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SAVEDROID

The execution:

The app gives the user the ability to convert
rules. For example, the user can save a self-9
certain number of steps per day, if he reachsg

time a pre-set celebrity tweets, or every ti

These savings events are aggregated and ex|

once a day until the user reaches his pre-set]

APP DESIGN




SAVEDROID APP UX/UI DESIGN

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



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

SAVEDROID APP UX/UI DESIGN

TrumpBit -
asimplified version
of the savedroid
crypto app.

Only tweets about
Trump trigger the
exchange for

cryptocurrencies.

Please click on your preferred store to find out more:


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


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.

WWWw.secpay.io



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

PORSCHE DESIGN TIMEPIECES KAMPAGNE
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CREDIT SUISSE

ES ...

s the universal thought which runs

ampaign addressed the very
dividuals. The wide perspectives
tographs show familiar situations

ng different, something new.

WORLDWIDE INTEGRATED IMAGE CAMPAIGN




CREDIT SUISSE WORLDWIDE INTEGRATED IMAGE CAMPAIGN

To see the case film, please press
the play button or click on the link
https://youtu.be/x1Gn3mlJgPc


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

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

CREDIT SUISSE



CREDIT SUISSE WORLDWIDE INTEGRATED IMAGE CAMPAIGN

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

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

CREDIT SUISSE



CREDIT SUISSE

We think

research.

Some think
high-fyer

We think
successful
business.

WORLDWIDE INTEGRATED IMAGE CAMPAIGN

CKEDITSUISSE\

CREDIT Smssz\

CREDITSUISSE\

AN
CREDIT SUISSE

hard-working
money.

CREDIT SUISSE\

CREDIT SUISSE\

CREDIT SUISSE\

CREDITSUI SSE\

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

>

To watch the TVC,

please press

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

PORSCHE CAMPAIGN

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.

L LR ]

Identlt it 911




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

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



PORSCHE CAMPAIGN

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.

=
ISIVENIES PORSCHE

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



PORSCHE

ersoniichkent

CAMPAIGN

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

Identititsfindung in 3 Ziffern.

Der neue 911.

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




PORSCHE

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

3 kW (330 hp) - 10 hp more
than that of the Cayman S - and

a standard specification that
promises uncompromisingly

orty 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

ctly where it
1 the road

Fuel consumption in 1/100km (mpg) urban 14.1 (20.0)-13.6 (20.8) - extra urb: 1 (G -6.6 (42.8)
combined 9.5 (29.7)-9.4 (30.1); CO, emissions 2 221 g/km

8

CATALOGUE CONCEPT




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 arather 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 INFLUENCER CAMPAIGN




HONDA INFLUENCER CAMPAIGN

Please
click the link
to watch the film:

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

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

HONDA

The Power of Dreams

WIE VIEL TYPE STECKT IN DIRe

So klingt echte Motorsport-Begeisterung! Unzéhlige Type R-Fans aus ganz Deutschland
haben bei unserem groBen Gewinnspiel mitgemacht und ihre Faszination zu unserem Ren-
nwagen fiir die StraBe ausgedriickt. Die gliicklichen Gewinner freuten sich tber 2 von 10
VIP-Tickets fiir das sofort ausverkaufte ADAC Zurich 24h-Rennen auf dem Niirburgring.
Was sie dafiir tun mussten und wie das ganze aussah, kannst Du hier ansehen.

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. 150

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.




LUFTHANSA EMPLOYEE MAGAZINE




LUFTHANSA EMPLOYEE MAGAZINE




LUFTHANSA EMPLOYEE MAGAZINE




LUFTHANSA EMPLOYEE MAGAZINE




LUFTHANSA EMPLOYEE MAGAZINE







BASF INVESTOR RELATIONS CAMPAIGN

O -BASF

The Chemical Company




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

With an EBIT like ours,
a museum could buy the world’s
400 most expensive paintings.

O =BASF 0 -BAS

The Chermical Company The mpany

Over the past ten
years, our dividend
has grown faster
than the economy
of China.

BASF

The Chermical Company




JNTO JAPAN NATIONAL TOURISM ORANISATION

Erleben Sie den _
-~ perfekten ~

.0 Tagl .

< IRy

-~
-~
-
_—
-
-
-
-

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

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

Win a dream holiday. Participate now. welcome-japan.eu

Win a dream holiday. Participate now. welcome-japan.eu



JNTO JAPAN NATIONAL TOURISM ORANISATION
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ONSEN-BAD IN YUGA\

Eintauchen,
aufheizen,
abschalten

ARA

\dene Onsen-Wasser s

intauchen (Auch sollte man
en, nicht erlaubt sind

ber nun zurdck in Wasser
lasst. Dabei g
nur

ef aus der Erd

hultern die Erinnerung an das meist noch erst auf vert
die schwer hen Rakeln, ein leichtes Gleiten  muss, kann da
durch das dann nur noch nd B druck
spiiren, wie der Geist auf Reisen geht. Wie er tiber Garten und ser
rale reine schwebt, bis er ganzlich entschwinds eitere Onsen in Japan besuchen. SchlieRlich ist d
Es bleibt ung. von den vulkanischen Thermalquellen, ¢

Kleine Becken, mod

iche g

nd fiinfzehn Minute s
Art einfacher Baum

Tief aus der Erde sprudelt das heiRe Thermalwasser an die Oberflache - und bietet im randvollen Becken Entspannung fr Korper und Seele.

www.welcome-japan.eu

em C .
blutung wird angeregt, Muskelverspannungen lsen sich.
i

18:00 =

Erstin Japan erlebt
man die Feinheiten,
die perfektes Sushi von
sehr gutem Sushi
unterscheiden.

BRI FRR

NEWSPAPAER SUPPLEMENT

Galerle der feinen Geschmiicker: Ganz links der O-Toro, der fetteste Thunfisch. Daneben der mittelfette Chu-Toro

SUSHIIN TOKIO

O-Torol

da

Restaurants
heuen Licheln

Zum Schluss der Hohepunkt, die Thunfisch-Trilogie:
Ma der typische Thunfisch, relativ fettarm. Tie ter au
kleinen Reisbett. Chu-Toro, der mit unfisch,

Jbrett. das
erinnert, kan
orehung au ! it 2u
ihrt. Da Stiick in den Mund. Erstaunlic

sukiji Tama Sushi Harumi-dori

chgenus
Dazu eine
nim Hause

it s Fis

ch und Reis hin

Der Sushi-Meister bel der Zubereitung.

www.welcome-japan.eu @



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

/




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

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

In terms of taste, instant coffee can hardly
be distinguished from its freshly brewed
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
communicated through late night
talkmaster Harald Schmidt.

Please click the link to watch the TV commercial:

https://youtu.be/fx5pQ70Okrao

TVC


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 foam.

To show that Nescafé Cappuccino’s foam o 3

i . : : S
is particularly rich, we invented the ,coo-
=

kie test and Rudolf Mosammer is abou

~ toshow us how it's done. __ ,

Please click the link to see the TV ¢om

https://youtu.be/k1IRCnmo3EiOf



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

Adlerflychtstr. 4
60318 Frankfurt

www.florianschreiber.com
mail@florianschreiber.com

M +49 151 11860552

Copyright:

All works are copyright protected. The copyrights belong to

the relevant agencies or clients. Any utilisation requires the prior
written permission of the author or the owner of the rights.

© Florian Schreiber 2026
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