Branding | Art Direction | Copywriting | Storytelling

~ ;' | believe that brainstorming is easy. { m
e But finding a brilliant idea which
also meets a brand’s future w
direction, is like capturing «*

lightning in a bottle. That in
essence, is what | strive to chase

through my work. K RY




PERSONAL STATEMENT

As a 3rd year Advertising student at OCADU | see myself working at a creative ad
agency in the future. My advertising major has so far equipped me with hands-on
knowledge on finding action insights, developing creative briefs, strategy,
positioning, execution, and presentation.The following below are some examples of

my work at OCADU. For my work outside of school please refer to my website @
emkryz.wixsite.com/portfolio
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MUSE:
BRAND
LAUNCH

Statement: “"Muse is
committed to creating
provocative, intelligent
movies that entertain.
We will partner with the
brightest and most |
talented artists, writers,
directors, actors and
others to create movie
that will be seen as
iconic and classic
movies of their era.”

Objective: Translate this
brand identity through
branding and brand
launch posters

Image: Bonnie Strange - Instagram

HOME STREAM ABOUT SIGN UP DONATE

Image: Weil & Weisbuch - Fat & Furious Burger

Lorem ipsum dolor sit
amet, consectetur
adipiscing elit. Quisque
condimentum nisi

massa,

sed rutrum nulla aliquam ac. Aenean
interdum sem in aliquam dignissim.
Duis vel tellus vel odio tincidunt

hendrerit et sit amet diam. Duis lorem
turpis, elementum quis risus sed,
pulvinar malesuada sem. Interdum et
malesuada fames ac ante ipsum

The N\ight Come
Undone

Live Thursday 23, 2018 at 3:00 PM

primis in faucibus. Praesent

turpis ipsum, sagittis vitae imperdiet
ut, viverra ac velit. Suspendisse in
ligula a risus varius condimentum.
Pellentesque convallis posuere
mauris. Suspendisse potenti. Etiam
eros risus, convallis vitae faucib
suscipit eu metus.

Woman: Sue Ann Simon - Flickr

Muse is visionary and future-
foresight driven entertainment
and film production company. It
strives to redefine what film
production means in the 21st
century. Muse's key attribute is
artistic expression, and thus a
aesthetically beautiful and unique
logo has been chosen to
represent it. Bright magenta
gradient colors reflect the
individualistic quality of Muse,
setting it apart from its

competitors. Like Muse, the logo

aims to be iconic in our current
era of contemporary design that
marries beauty and function.

THE

FUTURE
IS GENIUS

Adipiscing elit, sed diam nonummy nibh

euismod tincidunt ut laoreet dolore magn
ismod tincidunt ut laoreet dolore magna
iquam era olutpat. Ut wisi enim ad
im veni; uis nostrud exerci tation

= IS GENIUS

~ Muse
2018

stay Tuned /
Watch Now

Lorem ipsum dolor sit amet,
consectetur adipiscing elit. Quisque
condimentum nisi massa, sed
rutrum nulla aliquam ac. Aenean
interdum sem in aliquam dignissim.
Buis vel tellus vel odio tincidunt

lendrerit et sit amet

am. Duis lorem turpis, elementum
sed, pulvinar malesuada
um et malesuada fames
psum primis in faucibus.
turpis ipsum, sagittis vitae
erra ac velit,

Jane smith-Hendersg
‘ Video Editor

muse

MUSE Entertainment

Box 50, 1 First Canadian Place
Toronto, Ontario Canada M5X 1B8
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LCBO Made for
IhscSUsiteIl ccch other.

providing Ontario with

legalized recreational
cannabis on July 1, 2018.

Target Audience:
Cannabis consumers who
are aprhensive about the

LCBO selling this product. 4 PAS I I I M
Objective: Give the target - |

£ IDRINKING T
choose LCBO as a “esmaert

supplier over other . B

establishments .‘ e LR s M O KI N G
Insight: Weed and beer e . ;W”,.[«R-ﬂ,-xmwg,;{u
have always gone A R o S WE E D

together. The LCBO is the - :
only place where you can
buy both.

D
B |

LCBO

One place where you can get both. On shelves, July 1, 2018.




#readyforanythingandeverything
#zipupandgoJansport

JANSPORT
Qv A

11.5k views

Jansport READY is a state of mind.
#zipupandgoJansport #readyforanythingandeverything
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CONS AS PERIODS
OMENTUM OF

JANSPORT DIGITAL CAMPAIGN

Insight: Part of millennial love for experiences is
sharing them. Social media paired with a fear of
missing out is a big driver in what kind of experiences
Millenials seek.

Strategy: There is an opportunity for Jansport to tap
into this, encourage it's base to seek more
adventures, and by extension present a need for its
product.

Message: "READY" is a state of mind , the opposite
of "FOMO". Wearing Jansport signals that you're
"READY”, that you are prepared for whatever life
throws at you.
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HAAGEN DAZS DIGITAL

R Insight: Millennials value
w e ONLY. authenticity and humor. |
If it's never enough, it's haagen dazs. o W ’ !
il A"social experiment vy K
campaign would appeal well _ &S NonssE ey
to Millenials "Bl el A

Message: Real people

pnacs | Voconanser S = e cannot resist a Haagen dazs,
1 A Social Experiment: Hdagen-Dazs 2 container. [tis human ¢
Haagen-Dizs nature. p
L+ Channel settings opcor n '
CTA: The viewer buys a BO)( |
container to prove they &

would react differently
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