
Portfolio.
My name is Daniel Steven Jones. I’m an Art Director from 
Denmark, with a passion for craft, execution and detailed work.
Besides A.D. i do work such as graphic design, illustration and 
more. 
Here’s a collection of a few of my works.
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The Air We Never Sold
The air we never sold is a campaign 

that focuses on making engagement 
through giving back.

Our main deliverables was three print ads. 
Each one placed in a modified outdoor. We 
mounted an air tank to the side of the 
outdoor, to give back to the people passing 
by the ad. 
Each one fit for the specific position of the ad. 
Fill your basketball right next to the court, top 
up your tires when biking through the city, or 
fill your favourite floaties when spending a 
day by the beach. Pringles’ got you covered. 

Out Of Home

Our activation takes the goodwill of pringles 
to Denmarks biggest summer festival.
Supplying air to the festival goers. 
Whether it’s for their air matress, for activities 
or simply to cool down in the summer heat.

Activation So-Me and more
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Product design & world building

Brand storyManifest
Glitch! is a brand that sells 
3D printed gummies. At 
first you may think: what in 
the world even is a 3D 
printed gummy?

Long story short; Glitch! 
sells a single piece of 
candy. Designed as a 
monster from a distant 
galaxy.

The brands goal is to let 
children play. To create a 
brand that uses 3D printing 
technology to create 
endless possibilities of 
shape and form. 

Glitch presents a large and immersive 
universe. All of these candy monsters are 
scattered across the universe and Dr. Scientist 
is eager to catch them.

The design is playful and absurd inviting 
children to use their boundless imagination

One of our main focuses was to create the 
packeging. To make it fun and engaging. We 
wanted it to stand out on the shelf. 

To keep it fun and playful, but to use a modern 
slightly diffused colour pallet to keep it up to 
date.

Activation
Glitch will host "print-your-own" events, 
allowing kids to learn about 3D printing, and 
use their imagination to create their own 
candy monsters. Along with this Glitch! creates 
three limited edition comic books, further 
explaining the lore of Dr. Scientist and the 
monsters of distant galaxies. 

These comics are meant to engage costumers 
and create a community revolving around the 
Glitch! universe. 
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The campaigns activation is a 
collaboration with "Kulturnatten". A 
cultural festival in the city centre of 
Copenhagen. The festivals target 
audience aligns perfectly with Trivial 
Pursuits. 

The activation is a family friendly city 
walk.

Each of the walks locations hold a 
question and a clue.

Upon collection all the answers the 
participants will invited to Bastard 
Café a popular board game café in 
the heart of Copenhagen.

Activation

Trivial Pursuit is the original trivia game. Their long time success gives them a high recognition value.
Our campaign is build on a key insight from the target audience. 
Using their native curiosity to make them engage using simple OOH.
The print ads main idea was to use gamification. 
Each picture serves a question. A subject which is specific to one of the six categories known from the board 
game. 
The "cheese" or triangle is positioned highlighting the key fact 
that will lead you to solving the "puzzle", and eventually victory.

The win is in the detail
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Det Bliver Ikke Mere Metal
Banedanmark står overfor en stor udfordring. Deres image ligger i bunden hos 
både den brede befolkning samt vigtige fagfolk. Fagfolk som de skal bruge for 
at skabe et moderne og bæredygtigt jernbanenet i Danmark.
Derfor lød briefen på at skabe både en imagekampagne og en 
rekruteringskampagne målrettet IT-specialister og ingeniøre.
Som led i vores research, opdagede vi et studie fra Cambridge University, 
udarbejdet af David M. Greenberg, der påpejede et mærkværdigt overlap 
mellem ligenetop denne faggruppe og Heavy Metal musik. 
Dette ledte os til et kontekstuelt samarbejde med Copenhell, hvor vi ved at 
målgruppen befinder sig. Desuden skaber kampagenen én frisk og 
overraskende midlertidig identitet til Banedanmark, som drager på metalens 
nyligt popkulturelle interesse. Kampagnen bliver udfoldet med print annoncer, 
so-me reklamer og en activation der giver metalheads muligheden for at stifte 
bekendskab med Banedanmark. Altsammen i kulturens ånd.  



About.
I'll try to keep this short, as I believe 
people are best understood in person as 
opposed to online. 

Early in my life I found a life-changing 
spark in all things subcultural. 
Skateboarding, music and art gave me a 
deeply rooted love for street culture and 
DIY ethics.

Lessons learned from these cultures help 
me navigate through all aspects of life.

Whether it's funding and establishing 770 
square meters of concrete skatepark, 
creating crew videos or recording and 
producing music. 

I learned that you'd be amazed of the 
lengths that passion, hard work and love 
for your friends can take you. 

Oh, I also learned to fall. This comes in 
handy more often than you'd think. 
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