain-

ment. 

AN EPEDEMIC .



ACTIVITY DECREASE .

Two thirds (65%) of 
children go online most 

days and collectively 
children in the UK spent 
13 million hours on web-

sites every day.

As a nation we are 20% 
less active than we were 

in 1961. If things dont 
change were on course 
to be 35% less active 

by 2030

In England 71% of 10-12 year 
old boys and 81% of 10-12 year 
old girls do not meet minimum 
physical activity guidelines of 

60 minutes per day.

INSIGHTS



ACTIVITY DECREASE
WHY?

.

lOW INSENTIVE VALUE .

DIGITAL FORMS OF 
ENTERTAINMENTS .



ACTIVITY DECREASE
SOLUTION

T E C H N O LO GY  .

I N C E N T I V E  .

F U N  .



The explosion of the fitness tracker 
onto the market has brought with it a 
new trend, enabling users to keep logs 
of their fitness and health goals, keep-
ing them motivated and giving them a 
meaningful sense of achievement and 

reward.

Through my research I found that there 
was a gap in the market for such a 
product that is tailored to children. 

So, why not use the things kids love as 
an insentive to be active more often?  

By taking these digital platforms of 
entertainment we can make activity a 

more fun, rewarding and engaging 
experience.

SOLUTION .

ACTIVITY DECREASE



SKETCHES

THE B IG  IDEA .





GET FIT, THE FUN WAY .



GET FIT, THE FUN WAY .

The Kidfit is designed specifically 
for kids. It Allows them to complete 
challenges set by their parents, chal-

lenge friends, track their activities 
and challenge progress in a fun and 

playful way. 

The device also allows you to play 
an array of unique and fun prep-in-
stalled games as well as win real life 
prizes such as cinema tickets, ad-
venture trips, book, toys and much 

more.



CUSTOMISATION

Choose from a variety of cool and 
vibrant colours to suit everyone



CUSTOMISATION









512MB
 

Dual-Core 
processor

1GHZ

512mb ram 
running on 
MSM 8226 

track :
Galvic skin response
Heart Rate 
Respirition Rate

Snapdragon

protects 
against 
rough usage

Gorilla 
Glass
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Electronic 
Bioimpedance
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REBRANDING

RADIO
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Festool had led the power tool in-
dustry for decades. At the top-end 
of the market, the brand is loved by 
professional wood workers such as 
carpenters and cabinet makers.

What if Festool were a radio ?

During this branding project, the 
brief given was to design a radio for 
a brand that had been selected for 
me.

Combining brand analysis tools and 
design thinking, I had to imagine 
how would Festool - a power tool 
manufacturer - design a radio.

THE FERRARI
OF POWER TOOLS .
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USER
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A big part of this project was 
trying to condense the brand to 
the essential meaning perceived 
by their users. These values 
were them embedded in the 
user centered design process 
as requirements and starting 
points.

 
 

BRAND DECODING . 

RESEARCH



SKETCHES

DEVELOPMENT .



MODELING . 

DEVELOPMENT







EXPLODED VIEW
COMPONENTS .



IT’S TIME TO WORK .



SINGLE BUTTONE USE .

ITS TIME TO WORK.



lIGHT WEIGHT & MOBILE .

TOUGH & DURABLE .

ITS TIME TO WORK.
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MINIMALISTIC



finding efficient space to 
store objects is often a 

challenge for people living 
in small homes.

This  client project for MUJI, 
was to reflect

upon the lifestyle of Urban 
Dwellers and 

propose a new product for 
them that 

would allow them to use 
their limited

space efficiently.

THE URBAN DWELLER



Like other MUJI products, the Corner
Devider is designed to serve as a 
platform, allowing users to use 
the devider in different ways 
and letting them discover 
new uses. 

.



3D DEVELOPMENT











USE YOURE SPACE 

AND

.
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