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Grand Hyatt set its sights on the backwaters of Kerala to open their new five
star property.

A luxury waterfront hotel on Bolgatty Island, Kochi.

To create the aura of a dream destination, we deep dived into the culture of the
Malabar region and sourced stories and recipes that became a part of the
narrative of Grand Hyatt Kochi Bolgatty. From menus, to brochures and
everything in between, | worked closely with the client to translate the brand’s
vision into a reality.

* Restaurant Launches
* Branding

* Hoardings

* Brochures

* Magazine Ads

e Event Collateral
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EXPERIENCE THE STREETS OF BANGKOK,
RIGHT HERE IN KOCHI.

Inspired by the vibrancy, energy and spontaneity of Bangkok's streets, Thai Soul is
our rendition to authentic Thai cuisine. Exotic spices and redolent flavours invite you
to experience a feast for your senses. Come, experience the Thai Soul.

GRAND|HYATT

KOCHI BOLGATTY

+91 484 266 1234 grandhyattkochi.com
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CONDE NAST
MAGALZINE AD

CELEBRATE THE BEGINNING
OF AN ETERNITY

GRAND [MYATT
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CONDE NAST
MAGALZINE AD

GRAND HYATT KOCHI BOLGAT Y-~

Revel in the sheer magic of timeless traditions and create spectacular—

memories. Spend quality time with your family at a luxurious retreat
on the backwaters of the glorious Vembanad lake.

Featuring a children's play a lush green landscapes and opulent
rooms that are aesthetically furnished, sure to make your experience
truly unforgettable.

For more information, call at +91 484 2661234,

Or visit, kochibolgatty.grand.hyatt.com

GRAND |HYATT
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Philips and Signity were expanding their luminaire portfolio and launching it under
a new brand called Ecolink which would exist as an independent brand within the
lighting fixtures category.

Worked on positioning the brand as ‘a knowledgeable friend” who told you what
you need to know rather than throw fancy jargon at you. The product catalogue
spoke to you as a friend would and told you where which lighting fixture would fit
where and how it would alter and improve your life.

» Branding

* Brochure

* Product Catalogue
* Website

e Launch
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WEBSITE

PRODUCTS

BENEFITS

ABOUT US
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Our client Ohri's knew, that when it comes to food, the building block was salt. It is
the most basic ingredient of almost any dish across cuisines. But it doesn’t get its
due credit.

Envisioned a South Indian fine dining restaurant that was an ode to this
underappreciated condiment. Through Temple architecture on site to an engraved
steel menu featuring delicacies from all across South India, we created an
experience.

Branding

Brand story

Tagline

* Menu
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BRAND STORY
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The Golkonda Resorts & Spa is Hyderabad's only five star resort. It caters to
niche clientele that wishes to live in luxury.

Worked on creating a brand campaign that revolved around living the feeling of
luxury and relishing every moment spent with loved ones. Also, conceptualized
an integrated campaign ‘Intimate Weddings', which spoke of how weddings
today are just the pomp and show of it all. We transform the wedding
experience to an intimate affair where its just you and those who matter.

* Ad Films

* Magazine Ads

* Google Display Ads
* Social Media

» Coffee-table book

This campaign was able to bring about awareness and even enable the Resort

to make its largest profit in the wedding sector that year. ///////
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AD FILM

https://www.youtube.com/watch?v=MTcR MOHuXY&t=2s
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Watch later Share
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FOR THE WEDDING
YOU ALWAYS DREAMT OF

INTIMATE WEDDINGS.

SOCIAL MEDIA
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SOCIAL MEDIA
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LASTS A LIFETIME

INTIMATE WEDDIN
SOCIAL MEDIA DDINGS
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Obhri's came to us with a challenge. How would their shake bar stand out amongst
the rest and leave a lasting impression on the minds of the consumers.

The idea was pretty simple.
What do you get when you mix fruits and shakes?
You getting a Frooking good drink!

| worked on creating the brand’s identity as a bold, loud, eccentric and vibrant
subculture of individuals who do not fear expression.

* Name

Branding

Literature

Website

Y217



KEYWORDS THAT
DESCRIBE FROOK

BOLD | REBELLIOUS | CONFIDENT | AWARE
WITTY | EXPRESSIVE | ECCENTRIC
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Break
through the
melon-choly

# You'll

feel it in

4§ your berries.
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Internal communications for Viacom 18.

For a company whose employees are so in-sync with pop-culture and the latest
trends, handling their internal comm came as a fun task. Every company-wide
event and happening, required interactive emailers that arose curiosity amongst
the employees.

Mailers
e Posters

o Offline Collateral

Y217
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43 42

S - viacomMm[f) E's
| ARE YOU READY t

TO SET SAIL?

Appraisal Season is around the corner.
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The winds on our side and we're ready to take on the high
seas. Gear up for your appraisal and goal-setting exercise.




MAILER

47 46

A VOYAGE TAKES
% ALITTLE PLANNING.

Set the agenda for appraisals and goal-setting.

Therea's always scope for improvement. Refleet on your
work, achiovements and what you can do better in the

upcoming year. Your manager and the company will
always be around to help you achieve your goals.
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Listen up!

Here's your chance to get real and
take charge of VH1's charts. ]

-3
S

- ' R We are looking for a fUll-tll’ﬂQ\/ Y

musical genius who can
schedule tracks for VH1.
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Hyderabad based F&B giant Ohri’'s wanted to get into the Food Court business

with a model that could be extended throughout india. We gave them,

Foodism - Cuisine with a Culture. A single entity which tied together 6 different

cuisines through the simple act of stirring.

Developed a brand identity that revolved around the stirring action that is common

to all cuisines.

6 different cuisines required different visual identities which would be derived from
the main logo, yet represent the different cuisines through cultural references

common to each.

Y217
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For millennia, food has been at the centre of everything humanity holds dear. Our
cultures and ideologies have been shaped by the way we eat. Whether it's Eve and the
forbidden apple in the Garden of Eden or the wines the Greek gods were so fond of,
the food of a geography has defined the way the people of the region eat, think and
behave. Cut to the 21st century, and the world has become a ‘closer’ place. Cross-
pollination of cultures and advancements of technology has reduced the significance
of borders when it comes to culinary palates. We live in a melting pot of ideologies
and ethnicities, and nothing makes this more apparent than the food we eat.

This is the day and age we live in.
This is the essence of our lives.
This is the new culture of humanity.

This is FOODISM. Cuisine with a Culture.

Y217
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Asian

For the Asian Logo, we used elements of ancient Asian or
Eastern art styles. The patterns used are derived from the
paintings in ruins of Xi'an. They depict celestial clouds, Feng
Shui elements and the scales of the heavenly dragons that
guard the gates of heaven.

FOODISM
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Indian :

India is country of vivid colours and expressions. For the G

logo, we discovered the marvellous and intriguing NG

Madhubani art style practised in the Mithila region. (‘\\(
FOODISM

Gy OHRI'S
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Italian

From the origin of a flower's name to its distinctive
characteristics and rich mythology, flowers are infused with
symbolism and meaning. Flowers are a very important
aspect of Italian life and we have used this in our concentric
pattern to represent the colourful culture.

FOODISM

Gy OHRI'S
x",
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Spread across 15 cities in India since the last 20 years, The VIBGYOR
Group of Schools’ aim to provide a holistic education to its children and
give them an edge.

* High School Brochure

* Kids Brochure

Y217



VIBGYOR KIDS BROCHURE
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Using a fairytale like narrative to
create the Primary school
brochure, the pages act as
glimpses into the fantastical world
of VIBGYORKIDS - a land of
magic where children learn and
grow.
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KIDS BROCHURE
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VIBGYOR HIGH BROCHURE
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The idea was to speak to the

arents of tomorrow's global
eaders. The narrative tollowed for
the High School Brochure was that
of ' a glimpse into the future'.

To make a brochure that would
continue to be a part of the
school's induction process for the
years fo come, meant creating an
impact.

Using the device of a laser cut
Wino]gow in each spread to revedl
the headline of the next, we
conveyed the ‘glimpse into the
future..
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Hyderabad, the medical tourism capital of India, boasts of some of the finest hospitals
and diagnostic technologies. With big players like Vijaya Diagnostics and Lucid
Diagnostics in the picture along with established hospitals with their very own diagnostic
labs, how would a new entrant prove that it is a viable player, stand out and establish a
brand identity?

| along with my team, worked on creating a brand identity from scratch which included
naming the brand. Internal branding was carried out through posters with informative
healthcare and diagnostic facts around the centre.

Copy played an important role, from conception across various points of execution:
medical literature such as allergy journals, health packages and brochures along with the
launch campaign and press releases which ensured that people knew about the new
player in the space of diagnostics.

Y217
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EVERY DAY
BREAKFAST COMBO

HYDERABAD'S WORLD SUPERMARKET HYDERABAD’S WORLD SUPERMARKET

BRAND: Q MART
COLLATERAL: SOCIAL MEDIA CREATIVES
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BRAND: BROADWAY - THE BREWERY '&
COLLATERAL: WOMEN'S DAY

ROLE: COPYWRITER https://www.instagram.com/p/BuvAsOLghJ-/ ///////
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BRAND: TAJ MAHAL HOTEL Since 1950
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