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SAVEDROID APP DESIGN

[

CRYPTOCURRENCIES FOR EVERYONE

Q_ i
The idea: @

Save smaller amounts every now and then and automatically exchange them

for Bitcoin and other cryptocurrencies. This way, the user can benefit from
cost-average effect and does not have to worry about the right time to enter

the market.

The execution:

The app gives the user the ability to convert recurring actions into savings
rules. For example, the user can save a self-selected amount if he has walked a
certain number of steps per day, if he reaches a predetermined location, every a

time a pre-set celebrity tweets, or every time the sun shines at a certain place.

These savings events are aggregated and exchapged into cryptocurrencies

once a day until the user reaches his pre-set savings goal.




SAVEDROID

CREATE A WISH

Setup your
crypto portfolio

If Donald Trump tweets ..

.. then save

TRAVEL

0

'.o

Please click on the link to see more funktionalities of the app: https://youtu.be/ybU-FW5SR8U

savebrola

Your current balance

8,956.13 €

22,40€ 0 d

(5]

®

Savenroia

Success!
You've selected PayPal
as your funding method.

i |

APP UX/UI DESIGN


https://youtu.be/Y6pT4pItlHQ
https://youtu.be/ybU-FW5SR8U
https://youtu.be/ybU-FW5SR8U

SAVEDROID APP UX/UI DESIGN

Conversion rule Balance
TrumpBit - 100.23 ¢
(0,011 BTC)
a Slmpllﬁed version How much do yo want to convert (:;3; m,;g.;‘,wd;ng;‘. Payment 10,10 €
X ] to Bitcoin with every qualified tweet e You will be billed a5 Trumpgit B,
of the savedroid about Trump?
Accepted
credit cards VisA ‘ d
crypto app. .
) alumpBit Of The Day #
Only tweets about : Firstname  Donald
Trump trigger the .50¢ ¢ e = Lo Trumg
EDIT
eXCha ﬂge fOI’ Card number
cryptocurrencies. Pay n 123.45€ .
01.08.2020 13;21 (0.012311 BTC) Expiry date
Payout PaUNLE Expiry date

20.08.2020 20:14 (0.005311 BTC)

INSTANT BITCOIN BUY
1 have read the Terms & Conditions of purchase,

Brivacy Policy and authorize my credit card to be debited,

vad on the GETITON

Please click on your preferred store to find out more: @& AppStore #* Google Play



https://youtu.be/Y6pT4pItlHQ
https://youtu.be/Y6pT4pItlHQ
https://youtu.be/ybU-FW5SR8U
https://apps.apple.com/de/app/trumpbit/id1524427518
https://play.google.com/store/apps/details?id=com.trumpbit.app&hl=de&gl=US

SAVEDROID WEBSITE CONCEPT & DESIGN

BitcoinKing — a simple and straight forward web application
to exchange FIAT currencies for Bitcoin.

www.gobitcoinking.com

BitcuinKing,

Lng
. 0
Gret Bitcoin, '
ast, safp and simple,
B 0.004805857
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USERWEISUNG Skli“

S<PA VISA



https://youtu.be/Y6pT4pItlHQ

SAVEDROID

WEBSITE CONCEPT & DESIGN

SecPay - a Bitcoin payment gateway which allows small- and
mid-sized businesses to accept Bitcoin a payment method.

WWW.secpay.io

'."ig HOW it o

=

ks

1o Change Management

Qur Bitcoin payment service is the safest ways 10 Gt paid the full
umwaw.m-ﬁm.wmmmmummm
risk prevent credit-card chargeback ond Paypal dispute risks.

ransaction fee



https://youtu.be/Y6pT4pItlHQ
http://www.secpay.io

PORSCHE DESIGN TIMEPIECES KAMPAGNE

THE POWER OF THE IDEA.

A concept for the Porsche Design watch collection - the Timepieces. i Ty
The job: strengthen the brand, support jewelers and bind them to the brand, _ { 7 - > & 1\
win new customers, bind existing customers and increase sales. _ ¥ _ 7 ;r; f ; :
In addition, the concept had to be adaptable to the most important watch fair - ) ) ) ? '=_~.J .ﬁ .5

the Baselworld. | . {1 :

With the motto ,The power of the idea,’ the campaign is visualizing the parallels
between watchmaking and sports car manufacturing and is making them perceptible
and tangible. The visual language of the communication - the ,Black and Contrast”
imagery - was specially developed for this purpose. It allows the Timepieces to be
presented in a purist and aesthetic way, uncompromising and rebellious and at the
same time. The dark appearance of the images underscores the high-quality look of
the watches and builds up a certain tension. The watch is the hero and presented in
the foreground. In the background, the power of the idea is visualized through design

sketches depicting the world of Porsche and motorsport.

The whole concept is declined through countless media: from analog to digital.

From ads, catalogs, trade fair appearances and social media to dealer events.



PORSCHE DESIGN TIMEPIECES CATALOGCONZEPT

EN GESCHICHTE
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CHRONOTIMER FLYBACK SPECIAL EDITION
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DER SCHONSTE RUNDKURS:
DAS ZIFFERBLATT

ABGELEITET AUS DEM MOTORSPORT

‘oracta Duc

SAMENN MAN DIE FUNKT
EINER SACHE UBERDE!
ERGIBT SICH DIE FORM
MANCHMAL WIE VON




PORSCHE DESIGN TIMEPIECES PRINT CAMPAIGN
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PORSCHE DESIGN BASELWORLD FAIR DESIGN
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CREDIT SUISSE WORLDWIDE INTEGRATED IMAGE CAMPAIGN

THINKING NEW PERSPECTIVES ...

..isaclaim as well as a promise to Credit Suisse. It is the universal thought which runs In numerous print executions, TV commercials, airport posters and an

like a thread through all communication measures. online-campaign, this integrated campaign acquired many new high
potential clients and won several awards.

The large-scale, costly executed, worldwide image campaign addressed the very

wealthiest target-group of Ultra High Net Worth Individuals. The wide perspectives

symbolise the overview, the bigger picture. The photographs show familiar situations

one seems to know. But Credit Suisse sees something different, something new.

- 3221Ud TIa3A0



CREDIT SUISSE WORLDWIDE INTEGRATED IMAGE CAMPAIGN

To see the case film, please press

the play button or click on the link

https://youtu.be/x1Gn3mlJqPc
Communicati Relevance



https://youtu.be/x1Gn3mIJqPc
http://www.florianschreiber.com/home/CREDIT_SUISSE_Corporate/Seiten/Corporate_Communication.html
https://youtu.be/x1Gn3mIJqPc
https://youtu.be/x1Gn3mIJqPc

CREDIT SUISSE WORLDWIDE INTEGRATED IMAGE CAMPAIGN

Some think
competition.

& We think
=« partnership.

Investment Banking = Private Banking = Asset Management

Since 1856, we have focused on bringing new perspectives to our clients. Understanding the
past, but shaped by the future. Always looking at opportunities and challenges from a different
point of view. Bringing together new partners to achieve results that can make the difference

for our clients. Because our sole ambition is to turn your vision into a reality. \

www.credit-suisse.com

Thinking New Perspectives. C RE D I T S U I S S E



CREDIT SUISSE WORLDWIDE INTEGRATED IMAGE CAMPAIGN

Some think
two generations.

We think
succession
planning.

Investment Banking = Private Banking = Asset Management

Since 1856, we have focused on bringing new perspectives to our clients. Understanding the
past, but shaped by the future. Always looking at opportunities and challenges from a long-term
point of view. Because we know the future doesn't just happen. It has to built.

www.credit-suisse.com \

CREDIT SUISSE



CREDIT SUISSE WORLDWIDE INTEGRATED IMAGE CAMPAIGN

Some think
barren.

We think
source.

*

Investment Banking * Private Banking * Asset Management

We look at things from a different perspective, for the benefit of our clients.
By building on our experience and expertise globally, we help our clients realize
fresh opportunities. This has been our mission since 1856.

www.credit-suisse.com \
Thinking New Perspectives.

CREDIT SUISSE



CREDIT SUISSE

Some think
barren,

We think
source.

CREDITSUISSE\

We think
partnership.

CREDIT SUISSE\

me think

We think
customized
solution.

CREDIT SUISSE\

We think
research.

CREDIT Smssz\

We think
succession
planning.

We think
hard-working
money.

WORLDWIDE INTEGRATED IMAGE CAMPAIGN

We think
successful
business.

CREDITSUISSE\

CREDIT SUISSE\

CREDIT SUISSE\

CREDIT SUISSE\

We think
new

=
opportunity.

CREDIT SUISSE\



CREDIT SUISSE CULTURAL SPONSORSHIP

Some think
standing ovation.

We think
outstanding
performance.

Private Banking = Investment Banking = Asset Management

We are proud of our associations with the Bolshoi Theatre, the Lucerne Festival,
the New York Philharmonic, and the Salzburg Festival. www.credit-suisse.com/sponsorship

" N
Thinking New Perspectives. CREDIT SUISS



CREDIT SUISSE CULTURAL SPONSORSHIP

Some think
anticipation.

We think
track record.

y-f 1%

Private Banking = Investment Banking = Asset Management

We look at things from a different perspective — for the benefit of our clients. An approach
we share with the New York Philharmonic. www.credit-suisse.com/sponsorship

Thinking New Perspectives. CREDIT



CREDIT SUISSE F1 SPONSORSHIP AD

We think
brainpower.

Investment Banking « Private Banking » Asset Management

We look at things from a different perspective — for the benefit of our clients. Building on our experience TO WatCh the TVC7
and expertise to drive innovation is an approach we share with the BMW Sauber F1 Team. By challenging

conventional thinking we help our clients realize new opportunities. This has been our ambition since 1856.

www, credit-suisse.com/f1 p I €ase p ress

Thinking New Perspectives. CREDIT SUISSE play or click the link
https://youtu.be/jp7ulUuviC


https://youtu.be/jp7uUuv1C_g
http://www.florianschreiber.com/home/CREDIT_SUISSE_Corporate/Seiten/Corporate_Communication.html
https://youtu.be/jp7uUuv1C_g

CREDIT SUISSE

FOOTBALL SPONSORSHIP TVC

SONSIESS  PUBLICVIEWING ZURICH.

) &

»—
--d

For the football sponsorship campaign

we were able to convince Kébi Kuhn,

'the trainer of the Swiss national team,

to play an important role in the campaign.

“To see the TVC, please click on the

play button or on the link:

https://youtu.be/EoC428YC3pA


https://youtu.be/EoC428YC3pA
https://youtu.be/EoC428YC3pA
https://youtu.be/EoC428YC3pA
https://youtu.be/EoC428YC3pA

PORSCHE

911: PORSCHE IDENTITY

There are not many cars, which represent a brand as much as the 911 does.

And in spite of all the improvements and state-of-the-art electronic

assistance systems, that will never change. This was the communication

objective for the catalogue as well as the print ads.

Porsche and Porsche is 911.

CAMPAIGN




PORSCHE CAMPAIGN

Porsche empfitit Mobil K1 Mehr unter wiw:porsche.de oder Tel. 01805 356 - 911, Fax - 912 (Festnetzpreis 14 ct/min; Mobillunkpreise max. 42 ct/mir).

Auf dem Weg in die Zukunft hat er sich verindert.
Und ist dabei immer eines geblieben: er selbst.

Der neue 911.
PoRSCHE a
BEREERNRNCE PORSCHE

Kraftstoffverbrauch (in 1/100 km) innerorts XX,X - auBerorts X,X - kombiniert XX,X; CO,-Emissionen XXX g/km



PORSCHE

Porsche empfenit Mobil ET Mehr unter wwv:porsche.de oder Tel. 01805 356 - 911, Fax - 912 (Festnetzpreis 14 ct/min; Mobilfunkpreise maxd2. ct/min).

Das beste Mittel gegen alles Identische?

Identitat.

Der neue 911.

PORSCHE a
BESREEENRNce PORSCHE

Kraftstoffverbrauch (in 1/100 km) innerorts XX,X - auBerorts X X - kombiniert XX,X; CO, Emissionen XXX g/km

CAMPAIGN




PORSCHE CAMPAIGN

Porsche empfehit Mehr unter www.porsche.de oder Tel, 01805 356 - 911, Fax - 912 (Festnetzpreis 14 ct/min; Mobifunkpreise mas. 42 ct/min)

Identitatsfindung in 3 Ziffern.

Der neue 911.

=
RRECEEENT
BERESRMPNCE PORSCHE

Kraftstoffverbrauch (in /100 km) innerorts XX,X - auBerorts X,X - kombiniert XX,X; CO,-Emissionen XXX g/km



PORSCHE POSTER

911 10 Year Anniversary Edition

&

PORSCHE



PORSCHE CATALOGUE




PORSCHE CATALOGUE CONCEPT
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PORSCHE

CATALOGUE CONCEPT

Black has always been synonymous with attraction.
Here’s one reason why.

The new Cayman S Black Edition.

Concept.

Why would you explore any
direction but your own? A
direction that you find more
compelling than any other.
There is one thing that will
draw you to it above all: the
power of attraction. The new
Cayman S Black Edition.

What is it that makes the
Cayman S Black Edition so
alluring? Firstly, it has a design
that reveals the car’s true
colours. Inside and out,

in every detail it is stylish,
unadulterated and irresistible.

It also offers engine power of
243 KW (330 hp) - 10 hp more
than that of the Cayman S - and

a standard specification that
promises uncompromisingly
sporty performance. The allure
of the Cayman S Black Edition is
intensified by the car's limited
edition run, which magnifies its
power of attraction and sets
pulses racing exactly where it
belongs: on the road.

Fuel consumption in |/100km (mpg) urban 14.1 (20.0)-13.6 (20.8) - extra urban 7.1 (39.8)-6.6 (42.8)
combined 9.5 (29.7)-9.4 (30.1); CO, emissions 223-221 g/km

8

Concept (1]
Engineering 10
Design 16
Interior
Summary



HONDA INFLUENCER CAMPAIGN

THE NEW CIVIC TOURER.
SIZE MATTERS.

Honda wanted to show to a whole new target group what
the new Civic Tourer has to offer. Unfortunately there was

only a rather small budget for a car launch.

So we came up with the idea of inviting influential bloggers
to get to know the car and use it creatively and document

it on their blogs. We collected the very different entries on
a microsite, which showed how versatile the station wagon

can be used - always in line with our motto ,Size matters*.

The social media campaign reached more than 800,000
users, and the Civic Tourer thus opened itself up to a whole

new audience in a likeable and authentic way.



HONDA
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So inspiriert
der neue Civic Tourer
Deutschlands Blogger.

» #groessezeigen

Mia Biihler
uberding.de

Mode, Technik,
Reise, Lifestyle
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¥ GroBe Emotionen, grofi-

Mein Leben im Civic

o/

INFLUENCER CAMPAIGN

e Tarasrmmes

GROss

pue EIGEN

“Mein Leben im Civic Tourer ...
ein Auto voller positiver
Uberraschungen.”




HONDA INFLUENCER CAMPAIGN

Please
click the link

to watch the film:

MacBook Air https://www.youtube.com/watch?v=nUVfIWBXJ-0



https://www.youtube.com/watch?v=nUVfIWBXJ-0
https://www.youtube.com/watch?v=nUVfIWBXJ-0
https://www.youtube.com/watch?v=nUVfIWBXJ-0

HONDA SOCIAL MEDIA CAMPAIGN

WIE VIEL Ty~ E STECKT IN DIR?

HOW MUCH TYPER IS IN YOU?

The Honda Type R is a ,race car for the road” and the roaring proof of Honda's sporty In an entertaining user-generated social media campaign, we succeeded in illustra-
positioning. The Honda Type R community in Germany is exceptionally committed and  ting the Type R's characteristic sound. On a microsite, fans could enter their personal
has a special connection with the brand and the Carline. We wanted to capitalize on »Rrrr“ sound to win tickets to the big WTTC Racing weekend at the Niirburgring.
and stage this enthusiasm and passion for the Type R for the market launch.

The German launch campaign reached more than 560,000 Facebook users and

captivated both fans and participants with over 150,000 video views.



HONDA TEASER FILM
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Please click the link to watch the film: https://youtu.be/OmMsQSDSGhE


https://youtu.be/OmMsQSDSGhE
https://youtu.be/OmMsQSDSGhE
https://youtu.be/OmMsQSDSGhE
http://www.typer-gewinnspiel.de

LUFTHANSA EMPLOYEE MAGAZINE

HEAVENLY: THE NEW BUSINESS CLASS SEAT.

-

Business Class Special

Lufthansa‘’s new business class seats came with many new features and can be
folded out for a completely horizontal sleeping position. So their launch was a

complex and important event.

Because the rollout was an ongoing process which took place plane by plane,
we created a in-house magazine in order to keep employees and crews up to date

with the experiences and functionalities and to make them part of the launch.

r - »
¥ 150 days of - -
flying comfort! :

That’s how the new
Business Class has
been greeted

e == e ey



LUFTHANSA
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» Horizontal reclining position on a surface

measuring 1,98 m in length

# Improved comfort when sitting and reclining

» Continuous adjustability

& Intuitive operation through simplified seat

technology
» Extra storage room

* A monitor increased from 10.4 to
15 inches

= More extensive entertainment
programme

» Timeless design and subtie natural
colours

» Generous feeling of spaciousness
* Adequate level of privacy
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EMPLOYEE MAGAZINE



LUFTHANSA

bt Respones: Team that accompa
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What ls your job a8 th Fast Respones Team?

To aris: and pursess during the inodcion
am vt timedy informaion. In adcition,

o ko cofengues from Techookogy, LSG

s aikonws IO 1 be reconnizd as quickly &

specially like:
the design, the
stable tray (folded
away to the side),
the horizontal

sleeping position,
the super screen,
the cuddly pillows.”

et Right attendar

EMPLOYEE MAGAZINE



LUFTHANSA

-

Simply
dreamlike:

the new seat

The new seal for o dream

—t

Win a Sleeptracker watch ...

Tips to help you fall asleep

Jet lag: when o} \\.
your internal clock o @ /

gets confused ...

-

1\‘-;;

EMPLOYEE MAGAZINE



LUFTHANSA EMPLOYEE MAGAZINE

Business to Business:
the new seats on their way to the
economrc hubs of the world.
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LUFTHANSA

Two seats, one class

Y i d the world with two different Business Class
Durl-_ng k. ihr“'y'eam' “‘th’g,ﬂ""f a_rc:.un“[d:m in the seats. To learn what makes these

he |
special and where they differ, keep reading.

rasng elemants lor

ple: can fold ot

jpaths to reach nil thoss interested.
View the new Eusinoss Class.
from the perspective of our cus-
tomers.

Welcome to the Hotel
Business Class

Business travellers who have flown
with Lufthansa Business Class
befare and have now migrated fo
the competition or to Economy
class, recewved a very specal
irmvitation in their email inbox or
mailbax with the introduction of
the new Business Class. An
invitation o the highest hotel in
worid,

Hoiei? But we're an airine. Comect.
But a frip in Lufthansa Business
Class is like a stay in a top hotal.
This mataphor gave riss io the
“Hotel Businass Class™ concept,
which brings the parfectly attuned
Lulthansa travel experience closer
10 0ur customers — from checking
in lo relwoed sleep in the new
seals, fo the breakfast butfet upon
artival in Frankiun,

The core alement of the
campaign was the website

com, which
models our services after those of
grand hatels, welcomes prospec-
five customers and piques their
interest.

Lying down -
people’s favourite position

Of course, we also want the
general public to find out about
our new seats. Far this purpase,
we have developed a TV spot for
Busness Chass for the first bme.
Topic of the commerciak the

sieaping posiion. People’s favour-
ite position, the hosizental position,

is shown in several micro-siones
and indulged by flying in the new
Business Class.

And becauss peopie outside
Germary also love hying down,
we're delighted that the spot will
not only run on German networks
but also in Indian cinemas. You
can also view it at youtube.com/
Lufthansa. Tha film iz accompa-
ried by lasge-scale postars and
ads, which you can ses here on
the reversa side. In the USA,
Ealy, Spain, France, Ausina and
Switzerland the new Business
Class is advertised onfine.

EMPLOYEE MAGAZINE



INVESTOR RELATIONS CAMPAIGN

A DIFFERENT VIEW ON BUSINESS FIGURES.

BASF is a global player that is able to leapfrog the competition in many ways.
But Ludwigshafen is far away from Wall Street and often not in the relevant
set of the US-American investors. This is what we attempted to change with

this campaign.

The ads place the impressive numbers of BASF in the context of easily recognisable

American topics to illustrate the sheer size of the enterprise for future investors.




BASF

With an EBIT like ours, Hollywood could
.produce 32 more sequels of “Titanic”.

f i

With an EBIT of €5.2 billion
in 2004, BASF lives up to its
claim of being "The Chemical
Company*“. Successful product
innovations, intelligent cost
reductions, the ongoing opti-

mization of our portfolio and

increased investment in growth

markets, have also played
their part in this remarkable
achievement.

As the world’s leading
chemical company, our ex-
pertise and financial strength
are capitalized to sustainably
enhance corporate value in
global markets. Which is very
good news for your investment

in our shares.

[0 -BASF

The Chemical Company

INVESTOR RELATIONS CAMPAIGN



BASF

-

With our cost of capital premium,
we could finance 6 missions to Mars.

Last year we not only earned
our capital costs, but a sub-
stantial premium on top: € 1.8
millions. A figure which goes to
show that as the world’s lea-
ding chemical company we are
well positioned and that our
clear, long-range strategy pays
off. By helping our customers
be more successful. By forming
the best team in industry. And
by sustainably enhancing cor-
porate value.

That's how we will continue to
turn in excellent results — which
in the final analysis benefit your
investment too.

BASF

The Chemical Company

INVESTOR RELATIONS CAMPAIGN



BASF INVESTOR RELATIONS CAMPAIGN

For the money we save with

our “Verbund” integrated network,
we could buy

a major league baseball team.

If our entire research staff wanted
to go to the Metropolitan Opera,
it would be sold out twice.

Last yoar we ot only earned e & | | BASF's didend has gown
o capital costs, but a sub-
stantal premium on top; € 1.8

With an EBIT like ours, Hollywood could
produce 32 more sequels of i

Thats how we wil continue to
tum in xcelnt resut - which
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we could finance 6 missions to Ma
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JNTO JAPAN NATIONAL TOURISM ORANISATION
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24h JAPAN. EXPERIENCE THE PERFECT DAY.

As a travel destination, Japan is mainly known to business travelers, cultural
tourists and gourmets. But the average European tourist is mainly longing for

two things: recreation and relaxation.

In order to make Japan accessible to a broader European target group, we
developed a creative concept, positioning Japan as THE perfect destination,

where one can relax around the clock.

Together with a travel journalist and a photographer, we developed a fascinating
tour in Japan, which presented the ideal recreation spot for every hour of the day.
This was reflected in a unique supplement in some of Europe’s largest daily papers,
with a large sweepstakes as well as a meticulously designed pan-European website.
It was further supported with out-of-home measures at airports as well as with

online banners.

With more than 500,000 page views in only 6 months, more than 30,000 banner
clicks, more than 27,000 participants in the sweepstakes and an immense jump in the

number of visitors to Japan, this journey really paid off.

TOURISM CAMPAIGN




JNTO JAPAN NATIONAL TOURISM ORANISATION CASE FILM

To see the case film, please press
the play button or click on the link
https://youtu.be/Y6pT4pltiH



https://youtu.be/Y6pT4pItlHQ
https://youtu.be/Y6pT4pItlHQ
https://youtu.be/Y6pT4pItlHQ

JNTO JAPAN NATIONAL TOURISM ORANISATION CAMPAIGN SITE
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Ein Sonnenuntergang fiir die Gétter

- Miyajima

Ein Bild filr

Erleb

Please click on the link

to go to the website.

http://www.welcome-japan.eu



http://www.welcoe-japan.eu
http://www.welcome-japan.eu
http://www.welcome-japan.eu

JNTO JAPAN NATIONAL TOURISM ORANISATION AIRPORT POSTERS
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Hiking Mt Fuji

H -
/-f’ Japan National Tourism Organization Win a dream holiday. Participate now. welcome-japan.eu @ Japan. Endless Discovery.

Experience : . -
the pe rfect \ ; &R Feaslmorethan‘uﬁ'. ;"

-=your eyes at Dotonburi

OB S MR 500

-
}-/ Japan National Tourism Organization Win a dream holiday. Participate now. welcome-japan.eu @ Japan. Endless Discovery.
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JNTO JAPAN NATIONAL TOURISM ORANISATION

NEWSPAPAER SUPPLEMENT
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MERCK MILLIPORE

MORE THAN MEETS THE EYE.

BioMonitoring: compulsory and voluntary at the same time for all food and
beverage processing plants, cosmetics manufacturers and pharmaceutical

companies.

The customer briefed a campaign that on the one hand positioned Merck Millipore
as THE reliable partner with comprehensive service, but also dramatizes the ease

of use of the test methods.

The result was this emotional campaign for a complex topic that communicates

subliminally: BioMonitoring with Merck Millipore is a piece of cake.

B2B CAMPAIGN

g
MERCK MILLIPORE

There is more to safety
than meets the eye.
BioMonitoring by
Merck Millipore.

BioMonitoring is about more than innovative microbiology
testing methods. At Merck Millipore we also provide regulatory
expertise, comprehensive service - and trust. For that one
result which is invaluable: safe products. That's how we define
new standards in safety. Test for the best at
www.merckmillipore.cor

Merck Millipore is a division of 'NERCK
)

/




MERCK MILLIPORE

BioMonitoring by
Merck Millipore.

BioMonitoring is about more than innovative microbiology
testing solutions. It's a comprehensive approach providing regu-
Iatory expertise, comprehensive service, and trust. Our solutions
help identify unvantedcontaminants in food quickly and reliably
to produce that. For that one invaluable result: safe products
www.merckmillipore.com/biomonitoring

Merck Millipore is a division of  MER

MERCK MILIPORE

There is more to safety
than meets the eye.
BioMonitoring by
Merck Millipore.

BioMonitoring is about more than top-quality microbiology
testing solutions. It's a comprehensive approach: we're also
providing regulatory expertise, substantial service - and trust.
This s vital for the highly regulated cosmetical industry. For that
one invaluable result: the safety of your products.
www.merckmillipore.comfbiomonitoring

Merck Millipore is a division of '* MEREX

MERCK MILLIPORE

There is more to safety
than meets the eye.
BioMonitoring by
Merck Millipore.

BioMonitoring is about more than state-of-the-art microbiology
testing solutions. It's a comprehensive approach providing
regulatory expertise, comprehensive service - and trust. These
are crucial factors for the beverage industry and municipal water
suppliers to get that one invaluable result: safe products.
www.merckmillipore.com/biomonitoring

Merck Millipore is a division of *MERCX:

MERCK MILIPORE

B2B CAMPAIGN

There is more to safety
than meets the eye.
BioMonitoring by
Merck Millipore.

BioMonitoring is about more than top-quality microbiology
testing solutions. It's a comprehensive approach: we're also
providing regulatory expertise, substantial service - and trust.
This is vital for the highly regulated pharmaceutical industry. For
that one invaluable result: the safety of your products.
wewwmerckmillipore.comfbiomonitoring

Merck Millipore is a division of MR

MERCK MILLIPORE



NESCAFE TVC

In terms of taste, insta hardly

be distinguished from its rewed
counterpart. Only the non-existent scent

exposes the ,fake” But thanks to state-

of-the-art technologies, the new Nescafé
now also smells deliciously like freshly.

brewed coffee. This was amusingly

co
tal

ted through late night
Harald Schmidt.

Please click the link to watch the TV cc
https://youtu.be/fx5pQ70krao



https://youtu.be/6B9XcQLWEzY
https://youtu.be/fx5pQ7Okrao
https://youtu.be/6B9XcQLWEzY
https://youtu.be/fx5pQ7Okrao

NESCAFE

An incorruptible proof of quality ' —
for a good cappuccino is the milk foa I"_- . :
To show that Nescafé Cappuccino's fc M

is particularly rich, we invented the ¢

kie test’, and Rudolf Mosammer is ab

~ toshow us how it's done.

Please click the link to see the TV ¢o

https://youtu.be/k1RCnmo3EiC '



https://youtu.be/k1RCnmo3Ei0
https://youtu.be/k1RCnmo3Ei0
https://youtu.be/CsusRqBLc5c
https://youtu.be/k1RCnmo3Ei0

CLIENTS

Finance
Consulting
Automotive
Transport & Travel
Food & Beverages
Technology
Pharmaceutials
Industry

Drinks & Tobacco
Energy

Lifestyle

Credit Suisse // Deutsche Bank // Dresdner Bank // Mastercard // savedroid // Advanced Bitcoin Technologies
accenture // PwC // Deloitte

Honda // Porsche // Opel

JNTO // Lufthansa // Cunard // Thomas Cook

MAFF // Nissin // Barilla // Danone // Nescafé // Nesquik // Caro // Holsten
Panasonic //Hitachi // Intel // Microsoft // LG

BASF // Merck // Lohmann & Rauscher

Trevira // Vaillant // FAG Kugelfischer // Pohlschrader // Siedle // Roto
Camel // Deutscher Wein

RWE

Porsche Design



AWARDS

2012
2009
2008
2008
2006
2006
2006
2006
2006
2006
2006
2006
2006
2005
2005
2005
2004
2004
2004
2004
2004
1995
1994

Bronze, DDP, Integrated & Direct, Lufthansa, Welcome to the Spray

Nominee, Designpreis der Bundesrepublik Deutschland, Credit Suisse
International Sponsoring Award, Credit Suisse, Campaign for the EM 2008
Finalist, AME Awards, Credit Suisse ,Thinking New Perspectives” Campaign
Shortlist TV, ECON, Nescafé Cappuccino ,Kekstest”

Shortlist TV, Comprix, BRK , Traffic Light”

Award of Excellence in Communication Arts Photography, Credit Suisse
Grand Prix, Best Poster, EFMA, Credit Suisse ,Fishing®

Shortlist, MIDAS Awards, Credit Suisse Youth Advancement

Finalist MIDAS Awards, Credit Suisse, New Perspectives Campaign

Silver MIDAS Awards, Best Photography, Credit Suisse, New Perspectives Campaign
Finalist New York Festival, Credit Suisse, New Perspectives Campaign
Finalist Golden Award of Montreux, Credit Suisse, New Perspectives Campaign
Shortlist, LIAA, Nesquik ,,Hummel“

Shortlist, The Globals 2005, DTC TV Advertisment, BRK ,Traffic Light"
Shortlist, The Globals 2005, Consumer TV Announcement, BRK ,Traffic Light"
Finalist, GWA EFFIE, Nescafé Klasse Kaffee

Finalist, FAB 2004, Nestlé ,Espresso Mashine“ TVC

Shortlist, 16. Golden Award von Montreux, Nescafé Classic , Lift"

TV-Spot of the year, ECON, Nescafé Classic ,,Lift"

Nominee, VOW 2004, Nescafé Classic , Lift"

Merit, ADC Deutschland, Self-portrayal Rempen & Partner

Merit ADC Deutschland, Juniortalent of the year



CONTACT

Florian Schreiber
Habshurgerallee 87
60385 Frankfurt

www.florianschreiber.com
mail@florianschreiber.com

T +49 69 17428692
M +49 151 11860552
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