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CREATIVE DIRECTOR

COPY-BASED




Project: Instagram Account Launch (TW)
Client: Infiniti (HK)

Tasks

¢ Creative Strategy

¢ Concept Development

* Tagline/Hashtag (English)

* Visual & Video Content

¢ Copy for Social Media Posts

* Live Stream

Infiniti Social Media Campaign Playlist

https:/ /www.youtube.com/plavlist?
list=PlL.sq]oZumqgk] TdDLcamelsIMtZWTXxgPuS

infinititaiwan @ Follow




S

s

G

i

m
R
3
3
3
"
3
R
3
3
3
"
3
R
3
3
3
"
3
R
3
3
3
"
3
R
3
3
3
"
3
R
3
3
3
"
3
R
3
3
e
Ly
i

R
3
3
3
"
3
R
3
3
3
"
3
R
3
3
3
"
3
R
3
3
3
"
3
R
]
3
3
"
3
R
]
3
3
"
3
R
5
2
-
:

i

S

S

S

i

e

i
i

i

5

i

S

1
g
g
f
i
g
i
g
I
g
g
f
i
g
i
g
I
g
g
f
i
g
i
g
I
g
g
f
i
g
i
g
I
g
g
f
i
g
i
g
I
g
g
f
i
g
i
g
I
g
g
f
i
g
i
g
I
g
g
f
i
g
i
g
I
g
g
f
i
g
i
g
i
g
g
f
i
g
i
g
i
g
g
f
i
g
i
g
i
g
g
f
i
g
i
g
i
g
g
f
i
g
i
g
i
g
g
g

4
]
=
~
)
™

i0on

Art Tram Collaborati

Project

XEME, HK Tramways

HKwalls,

Collaboratotrs

Tasks

ign Strategy

1gn

Creative Campa
Concept Development

Visual & Video Content
Copy for Social Med

Posts

l1a

Live Stream

Campaign Management

)

Campaign Playlist

1a

ial Med

Art Tram Soc
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THE HUDSON — MOOD BOOK
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: The Alt
Kerry Propert

Name Generation (English)
Tagline (English)
Mood Book (next slide)

Project
Client
Tasks
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CONCEPT DEVELOPMENT

TREATMENT SAMPLES




thing but how

It takes you on a journey of

exploration and discovery. And this is the adventure we are

signing up for.
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artistic inspiration. What the definition doesn't describe is the

most remarkable aspect of a muse: its journey.
existence. It empowers the mind to reach beyond the norm and

A muse is defined as a personified force that is the source of
that affects the creative mind is the most crucial element to its
take leaps of faith you wouldn't otherwise take. It influences you

Sure, a muse can simply be a person, place or

in ways nothing else could

The Journey of a Muse.




it's meaningless. These people belong together,

Make It Count.

eme of things,
so it doesn’t matter who makes the first move, it’s what you do with it that counts. So

grand sch

ways is with quiet insecurities but this is exactly the moments INFINITI wants to
? In the

embrace and embellish
the man is shy and the woman is traditional, does it really matter who makes the first

If two lovebirds have a hard time figuring out how to connect with each other because
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It may take a little while longer to reach the

people, grand in scale and character.
being, we will settle for epic...

in moments that reflect the concept.

Inspiring City Street Ri
To reflect this concept,

FORMULA E
Campaign Concept ONE
stage. From Uncle Siu to The Peninsula, the lo

Visually, we will capture

While EPIC is d@
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Cartyle <Z Co
Where the refined meet and mingle.

we will focus on the

the new private club experience and with an
there will likely be an

The word “sky” can also be

hoto and video (Pre-Launch

PROPOSED CONTENT

Cloud Art
July — Views (from/of the location)

The pre-launch will be a period of teasers that will be led by sky-

related visuals with limited text and possibly a short VO to

express/describe a feeling and experience for videos.

For post-launch, we can show content on the many ways privacy
is enhanced in this new club and the diversity of its members.
(connecting with stranger-turned-friend, marriage proposal, celebrity
spending time with friends without any disturbances, first impression)

regarded as the elevated view of its members on their status,

underlying theme of human connection. As our target audience is
vision, and life perspective.

presumably well-travelled and cultured,

instant appeal to this concept.
August — Time-stamped moments from Carlyle & Co. experiences

With “A Grotto In The Sky" concept,
4 Videos/month (May-August) in IG Story Format

Creative Direction — Option 2 Breakdown
intangibles,

4 Photos/month (May-August) in IG Grid
Sub-Themes by month coverin,
Post-Launch Content (TBD)

May — Cloud Aesthetic

June
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ACTIONS SPEAK LOUDER

“action” that can

Poll Stickers on Facebook that can engage audiences with
Short videos in the vein of “Live Function” on iPhone camera

leadership-themed questions
Parallax Photography where images move ever so slightly,

creating a moment in time and can use as a reveal
reveal features of the car with a unique and flexible

Use of 360 photography can give us an
treatment

this campaign, we would recommend activating a top-tier
Influencer/Celebrity who is known for being a leader in their

Drive Leads: Use of Ad Boosts on both platforms for quality
OPTION: Another way to emphasize the leadership theme of

Keeping the communication simple, we can make a statement
lead generation

with a compelling visual that speaks directly to the audience

With this Actions Speak Louder concept, we can tackle the
No extras.

CREATIVE CONCEPT -~ OPTION ONE

main objectives succinctly.

Platforms: Facebook (main focus) + LinkedIn
No. of Content: approx. 20-25 pcs.

Content Creation:
Format: 4x5 posts

field. We would use them in a brand ambassador role where

they would appear throughout the campaign in a variety of

ways




you

Delicious

. actually are before you walk out the door?

Meter will help you figure it out!

iclous

precedes you. It's not just about the turning of heads,
, lip biting or jaw drops, it's knowing how to make
yourself as.“Delicious” as you should be for specific

occasions.
So do you know if you're edible, tasty or bland? Our

look good, so good they’re almost edible. Literally and
Start with knowing how to apply your perfume
because like every freshly cooked meal, your scent

figuratively. And there’s nothing wrong with that.

But have you ever wondered how

Del

~
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Donna Karan New York




READING MATERIAL

BOOKS & BROCHURES
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REFLECTIONS OF ARTISTRY

The inspiration of masonry.

Banyan trees canopies
providing shade.
with In aneighbourhood
of old yet new.

Abu|ld|ng mth mirrors
that reflect, with design inspirations from
awestern concrete jungle.

AioysayL

Similar yet different. A

subig 19249




“THIS IS MY NATURE
(RESIDENTIAL)

WORDS FROM




NEW WORLD DEVELOPMENT
PORTFOLIO PHOTOBOOK
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Centry of Artisans

BOHEMIAN HOUSE




AND PRIVACY

PRESTIGE

HOUSE 1

out whol

Designed inside and

EATEST EXCLUSIVITY,
HOUSE 1 OFFER
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HOUSE 1

MOUNT NICHOLSON
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boundaries or restraints. They are the few who truly appreciates the significance of

history, depth, and acutely, in details.
An intrinsic value is invariably attached to each item, a numeral usually representing

Thereis a certain mystique about collectors. Their desires to complete their collections
are immense, educated, and intensive. Their devotion is like no other, has neither
its worth as per estimates. Yet from their perspective, regardless of what the estimates
or the realized values are indicated as, these rare items are just simply, priceless.

its value among collectors, its place in history, and the magnitude of its existence.

The following sixty-six timeles
Your fulfilment begins here




ADVERTISEMENTS

PRINT ADS, BILLBOARDS & TAGLINES
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Live the legocy of Islond East, m-:mmm and timeless,

Praperty Address: 33 Chai Wan Road’ | No. of Towers: 4 Towen (Towerl 2. 3 and §)
No. of units: 470 | Flot Mix: 1-Bedr Units 4o 4-Bed Units & Special Unitsy
Sales office: G/F, Cilicorp Cenlre, 18 Whithield Road, Tin Haw
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WEBSITE CONTENT

SCREENSHOTS
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WATERCOOLER | jobbeem GUCCESS STO

Indie filmmal;r
*  remains optimistic

DAVIO CHILTON
Specia 3 W

Website: www.thomas-lo.com




2
3

2
2

L
2
:
.M

L
e
S

Quick Quote

Contact Us

About Us

Insights

Projects  Videos

Services

Business
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Curiosity

Our Philosophy

Mission Statement

Entrepreneurship

.Com
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vent | Supplier Network

The Rite-Carlton hotels in Chinae

A Luxury Meeting of the Senses at The Ritz-Carlton hotels in China

www.cvent.com/rfp
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Bark You Up at 6.45 is a campaign to urge staff to

manage thelr workioad during regular office hours

$0 that they don't have to neediessty linger around

past sunset

id fool

1o work long hours, irregular schedules, or be on call 24-7.

™

There is no reason why adi

Why should advertising agencies be known for their constant

wastage of

resources? Or be deemed by the world as tree killers?

All the while not having a social life beyond office walls!

Bark You Up at 6.45 Is here to change this perception,

and encourage all admen

called norm.

1o get off work on time. With this campaign, not only
will we be able to save energy and resources for the

challenge the so

's sake but also Lo re-ignite your social life.
etting off at 8.45 means more than just getting off earty. |

Earth’

G

: www.bark645.com/en

te

i
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NEW WORLD DEVELOPMENT

THE NEW TriBeCa IN HONG KONG
Hliz‘

With top-notch facilities like transportation and o
continuous transformation of its commercial and

entertainment sectors, it has had a profoundly

positive effect on visitors and residents alike in this

arts and cultural hub. The Masterpiece sits in the

perfect spot, at the centre of the ever-rising buzz.

The additions of K-11, the world’s first art mall,

and the five-star Hyatt Regency to this centrepiece

completes the rebranding of this lavish and

. _fashionable precinct into the New TriBeCa, the
. most prestigious district in the city and a world-class =

 metropolis.

Website: www.themasterpiece.com (Offline)




BRANDING

NAME GENERATION
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label that will lead the branding
of a product for the duration

thought and prec
of its lifetime.

ngs, 1t

idential build
reflects the mastery of crafting

a residence that people will be

proud to call home.

For res

CLIENT: KERRY PROPERTIES

: PROPERTY

INDUSTRY:



EVERYTHING ELSE

GENERAL COPYWRITING
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Striving to be the Best
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Where Experiential Marketing Begins at Hello

Pragmatic expansion strategy has resulted in steady
i;rowth for a young and innovative company powered by
LIANA LO and KRYSTAL LIE

“Our ability to turn around creative proposals quickly, offering
—— greater care and flexibilty to clients, while committing to

deliver only the best is what we do and who we are.”

Expanding their Horizons
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INTRODUCTION

Alegend is born.

A perfect sanctuary surrounded by the most beautiful nature,

Draped by endless shades of blue, the Peak in its element.

A revival of a life lived gracefully,

Dedicated to enjoyment of life's precious moments.

World class living, embodied in peaceful fervor.

Now and Forever.

PROVIDEN
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UPON REQUEST

List of Scripts

RJHK - Short Film

Cocktail Definition — Short Film

Feature Film

1d
Love Hurts — Feature Film

Buck Wi

ilm

Short F

Harry’s Message in a Bottle —

Shades of Rogue — Short Film

Im

i

Short F

’s Plight —

Herman

Im

Wanchai — Short Fi

mn

ilm  Maid

Feature F

Eyes of a Room



+852 6846 3620
Thint You
Breaking Fice Fitms




