Hello, I'm Tilen.
Design Lead for
brand, product
and everything
visual in between.




Photo taking,

pizza making,
3D rendering,
scuba diving,

rock climbing,
Designer.
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Skytree

Engineering the
CO., transition.

| led design for 4+ years at Skytree,

a climate tech pioneer with over a
decade of applied research rooted at the
European Space Agency. Their Direct
Air Capture machines capture CO, from
ambient air and repurpose it for good.

| shaped the visual identity from the
ground up, building the brand, product
visuals, and creative systems across two
major brand evolutions.

I've broken this journey into three case
studies, each covering a different side of
what | built and how | worked.



https://skytree.tech/en-en

Case study |
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When | joined in November 2021,
Skytree had fewer than 10 employees,

a technology stack rooted in the space
industry, and a brand image built around
the automotive industry.

Within three months, new CEO. That's
when all focus shifted toward a new
strategy and ambition to scale.

The brand that existed wasn't built for /ii-" nherttance Rebrand 2023

what came next. -
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Case study |

The rebrand.
New audience,
new rules.

Skytree needed a new brand. We knew

it had to work for B2B. It needed to

speak to greenhouse operators, vertical
farmers, people who actually buy CO..
But how do you make carbon capture feel
tangible to people who've never seen the
machine?

As design lead, this was my task:

Rebuild the brand from the ground up.
New colors, new typography, new design
system, new product visuals.

The goal was simple: make Skytree look
like a company worth betting on.

Color palette

The old palette was built for a consumer
brand. We weren't that company anymore.
Teal and green grounded us in the industry
we were actually entering.

Visual system

The old brand leaned on aspiration. The

new one needed to lead with proof. Product
renders replaced stock photography because
we finally had something concrete to show.

Typography
Open Sans

AaBbCcDdEeFfGgHh
lijjJKkLIMMNNOoPpQq
RrSsTtUuVVWwXxYyZz
123456789'@#$%

Helvetica Now

AaBbCcDdEeFfGgHh
liJjKkLIMMNNOoPpQq
RrSsTtUuVvWwXxYyZz
123456789!@#%$%

The font upgrade was the quiet one. But
pairing a professional typeface with actual
typographic rules turned every touchpoint
from 'startup deck' into 'brand system'.
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Case study |

The refresh.
Molecular
engineering.

Brands don't stand still. After two years,
ours needed to evolve. This time we

brought in agencies for creative and web.

My role was to lead the design direction
and ensure everything held together.

New brand platform. Refreshed visual
identity. New website. All refined

to match a company that was now
showing up on a much bigger stage.

Brand platform

We had our mission statement scattered
across the brand book but nothing sharp
enough to anchor a campaign. The refresh
distilled everything into a tagline.

NAME

Skytree

Engineering
the CO, transition

DESCRIPTION

We build machines to capture CO,
from the air and repurpose it for good.

Core visual principle

The airwave pattern was recognizable but
one-dimensional. It couldn't stretch across
product design, events, digital. The molecular/
engineering duality scales everywhere.

Molecular

Engineering

Visual identity

The logo, refreshed. The palette, softened.
Every color got its own name. The result
reads less 'startup that just rebranded' and
more 'company that's been here a while.’

A Dskytree




ENGINEERING
THE CO.
TRANSITION
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https://youtu.be/RhuTu2LjPug?si=PwCqRuPoSRKq_FY7

Case study |l

Creative studio
Inside a startup.

Brand identity was set. But that
represented only half the problem.

The other half was making it come to life,
every day, across our entire image. All
the while, keeping up with a fast-growing
company.

How does a one person design
department keep quality high,
turnaround fast, and output consistent?

You build around it. Mentor a junior.
Direct agencies. Deploy Al. Stay hands-
on. | didn't set out to build a studio. It just
started to feel like one.

Can you make this pop?

We need an event booth.

Engineering wants the dashboard.

Sales needs a deck by Monday.

We're launching next week. T ~—~——__

This copy needs a visual. =

We're entering a new market.

Website doesn't tell our story.

Can you hop on a call with the agency?

We changed the messaging again.

Where's the brand guide?

Design isn't just one role.
It's five, within one.

Strategy Uncover the meaning.

Creative direction One vision, every touchpoint.
Coordination Aligned, on time, on brand.

Visual storytelling People don't read, they glance.
Craft Pixel by pixel, until it clicks.



Making it
come to life.

The fun part wasn't just the range. It
was seeing an opportunity the brand
didn't know it had yet, and then going
and making it real. Does this need 3D?
Animation? A landing page?

A team of two, a network of partners, and
Al where it made sense. Somehow that
was enough.
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See our mission in action
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The key to resilien... Q @Q @ 24 5 j

Page 2 of 8

Highlight - Rotate

A new growth opportunity for greenhouses:

onsite CO, from the air

Greenhouses depend on carbon dioxide (CO5) as a vital input to boost crop yields and maintain plant health. Globally,
around 10 million metric tons of CO, are used in greenhouses annually.

But access to CO, is becoming less reliable: fossil-based sources like natural gas are being phased out, and liquid CO,
deliveries from gas merchants are increasingly affected by shortages and price spikes. For greenhouses that rely on

industrial or onsite fossil CO,, most of that carbon ultimately ends up back into the atmosphere. Plants take it up while
growing, but once the crop is harvested, eaten, or the plant waste breaks down, that CO, is released again. This means
that emissions aren’t avoided - they’re simply delayed - and in many cases they add to the total amount of CO, entering
the atmosphere. At the same time, greenhouses are facing rising energy costs, stricter regulations and more pressure
to reduce their overall carbon footprint.

To stay productive, sustainable and resilient, greenhouses increasingly need an independent, on-site source of CO, that
doesn't rely on fossil fuels or fragile supply chains.
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https://youtu.be/w2tb0w10gEg?si=sCxSdga-chhrToDZ
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Case study Il

Visualizing
the invisible.
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A large engineering team was dedicated E
to making the technology work, scale, :
and become commercially viable. We | ;
knew the markets. Had the specs. Had | i__
some prototypes. But beyond that? What IL
it looks like? No one knew. :

This task landed on me: visualize a
product that didn't physically exist yet.
Visuals that needed to hold up across
sales decks, investor pitches, events, and
media, while the hardware kept changing
underneath them.
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Case study Il

Where brand
design meets
engineering.

We tried the proper route. Industrial

design studio. Too expensive long-term.

Our product moved too fast for external
3D artists to keep up. The only way
was to do it in-house. To the point | was
part of engineering meetings, giving
recommendations and directions on
shape, color, finish.

The lines between brand and product
design became blurred, and | learned to
navigate both.

Proof of 'design’

Design gets better when you understand how it's built. The early
renders were a test. Could | deliver high-fidelity visuals, fast,
with real engineering input? That was enough to earn the trust to
explore further. To figure out the right tools and workflows.

14
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Meet Tilen

My creative journey started at 3,
when | took my first photo.
Eventually, | found my way into
designing for a startup.

| grew up in the Slovenian countryside,
working on a farm and exploring the
mountains. How a kid with dyslexia

& a multimedia degree ended up in
Amsterdam designing for a startup is
still a mystery to me. Perhaps it was the
lust for traveling or the need to escape a
small town. But mostly, it feels like luck.

Somewhere along the way, all those
different threads turned into one thing.
From the ground up, | define, design &

launch work that shapes a brand's future.

My approach is driven by curiosity

and research as much as gut feeling. |
believe one's best work brings intentional
contrasts: familiar yet unique, detailed yet
simple, playful yet refined.

When I'm not designing, you might find
me picking out the next photo to print,
stretching dough for homemade pizza
or pondering how i'd improve the latest
episode of a Sci-fi show i watched.

16



Photography

| am rather
obsessed
with finding
meaning. It
bleeds into
my work

& my life.
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Traveling is where | recharge. New
places, unfamiliar light, unexpected
moments.

Perhaps photography is the meaning.
Why | go. It slows me down, makes me
look closer, and turns fleeting moments
into something | can hold onto. Same
obsession, different lens.




What's next

Every far off
adventure begins
with a plan.

So what's next? Getting my scuba
certification in May. Already researching
how to bring a camera down there. My
ambitions are way ahead of my skills, but
that's usually how it starts.

Sasha and | want to go back to Iceland.
Or skip straight to Patagonia. Or
Antarctica. The list keeps growing and
we're fine with that.

Film photography. Home espresso.
Maybe a La Marzocco this year. Things
that slow me down in a good way.

| want to feel, dream, act, and create.

| believe we need visionaries to imagine
new futures and designers to translate
those dreams into reality. This sure is a
pretty cool time to be alive.
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Connect

Let's work
together.

Email tilen.sesel@gmail.com

Phone +3161444 33 51

LinkedIn linkedin.com/in/tilensesel | :
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