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WHO IS

SHREYA?

I'm curious about why people choose
what they choose.

PEOPLE

/ Human motivations

S RIIR!

What makes us stop? What makes something feel
right? Why does one product stand out while
another gets overlooked?

~a TN

| = ——— BEHAVIOUR

I'm interested in the look, feel, story, and data behind \ ! Why we choose

those decisions — in turning what | learn about
people into creative ideas with strategic purpose.

B F

MY CURIOSITY

Why do some ideas make us stop, choose and
connect — while others don't?

THE LOOK
Why does one thing catch our eye?

\ BRANDS

How ideas connect

THE FEELING
Why does one thing stay with us?

THE EVIDENCE

2
What does the data reveal: CU LTURE Things that make us look twice, laugh, feel or think differently.
What shapes demand

Art galleries - Comedy - Heartfelt animation - Competitive UNO



HOW |

THINK

| start with people, not assumptions.

| look for the behaviour, tension or cultural
insight that can turn an observation into
something a brand can act on.
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OBSERVE

Start with observations, not assumptions.

What are people responding to?

QUESTION

Start with observations, not assumptions.

What are people responding to?

FIND THE TENSION

Look for the gap or contradiction.

What's changing, missing or unresolved?

BUILD THE IDEA

Turn insight into action.

How could a brand respond?

REFLECT

Learn, refine, rethink.

What worked - and what would | change?




REAL WORLD MARKETING EXPERIENCE =~ GRAPHIC DESIGN MICRO-INTERNSHIP - 2026

01/ HOOK 02 / VALUE 03 / ACTION

WHERE IT BEGAN THE TURNING POINT | OUR PROMISE

My brother and I founded
Befaore | walked away, my mum said one thing. R(l\'&ll “'llill'[. (:lilli(:.

This is what we stand for.

[ almost
walked away

from medicine. ;g% You don’t g evidence-ied

= Patient-first.
. g;lve llp rAIwc:yg__ |
Not because | failed. \ 4 on ple_ r'\

HOW CAN RWC Because | didn't think
COMMUNICATE ITS EXPERTISE R
IN A WAY THAT ENGAGES ITS AUDIENCE?

So | stayed.

ROYAL WHARF

MY APPROACH

O1- COMPETITOR RESEARCH OBSERVE
02 - SEO CONTENT 7
03 - SOCIAL CREATIVE

Competitors used colour, typography and imagery to signal credibility.

INTERPRET

| saw an opportunity to translate that visual language into storytelling rather than purely informational content.

CREATE

| used RWC's premium beige palette and typography to build a distinctive social carousel.


https://canva.link/zxkedtzk1vw66k2
https://canva.link/8bawjrgcqfht6e4

WHAT | FOUND

Turning research into a creative opportunity.

WIMPOLE CLINIC
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WIMPOLE
CETABLIEMED 1978

What's the difference?
FUE VS FUT
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Visual language: Educational content +
clinical imagery — expertise-led positioning.

COMPETITOR AUDIT

SECONDARY RESEARCH « VISUAL CONTENT ANALYSIS

HARLEY STREET HAIR CLINIC

The Harley Street Story

‘We have been providing advanced, patient-focused hair transplonts since 2008, Our

surgeons were pioneears of the FUE technique, with the hair replacement clinic becoming HARLEY /Y STREET
known for providing dependable, high-quality results that look genuinely natural. We are one HAIR CLINIC

of a kind as a hair transplant Londen clinic, as we only focus on the FUE mathod, the maost
meticulous and natural option for all patients.

Over the years, our hair transplant ¢linic has transformed the lives of multiple patients by
giving them the confidence of a full head of hair. One Harley Street Hair Clinic patient, Paul
Spelling, wrote:

“From the moment | arrived at the clinic for my first consultation, right up to surgery, the care
and attention | received was 5 star. | was made as comfortable as pnssible at all timeas and
wos kept informed at every stage of the process. | would 100% recommend this clinic.”
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FUE Hair Transplants ATP Advanced Tricho Fernale Hair Transplant
Pigmentation

Follicular Unit Extraction, or FUE, is the
most revalutionary hair restoration
procedure currently availabile. It
produces the most natural and
reqlistic-looking results that are almost

Advanced Triche Figmentation is an Hair transplantation isn't just for men.
advanced scalp pigmeantation delivery Tha treatment isn't as wall-known as it
system that works to replicate of should be, howewver, female hair
naturally growing hair follicles. ATP is the transplants are increasing in popularity.
perfect treatment for both mean and Usging our FUE hair transplantation

Visual language: Premium typography + polished
photography — high-end positioning.

AATMA AESTHETICS

The Aatma Menu “

: 2 r Highly highly recommend Dr Shaan and team! | was
Radiant Skin & Texture initially nervous but the knowledge, duty of care and
professionalism to make sure | had all options [ could
make the best decision for me was amazing! Right
from pre-wedding skin prep to dealing with acne
scarring and hyperpigmentation, | have had the best
perience on multiple occasions

x|

The clinic is clean and staff always so friendly! | can't
see myself going amywhere other than Aatma. Thank
you Dr Shaan!!

Yokok ik

Verified Google Review

Visual language: Consistent neutral palette + aesthetic
imagery + client testimonial = approachable expertise.

THE GAP

TRUST ISN'T BUILT THROUGH
INFORMATION ALONE.

Competitor analysis showed that credibility was
communicated through a combination of
education, consistency and human storytelling.

THE OPPORTUNITY

MAKE EXPERTISE FEEL HUMAN.

| explored how educational content could be
strengthened with consistent visual cues and
storytelling — creating space for RWC to show
expertise, empathy and credibility to work together.

WHAT | TOOK FROMIT

Expertise earns trust.

Storytelling creates connection.

The strongest content needs both.



PROPOSED CAMPAIGN CONCEPT « 2026

HANSEL & GRETEL

Al-powered investing, gamified for university students.

THE BRIEF

Make investing feel more accessible and engaging for students by turning financial learning into a game-like experience.

THE AUDIENCE THE TENSION THE OPPORTUNITY
University students are curious about Investing can feel intimidating, complex Turn the first step into something
investing, but unsure where to start. and disconnected from student life. interactive, approachable and rewarding.

I H E Build Curiosity Understand the Value Inspire Action
Create anticipation before launch through Simplify investing through relatable Convert awareness into downloads

teaser campaigns and campus education and product demonstrations. through launch incentives and interactive

B U I I D activations. experiences.

Use ambassadors, societies, and peer Encourage referrals, repeat engagement
recommendations to build trust. and peer advocacy through gamified
rewards and community participation.

VIEW CAMPAIGN ANALYSIS —



https://canva.link/l7ih98yi65x7r4a
https://canva.link/l7ih98yi65x7r4a

PROPOSED CAMPAIGN CONCEPT « 2026

THE IDEA - INVESTBACK™

Turn attention into action.

FROM SEE TO INVEST
01 - SEE WHY IT COULD WORK
Catch attention. e LOW FRICTION

Visual interruption in the university environment.

e PARTICIPATORY

02 - SCAN e MEASURABLE

Invite interaction.

A QR code gives students an immediate next step. SUCCESS MEASURED TH ROUGH
O3 - LEARN e ENGAGEMENT

Build understanding.

The experience makes investing feel more approachable.

QR SCANS

PARTICIPATION

04 - INVEST CONVERSION

Turn learning into action.

The journey moves from curiosity towards participation.

S

INVESTING
BUILT FOR STUDENTS.

O1 - Campus Activation



CREATIVE COMPETITON « 2024

DESIGN FUTURE LONDON

Solving a social issue through creative thinking

THE PROBLEM THE CREATIVE RESPONSE IMPACT
Edmonton faced one of the borough'’s highest A derelict car park became a seven-storey community Winner - age 16-18 Category - TEENZ
rates of youth crime, highlighting a need for space for children, teenagers and working families — Presented at City Hall
safer, more positive spaces for young people. built with sustainability in mind. Awarded Best Pitch at Havas Village London

VIEW OUR ENTRY —

WHAT | LEARNED

The best ideas make people care.
Solve for one audience. Create value for many.


https://storymaps.arcgis.com/collections/ec5b5490da0845bf836c3b74a81ee572?item=6

CONSUMER ¢ CULTURAL EXPLORATION « 2026

SKINCARE ISN'T JUST A ROVTINE. RITUAL

Repeated steps turn skincare into
,TOS A R,TuAL a daily habit.
o

EDUCATION

Ingredients and benefits make
learning part of the journey.

ANUA
Makes ingredient-le
skincare feel
approachable and ¢
easy to explore.

DISCOVERY

New products invite consumers
to explore and experiment.

COMMUNITY

Reviews, routines and
recommendations make
skincare social.

Serum Mgfc - ' - Buil:cj_ Ffamilia ity througl
o 2 | g
e experien g b - L\ repeat: skincare step.
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BRAND STRATEGY EXPERIMENT « K-BEAUTY - 2026

COSRX

CAN A K-BEAUTY CLASSIC STAY CULTURALLY RELEVANT?

O1- MARKET SHIFT

K-BEAUTY IS MOVING FAST.

$13bn+ South Korea's beauty
market

#2 Global beauty-product
exporter

K-beauty's growth is increasingly
driven by social media, rapid
product innovation and brands
responding quickly to emerging
consumer trends.

02 - THE BRAND TENSION

~ GLOBAL NO.1*
‘ ESSENCE

Proven by 68 days of test with 87 participants
#Hypoallergenic

COSRX built recognition through simplicity and
hero products. But in a category increasingly
shaped by discovery, social trends and sensory
innovation, familiarity can become less exciting.

THE OPPORTUNITY

MAKE DISCOVERY THE

NEXT REASON TO ENGAGE.

How could COSRX create more
reasons for consumers to
explore beyond its best-known
products?

TRUSTED CLASSIC «<— CONSTANT DISCOVERY

THE IDEA

COSRX NEXT.

A new discovery-focused
skincare product/range
designed to move
consumers beyond COSRX's
existing hero products.



BRAND STRATEGY EXPERIMENT « K-BEAUTY « 2026

COSRX NEXT.

YOUR SKIN. YOUR NEXT STEP.

A discovery-led product concept designed to help consumers find their next skincare step.

FROM HERO PRODUCT — HERO JOURNEY

Instead of choosing one familiar COSRX product, consumers are guided towards their next skin goal.

DISCOVER — MATCH — CONTINUE

Choose a goal — find your next step — explore

PROPOSED BRAND CONCEPT - NOT AFFILIATED WITH COSRX
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SHREYA « EMERGING MARKETER
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