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CUSTOM CREATØRS

Review by 
D E B B I E  M I L L M A N

Martin Batt and Carolina Andreoli, co-
founders of the independent Scandinavian 
brand The Creatørs Club, are convinced 
that everyone yearns for a sense of belong-
ing and to make a mark in the world. In 
an effort to inspire people to strike out on 
their own through creative exploration 
and expression, Batt and Andreoli have 
designed an array of uniquely Norwegian 
limited-edition products. 

All of The Creatørs Club’s goods are 
made with excruciating attention to detail, 
and Batt and Andreoli strive to produce  
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modern classics that age well. The brand’s 
centerpieces are sexy signature sweats 
(from pants and shorts to hoodies), which 
are hand-cut and sewn in-house, and their 
gorgeously embroidered Sjø & Land badges 
(aka patches), inspired by nautical and ter-
restrial themes. The badges—designed “for 
the explorers of the world,” as Batt says—
can be affixed to virtually anything to create 
a custom look. 

Originally from Brazil and Norway, 
respectively, Andreoli and Batt met in 2007 
at London’s Central Saint Martins College, 
where they were immersed in a highly col-
laborative cross-disciplinary design envi-
ronment. They moved to a remote area 
between the Oslo mountains and the fjords 
in 2013 in order to launch The Creatørs 
Club. The pair believes that their unique 
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A student-led fleet of Smarts was deployed to suss out the best compact curb spots.

Handmade sweatpants, shorts and hoodies—
such as this one made from high-quality ring-
spun fleece—make up the Club’s clothing line.

location gives them the ability to leverage 
the dual realms between city and nature.  

“Norwegian design is pure, simple and 
clean; it is inspired by nature and the sea 
that surrounds us,” Batt says. “But because 
of our close connection to the cultures of 
New York and London, our perspective is 
also very international. Through a mixture 
of nostalgia, Scandinavian minimalism 
and a passion for vintage Americana, we 
are aiming to create beautiful, high-quality 
products in limited numbers.”

Still in its first year, the brand has 
already gained international recognition 
and is available in select stores worldwide. 
But Batt and Andreoli are hardly satis-
fied. They’re both strongly committed to  
the Norwegian culture, and are also dedi-
cated to serving and growing their local 
creative community with ongoing initia-
tives such as screen-printing workshops 
and different collaborations. 

“Even though Scandinavian design is 
highly regarded, it’s often associated with 
Swedish and Danish brands,” Batt says. 
“Norway has yet to become truly globally 
recognized for its design, but things are 
looking up. Many new bespoke startup 
hubs are surfacing within the creative 
community in Norway, resulting in more 
innovative businesses and brands.”

Parking your Smart car along the busy streets of 
San Francisco just got a lot easier. 

Design firm Hub Strategy has teamed up with 
Smart USA to help park your compact coupe with 
the Smart Spots app. Built specifically for Smart 
car owners, the app uses GPS technology and 
location information from other users to track 
down and let you know about “Smart spots.” Hub 
Strategy CEO and creative director DJ O’Neil 
invented it by chance—as “a simple way for Smart 
drivers to find the spots where only they will fit, 
as well as share and comment on new spots with 
the wider Smart community.” 

In December 2013, O’Neil unleashed a fleet 
of Smarts driven by college students to comb 
the city in search of 9-to-13–foot slices of curb 
that would otherwise go unused by larger cars. 
Pinpointing these “Smart spots” jumpstarted the 
app’s database of parking locations for future 
users. (Those students covered a lot of ground.) 

O’Neil’s creative and development teams later 
joined forces to craft a streamlined user experi-
ence. With simple functionality and clean design, 
the Smart Spot app strives for the least number 
of screen touches possible. Drivers can log a new 
Smart spot or find an existing one in a matter of 
seconds. A Smart car icon indicates a spot, and 
one touch reveals its exact location. Users can 
then get directions to it, share their spot-ings on 
Facebook and Twitter or add notes and comments 
about the space. The app encourages users to 
communicate with their fellow Smarties via rat-
ings and even recommendations—e.g., “Watch 
the busy intersection, especially during rush hour.” 

Overall, Smart Spots proves that the only thing 
better than using some trusted tech to park your 
Smart on congested city streets is helping others 
park theirs. 

O’Neil’s brainchild gives us all a porthole into 
the Smart world. Whether you’re in the compact 
club or not, log in and see how the Smart ones 
do it—and how O’Neil’s team created an app 
that perfectly balances utilitarian function and 
smooth design. 

Those of us tired of circling the block in search 
of that perfect sliver of concrete may need to 
think about getting, well, smart. 

—Erin Prus
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CREATIVE (COVER) CONTROL
The cover of Jaime Clarke’s Vernon Downs 
features a photo of the American Felt 
Building in New York City’s East Village. 
The image is a fitting one for the novel, a 
roman à clef about Clarke’s relationship 
with author Bret Easton Ellis, since Ellis 
owns (and lived in) an apartment in the 
building for many years. But a simple pho-
tograph isn’t a typical or obvious choice 
for a book cover. It’s an idea that came 
about because of the unusual publishing 
arrangement behind the novel.

Roundabout Press is a small publisher 
founded by Dan Pope. He and Clarke 
worked out a deal to essentially crowd-
fund the book by using all of the cash from 
preorders to publish the first edition. They 
also encouraged readers to buy the title 
directly from Roundabout or their local 
independent bookstore (Clarke himself 
owns Newtonville Books in Newton, MA), 
with bonus material as incentives to help 
the book stand out from the Amazon.com 
literary masses.

At the end of the day, this meant the 
design could focus on what the author 

By following an  
innovative publishing 
model, Roundabout 
Press and author 
Jaime Clarke were 
able to create the 
cover they wanted—
not just the one they 
thought book-buyers 
would respond to.

Julian Gross pulls double-duty—not only is he the 
drummer for the Los Angeles art-punk trio Liars, 
but he’s also the band’s longtime visual director. 
Gross devised the striking image of a wig-like 
mass of brightly colored string that serves as 
the cover of the band’s seventh album, Mess. 
The string motif also appears across all of the 
other media associated with the album, from its 
singles to the Liars website and Amazon.com art-
ist page. (The cover photo is by Joshua White; Zen 
Sekizawa also did photography for the project.) 

“We like to have a visual theme and keep see-
ing what else we can do with it,” Gross says. “The 
colored string became a pretty fun way of playing 
with that. On our Instagram account, there must 
be 30 or so photos of it.”

Gross also did the type design for the album 
and its campaign: a variation on a standard 
Swiss sans serif. “I wanted to keep it simple but 
have something really special about it,” he says. 
“[Designer] Brian Roettinger helped me out with 
it—they’re also very L.A., the modified ‘M’ and 
‘A.’ I grew up with graffiti, and I’ve always loved 
gang-style letters. It’s fun to pop that style into 
things and keep the brand going.”

—Douglas Wolk
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and editor really wanted, rather than what 
they guessed the market would respond 
to. “I think design is one of the things 
that sets small presses apart,” Pope says. 

“I want our books to be beautiful objects 
in themselves—even if the appearance of 
the book might confound some typical 
book buyers.”

Clarke, who worked closely with designer 
Josephine Bergin, had strong ideas for 
the cover, saying, 

“You rarely see 
full photograph 
covers, and so I 
knew I wanted 
to do that.” The 
paperback book 
also features a 
white border (Pope’s idea) as a nod to fel-
low indie publisher Europa Editions’ aes-
thetic. “The cover was really Jaime’s vision, 
and Pete [Hausler, the photographer] and 
I helped him to achieve it,” Bergin says.

The result is an idiosyncratic cover that 
truly reflects the author’s vision—a rare 
feat in today’s crowded marketplace. ▪
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