HAY

Creative Director / UX-UI Designer and Auditor

'



A seasoned creative leader with over 22 years of integrated
experience in advertising, UI/UX design, product design, and
creative direction. Exceptional ability to blend artistic vision with
strategic business acumen to deliver innovative and impactful
solutions. Proven expertise in team management, brand
development, marketing campaigns, and leveraging emerging
technologies like the metaverse, VR/AR, and blockchain.

Proficiency

UI/UX Design - Brand Strategy - Product Design - Creative
Direction - Design Systems - Innovation Leadership -
Cross-functional Collaboration - Global Team Management
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Case Study 1 | Industry: BFSI UI/UX Audit

PNB METLIFE

PNB MetLife requested a primary evaluation of its website's user experience and usability to boost customer
satisfaction, website footfall and business growth.

The Problem: Our Approach:

Suboptimal UX can lead to dissatisfaction, impacting We performed a primary Heuristic Analysis, using expert
engagement and business growth. PNB MetLife assessment to evaluate the website's usability and user
aimed to pinpoint potential friction points in the experience. This method helped identify pitfalls, prioritize
user journey. improvements based on severity vs. efforts, and discover

new business opportunities.
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TERM INSURANCE  BUY INSURANCE v OUR SERVICES v

Tl pnb MetLife

A Term Plan
that gives you
optional cover against

1.1

‘ A
Critical llinesses

‘btectio

Download Leaflet

What would you like
to do first? ot Cabas

Usability

Factors to consider includes ease of navigation, clarity of
information, and ease of completing an action or a
transactions.

1.1 Banner element design are misguiding - The banner design
showcasing "50 Critical llinesses" is being mistaken for the main CTA,
causing confusion for users.

1.2 Ineffective Call-to-Action Button - The primary call-to-action
(CTA) button, "BUY ONLINE" is being treated as a secondary button
on the website.

1.3 Incorrect Color Hierarchy - Using the primary color uniformly
across banners can confuse users, increasing cognitive load. This
delays users' identification of clickable elements, negatively affecting
their overall user experience on the page..

1.4 Overlapping Content on Higher Resolution - The website is
facing issues with content overlap and visual disturbance due to the
lack of optimization for high resolutions. This can negatively impact

the user experience and make it difficult for users to consume content

effectively.

1.5 Secondary Action Buttons - The secondary action buttons on the
welbsite require better visual treatment as they currently resemble
well-designed bullet points. This can cause confusion for users who
may not easily recognize these buttons as interactive elements and
may result in a poor user experience
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Aesthetics

2.1 Title and Image are Confusing

e Avoid using the same color for the CTA as per the design system.
e Focus on online community-specific design.

e |everage UX copywriting for clarity and enhanced engagement.
e [Ensure professional color grading for optimal image presentation.
e Avoid excessive use of shadows.

2.2 Non-fluid Design

e Optimize for 1300px wide monitors and add higher pixel
breakpoints.

e Prevent overlaps and ensure correct display across various devices.

e [Enhance user experience on larger or high-resolution screens.

2.3 Hidden CTA

e Be cautious about product name overpowering the CTA in brand
color.

e [Ensure the CTA isvisually distinct with contrasting colors or
typography.

e Minimize overlapping elements for better CTA clarity.

e Improve visibility to enhance user engagement and interaction.

e Consider increased screen depth and resolution of modern devices.

..f.

Tlpnb MetLife

PNB MetLife

One comprehensive plan that secures
all your life goals

-
OB Eompreh @& Blany tha@cués all

What would you like
to do today? . «ACH Raghraton

Track A

Life insurance can do more than just provide your

loved ones with financial security. Our plans are

created to be your source of support through the - > Q Geta Callback
Circle of Life. Be it responsibility towards your family,

achieving your goals or saving for the later stages in

life, our plans meet the needs of every aspect of

your life.

EXPLORE NOW

We value the trust you've placed on us Beware of Spurious Calls
and are truly committed to serve you
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Information Architecture (1A)

Less Effective Way
Grouping of Primary
Menu Items:

Evaluate the primary menu
items and group them in a way
that is intuitive for the user.
Consider conducting user
testing to determine how users
expect the menu items to be
grouped.

Use clear and concise

language for the menu items.

Lack of IA:

Develop an information
architecture plan that outlines
the structure and organisation
of the website content.
Ensure that the IA aligns with
user needs and expectations.
Use consistent naming
conventions and language

throughout the website.

y WV AV 4

Inconsistent Navigation:

Ensure that navigation is
consistent across all pages of
the website.

Use clear and concise
language for menu items and
page titles.

Use a consistent layout for all

pages.

Need-Based Selling to
be Added:

Conduct user research to
understand the needs and
pain points of the target
audience.

Develop a strategy for
need-based selling that aligns
with user needs and
expectations.

Use clear and concise
language to communicate the
benefits of the products or

services offered on the website.

R B > U A A AY AY .
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Case Study 1 Industry: BFSI | UI/UX Audit PNB Metlife

Information Architecture (1A)

Navigation Default

Tl pnb MetLife 0

fltinn e ange beharin

TERM INSURANCE BUY INSURANCE Vv OUR SERVICES v PARTNER WITH US Vv A LOGIN Q@

Mega Menu
Tl pnb MetLife

TERM INSURANCE OUR SERVICES Vv PARTNE

Online Plans

h V' 4

Findings.

Clean Navigation

Present main navigation is pretty clean, easy to read & evenly
spaced out.

@ Hot Buttons

Primary Location where hot buttons like Claim Now, Pay Premium,
Track Application, etc could be added.

Search

Sudden blank page with Mega search throws of'f user from

current journey. Also auto complete option should be available,

could be converted to smart search
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New User: Registration

Onboarding involves 4 crucial steps, but a sudden page jump with a complete design overhaul within these steps leads to

increased drop-off rates.

P P P

PAGE JUMP PAGE JUMP

[ New Branding ] ﬁmmmw- t Outdated Modal Style 1

Homepage Customer Login Sign-in Section New User Form Modal

pnb MetLife

. [EPGY toouve | imosmens | tows | Covors | Bosmpcir |
: @ Tl pnb MetLife ' S

1800-425-69-69

y r———— 0006

User Registration

CHHOTI SiNDyy

u | ¢ n.-l..nuué Login

—~ g i PNB MetLife . o l Y
BADE SAPNO KA GENIUS PLAN - - G orortecc Future Plan ;
To meet the rising Education Cost gt ] Karo bade sapno ki tayyari
PNB MetLlfe Genlus Plan

Bade Sapno Ka GenlusPtarr o

Returns up to 3X of total premium
+ Lifecover + Taxbenefits'
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User Journey

New User: Purchase of Term Insurance Online

P

PAGE JUMP

P

LEAD GENERATION MODAL

[ B ] [ B

Homepage Buy Term Insurance Lead Generation Form

Know Your Premium

pnb MetLife

For the purchase of a new

policy, there are two jumps. To

PNB MetLife
Guaranteed Future Plan
Returns up to 3X of total premium

+ Life cover 4+ Tax benefits’
aro bade sapno ki tayyari

reach the 'buy now' button or
initiate the purchasing

process, the user has to
navigate through two page
©pob MetLife

jumps and a modal screen,

otentially increasing the
p y g DELAY MAT KARO, i te

drop-off rate. =
GETZ]1 CRORE a
LIFE COVER
627 P. M.

Modal Closed
Break in Flow

) MetLife

s

Know Your Premium

Recommended
Family Protection Cov
2,00,00,000

SOLakhe 2t
o core

How would you like to pay yot

Pay for Complte plicy Duration

Pay for Umied Duration

royor || paytor || pay)

10 10 2
yoars yeors ya

How would you like to schedule y¢

Payment info

GET QUOTE

Document Upiosd
Male o mker e
Prtection cover 2009004
o 26yenf
neayment Term 26yea
on uf
JenficpayousOpton wump su

e Bipremium 2

g

T
w 0 w0 w0
Moothly | Quaterty | WalfYeady | Yeary

Produce Term and Conditons i briet:
Poliy Benefics:

Subseauedty staed g e oty Torm..Read More

Back to
Home
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[ ]
Inside Pages
Findings

Qoo Mariife

1800 425 6969

DELAY MAT KARO,
AR YU ASN FAMILY XA FUTLRE
EECUNE KARD

GET?] CRORE . [
LIFE COVER

<¥627 PM,

Why PNE MetLife?

;|
B3 2558 ~

What Our Customers Say
“*

W) W A

Inconsistency in design

Consistency in web design is vital for user experience and business credibility. A strong
design system, applied consistently, prevents jarring inconsistencies, fosters brand
communication, and builds trust. Adherence to design guidelines ensures a cohesive and

reliable user experience.

wesivents | Mows | Coeers
1800-425-69-69

00006

Intimate Your Claim

Track Your Claim

T pnb MetLife ey

-

Nerw Claim Insimason

We are with you in these difficult times

Asyouw trusted insurance partrae, we are wpport you in the pandernic

Our policaes slso cover COVID- 19 claims. C ries refated 10 death claine addressed hera:

Toll free number:

1800-425-6969

Msedey. Satarsay Setmns .00 37700
)

Vatgs Man: vatpa.v. masepabnedite.con | Zaivelsbudcin Motommed: mohammed salrulsbeddie@psbamatiite.com

oo s e

Subscribe

Sy Lgudaba] Y T bt o, g

Life Insurance Plans About Us

Our Partners
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Conclusion

The current website suffers from
cluttered information, lacking
balance and clear CTAs.

Solution

Perform thorough user research,
apply relevant UX principles, and
redesign by implementing a design
system with prominent CTAs.
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TOUR LEADER APP

Cox & Kings wanted to boost tour management efficiency, streamline communication, and provide their
Tour Leaders with a user-friendly digital solution.

The Problem: Our Approach:

Cumbersome paper-based system, time-consuming Conducted thorough user research, user interview
updates, communication challenges, and workshop, crafted personas, designed a user-centric
dissatisfaction among Tour Leaders highlighted the app, and iteratively tested to address pain points and

need for a digital solution. enhance operational efficiency.



dy2 |

dustry: Tourism

pp Design

Cox & Kings' Tour Leader App is designed for
travel agents who conduct group tours. The
target user of the app is the Tour Leaders and
the travel company. The existing system for
mManaging tours was found to have many
flaws, as communicated through interviews
with actual users such as Tour Leaders and
Travel Agents. The app aims to address these
issues by providing a digital workflow for the
Tour Leader, streamlining the tour process

and reducing the need for a huge paper file.
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[ ]
About Project

Goals: Research Methodology:

Efficiently streamline tour management, enhance We conducted insightful research, user interviews asking Tour Leaders and

communication, user experience, reduce errors, Travel Agents the right questions. Understanding users' problems to enable
boost productivity, and address Tour Leaders' pain tailored solutions, aiming to boost efficiency and reduce hassle and time in

points. paper handling. This ensures informed, insight-based app design decisions.
Process: User Research Personas &

User Journeys Information

Architecture

Wireframing Ul Design &

Prototyping
Usability Testing
Iterate & Refine

Timeline: >

B B e & O O &
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User Persona
“The Tour Guide”

Introduction:

Donna, a 35-year-old Tour Leader in New Jersey, brings a
decade of experience in guiding group tours.
Her passion for travel extends to managing every detail — from

flights and hotels to meals and itineraries.

Pain Points:

Challenges with a large paper file prone to getting lost.
Time-consuming and error-prone updates.
Communication issues with the Travel Company leading to

delays and misunderstandings.

Expectations:

Streamlined tour management without a bulky paper file.
Straightforward commmunication with the Travel Company.
A user-friendly app with tools like weather updates, car
booking, and a way to report partner misconduct Etc.

Priority on a reliable, up-to-date mobile app.

Design an app catering to Donna's needs:

Streamline tour management, eliminate paper hassles, prioritize easy

communication, ensure user-friendliness, integrate essential tools, and

maintain real-time, reliable information.

Back to
Home
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Information Architecture =) 2 L

Strategically organized it into four key sections. — \

The Dashboard: m——— ) \
Offers a comprehensive tour overview, while Tour Details delves - - . o

into itinerary, reservations, and meal plans. srares || vouo — \ o —

Tour Details: - - ;
Displays tour information such as itinerary, reservations, and meal (

plans and many other details of the tour.

The Digital Briefcase: ) | 3

Serves as a virtual repository for essential tour documents. Y [

Upgrade Requests:

Empowers Tour Leaders to effortlessly modify passenger room or
meal preferences.

This deliberate structure ensures an intuitive and efficient user
experience, facilitating seamless navigation through vital tour

details and customization options.
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Wireframes

Seleet TNour
| [ Summen turspeson viidnt
13 B 714 Miges

S3zogENeA- SIS
20 pas

| | acome
|\

| \(—’*———‘.
VIEW TOuR BRIEFING
s e e eREEE

g Potentrod

Main Mewa’, bgswbw -l
Contadt Derai | Vouchds | owr
\njormeakion | Feedbock |UNIG

Yes! It's pen and paper. |
am old school and love to
scribble on paper first!

Back to
Home
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Result

Ul design transformed user
interaction post-implementation.

e Tour Leader App replaced bulky
paper files with a digital briefcase.

e Provided instant access to itinerary,
bookings, and meal details.

e Tour Leaders easily upgraded rooms
and adjusted food preferences.

e INntuitive tools for weather checks,
car bookings, and raising
misconduct requests were
implemented.

e Enhanced operational efficiency by
eliminating extensive paperwork.

e The user-centric design addressed
existing flaws and ushered in an era

of efficient and seamless tour
Back to
Home

operations.
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[ ]
HSBC Golf Premier App

Mobile App Design

Outcome and Solutions P ssc
Golf Premier
X p Hsec League
Our team thoroughly analyzed the @l;fgmier ‘

problem and goal for the design of this app.
They recognized that the target audience would
include both golf enthusiasts and professionals.
To capture the essence of the sport, the
designers included a visually appealing design
that also featured a sign-up form at the
beginning of the app. This sign-up form offered
exclusive gifts as an incentive for users to join.
The app was meticulously crafted to feature
Golf Courses, Tournaments, Golf Clinics, player
profiles, and much more, providing users with a
comprehensive golfing experience.

Congratulations!

AXPrsec
Golf Premier

League
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HSBC Golf Premier App

Mobile App Design

3//

GET A SLEEVE OF BALLS BY FILLING
SOME MORE INFORMATION

)4 HsBC -
Golf Premier = ‘ //

League

*For Pro Am Golfers

Male @ Female

Dr Annie Besant Rd, Worli,

Mumbai

Golf Premier

MARK YOUR CALENDAR

Aug | 22%Sep

Select your golf course

Enroll Your Child
For Free Golf Lesson

Register

Golf Premier League Pro Am Scoret

»

Pro Am Scoreboard Golf Clinic
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HSBC Golf Premier App

Mobile App Design

Conclusion

App Downloads: -
65% increase in app download \ X Hsec

User Base: ’ ‘ G_alf Premier
Month 1. 4,500 active users League ‘
Month 2: 7500 active users
Month 3: 9,500 active users

Congratulations!

Increase in Interaction by Users:
25% increase in Tournament Enrollment & 15% increase in Golf
Clinic Sign-ups

This report shows steady growth in app downloads
and active users over a period of five months.

Additionally, there has been a significant increase in
user engagement as demonstrated by the increased
participation in tournaments and clinics.
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SBIi

POS Design
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Case 4 | Industry: Banking and Finance | Technology (POS Design)

SBI POS Redesign

Applying UX Principles & Upgrading Ul Design to existing POS System

The Ask: . osBl Payments
Hitachi Payment Services in tie-up
with SBI created a POS system. Dev i
team used basic Ul to complete the RS Svioum
project which had many user flow § 25000.00
flaws and design was from stone age.
We were asked to streamline user
journey & create new age clean
minimalist design using icons that
suit SBI brand guideline.

39 P A &

3 ] v

‘ 0SBl Payments "
e i 0SBl Payments

SELECT BANK EMI

SELECT BANK EMI

Select Bank and Tenure 3
Card Type E Select Bank and Tenure

Card Type

SBI

SBIAA . 0.
The Solution:

Our team did Guerrilla usability
testing which is a rapid and low-cost
method of quickly capturing user
feedback. We asked 10 retail shop

owners to do a test run card swipe as m— ) ¥

they follow with on other POS BANK EMI - PREVIEW
machine. And then we asked 10 ; )
consumers to operate the emi sawem O - "
selection flow on test purchase. Based P .

Swipe / Insert / Tap OTHER PAYMENT (3

on this insight our team developed 4
new user journey's and created new
design for the POS ap
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Industry: Tourism | Integrated Marketin

Cox and Kings
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Abu Dhabi #YOLO Campaign

Lonely Planet Magazine Ad

2 Page Full Spread Ad Single - Full page Add
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Canada Tourism #YOLO Campaign

Lonely Planet Magazine Ad
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Brand Identity
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Brand Identity
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. Brand Identity

CSTUN “
QRB -+
~—_
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Stunorb
Brand Identity
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Case Study 6 | Industry: Travel & Tourism

Stunorb

Brand Identity

HAVE YOU HEARD THE SOUND
OF WAVES FROM HERE?

Reach us: (O) @stunorb | stunorb.com | www.stunorb.com

W) W A
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Travel Tags
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Brand Identity

A&H Water Supply
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Case Study 7 | Industry: Sustainable Solutions (Water Purification and Distribution) _ ‘ ’ '

A&H Water Supply

Brand Identity

Overview

A&H Water Supply aims to address the community’s challenge of accessing clean
and portable drinking water. As a potential industrial borehole drill, the brand’s
mission is to provide reliable, clean water conveniently. The project’s goal is to
develop a brand identity that reflects its core values, resonates with its target
audience, and communicates its commitment to providing accessible clean water
solutions.
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Case Study 7 | Industry: Sustainable Solutions (Water Purificat

A&H Water Supply

Brand Identity

ion and Distribution)

Current Brand Personality

sy O

Trustworthy Professional Friendly Modern Tech-savvy
Desired Brand Personality:
Authentic Spirited Friendly Trustworthy Sustainable
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A&H Water Supply

Brand Identity

Design Approach

Drawing from the essence of community, trust, and sustainability, the brand
identity will reflect authenticity, reliability, and friendliness. A harmonious blend of
modernity and approachability will resonate with the audience.

Brand Essence

The essence of AGH Water Supply lies in its unwavering commitment to providing
accessible, clean water solutions that enhance the lives of individuals and the
community as a whole.
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A&H Water Supply

Brand Identity
Symbolic Form of Water Logo Characters 11‘

77N+ ah
A
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1 U I
\Water Supply

Waves of water moving through word “Water Supply” to depict the freshness of water in the brand.
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A&H Water Supply

Brand Identity

Symbolism to
Community+Colors

i
L N TR
W

2\
WATER ELPPLY

Culture & Authenticity

N 74
; .
} &

-

Water Symbolism












\
f
\
f

A&H Water Supply

Brand Identity

Visual Elements

1. Logo: A symbol representing the unity of community and water
accessibility, with clean lines and vibrant colors.

2. Typography: Modern yet legible fonts conveying trust and
friendliness.

3. Color Palette: Fresh, natural tones symbolizing cleanliness and
sustainability, with accents representing vitality and energy.

4. Imagery: Authentic and relatable visuals depicting community
engagement, water accessibility, and sustainability efforts.
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Cakewala
Logo Design & Packaging Design

(4

THE CAKEWALA

—wedo our best foryou——m——————
EST - 2019

@
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Brand Development
Spiral Constructions
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SPIRAL

constRucTIOns

C

SPIRAL

SPIRAL

consTRUCTIONS

where comfort meets aesthetics @

SPIRAL

Back to
Home
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Back to
Home
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GIFT YOURSELE THE JOu
OF SEREnITY

<

SPIRAL

SPIRAL

consraucTions

nere cont.

©

spIRaL

Where comfors meets aesthetics

)

SPIRAL

Back to
Home
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Branding & Packaging

Aurora Farmabio

Case Study 10 | Industry: Pharmaceuticals | Logo Design & Product Packaging

W V¥ 777755




Case Study 10 | Industry: Pharmaceuticals | Logo Design & Product

[ ]
Aurora Farmabio
Brand Design & Packaging

AURUR

FARMABIO PVT., LTD
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[ ]
Aurora Farmabio
Brand Design & Packaging
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Social Media Campaign

EZEEGO One Tours & Travel Ltd.

el & Tourism | Digital Design
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Ezeego One

Mothers' Day Post Series

eoe

/_% ezeegol

For Ezeegol's Mother's Day campaign, we ditched polished

= [1]

graphics for good old hand-drawn sketches, like kids would

Create.

L]
?) ezeegol H

,,,,, —— 4

/ go

These raw, innocent vibes stood out amidst the sea of Mother's

Day campaigns, capturing the joy of sharing their dreams and

celebrating love between moms and their little ones.

|
Mom, T will +ake you o stars when i grow up. {

. From hero moms to secret-sharing daughters, each scribble

brought an essence of kiddish innocence, a dash of mischief,

and loads of promises.
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Social Media Campaign

Case Study 12 | Industry: Automobile | Integrated Media
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Social Media Communication
KTM Motorcycles

THANKS FOR THE RIDE,

RAMESH.

OVER TO YOU,

RAVI.

kTM3 9 0 ADVENTURE

/

kTM3 9 O ADVENTURE

GOODBYE,

MAHARASHTRA.

HELLO,

GUJARAT.
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ntegrate

d Media

Social Media Communication

KTM Motorcycles

AIWEHTIIRE

DIARIES

Karna(aka with Candxda

AWEHTIIRE

DIARIES

Karna(aka wnth Candlda

v

Mark your calendars!

Explore uncharted day trails and

new adventures with Candida Louis,

visit her Instagram page
(@CandidalLouis) on XX at XX,
as she goes live on her
KTM Adventure Expedition

through Karnataka.

Back to
Home
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Social Media Communication
KTM Motorcycles

< KTM_INDIA

e ktm_india @

Posts

Qv

@ Liked by thehappyygirl_ and 22,696 others

ktm_india It's time to enter the KTM Adventure world! Meet the
lightweight and agile, travel-enduro bike - KTM 250 Adventure.
Daily commutes or weekend detours, the KTM 250... more

View all 63 comments

ktm_india @das891500 Hi, the KTM 250 Adventure is priced at
2,48,179, ex showroom, Delhi. Prices vary with state. Please

DM us your location along with your contact number, so that we
can get in touch with you and assist you further.

ktm_india @sreeg_ Please visit your nearest KTM dealership
for updates on offers.

3 December 2020

A Qa ® O @&
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Social Media Communication
KTM Motorcycles

ONE UNFORGETTABLE JOURNEY.

* Routes specially curated by KTM
® World’s highest adventure academy
¢ Led by international KTM experts

'EXPERIENCES TO MAKE YOU A PRO

EXPERIENCE #62:
MUD CAN BE WASHED OFF.

SHAME CAN'T.
)
PRO-XD

EXPERIENCES TO
MAKE YOU A PRO

PROFESSIONAL TRACK RACING

EXPERIENCES TO MAKE YOU A PRO

IF YOU CAN SMELL
YOUR KNEE,
YOU'RE TQG cLOSE

Kb
PRO-X2
EXPERIENCES TO
MAKE YOU A PRO

ICONIC RIDES & URBAN GETAWAYS

AKTMPROXP.
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Social Media Communication

KTM Motorcycles - Poster Layout

READY TO RACE

ADVENTURES DON'T COME
WITH GUARANTEES.

3¥ear R
+ Agplcabl o day of purchase

-+ 200 on-zall s 5 Year Warranty

e ithin S0k of KTM workshop +Validnatioally

-+ 9ot minor el suppart -+ Comprenensie coverage with aver 0% parts cavred
(batery jumpstat & s e eplacement) + Covers wnexgeced it costs withgenvine sare parts

-+ Onesite el dlvery -+ Transterable Extended Haranty

“+ Corrsmacica and emrgancy sonicss +Easy & quik laims praces atauborisd workshoos

READY T0 RACE

ADDED ASSURANCE.
NOW, A STANDARD
WITH ANY

KTM MOTORCYCLE.

Introducing Ride Shield, a comprehensive package
that offers 5-year warranty and 3-year Roadside
Assistance free with any KTM motorcycle.

BOOK NOW.

5 YEAR EXTENDED WARRANTY
3 YEAR RSA

3YearRsh-
~Applcabie from dayof purchse
+207 ol support 5 Year Warranty -
<+ Valdnaionally

= Comprehensivecoirage it over 0% pats covrec
= Covers unepected epatcsts Wih enuine spare arts
+ Transfonabl Eended Waranly

= Easy & quichclaims prcess at authocised wrishops

N

READY TO RACE.
TODAY AND FOR
YEARS TO COME

Introducing Ride Shield, a comprehensive package
that offers 5-year warranty and 3-year Roadside
Assistance free with any KTM motorcycle.

BOOK NOW.

5 YEAR EXTENDED WARRANTY
3 YEAR RSA

READY TO RACE |
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KTM Motorcycles Brochure Design




Mixed Media

AXIS Bank India

Case Study 13 | Industry: Banking & Finance | Outdoor Advertising & Website Landing Page
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Outdoor Advertising

Back to
Home
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Outdoor Advertising

HAVE THE EDGE ON REWARDS.
YOU'VE EARNED IT.

world ¢ AXIS BANK
PRIVILEGE

o
g ’:;f:j )

Enjoy 10 EDGE Rewards
on every Rs. 200 spent

VINIT KUMAR

I‘AXIS BANK

VINIT KUMAR

AXIS BANK
PRIVILEGE

Enjoy Rs. 5000 worth
Paytm travel voucher
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Website Landing Page

Old I‘AXIS BANK

Login Now

New

y A \

- baw ChimMe N v

@ o o

GET A COMPLIMENTARY @
DOMESTIC FLIGHT TICKET

OR A TATA CLIQ VOUCHER 7 /
WORTH RS. 10.000 & =

} 4“.0;3&'.%

} N ' J
Back to
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Website Landing Page

: 4

HOW TO JOIN i ¥

This benefit is brought to you by Axis Bank on your Axis Bank Magnus Credit Card. Login now to enjoy your exclusive benefits. Copyright © 2021 Powered by Thriwe
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Packaging Design
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NotriSnacks| )(W
i/

MULTIGRAIN
COOKIES
11ADE UP OF

NUTRITIONAL
GRAINSAND SEEDS

HYDROQUINONE, TRETI|
& MOMETASONE FUROA

Pantoprazole Sodium & Domperidone
Sustained Release Capsules

ACITAL-OD

NutrisnacksBox
WHOLESONE SNACKING
NUTRITION FOR ALL AGE
X Protein Supplement
9 Bottle Packaging )
Design iltigrain Cookies Made Up Of
| Ix . ritional Grainsand Seeds

NutrisnacksBox

WHOLESOME SNACKING

Siat é
Beau

Moringa oil Hair Souffié



Cookie Krush Lip balm

Packaging Design

Front Back

\\Q%"&\"\

Cocoa Butter & okum Butfer

Jojng uniod 3
Joljng e0%)

Box Inside
Front

Cocoa Butfer & kokum Butter
————— =

Jojpg wnpoq 3 &%ﬁmﬂmr

Jajjng ©030)

Top

Pasting Flap
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Product Development & Branding

Groza Energy Drink

Case Study 15 | Industry: Consumer Packaged Goods | Branding & Print Ad Camipaign
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Logo Design

. Creating logo for the brand Groza Energy Drink

“\\ {

" NEW ENERGY I]RINKyg/

\IICTORY

_isyours!

Logo Version

y
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[ ]
Poster Design
Print Ad Campaign - Poster Design

A NEW ENERGY DRINK

o e

A NEW ENERGY DRINK

NICTORY

is yours!

%

. y

=

A

A NEW ENERGY DRINK

. GREIN

NICTORY
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NOW IN ORANGE FLAVOR

Packaging Design

Regular Drink & Orange Flavor Drink Packaging Design

SUGAR FREE

ENERGY DRINK
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Google Display Ads

GDN Designs for Online Marketing

ENERGY DRINK

\lICTORY

s yours!
N\
NOW IN STORES




Design Services

Rummy Circle
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W

The Best 1 Card Rummy‘Experience

AR P 3
L J o g s

RummyCircle.com

The Best Rummy Experience
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Online Media

Economic Times

e Study: 17 | Industry: Media | Emails & Newsletters
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ETILC Global

. 3 )¢ Outreach Program
The Economic Times 8 = 2 n
LI i ] . : o < ’
Global Business Summit 5 ' 2
-
9 KUMAAR BAGRODIA
- LESSONS FOR 2 AIN COMPU Al PERT
. A VUCA WORLD & ¢ NG D A TN
- 2 ENHANCINGB RAI N
- - AN AGE OF DISRUPTION THE HUMAN h
- oo NN PPN SBF & ETILC
== Glckel Btz Suri. T cvar o i b Lederanon View collaborating for
= better business &
"I ard s inputarce in o lhe G0Y-15. 2 policy in India
= = g ‘. CTh Suneak i sessices rekvant for Loy i sl
.. - o | e
- Rt ol e
st o
== » T o e
| = ——
- - F101 G meters had e e v My a
.. o i s
.. of many st s
=" —— Sessions at ETGBS ——
..
-
-
-

<o, mrocoRe. NSPIRE TECH

Esteemed attendees

Members Speak

Alok Ohrie
Pasitar & 1D, el lesnnclogles
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Apollo Live Entertainment
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rIIHIPH0P|I1

sz GOES LOCAL == o |

FEATURING
KAAM BHAARI ;{ﬁ
2 N CLYPHFR & REAT RAW "W\ Y

RE

ITHNC N & -

. 9:41PM

© Jnstogram - == H HU HOLIT'S RAINING GIFTS

Xz ,T AL
i i :
IIWIPHQPII 1 KRR s : @ apolloliveentertainment
3 ) .
b elalb i i S

OLLO'S ONLY-AM I
YOU AN UNFORGET

STAND A CHANCE TO WIN A

fitbit

LIVE FOR THE APPLAUSE YOU
IVE US AFTER OUR EVENTS

rtainment: His flow is so smooth, it'll give your
x. Catch @KaamBhaari as he brings the
@Glocal, on 10th November

"\ 4 g ! E LOVE ENTERTANMENT
£ T % D WE LOVE TO ENTERTAN
£POLLO RAWDUST [astmmmmss e



Thank you

oW _

+91 (756) 730-2578
kedarchavan@gmail.com
Creative Director / UX-Ul Designer and Auditor
www.behance.net/kedarchavan



